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OUT OF CONTEXT

SPECIALTY RETAILERS thrive on differentia-
tion. Whereas a department store has an 
outerwear section stocked with raincoats, 
a specialty store has a boutique selection of 
lightweight rain jackets, and breathable rain 
jackets and pants, in addition to all kinds of 
add-on rain oriented products. The stories 
surrounding how these specialized items 
differ from their more pedestrian cousins are 
the foundation of the outdoor specialty trade. 
Shopping at a knowledgeable dealer means 
you’re going to get something unexpected 
or extra. In other words, specialty shops sell 
outdoor expertise just like Porsche sells cars, 
i.e. “you won’t need this much performance 
but isn’t it fun to know you own it?” 

The specialist provides the story and 
the customer creates the dream. Today’s 
consumers are hungry for that special 
combination of wishful fulfillment. We devour 
online reviews searching for nuggets of 
precise satisfaction while seeking out cultural 
“influencers” to pre-select the best solutions 
to our first world problems. 

No longer are we content with owning 
mass-produced junk, the postmodern 
cultural ethos is for there to be positive 
value in the things we buy. The products 
should be recycled, or durable, or be locally 
made, or have provided a living wage for 
the maker. The point is consumers are 

less and less content with endless racks 
of mediocrity and more and more focused 
on environmental impact and personal 
responsibility. In a marked shift that reminds 
me of my grandmother’s values, people 
now want less stuff with more meaning. 
Our relationship with our possessions is 
beginning to transcend price.

Increasingly destination indoor brick and 
mortar retail shopping is being challenged 
by experiential “happenings” as consum-
ers turn to fairs, festivals and parking lot 

flea markets to 
satisfy their desire 
for more exciting 
and meaningful 
consumption. 

“Sip and shop” 
is the new mantra, 
with fa ir  trade 
coffee, craft wine 

or micro brewed beer providing the social 
lubricant in even the most banal locations. 
The pop-up atmosphere mixed with strolling 
adults nosing about vendor booths while 
enjoying their time out is evocative of festi-
vals and street markets throughout history. 
The creativity, hard work and human touch 
involved with this kind of commerce feels 
real and immediate and satisfying. It’s fun.

Outdoor retailers should be royalty at these 

outdoor venues. They are knowledgeable, 
pragmatic and robust people that would fit 
right into any pop-up environment. They 
can advise customers about what kind of 
clothing will be comfortable and what sort of 
footwear reliable for any trip, anywhere. You 
know how people love to think, plan, talk 
about their travel plans and outdoor retailers 
are all about the idea of living out of a bag, 
pack or van. The specialty outdoor retailer 
has always been part hero, part educator and 
part cheerleader. They provide a structure 
and language for the outdoor world that 
would easily translate to outdoor markets.

 That brings us to the most important 
point, outdoor retailers like to talk to people 
and enthusiastically prescribe product. It’s 
what they do. They are advocates for their 
customers whom they treat like family; and 
that is the trait that aligns them most closely 
with the street fair scene. You see, customers 
just want to be listened to, told the truth, 
and given the space to make their own 
decisions. After all, people buy interesting 
things after talking with interesting people 
who are interested in them. l

Disclaimer:  Mr. Gray has found that sipping 
and shopping leads to a lot of bathroom 
hopping. His opinions and tiny bladder are his 
own and the Publisher may not share them. 

Sip and Shop Retail 
by Kurt Gray 

Interesting 
Products 
Are Sold By 
Interesting 
People.

Consumers are 
less and less 
content with 
endless racks 
of mediocrity 
and more and 
more focused on 
environmental 
impact and 
personal 
responsibility.

A new Teflon® 
for a new world.
Our changing world calls for more sustainable 
solutions. So we created the first-ever 
plant-based water repellent, with performance 
worthy of the Teflon® brand. We’re proud to 
introduce Teflon EcoElite™, the latest 
non-fluorinated innovation from Chemours.

Learn more at teflon.com/textileinsight

© 2018 The Chemours Company FC, LLC. Teflon EcoElite™ and any associated logos are trademarks or copyrights of 
The Chemours Company FC, LLC. Chemours™ and the Chemours Logo are trademarks of The Chemours Company.
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IN THE STUDIO: DESIGN INFLUENCERS
The force behind what’s new and exciting in today’s marketplace.
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Planet-Saving 
Solutions  

F
or industry critics who com-
plain that “there’s nothing 
new in textiles,” we say: 
“Rubbish!”

Efforts to mitigate textile 
“rubbish” in the form of 

fast-fashion discards, microfiber ocean 
pollution, and harmful chemicals leached 
into the environment are driving the devel-
opment of disruptive textile technologies.

In an article about sustainable energy for 
Forbes, Brett Trusko, president and CEO, 
The International Association of Innovation 
Professionals, explains, “Disruptive sustain-
able technologies are those that change 
the sustainability algorithm.”

Perhaps the same could be said about 
today’s new textile technologies.

Compostable Clothing
The issue of synthetic microfiber ocean 

pollution – which does not biodegrade 
and eventually enters the food chain – has 
put a damper on our love affair with the 
micropolyester fiber used in much of our 
outdoor and athleisure wear, even when 
made from sustainably-sourced, recycled 
synthetics.

PrimaLoft’s recent launch of PrimaLoft 
Bio, a biodegradable microfiber insulation 
made from recycled PET, has disrupted 
the outerwear world. It’s infused with 
a proprietary substance that attracts 
microscopic bacteria that break down the 
fiber, leaving behind water, CO2, methane, 
and biomass.

Third party tests show that the fiber 
decomposes more than 80 percent in land-
fill in a little over a year (compared with 
year two for regular polyester insulation) 
and 50 percent in seawater (compared 
with zero percent for regular insulation 
material).

The company quickly followed up 
with the introduction of PrimaLoft Bio 
Performance Fabric. “We realized we 
needed to expand the work we were doing 
on the insulation to performance fabrics,” 
explains CEO Mike Joyce. With brand 

partners searching for biodegradable 
shell fabrics to complement the insula-
tion, PrimaLoft is partnering with other 
component makers to develop fabrics 
using the PrimaLoft Bio technology.

“You have to share and collaborate if 
the industry is going to make an environ-
mental impact,” Joyce notes.

Calling the manufacturing of double 
velour microfiber fleece “the biggest waste-
producing process” due to microfiber 
shedding, Joyce says the first PrimaLoft 
Bio fleece prototype has been completed. 
Plans are to have four or five iterations of 
Bio Performance knit fleeces and technical 
fabrics ready for Q1.

“When a garment ends up in the trash 
or the wastewater stream, we want it to 
turn it into something natural. We’re good 
at fiber, so let’s solve that.” 

Biosynthetics – plastics made from 
biomaterials – could eventually be even 
more disruptive. Co-founded by a team 
of female PhDs in 2010, Mango Materials 
uses methane and bacteria to create PHB 
(polyhydroxybutyrate), a degradable 
biopolymer with properties similar to 
polypropylene. “We call it ‘the unplastic’” 
says Anne Schauer-Gimenez, the company’s 
VP of customer engagement.

According to Schauer-Gimenez, research 
is ongoing regarding the aesthetics and 
performance of the polymer. “We can add 
other things to the formulation to make 
it stretchy, or create or enhance other 
properties.” The company is currently 
working with melt spinning partners to 
create both hard and elastomeric yarns 
that are lightweight, hydrophobic, and 

won’t melt in the heat.
Most importantly, the raw fiber takes 

a month to biodegrade in compost, and 
eight weeks in a marine environment.

Commercialization is tentatively sched-
uled for 2020 – “the sooner the better,” 
says Schauer-Gimenez. At present capacity 
of 10m pounds per annum, the biopoly-
mer costs out about double the price of 
petroleum-based synthetics. “At 100m 
pounds we will be competitive,” she claims. 
“Methane is cheap if not free!”

Polartec, a pioneer of technical fleece 
development, has created Polartec Power 
Air, a fabric technology that tackles the 
problem of microfiber shedding through an 
innovative knit structure that encases the 
insulating fibers inside a construction using 
continuous yarn. While not compostable, 
the “bubble-wrap” structure sheds five 
times less fiber than traditional high-pile 
insulating knits.

The company developed a test-
ing protocol that simulated dozens of 
home washings and captured the shed 
microfibers in order to determine the 
percentage of weight loss due to shedding. 
The company calls Polartec Power Air “a 
foundational technology platform that will 
eventually provide shedding reduction to 
all existing apparel categories.”

Rethinking Antimicrobials
Silver-based antimicrobial technologies, 

used to control odor in sportswear and 
other apparel, are also of concern. The 
Swedish Water & Wastewater Association 
(Svenskt Vatten) recently reported that 
silver antimicrobial treatments regularly 
leach into the water cycle when the treated 
clothing is washed.  

“Companies which market odor-reducing 
treatment sometimes claim that no leaching 
takes place during washing. However, the 
Swedish Water & Wastewater Association 
has carried out washes in a laboratory 
setting and can demonstrate that leach-
ing takes place in all silver treatments on 
sportswear,” the report states.

Sciessent’s Lava 
XL uses zeolites, 
mineral-based 
substances from 
volcanic ash.
Paul Ford, Sciessent

TECHNOLOGY | INNOVATION

How Sustainability Is Driving Today’s Disruptive Textile Technologies. By Debra Cobb

SUSTAINABILITY
Environmental responsibility is driving positive change all along the textile supply chain. Investment in new 
eco-efficient technologies is a high priority within the industry, and corporate cultures are dedicating more 
time and energy to broadening, diversifying and strengthening a commitment to sustainable practices.
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 TECH | OCEAN PLASTICS
An Industry-Wide Search for Solutions to the Problem of Microfiber Shedding. By Debra Cobb

SEAQUAL 4U, a Spanish company created to 
upcycle ocean waste, says some eight million tons 
of plastic ends up in the ocean each year. And 
according to the Ellen MacArthur Foundation, 
if nothing changes, by 2020 there will be more 
plastic than fish in the ocean.

It gets worse. Eighty-percent of this waste 
breaks down into nano-particles which are 
ingested by aquatic animals, entering the food 
chain ending with human consumption. 

A number of studies in both the U.S. and Europe 
have found that synthetic textiles, particularly 
those made from microfibers, shed thousands of 
microplastic fibers each time they are washed.

Mary Catherine O’Connor, an independent 
journalist writing for Ensia (a non-profit magazine 
focusing on environmental challenges and solu-
tions), reports, “Due to the frequency with which 
apparel is laundered and the increasing quanti-
ties of clothing being purchased throughout the 
world (thanks at least in part to the so-called fast 
fashion trend) apparel is the microfiber source 
on which researchers and policy-makers are 

focusing attention.”

The Great Ocean Clean Up
Cleaning up ocean debris is a complex issue. 

What happens to the garbage once it’s collected? 
Finding the right way to clean, recycle, and 
upcycle masses of smelly plastic is the bigger 
part of the challenge.

Parley for the Oceans, a think tank dedicated 
to addressing the threats towards the oceans, 
takes a three-pronged approach to ocean cleanup. 
It’s described by the acronym AIR: avoid the use 
of plastic, intercept plastic waste before it ends 
up in the ecosystem, and redesign products to 
fit new industry standards.

Parley has partnered with island countries 
whose economies depend on clean waters, such 
as the Maldives, Jamaica and Granada, to clean 
up local plastic waste. 

In 2015 Parley teamed up with Adidas to 
develop a sneaker created with yarn from recy-
cled ocean plastic and fishing nets. In 2017 Adidas 
sold a million pairs of sneakers made from ocean 

waste, and this year the company launched a 
new Parley X Adidas Outdoor collection.

Adidas’ recycled polyester supplier, Far Eastern 
New Century, says that the sports brand plans 
to sell five million pairs of the shoes, each of 
which recycles polyester from 11 plastic bottles.

Building a Wave from Ocean Trash
Seaqual 4U, founded two years ago, is an alli-

ance of the  Ecoalf Foundation (a fashion/lifestyle 
brand and certified B corporation), textile group 
Santanderina and spinning mill Antex. Employing 
some 400 fishing boats to collect trash from the 
Mediterranean, it upcycles the plastic waste to 
create the proprietary polymer and fiber brand 
Seaqual.

Managing director Michel Chtepa describes 
the company as “a business, not an NGO.  We 
create value and raise awareness by creating 
beautiful product.”

Seaqual is offered as both filament and staple, 
which can be blended with natural fibers to create 
textiles of sustainable origin. Textile companies 

CLOSING 
THE LOOP  
ON OCEAN 

WASTE
Plastic pollution in our oceans has become the hot topic in sustainability circles, and the textile 
industry is just beginning to realize that we own a portion of the blame. The stats are mind-
boggling. The Great Pacific Garbage Patch, off the coast of California, is estimated to be 
a 700,000 sq. kilometer mass. But while natural materials decompose, plastics — synthetic 
materials — break down into smaller and smaller pieces that sink into the ocean depths.
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A Deeper 
Shade 
of Green 
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Taking Eco Performance & Technologies to the Next Level

Nowadays functionality, social responsibility and reincar-
nation of products are all part of the current sustainability 
dialogue.

This new narrative ranges from comprehensive facility 
upgrades to re-imagining recycling for use in an array of 
applications from LCA studies to the scientific nitty gritty 
of compliant chemical formulations. Key to all innovation, 
however, is a rising spirit of collaboration that is uniting 
the textile industry in creating a greener planet for future 
generations. As Chemour’s Bob Buck notes, “There is a 
significant shift away from confidentiality to traceability.”  

Buck, along with other industry sustainability stewards, 
realizes that traceability, partnerships, and the emer-

gence of new compliance indicators like the Higg Index 
will drive change. The textile community’s commitment to 
environmental-responsibility is obvious from the response 
to Textile Insight’s request for information on corporate eco 
initiatives. The theme throughout is a positive approach to 
the ongoing journey of reducing our environmental impact 
and a deeper belief that sustainability matters.  Here, textile 
suppliers tell their collective sustainability story. 

Eco Efficient Manufacturing
Textile firms are investing in new eco-efficient facilities as 

well as spending on existing plant upgrades that will lessen 
the environmental impact and improve efficiencies. Last 

By Emily Walzer /// Sustainability has a new narrative. Talk is about expanding eco in big 
picture ways, and viewing sustainability through a wider, more diverse lens. Central to this 
emerging story is today’s step change in eco performance, and how suppliers are making 
expansive efforts to advance environmentally responsible textiles with a focus on green 
chemistry, resource efficient manufacturing and an increasingly transparent supply chain.  

CLOSING 
THE LOOP  
ON OCEAN 

WASTE

The Great Pacific Garbage Patch. 
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Sciessent Lava XL captures and degrades odor molecules and regenerates in the wash.
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ENVIRONMENTAL RESPONSIBILITY IS DRIVING POSITIVE 
change all along the textile supply chain. Investment in 
new eco-efficient technologies is a high priority within the 
industry, and corporate cultures are dedicating more time 
and energy to broadening, diversifying and strengthening 
a commitment to sustainable practices. Business leaders 
across the board are dialed into consumers’ heightened 
interest in how apparel and footwear is made, and are 
striving to create quality products using cleaner and 
greener processes. Transparency from “From dirt to 
shirt,” and “From field to fabric” is the new normal in 
today’s marketplace. 

The companies profiled on the following pages get 
it. These firms are actively embracing sustainability. 
Product development focused on reducing resources 
without compromising performance is front and center. 
So, too, is innovation centered on the anthem “renew, 
reuse, recycle.” The result: Textile suppliers secure in 
the knowledge that what is good for the planet is also 
good for business. 

An in-depth look at the eight companies featured 
in this special Insight on Sustainability section offers 
an optimistic view of eco efforts going forward. The 
advances achieved, and the ambitious goals outlined by 
each company are exciting. But when they combine, as 
an industry overall, then we see that textile businesses 
are truly becoming a force for good. 



textileinsight.com

POWERED BY

TEXTILE INSIGHT®                  MEDIA PLANNER 2025 

TREND INSIGHT
A snapshot of what’s resonating with consumers to help make smarter 
business decisions, inspire creative solutions, and generate original ideas.
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