FROM WORDS TO WEAVE

MANIFESTO

CRAFTING THE NEXT GENERATION OF CIRCULAR TEXTILES




SHOW US WHERE IT'S BEEN,
AND FIND THE NEXT ADRESS!




Dear Reader,

Welcome 3

The Circular Textile Days Manifesto is our movement.

Created in collaboration with key stakeholders at Circular Textile Days 2024, it rep-
resents a shared vision for the future of the circular textile industry. This Manifesto
captures the most pressing challenges and opportunities in the sector, ensuring

that real stakeholders are heard.

WHY?

The textile industry is at a turning
point. The demand for sustainable
and circular solutions is growing,
but systemic change requires
collective effort and a unified
voice.

By supporting this traveling
Manifesto, we create visibility,
credibility, and urgency—three
key elements that help drive
real policy change. With enough
industry backing, we can ensure
that policymakers take notice
and integrate these priorities into
future regulations and incentives.

THE BIGGER GOAL

We don't just want signatures—
we want engagement. We en-
courage leaders, policymakers,
designers, manufacturers, and re-
searchers to get behind this doc-
ument and use it as a tool to push
for action.

HOW TO CONTRIBUTE

Sign the last page - Include your
name, contact details, and your location
(city & country).

Take a photo & share it — Post it on
LinkedIn/ Instagram (if possible),
tagging @CircularTextileDays.

Use the hashtag

#MovingBeyondDialogue - A reference

to the previous edition where the
Manifesto was created - and share an
additional perspective (not manditory).
What is the biggest challenge? What
is the missing link? Most importantly,
what is the solution?

Pass it on - The Manifesto is meant to
travel. Choose someone in your network
who should sign next and ensure they
receive it.

If we generate enough momentum, we can ensure that this Manifesto doesn'’t
just sit in a drawer—it becomes a catalyst for industry-wide change.

Final Destination: The Manifesto must return to Congrescentrum 1931
in the Netherlands on September 10, 2025.

ARE YOU READY TO BE PART OF THIS MOVEMENT?
SIGN, SHARE, AND PASS IT ON.
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MANIFESTO

Where is the system change in the fashion industry? This summer (2024),
FashionUnited asks the question directly to its readers, as we witness our
textile sector in tatters. The answer: sustainability fails to take root because
fast fashion dominates the industry.

The Dutch newspaper FD points to Shein and Temu, ultra-cheap online plat-
forms disrupting the market with their low prices. Meanwhile, Amazon has
started selling directly from Chinese factories, while Dutch companies ob-
serve with professional interest. As a result, the quality of our textiles deteri-
orates, and the waste pile grows. “Textile processors are drowning in cheap

polyester,” writes another news site, Change Inc. Meanwhile, traditional
fashion and textile companies struggle to remain viable—let alone meet their
sustainability goals—and the call for change grows louder.
Circular textiles appear to be stuck in a deadlock. Europe may have a Green
Deal, but when will we make good on those promises?

It's time for governments to wake up and seriously support and protect the
sector. But until that happens, the industry itself must take responsibility. On
behalf of Circular Textile Days, we call on all fashion and textile
professionals to reflect on their progress and act. Circular textiles cannot wait.
Only by acting now together can we achieve the necessary change.

MANIFESTO PART 1
LEGISLATION IS FINALLY IN PLACE.

Without policy, there is no sustainable sector, but without

the active involvement of the sector, there is no helpful policy
either. We will have to continue to talk to Brussels to prevent
the implementation of EU legislation that inadvertently
hampers the circular economy. We want to get rid of design
errors, vague definitions and national differences and call
for stricter financial incentives that make investments and
upscaling possible.




MANIFESTO PART 2
REPAIR THE MARKET FOR

RECVYCLED TEXTILE
WASTE FIRST.

Recycling is a fundamental principle in the circular economy,
but in the textile sector, it is precisely this market that is on the
verge of collapse.

We need stricter legislation that clearly directs financial
resources to these infrastructures, allows textile waste to cross
borders, and harmonises national systems. In the meantime,
as a sector, we need to lead by example by experimenting with
circular business models, investing in recycled materials and
reverse supply chains, and making consumers aware of the
need to get involved.

MANIFESTO PART 3
STOP RESISTANCE TO RADICAL SYSTEM

CHANGE AND INVEST

(HEAVILY) IN PROCESS

As long as we pretend to be comfortable with change, we hide
behind a reassuring narrative that benefits neither the industry
nor the consumer. System change in the fashion and textile
sector is faltering, and time is running out. As a sector, we need
to reflect more honestly on this inertia and ask ourselves, both
collectively and individually, how we can invest more swiftly
and decisively in circular business models.




MANIFESTO PART 4
POWER-PLUG CIRCULARITY INCENTIVES AND

FAST FASHION PENALTIES

Especially in fashion, sustainability is often a marketing
concept, while cheap production remains the norm. Brands
claim to be powerless in this regard, but that is too simplistic. If
we, as a sector, acknowledge that circular fast fashion does not
exist and begin to account for the higher costs of circularity
upfront—while clearly explaining these costs to consumers—
we can bring them along in the transition. Meanwhile, we are
advocating for policies that impose penalties on low-quality,
less sustainable textile products and offer financial incentives
or subsidies for circular textile products. These measures will
ultimately help reduce the price of circularity and enable the
sector to compete fairly and independently.

MANIFESTO PART 5

FORGE EQUITABLE
PARTNERSHIPS FURTHER DOWN THE

SUPPLY CHAIN

Together—the textile transition cannot succeed without the
word, but it has become a buzzword. Real system change
requires proactive partnerships with new players deeper

in the supply chain. This approach helps us understand

each other’s bottlenecks and identify opportunities, which
we must then test with all associated risks. By normalising
knowledge sharing and replacing traditional hierarchies with
equal, long-term collaborations, we can transform vulnerable
supply chains into a solid foundation for a circular textile
system.




Case Studies 9

TAKEAWAYS

INn the next pages are the key insights derived from
the case studies conducted to inform the extended
version of the Circular Textile Days Manifesto.

These interviews were carried out by fashion
students with diverse specializations, ranging from
psychology to technical design, representing
various schools and universities.

The interviewees, who are partners involved in
or connected to Circular Textile Days activities,
provided their perspectives. The students, referred
to as contributors, analysed their circular solutions,
identified bottlenecks and challenges, and
assessed what is needed to scale viable business
models and help shift the textile industry from a
linear to a circular system.
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BAWEAR SCORE

Educating stakeholders on durability, reusability,
renewable resources, and waste reduction is
essential for sustainable textile practices.

reliable
impact

Companies struggle with acquiring
secondary data for
calculations.

environmental

Enhancing industry collaboration is crucial to
bridge data gaps and improve transparency,
especially for new materials (like Roica elastane).

Knowledge gaps in textile production and lack
of incentives hinder accurate environmental
impact assessments.
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Unpredictability in consumer behaviour, such as
how long they wear an item until they throw it,
complicates the calculation of environmental
impacts.

A trade-off between affordability and durability
persists, with many consumers prioritizing cost
over environmental impact, despite new EU
regulations pushing for better transparency and
standardization.

Partnerships with brands and suppliers are vital
for collecting real-time data, driving innovation,
and increasing transparency, all crucial for
advancing sustainability goals.



Case Studies 11

The current fashion business model is built
on mass production and low costs, making it
extremely difficult to produce recycled textiles
that are fast, cheap, and scalable.

It's challenging to stay competitive when
products made with recycled content are more
expensive than those made with raw materials.

Although many solutions are being developed
and tested, they aren’t yet market ready. The
future, circular industry requires large volumes
of new machines that still face

significant restrictions due to being relatively
new.

Since the industry is globalized, scaling recycling
efforts also means considering how to transport
post-consumer waste to recycling facilities and
then to production centres.

We need to think globally while supporting
local industries, balancing the local and global
economies as globalization remains central to
fashion.

Strong networks are needed to connect brands
with innovators and create more
opportunities to scale these recycling processes.

First, governments must clearly define what
constitutes sustainable and circular

designs and business models. Only then can
they enforce clear laws to address
unsustainable production.
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New regulatory initiatives for textiles have
created a complex maze of requirements.

Differences between regional, national, and
European regulations lead to operational
inefficiencies. We need a harmonized regulatory
frameworkthatalignsregional, national,and EU-
level rules to enable more efficient international
collaborations and simplify compliance for
businesses across multiple regions.

Legislativerestrictions,such asbansonexporting
textile waste, create obstacles for circularity,
even though cross-border cooperation could
enhance it.

Partnerships between governments and
industry, like those seen in the Nordic countries,
have successfully advanced circular economy
initiatives.

Thereis still much to be done in terms of funding
and innovation to support circular systems.

Public and private funding are needed to
support the development of new materials,
processes, and business models aligned with
circularity principles.

Investment in advanced recycling technologies
capable of handling complex textile blends will
increase the feasibility of circular textile practices.

Eco-friendly alternatives are often more
expensive, and consumers choose cheaper,
less sustainable products without incentives or
motivations to make a change.

Programs like awareness campaigns, grants, or
tax reductions could incentivize consumers to
choose sustainable commodities.

We need stronger ecodesign principles and
industry-wide, standardized policies.

There'sa growing demand for workforce training
and development in the circular economy.



Case Studies 13

OUIFACTUM

Sustainable products are often more expensive,
creating a barrier for many consumers. If
consumers were better informed about the
true costs and impacts of their purchases—
both sustainable and non-sustainable—they
could make more educated decisions. This
transparency could help sustainable brands
compete in the market.

As Oscar Wilde remarked, “A cynic knows the
price of everything but the value of nothing.”
There is a need for greater consumer education
about the true costs of sustainable and non-
sustainable products, as well as support for
companies to innovate and reduce the costs
associated with circular business models,
making sustainable products more competitive.
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It is essential to establish stronger incentives for
datasharing,including regulatory mandatesand
financial rewards for companies that disclose
their supply chain information.

Developing interoperable data standards would
facilitate easier collaboration and data exchange
across the industry.
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Despite ongoing discussions  about
sustainability, the willingness to pay more
for sustainable products remains limited,
discouraging producers from fully committing
to circularity.

A major obstacle is the high cost of complying
with sustainability requirements, especially
when consumers are not yet fully willing to pay
more for sustainable products.

Extended Producer Responsibility (EPR)
regulations encourage the use of recycled
materials, but the broader regulatory
environment makes it difficult to secure
investments and scale production due to
financial challenges.

While EU regulations like the EPR program
help promote recycling, the overall regulatory
landscape still poses challenges for securing
investments and scaling

production.

Clearer and more supportive regulations are
needed to ensure the economic viability of
using recycled materials and to foster long-term
collaboration across the supply chain.

Integrating sustainable practices, like using
recycled fibres, requires balancing regulatory
compliance with operational efficiency. EPR
regulations assist with this but maintaining cost
efficiency remains a challenge.

One ofthe biggest challengesisfinding investors
willing to support innovative and sustainable
production methods.

Social sustainability, such as ensuring living
wages, is also critical and should be more widely
enforced.

We communicate our circularity goals and
compliance efforts through marketing
campaigns that highlight the benefits of
recycled materials and sustainable production.
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The difficulty in sorting materials complicates
the recycling process, and the current regulatory
environment doesn't fully support the industry
in addressing these challenges. A lack of clear
standards for mixed fibres, for instance, makes
it hard for companies to recycle certain textiles
effectively.

Consumer acceptance of imperfect products,
such as textiles with slight colour variations,
could significantly drive the adoption of recycled
materials.

Companies should take a market approach that
involves close collaboration with stakeholders
across the supply chain, from recyclers to end-
product manufacturers, and act as facilitators,
helping clients unfamiliar with sustainable
practices navigate the complexities of
integrating recycled materials.

The demand for recycled materials is currently
lower than the available supply, which limits
the market for circular products. However,
as awareness and demand increase, more
companies are expected to follow suit.
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It's challenging for small designers to source
sustainable textiles in small quantities.

Many companies are stuck in their traditional
ways. To embrace sustainability, businesses
need to be open to new production methods.

It's important not only for companies but also for
customers to be willing to reflect on and change
their behaviour.

Consumers tend to follow trends and will
buy what's easily accessible, often without
understanding the environmental impact.



One significant obstacle is the fast fashion norm,

which results in high volumes of low-quality
textiles that are difficult to recycle.

We live in a consumption-driven culture, where
a lack of awareness leads to lower participation
in buying sustainable clothing.

Many companies market themselves as
sustainable to enhance their reputation, often
appearing more environmentally friendly than
they actually are. This can discourage consumers
from purchasing recycled products due to
unreliable claims.

There is an urgent need for traceable processes
and transparency in the fashion industry’s waste
cycle to build consumer trust and promote
sustainable purchasing habits.

9

\
B

Case Studies 17



18

While regulations promote transparency and
sustainability, they can also create a significant
compliance burden.

There's an opportunity  to influence
consumerbehaviour by educating them on the
benefits of sustainable fashion and providing
verified data to help them make informed
choices.

A key challenge for circular service providers,
specifically in software, is the initial process of
collecting accurate supply chain data.

Leveraging technology to enhance supply
chain transparency is essential, with advanced
technologies like Al and machine learning
playing a crucial role in improving data accuracy,
efficiency, and predictive capabilities.

Collaboration across the supply chain is crucial
for addressing circularity challenges, but
building partnerships can be difficult when
goals or technological systems aren't aligned.



Circular textile systems face significant barriers,
with the biggest being the lack of a competitive
market for feedstock, leaving collectors, sorters

and recyclers without the financial incentive to
sell, as their operating costs aren't covered.

While the EPR presents an opportunity for the
textile industry, the law against exporting textile
waste threatens the current business model, as
profit from exporting second-quality textiles to
Asia, Eastern Europe, and Africa constitutes a
crucial part of revenue.

Case Studies 19
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An EU-level law like EPR looks very different
in practice across countries. For example, the
Netherlands and Germany have established

curbside textile collections, while France didn't
have this infrastructure before.

The key question is how to effectively harmonize
European and global infrastructure while still
addressing the unique needs and challenges of
individual countries.
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Fashion companies are interested in
sustainability and circularity, but as soon as it's
clear that it will be 5 or 10% more expensive, they
quickly lose interest.

Producing more sustainably, especially in the
fashion industry, is still largely a marketing term.
Clothing brands continue to prioritize the lowest
possible production costs to offer their products
to a large consumer base. They fear their
products will become too expensive compared
to other brands. Consumers have been given
a luxury position, and we've all contributed to
creating that.







