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SUSTAINABILITY 1= significantly higherin 2025 4= significantly lower in 2025
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Top Reasons Would Pay More for Clothes Made from Natural Fibers
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, Hypoallergenic/less
Better quality More comfortable ifritating to skin Better performance

% Say Is Safe for the Environment (Top 5 of 11)

76% .
69% 1%
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Wool Rayon
*Tencel is a trademark of Lenzing
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