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* Introducing ECAP

« Understanding clothing impacts
« Why should we adopt a circular approach to textiles?
 Clothing waste disposal in Europe

« Understanding consumer behaviours
« What our research tells us about consumer behaviour in
relation to clothing across Europe
« Influencing change
« What is a behaviour change campaign?
« Case study from #LoveNotLandfill

« Helping you make a change
« ECAP consumer engagement resources

- Answering any questions

Agenda
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ECAP and its actions




Clothing has
the 4th largest
environmental

impact after

housing,
transport and
food

Water footprint
of clothing
consumed in
2015 in the EU
is 46,400
million m3

Why adopt a circular approach to textiles?

More than six
million tonnes
of clothing
were
consumed in
the EU in 2015




Majority of clothing is going to landfill
and incineration instead of being re-used
or recycled

In many European countries only 30-50%
of discarded textiles are collected. In
large cities this is even lower.

The European Commission’s Circular
Economy package stresses the need for
more recycling of municipal waste.

The aim is to improve textile recovery
rates as part of meeting the targets of
60% in 2025 and 65% by 2030.

Clothing waste disposal in European countries E@A
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S The Netherlands: Most likely to own a tumble
dryer. Least likely to want to learn repair skills.
Y y P

Germany: Less likely to own a repaired item of clothing. -
Most likely to own clothes they wear less than fortnightly.

I I Denmark: Least likely to wash at 30°C. Less likely to check seams
before purchase, yet expect clothes to last a year longer on
. - average than other nations (5.0 years average active lifespan).

Italy: Most likely to wash on cold setting, and to air dry.
Most interested in learning repair skills.

EU Clothing Survey - Consumer insights
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m Check seams of new items

B Check wardrobe before shop

EU Clothing Survey - Buying behaviours

E@AP

european clothing action plan

Praject supported by LIFE funding



B Bought new - did not consider buying 2nd hand
Bought new - considered buying 2nd hand

B Bought 2nd hand - considered buying new

B Bought 2nd hand - did not consider buying new

Denmark 83% (ALL)

Germany

The
Netherlands

Italy

EU Clothing Survey - Buying behaviours E@AP
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EU Clothing Survey - Washing behaviours E@AP
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Cold - 59,

200 | 2%
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40 [, > frequent’ washes
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EU Clothing Survey - Washing behaviours E@AP
(EU-28)




The overall average active lifespan of clothes in:

5.0 years 4.1 years 3.8 years 3.8 years

EU Clothing Survey - Average active lifespan
of clothes




Took to a charity / community shop

Put in a ‘bring bank’ / clothes collection (e.g.
in a supermarket car-park or inside a store)

Put it in the general rubbish bin

Passed on to family / fnend

Sold (e.g. on eBay, car boot sale)

Disposed of at the local tip / HWRC —in a
specific “area’

Put in chanty bag collected from my house

Put in household recycling collection

| 36% (ALL)
18% (ALL
24%
| 31% (G:H)
31% (ALL)
12%
12%
13%
14% (D:G)
13% (D:G)
LD M Denmark
4%
6% (ALL) M Germany

|
4% (ALL)

Bl The Netherlands

o [taly

19% (ALL)
14% (D;D

Disposed of at the local tip / HWRC - in the
general waste section

Brought it to a shop for a voucher (e.g. H&M,
M&S)

Other (specify)

EU Clothing Survey - Disposal behaviours E@AP
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Theme Example behaviour

Choose clothes that are
better made, easy to care

- for and made to last, or
buy second-hand

Care

N =

Repair

Dispose ‘

Look after your laundry,
stain removal tips, repair or
altering guidance

Don’t bin your clothes. Sell

them on, upcycle, swap,

donate or recycle

Behaviours and interventions

Example intervention

Clothing swap event to

highlight the value of

second-hand clothing to
people

Care and repair advice
available for consumers to
read, in their native language

Kerbside collection leaflets
to tell consumers what to do
with their unwanted clothing

E@AP
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roach evolves as attitudes and behaviours change over t

Precontemplation
ENABLE ENGAGE

Remove barriers Community action
Gather information Co-production
Provide facilities Stakeholders

Provide viabla Media campaigns/opinion formers
alternatives

Educate/train/provide skills
Provide capacity How We
Make Decisions

CREATE iglrategnes for
Use networks Action Funnel Behavior Change

. Outcome

CATALYSE derstand

’
:‘cl' \)“ . Actor

ENCOURAGE EXEMPLIFY

Tax system Leading by example .
AWARENESS OF THE NEED FOR CHANGE Expenditure - grants Acheiving consistency in policies ‘ Action
Incentivas/reward schemes
Recognition/social pressure - tables
alties, fines &
enforcement activity

DESIRE TO SUPPORT THE CHANGE

K KNOWLEDGE OF HOW TO CHANGE

Changes &
Measurements

@ Behavioral Plan|
Insights & Ideas .

Q User Stories

G Interface Designs

@ Product

Impact Assessment .
ABILITY TO DEMONSTRATE SKILLS & BEHAVIORS

REINFORCEMENT TO MAKE THE CHANGE STICK

Behaviour change models E?AP
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What is the
objective of
the
campaign?
What do you
want to
achieve?

Who's
behaviour do
we need to
influence?
How do we
target them?

What
channels can
we use to fit
our budget
and reach
the desired
audience?

What are the
key
takeaways
from the
campaign?
What are the
top
messages
you want to
get across?

Behaviour change campaigns —
Key Considerations

How do you
know you
are reaching
the target
audience?
How do you
know the
messages
resonate?

Have a clear,

concise
action for
people to
take. What
do you want
them to do
to achieve
behaviour
change?

E@AP
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Was the
campaign a
success?
How many of
the target
audience did
it reach?
How many
clicked
through/
took the
survey?







Key strategies and messages \_OVET

N
e Strategy LANDHLL

* Engage young people in a series of events, initiatives and activities
* Increase understanding of how clothes impact the environment

* Make it easy to take action

* Incentivise action on their level

* Messages
* Buy 2" hand
* Care, mend and repair
* Recycle ALL clothes — nothing in the bin
e Use aclothes bank
* Give to charity
* Swap

Behaviour change campaign — #LoveNotLandfill E@AP
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Our audience = converted, eco-curious and unaware

Behaviour change campaign — #LoveNotLandfill E@AP
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Campaign elements

Behaviour change campaign — #LoveNotLandfill E@AP
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Visual cues

| promise to never throw
clothes in the bin! g
2 B LANDFIL

3

’.‘g .t &%
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S\ B laz
# ?u—_—gy:

B
£.30 BILLION

SWAP. PUT IN A CLOTHES BANK_ GIVE TO CHARITY.

Behaviour change campaign — #LoveNotLandfill E@AP
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Influencers

Behaviour change campaign — #LoveNotLandfill E@AP
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Partnerships oT
LANDFILL
SKYNNY DIP
582 k
(Instagram)

contiki Faions
851 k
(Facebook)

Behaviour change campaign — #LoveNotLandfill EmP



Strategies - events

Thank Youso Much for
e Coming ¢

FOLLOW US s care of them ang share th
#LOVENOTLAN DFILL

- H#LOVENOTLANDFILL
N e ——— ]

£
\ONot
LANDFILL

Behaviour change campaign — #LoveNotLandfill E@AP
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Strategies - social

oVE o
L NOT Clt)‘.n:“f':uon on
LANDF‘LL nsINgton - Westminster

SUPPORTED BY depop (]

Boost posts through:

*  Financial support
Location targeting
Audience targeting
Timing

Language

Behaviour change campaign — #LoveNotLandfill E@AP
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Learnings - audience LONE




Learnings - social

#sustainablefashion
4,288,285 posts

Following

Behaviour change campaign — #LoveNotLandfill E@AP
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Learnings — social

Instagram engagement: Organic vs Paid

No one:
Missguided: “Let’s make
a £1 bikini!”
Everyone:

good onyou

11 @ goodonyou_app

Behaviour change campaign — #LoveNotLandfill E@AP

Love Not Landfill Swap & Screen

@:’{m }f}?:. i

£
x.lq".

£
“NUT

. INVESTIGATES

FASHION’S DIRTY SECRETS

NE
"ONOT
LANDFILL

lovenotlandfill
London, United Kingdom

o

lovenotlandfill EVENT
ANNOUNCEMENT &

i

We're so excited to announce that our
next (FREE) event is a ‘Swap & Screen’
event in aid of #CEweekLDN which is a
week that celebrates using resources
to their full potential, ensuring waste
is kept to a minimum! @

We'll be screen the amazing

oQauw N

f‘f‘ Liked by palomaindisguise and 439 others
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LANDFILL

Campaign results

2018-- - -
2019-- - -




NE
\'ONOT
Next steps LANDFILL
 Campaign report for ECAP

e ##LoveNotLandfill 2019
e #loveNotLandfill beyond 2019

Behaviour change campaign — #LoveNotLandfill Emp



For resources to help you engage
with your consumer audiences visit

Wwww.ecap.eu.com
which includes resources such as:

Resources



http://www.ecap.eu.com/
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Thank you

Any guestions?

Gt . LANDFILL




