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Executive summary

This report, Deliverable 5.3, “New business models that can support sustainable
climate transition” presents the results of CRAFT-IT4SD Work Package 5 Task
5.3, focusing on the development and assessment of new business models to
support a sustainable climate transition in the fashion sector and beyond. Building
on earlier Work Package 5 deliverables, Deliverable 5.1, “Mapping and
descriptions of current business models in selected pilot sites” and Deliverable
5.2, “Climate impact assessment of current business models in the pilot sites”,
the work explores how sufficiency-oriented business models can address climate
and broader sustainability challenges and be economically viable.

The analysis is grounded in the recognition that current progress in the sector
remains insufficient. The fashion sector accounts for an estimated 2—-10% of
global GHG emissions, and in the EU alone, textile consumption generated
approximately 159 million tonnes of carbon dioxide equivalent (CO,e) in 2022
(around 355 kg per person). At the same time, consumption levels continue to
rise, with 19 kg of textiles consumed per person annually in Europe, indicating
that demand-side reductions have not yet materialised. Most emissions — around
70-80% — occur in the production phase, but growing evidence shows that
production-side improvements alone are unlikely to deliver the scale of emission
reductions required.

In this context, the report focuses on sufficiency-oriented business models that
aim to address overproduction and overconsumption, alongside improving
production practices. The research combines literature analysis, qualitative and
quantitative data collection, and business model development and evaluation. It
draws on interviews, workshops (42 participants), pilot site company feedback
(14 companies), and survey-based assessments from both experts (26
respondents) and consumers (approximately 30 - 40 responses per model).

Six business models were developed and analysed: Repair Café, CraftedForMe,
Fashion Declutter, Curated Rewear, Crafting Virtual Style, and Clothing Repair
Chain. These models represent different approaches to supporting circularity and
sufficiency, including repair, reuse, service-based models, personalisation, and
digital solutions.

The findings indicate that these models can contribute to sustainability by
reducing practical barriers to more sustainable consumption, improving
convenience and accessibility, and increasing the perceived value and lifetime of
garments. Earlier Work Package 5 results (Deliverable 5.2) suggest that such
business models can reduce product-level GHG emissions by 20-67%, although
outcomes depend strongly on assumptions and user behaviour. At the same time,
significant uncertainties remain regarding real-world impacts, including potential
rebound effects and the extent to which these models can replace rather than
complement new production.

Across the developed models, several common challenges emerge. Economic
viability and scalability remain key barriers, particularly for labour-intensive
services such as repair and customisation. The models often operate in markets
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shaped by low-cost fast fashion, limiting willingness to pay. Consumer behaviour
also plays a critical role, as many models require time, effort, or changes in
consumption habits. In addition, the fragmented structure of the sector —
comprising approximately 197,000 companies, of which around 99% are SMEs
employing about 1.3 million people in Europe — means that capabilities to
implement new models vary significantly.

At the same time, the results point to important opportunities. The strongest
potential lies in combining business models into integrated service systems (e.g.
repair, resale, styling, and digital tools), developing new revenue logics (e.g.
subscriptions, service-based models), and targeting specific segments where
value is recognised. Digitalisation plays a key enabling role, but requires careful
application, as it may both support and undermine sustainability outcomes. In
parallel, craft and cultural heritage emerge as important sources of value,
differentiation, and long-term competitiveness.

Overall, the report highlights that no single business model provides a complete
solution. Instead, the transition towards a more sustainable fashion system is
likely to require a combination of production-side decarbonisation, circular
business model innovation, and sufficiency-oriented strategies that reduce
demand for new production. Importantly, this transition is context-dependent and
is likely to differ across companies of different sizes, depending on their
resources, capabilities, and starting points. These findings also highlight the need
for aligned policy support, particularly through repair incentives, SME-specific
support measures, and frameworks addressing overproduction and consumption
alongside production-side regulation.

The findings underline the need for continued research and experimentation,
particularly in developing metrics for assessing sufficiency-oriented business
models, assessing long-term environmental impacts and economic feasibility,
and exploring viable business logics that can scale beyond niche markets. Taken
together, the results suggest that a broader transformation is emerging, in which
value creation in the fashion sector increasingly shifts from volume-driven
production towards services, extended product use, and alternative consumption
practices.

KEYWORDS: Circular economy, digitalisation, fashion sector, business model

innovation, circular business models, sufficiency-oriented business models,
sustainable climate transition, GHG emissions, climate impact
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1. Introduction

This chapter outlines the starting point of the work carried out in CRAFT-IT4SD
Work Package 5 Task 5.3 “Business Modelling”. It describes the background and
context of the work, the report’s objectives, its structure, and its links to other
CRAFT-IT4SD Work Packages.

1.1 Background and context: Towards alternative business models for
a sustainable climate transition in fashion

The global fashion sector has significant negative environmental impacts,
including climate impacts, as well as a range of social impacts. Despite various
sector-wide initiatives, progress towards a more sustainable industry has been
slower than expected, and many sustainability goals, including climate targets,
are not on track.

At the same time, the sector is a major global employer. According to the
International Labour Organization (ILO), the textiles and clothing industries
provide jobs to over 90 million people worldwide (ILO, 2025). The European
Commission (EC) estimates that the textiles, clothing, leather and footwear
industries together employ around 2.2 million workers, while Euratex reports
approximately 1.3 million employees specifically in textiles and clothing
(European Commission, n.d.d).

Since the European Green Deal (2019), the Cultural and Creative Sectors and
Industries (CCSI) have been increasingly recognised for supporting climate
neutrality in Europe by 2050 (Vuijlsteke, 2024). Within the CCSI, the fashion
sector is a major contributor, accounting for an estimated 2-10% of global
greenhouse gas (GHG) emissions (Apparel Impact Institute, 2022; Bauer et al.,
2023) and aiming for net-zero by 2050 (UNFCC, 2021). In the EU, textile
consumption generated 159 million tonnes of CO2e in 2022 (about 355 kg per
person), with 50% linked to clothing, 30% to household textiles, and 20% to
footwear (EEA, 2025c). Textiles rank as the sixth most impactful household
consumption category.

Most greenhouse gas (GHG) emissions in the sector originate from production.
Apparel Impact Institute (Aii) identifies material manufacturing as the largest
contributor, followed by raw material production and intermediate processing.
Based on 2022 data, a study by Aii with Cascale and RESET Carbon suggests
that around 1,800 facilities account for approximately 80% of global textile
emissions, concentrated mainly in China, Bangladesh, India, Vietham, Indonesia,
and Turkiye (Apparel Impact Institute, 2024).

At the same time, many argue that moving to renewable energy and technological
improvements alone may not be sufficient to meet the sustainability challenges
facing the sector, and that these goals are unlikely to be achieved under current
business models. Related research indicates that, in addition to more sustainable
production, halving new consumption may be required (Millward-Hopkins et al.,
2023), and that beyond efficiency improvements, there is therefore a need to
integrate sufficiency-based approaches that directly address overproduction and

11
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overconsumption (IPCC, 2022; World Research Institute and Apparel Impact
Institute, 2021).

Within the European Union (EU), the circular economy is widely recognised as a
key response to growing sustainability challenges and an enabler in the Europe’s
green transition (European Commission, 2019). As an approach, the circular
economy seeks to overcome the limitations of the linear economic model by
keeping resources in use and reducing waste. Against this backdrop, sustainable
business models have been proposed as one means of advancing the circular
economy and supporting the green transition (Markkula et al., 2024). Sustainable
business models reconceptualise value creation by embedding sustainability
considerations across design, production, supply chains and partnerships
(Bocken et al., 2015). They adopt a system-level perspective that integrates
economic, environmental and social dimensions (Bocken & Short, 2021; Evans
et al.,, 2017). In the fashion sector, several sustainable business model
archetypes have been extensively examined (Bocken & Short, 2021; Mukendi et
al., 2020).

In the green transition, competitiveness and sustainability are intertwined. A key
component of the EU’s green transition is digitalisation (Publications Office of the
European Union, 2022). Accordingly, the potential of digitalisation to improve
both sustainability and competitiveness in the European textile sector is also
highlighted in the EU Strategy for Sustainable and Circular Textiles (European
Commission, 2022) as well as in the sector report by the European Commission
(European Commission: European Innovation Council and SMEs Executive
Agency & Technopolis Group, 2025).

Yet, the green transition has also additional dimensions. Within CRAFT-IT4SD,
the green transition is not framed as double but a triple transition, where
environmental sustainability is intertwined with both digital transformation and
social change. In CRAFT-IT4SD, cultural heritage, craft practices and creative
skills are positioned as active resources that can enable meaningful, system-level
change rather than as symbolic or aesthetic add-ons to technological solutions
(Clausen et al., 2024).

What do these developments mean for future business models in fashion? How
might new sustainable, climate transition supporting business models that seek
to address the question of sufficiency and support reducing overproduction and
overconsumption be structured? What role does digitalisation play in such
models, and how could cultural heritage contribute?

This third and final deliverable of CRAFT-IT4SD Work Package 5 addresses
these questions. It reports the work carried out in Work Package 5 Task 5.3,
“Business modelling”, that has focused on developing new sustainable climate
transition-supporting fashion business models. It draws on and extends the work
carried out for the two previous tasks in Work Package 5, and their result reports
Deliverable 5.1, “Mapping and descriptions of current business models in
selected pilot sites” (Markkula, Petanen, et al., 2025) and Deliverable 5.2,

12
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“Climate impact assessment of current business models in the pilot sites”
(Markkula, Forin, et al., 2025).

To examine fashion business models that go beyond incremental efficiency
improvements, Work Package 5 has focused on sufficiency-oriented business
models and their potential to support a sustainable climate transition.
Sufficiency-oriented business models represent a subset of circular business
models, which themselves form part of the broader category of sustainable
business models. The sufficiency-oriented business models correspond to the
highest levels of the EU waste hierarchy (European Commission, 2018). They
aim to reduce material and energy use and to promote using and consuming less
(Bocken & Short, 2016). In practice, these models include, for example, rental,
resale and repair-based approaches. These approaches are illustrated in Figure
1.

CRAFT
IT4SD

Environmentally
preferable circular
strategies

Sufficiency-oriented business models
/ y

Business models inspiring consumers not to overconsume
(or to consume at all) by moderating sales and support
for self-sufficiency

Refuse

Business models encouraging consumers to consume

|

|

|

|

|

EU waste hierarchy __, fewer products by focusing on durability and longevity, |
|

|

|

|

Reduce L : . ) =
providing life extension services, supporting repair

Business models inviting consumers to consume

— more sustainably, but not less per se, through
PREPARING FOR RE-USE second-hand sales or products manufactured
locally

F— = = = = = = = = =

RECYCLING

Landfill

Figure 1. Sufficiency-oriented business models

Sources: Adapted from Bocken et al. (2022) and EU Waste Framework Directive (2018)

As discussed in Deliverable 5.2, “Climate impact assessment of current business
models in the pilot sites”, the majority of greenhouse gas emissions in the fashion
sector originate from the production phase, underscoring the importance of
improving production practices. At the same time, sufficiency-oriented business
models have the potential to further reduce sectoral emissions by addressing
demand-side drivers, complementing production-focused mitigation efforts. In
Deliverable 5.2, the studied sufficiency-based business models showed potential
to reduce GHG emissions by 20—-67% at the product level. As around 70-80% of
textile impacts occur during production, avoided production and lower-impact
manufacturing are key levers, while reducing overproduction is also critical, given
that about 20% of textiles are not sold at their original price and 4-9% are
destroyed, indicating potentially significant GHG savings from such sufficiency-
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oriented business models as made-to-order and reuse models (Duhoux, 2024;
ECOS, 2021; McKinsey and GFA, 2020; Ostlund, 2020).

Within Europe, the textile and clothing sector plays an important role in
competitiveness, value creation and employment (Manshoven et al., 2025). In
addition, innovation in textile production and consumption, including digitalisation,
together with the decarbonisation of the textile industry, is highlighted as a key
contributor to strengthening EU competitiveness (EURATEX, 2024; European
Commission: European Innovation Council and SMEs Executive Agency &
Technopolis Group, 2025).

The sector is, however, rather heterogeneous, consisting of companies operating
at various stages of the textile and clothing value chain, and characterised by a
complex value chain spanning fibre production, textile manufacturing, apparel
production, retail, use and end-of-life management, involving a wide range of
actors (EURATEX, 2024). Around 99% of companies in the sector are
micro-enterprises or small and medium-sized enterprises (SMEs). According to
the European Apparel and Textile Organisation (EURATEX, 2024), the sector
comprises approximately 197 000 companies, of which micro-enterprises (0-9
employees) account for 175 330 firms, small enterprises (10—49 employees) for
17 730 firms, medium-sized enterprises (50-249 employees) for 3 940 firms, and
large enterprises (250 or more employees) for 591 firms, together employing
around 1.3 million people. This indicates that the same solutions may not work
for all as companies of different sizes have different capabilities and resources.

While the global textile industry is only 0.3% circular (Circle Economy, 2024), the
European context does not perform significantly better. Despite strong policy
ambition, the EU textile sector remains weakly circular: only around 1% of textiles
are recycled into new textiles, less than one-third of textile waste is collected
separately, and the use of recycled fibres in new products remains limited,
indicating a largely linear system (European Commission, 2022; Manshoven et
al., 2025).

While such figures largely focus on the collection and reuse of materials, recent
evidence suggests that overall consumption trends remain misaligned with
sufficiency objectives. For example, the European Environment Agency (EEA)
reports that textile consumption in the EU increased from 17 kg per person in
2019 to a record high of 19 kg per person in 2022, indicating that European textile
consumption is not yet moving towards reduced demand for new textile products
(EEA, 2025b). This trend suggests that sufficiency-oriented business approaches
remain marginal and are not yet widely applied across the sector.

The task of better understanding the current state and potential of
sufficiency-oriented business approaches is further complicated by the lack of
data on sufficiency in the economy. As noted in Deliverables Deliverable 5.1,
“Mapping and descriptions of current business models in selected pilot sites”, and
Deliverable 5.2, “Climate impact assessment of current business models in the
pilot sites”, there are currently no established metrics for assessing the

14
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implementation of sufficiency-oriented business models in practice. As a result, it
is difficult, for example, to estimate the extent to which companies are applying
sufficiency-oriented strategies and business models, or to assess the economic
role, potential and viability of such models (Niessen et al., 2025).

Additionally, some argue that circularity in the fashion sector is often oversold,
structurally constrained, and lacks a proven systemic business case under
current growth-oriented models (Niinimaki et al., 2020; Pucker, K., 2023). It is
also suggested that, unless accompanied by explicit sufficiency principles and
constraints on scale, such models may reinforce existing growth dynamics rather
than deliver absolute reductions in environmental pressures (Bocken & Short,
2016; Fletcher, 2016; Niinimaki et al., 2020; Pucker, K., 2023).

Other examples suggest that sufficiency-oriented business cases are beginning
to emerge. For example, large fashion companies such as H&M Group argue that
resale-, repair-, and reuse-based models can be commercially viable, generating
revenue while reducing reliance on new garment production (H&M Foundation,
2025).

However, it remains unclear whether, and under what conditions,
sufficiency-oriented business models can scale at the sector level or become
commercially viable beyond niche applications, or whether their wider adoption
would lead to absolute reductions in production and consumption rather than
being absorbed into continued patterns of volume growth (Niessen et al., 2025).

It is against this background that Work Package 5 Task 5.3 “Business modelling”
set out to develop new sustainable, climate transition-supporting business
models, with a specific focus on sufficiency-oriented business models. The more
detailed objectives of this task are presented in Chapter 1.2.

1.2 Objectives of the report

This report, Deliverable 5.3, presents the results of Work Package 5 Task 5.3,
“Business modelling”, focusing on the development of new business models that
support a sustainable climate transition in fashion, with particular emphasis on
sufficiency-oriented approaches.

Building on the work carried out in Work Package 5 Tasks 5.1, “Current state”,
and 5.2, “Climate impact assessment”, the report extends the business model
mapping and climate impact assessment presented in Deliverable 5.1 and
Deliverable 5.2. It presents the business models developed in Task 5.3, identifies
actions required for their practical application, outlines further development
needs, and discusses the conditions under which these models can be
transferred to and implemented in other contexts.

Building on the work carried out in Work Package 5 Tasks 5.1, “Current state”,
and 5.2, “Climate impact assessment”, the report extends the business model
mapping and climate impact assessments presented in Deliverable 5.1 and
Deliverable 5.2 by presenting literature reviews on sufficiency metrics and
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selected additional sustainability impacts beyond climate, and the new
sufficiency-oriented business models developed in Task 5.3. It also identifies
actions required for their practical application, outlines further development
needs, discusses the conditions under which these models can be transferred to
and implemented in other contexts.

1.3 Structure of the report

The report is structured as follows. The first main chapter, Chapter 2, presents
the literature background for Task 5.3. In Chapter 2.1, it considers the role,
potential, and limitations of digitalisation in advancing sufficiency, as well as the
role of culture and heritage in new business model development and explains the
background of the business model canvas applied later in Task 5.3. The chapter
then proceeds to Chapter 2.2, which discusses voluntary climate pacts and
commitments in the fashion sector, including their greenhouse gas (GHG)
reduction targets and progress. This provides an overview of current climate
action and highlights the role of sufficiency-oriented business models in these
efforts. Chapter 2.3 addresses selected sustainability impacts beyond climate,
focusing on biodiversity, water, and workforce as examples of other relevant
impacts in the sector. It also illustrates how these impacts interrelate with climate
and how sufficiency-oriented business models may contribute to broader
sustainability outcomes. Next, Chapter 2.4 examines how sufficiency in the
economy is currently measured, reviewing existing metrics in the circular
economy and suggesting preliminary metrics for assessing sufficiency in the
economy.

The report then proceeds to Chapter 3, which outlines the task design and
methodologies applied in Task 5.3. It provides an overview of the supporting
literature, describes the phases of business model innovation, and presents the
business model development and evaluation methods used in Work Package 5.

Chapter 4 presents the six sufficiency-oriented business models developed in
Work Package 5 and their qualitative assessment results.

Chapter 5 presents the qualitative assessment results of the business models.

Chapter 6 draws the findings together, presenting a qualitative and quantitative
synthesis of business model feedback and discussing the actions needed to
apply the models in practice, the evaluation of their transferability, their
applicability beyond the fashion sector, as well as policy recommendations.

The report concludes with Chapter 7, which presents final remarks.

1.4 Connections to other CRAFT-IT4SD Work Packages

The present deliverable, Deliverable 5.3, reports the findings of the CRAFT-
ITASD Work Package 5 Task 5.3, “Business modelling”.

The results of Deliverable 5.3 build on Deliverable 5.1 and Deliverable 5.2. The
Deliverable 5.3 support the work of Work Package 2, “Scientific and
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methodologial foundation: Challenges and opportunities for the CCSI in the
sustainable transition”, Work Package 3, “New technologies, infrastructures,
platforms, and data value for the CCSI”, Work Package 4, "Pilot coordination,
implementation and monitoring", Work Package 6, "Skills and learning
communities across fashion and related CCSI", and Work Package 7,
“‘Communication, dissemination, ecosystem facilitation and sustainable
partnerships”.

2. Literature background

This chapter presents the literature background of Task 5.3. It begins with
Chapter 2.1, which reviews sufficiency-oriented business models in the context
of the triple transition, focusing on the roles of digitalisation and cultural
sustainability. It then moves to Chapter 2.2 on fashion sector pacts to reduce
GHG emissions, followed by Chapter 2.3 on sustainability impacts beyond
climate, including biodiversity, water, and workforce. The chapter concludes with
Chapter 2.4 on sufficiency metrics for circular business models.

2.1 Sufficiency-oriented business models in the triple transition: The
roles of digitalisation and cultural sustainability

Digitalisation is widely recognised as a key enabler of the green transition,
understood as a systemic shift towards a climate-neutral, resource-efficient and
circular economy, while supporting a more inclusive societal transformation
(EEA, 2026)

Existing literature increasingly highlights digitalisation as a key enabler of circular
economy practices (Neligan et al., 2023). Like in many other sectors, also in
fashion and clothing digitalisation is expected to have a major role. Digital tools
and technologies are widely recognised as transforming the clothing and textile
sector across design, production, and market interaction, enabling greater
traceability, transparency, and new digital business practices along the value
chain(Casciani et al., 2022; Colombi & D’ltria, 2023; Kristoffersen et al., 2020;
Manshoven et al., 2025; Sayem, 2022).

Emerging within Industry 4.0 (Bertola & Teunissen, 2018) and more recently
Industry 5.0 (European Commission, n.d.-c), technologies such as internet of
things (loT), big data, artificial intelligence (Al), computer assisted design (CAD),
3D printing, blockchain, and virtual (VR) and augmented reality (AR) are
reshaping the European fashion and clothing sector and its business models
(Casciani et al., 2022; Manshoven et al., 2025).

Digital applications such as data platforms, virtual fashion and digital product
passports (DPPs) have the potential to fundamentally transform the textile sector
by enabling on-demand production, service-based and sharing models, and
improved lifecycle management (Gazzola et al., 2024; Manshoven et al., 2025).
Digitalisation is increasingly seen as an enabler of dematerialised fashion value
chains, shorter development lead times, improved resource efficiency, and the
scaling of access-based and sharing models (Casciani et al., 2022; Manshoven
et al., 2025).
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Several extensive mappings of digital tools and technologies in the fashion and
clothing sector already exist (Gallery & Conlon, 2024; Glogar et al., 2025;
Orisadare et al., 2025). Within the CRAFT-IT4SD project, Work Package 3 “New
technologies, infrastructures, platforms, and data value for the CCSI” has
conducted an extensive mapping of these elements, documented in Deliverable
D3.2, “Technology scan report for the sustainable transformation driven by the
CCSI”, to be published in June 2026, and assessed their applicability in micro
and small-sized fashion and clothing companies.

2.1.1 Circular business models and digitalisation: Opportunities and
challenges

Within the context of business model development and innovation, digital
technologies are widely recognised as key enablers of circular business models
(Colombi & D’ltria, 2023; Kristoffersen et al., 2020). They can, for example,
support the design of new or additional business models and support the
implementation of circular business models (Broccardo et al., 2023; Colombi &
D’ltria, 2023; Gazzola et al., 2024; Kristoffersen et al., 2020). Moreover, they can
enable new business models to be scaled up and made accessible to a wider
range of users (Colombi & D’ltria, 2023). Yet, they can also introduce
environmental and social trade-offs, which underlines the need for careful
application and assessment of their sustainability impacts.

To start with, digitalisation can support circular business models in fashion and
clothing in various ways. It can enable product lifetime extension, resource
efficiency, and new forms of value creation (Colombi & D’ltria, 2023). Digital
technologies enable circular design, redesigning workflow, tracking and tracing,
sustainability information provision, circular services, demand-driven production,
virtual design and fitting, product customisation, new types of marketing and
retailing, and enhanced value-chain coordination, thereby supporting the
dematerialisation of fashion value chains, reducing waste and overproduction,
and strengthening user engagement (Casciani et al., 2022; Colombi & D’ltria,
2023; Huynh, 2022). The literature also points to digitalisation as a driver of
structural shifts towards experience-, service-, and platform-based business
models and network-oriented circular value creation (Casciani et al., 2022;
Huynh, 2022; Manshoven et al., 2025).

However, alongside its benefits, digitalisation also presents significant challenges
that need to be considered when designing new circular business models and
further developing existing ones. In particular, the environmental impacts of
digitalisation are not exclusively positive (Bohnsack et al., 2022; Casciani et al.,
2022) — or negative. For example, in terms of climate impacts, the information
and communication technology (ICT) sector is estimated to contribute
approximately 1.8—2.8% of global greenhouse gas emissions, with this share
likely underestimated when full life-cycle impacts are considered (Bohnsack et
al., 2022; Casciani et al., 2022). In contrast, World Economic Forum (WEF, 2022)
highlights the mitigation potential of digital technologies, estimating that
large-scale deployment could reduce emissions by up to 20% by 2050 in key
high-emission sectors such as energy, mobility and materials.
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Overall, it is not evident that increased use of digital tools and technologies in
circular business models leads to reduced levels of consumption (Manshoven et
al., 2025). Efficiency gains can, for example, also spur higher consumption, and
digital technologies may also be deployed in ways that reinforce unsustainable
consumption and production patterns, for example by accelerating fashion cycles
and enabling demand-stimulating targeted marketing (Casciani et al., 2022;
Gazzola et al., 2024; Qu, 2024).

Additionally, digitalisation within circular business models may also entail social
sustainability challenges (Broccardo et al., 2023). For example, digital tools and
technologies are not equally accessible to all firms, due to financial, technological,
organisational, and skills-related constraints (Manshoven et al.,, 2025). In
particular, and as acknowledged also in the Deliverable D3.2, “Technology scan
report for the sustainable transformation driven by the CCSI”, to be published in
June 2026, some digital solutions may not be accessible or feasible due to
barriers such as cost, technical complexity, and time constraints for micro and
small enterprises, which constitute the majority of the European fashion sector.
At the same time, widely available digital innovations, such as internet-based
platforms and smartphones, have enabled resource-constrained start-ups to
develop and scale new circular business models (Tunn et al., 2019). Moreover,
not all consumers are equally equipped to use digital solutions and services, and
digitalisation may also have implications for employment (Manshoven et al.,
2025).

2.1.2 Sufficiency-oriented business models and digitalisation

Overall, research at the intersection of sustainability, the circular economy, and
digitalisation has focused far more on the opportunities digitalisation offers for
efficiency than on sufficiency (Santarius et al., 2023; Santarius & Wagner, 2023).
Relatively little research explicitly addresses sufficiency-oriented business
models in the context of digitalisation. Nevertheless, the broader literature on
circular business models and digitalisation includes examples of
sufficiency-oriented strategies and models (Colombi & D’ltria, 2023; Manshoven
et al., 2025). For example, the ETC CE Report 2025/6 (Manshoven et al., 2025)
discusses digital tools and technologies applicable to different types of circular
business models in fashion and clothing. Similarly, Colombi and D’ltria (2023)
address some sufficiency-oriented business approaches in their study on
innovating fashion business models within the digital transformation.

To provide an illustrative overview of how digital technologies may support
sufficiency-oriented business models, Table 1 below presents an overview of
common digital technologies in fashion, their potential to support sufficiency-
oriented business strategies in fashion and clothing, and their environmental
impacts. The table is primarily based on the European Topic Centre on Circular
economy and resource use’s report (Manshoven et al., 2025) on the role of digital
technologies in the clothing and textile sector’s circular economy and adapted
based on the conceptual framework for sufficiency-oriented business models and
strategies proposed by Bocken et al. (2022).
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Digital technologies supporting sufficiency-oriented business strategies
in fashion and clothing, and their environmental impacts
Examples of the
Business environmental
Sufficiency operatin Product or service ||[Examples of enabling impact
strategy pe 9 offering digital technologies reductions of
logic -
digital
technology*
Longevity and Durable, repairable Longer product life;
Reduce gevity and long-lasting CAD, Al potentially reduced
durability . :
designs consumption
. . Robotics in production Reductipn of
High-quality products . : production waste and
Al-enabled quality control
defects
Virtual fitting rooms Al, AR/virtual reality Reduction of returns
and smart mirrors (VR)-enabled assistants
Repair, maintenance Digital care guides, Longer product life;
and care services and Al/AR-enabled assistants, customer
guidance digital platforms engagement
On-demand spare 3D printing Longer prodqct life;
parts waste reduction
Renting or Online platforms,
Service / 90 . radio-frequency identification Reduced
subscription services . .
access-based (pay-per-wear / (RFID) tags, inventory consumption through
models pay-pe software, 10T, big data higher utilisation
per-period) .
analytics
Maintenance services |oT, digital platforms Lifetime extension |
Virtual shop loT-based consumer
assistants and fitting  behaviour analytics, big data Reduced returns
support analytics, AR/VR
On-demand 3D printing/knitting/weaving, Prevgntlon of unsold
. . stock; reduced
production 3D body scanning
returns
Collection and D'E'tatily Enabc:ed DPP, digitalised take-back Improved end-of-life
resale ta e-back and reverse systems management
logistics (B2C & B2B)
Automated sorting for Automated, Al-enabled Increased reuse;
reuse and recycling  sorting technologies improved recycling
. . Robotics, near-infrared
Recycling and Autqmated textllg (NIR) machine vision, Al, Improved recycling
reuse sorting for recycling -
automation
. Reduced resource
Tracking and losses; reduced
optimisation of RFID tags, DPP, loT ’
; energy and water
recycling processes
use
Design-for-recycling  Al-aided design, 3D knitting  Virgin material
tools using recycled fibres savings
Upcycling and Waste reduction;
remanufacturing on CAD, 3D printing reduced need for
demand virgin production
. . Enable more
Rethink Longg\(lty and AcceSSIple product loT-enabled RFID tags conscious consumer
durability information choices
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Digital technologies supporting sufficiency-oriented business strategies
in fashion and clothing, and their environmental impacts

Examples of the
Business environmental
Sufficiency operatin Product or service ||[Examples of enabling impact
strategy pe g offering digital technologies reductions of
logic . .
digital
technology*
Service / Peer-to-peer Platforms, two-sided Reduced .
access-based ; consumption through
swapping platforms marketplaces
models reuse

Prevention of
overproduction;
personal expression

Open-source and
co-creation-based
design

CAD, Al-assisted co-creation
platforms

No material use, no

VR, AR, non-fungible token waste (with rebound

Virtual fashion

(NFTs) risks)

Collection and Re-commerce Digital platforms !everagmg Increased reuse;
platforms for resale,  Al, cloud computing, -

resale . affordability
rental and return blockchain

Recveling and Digital tools for Material savings

yeling redesign and AR, Al through

reuse > .

upcycling remanufacturing

Customised products CAD, distributed Longer use through

Reduce/  Longevity and creating strong user  manufacturing via loT, 3D attachment;
Rethink durability 9 9 ng ’ avoidance of
attachment body scanning .
overproduction

* As noted by Manshove et al. (2025), the environmental impacts of digital technologies themselves are
not included and remain relevant trade-offs

Table 1. Digital technologies supporting sufficiency-oriented business strategies in fashion and
clothing, and their environmental impacts

Source: Based on Manshoven et al. (2025), with sufficiency strategy categories adapted from
Bocken et al. (2022).

While the literature on sufficiency-oriented business models distinguishes
between refuse, reduce and rethink strategies (Bocken et al., 2022), the digital
tools and technologies as well as product or service offerings addressed in Table
1 primarily relate to rethink and reduce strategies.

While digitalisation can support reduced production volumes indirectly, for
example through on-demand production or the avoidance of unsold stock, none
of the identified digital applications listed in Table 1 explicitly invite consumers not
to consume or to abstain from consumption altogether. Rather, digital
technologies are predominantly used to rethink how consumption takes place
(e.g. through access, reuse, resale or information provision) and to reduce
material throughput by extending product lifetimes, improving fit, avoiding returns
and preventing overproduction.

2.1.3 Digitalisation, sufficiency-oriented business models and the
cultural sustainability dimension
According to UNESCO (UNESCO, 2015), culture is as a cross-cutting driver and
enabler of sustainable development: it underpins social inclusion, behaviour
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change, values, identity, and local agency. These aspects are directly relevant to
business models.

Yet, although circular business models are increasingly discussed as key
enablers of the green transition, limited attention has been paid to their cultural
dimension, particularly within conventional business model development and
innovation literature. While a growing body of research on heritage-preserving
and craft-based business models explicitly frames business activity as a vehicle
for cultural sustainability (Ratten, 2023), cultural sustainability remains
under-theorised as a distinct business model dimension (Valcozzena, 2023). This
is also the case in sufficiency-oriented business model literature, where cultural
aspects tend to remain implicit rather than being conceptually articulated (Beyeler
& Jaeger-Erben, 2022; Kropfeld & Reichel, 2021).

Additionally, beyond the business model literature, it has been shown that while
digitalisation can bring benefits, it also gives rise to a range of challenges and
tensions related to cultural sustainability. In the CRAFT-IT4SD project, the
interlinkages between cultural sustainability and digitalisation, including specific
tools and technologies, are discussed in more detail in Deliverable 3.2,
“Technology scan report for the sustainable transformation driven by the CCSI”,
to be published in June 2026.

In light of these insights, incorporating the cultural dimension into business model
development appears increasingly necessary. Research on heritage
entrepreneurship demonstrates that culture and creativity can be central to value
creation and competitive advantage (Ratten, 2023), while studies on digital
transformation in fashion suggest that digitalisation affects all dimensions of
sustainability across interconnected supply-chain processes (Casciani et al.,
2022). Nevertheless, the sustainability implications of digitalisation remain
understudied due to limited attention to cultural dimensions, despite fashion being
one of the most culturally intensive industries (Bertola et al., 2016; Martin &
Vacca, 2018). From this perspective, cultural sustainability - understood as the
preservation of creativity, beauty, knowledge, identity, diversity, and heritage
(Casciani et al., 2022) - has the potential to support sufficiency-oriented practices
and business models in the digital era by enabling collaborative practices that
preserve cultural capital and strengthen business competitiveness.

These considerations related to digitalisation and cultural dimensions in circular
and sufficiency-oriented business models informed the development of the
CRAFT-IT4SD business model canvas. The canvas was explicitly designed to
account for cultural dimensions alongside digital and economic, environmental,
and social sustainability aspects. The canvas and its application are presented in
Chapter 3.3.

2.2 Fashion sector pacts to reduce GHG emissions

This chapter examines voluntary climate pacts and collective commitments in the
fashion sector aimed at reducing GHG emissions. It reviews key initiatives, their
targets and progress, and assesses the extent to which they address broader
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challenges, including overproduction and the role of sufficiency-oriented
approaches.

2.21 Pacts

Pacts in this section refer to voluntary agreements or collective commitments
made by companies and other actors to address shared challenges such as
sustainability and climate impacts. In this section, the focus in on climate pacts.
The fashion pacts in this section are categorised in global, regional and national
level. Only pacts or initiatives which set at least climate targets for its member
companies are included. These pacts are listed in Table 2 and briefly presented
in this chapter.

The Science Based Targets initiative (SBTi) is a corporate climate action
organisation which provides companies science-based targets (SBTs) which are
defined path to reduce greenhouse gas emissions in line with limiting global
warming to 1.5°C. Currently for larger companies SBTi contains standards and
criteria for near-term or net-zero' targets. However, companies can set new near-
term targets until the end of 2027. After that, SBTi encourages companies to
follow the Corporate Net-Zero standard. (SBTi, n.d.-a). The SBTs are widely
adopted in fashion sector (Garcia-Sanchez & Carnicero-Martinez, 2026) with
more than 600 companies who have set approved SBTs (Apparel Impact
Institute, 2025). However, SBTi does not yet have fashion sector-specific
standards or criteria, but in 2024 the organisation announced that is developing
apparel sector standards (SBTi, 2024). Currently, SBTi provides a guidance
document for apparel and footwear companies to set science-based climate
targets (SBTi, 2018) following the generic SBT standards and criteria. In this
guidance document, producing and selling fewer items are considered as a way
to reduce emissions. SBTi also provides options for SMEs through SME
validation route which contains near-term targets, near-term maintenance targets
and net-zero targets.

The Fashion Pact is a global initiative of companies in the fashion and textile
industry to with the aim to reach a nature-positive?, net-zero future for fashion
(The Fashion Pact, n.d.-b). Companies who wish to be part of the pact must have
Science-Based Targets (The Fashion Pact, n.d.-a). According to The Fashion
Pact, currently 75 member companies presenting 160 brands have joined the
Pact. Also, retailers, suppliers or manufacturers can be members (The Fashion
Pact, n.d.-b). The commitments set by the pact were set to be reached before
2025. After 2025, the initiative focuses on aligning the near-term targets to reach
net-zero and nature positive outcomes (The Fashion Pact, 2025).

! A state in which a company has reduced its greenhouse gas emissions to the residual levels
defined by net-zero pathways and neutralises those remaining emissions, achieving and
maintaining this balance at its net-zero target year and beyond (SBTi, 2026).

2 A nature-positive economy is one in which businesses, governments and others take action at
scale to reduce and remove the drivers and pressures fuelling the degradation of nature, and
work to actively and justly improve the state of nature and the ecosystem services it provides
(The Fashion Pact, 2023b).
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UN Fashion Industry Charter for Climate Action is a framework for any type
of fashion industry company. The framework contains 13 commitments
addressing climate change to reach net-zero emissions in 2050. Currently 72
companies have signed the framework. (UN Climate Change, 2025).

On regional level, The Scandinavian Textile Initiative for Climate Action (STICA)
was founded by NGO Sustainable Fashion Academy to support apparel and
textile companies to reduce their climate impacts, transform the industry and
ensure that Scandinavia countries do more than their own share in mitigating
climate change (Sustainable Fashion Academy, n.d.). The initiative requires from
its signatories that targets, measures, and reports are in accordance with STICA
guidelines, which are aligned with SBTi and GHG Protocol. In 2025, 53
companies had joined the STICA and most of them were SMEs. Brands covered
81% of the members, retailers 15% and others 4%. (STICA, 2025).

From the four CRAFT-IT4SD pilot sites, in Finland and Denmark there are
national voluntary climate change mitigation commitment instruments3. In
Finland, Finnish Textile & Fashion organisation started in 2021 a voluntary
Climate neutral textile industry 2035 commitment tool for Finnish companies to
mitigate climate change. Companies who sign the commitment commit to aim
carbon neutrality* in their own action by 2035. Currently 21 companies covering
both established companies, small design brands and startups have signed the
commitment. (Finnish Textile & Fashion, n.d.) In Denmark, the Danish Ministry
of Environment together with the national fashion and textile sector initiated in
2022 a voluntary Denmark’s National Action Plan for Textiles. Latest update to
plan was made in 2025. No information was found about how many companies
have joined to the initiative. The commitments for the signatories are classified in
three categories: circular business models, circular design and recycled textile
fibres. There are various targets listed in each of categories. Hence, a full list is
available in the Lifestyle & Design Cluster's document (n.d.) and in Table2 2 a
summary is provided.

Additional countries, the United Kingdom, France, the Netherlands, Italy, and
Belgium, were included in the pact review to reflect leading European contexts
for circular textile business model development, as identified in recent European
analyses (EEA & ETC CE, 2025; Ellen MacArthur Foundation, 2024). These
countries represent strong but complementary profiles: policy leadership in
France, systemic business model innovation in the Netherlands, experimentation
environments in the United Kingdom and Belgium, and heritage- and quality-
driven approaches in Italy. Their inclusion supports a more comprehensive

3 In Catalonia, the Circular Fashion Agreement

(https://mediambient.gencat.cat/ca/05 ambits dactuacio/empresa i produccio_sostenible/econ
omia_verda/catalunya_circular/english-version/circular-fashion-agreement/) aligns stakeholders
across the textile value chain to jointly address sector challenges through shared objectives and
supporting instruments for a circular transition, but it does not include explicit GHG reduction
targets.

4 Carbon neutrality is what a company or organisation achieves when the amount of CO2 they
have emitted into the atmosphere has been balanced out. This means it has either been
removed or mitigated through carbon offset projects or technologies that capture and store
carbon. (The CarbonNeutral Protocol, 2024)
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assessment of the transferability of sustainable climate transition-supporting
business models and their implementation across diverse European contexts.

Regarding other European countries than the CRAFT-IT4SD pilot sites, national
initiatives are present only in the United Kingdom. In the United Kingdom, the
voluntary initiative UK Textiles Pact supports fashion and textile industry to
transition to more sustainable and circular practises by 2030. The initiative covers
new textile products which are first placed to the UK market. Currently, the
initiative has over 130 signatories who are brands, retailers, re-use and recycling
organisations and affiliates. (WRAP, n.d.).

Additionally, similar national initiatives from France, the Netherlands, Belgium
and Italy were searched but were not found.

Selected climate-related fashion pacts and initiatives

Geography  Pact/ Target companies/ Key commitments
initiative organisations
Global Science- Companies, both Larger companies: Near-term climate target -42
Based large and SMEs % GHG emission reduction by 2030 or net-zero
Targets target by 2050 (SBTi, n.d.-b)
initiative
(SBTi) SMEs target options (SBTi, 2025):
e near-term: 42 % reduction of scope 1 and 2
emissions

e near-term maintenance: if scope 1 and 2
reduction is achieved, enables to maintain
progress and improve towards low-emission

trajectory.
e net-zero: long-term or near-term
Global The Fashion = Companies within Climate:
Pact the fashion industry e  achieve 100% renewable energy across
- fashion and textile own operations by 2030
brands, retailers e ensure that 25% of key raw materials are
and suppliers (The lower climate impact by 2025
Fashion Pact, n.d.- Biodiversity:
a) e develop individual biodiversity blueprints,

research and capacity building

e support zero deforestation and sustainable
forest management by 2025

Oceans:

e eliminate problematic and unnecessary
plastic in B2C packaging by 2025 and B2B
by 2030

e ensure at least half of all plastic packaging
is 100% recycled content by 2025 for B2C
and by 2030 for B2B (The Fashion Pact,
2025).
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Selected climate-related fashion pacts and initiatives

Global

Region

Country —
CRAFT-
IT4SD pilot
site

Country —
CRAFT-
IT4SD pilot
site

Country

Country

Country

UN Fashion
Industry
Charter for
Climate
Action

Scandinavia
Scandinavia
n Textile
Initiative for
Climate
Action
(STICA)
Finland -
Carbon
Neutral
Textile
Industry
2035
Initiative
Denmark -
Denmark
National
Action Plan
for Textiles

United
Kingdom —
UK Textiles
Pact

Sweden

France

Any company or
organisation
engaged in the
fashion sector

Apparel and textile
organisation

Any textile sector
company

Fashion and textile
companies

Brands, retailers,
re-use and recycling
organisations and
affiliates

See (Fashion Industry Charter for Climate

Action, 2021) for full list of required

commitments. Below a summary of the main

themes is listed.

e set near-term and net-zero GHG emission
reduction targets

e pursue energy efficiency across its own

operations and value chain

source only renewable electricity

use sustainable materials

supplier engagement

phase-out coal use

Paris agreement aligned policy engagement

investor and shareholder engagement

logistics decarbonisation

disclose climate and sustainability efforts

public targets for Scopes 1, 2 and 3

scope 1 and 2 emissions halved by 2030

scope 3 targets in line with what it will take

to limit warming to no more than 1.5°C, as

defined by the STICA Scope

e to aim carbon neutrality in company’s own
action by 2035 (Finnish Textile & Fashion,
n.d.)

Recycled materials:
e atleast 40 % of the materials are recycled
by 2030

Circular design:

e By 2030, 70% of all products from signatory
companies follow the principles of the
upcoming Danish circular design guide.

Circular Business Models:

e 80% of signatory companies engage in
resale projects and circular business
models by the end of 2025

e A bigger part of signatories’ sales revenue
in Denmark, is coming from circular
business models and resale by 2030

e The consumption of new clothing and textile
products in Denmark have decrease by
2030. (Lifestyle & Design Cluster, n.d.)

By the year 2030:

e 50% reduction in the overall carbon footprint
of new textile products

e  30% reduction in the overall water footprint
of new textile products(WRAP, n.d.)

No country level initiative was found, but

Sweden launched the STICA presented in this

table.

No country level initiative found, but France

launched the Fashion Pact presented in this

table.

Table 2. Selected climate-related fashion pacts and initiatives
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2.2.2 Are the commitments sufficient to reduce sector GHG
emissions?

From the list global pacts listed in Table 2 in Chapter 2.2.1, The Fashion Pact
and UN Fashion Industry Charter for Climate Action have published tracking
reports on how their member companies have progressed with reaching the
targets set in the commitments. The overall progress is described in this
deliverable and more detailed advancement per targets can be found in the
reports prepared by these two pacts.

The Fashion Pact progress report (The Fashion Pact, 2025) covered 70% of the
members. To further support the reaching Net Zero and climate targets, from
2023 The Fashion Pact decided that Science-Based Targets are mandatory
member prerequisite. Regarding the first climate target listed in Table 2, in 2024
61% of the members used renewable energy. The Fashion Pact tracks the
second climate target by assessing how much of members’ material use is
classified by the Textile Exchange nonprofit organisation as being covered by
“sustainability programmes”. In 2024, 79% of the reported use of “aggregated raw
materials” were covered by such a “programme”. According to the Fashion Pact,
both biodiversity targets were advanced with “rapid increase” and plastic targets
on the other hand were not advanced with adequate level.

The 2025 progress report of UN Fashion Industry Charter for Climate Action (UN
Climate Change, 2025) analysed how their 69 member companies have reached
the targets. According to this report, climate action is progressing, but not at
sufficient pace to meet 2030 targets. There are disclosure gaps especially related
to scope 3° emission accounting and coal usage data. Also, companies are
moving with different speeds in climate change action: smaller companies
progress slower than larger companies likely due to limited resources and
companies who joined the charter early in 2018-2019 show more commitment to
progress with the targets. The report also stated that progress in one target
supports reaching the other targets.

Apparel Impact Institute (Aii) (2025) publishes an annual report to track apparel
sector greenhouse gas (GHG) emissions. The latest report tracks emissions from
2023 and states that the apparel sector is not moving fast enough with reducing
GHG emissions as the sector’'s emissions increased 7,5% in 2023 compared to
2022. The report considers that main reason for the increased emissions is
expanded use of polyester fibres used in fast fashion.

On Scandinavian level, the latest STICA (2025) progress report considers that
the member companies’ progress to reduce GHG emissions is too slow.
Especially, 48% of the companies state that their scope 3 emission reductions
are not on track. The companies also report that majority of the suppliers do not
actively commit to decarbonisation actions. (STICA, 2025).

According to the latest UK Textiles Pact progress update (WRAP, 2025b), the
production volumes among the signatory companies grew 17% compared to year

5 All indirect greenhouse gas emissions produced in company’s value chain that are not directly
controlled or owned by the company.
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2019 causing 10% increase in total carbon emissions and a 7% increase water
footprint compared to year 2019. This is despite that between the years 2024 and
2025, the impacts per tonne of textiles decreased: carbon footprint dropped 6%
and water footprint 9% compared to 2019. This was assumed be contributed by
to moving to less impactful fibres, increasing the recycled content, and adopting
more sustainable manufacturing processes.

Besides the pacts’ own tracking of the commitments, industry level report by
McKinsey & Company (2024) states that 40% of fashion brands have actually
increased their emissions since setting their sustainability commitment. The
same report also considers that approximately two-thirds of brands are not on
pace with their own decarbonisation targets.

While for example Science Based Targets (SBTi) provide a climate alignment
framework, they do not in themselves constitute a transition pathway for the
fashion sector companies. Based on the results of CRAFTIT-4SD Deliverable 5.1,
Deliverable 5.2 and the present report, meaningful emission reductions are likely
to require a combination of production-side decarbonisation, circular
business-model innovation, and sufficiency-oriented strategies addressing
overproduction and consumption volumes.

2.2.3 Are sufficiency-oriented business models addressed in the
pacts?

Overall, in the three global reports listed above, sufficiency-oriented business
models are not considered as main pathway to reduce fashion-sector GHG
emissions. According to the Apparel Institute report (2025), circular business
models (rental, resale and repair) can have the potential to reduce emissions only
if they replace production of new apparel. Obstacles to make these business
models more spread are logistics, consumer behaviour and cost challenges. UN
Fashion Industry Charter for Climate Action report (2025) consider that initiatives
of circular design, repair programmes and rental models are brought up by brands
and retailers are mentioned broadly without quantified emission reduction
potential. The same report also highlights the role of the consumer engagement
in sustainability actions is important to increase the longevity of the garments.

On regional level, the Scandinavian initiative STICA considers in its 2025
progress report (STICA, 2025) that central aspect of any successful GHG
reduction plan is likely to be separating material and product use from economic
growth, for instance through rental, second-hand, or subscription models.
However, the STICA members consider that there are difficulties in making
circular business models profitable.

On national level, Denmark National Action Plan for Textiles (Lifestyle & Design
Cluster, n.d.) addresses sufficiency-based business models by highlighting
product lifetime extension, resale, repair and reducing the consumption of virgin
textiles in the targets related to circular business models. In the UK Textiles Pact,
the circular design and circular business models are considered to be one of the
priority action areas (WRAP, n.d.). This is also addressed in the UK Textiles Pact
roadmap 2026-2030 (WRAP, 2025a) where eight new circularity indicators are
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set to guide decisions and progress. The indicators supporting circular business
models are that 20% of the revenue and 30% of transactions among the Pact’'s
companies are created through circular business models.

2.2.4 Summary

Fashion-sector climate commitments mainly focus on emissions reduction
targets, renewable energy, lower-impact materials, supply-chain action, and
climate disclosure. However, company progress remains uneven and overall
insufficient. Reporting from industry initiatives shows that while some companies
have increased renewable energy use and strengthened target-setting, many are
still not on track to meet 2030 goals, especially because of slow progress on
scope 3 emissions, data gaps, and limited action in supply chains. Smaller
companies often lag behind due to fewer resources, and sector-level
assessments indicate that emissions are still rising overall, with many brands
having increased emissions despite their commitments. This suggests that
current commitments have helped structure climate action but have not yet
delivered reductions at the pace required. Sufficiency-oriented business models
are only partly addressed in these pacts, with more explicit support mainly in
some regional and national initiatives. Although many of the fashion sector
initiatives accept any fashion company types, fulfilling the requirements requires
emission calculation, resources and target setting which can be difficult for
smaller companies. However, SBT offers a possibility for smaller companies to
commit to reduce climate emissions.

2.3 Sustainability impacts beyond climate: Biodiversity, water and
workforce as examples of other relevant impacts

This section examines sustainability impacts in the fashion sector beyond
climate, focusing on biodiversity, water, and workforce as key examples. It
reviews how these impacts arise across the value chain and highlights their
interconnected nature.

2.3.1 Introduction

Fashion sector also has impacts beyond climate. Namely, biodiversity and
nature, chemical pollution, freshwater use, and labour issues are also subject to
potential risks due to the sector’s activities (UNEP, 2023). Climate change,
biodiversity, and water are tightly connected to each other, highlighting the need
to examine these impacts as well. The aim of this section was to identify fashion
sector’s environmental and social impacts to complement the climate impact
assessment conducted in CRAFT-IT4SD deliverable 5.2 “Climate impact
assessment of current business models in the pilot sites” (Markkula, Forin, et al.,
2025).

The impacts listed in this chapter were screened at a high level by finding
scientific review articles without a systematic review process and by analysing
non-peer reviewed sectoral and institutional reports. Only sectoral reports were
included, and specific material or life cycle stage specific assessments were
excluded. This screening-type methodology is applied because the main focus of
the CRAFT-IT4SD project is climate impact. Review articles and sector reports
were searched instead of individual case studies to obtain a holistic view on the
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possible impacts instead of results built on individual case study assumptions.
Climate, biodiversity and water impacts are tightly connected to each other, and
the impacts overlap with each other.

Potential review articles for biodiversity, water and social sustainability were
searched from the Scopus database by limiting the search for articles published
after 2016 and the document type to “review”. The impacts listed in this chapter
are qualitatively described and provide examples instead of an exhaustive list.
Only negative impacts are included in this screening.

2.3.2 Impacts

Biodiversity

Textile industries create pressure on land through production and farming, and
pollution of land and water. This impacts ecosystems services, which support
human life. (UNEP, 2023).

In the case of biodiversity, this chapter uses only sectoral and institutional reports
as sources because scientific review articles on the fashion sector’s biodiversity
impact were not found. A similar review was conducted by Navarro-Gambin et al.
(2025) who identified direct and indirect drivers of biodiversity loss in the fashion
sector by conducting interviews and examining grey literature publications. The
review presented in this deliverable differs from the article by Navarro-Gambin et
al. (2025) by focusing only on the direct drivers and using only secondary sources
instead of individual interviews. Overall, the biodiversity impacts are not widely
addressed in the fashion sector life cycle assessments. There is a lack of
harmonized assumptions, data quality, and biodiversity impacts are not yet
integrated with a wider range of impacts. (Dhiwar & Bedarkar, 2025).

The biodiversity impacts are classified according to the direct biodiversity drivers
identified by the Intergovernmental Science-Policy Platform on Biodiversity and
Ecosystem Services (IPBES, 2019). Only the driver “land and sea use” was
modified to cover only land use. Also Ellen MacArthur Foundation (2021) and
Textile Exchange (2023) used the IPBES classification to report the biodiversity
impacts of the fashion sector. The categorisation in Table 3 is an example
prepared by the author of this deliverable for screening purposes. In reality, the
biodiversity impacts are complex and can overlap among the different categories.
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Examples of fashion sector’s impact on biodiversity based on selected
industrial reports

Direct driver

Land use
change

Natural resource
use and
exploitation —
direct
exploitation

Pollution

Pollution

Invasive alien
species

Climate change

Other

Impact

Expansion of land
needed for fibre
production can reduce
space for natural
ecosystems
Deforestation and
forest degradation

Freshwater overuse
and depletion

Land degradation from
agriculture and grazing

Chemicals used in
cultivation of plant-
based fibres

Chemical pollution from
textile processing

Microplastics in ocean
and soil

Textile waste treatment
of incineration and
landfills

Spread of invasive
alien species

Climate change and

biodiversity loss are
interdependent

Animal species loss

Climate change and
biodiversity loss are
interdependent

Animal species loss

Description

Increasing demand of
cotton and man-made
cellulosic fibres and
pasture for animal-based
fibres

Man-made cellulosic
fibres causing
endangered and primary
forest loss and forest
degradation from
unsustainable
management and logging
Textile industry water
use, textile dyeing and
treatment and cotton
cultivation

Soil degradation and
desertification due to
production of textile raw
materials

Use of pesticides and
insecticides

Textile chemicals
spreading to environment
from processes such as
textile dyeing and
treatment and leather
tanning

Microplastics from
synthetic microfibre
release in laundry

Release of pollutants in
environment causing
habitat loss

Long distance transport
of raw materials and
fashion products

Not listed in this chapter -
potential climate impacts
are estimated in CRAFT-
IT4SD Deliverable 5.2
(CRAFT-IT4SD, 2025)
Harvesting animal
materials such as furs,
skins and leather

Not listed in this chapter -
potential climate impacts
are estimated in CRAFT-
IT4SD Deliverable 5.2
(CRAFT-IT4SD, 2025)
Harvesting animal
materials such as furs,
skins and leather

Source

Ellen MacArthur Foundation
(2021); The Fashion Pact
(2023a)

McKinsey & Company
(2020); Textile Exchange
(2023); UNCCD (2024)

Ellen MacArthur Foundation
(2021); McKinsey &
Company (2020)

Textile Exchange (2023);
UNCCD (2024)

Ellen MacArthur Foundation
(2021); McKinsey &
Company (2020); UNCCD
(2024)

Ellen MacArthur Foundation
(2021); Textile Exchange
(2023)

Ellen MacArthur Foundation
(2021); McKinsey &
Company (2020); Textile
Exchange (2023); UNCCD
(2024)

McKinsey & Company
(2020)

Ellen MacArthur Foundation
(2021); Textile Exchange
(2023)

McKinsey & Company
(2020)

Business for Nature (2023)

McKinsey & Company

(2020)

Business for Nature (2023)

Table 3. Examples of fashion sector’s impact on biodiversity based on selected industrial reports
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Water
The textile industry with its value chains consumes significantly water causing

environmental pressures. The consumption is estimated to increase by 50% in
2030 compared to the consumption in 2023. (UNEP, 2023).

This subchapter uses only sectoral and institutional reports as sources because
scientific review articles on the fashion sector’s water impact were not found. The
water related impacts are shown in Table 4. The impacts are gathered from
selected UNEP (2023) and WWF (2022) documents. Water impacts are also part
of the biodiversity impacts listed in Table 3. In this table, only water-specific
impacts are compiled but they are also connected with biodiversity.

Examples of fashion sector’s impact on biodiversity based on selected
industrial reports

Impact Description Source
High freshwater Hotspots of freshwater consumption UNEP (2023)
withdrawal during the apparel life cycle are use

stage and bleaching/dyeing and finishing.
Water scarcity is most present in the fibre
production life cycle stage.
Unsustainable Textile manufacturing relies heavily on WWEF & H&M Group (2022)
groundwater extraction = poorly regulated groundwater abstraction
and weak enforcement enables
over-extraction of groundwater
Water scarcity pressure | Textile production often occurs in regions = WWF & H&M Group (2022)
already facing significant water stress
Shared basin-level Water risks are cumulative and shared WWEF & H&M Group (2022)
water risk among users within river basins

Table 4. Examples of fashion sector’s impact on water

Labour

Although the fashion and textile sector provides employment opportunities and
contribute to socioeconomic development, the sector faces various social
impacts related to workers (OECD, 2018).

In this section, the worker-related social impacts are examined by using reports
from the International Labour Organisation ILO (n.d.), OECD (2018) and UNEP
(2023). Review articles on the topic were not found. The fashion sector also has
other social impacts which are not listed here due to the scope of the deliverable
focusing on the business models. Workers were selected to highlight these
impacts because they are significant in the fashion sector supply chains (OECD,
2018).

Examples of the social risks to workers are shown in Table 5. The list below does
not differentiate between the potential impacts taking place in Europe and
globally. As the majority of global garments are produced outside the European
Union, the global view should be included.
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Examples of potential social risks worker-related risks in the fashion

sector
Impact
Long working hours

Forced labour

Child labour

Occupational health
and safety risks

Low salaries below
living wage

Limited social and legal
protection

Freedom of association
and collective
bargaining

Gender inequality,
discrimination, and
gender-based violence

Description

Especially relevant for workers in countries
and regions where labour laws are
underdeveloped or not sufficiently enforced.

Workers and lower-tier workers

Mostly in the lower tier suppliers and recycled
material collection.

Exposure to hazardous chemicals and
processes and injuries

Salaries are too low to meet the basic needs

Informal and vulnerable working circumstances

Not respecting rights for these actions

Although women represent
an average of 68% of the garment workforce,
they are not sufficiently present in decision-

Source
ILO (n.d.); OECD (2018)

ILO (n.d.); OECD (2018);
UNEP (2023)

ILO (n.d.); OECD (2018);
UNEP (2023)

ILO (n.d.); OECD (2018);
UNEP (2023)

ILO (n.d.); OECD (2018);
UNEP (2023)

ILO (n.d.); UNEP (2023)

ILO (n.d.); OECD (2018)

ILO (n.d.); OECD (2018);
UNEP (2023)

CRAFT
IT4SD

making roles. The sector suffers from sexual
harassment and gender-based violence.

Table 5. Examples of potential social risks worker-related risks in the fashion sector

2.3.3 Summary

Beyond climate impacts, the fashion sector places significant pressure on water
resources, biodiversity, and workers. Water use is high across textile value chains
and is expected to keep rising, while production often takes place in water-
stressed areas and can contribute to groundwater depletion and shared basin-
level risks. Biodiversity is affected through land-use change, deforestation,
freshwater overuse, land degradation, chemical pollution, microplastic release,
waste treatment, and climate-related ecosystem pressures. At the same time, the
sector is associated with major labour risks, including long working hours, forced
and child labour, unsafe working conditions, low wages, weak legal protection,
restrictions on collective bargaining, and gender inequality. Together, these
impacts show that sustainability challenges in fashion are interconnected and
extend well beyond GHG emissions.

2.4 Sufficiency metrics for circular business models

As noted in earlier Work Package 5 deliverables, Deliverable 5.1, “Mapping and
descriptions of current business models in selected pilot sites” and Deliverable
5.2, “Climate impact assessment of current business models in the pilot sites”,
efforts to better understand the current state and potential of sufficiency-oriented
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business approaches are hindered by a lack of data on sufficiency in the
economy. This makes it difficult, for example, to estimate how widely such
strategies and business models are applied, or to assess their economic role,
potential, and viability (Niessen et al., 2025).

Metrics for assessing the prevalence and performance of sufficiency-oriented
business models could support their uptake, both in national or regional
monitoring frameworks and as organisational key performance indicators (KPlIs).
In a recent review, Nikou et al. (2026) have identified studies that have developed
methods and tools to measure the impacts of sufficiency. These studies have
focused on scenario modelling, carbon accounting and footprint metrics.
However, while important, these studies have not addressed such metrics as the
share of sufficiency-oriented businesses or business models or the economic
performance of sufficiency-oriented business models or strategies.

Furthermore, while the European Environment Agency (EEA, 2025a) has
recently proposed metrics for circular economy, the coverage of these metrics in
terms understanding sufficiency-orientation in business remains more limited.
Among these metrics, those that appear most relevant for assessing sufficiency
include “SMEs offering green products or services”, “Data on products evaluated
against the French repairability Index”, and “Textile production and recycling”.
However, the metrics “SMEs offering green products or services”, focuses on
SMEs offering products or services, defined as “products and services with a
predominant function of reducing environmental risk and minimising pollution and
resources” (EEA, 2025a). Fashion products and services, however, do not
usually serve these functions.

Moreover, in the repairability metrics, the products included are evaluated
against the French repairability Index, covering only France. Additionally, the
metrics on textile production and recycling focus on consumption amounts
(kg/cap), capture rates, chemical risk alerts, export of used textiles, GHG
emissions from textiles, land use, microplastics, raw material use, use of recycled
content, reused textiles (kg/cap), share of synthetics, waste generation, waste
treatment, and water use (EEA, 2025a). Although the metrics provide information
on various circularity-related topics, they do not provide information that would be
relevant for accounting for sufficiency orientation in business practices, models
or strategies as these metrics mainly cover production and waste.

To further explore the potential gap of sufficiency metrics in the circular economy,
a targeted literature review was conducted to explore existing metrics for
measuring the sufficiency of business models. Different combinations of
keywords such as “sufficiency”, “metric”, “indicator”, “economic”, “business” were
employed in search engines of scientific databases. Since sufficiency has
conceptual overlap with circular economy, additional searches were carried out
to search for potentially suitable circular economy metrics with added keywords
such as “circularity”, “circular economy” and “R-strategy”, where R-strategies
refer to hierarchies of resource use (e.g. reduce, reuse, repair, recycle) that
structure circular economy actions and prioritise strategies aimed at reducing
overall resource use. These searches were complemented by screening grey

literature via a regular search engine to find additional potentially relevant metrics.
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Circular economy metrics for higher R-strategies, such as refuse, reduce and
reuse, could provide a starting point for measuring business models supporting
sufficiency. However, studies that explicitly focus on sufficiency metrics for
measuring business models were not identified in the screened literature. In
general, most of the available micro-level circularity metrics focused on material
recycling and closing the loops instead of the higher-level R-strategies (Moraga
et al., 2019; Urain et al., 2024). Although material recycling can also support
sufficiency-oriented business models and strategies, higher material efficiency
can also drive rebound effects and cause trade-offs, and, essentially, does not
automatically imply less consumption (N. M. P. Bocken & Short, 2016).
Consequently, metrics relevant for recycling were excluded from the results of
this review.

Despite the the lack of directly relevant metrics, some metrics that could be
relevant for developing sufficiency metrics were found. In addition to the “Data on
products evaluated against the French repairability Index”, as proposed by the
EEA (2025), other metrics relevant to tracking sufficiency-orientation in business
models and strategies were be found in the EEA’s study on monitoring product
lifespans in Europe (EEA 2024), the ISO 59020:2024 standard for circularity
monitoring, and the OECD circular economy framework (International
Organization for Standardization, 2024).

The EEA (2024) has developed monitoring indicators for product lifespans in
Europe as extending product lifetime is one potential strategy for decreasing the
demand for new products. If a business model involves production of goods, the
characteristics of the products may thus provide insights into the sufficiency of a
business model. Similarly, the ISO 59020:2024 standard for circularity monitoring
(International Organization for Standardization, 2024 ), intended for application at
various system levels, suggests comparing the estimated lifetime against the
average value within that product group through the “average lifetime of product
or material relative to industry average” indicator. Furthermore, the standard
introduces metrics reflecting the reused content in resource flows. When it comes
to reducing overconsumption on a systemic level, it is essential to consider
potential rebound effects and burden shifting (Das et al., 2021).

The current circular economy indicators’ limitation in targeting higher-level R-
strategies is also concluded in the OECD circular economy framework focusing
on macro-level (OECD, 2024). Regarding macro-indicators, the OECD (2021)
provides an inventory of 474 circular economy indicators employed for monitoring
on national, regional and local levels. Indicators related to economy and
business, and relevant to sufficiency-oriented business models and strategies,
include “Savings made by not replacing items of clothing”, “Companies
implementing product-as-a-service business models”, “Business activities
involved in repair’, and “Household spending on product repair and
maintenance”.

Moreover, in the OECD inventory (OECD, 2021), environmental indicators
relevant for sufficiency-oriented business models and strategies include “Objects
repaired at Repair Cafés” and “Ratio of products repaired to new products sold
(including reused vs. new schoolbooks)”, categorised as metrics to reflect reuse,
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repair, and share. Additionally, environmental indicators associated with the
textile sector include “Number of items of clothing repaired per year”. Moreover,
the compiled metrics related to waste include, for example, “Tonnage of waste
diverted via repair, reuse, recovery and upcycling activities (recycling centres,
artisans, second-hand goods stores, fab labs, etc.)”, which is also relevant.

Furthermore, with a focus on governance, indicators such as “Number and
investment in circular-economy-related R&l projects” and “Companies that have
received financial assistance related to the circular economy” could signal
sufficiency-oriented business models and strategies, if broken down into sub-
indicators specifying which R-strategies are supported. Of the indicators that
measure infrastructure and technology related aspects, the indicator “Ratio of
shops offering repair services to total number of shops” is directly relevant.

In addition, the OECD circular economy framework provides societal indicators
regarding aspects around employment and human resources, such as “Number
of jobs created from reuse activities”. In terms of national level monitoring, the
targets detailed previously in Chapter 2.2., Table 2 “Selected climate-related
fashion pacts and initiatives”, include those from the Denmark National Action
Plan for Textiles, which establishes sufficiency-relevant objectives regarding
increased sales revenue from circular business models and resale, and reduced
textile consumption levels.

In general, sufficiency has been understood both as an end in itself and as a
means to reduce consumption and production to remain within ecological
boundaries (Jungell-Michelsson & Heikkurinen, 2022). In organisational contexts,
Nikou et al. (2026) argue that a sufficiency-oriented approach requires
organisational performance to be assessed based on absolute resource and
energy use reductions rather than improvements measured with relative
efficiency metrics. From this perspective, it is relevant to note that sufficiency is
closely connected to the concepts of planetary boundaries and absolute
sustainability. From a more global perspective, if the equitable distribution of
goods and resources among countries is considered, part of the planetary
boundaries approach, sufficiency metrics could consider where the products are
being sold to show geographical differences. Furthermore, the supply to fulfil
basic needs instead of additional benefits could be explored in the development
of sufficiency metrics.

Based on the review findings, no straight-forward recommendations on how to
measure sufficiency-oriented business could be drawn. Selection of suitable
indicators from existing ones or their further development may require further
exploration of how sufficiency is defined and what is accounted as progressing
towards sufficiency. Depending on the case, business models applying the higher
strategies may be deemed as sufficiency-oriented, and measuring their share out
of all business models could bring relevant insights. The desired outcome of
utilising the metrics guides the selection of most suitable scope or level of the
measurement. National and regional macro-indicators may reveal more system
level changes, whereas micro-level metrics adjusted for company level offer a
more practical tool to guide businesses.
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3. Task design and methodology

This chapter outlines the task design and methodology applied in CRAFT-IT4SD
Work Package 5 Task 5.3 to develop new business models that support a
sustainable climate transition. It begins with Chapter 3.1. that presents a
description of the desktop studies conducted in Task 5.3. Next, Chapter 3.2
addresses the different phases of business model innovation and related
evaluation methods. After this, Chapter 3.3 presents the design and methods of
the qualitative study on new sufficiency-oriented business models and Chapter
3.4 presents the quantitative study on new sufficiency-oriented business models.

3.1 Desktop studies

Several desktop studies were conducted to support the development and
assessment of new sustainable climate transition supporting business models as
well the task design of Task 5.3. These studies addressed business models,
business model innovation, digitalisation, sufficiency, fashion sector climate pacts
and initiatives, selected sustainability impacts beyond climate, and sufficiency
metrics. The studies and their results are reported in Chapter 4.

3.2 Business model innovation phases and evaluation methods

Business model evaluation plays a vital role in assessing the viability of a
business model design and in supporting organisational decision-making
throughout the business model lifecycle (Massa et al., 2017). While conventional
business model development typically starts from identifying a customer need,
this becomes more complex in the context of sustainable business models. First,
although a customer need may exist, it cannot be addressed in isolation without
considering the needs and impacts across multiple stakeholder groups (N.
Bocken & Short, 2016). Second, customers do not seek “sustainability” as such;
rather, their needs are more functional or pragmatic, such as clothing, mobility,
or access to basic resources. As a result, developing sustainable business
models requires responding to these underlying needs with solutions that fulfil
them in a more sustainable way.

Different methods can be applied to develop and evaluate business models at
different business model innovation stages. Gilsing etal. (2022) distinguish four
stages of business model innovation and map the methods most commonly
applied at each stage, offering a clear and pragmatic overview of how methods
align with different phases of the process. However, their framework does not
explicitly include the analysis of sustainability aspects or performance, despite
sustainability being widely recognised as an essential component of business
model innovation (Bocken & Konietzko, 2022).

In the broader literature, sustainability analysis, as part of the business model
innovation process, is understood as a staged and evolving activity, ranging from
early-stage value mapping and stakeholder analysis to indicator-based
evaluations and life-cycle assessment as business model concepts mature and
are prepared for implementation (Bocken et al., 2014; Bocken & Konietzko, 2022;
Das et al., 2021; Geissdoerfer et al., 2017).

37



CRAFT
IT4SD

NEW BUSINESS MODELS THAT CAN SUPPORT SUSTAINABLE CLIMATE TRANSITION

To provide a more structured overview of the methods commonly applied to
evaluate business model sustainability across different business model
innovation phases, the business model evaluation phases proposed by Gilsing
etal. (2022), complemented by insights from Bocken et al. (2014), Geissdoerfer
et al. (2017), Das et al. (2021) and Bocken and Konietzko (2022) are presented

in Figure 2.

Expert judgement

Multi-criteria
analysis

Financial C/B
analysis

Dynamic systems
analysis

Simulation analysis

Scenario analysis

Sustainability
analysis

Evaluation of initiation:
Goal: Evaluate customer
needs and market
apportunities for new BMs
(generate draft business
model / adaptations for

current BM)

Leverage domain knowledge to

evaluate strategic
opportunities

Compare KPls to select
strategic opportunities

SWOT / PESTEL analysis to

explore strategic opportunities

lity screening to preliminary
high-level sustainability
impacts of the BM

Ideation phase

Evaluation of ideation:
Goal: Evaluate the BM
with respect to structure
and strategic fit

(ideate new business
model design or
blueprint)

.

Evaluation of BM’'s
strategic fit

KPI comparison for BM’s
strategic fit

High level profitability
analysis of BM

Impact analysis to
support BM evaluation

Integration phase

Evaluation of integration:
Goal: Evaluate the BM with
respect to the business
case

(analyse concrete BM
design w/business case)

h

Evaluation of non-
financial outcomes of
the BM

Comparison of non-
financial outcomes of
the BM

Business case
profitability analysis of
the BM

Analysis of dynamicity of
business case of the BM

Simulation analysis of
the BM

Risk/sensitivity analysis
to support BM
evaluation

Proxy LCA and Business Model
LCA (BM-LCA) to assess the

environmental and economic
impacts of the BM

Implementation phase

Evaluation of
implementation:
Goal: Evaluate BM's
operational viability

(support operation of
finalised BM)

A

Operational level
profitability analysis of the
BM

Analysis of dynamicity of
BM'’s operational
parameters

Simulation analysis to
evaluate BM’s operational
viability

Risk/sensitivity analysis to
evaluate operational
robustness

LCA and BM-LCA with increased
use of primary (foreground) data

to assess the environmental and
economic impacts of the BM

Figure 2. Application of evaluation methods at different business model innovation phases

Source: Adapted from Gilsing et al. (2022). Sustainability analysis methods based on Bocken et al.
(2014), Geissdoerfer et al. (2017), Das et al. (2021) and Bocken and Konietzko (2022)

In the early stages of business model innovation, evaluation typically relies on
qualitative methods, whereas later stages are generally supported by more
quantitative approaches (Bocken et al., 2014; Bocken & Konietzko, 2022; Gilsing,
2022). This reflects the inherently strategic and abstract nature of early-stage
business model design, which is constrained by limited availability and quality of
detailed business data. As business model development progresses towards
implementation, data become increasingly granular, enabling more operationally
oriented and quantitative assessments such as LCA (Bocken et al., 2014; Das et
al., 2021) and business model LCA (Bdckin et al., 2022).

In the following chapters, the specific methods apply to evaluate business models
in Task 5.3 are described in more detail.

3.3 Qualitative study on new sufficiency-oriented business models

The research design for the qualitative study on new sufficiency-oriented
business models in Task 5.3 consisted of three main phases, which are
presented in Figure 3.
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Phase 1: Business model draft development
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______________________________________________________________________

Phase 2: Cross-pilot workshops

Two workshops for textile and fashion ecosystem actors in CRAFT-IT4SD pilot sites and beyond:
Assessing the potential of the business model drafts

|

Phase 3: Pilot site-specific data collection and business model transferability assessment

‘ Feedback collection within pilot sites (interviews and Two cross-pilot workshop to assess the transferability of 1

workshops): Assessing .the p?tent\a\ of the business model the models across the pilot sites
drafts in regional contexts

Figure 3. The phases of the qualitative study on new sufficiency-oriented business models
conducted in Task 5.3

The first phase of the qualitative study focused on initial identification and ideation
of potential new sufficiency-oriented business models. This work built upon the
qualitative research conducted in in Task 5.1, “Current status”, and carbon
footprint calculations on selected business models conducted in Task 5.2,
“Climate impact assessment”. The research in Task 5.1 consisted of a literature
review of sustainable business models, a total of 19 semi-structured interviews
for pilot site companies and textiles and fashion associations and two workshops
for textile and fashion ecosystem actors. The research design of Task 5.1 is
described in more detail in Deliverable 5.1, “Mapping and descriptions of current
business models in selected pilot sites”. The research in Task 5.2 consisted of
carbon footprint assessments of selected sufficiency-oriented business models
applying life cycle assessment (LCA) methods. The research design of Task 5.2
is described more in detail in Deliverable 5.2, “Climate impact assessment of
current business models in the pilot sites”.

Additionally, 29 interviews, conducted among European fashion companies and
other actors between October 2024 to September 2025, informed the business
modelling in Task 5.3. These interviews also informed other CRAFT-IT4SD Work
Packages and thus the interview themes included also other topics than potential
new business models.

The interviewees represented European companies and other actors in addition
to the UK and Turkiye. The interviewed fashion companies represented micro-,
SMEs and large enterprises between solo entrepreneurs to a staff up to 21 000.
These companies did not solely represent sustainable fashion companies, but all
types of fashion companies from retailers and manufacturing to associations.
Other interviewees included companies outside the traditional fashion sector,
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such as waste management, B2B data exchange or gaming. These interviews
brought insights from the broader fashion industry and beyond it. The list of
interviewees is presented in Appendix 1.

Further ideas for new business models were collected by VTT and FIC from
various secondary sources, such as social media, fashion-related websites,
fashion and textile sustainability webinars, other publicly funded sustainable
fashion projects, and informal discussions with weak future signal experts and
fashion consumers

Considerations related to digitalisation and cultural dimensions in circular and
sufficiency-oriented business models, as introduced in Chapter X, informed the
design of the business model canvas. The canvas was explicitly designed to
integrate cultural dimensions alongside economic, environmental, and social
sustainability considerations and digitalisation. It combines elements from the
sustainable business model canvas proposed by Bocken (2024) and the Lean
Business Model Canvas (Maurya, 2012; Osterwalder, & Pigneur, 2010) and
extends these to include digital and cultural aspects. This extension enables a
more systematic consideration of how sufficiency-oriented business models may
benefit from digitalisation and how, in turn, they may draw inspiration from or
contribute to the revitalisation of cultural heritage within business activities. As
discussed in Chapter 2.1.3, cultural sustainability is rarely explicitly addressed in
existing business model canvases, which motivated its inclusion in the CRAFT-
ITASD Work Package 5 Task 5.3 business model canvas.

The various business model ideas and data were iterated in a series of internal
researcher workshops from April 2025 to April 2026. After collecting draft ideas,
VTT and FIC summarised the data into six business model drafts utilising the
Task 5.3 business model canvas. The simplified version of this canvas is
presented in Figure 4.

VALUE

PROBLEM SOLUTION PROPOSITION CUSTOMER SEGMENTS REVENUE LOGIC
ENVIRONMENTAL SOCIAL ECONOMIC CULTURAL DIGITAL
BENEFITS BENEFITS BENEFITS BENEFITS ASPECTS

Figure 4. The business model canvas used in the qualitative study of Task 5.3
Source: Adapted and elaborated from Bocken (2024) (2024) and the Lean Business Model Canvas

(Maurya, 2012; Osterwalder, & Pigneur, 2010). Cultural benefits and digital aspects were added by
the authors of this report based on findings presented in Chapter 2.1.

The approach chosen to evaluate the business models that were developed in
Task 5.3 was informed by Bocken et al. (2024), Bocken and Konietzko (2022)
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and Gilsing et al. (2022) who have presented various methods that are commonly
used for business model evaluation at different business model innovation
phases. As the models developed for Task 5.3 represented business model
innovation initiation phase models, qualitative methods were chosen as the main
method to collect feedback on the models.

Accordingly, the second phase of the qualitative study included two workshops
for textile and fashion ecosystem actors across the pilot sites, including also
actors from other locations. The aim of the workshops was to assess the potential
of the business model drafts. The workshops were organised in an online format
via Teams in February 2026. The participants of the workshops included
representatives of SMEs (fashion brands and consultancies), fashion-focused
networks and knowledge platforms, higher education institutions (universities and
universities of applied sciences), research and technology organisations, and
fashion industry associations.

Altogether, 42 participants attended the workshops. A total of 5-6 representatives
from VTT and FIC acted as facilitators. Each workshop lasted two
hours. The Miro platform was utilised forthe work and for visualising the
discussion. The business model drafts were presented individually to the
participants using the Task 5.3 business model canvas and the participants were
asked to describe the strengths and weaknesses of the business models.
Additionally, further ideas were collected for other new business models from the
participants. An example illustrating the structure of the workshops is presented
in Figure 5.

3. Fashion Declutter

- Extarnalising Wardrobe Cloan-Up

nnnnnnnnn

Extra question (10 min):

Any ideas for other new business models advancing a

L benete Coonomc benetis Cutturat banetina N >
Soctal by more sustainble fashion industry

CRAFT
IT4SD

Figure 5. lllustrative example of the structure of the workshops

The third phase of the qualitative study involved collecting feedback on the newly
developed business models within the pilot sites in March 2026. The aim of this
phase was to assess the potential of the business model drafts in regional
contexts. The pilot sites used interviews and workshops to collect feedback on
the models from local micro-, small, and medium-sized fashion business
representatives. Altogether 14 companies participated.
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Finally, after the pilot site feedback round, a hybrid cross-pilot workshop was
organised in the CRAFT-IT4SD consortium meeting in Herning in April 2026 to
assess the transferability of the models across the pilot sites. The results of the
workshop are reported in Chapter 6.3.

3.4 Quantitative study on new sufficiency-oriented business models

The qualitative study was complemented with a quantitative assessment of the
models.

The quantitative assessment of the developed business models was conducted
through two complementary surveys targeting experts and consumers. The
expert survey focused on evaluating the relevance, feasibility, and potential
impacts of the business models across a set of predefined criteria, including their
ability to address key challenges in the fashion sector, scalability, financial
sustainability, and contribution to circularity and societal value. The evaluation
was based on approximately 22—-27 responses per business model, with a total
of 26 respondents participating in the survey. The survey was distributed across
the pilot sites and via social media to ensure a diverse pool of participants,
including both business practitioners and external experts.

In parallel, a consumer survey was conducted to capture user perspectives on
the proposed business models, focusing on perceived relevance, willingness to
use, innovativeness, and contribution to sustainable consumption. The consumer
evaluation was based on approximately 29-38 responses per business model,
with around 26-27 respondents completing the background survey. The survey
targeted primarily students in the pilot countries, providing insights into consumer
perceptions, preferences, and potential adoption barriers.

Together, the two surveys provide complementary perspectives, allowing for a
combined assessment of both implementation feasibility and user acceptance of
the business models. However, as the sample size in the quantitative assessment
remained relatively limited, the data did not support more advanced statistical.
The findings should therefore be interpreted as indicative, providing directional
insights into the potential, challenges, and acceptability of the business models.

3.5 Business model life cycle assessment (BM-LCA)

In Deliverable 5.2, “Climate impact assessment of current business models in the
pilot sites”, the climate impacts of selected sufficiency-oriented fashion business
models were assessed using Life Cycle Assessment (LCA), based on
representative products of the businesses. While conventional LCA does not
address economic aspects, Business Model Life Cycle Assessment (BM-LCA)
(Bockin et al., 2022) offers one way to assess environmental and economic
performance simultaneously. As BM-LCA is still an emerging method, it was not
applied as the primary method in Deliverable 5.2, but was considered sufficiently
promising to warrant further testing within Work Package 5 Task 5.3.

Like LCA, the BM-LCA presents an evaluation method that is commonly used at
later stages of business model innovation (Bocken & Konietzko, 2022; Bocken et
al., 2014; Das et al., 2021). For example, it can be applied when a traditional
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retailer explores adding a sufficiency-oriented model, such as resale or rental,
alongside its current activities to decouple revenue from new product sales.

At the time of publishing this report, the BM-LCA testing in Work Package 5 Task
5.3 is still ongoing, with results expected by the end of 2026. This additional
activity aims to illustrate how BM-LCA can be applied to support company
decision-making when an alternative business model is considered and the
company seeks to understand its economic and environmental impacts relative
to the current model.

The BM-LCA study results are expected to provide companies, and actors
supporting business development, with practical insights into how different
business models can be compared by jointly considering environmental and
economic performance.

4. Qualitative assessment of the new business models

This chapter presents the new business models developed in Work Package 5
Task 5.3 to support climate transition in fashion. It covers six models: (1) Repair
Café, (2) CraftedForMe, (3) Fashion Declutter, (4) Curated Rewear, (5) Crafting
Virtual. Each business model has its own chapter outlining the sustainable
consumption challenge it is designed to address, summarising its main idea,
describing its key components, and, based on feedback, presenting its strengths,
weaknesses, and further development needs.

4.1 Business model 1: Repair Café

This chapter presents the Repair Café business model developed in the CRAFT-
IT4ASD project. It outlines the sustainable consumption challenge the model is
designed to address, summarises its main idea, describes its key components,
and based on feedback, presents its strengths, weaknesses, and further
development needs.

4.1.1 Introduction

The Repair Café business model addresses the following sustainable
consumption problem: Many consumers find clothing repairs inconvenient or
slow, resulting in the unnecessary disposal of high-quality garments that have
only minor damage. The Repair Café is an event that invites people to bring their
damaged fashion items for repair, modification, or do-it-yourself projects. Items
are fixed with professional guidance with all the materials needed included.
Unlike traditional volunteer-run cafés, this concept is commercially focused.

4.1.2 Key components of the model
The key components of the Repair café business model are shown in Figure 6
using the CRAFT-IT4SD business model canvas.
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Figure 6. Overview of the Repair Café business model

CRAFT
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The Repair Café model is a service-based business model where customers
bring garments for repair or modification, often in a community-oriented setting.
Revenue is typically generated through repair fees or event-based participation,
sometimes combined with sales of curated materials. The model creates value
by extending product lifetimes, fostering social interaction and skills exchange,

and reducing the need for new garment production.

4.1.3 Feedback from the online workshops

The main strengths and weaknesses and further development ideas of the Repair

café business model are presented in Table 6 below.
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Feedback from the online workshops on the repair café business model

Strenghts

Weaknessess

Other comments and further
development ideas

e Education and capabilities:
Building consumers’ repair skills
and agency through guided,
hands-on learning and access to
tools and materials. For example,
offering professional guidance to
repair, enabling learning by doing.

e Ease and user-friendly
design:
Creating easy, user-friendly

experiences by building on an
existing and proven model. For
example, providing all necessary
materials for the consumer.

e Consumer engagement for

sustainability:

Prolonging product lifecycles by
enhancing the emotional value of
clothing and recognizing the work
involved in circular consumption.
For example, fostering a mindset
of repair and care: “I can fix that.”

e Community, social
engagement, and
participation:

Enhancing social experiences,

fostering co-creation and the

development of local communities.
For example, fostering cross-
generational practices for repair.

¢ Financial and market
constraints:
Challenges related to economic
feasibility and market competition
with free or non-profit alternatives.
For example, might be too
expensive, consumers might spend
money to repair items that they may
not like in the long-term.
e Skills, expertise, and quality
challenges:
Limitations in  workforce, skill
availability, and quality control. For
example, finding qualified repair
professionals, covering their time

and costs, ensuring satisfying
outcomes for consumers.
e Scalability and

infrastructure limitations:
Practical challenges in organizing
repair activities and difficulties in
scaling operations. For example,
limited event times and spaces,
equipment requirements,
accessibility.
e Consumer motivation and

market reach:
Challenges related to consumer
effort, engagement, and sustaining
their interest. For example,
requires time and effort compared
to buying new products, uncertainty
on whether the customers will
come back repeatedly.

Ideas to develop the business
model further:

Membership or
subscription model
Could engage retailers
or brands, e.g. repairs in
store

Could focus on specific
topics/product segments
Could be a social event
without the necessity for

consumers to repair
themselves
Could utilize textile

waste as a material

Enabling factors:

Policies or incentives

Communication based
on examples that help
people change
perceptions of what is
worth fixing or upcycling

Must consider local
context (different EU
countries)

Table 6. Feedback from the online workshops on the repair café business model

According to the online workshop results, the Repair café business model can
enable circular consumption by building consumers’ skills, provide an easy
access to repair through user-friendly design, foster a sustainability-oriented
mindset of consumers and strengthen social engagement through community
participation. However, the model includes challenges related to economic
feasibility, availability of suitable workforce, scalability and consumer
engagement in the long-term. Similar models exist in a volunteer-based and non-
profit forms, and they could be expanded to include commercially operated
aspects. The model could be developed further, for example, by implementing a
subscription model or engaging retailers or brands. Supporting policies,
communication practices and context-specific aspects can be enabling factors for
the model.

4.1.4 Feedback from the pilot sites
The regional main strengths, weaknesses and further development ideas of the
Repair café business model are presented in Table 7 below.
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Feedback from the pilot sites on the repair café business model

Pilot site | Strenghts Weaknessess Other comments and
further development ideas
Finland e Aligns with ongoing | « Economic viability: e Digital extensions such
cultural trends: Repair work is labour- as tutorials, videos, and
Repair, DIY activities, | intensive and margins are repair kits, can reduce
knowledge sharing and | low, making it difficult to reliance  on physical
social interaction resonate | reach sufficient volume. The presence and improve
strongly with consumers | model likely requires long- scalability.
currently. term commitment and initial
e A “gateway” service | capital.
to crafts and repair: ° e Market adoption:
The model can attract | Clothing is perceived as
consumers to broader repair | cheap, which reduces
or craft-related business | people’s willingness to invest
activities. Makes  repair | time or money in repair.
services visible and | Could remain a niche activity
accessible. rather than a mainstream
service.
e Reliance on specific
locations or experts:
May become too reliant on
one visible individual or
personality, making it difficult
to scale.
Denmark e Market potential and | ¢« Economic viability: e Strong marketing and

demand:

Commercial framing may
appeal to a broader
audience than purely
volunteer-driven initiatives.
Could be suitable for specific
customer groups, such as
sustainability-oriented
consumers, buyers  of
higher-quality garments,
families with kids. Municipal
limitations on running such
models may open space for
commercial actors.

e Accessibility and
learning:

Provides access to

specialized equipment and

machinery  needed  for

specific repairs. “Help-to-

self-help”:  guided DIY

repairs can build skills and
confidence.

e Quality and trust:
Commercial setup may
deliver higher repair quality
than volunteer-based repair
cafés and consumers may

anticipate higher

professionalism and

reliability.

e Partnerships and
integration:

Potential for public—private

partnership models. Can be
combined with other business
models.

May not be economically
feasible as a stand-alone
model; could require bundling
with other services.
Consumers may compare the
value of repair versus buying
new.
e Sustainability impact:
Unclear substitution effect:
repairs may not translate into
reduced new purchases.
e Market size
adoption barriers:
The viable customer segment
may be narrow: the
consumers have to be willing

and

to pay for repair and
motivated to learn do-it-
yourself skills.

e Competition:

Strong competition  from

tailors and professional repair
services.
e Operational
complexity:
May require a larger team
and broader expertise to
cover many product
categories. Consumers may
need significant guidance to
repair valuable items safely
and effectively.

incentives for consumers
are needed.

e In the early phase of
entering a market, the
model could be
implemented in a limited
scope and it could focus
on one product category
at a time.
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.Romania | ¢« Community and social | ¢ Niche target group: Raising awareness
engagement: Might have limited interest through communication
Creates a community locally | among  consumers  and about the model is
and offers a social | recurring customers may be needed.
experience. hard to find.
e Enables learning: e Impact scale:
Fosters an educational | May have only limited
experience and makes | sustainability impact if only a
learning new skills | few garments are
accessible. repaired/saved.
e Economic viability and
profitability:
May have very low profit
margin.
Spain e Accessibility and | ¢« Economic viability and The model could be
customer experience: profitability: viable if aligned with

Easy to access for example
through simple online
subscription. Guided
workshops can turn repair
into an experience, which
can feel more affordable
than individual repairs.
¢ Business potential:
Enables multiple revenue
models: monthly fee
(membership) and/or pay-
per-repair. Builds on existing
models.
e Community and social
engagement:
High social and community
impact.
e Enhances consumer
capabilities:
Brings back practical skills
from previous generations
and increases a garment’s
perceived value.

May work better as an
awareness-building initiative
than as a purely profitable
business model.

e Target audience and
behavioral barriers:
The target group may be
perceived as narrow or
specific. Many prefer hiring a
professional rather than

doing repairs themselves.

e Time constraints
People are increasingly busy
and have less time to invest
in these activities.

legislative pressures.

Table 7. Feedback from the pilot sites on the repair café business model

Across pilot sites, the main strengths of the Repair café model relate to
community value, learning and improved access to repair. The model is
consistently seen as enabling repair through accessible, community-based
formats. These strengths are mainly linked to its social and educational role. The
model supports community building and participation, while fostering learning and
skill development through hands-on engagement. At the same time, it lowers
practical barriers to repair by offering tools, materials and guidance in one place,
making repair more visible and approachable.

The main weaknesses relate to economic viability, scalability and sustained
consumer engagement. The model's performance depends strongly on local
consumer behaviour, particularly willingness to pay for repair compared to buying
new products, as well as on the competitive landscape and the ability to replicate
and scale the concept. These weaknesses reflect a structural tension between
strong social value and a weak business case. Repair activities are labour-
intensive and margins are low, making it difficult to achieve financial viability.
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Demand can remain limited, and maintaining repeat participation is uncertain. In
addition, the model is often dependent on local infrastructure, skills and
organisation, which constrains scalability and replication across contexts.

Differences emerge in how strengths and challenges are emphasised in different
regions. Finland and Romania place stronger emphasis on cultural, community
and learning value, but both raise concerns about limited demand and weak
economic viability. In Finland, the model aligns closely with DIY culture, learning
and social interaction, yet faces low willingness to pay, weak margins and
dependence on specific experts or locations. In Romania, the model is similarly
valued for its community and educational role, but there is more scepticism
regarding demand, profitability and the scale of sustainability impact.

Denmark and Spain adopt a more market-oriented perspective. Both identify
clearer routes to commercialisation, such as memberships and partnerships, but
also highlight stronger barriers. In Denmark, the focus is on competition, narrow
customer segments and the need for clearer differentiation. In Spain, the model
is framed more as an experience-based or complementary offer, with concerns
about economic viability, limited target groups and increasing time constraints
among consumers. It is therefore more often seen as an awareness-building or
educational activity than a standalone business.

Across regions, the key tension lies between strong social and learning value and
weak economic viability, scalability and sustained engagement. The most
consistent development direction is to improve scalability and perceived value
through clearer service scope, targeted formats, stronger marketing, and hybrid
delivery combining workshops with digital content.

4.1.5 Conclusions

Overall, the strengths of the Repair café model centre on empowering consumers
through education (“learning by doing”), offering an easy and user-friendly service
concept (tools, materials, guidance provided), and creating social value by
making repair visible, participatory, and locally rooted. Across the pilot sites, the
model is seen as a potential “gateway” to wider craft and repair engagement, with
opportunities  for partnerships and multiple revenue logics (e.g.,
membership/subscription, pay-per-repair, in-store collaborations), as well as
digital extensions (tutorials, videos, repair kits) to broaden access.

At the same time, the main cross-cutting weaknesses relate to economic viability
(labour-intensive work, low margins, and competition from free or non-profit
initiatives and professional tailors), scalability and infrastructure constraints
(limited spaces, equipment needs, reliance on specific experts or personalities),
and uncertain market adoption (repair competing with cheap new clothing, a
potentially narrow customer segment, time and motivation barriers, and unclear
sustainability substitution effects).

Further development needs therefore focus on strengthening the business case

and repeat use through smart pricing and membership models, targeted scope
(starting with one product category or topic), marketing and incentives, and
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enabling conditions such as supportive policies and incentives and context-
specific communication that reshapes perceptions of what is worth repairing
across different EU markets.

4.2 Business model 2: CraftedForMe

This chapter presents the CraftedForMe business model developed in the
CRAFT-IT4SD project. It outlines the sustainable consumption challenge the
model is designed to address, summarises its main idea, describes its key
components, and, based on feedback, presents its strengths, weaknesses, and
further development needs.

4.2.1 Introduction

The CraftedForMe model represents a hybrid, scalable factory-and-service
concept that combines locally micro factory-produced base garments with a
craft-based customisation service. The model addresses the following
sustainable consumption problem: Today’s mass-produced clothing
compromises fit, style, individuality and craft skills, leading to short product usage
times and discarding products. The model seeks to tackle this challenge with
combining locally produced base products manufactured in micro factories with
a co-creation personalisation service. The co-creation service is partly
Al-supported but fundamentally artisan-led to ensure creative quality and human
craftsmanship. Digital tools, such as AR/AI fitting and body scanning, are utilised
in the model to support better fit.

4.2.2 Key components of the model
The key components of the CraftedForMe model are shown in Figure 7 using the
CRAFT-IT4SD business model canvas.
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Figure 7. Overview of the CraftedForMe business model
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The CraftedForMe model is a product-service business model offering
customised, high-quality garments that combine craft and digital fitting solutions.
Revenue is generated through made-to-measure products and premium
services, creating value through personalisation, durability, and fit. The model
supports extended product lifetimes, strengthens local production and artisan
skills, and shifts value creation from volume to higher-quality, longer-lasting

garments.

4.2.3 Feedback from the online workshops
The feedback collected from international fashion professionals in two online
workshops in February 2026 is presented in Table 8 below, with a focus on the
model’s main strengths, weaknesses and further development ideas.

Feedback from the online workshops on the CraftedForMe business

garments increase emotional
value, support self-expression.
Suitable for premium or niche
customers or existing
companies to expand their
offering. Lower return rates due
to customised fit.

e Less overproduction and
longer garment lifespans:
On-demand production
reduces waste and
overproduction. Co-creation
encourages longer garment
care, creating opportunities for
sustainability storytelling, and
emotional attachment.
Reduces sampling rounds,
returns, stock and waste.

e Flexible, scalable model that
strengthens craft and local
economies: The model scales
across brands, supports
craft-based production,
strengthens local value chains,
and creates adaptable
business opportunities.
Potential for serving several
brands, combining craft quality
with scalable production.

e Educational benefits of co-
creation: The system teaches
consumers about
craftsmanship, pricing and
production while making the
design experience more
engaging.

model
Strenghts Weaknessess Other comments and
further development
ideas
¢ Unique, customised Operating costs and | Enabling factors:
products: Personalised, revenue model: Expensive | « Public funding to back
well-fitting and unique tools, high setup costs, startups using tech to

complex revenue model, and
pricing barriers. Higher prices
limit mass-market adoption.
System complexity,
process speed and reliance
on skilled labour: More
complex and slower than
mass production and requires
skilled labour.

Limited consumer appeal
and loss of
personal/artisanal value:
Lacks the personal touch of an
artisan and depends on
digitally skilled, self-directed
consumers.

Uncertain sustainability
impacts: The system alone
does not guarantee higher
product quality or the
elimination of overstock and
waste. Potential promotion of
more consumption.

solve fit issues (digital
twins, etc)

Ideas to develop the

business model further:

e Start by focusing on a
few limited product
categories.

e Explore technology
partnerships among
micro-companies  to
share tools and
expertise.

o Make use of
low-threshold
body-scanning
solutions to reduce
barriers for customers
and factories.

e As another
configuration of the
model could be a
multi-brand micro
factory. In this model,
the factory is a
production entity that
can operate eitheras a
brand in its own right
or as a shared
manufacturing
resource producing for

multiple brands,
especially smaller
actors.

Table 8. Feedback from the online workshops on the CraftedForMe business model
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Based on the online workshop feedback, the model’s key strengths lie in its ability
to deliver highly personalised, well-fitting garments that increase emotional value
and reduce returns, while on-demand production helps minimise overproduction
and waste. At the same time, it combines craft-based quality with scalable,
multi-brand potential, strengthening local value chains and encouraging
consumer learning through co-creation.

The model is, however, constrained by likely high costs, complex operations and
reliance on skilled labour, limiting scalability and mass-market appeal. It also
depends on digitally capable consumers and does not inherently guarantee
sustainability benefits, with risks of limited quality gains, continued waste or
increased consumption if poorly implemented.

Further development could focus on a limited set of product categories, supported
by technology partnerships among small actors to share tools and expertise.
Public funding and low-threshold body-scanning solutions could help reduce
early-stage risks and lower barriers for both consumers and producers.
furthermore, another configuration could be a multi-brand microfactory, where the
factory operates either as a brand in its own right or as a shared production
resource for multiple, particularly smaller, brands.

Overall, in the online workshops, the model was perceived as overly
technology-driven, with technology evaluated negatively and the craft dimension
largely overlooked, despite this not being the intent of the model design. The
model was also considered too expensive, even though participants
simultaneously referred to existing examples of similar business models. For
example, Victorine van der Ven® and Studio Anneloes’ from the Netherlands
were mentioned implementing successfully business model resembling this
model with a focus on on-demand production with standard designs.

Additionally, while many of the workshop participants were critical towards the
model, micro factories and Al are, however, discussed in many venues as being
essential to build a circular economy (see e.g. World Economic Forum, 2023)

4.2.4 Feedback from the pilot sites
The regional main strengths, weaknesses and further development ideas of the
CraftedForMe business model are presented in Table 9 below.

6 THE LAUNCH groeit naar 400 bestellingen per maand met on demand mode: ‘ledereen zei dat het nooit
zou lukken’
7 Studio Anneloes | Stijlvol & Comfortabel | Officiéle Webshop.
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Feedback from the pilot sites on the CraftedForMe business model

Pilot site | Strenghts Weaknessess Other comments and
further development
ideas

Finland Addressing unmet needs: | ¢ Risk of over-reliance

The model on technology:
addresses persistent Advanced digital tools
shortcomings of mass- could be overvalued,
produced fashion: poor fit, especially if they replace
lack of personal style and rather than  support
limited individuality. human expertise and
Value through craft-based knowledge.
craftsmanship: e Higher price point and
Embedding skilled makers, limited initial market:
able to interpret body shape Prices are expected to
and style, is often more exceed mass-market
valuable than purely digital levels. Early adoption
solutions such as body may be restricted to a
scanning. niche group of value-
Varies product and  quality-conscious
assortment:  Combining consumers.
base garments with higher- | ¢ Dependence on scarce
margin customisation skilled labour:
services can reduce The craft-part of
financial risks and offer the model relies on
flexbility. experienced
Support for  cultural craftspeople, which may
shifts: Potential to be difficult to
increase appreciation, care source, retain and scale
and long-term use of consistently.
garments and strengthen
emotional attachment.
Denmark Potential for technology- | ¢ Limited scalability: | « Position technology
enabled customisation: If Can be difficult to scale, as an enabler, not a
clearly underpinned by particularly when feature: Digital tools

robust digital tools, which
can differentiate it from
traditional tailoring.

Value in improved fit:
Ensuring good fit is a
compelling customer
benefit.

Quality and longevity
aspects: If the emphasis is
on quality, the model
supports a durability-led
value proposition.
Customisation potential:
Offering continuous,
reversible customisation
can extend product lifetimes
and reinforce local
engagement.

compared to established
on-demand or overseas

competitors.

o Cost and price
pressure: Local
production and
advanced  technology

can result in high prices;
hard to compete against
digital global platforms or
traditional local tailors.

e Uncertain target
segment size: Only a
small fraction of
consumers value both
self-design and local
production
simultaneously.

e Risk of misuse and
unintended effects:
Open consumer design
can result in plagiarism,
which can risk the ethical
positioning of the model.

e Technology lacking
real substance and
value: Emerging
technologies such as

should serve fit
accuracy, production
efficiency and product
longevity, and not be
standalone “gadgets”.

e Focus on curated
customisation:
Limiting design
freedom to templates
or modular options to
reduce plagiarism
risks, simplify
production, and keep
the business model
manageable.

e Clarify the local
value proposition: A

strong and explicit
rationale for why local
production matters
(e.g. service speed,
repair, ongoing
adjustment,
community
embeddedness).

e Explore pricing logic
versus tailoring: A
clear comparison with
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Romania

Spain

Personalised customer
experience: Offering
customers clothing adapted
to their preferences to
enhance perceived value
and emotional attachment
to garments.

Sense of uniqueness:
Customisation offers
individuality and exclusivity,
and differentiates the offer
from mass-produced
fashion and supports craft-
based value creation

Potential for emotional
value:

The model can support
creating high emotional
attachment, which can
reduce premature disposal
and unnecessary waste.

body scanning or AR risk
being wuseless unless
they clearly improve fit,
usability or value
compared to non-digital
alternatives.

Niche appeal: The
model targets a relatively
small segment. Many
consumers may not want
to invest time and effort
in personalisation.
Economic
sustainability: The
model may not balance
cost, price and quality.
Risk of displacing

small local actors:
Instead of supporting
local tailoring

ecosystems, the model
can compete with and
displace small tailors
and workshops.

High requirements for
digital interfaces: If
sales are mainly online,
the success of the model
depends on  highly
accurate and  user-
friendly visualisation

tools to avoid
dissatisfaction and
returns.

Conflict with consumer
expectations:
Significant upfront
investment in digital
tools is required, but
consumers increasingly
expect fast delivery and
instant gratification, and
may not be willing to wait
for made-to-order
production.

Limited scalability and
revenue potential:
Craft-based, one-by-one
customisation means
lower volumes and likely
margins, too, making it
difficult to generate

CRAFT
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traditional tailoring to
understand whether
the offer is cheaper,
equivalent, or
premium, and why
customers should
choose it over
tailoring.

Integrate  material
sustainability by
design: Using mono-
materials or low-
complexity blends can
strengthen
environmental
credibility of the
model.

Leverage
established brand
positioning: The
model could work
better as an extension
of an already well-
positioned brand,
where trust,
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On-demand production
contributes to
sustainability:

Producing on demand is
positive from both efficiency
and sustainability
perspectives, and aligns
well with craft-based
production.

Potential for high-end or
event-based use cases
and luxury segments:
The model may work well
for specific contexts such as
events or  ceremonial
garments or luxury
segments, where higher
prices and longer lead times
are more acceptable.

NEW BUSINESS MODELS THAT CAN SUPPORT SUSTAINABLE CLIMATE TRANSITION

sufficient revenue or
scale beyond a niche.

High prices and limited
affordability: Prices are
expected to be too high
for medium-income
consumers. The model
could work better in a
luxury or semi-luxury
segment or for
consumers willing to pay
for customised, craft-
intensive production.

Niche targeting and
weak link to
mainstream cosumer
behavior: The model
does not align well with
current consumption

CRAFT
IT4SD

desirability and
market access are
established.

Shift focus towards
shared artisan
infrastructures:
Rather than a single
brand offering
customisation, shared
spaces for artisans
serving their own
clients could reduce
costs and improve
viability.
Concentrate on
specific use cases
rather than everyday
wear: Focusing on
events, ceremonial

Positive contribution to trends: many garments or long-term
craft practices: consumers do not invest “statement  pieces”
The model supports in fashion as a means of may better justify
craftsmanship and artisanal differentiation or costs and align with
work. individuality. consumer

e Unclear systemic expectations.

impact: The model may
not function as a broader
solution for the fashion
sector. It may remain a
niche initiative.

Table 9. Feedback from the pilot sites on the CraftedForMe business model

Across all regions, the main strengths relate to fit and personal relevance, the
role of craft and human expertise, and the potential for longer use. Improved
fit and a more personal product experience are consistently seen as the strongest
value drivers, addressing long-standing unmet needs rather than short-term
trends. Craft and human expertise are also viewed as key differentiators,
particularly in Denmark and Finland but also recognised in Romania and Spain,
where skilled makers’ judgement is considered central. While digital tools are
seen as supportive, they are not viewed as a substitute for embodied craft
knowledge. In addition, customisation and craftsmanship are linked to emotional
attachment, care and extended garment lifetimes, especially in Spain and
Romania, but also acknowledged in the other regions.

At the same time, several weaknesses are shared across countries. The model
is widely seen as facing inherent scalability constraints due to its craft-
intensive and highly customised nature, raising concerns about growth
without major changes to the operating model. Willingness to pay remains
uncertain, as higher production costs and the need for skilled labour are
expected to result in premium pricing, which may limit uptake beyond niche
segments. Related to this, market size is perceived as restricted unless user
effort in the personalisation process is reduced. In addition, reliance on
advanced digital tools is sometimes questioned, as these are not always seen to
deliver clear added value and may even risk dissatisfaction if they fail to improve
fit or usability.
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Some regional differences nevertheless emerge. In Denmark, the focus is on
competitiveness, the need for credible digital enablement and related ethical
risks, such as plagiarism. Finland views the hybrid model as promising but
highlights operational complexity, limited availability of skilled labour and the risk
of overvaluing digital solutions. In Romania, concerns centre on consumer
convenience, low willingness to invest time and potential negative effects on local
tailoring ecosystems. In Spain, the model is most clearly positioned as premium
or event-based, with doubts about its broader systemic relevance beyond niche
applications.

4.2.5 Conclusions
The CraftedForMe model addresses a clear problem in mass-produced fashion:
poor fit and limited personalisation. Its main value comes from better fit and
craftsmanship, rather than from technology. Technology should stay in the
background, supporting accuracy and reducing friction rather than driving the
value.

At the same time, the model is not widely seen as scalable. Similar value can
already be achieved through traditional tailoring, and high prices, longer lead
times and required customer effort may limit adoption. While heritage skills can
be a key advantage, their broader uptake is limited by consumers’ willingness to
pay. In addition, open-ended customisation can also bring some risks, such as

copying.

Overall, the model’s impact is likely to depend on context and to remain relatively
niche. It seems more suitable for premium or occasion-based segments than as
a broad alternative to mass fashion. Moreover, without clear boundaries, the
model may lead to high costs, operational complexity and limited market
relevance.

The feedback also points to wider opportunities. Fit can be offered as an ongoing
service, not a one-off feature. More guided, “light” personalisation could reduce
effort for customers. Scaling could rely on networks of makers rather than one
firm. In addition, there is also potential in services that extend garment life, such
as repair, adjustment and re-customisation. These can create more stable
revenue while supporting durability.

4.3 Business model 3: Fashion Declutter

This chapter presents the Fashion Declutter business model developed in the
CRAFT-IT4SD project. It outlines the sustainable consumption challenge the
model is designed to address, summarises its main idea, describes its key
components, and, based on feedback, presents its strengths, weaknesses, and
further development needs.

4.3.1 Introduction
The Fashion Declutter business model addresses the challenges created by
rising fashion consumption. As more clothing is being purchased, more items go
unworn, accumulating in wardrobes instead of circulating. This can contribute to
hoarding-related anxiety, and many busy people lack the time to sort and manage
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their wardrobes. The Fashion Declutter -model is a professional, at-home fashion
decluttering service in which an expert helps clients organise their wardrobes to
promote optimal garment circulation. Clothing items are systematically sorted,
arranged, and prepared for resale, reuse, or recycling, with the option for
garments to be sold on the client’s behalf.

4.3.2 Key components of the model
The key components of the Fashion Declutter business model are shown in
Figure 8 presented through the CRAFT-IT4SD business model canvas.

QO 2 2

What value does it How is revenue Q
g To what type of c i
bring to customers? typ A generated? Digital aspect?
= Red ffort b i CUSIOMEIS 2 = Service can be
g aces consumor etiort. by meneeing = Fixed or hourly rate for home
garment sorting, resale, and recycling = Busy and sustainability- reserved through an

on their behalf visits app, allowin
focused customers o, PP, g
= Can provide style-related support (how | o g = Monthly subscription fee for reviews of organisers

to make use of existing wardrobe) s o decluttering and customers

= May qualify for household tax = People Yv'th llmlted'ablllty = Commission: percentage of . Ganinclude a digital
deductions (increasing financial to function due to life item resales : &
sppedi) A itiation inventory of the

wardrobe

Environmental benefits Economic benefits

Social benefits Cultural benefits

= Job creation: new local
employment
opportunities

= More efficient use of resources
(garment reuse and more efficient
use of existing garments)

Waste reduction and proper
recycling of textiles

= Improving local circular value
chains

* Local jobs and
employment

= Reduction of anxiety = Monetary gains from
emotions and unused garments for
increasing wellbeing ’ customers

Strengthening a
community-based reuse
culture

= Collaborating with local
reuse events

i LALL  F N

Figure 8. Overview of the Fashion Declutter business model

The Fashion Declutter business model offers a professional, at home service that
helps consumers manage excess clothing by outsourcing wardrobe sorting,
resale, and recycling to an expert. In addition, customers are provided with style-
related consultation, enabling more effective use of the existing wardrobe. The
business model is targeted at busy households, families, and people with limited
capacity due to life circumstances. The model reduces the time, effort, and stress
associated with decluttering while enabling garments to be reused, resold, or
recycled more efficiently. Revenue is generated through service fees,
subscriptions, and commissions on reselling. The model is supported by digital
features such as booking platforms and wardrobe inventories. The model delivers
multiple benefits, including reduced textile waste and improved resource
efficiency, local job creation and wellbeing benefits for customers, economic
value from unused garments, and the strengthening of community-based reuse
cultures and local circular value chains.

4.3.3 Feedback from the online workshops
The main strengths and weaknesses and further development ideas of the
Fashion Declutter business model are presented in Table 10 below.
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Feedback from the online workshops on the Fashion Declutter business
model
Strengths Weaknesses Other comments and

further development ideas
Clear environmental benefits: Costs and accessibility: e Could be combined with
e Extends the lifespan of e High costs and uneven repair services or resell
clothing and reduces textile accessibility of the service platforms
waste. Promotes reuse, (e.g. in rural or low-income e Could include
resale, and recycling of areas). partnerships with
garments Scalability and operational charities
Convenience: challenges: ¢ Could include digital
e Home-based service model, e The service is difficult to aspects, such as a digital
which saves time. scale due to high labour inventory of the wardrobe
Contributing to local intensity, and the quality is e Could be combined with
employment: hard to standardise. styling advice, how to
e Creates local jobs. Uncertainty of market demand: use existing garments
Providing expert support for e The service relies strongly on | e The service should offer
circular consumption: consumer willingness for clear, specific
¢ Ultilising a trained behavioural change. alternatives so
professional ensures high- Trust and privacy issues: consumers can decide
quality and tailored solutions ¢ Inviting an external actor into how they want their
for sorting and reuse of a highly personal space clothes to be handled.
clothing. Removes friction (home/wardrobe) raises trust
from circular consumption. and privacy concerns.
Supporting development of Unclarity of genuine sufficiency
personal style: of the model:
e Helps consumers gain an ¢ Might encourage maintaining
overview of their existing the current levels of
wardrobe, provides style- consumption instead of
related support. decreasing consumption.

Table 10. Feedback from the online workshops on the Fashion Declutter business model

Based on the discussions in the online workshops, the Fashion Declutter model
shows potential to support circular- and sufficiency-oriented fashion
consumption, but its success depends on careful design and implementation. The
strengths highlight a value proposition which is built around convenience, expert
support, and clear environmental benefits, suggesting that the model could
effectively remove some of the key barriers to reuse circular practices for time
constrained consumers, while creating local employment.

However, the weaknesses suggest significant challenges related to high costs,
uneven accessibility, labour intensity, scalability, demand uncertainty, and trust
and privacy concerns, which may limit wider adoption and long-term viability. The
further development ideas include integrating complementary services such as
repair, resale, and styling; forming partnerships with charities and local reuse
actors; expanding digital elements; and offering clear options for garment
handling, all of which could enhance transparency, scalability and customer trust.

4.3.4 Feedback from the pilot sites
The regional main strengths, weaknesses and further development ideas of the
Fashion Declutter business model are presented in Table 11 below.
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Feedback from the pilot sites on the Fashion Declutter business model
Pilot site | Strengths Weaknesses Other comments and
further development ideas
Finland Time savings and clarity | Trust and privacy e Strong potential in
o Offers clear value by e Trust is a major barrier; expanding the concept
saving time and helping external professional through additional services
customers gain clarity entering home and such as resale on behalf of
over their clothing personal wardrobe. customers, capsule
Reduces cognitive load Intimacy of in-home wardrobe planning, and
and increases wellbeing | services creating outfits from
o Decluttering as mental ¢ The service operates in an existing clothes
relief and improved emotionally sensitive
everyday functioning space, as clothing is often | ¢« Empathetic service
¢ Mental support for connected to memories delivery is a must, due to
directing garments for and identity the intimacy of the service
reuse and “letting go” Labour-intensity
Professionalisation of ¢ Due to labour-intensity, can
informal second-hand be challenging to scale
practices without clear processes
e Compared to informal and standardisation
second-hand practices, A niche service?
the model appears highly | e A risk that the service
professional and becomes accessible only to
structured higher-income customers if
pricing is not carefully
considered
Denmark | Addresses a clear need Existing competition e An online wardrobe would
and sustainability issues | e A similar service already be intriguing, and the
e A clear need for the provided in DK (Laura business model would be
business model, which Lava, personal stylist and clearer when enhanced
could be successful and wardrobe curator) with features such as
offer potential Potential risk for digital styling services,
sustainability benefits if it | sustainability including automated and
is well designed  May drive more 3D-styling
consumption and faster
Digital aspect as value- loops (rebound effects) ¢ This service could act as
adding service Intimacy and privacy an extension of personal
¢ The digital inventory of concerns shopper services, or
wardrobe seems o Offering the business include a “total style make-
interesting model will require a high over”, e.g. also with a
level of trustworthiness hairdresser
Sociallrelational risk
¢ Judging the customer’s
taste; can create
discomfort, defensiveness,
or reputational risk if
handled poorly
Concern over continuity
and customer retention
e Seems like a service that
would be bought once a
year / a “gig-basis”, which
results in small customer
amounts
Romania | ¢ Seems very practical Limited differentiation
¢ Similar services already
exist at a small scale
Unclear user value
¢ Difficult to demonstrate
added value to users
Trust and privacy
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¢ Users might have concerns
about strangers in the
home

Niche market

e The concept may appeal to
a very narrow niche
segment

Behaviour change may be

limited

e Wardrobe rotation doesn’t
fully break routine or create
lasting change

Uncertain market size and
motivation
e Demand is difficult to

Environmental and
economic value of
underused garments

Spain Integration into existing
professional services

e Could be bundled with

¢ Prevents textile waste
and unlocks the
economic potential of
unworn clothing by
improving circulation of

estimate, and the service
may appeal more to over-
consuming “fashion
victims” than sustainability-
motivated consumers

personal shopping or
styling services to
strengthen value
proposition and
commercial viability

existing wardrobes
Potential market among

Low perceived social
impact and willingness to

Stronger focus on
awareness and long-term

high-spending pay impact
households e Social impact is considered | ¢ Could place more
e Targets customers with limited, and some emphasis on

high or medium ability to
pay, particularly families

consumers may prefer
managing decluttering

consciousness-raising and
sustained behaviour

themselves rather than
paying for an external
service

Limited viability as a

standalone service

e Similar services already
exist for very large
wardrobes, raising doubts
about competitiveness and
long-term viability if offered
alone

with multiple wardrobes,
suggesting revenue
potential in a defined
market segment

change rather than one-off
decluttering activities

Table 11. Feedback from the pilot sites on the Fashion Declutter business model

Across the pilot sites, the Fashion Declutter model is consistently perceived as
offering clear user value through time savings, increased clarity, and mental relief
associated with decluttering activities.

In Finland, the model is primarily framed around everyday utility and
wellbeing: it is seen as helping reduce cognitive load and support decision-
making in daily life. The Finnish perspective places strong emphasis on
professionalising informal second-hand practices, while also recognising
significant barriers related to trust, privacy, and labour intensity. Concerns about
scalability and affordability suggest that, without careful pricing and
standardisation, the service risks remaining a niche offering accessible mainly to
higher-income households.

In Denmark the discussion is more explicitly market- and competition-
oriented. The model is perceived as addressing a clear need and offering
sustainability potential, but its novelty is questioned due to the presence of similar
services. Danish stakeholders emphasise the importance of digital value
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propositions and continuity, noting risks related to rebound effects, limited
customer retention, and the tendency for the service to be purchased on a
sporadic or “gig-like” basis unless embedded in a broader digital or styling
ecosystem.

In Spain, the model is more clearly positioned as a premium or event-
specific service with limited systemic reach. It is associated with high-
spending households and large wardrobes, suggesting revenue potential within
a defined segment but raising doubts about broader social impact and scalability.
The Spanish perspective highlights uncertainty around market size, mixed
sustainability motivations among potential users, and low willingness to pay
among consumers who prefer to manage decluttering independently. Many
stakeholders therefore point to stronger prospects when the service is bundled
with adjacent professional services (e.g., personal shopping or styling) and paired
with awareness-raising to support longer-term behaviour change.

In Romania, perceptions are more sceptical overall: the model is seen as
practical but weakly differentiated, with unclear user value, strong trust and
privacy concerns, and limited potential to drive lasting behaviour change.

To develop the model further, the pilot sites emphasise the importance of
expanding the core service into a broader, more continuous offering by
integrating complementary services such as resale on behalf of customers,
capsule wardrobe planning, and digital or online wardrobe solutions, including
automated or 3D styling tools. Such extensions are seen as critical for clarifying
the value proposition, improving customer retention, and strengthening
commercial viability. At the same time, the intimate and in-home nature of the
service is repeatedly highlighted as requiring strong empathetic, professional,
and trustworthy delivery to address privacy and emotional sensitivity concerns.
Several perspectives also suggest that the model is unlikely to be viable as a
standalone, one-off service and would benefit from being embedded within
existing professional ecosystems, such as personal shopping, styling, or broader
lifestyle services, while placing greater emphasis on awareness-raising and
sustained behaviour change to move beyond episodic decluttering and enhance
long-term social and environmental impact.

While the model was seen to address a real need and shows sustainability
potential, its success depends on careful design choices, cost structures,
integration with digital and professional services, and a stronger emphasis on
sustained behavioural and awareness-related impacts rather than isolated
decluttering activities.

4.3.5 Conclusions
Overall, the qualitative feedback from the online workshops and the pilot sites
suggests that the Fashion Declutter model addresses a real and recognisable
need, with a value proposition centred on convenience, expert support and time
savings, alongside perceived environmental benefits (e.g., extending garment
lifetimes and reducing waste). In several contexts, the service is also associated
with wellbeing-related gains, such as reduced cognitive load and mental relief
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from making decisions about wardrobes and “letting go”, indicating that the model
may create value beyond purely material outcomes.

At the same time, the feedback repeatedly highlights that impact and commercial
viability are highly conditional: the in-home and emotionally sensitive nature of
the service makes trust, privacy and empathetic delivery critical; high labour
intensity and challenges of standardisation raise concerns about scalability and
consistent quality; and cost and uneven accessibility risk positioning the offering
as a niche or premium service concentrated among higher-income groups.
Differences across countries further underline these tensions, ranging from
everyday utility and professionalisation narratives (e.g., Finland) to stronger
market and competition considerations (e.g., Denmark), more premium/event-
specific framing with limited systemic reach (e.g., Spain), and more sceptical
views where differentiation and user value remain unclear (e.g., Romania).

The model was seen unlikely to succeed as a standalone, one-off decluttering
service; instead it should be designed as part of a broader ecosystem that
connects customers to practical circular pathways (repair, resale and charity
partnerships) and other professional services (styling, personal shopping and
capsule-wardrobe planning), while digital elements such as wardrobe inventories
and online follow-up can strengthen continuity, transparency and customer
retention.

Finally, to ensure alignment with sufficiency ambitions and avoid rebound risks,
the service should provide clear, responsible options for garment handling and
place emphasis on awareness raising and sustainable behaviour change, rather
than focusing solely on occasional decluttering events.

4.4 Business model 4: Curated Rewear

This chapter presents the Curated Rewear business model developed in the
CRAFT-IT4SD project. It outlines the sustainable consumption challenge the
model is designed to address, summarises its main idea, describes its key
components, and, based on feedback, presents its strengths, weaknesses, and
further development needs.

4.41 Introduction

The Curated Rewear model represents a next-generation second-hand shop that
operates both online and offline, offering curated, searchable, organised,
time-saving, and visually appealing. The model addresses the following
sustainable consumption problem: fragmented second-hand assortments. For
consumers, shopping feels messy, time-consuming, Iluck-based, and
second-rate. For shopkeepers, intake is labour-heavy, and sell-through is
unpredictable. The model seeks to tackle this challenge with specialising in a
specific category, lifestyle and/or use occasion such as street-athletic sportswear,
classic womenswear, childrenswear etc. The concept relies on consistent
assortments via multi-stream and selective sourcing utilising consumer
consignors, brands, and Al-driven sourcing.
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4.4.2 Key components of the model
The key components of the Fashion Declutter business model are shown in
Figure 9 presented through the CRAFT-IT4SD business model canvas.

4. Curated Rewear
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Figure 9. Overview of the Curated Rewear business model
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The Curated Rewear model is a resale-based business model that combines
curated second-hand offerings with digital and stylist-supported services.
Revenue is generated through product sales, premium styling services,
memberships, and buy-back or consignment schemes. The model creates value
by making second-hand shopping more convenient, reliable, and appealing,
while reducing textile waste and supporting extended product use.

4.4.3 Feedback from the online workshops
The main strengths and weaknesses and further development ideas of the
Fashion Declutter business model are presented in Table 12 below.

Feedback from the online workshops on the Curated Rewear business
model

Strenghts Weaknessess Other comments and
further development ideas
e User convenience and | ¢ Perceptions of pricing and | Other ideas for
efficiency: Time savings as value of second-hand: | improvement:
the service reduces the need Consumers have a cultural | o Utilise storytelling and
for users to browse multiple expectation that second hand garment histories to
sources; data helps in should be cheap; high quality enhance the resale
enhancing user-style garments cannot compete value
matching. with ultra-fast fashion prices. e Utilising novel
Improved fit, quality & Consumer engagement collaborations, e.g.
personalisation: Improving barriers: May reduce the “fun” resale of garments worn
the searchability of different aspect of fashion curation by in a film
sizes; and enhancing users; securing consumer | e Target specific customer
personalisation by allowing trust is essential, as some segments through
users access premium people could be hesitant to micro-targeted
clothes and helping them advertising
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avoid “almost fits” and
unnecessary test purchases.
New business or service
opportunities: Value-added
services and new service
models around styling or
personalised
recommendations; possibility
for bundling of outfits or
hard-to-sell items into
appealing sets.

Employment and  skill
creation: Potential to create
jobs both in tech (data,
platform design) and fashion
expertise (stylists).

Sustainability and
environmental benefits:
Extending garment life,

reducing waste, avoiding
unnecessary  second-hand
consumption, reducing
logistics impacts, and
supporting circular models
(e.g., take-back).

purchase online second-hand,
or pay for a curation service.

Product and sizing
complexity: Sizing
inconsistencies require

advanced technology tools;
difficulty for Al to handle
unique second-hand goods.
Some clothing categories
(kids, men’s, basics) might
have reduced reuse potential
(wear, smell, fast wear out).
Operational and
technological constraints:
High logistics burden:
sourcing, storage, distribution
and potential warehouse
challenges for smaller
operators. High technology
costs drive up final prices of
garments that are sold.
Competitive market aspect:
Difficult to compete with large
platforms (e.g., Vinted) due to
higher operating costs. Could

Leverage Al across
operations, including
damage detection,
sourcing  optimisation,
pricing, and inventory
management, supported
by technologies such as
RFID

Integrate sizing
solutions such as
Alvanon, Safesize, or
VNYX to improve fit
accuracy

be hard to reach very specific
customer groups, requires a
lot from marketing.

Table 12. Feedback from the online workshops on the Curated Rewear business model

The Curated Rewear model’s key strengths lie in improving user convenience, fit
and relevance while enabling new value creation. By reducing search effort
across multiple sources and using data to support style and size matching, the
service saves time and helps users avoid poor-fit and unnecessary trial
purchases. It also opens up opportunities for value-added services, such as
styling support, personalised recommendations and curated outfit bundles,
including solutions for hard-to-sell items. In addition, the model supports job
creation across both digital functions and fashion expertise, while contributing to
sustainability by extending garment lifetimes, reducing waste and unnecessary
consumption, lowering logistics impacts, and supporting circular practices such
as take-back schemes.

The model's main weaknesses relate to pricing perceptions, operational
complexity and competitive pressure. Many consumers expect second-hand to
be inexpensive, which challenges higher-quality offerings that cannot compete
with ultra-fast fashion prices. Engagement barriers also persist, as some users
may hesitate to buy second-hand or pay for curation, making trust-building and
realistic pricing essential. Product complexity adds further constraints, as
inconsistent sizing and unique items require advanced technologies, while certain
categories offer limited reuse potential. In addition, logistics and technology costs
can place a significant burden and increase final prices, while competition from
large platforms intensifies the difficulty of differentiation and customer acquisition.

The model could be developed further by focusing on strengthening value
perception and operational efficiency through storytelling and garment histories,
novel collaborations, targeted customer acquisition, broader use of Al across
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sourcing and inventory management, and improved fit accuracy through
dedicated sizing solutions.

The workshop feedback highlights a mixed assessment of Al and market
conditions in second-hand fashion. While Al is seen as beneficial for improving
size accuracy and style matching, its costs risk pushing prices beyond what
consumers expect for second-hand goods.

In addition, cultural differences can affect category potential across countries. For
example, in Spain, second-hand childrenswear is not consistently considered a
realistic product category while in Finland the second-hand market of
childrenswear is well-established via both commercial and non-commercial and
peer-to-peer alternatives. Furthermore, as consumers expect second-hand to be
cheap, curated and more expensive second-hand products do not interest all
consumers. While examples of luxury brands capitalising on second-hand
markets exist, the question remains under what conditions brands beyond the
luxury segment might also adopt such approaches, including through stand-alone
second-hand stores.

4.4.4 Feedback from the pilot sites
The regional main strengths, weaknesses and further development ideas of the
Curated Rewear model are presented in Table 13 below.

Feedback from the pilot sites on the Curated Rewear business model

Pilot site | Strenghts Weaknessess Other comments and
further development
ideas

Finland e Strong perceived | ¢« Risk of value drift away

relevance and market from sustainability

readiness: A clearly
needed alternative and
already partially present in
the market.

Curation elevates
second-hand into a
desirable, high-
quality alternative: By
removing randomness and
effort through professional
selection and styling,
second-hand can become

a high-quality,
time-efficient retail
experience.

Strong system-level
potential through
service

integration: When repair,
buy-back and professional
intake assessment are
integrated in the model,
these can create a
coherent circular system
rather than a simple resale
channel.

Positive

and craft

employment
impacts: If

principles: Curated
second-hand can become
overly profit-driven, losing
its ethical grounding and
distancing itself from its
sustainability roots.

Price legitimacy and
fairness

concerns: Rising second-
hand prices may be
perceived as
unreasonable,

particularly if stock
originates from donations
or low-cost sourcing.
Operational risk around
repair services: Without
clear boundaries, repair

offerings could attract
severely damaged
garments, turning the

business into a dumping
ground rather than a
curated quality service.

Tensions with non-profit
and charity
actors: Competition  with
non-profit ~ second-hand
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Denmark

repair services are

included and well-
managed, the model can
create jobs,

support craftsmanship and
strengthen local repair
ecosystems.

Demand for a “non-
messy”’ second-hand
experience: A curated
second-hand store that
resembles a conventional
retail experience is seen
as attractive, particularly
for consumers who value
time efficiency,
predictability and ease
rather than browsing luck-
based assortments.
Perceived quality
advantage over peer-to-
peer platforms: The
professionally managed
nature of the model is
associated with higher and
more  reliable  quality
compared to platforms
such as Vinted, which
strengthens  trust and
reduces consumer effort.
Alignment with premium
and value-added
services: Premium
services, such as styling,
curation and selection
logic, can differentiate the
model from existing resale
concepts.

Potential for a “clothing
archive” and long-term
value: Acquiring, storing
and reselling high-quality
garments  with  strong
material and  design
properties could position
Curated ReWear as a
long-term value keeper
rather than a fast resale
channel.

organisations raises
concerns around ethics,
taxation, pricing and
legitimacy, potentially
creating regulatory and
reputational challenges.

Limited differentiation in
the offline format: The
physical store concept
alone is not particularly
innovative, and without a
more advanced digital
layer, there might not be a
strong business case.
Crowded market and risk
of concept similarity:
Similar models already
exist in some markets. The
concept is compared to
established players such
as Sellpy, raising
questions about
distinctiveness.
Structural challenges in
second-hand supply
quality: The quality of
contemporary garments is
identified as a major risk,
with concerns that only
older, better-made and
better-quality clothing is
truly viable for resale.

Not attractive to all
second-hand
consumers: Not all
second hand consumers
are attracted by the same
offer; curated and non
curated business models
address distinct consumer
segments.

Digital wardrobe

integration:
Adding a digital
wardrobe that

helps consumers
identify missing

pieces and
complements
existing items
could be a
promising
extension that
supports

convenience and
long-term use.
Clarify the value
capture
mechanism: The
business model
needs a clear and
transparent
revenue logic (e.g.
owned inventory,
commission,
subscription or
service-based

income) to
strengthen
investor-
readiness.
Strengthen the
digital-first
proposition: An
online model

supported by Al
and automation

(e.g. scanning,
categorisation,
listing and

matching)  could
improve scalability
and consistency,
and reduce
operational
friction.

Position curation
as the main
differentiator:
The model should
explicitly frame
curation not just as
assortment
editing, but as a
service that saves
time, ensures
quality and
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Romania

Spain

Clear environmental
rationale: The model
contributes to

environmental protection
by reducing textile waste
and supporting recycling.
Perceived continuity and
viability as an ongoing
business: Second-hand is
viewed as a “business with
continuity”, implying repeat
demand and the potential
for a stable, long-term
model rather than a one-off
initiative.

Potentially broad
audience through variety
and affordability: A wide
range of styles, materials,
brands and price points is
seen as widening appeal,
with affordability lowering
the barrier to entry for
many consumers.

Stronger shop-level
viability through better
stock and presentation:
A credible “future of
second-hand” at shop
level if it enables better-
quality, better-managed

Strong competition from
existing online
platforms: Well-known
options (e.g., Vinted,
Remix) already serve
second-hand shoppers, so
Curated ReWear must
clearly differentiate.
Operational difficulty of
online resale due to
uniqueness: Managing a
catalogue where each item
is unique (or limited
edition) can be challenging
for online retail.
Second-hand still
perceived as niche for
some consumers: Not
everyone is willing to wear
second-hand clothing.
High return cost risks
linked to condition
expectations: Online
returns can be common if
items appear more worn
than anticipated.
Marketing and customer
acquisition costs may be
high: Competing with
large platforms requires
substantial marketing.
Ambiguity about
systemic impact on
consumption: The model
is not seen as directly
encouraging reduced
consumerism.

High upfront investment
and ROI risk: The initial
cost of building and
running the digital layer
can be high.

Transportation impacts
could undermine

CRAFT
IT4SD

reduces decision
fatigue.

Develop
wardrobe-based
services rather
than one-off
transactions:
Building services
around a
consumer’s
existing wardrobe
(e.g. gap analysis,
outfit completion,
rotation  support)
could shift the
model from resale
transactions
towards a
relationship-based
system.
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stock, which can also lead
to improved profitability.
Improved customer
experience via visually
appealing, category-
based search: Finding
items online by category,
supported by  strong
imagery, can make
second-hand feel easier
and more “retail-like” and
improve customer
experience.

Value uplift through
better merchandising:
Today’s second-hand
often fails to signal value
because of how items are
displayed. Curated
ReWear’s addresses this
gap.

Operational benefits for
shopkeepers: Digital
tools are helpful for
managing inventory, sales

NEW BUSINESS MODELS THAT CAN SUPPORT SUSTAINABLE CLIMATE TRANSITION

environmental benefits:
The environmental
impacts of transportation
impacts can erode
environmental gains.
Many second-hand
shoppers are price-
sensitive: Second-hand
consumers are often
primarily seeking cheaper
prices, which can constrain
margins and limit
willingness to pay for
curation.

Limited novelty in some
local contexts: In places
like Barcelona, many
shops already operate in a
similar way.

Unclear role of Al in
sourcing: While digital
tools are seen as valuable,
there is uncertainty about
how Al can improve
sourcing and stock quality.

CRAFT
IT4SD

organisation and
availability. Better back-
end control can translate
into a better shopping

experience.
¢ Relationship-building
potential with

customers: The model
can strengthen customer—
retailer relationships,
implying  potential  for
repeat visits and loyalty.

e Potential for economic
viability: The model is
among the more
economically viable
options right now, and
similar approaches
already work locally. If
pricing is managed well,
the model can deliver a
good return on investment
(ROI).

Table 13. Feedback from the pilot sites on the Curated Rewear business model

Across all regions, the main strengths of the Curated ReWear model relate to
convenience, trust and perceived value. The model makes second-hand more
similar to a retail experience, reducing randomness, time effort and
uncertainty. Curation, clearer presentation and categorisation improve quality
perception and make products more desirable. Compared to peer-to-peer
platforms, the model is also seen to offer more reliable quality and stronger
consumer trust. In addition, it shows potential for repeat business, as a well-
designed experience can support long-term customer relationships and
continuity.
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At the same time, several weaknesses are consistently highlighted.
Differentiation is uncertain in an already crowded second-hand market, and
“curated second-hand” alone may not be enough to stand out. The model is
also seen as operationally complex and costly, especially due to the digital
layer and the need to manage unique items. Supply-side challenges are
important, as maintaining consistent quality is difficult and can lead to returns if
expectations are not met. There are also tensions around premium pricing, as
many consumers expect second-hand to be cheaper, and sustainability
benefits are not guaranteed if rebound effects or increased transport are not
addressed.

Some regional differences can also be observed. Denmark and Romania
emphasise strong competition and the need for clear differentiation, while Spain
focuses more on limited novelty and the risks related to digital investment. Finland
highlights concerns about price fairness and ethical positioning. Romania places
more attention on quality control and return risks, and Spain questions the
environmental benefits in relation to transport impacts. Overall, these differences
mainly reflect variations in market maturity, consumer expectations and local
conditions, rather than fundamentally different views of the model.

4.4.5 Conclusions
The Curated ReWear model is seen as attractive, but also easy to copy, as similar
concepts already exist. Without clear differentiation, it may blend into existing
resale retail. Its success therefore depends strongly on execution and cost
control, especially in intake, quality control and day-to-day operations. Digital
tools can support scaling, but they may also increase costs.

There are also some structural limits. The supply of high-quality items can be
constrained, making curation more difficult and expensive over time. Premium
positioning may also restrict the market, as many second-hand users are highly
price sensitive. In addition, the sustainability impact is not ensured, as the model
does not necessarily reduce overall consumption.

At the same time, the feedback highlights several opportunities. Building trust
through consistent quality and clear grading is important, and this could even be
developed as a separate service. Better fit and clearer expectation management
may also help reduce returns, for example with shared digital solutions. There is
also potential to focus more on relevance, such as wardrobe planning, instead of
increasing sales volume.

Further opportunities relate to the supply side and business model design.
Stronger sourcing based on quality, for example through brand partnerships or
lifecycle approaches, could improve outcomes. More transparent and fair resale
practices could also strengthen trust and reduce reputational risks.

4.5 Business model 5: Crafting Virtual Style

This chapter presents the Crafting Virtual Style business model developed in the
CRAFT-IT4SD project. It outlines the sustainable consumption challenge the
model is designed to address, summarises its main idea, describes its key
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components, and, based on feedback, presents its strengths, weaknesses, and
further development needs.

4.5.1 Introduction
The Crafting Virtual Style business model addresses a sustainable consumption
problem where physical fashion design consumes resources with trial and error
before finding the customer base whereas digital fashion products can be later
brought to life after validating the demand. Furthermore, this business model
addresses a social challenge which is that early career designers have difficulty
to make their breakthrough in traditional manner.

4.5.2 Key components of the model
The key components of the Crafting Virtual Style business model are shown in
Figure 10 presented through the CRAFT-IT4SD business model canvas.

5. Crafting Virtual Style
9 el
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Figure 10. Overview of the Crafting Virtual Style business model

Crafting Virtual Style is a collaborative model where emerging fashion designers
can team up with a gaming studio to start their design career in order to bring
stability as an emerging designer before the breakthrough. Depending on the
gaming mechanics, the model can bring internal and external value. It validates
the demand before the game merch has been made available.

4.5.3 Feedback from the online workshops
The main strengths and weaknesses and further development ideas of the
Crafting Virtual Style business model are presented in Table 14 below.
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Feedback from the online workshops on the Crafting Virtual Style
business model

Strenghts

Weaknessess

Other comments and
further development ideas

Opportunities to explore:
Gaming mechanics enables
new ways to promote cultural
heritage, designing fashion
and enables customer to test
out whether they would like
the garment in the physical
world.

New ways to market,
promote and sell: Games
open new selling channels for
brands and viral games can
leverage their popularity in
promoting in-game clothing to
real world consumers.
Gaming also offers
opportunity for customers to
unifying their personal online
and offline style.

Integrating to Design: This
business model could be
integrated into desing
training. It also empowers.
Accessibility and
Cooperation: Barriers to

Viability from digital to
physical: Digital design could
affect the understanding of
product viability, and digital
versions may not always
match real-word expectations.
A specialised pattern and
material software like CLO3D
could be used to address the
forthcoming issues.
Scalability and operational
challenges: Gaming and
indie studios relies on existing
and free assets, reducing the
need for hiring a designer.
High level competence for co-
operative design is needed.
Merch  production  could
happen instantly but deliveries
could to customers could take
long. Manufacturing in scale
can additionally be a
challenge due to physical
sampling/rendering.

o Digital self: Could
create a completely
different case of use and
culture around clothes.

¢ Gamification of design
process: Parts  of
development comes
piece by piece and can
be put to together like
Lego blocks - this part
comes from designer,
another from users and
game developers.

) . Uncertainty of  market
entry are low allowing skilled . . .
. . demand: This business
creatives fast wins. L
. . model has limited customer
Furthermore, tie-ins  with

group — gamers. Furthermore,
the competition is high.

e Potentially unsustainable:
Merchandising through on-
demand manufacturing could
turn against sustainability.

creator culture are high. This
business model has also
potential to integrate
customer as a co-designer
and co-manufacturer.

Table 14. Feedback from the online workshops on the Crafting Virtual Style business model

The Crafting Virtual Style business model demonstrated potential to explore
opportunities, marketing, integration possibilities as part of design and design
education, and cross-industry cooperation where other culture and creative
sector industries could benefit also.

However, many questioned the viability of digital designs in physical world, and
the scalability and market demand of the model. During the workshops,
participants also addressed that the aspect of merchandising on-demand could
actually promote overproduction, thus, there was a clear worry of the
sustainability. As an interesting side note, model clearly arose discussions on
digitalisation as part of customer experience to evaluate likeability of potential
purchase, and how finding one’s digital self could create a completely different
case of use and culture around clothes. As a real-world example, ZA/UM studio,
which developed the Disco Elysium game, made the style and clothes of game
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world available in real life through made-to-order production strategy where only
after ordering the product was handcrafted for the customer? 9).

This model also caused strong for, and against/uncertain reactions based on
participants' professional background. Workshop participants who were working
more closely on innovation and digitalisation saw opportunities within model,
whereas others working on craft and manufacturing were less enthusiastic or
informed that they did not have expertise to comment on this.

4.5.4 Feedback from the pilot sites
Regional main strengths, weaknesses and further development ideas of the
Crafting Virtual Style business model are presented in Table 15 below.

Feedback from the pilot sites on the Crafting Virtual Style business model

Denmark

Romania

production.

New jobs and future-
orientated career paths
Alignment with digital
trends: The strong link to
gaming and virtual
environments is seen as
realistic, as consumers
already purchase digital
items in these contexts.

Innovative and can
promote user
engagement

Market potential with
influencers: Digital
clothing could be promoted
in SoMe platforms through
influencers.

Aligns with
technological/digital

trends: collections can be
digitalised for promotion &

e Limited emotional
connection compared to
physical garments

¢ Niche market appeal
Not addressing the need
to safeguard traditional
textile skills and practices.

e Questionable
Sustainability & Ethical
Concerns: Model could
drive more sales and
anything virtual also uses
resources o) not
environmentally neutral.
Could promote screen
addiction.

e Limited appeal for
consumers: Niche market.

e Loss of craftmanship and
sensory value: Consumers
need the physical contact in
order to make a proper
decision whether they need
the product before
purchase. Digitalisation is
decreasing tacit handcraft
knowledge.

e Negative impact: Most
video games lack an
educational component
(violence, competitiveness,
etc.) and could promote that

8 https://atelier.zaumstudio.com/collections/disco-elysium

9 https://www.pcgamer.com/i-desperately-need-these-disco-elysium-jackets/

Pilot Strenghts Weaknessess Other comments and
site further development
ideas
Finland e Accessibility for | ¢ Generational divide: Older
emerging designers generations express
e Sustainability potential: concern on skills loss and
Validates demand before craft devaluation.
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Spain

virtual  simulation can
minimise costs

mindset in addition boosting
people to spend more

Supports local screen time

production Competition and
Market/client feedback limitations: CLO3D
before production: addresses the same

optimises time, energy,
and finances

Serving as a launchpad
for designers:requires
fewer resources than a
physical collection.

Established customer

segment who are willing Unclear physical knowledge gap:
to pay both virtual and purchase initiative: Lacking sufficient
physical goods Although gaming industry knowledge  on

offers revenue gaming industry

Added value and appeal
for dualistic digital-
physical approach

Waste reduction from
trial and error and

challenges, and virtual
garments do not necessarily
be 1:1 when produced
physically.
Overconsumption: May
boost impulse buying.

Loss of tradition and craft

Niche marker appeal

opportunities, the motivation
to purchase physical items
remain unclear.

Economic and logistical

CRAFT
IT4SD

Industry

which  hindered
the assessment
of the model’s
viability and

prototyping challen.ges: Makin_g suitability.
production locally is
unviable - only cost-

effective if produced in Asia.

Table 15. Feedback from the pilot sites on the Crafting Virtual Style business model

Based on the pilot site feedback, the Crafting Virtual Style model's key common
strength is the digitalisation within the model, which affects the accessibility,
market potential and sustainability within this business model.

Model demonstrates strong digital and technological alignment. Finland
emphasises that the business model’s alignment with gaming and virtual
environments is realistic because consumers already purchase digital items in
these contexts. On the other hand, the feedback from Denmark and Romania
highlight the potential for marketing through digitalisation: user engagement,
influencer promotion, and digitalising collections for promotion. Spain sees the
added value and appeal for dualistic digital-physical approach.

Based on the feedback from the pilot sites, market accessibility and inclusivity
surfaced. Finland sees that the model democratises access for emerging
designers by lowering barriers to entry, and this model can create new jobs and
future-oriented career paths. Romania finds that the virtual simulation can
minimise costs, and the model itself could be a launchpad for emerging
designers. Spain furthermore states that there is an established customer
segment willing to pay for both virtual and physical goods which means there is
viability within the market for this.

A core strength is the model’s sustainability potential. In Finland and
Romania, the ability to validate demand before production minimises
overproduction and waste, while Spain emphasises reduced waste from
prototyping and trial-and-error.
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Based on the pilot site feedback, some of the strengths above are contested
and contradicted. Despite the model’s digital nature, the sustainability claims
are questionable. As noted in Denmark, virtual production still consumes
resources, and the model could drive overconsumption by encouraging impulse
buying. Ethical concerns are also mentioned by Denmark and Romania. It is
perceived that this model could promote screen addiction by both pilot sides.

Contrastingly, Finland, Denmark and Spain’s feedback also highlight limited
market appeal and consumer barriers. Currently, the business model would
serve only a niche market. Furthermore, Finland observes that physical
interaction with garments, which is important for making purchase decision, is
missing within this business model and digitalisation cannot replicate that. This is
backed by feedback from Romania — virtual garments may not translate 1:1 to
physical production, which creates a disconnect between digital designs and real-
world execution. Spain also states that the motivation to transition from digital to
physical purchases remains unclear, limiting the model’s scalability.

Model also causes cultural and generational resistance. This is emphasised
in the feedback from Finland, where older generation view it as a threat to
traditional craftmanship. The loss on craftmanship tacit skills also concerns
Denmark and Romania.

As a side comment from Spain, it was communicated by a participant that they
were lacking sufficient knowledge on gaming industry which hindered the
assessment of the model’s viability and suitability.

4.5.5 Conclusions
Overall, the Crafting Virtual Style business model demonstrated mixed reception
from the workshop and pilot site experts.

The model showcases significant potential in its digital foundation.
Digitalisation emerges as a central strength, enhancing accessibility, market,
reach and sustainability by enabling demand validation before production. This
approach reduces waste from prototyping while also democratising opportunities
for emerging designers. The Crafting Virtual Style model’s alignment with gaming
and virtual environments, where digital purchases are already common, further
reinforces its viability. In addition, the dualistic appeal combining digital and
physical elements introduces innovative use cases, such as redefining customer
experiences and allowing new forms of self-expression through a “digital self.”

However, the model also faces notable contradicting concerns.
Sustainability claims are contested, as virtual production still consumer
resources, and the model could inadvertently encourage overconsumption or
impulse buying. Ethical issues were also raised, for example the risk of
promoting screen addiction. Market appeal remains limited because the
Crafting Virtual Style model currently serves a niche audience. Additionally,
challenges include the absence of physical interaction with garments, which
is critical for purchase decisions, as well as uncertainties about transitioning
from digital to physical sales. There are also concerns about the disconnect
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between digital designs and their real-world execution, which could
undermine the model’s scalability.

Cultural and generational resistance adds another layer of complexity.
Traditional crafts people may perceive the model as a threat to established
craftsmanship, raising concerns about the loss of tacit skills. Professional
perspectives on the model also varied widely: those involved in innovation and
digitalisation saw model’s potential, while individuals in craft and manufacturing
were more sceptical or felt ill-equipped to evaluate its feasibility. This divide
highlights the need for broader education, dialogue and collaboration initiatives
to bridge gaps in understanding and acceptance.

Beyond these challenges, the model opens doors for cross-industry
collaboration and fresh approaches to customer engagement. For instance,
on-demand merchandising could either exacerbate overproduction or, if
managed thoughtfully, offer a sustainable path through handcrafted, made-to-
order products. The discussions, such as the role of digitalisation in customer
decision-making, sparked by the business model underscore its ability to inspire
new cultural and commercial paradigms around fashion and design.

4.6 Business model 6: Clothing Repair Chain

This chapter presents the Clothing Repair Chain business model developed in
the CRAFT-IT4SD project. It outlines the sustainable consumption challenge the
model is designed to address, summarises its main idea, describes its key
components, and, based on feedback, presents its strengths, weaknesses, and
further development needs.

4.6.1 Introduction
The Clothing Repair Chain business model addresses a sustainable consumption
problem where people discard repairable clothing due to inconvenience, lack of
skills, and availability of cheap new garments. Furthermore, it is difficult to find
repair services and customers lack awareness of repairability.

4.6.2 Key components of the model
The key components of the Clothing Repair Chain business model are presented
in Figure 11.
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Figure 11. Overview of the Clothing Repair Chain business model

The Clothing Repair Chain model is a modernised branded repair service offering
chain where smaller companies can easily offer their services: standardised
mending, tailoring, and upcycling. It is an external operator located near brand or
other retail stores. Revenue can be generated from 1) consumers from service
and subscription plans, 2) from brands by partnerships, and 3) from municipal
ities by offering repairing, recycling or resource extraction contracts. The model’'s
purpose is to promote that repairing becomes mainstream and part of the
consumer awareness due to the chain stores closeness to customers.

4.6.3 Feedback from the online workshops
The main strengths and weaknesses and further development ideas of the
Clothing Repair Chain business model are presented in Table 16 below.
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Feedback from the online workshops on the Clothing Repair Chain
business model
Strengths

Other comments and
further development ideas

Weaknesses

Locality: Accessibility and

closeness to the brand and prices cannot address fast| ® Rejuvenation and
retail stores could make the fashion or repair price could refinishing enabled by
volume of repairs/alteration be higher than consumer is DPP  in  addition
up and waiting time down. willing to pay if the repair is connecting items to
Local repairs could decrease done by a big company. the original
the price for repairing. Incentivisation is needed. photography

Customisation: Difficulty in  behaviour | * Incentivising
Personalised clothing change: Consumers prefer

through  repairs/alterations. new items to repairs.

Artist  collaboration  could Repair result concerns:

enhance the repairs. Every repairer has unique

Viability to make change:
Incentivisation is needed: e.g.
unlocking EPR schemes for
consumers. Furthermore,
repairs give a new life for
clothing and support skill
preservation.  Offering a
solution in scale (as a chain
store) could create a major

Price concerns: Repair

style which may be difficulty to
transfer between the repairs
and that way meet the
customer's expectation.
Furthermore, quality of repair
may vary between repairers.

Scalability and operational
challenges: Setting up the
network required could be

shift towards repairin
clothes. P 9 diffigglt. Re.ductipn in
Social aspects: Creates traditional repair skills could

spaces for gathering where
repairs could be mixed with
social aspects: parties, DIY,

need investment in training -
high quality of
essential.

repair is

Branding repairs

learnings.

Table 16. Feedback from the online workshops on the Clothing Repair Chain business model

Based on workshops’ feedback, the Clothing Repair Chain business model key
strengths locality, customisation of repairs, viability of the model, and the potential
to connect it to additional social aspects such as events. However, many showed
concerns on possible pricing of the repairs and on repair results because no
repair can compete against buying a new fast fashion garment and repairs could
vary in quality and in style. In addition, making consumers to change their
behaviour more repair friendly would be difficult. One concern was also setting
up the network for this type of business and that there might not be skilled enough
repairers available currently.

Workshop participants also had ideas to further advance the business model:
repairs could be branded, customers could be incentivised to do repairs, and
utilising Digital Product Passport as a digital time stamp to trace back the original
garment look for repairers. It was mentioned that United Repair Centre that
operates in Amsterdam and London is closest example to this business model.

10 https://www.unitedrepaircentre.com/
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4.6.4 Feedback from the pilot sites
Regional main strengths, weaknesses and further development ideas of the
Clothing Repair Chain business model are presented in Table 17 below.

CRAFT
IT4SD

Feedback from the pilot sites on the Clothing Repair Chain business
model
Pilot site | Strenghts Weaknessess Other comments and
further development
ideas
Finland Scalability and Repair chain could
repeatability:  Clothing become a channel for
repair needs are offloading textiles
universaland similar that are beyond
everywhere. Compared to repair: Clear criteria
the repair café, this model are .needed to
is less dependent on determine what can
- . and cannot be
individual  personalities repaired.
and works more like a Ensuring consistent
service infrastructure quality across
Platform for small repair multiple repair
businesses to offer providers
services under a Operational
shared, recognisable challenges: Model
brand . requires robust
Making repair coordination,
mainstream governance, and
communication to
function smoothly.
Denmark Potential for B2B: Utopian idea to have
However, is this not a a system for repairs
thing already? Ambiguity about
Tech-supported target market
scalability: Could lower System should be
prices of repairs. based on
Locality: Targeting metabolism: Given for
convenience and free to repairs without
infrastructure. receiving it back.
Romania Brand & Infrastructure Extended waiting
Support: Workshops can time for consumers
be listed on partner brand regarding repairs
websites, helping local High costs of repairs:
brand  adopt  circular People could prefer to
models without needing replace the item with a
their own infrastructure. new one.
Sustainability: . Lack of creativity.
Encourages recycling,
reducing waste and
preserving historic or
sentimental items.
Economic and social
impact: Maintains jobs
for tailors and promote a
healthy mindset toward
clothing.
Value through longevity
of repaired items
Spain Revival of repair Target audience
culture: Increases the mismatch: Online
visibility and modernises focus may not align
the perception of repair with primary customer
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services, attracting more segment (middle-age
customer to under and above) who are
recognised repair shops. most likely to use

¢ Platform centralisation: repair services but less
A unified platform active in digital
differentiates the environment.
business and enables | ¢« Economic viability:
scalability, efficiency and High repair costs (vs.
partnerships with brands. fast fashion) and
e Triple-bottom-line- platform expenses
impact: Environmental may make the model
(reducing waste), social unsustainable despite
(preserving craft skills and its social and
local commerce), & environmental value.
economic benefits | ¢ Trade-offs in
(revenue from  willing operations:
paying customers). Centralisation lowers
costs but conflicts with
local value, requiring a
choice between
efficiency and
community focus.

Table 17. Feedback from the pilot sites on the Clothing Repair Chain business model

The pilot site feedback from Finland, Denmark, Romania, and Spain highlights
the scalability, repeatability and universal appeal of the Clothing Repair Chain
business model because clothing repair needs are consistent across regions. In
Finland, the model’s strength is its ability to function as a service infrastructure,
which is less reliant on individual personalities than traditional repair cafes, while
providing a shared, recognisable brand for small repair businesses.
Denmark sees potential in tech-supported scalability to lower repair costs
and in B2B opportunities, though the feedback questioned whether this is
already a common practice. Romania emphasises the brand and infrastructure
support, enabling local workshops to adopt circular models without heavy
investment, while also promoting sustainability, economic and social impact
through job preservation and waste reduction.

The feedback from Spain also underscores the model’s ability to revive repair
culture by increasing visibility and modernising the perception of repair services,
making them more attractive to customers. Spain and Romania both highlight the
triple-bottom-line impact (planet-people-profit): model is environmental through
waste reduction, has a social aspect by preserving craft skills and local jobs, and
demonstrates economic benefits through revenue from willing customer base. In
addition, Spain and Finland noted that the platform centralisation enables
efficiency, scalability, and partnerships with brands, while the locality focus,
from Denmark’s feedback, ensures convenience and infrastructure
integration.

The Clothing Repair Chain business received different types of criticism across
the pilot sites. Feedback from Finland highlights operational and quality
concerns on repairs. The repair chain risks becoming a dumping ground for
non-repairable textiles, necessitating clear criteria for what can be repaired.
Furthermore, maintaining consistent quality across multiple repair providers and
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ensuring robust coordination, governance and communication are critical
for smooth operations.

In Denmark, the model is seen as utopian with ambiguity around the target
market (B2B/B2C). There is also a suggestion that the system should operate
on a “metabolism” basis: giving items for repair without expecting those back.
On the other hand, Romania points to practical barriers of long consumer wait
times and high repair costs which may push people toward buying new items.
Romania’s feedback also perceives the model lacking creativity in its
approach.

Spain raises concerns about audience alignment and economic viability. The
online focus may not reach the primary customer segment (middle-aged and
older), who may be less digitally active but more likely to use repair services. High
repair costs compared to fast fashion, along with platform expenses, could
threaten economic sustainability. There is also a tension between
centralisation for cost-efficiency and maintaining local value, forcing a trade of
between scalability and community focus.

4.6.5 Conclusions

The Clothing Repair Chain business model demonstrates strong potential due to
its locality, customisation and scalability, as highlighted across workshops and
pilot sites. The model’s ability to standardise repair services under a shared
brand, while simultaneously supporting small businesses, addresses
fragmentation in the repair market. Its triple-bottom-line impact resonates as it
reduces textile waste, preserves craftmanship, and creates local jobs. Innovative
ideas such as branded repairs, digital tracing via Digital Product Passport, and
incentivising customers, could further enhance its appeal. The United Repair
Centre serves as a tangible benchmark. In addition, the universal need for
clothing repairs across regions underscores its repeatability and board market
potential.

Despite Clothing Repair Chain business model’s strengths, it faces operational
and market hurdles. Concerns about pricing, repair quality, and consumer
behaviour dominate feedback. Fast fashion’s low costs make repairs less
attractive, and inconsistent quality or style outcomes could deter customers.
Logistical challenges, such as building a skilled repairer network, coordinating
multi-site operations, and avoiding becoming a “dumping ground” for non-
repairable items, require robust governance. In addition, the model’s ambiguity
to serve both B2B and B2C, was deemed as a weakness. Furthermore,
economic viability needs to be polished as well as finding a balance between
centralisation for efficiency vs. localised value.

To succeed, the Clothing Repair Chain must tackle operational weaknesses
(quality control, repair criteria, coordination of network) while amplifying its unique
advantages (sustainability, local jobs, brand unity). The model could potentially
be refined by tiered pricing for basic and premium repairs, further deepening
partnerships with brands to subside costs, and integrating offline channels
to reach non-digital users. In addition, leveraging Digital Product Passport and
B2B partnerships could streamline processes and reduce expenses. Ultimately,
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the model’s success hinges on proving economic viability without compromising
its social and environmental mission, thus, requiring a delicate balance between
innovation, affordability, and accessibility.

5. Quantitative assessment of the new business models

This chapter presents the findings from the quantitative assessment of the
business models. Both fashion industry experts and consumers participated in
the surveys.

5.1 Expert evaluation of the business models

This section presents the results of the expert evaluation of the business models
developed in Task 5.3. The assessment focused on the perceived relevance,
feasibility, and potential impacts of the models, based on ratings by experts
representing both industry and research perspectives.

The expert evaluation was based on approximately 22-27 responses per
business model, with a total of 26 respondents participating in the survey, which
was distributed at the pilot sites and via social media to reach a wider pool of
participants. The respondents represented business practitioners, advisors and
external supporters (e.g. academics).

The analysis combines quantitative ratings across ten evaluation criteria with
qualitative comments provided by the respondents. More detailed data is
included in Appendix 2.

Overall, the results indicate a generally positive but differentiated assessment
across the six business models. Among the models, the Repair Chain received
the highest overall evaluation, followed by Curated Rewear, while Repair Café,
Fashion Declutter, and CraftedForMe formed a middle group with relatively
similar scores. Crafting Virtual Style received the lowest overall ratings,
although it was recognised as innovative.

Across the evaluation criteria, experts expressed the highest confidence in the
models’ societal and cultural impacts, as well as their ability to address key
challenges in the fashion industry. In contrast, lower confidence was
consistently associated with long-term financial sustainability, scalability, and
the ability to attract and coordinate key partners. This suggests that while the
conceptual relevance of the models is widely acknowledged, their practical
implementation requires further development, particularly in terms of viable
business logic and ecosystem design.

The Repair Chain model was consistently evaluated as strong across most
criteria. It was considered highly relevant, actionable, and capable of advancing
circularity, while also offering clear societal benefits. The model’s strength lies in
its ability to make repair services more visible and accessible through structured
networks. At the same time, experts pointed to challenges related to long-term
profitability, standardisation of services, and the need for a clear coordinating
actor responsible for establishing and managing the network.
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The Curated Rewear model also received high ratings, particularly for its value
proposition to end-users and its practical feasibility. Experts highlighted its
potential to make second-hand clothing more accessible and appealing through
curation and improved user experience. However, its main weakness lies in
limited differentiation from existing resale platforms, as well as its dependence on
robust product data and content generation. Questions were also raised
regarding whether such models may contribute to increased overall consumption
if not carefully designed.

The Repair Café model was evaluated positively in terms of its societal and
community-building potential, as well as its contribution to circularity. It was seen
as accessible and effective in promoting repair practices. However, experts
emphasised its limitations in terms of scalability and systemic impact, noting that
such initiatives may remain niche or primarily volunteer-based. Financial
sustainability and the ability to mobilise partners were also identified as key
challenges.

The CraftedForMe model was recognised as conceptually strong, particularly in
combining local microfactories, personalisation, and digital tools to support more
sustainable consumption patterns. It was considered relatively suitable for
smaller companies and capable of offering differentiated value. Nevertheless, its
feasibility depends on several critical factors, including the availability of skilled
labour, cost structures, production efficiency, and consumers’ willingness to pay.
The decline in traditional craft skills was repeatedly noted as a significant barrier.

The Fashion Declutter model demonstrated relevance in addressing practical
barriers to circularity, particularly by helping consumers manage and redirect
unused garments. Experts acknowledged its potential to improve the quality and
effectiveness of sorting and reuse processes. However, concerns were raised
regarding its business viability, as the model may rely on one-off services with
limited repeat use. In addition, some respondents highlighted a potential rebound
effect, where decluttering may unintentionally normalise continued consumption
and disposal of clothing.

The Crafting Virtual Style model was perceived as innovative and forward-
looking, particularly in its integration of digital fashion, gaming environments, and
on-demand production. It was considered strong in terms of differentiation, but
less convincing in terms of its ability to address core sustainability challenges in
the fashion sector. Experts expressed uncertainty regarding its commercial
viability, scalability, and overall impact, noting the risk that it may remain a niche
offering or contribute to additional consumption rather than reducing material
production.

Looking across the models, several cross-cutting observations can be made.
First, repair-oriented models appear comparatively well-developed and aligned
with current policy directions, which likely contributes to their higher ratings.
Second, the main challenges identified by experts are less related to the
conceptual design of the models and more to their implementation, particularly in
terms of revenue generation, cost structures, and ecosystem coordination. Third,
digitalisation and Al-related models show clear potential but are constrained by
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data availability, infrastructure requirements, and uncertainties regarding user
adoption.

Finally, the importance of skills, craft, and local capabilities emerges as a
recurring theme across multiple models. The availability of skilled labour,
particularly in repair and small-scale production, is seen as a key enabling factor.
This highlights that the successful implementation of sustainable business
models does not depend only on technological or organisational innovation, but
also on the revitalisation and strengthening of local skills and ecosystems.

5.2 Consumer evaluation of the business models

This section presents the results of the consumer evaluation of the business
models developed in Task 5.3. The assessment is based on survey responses
from consumers (mainly students in Denmark and Romania) evaluating the
models in terms of relevance, willingness to use, perceived innovativeness, and
contribution to sustainability. The consumer evaluation was based on
approximately 29-38 responses per business model, with around 26-27
respondents completing the background survey. 85% of the respondents were
females and 15% males, with the average age of 21,9 years.

The analysis combines quantitative ratings across ten evaluation criteria with
qualitative comments provided by the respondents. More detailed data is
included in Appendix 3.

Overall, the results indicate moderately positive but more differentiated
responses compared to the expert evaluation. Among the models, the Repair
Café received the highest overall evaluation, followed by Curated Rewear,
Fashion Declutter, and Clothing Repair Chain, while CraftedForMe and
especially Crafting Virtual Style were rated lower.

Across the evaluation criteria, consumers showed relatively high confidence in
the models’ ability to contribute to more sustainable consumption and to
generate positive societal impacts. At the same time, lower scores were
observed for personal relevance and actual willingness to use the offers,
indicating a gap between recognising the sustainability benefits and adopting the
models in practice.

Repair-based models were consistently well received. In particular, the Repair
Café was seen as both relevant and actionable from a user perspective, with high
willingness to use and recommend the service. The Clothing Repair Chain also
performed well, especially in terms of word-of-mouth potential and perceived
usefulness.

The Curated Rewear and Fashion Declutter models were evaluated positively,
particularly in terms of sustainability contribution and general appeal. However,
comments indicate that aspects such as access conditions (e.g. membership
models) or service format may influence their acceptance among users.

The CraftedForMe model received moderate ratings, with some uncertainty
related to usability and the purchasing process, such as the inability to try
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products before committing. The Crafting Virtual Style model was perceived as
more innovative but showed lower perceived relevance and willingness to use,
suggesting that it may currently appeal only to more niche user segments.

Overall, the findings suggest that while consumers recognise the benefits of
sustainable and circular business models, ease of use, convenience, and
perceived personal relevance remain key determinants of adoption. This is
further reflected in the background data, where price and convenience were
reported as important drivers of purchasing decisions, alongside growing but less
dominant consideration of environmental and social aspects.

6. Conclusions and discussion

This chapter brings together the findings of Task 5.3, covering the actions needed
to implement the models in practice, the evaluation of their transferability, their
applicability beyond the fashion sector, and associated policy recommendations.

6.1 Qualitative and quantitative business model feedback synthesis

This chapter presents a synthesis of the qualitative feedback collected across the
six business models developed in this study. The alignment of the quantitative
results with these findings is discussed at the end of the chapter.

Overall, based on the qualitative assessment, the models were positively
received as relevant and timely responses to current sustainability
challenges in the fashion sector. At the same time, the feedback reveals clear
tensions between their perceived social and environmental value and their
economic feasibility and scalability. While each model addresses a different
aspect of sustainable consumption, several common patterns emerge in how
they are understood, where value is created, and what limits their wider adoption.

Across the models, participants recognised strong potential to support more
sustainable and circular consumption practices. In particular, business
models such as Repair Café and Clothing Repair Chain were consistently valued
for making repair more accessible and visible, while also strengthening local
communities and skills. Similarly, Curated Rewear and Fashion Declutter were
seen as addressing practical barriers to second-hand use and wardrobe
management, especially by reducing time, effort, and uncertainty for consumers.
More novel concepts, such as CraftedForMe and Crafting Virtual Style, attracted
interest through their ability to combine digitalisation, personalisation, and new
forms of value creation. In general, the models were perceived as contributing to
sustainability not only through environmental benefits (e.g. reduced waste, longer
lifetimes of garments), but also through social and cultural dimensions, such as
learning, craftsmanship, identity, and community engagement.

A key strength across most models is their ability to make sustainable
behaviour more convenient, understandable, and attractive to consumers.
Many of the concepts reduce friction in circular practices, either by simplifying
access to services (e.g. repair or resale), or by offering structured, curated, or
guided experiences. In addition, several models enhance the perceived value of
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garments, for example through personalisation, curation, or emotional
attachment, which can support longer use phases. These aspects were seen as
particularly important in shifting consumption patterns, as they move beyond
purely functional or environmental arguments and instead engage with consumer
experience and everyday practices.

However, alongside these positive perceptions, the feedback highlights a set of
recurring barriers that apply across most or all of the business models. The
most prominent of these is economic viability. Many of the models rely on
labour-intensive processes, such as repair, curation, or personalisation, which
results in relatively high-cost structures. At the same time, they often operate in
markets where consumers are used to low prices, driven by fast fashion. This
creates a structural challenge, where the value provided by the models is
recognised, but willingness to pay remains uncertain or limited. As a result,
several models are perceived as difficult to scale, or likely to remain niche or
complementary rather than mainstream.

Closely related to this is the issue of scalability and operational complexity.
Many of the proposed business models depend on local skills, infrastructure, or
physical interactions, which makes replication across contexts more difficult. For
example, repair-based models require skilled labour and quality control, while
service-based models such as Fashion Declutter depend on time-intensive,
personalised interactions. Digitalisation is often suggested as a way to address
these challenges, for example through platforms, automation, or hybrid service
models. However, the feedback indicates that digital solutions are not seen as a
full solution, and in some cases even introduce new costs, complexity, or risks if
they do not clearly improve the value proposition.

Another important barrier relates to consumer behaviour and market adoption.
Several models assume a willingness by consumers to invest time, effort, or
attention in more sustainable practices, such as repairing, co-designing, or
organising their wardrobes. However, the feedback suggests that such
engagement cannot be taken for granted. Time constraints, convenience
expectations, and established consumption habits remain strong, and in some
cases limit the perceived attractiveness of the models. In addition, some concepts
are seen as targeting relatively narrow customer segments, such as
sustainability-oriented consumers or higher-income groups, which raises
questions about their broader impact.

The assessment of sustainability impacts is also marked by some
uncertainty. While all models aim to support more sustainable outcomes,
participants raised questions about whether these effects are realised in practice.
For example, improved access to second-hand or repair does not automatically
lead to reduced consumption, and in some cases may even lead to rebound
effects. Similarly, digital or on-demand models were discussed both as enabling
reduced waste and as potentially creating new forms of consumption. This
indicates that the sustainability performance of the models is not inherent, but
depends strongly on how they are designed and implemented, as well as on user
behaviour.
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Despite these challenges, the feedback also highlights several clear business
opportunities emerging from the models. One of the most consistent
opportunities lies in combining or integrating different services into more
comprehensive offerings. Many participants suggested that the models are
unlikely to succeed as standalone concepts, but show stronger potential when
embedded in broader ecosystems. For example, repair services can be linked
with resale, styling, or digital content, while curation models can be extended with
wardrobe-based services or customer relationship approaches. Such
combinations can improve customer retention, diversify revenue streams, and
strengthen the overall value proposition.

Another important opportunity relates to positioning and differentiation.
Several models show potential in targeting specific segments or contexts where
their value is more clearly recognised, such as premium markets, event-based
use cases, or consumers seeking quality and individuality. In these contexts,
higher prices and more intensive services may be more acceptable, and the
models can compete on value rather than cost. At the same time, there is also
potential to widen accessibility through more simplified or “lighter” versions of the
services, reducing customer effort and lowering entry barriers.

The development of new revenue logics also emerges as a key opportunity.
Many models explore alternatives to traditional product-based sales, including
subscriptions, memberships, service-based income, or partnerships with brands
and public actors. These mechanisms can support more stable income streams
and align better with circular or sufficiency-oriented strategies. In addition,
partnerships, for example with brands, municipalities, or other service providers,
are seen as important enabling factors for scaling and implementation.

Finally, the feedback highlights the importance of communication, trust, and
cultural change in supporting the success of these models. Several barriers,
such as low willingness to pay, scepticism towards second-hand, or concerns
about repair quality, are linked to perceptions rather than purely functional
limitations. This suggests that business model innovation in this space also
requires efforts to reshape consumer expectations, build trust, and make new
practices socially accepted and desirable.

Craft and heritage also emerge as a potential source of competitive
advantage across the models, but in different ways. In the Repair Café and
Clothing Repair Chain, craft skills underpin service quality and trust, making
repair credible and attractive to consumers. In CraftedForMe, artisan expertise is
a key differentiator from purely digital solutions, adding value through fit,
interpretation of style, and perceived authenticity. In Curated Rewear, knowledge
of materials, garment quality, and provenance supports better selection and
builds trust in second-hand value. In Fashion Declutter, expertise in styling and
sorting reflects a softer form of craft, translating tacit knowledge into a service
that creates clarity and confidence. Even in Crafting Virtual Style, heritage
appears in tension, as digital innovation challenges but also opens new ways to
reinterpret craft traditions. Across all models, making these craft and heritage
elements visible can strengthen differentiation, increase perceived value, and
justify higher price points in selected segments.
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In conclusion, the six business models illustrate a diverse set of pathways
towards more sustainable fashion systems, combining elements of
circularity, sufficiency, digitalisation, and service innovation. They are
generally perceived as relevant and promising, especially in their ability to create
new types of value beyond traditional product sales. However, their wider
implementation faces common structural challenges related to economic
viability, scalability, and consumer behaviour. The most promising directions
for further development involve hybrid and integrated approaches, clearer value
propositions, targeted market positioning, and the combination of physical and
digital elements. Overall, the findings suggest that while no single model provides
a complete solution, together they point towards a broader transition in the
fashion sector, where value is increasingly created through services,
relationships, and extended product use rather than through volume-driven sales.

The findings from the quantitative assessments broadly align with the
qualitative feedback presented in this chapter. Both expert and consumer
evaluations confirm that the business models are generally perceived as
relevant and promising, particularly in their contribution to sustainability and
societal value. At the same time, the quantitative results reinforce the identified
challenges related to financial viability, scalability, and market adoption. In
particular, repair-oriented models were consistently rated favourably, while more
novel or digital concepts were associated with greater uncertainty.

Overall, the combined evidence suggests that while the value proposition of the
models is widely recognised, their successful implementation depends on
addressing practical constraints related to cost structures, consumer
behaviour, and ecosystem development. In addition, it is essential to carefully
assess the sustainability impacts of any intended new business model,
including whether they may lead to rebound effects or encourage increased
consumption rather than reducing it.

6.2 Actions needed to apply the models in practice

In conclusion, the six business models illustrate different but complementary
pathways towards more sustainable fashion systems. They are generally
perceived as relevant and promising, especially in their ability to create value
beyond traditional product sales, for example through services, personalisation,
and improved access to circular practices. At the same time, their wider
implementation faces common challenges related to economic viability,
scalability, and consumer behaviour. Many models depend on labour-
intensive processes or require changes in consumer habits, which limits their
ability to scale or reach mainstream markets. As a result, several concepts are
more likely to function as niche or complementary solutions rather than direct
replacements for existing systems. This is consistent with earlier findings
highlighting economic and structural constraints to scaling circular and
sufficiency-oriented models (Niinimaki et al., 2020; Pucker, 2023).

Across the models, the most promising opportunities lie in combining

services, clarifying value propositions, and targeting specific segments
where value is better recognised. Integration of repair, resale, styling, and
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digital tools is repeatedly seen as a way to strengthen both customer retention
and revenue generation. At the same time, partnerships with brands, public
actors, or other service providers can support scaling and implementation.
However, sustainability impacts are not automatic and depend strongly on how
the models are designed, positioned, and used in practice. This aligns with prior
work emphasising that sustainability outcomes depend on business model design
and implementation rather than concept alone (Bocken & Short, 2016a).

Craft and heritage also emerge as a potential source of competitive
advantage, but in different ways. Craft skills underpin service quality and trust,
especially in repair-oriented activities, making them more credible and attractive
to consumers. Artisan expertise can differentiate offerings from purely digital or
standardised approaches by adding value through fit, interpretation of style, and
perceived authenticity. Knowledge of materials and garment quality supports
better selection and strengthens trust, particularly in second-hand contexts, while
styling expertise represents a softer form of craft that creates clarity and
confidence for users. At the same time, digital approaches both challenge and
reinterpret traditional skills, creating new forms of value while raising questions
about their role. Overall, making craft and heritage elements visible can
strengthen differentiation and justify higher value in certain segments. This
supports previous research highlighting the role of craftsmanship, material
knowledge, and cultural value in creating differentiated and trusted fashion
offerings (Fletcher, 2016).

Overall, the findings suggest that no single model provides a full solution, but
together they point towards a broader shift in the fashion system. Value
creation is increasingly linked to services, relationships, and extended product
use, rather than to volume-driven sales. The success of these models will depend
on their ability to balance economic viability with social and environmental value,
while translating complex sustainability concepts into attractive and accessible
solutions for consumers. At the same time, the findings reflect the earlier
identified uncertainties: it remains challenging to determine to what extent such
sufficiency-oriented models are currently adopted in practice and whether they
can scale beyond niche applications, achieve sector-level commercial viability, or
lead to absolute reductions in production and consumption rather than being
absorbed into continued growth dynamics (Niessen et al., 2025; Niinimaki et al.,
2020; Bocken & Short, 2016b; Fletcher, 2016; Pucker, 2023).

6.3 Evaluation of transferability of the models

The transferability of the developed business models was assessed by
Consortium partners during the project Plenary meeting in Herning, Denmark
(April 2026). Each business model was presented to the group, after which
partners completed a Forms survey to evaluate the business model’s applicability
in their own country or region and to indicate the expected timeframe for
implementation. The number of respondents ranged from 16 to 20, with 10 from
Denmark, four from Finland, four from Spain, and two from Romania.

Overall, the Commercially Operated Repair Café was considered the most
transferable model, with an average score of 3,7 on a five-point scale (1 = low
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transferability; 5 = high transferability). Transferability was defined for participants
as “the extent to which a developed business model can be meaningfully applied”.
The least transferable model was the Crafting Virtual Style model, with an
average score 2,75. The transferability of the models is presented in Figure 12
below.

Please evaluate the transferability of this model in your
country/region (on a scale from 1 to 5)

Crafting Virtual Style (n=16) NI .75
Fashion Declutter (n=19) | NI 234
craftedForMe (n=18) [N 320
Clothing repair chain (n=19) [N 358
Curated Rewear (n=19) [IIINININGEGEEEE 3653

Commercially Operated Repair Cafe (n=20) |[INRBRENEIIE 3.70

1 2 3 4 5

Figure 12. Evaluation of transferability of the business models in pilot site countries

Business models focusing on repair and second hand were seen as the most
transferable, while the more novel models, Crafted for Me, Fashion Decluttering
service and Crafting virtual Style, were considered less transferable.

6.4 Applicability of the business models beyond fashion sector

The studied business models and their results are also applicable beyond the
fashion sector.

Volunteer-based repair cafés have been applied to a wide range of product
groups beyond fashion and clothing, including furniture, electrical appliances,
bicycles, crockery, household items, and toys (Repair Café International, 2026).
This concept could also be expanded to include commercially operated repair
café models.

Professional decluttering services support households and businesses in
removing unused or surplus items, but clearer guidance is needed to ensure
items are directed to appropriate recycling routes rather than discarded as waste
(Eike et al., 2022). The Craft-it-4SD Fashion Declutter model, which is based on
collaboration with recycling and second-hand operators and supported by styling
services, could be extended to other product categories, such as furniture. To
further reduce excess consumption and simplify everyday household practices,
the model could also offer access to age-specific children’s items, such as toys
or sports equipment, aligned with users’ needs at different life stages.
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Repair services will become more common in the EU thanks to the Right to
Repair Directive (EU) 2024/1799 (Official Journal of the European Union, 2024;
European Commission, n.d.) which will be applicable within the EU Member
States from 31 July 2026. This directive will especially target household
electronics, such as vacuum cleaners, refrigerators, and smart phones, by
placing the repairability requirements on manufacturers. In practice, this means
that manufacturers are obligated to repair products within reasonable time and
money. Manufacturers cannot impede the repairability without justifying it with
legal or objective factors. Therefore, manufacturers could benefit to utilise similar
business model demonstrated in the Clothing Repair Chain by centralising the
repairs for external provider.

The Crafting Virtual Style business model opens up wider implications beyond
the fashion industry, as virtual testing allows the popularity of items to be
assessed before on-demand manufacturing. This approach could also be applied
to other product categories, for example detailed products of different sizes such
as furniture and decorative items.

In a similar manner, micro-factory mass customisation, enhanced with
crafts, and curated second-hand could be offered in such as furniture, home
décor, and lifestyle products, where local production, personalisation, and the
integration of craft-based value can support both differentiation and resource
efficiency.

6.5 Policy recommendations

Looking across the business models, several common patterns and
challenges can be identified in terms of adoption, policy alignment, and
implementation conditions. These relate in particular to the role of regulation,
the uptake of digitalisation and Al, and the position of craft and cultural heritage
within sustainable business model development. These challenges are
particularly relevant given the scale of the sector’s impact, as textile consumption
in the EU alone generated around 159 million tonnes of CO,e in 2022
(approximately 355 kg per person), and the sector contributes an estimated 2—
10% of global GHG emissions (Apparel Impact Institute, 2022; Bauer et al.,
2023).

Among the business models, the repair models were popular, and there was
already integration toward them. This is because repairing is heavily driven by
EU policies, such as the Right to Repair Directive (EU) 2024/1799, and
Ecodesign for Sustainable Products Regulation (EU) 2024/1781 (European
Commission, 2024). However, what both customers and SMEs need is
incentivisation for repairs. Repairing cannot compete with cheap fast fashion, and
it is difficult to suddenly change people’s attitudes toward repairs over buying new
replacements. This is further reinforced by current consumption patterns, where
textiles rank among the six most impactful household consumption categories in
Europe (EEA, 2025c).

The Curated Rewear and Crafted for Virtual Style business models demonstrated
that SMEs could integrate or utilise digitalisation and Al effectively within their
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business models to benefit from the latest available technology. Still, resistance
to adopting these models was observable among participants. Relevant initiatives
for the fashion industry could include funding calls, developing guidelines on
ethical use, and reskilling or upskilling in Al and digitalisation. Good starting points
include the European Commission’s (2026) the second draft of Code of Practice
on Marking and Labelling of Al-generated content which support providers and
deployers meeting the requirements of the Article 50 within the Al Act.
Additionally, Horizon Europe (European Commission, n.d.-a) had a Research
and Innovation Action call focused on Al in manufacturing, with textiles as one
category. Such measures are particularly relevant as production accounts for
approximately 70-80% of textile-related climate impacts, indicating that digital
and process innovations in production can have disproportionate impact (ECOS,
2021; McKinsey and GFA, 2020; Ostlund, 2020).

Furthermore, the work on business models revealed that craft and cultural
heritage sectors need support to create and sustain vibrant local ecosystems and
clusters. This is essential for contributing to sustainable business models, as their
creativity, skills and knowledge are a vital part of the EU’s culture and creative
sector industries and competitiveness. These sectors face challenges not only
from ultra-fast fashion operators but also from upcoming regulatory pressures,
such as adopting digital product passports. Many of them are micro-enterprises
or SMEs. This reflects the structure of the sector, where approximately 197,000
companies operate in Europe, of which around 99% are SMEs, employing about
1.3 million people (EURATEX, 2024). Local craft ecosystems, clusters, operators,
and supply chains need to become more self-reliant and resilient to tackle the
current challenges they are facing. For example, Culture Compass for Europe‘s
key direction 3 addresses this to some extent (European Commission, n.d.-b),
but more support is needed. This could include policy mechanisms similar to
green public procurement for the culture and creative sector industries -
especially targeting micro- and SMEs, or support for SMEs in adopting digital
product passports.

Overall, these findings also reflect broader developments in the EU policy
landscape and emerging frameworks for competitiveness, repair, and waste,
which increasingly shape the operating environment. At the same time, structural
challenges remain, including the fragmented nature of the textile sector, limited
access to data for digital solutions, and the need for stronger support
mechanisms for SMEs and micro-enterprises, including those operating in craft-
based and heritage-driven contexts. Addressing these challenges is critical, given
that even modest changes in business models have demonstrated the potential
to reduce product-level emissions by 20-67%, highlighting the scale of impact
that could be achieved through wider adoption of sufficiency-oriented approaches
(Duhoux, 2024; ECOS, 2021; Markkula, Forin, et al., 2025; McKinsey and GFA,
2020; Ostlund, 2020).
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7. Final remarks

The present deliverable, Deliverable 5.3, is the third and final deliverable of
CRAFT-IT4ASD Work Package 5. It has explored the development and
assessment of new business models that can support a sustainable climate
transition in the fashion sector, with a particular emphasis on sufficiency-oriented
approaches. Building on earlier work in Work Package 5, the results show that
alternative business models can contribute to addressing both production- and
consumption-related impacts, but that their success depends strongly on how
they are designed, implemented, and scaled in practice.

Across the six developed models, the findings highlight clear potential to support
more sustainable consumption patterns, particularly through extending product
lifetimes, improving access to repair and reuse, and increasing the perceived
value of garments. At the same time, several cross-cutting challenges remain.
These include economic viability, scalability, and dependence on consumer
behaviour, as well as the risk that sustainability benefits are not realised in
practice due to rebound effects or insufficient substitution of new production. The
results suggest that the most promising pathways lie in combining services,
strengthening value propositions, and embedding the models in broader
ecosystems rather than applying them as standalone concepts.

The work also highlights the importance of the “triple transition” perspective
adopted in CRAFT-IT4SD. Digitalisation can act as an enabler of new business
models, particularly in improving efficiency, accessibility, and coordination, but it
does not automatically lead to reduced consumption and therefore needs to be
carefully applied. At the same time, craft, cultural heritage, and local skills emerge
as important sources of value, differentiation, and trust, especially in repair,
customisation, and second-hand contexts. Strengthening these capabilities is
therefore essential for the wider adoption of sustainable business models in
Europe.

Looking ahead, the findings underline the need for continued research and
experimentation. This includes further development of metrics for assessing
sufficiency-oriented business models, deeper analysis of their environmental
impacts and economic feasibility, and exploration of viable business logics that
can scale beyond niche markets. In addition, there is a need to better understand
how such models can be transferred and modified to local conditions across
contexts and sectors, and how policy frameworks can support their uptake,
particularly among SMEs.

Overall, while no single model offers a complete solution, the results point
towards a broader transition in which value creation is increasingly based on
services, extended use, and alternative consumption practices rather than
volume-driven production. For companies seeking to reduce their impacts, this
implies that meaningful emission reductions are likely to require a combination of
production-side decarbonisation, circular business model innovation, and
sufficiency-oriented strategies that address overproduction and consumption
volumes. This transition is, however, context-dependent and is likely to differ
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across companies of different sizes, as their resources, capabilities, and starting
points for adopting new strategies vary.
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APPENDIX 1 Overview of cross-project interviews informing business
model development

Interview code Sector / value-chain position Approx. size
01 Mass-market womenswear retailer / brand | 400 staff

02 Fast-fashion retailer / brand 1 200 staff
03 Luxury boutique brand 32 staff

04 Couture atelier 5 staff

05 3-D knit micro-factory 3 staff

06 Circular e-commerce platform 18 staff

07 Wardrobe-digitisation start-up 6 staff

08 Freelance digital pattern maker 1

09 Freelance pattern & CAD lecturer 1

10 Freelance 3-D fashion educator 1

1 Global premium apparel 21 000 staff
12 Bodywear & legwear OEM 750 staff

13 Contemporary womenswear brand 65 staff

14 1-person denim repair data 1

15 1-person Al-sketch start-up 1

16 Lifestyle brand 780 staff

17 Knitwear manufacturer 150 staff

18 Rapid-prototype studio 7 staff

19 Bespoke outerwear atelier 4 staff

20 Freelance pattern designer 1

21 Academic / digital-culture lab 1 (+ students)
22 3-D creation suite provider SME

23 B2B data exchanger SME

24 Waste solution provider SME

25 Fashion e-commerce marketplace SME

26 Game development SME
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27 Creative and culture sector communication | SME
service provider

28 Textile industry representative -

29 Textile industry national representative -
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Evaluation of Business Models
Expert ratings

All data is anonymised and presented in aggregate form
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Repair Café - How confident are you that the business model...
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APPENDIX 2 Evaluation of Business Models — Expert ratings

Comments CraftedForMe

* The only difficulty | can see here is finding local seamstresses. This is a dying profession in Europe. Even in Eastern Europe,
the number of seamstresses is falling sharply.

* The most positive impacts will be recorded when this models starts to prevail over the traditional oversea batch orders.

* The model is conceptually strong and timely, especially by linking localmicrofactories, personalisation and digital fitting
tools to more durable fashion consumption.

* However, its feasibility depends heavily on clear cost structures, consumer willingness to pay, production efficiency and the
ability to differentiate from existing made-to-measure or customisation services.

* Price competitiveness will be critical to be adopted by a large portion of the population. Up until now, similar initiativespop
up,hget some attention, but does not sustain in the long run. Economy of scale is a huge factor which is hard to compete
with.

* It may have a high "reuse" potential depending on its orientation to the utilision of dead-stocks of fabric & supplementary
materials (accessories). Can easily combined with and integrate Model 1 for a full-range of production & long term
maintenance services offered by the same Microfactory.

* Ascurrent "Changing and repair" landscapes fade and we will soon out of the necessary skills, | believe in the - rather soon -
need of central repair centers, giving jobs to refugees, who often bring the skills from their home countries.

* | would consider such local repair centers with the idea mentioned here, as you will need the same machinery and human
skills, but it would strengthen the profitability/value of both approaches.

* Asaconsumer with an interestin fashion, | prioritize finding distinctive designer pieces at accessible price points The
success of this model relies heavily on the specific skill sets and output quality of the microfactory. Given the rarity of such
craftsmanship, it is essential to establish and maintain strong connections with educational institutions and universities.
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Fashion Declutter - How confident are you that the business model...

Mean Rating
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APPENDIX 2 Evaluation of Business Models — Expert ratings

Comment Fashion Declutter

* Verynice idea. Depending on the price of this service, it can be available only for a certain category of people with higher revenues.
* especially as it is oriented as a training service, but acceptance by general public is expected to be low.

* While the conceptis appealing, | have reservations regarding the creation of a profitable and scalable business model. Because success relies
heavﬂyt())n the quality of consultancy services delivered within a client's home, it appears to be a one-time engagement with a low probability of
repeat business.

* This rrl10del addresses a very real barrier to circularity: people often need practical support to move unused garments back into use, resale or
recycling.

* Itsappealis clear, but feasibility depends on service affordability, trust in theorganiser, logistics and whether resale commissions can make
the model financially robust.

* Itrequires staffing with personnel who possess strong knowledge of the fashion market and skills in the evaluation of textile goods. The
availability of such qualified personnel may be limited during the initial business set-up and subsequent scaling-up phases.

* Competitive proposal. Does not compete directly with fast fashion e-commerce.

* Although there is significant value to be extracted from the sorting phase of textile waste — for example through professional guidance that
helps citizens sort correctly, and by recovering high-quality garments for reuse or recycling that remain “hidden”in wardrobes — there is also a
paradox embedded within this practice. Encouraging people to “clean out their wardrobes” can unintentionally support a culture of
overconsumption, where donation, reuse, or recycling become a justification for continued purchasing and discarding. While second-hand
systems create important social value by giving lower-income families access to quality clothing, they can also be seen as symptoms of mass
consumption and mass disposal — what some describe as a “free ride” for maintaining current consumption patterns. Itis this interplay
between the positive impact of sorting and reuse, and the normalization of discarding clothes regardless of reason or circularity, that makes me
question the deeperimpact of this business model.
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Curated Rewear - How confident are you that the business model...

Mean Rating
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
| 4% |
0 183%
...addresses important challenges within the fashion industry? 17% 3.8
...offers a value proposition that appeals to end-customers? 29% 4.0
...canrealistically be put into practice? 17% 4.0
...can sustain itself financially in the long run? 38% 3.7
% ) 0
A

~-can scale efficiently? i ——_ 3.8

| 4% |
...can realistically be adopted by smaller companies (< 50 employees)? 25% *_m_ 35
...can attract and secure the necessary key partners? 29% 36

|80 |
...clearly differs from existing alternatives on the market? 25%

6 | 1300 | 2.9

| 400 |

...signficantly advances circularity 13%
54% L 7 3.8
...has significant positive impacts on culture and society? 29%
B e re— 3.9
m Very low confidence = Low confidence Neutral / uncertain = High confidence M Very high confidence

24

=]
Il

113



CRAFT

NEW BUSINESS MODELS THAT CAN SUPPORT SUSTAINABLE CLIMATE TRANSITION IT 4 SD

APPENDIX 2 Evaluation of Business Models — Expert ratings

Comment Curated Rewear

this model will rather increase the consumption of clothing (personal view)
Yes, | can see the online version of 'vestiaire' or 'vinted' expand to a real physical store.

This model has strong consumer appeal and practical circularity potential, especially by
making second-hand shopping more curated, searchable and convenient.

Its main weakness is differentiation: the conceptis close to existing resale and curated
vintage platforms, so it needs a clearer unique positioning and revenue logic.

The high cost of preparing content and maintaining the digital marketplace can be a barrier.

| also have my doubts about the quality of the clothing currently on the market under this
business model.

Good model. Similar to Sellpy.
Even the support by Al buying agents requires product describing data, that currently are not

available as they should be. Product related attributes is one of the very few blind spots of Al.
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Crafting Virtual Style- How confident are you that the business model...
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T 2.9
1% |
130 |
- 2%
...can scale efficiently? 22%
* 3.0
00 |
...can realistically be adopted by smaller companies (< 50 employees)? 30%
OB ey s r— 3.3
|42 |
...can attract and secure the necessary key partners? 39%
L2 3.3
i A
...clearly differs from existing alternatives on the market? 30%
—_' o
‘_'y_—
...signficantly advances circularity 26% ﬂ
2.8
| 4% |
...has significant positive impacts on culture and society? 43%
— 22% | 1300 |
3.2

m Very low confidence = Low confidence

23

=]
]

Neutral / uncertain = High confidence m Very high confidence

115



CRAFT

NEW BUSINESS MODELS THAT CAN SUPPORT SUSTAINABLE CLIMATE TRANSITION IT 4 SD

APPENDIX 2 Evaluation of Business Models — Expert ratings

Comment Crafting Virtual Style

* | would combine this with a micro factory. Then you have best of both worlds.

* This model is innovative and culturally relevant, with strong potential to connect digital
fashion, gaming, on-demand production and new opportunities for emerging designers.

* The main uncertainties are commercial sustainability, dependence on gaming-sector
partners and the need for clearer differentiation from existing digital skins, merch and
fashion-collaboration models.

* Theideais cool. | have zero confidence, that it will be possible to organize the necessary
materials in a feasible and profitable way and in the time needed (maybe aside of knitwear,
where a choice of yarn could be defined as limitation/frame)

* Probably a viable business model. | doubt that it will reduce overproduction. High risk that it
just offers a "fun" product which will be purchased on top of the current amount High risk
that it will drive exotic designs where products are rarely used. Completely digital fashion
gpv_ve\l/er V\l/ould be a great solution. Skins for gaming avatars, but also for "yourself" in the

igital realm.

* Ifthe gamer group is sgnificantly big, the business model can have some perspective to
survive. However, | find it very unrealistic and rather niche.
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Repair Chain - How confident are you that the business model...

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%  MeanRating
...addresses important challenges within the fashion industry? 14% 4.2
I | .
...offers a value proposition that appeals to end-customers? 14% 4.0
~-can realistically be putinto practice? - Y — 4.1
...can sustain itself financially in the long run? 41%
—-ﬁl_ 3.5
S 18%
...can scale efficiently? 23%
5%
3.5
...can realistically be adopted by smaller companies (< 50 employees)? 18%
—_i_ 39
o 14%
...can attract and secure the necessary key partners? 36%
—cTr— 3.5
| 500 |
S 18%
...clearly differs from existing alternatives on the market? 32%
I—TE— 3.3
...signficantly advances circularity 18%
—_.Tﬂ!_
4.3
~-has significant positive impacts on culture and society? = ~5% G ——
4.3

m Very low confidence I Low confidence Neutral / uncertain = High confidence H Very high confidence
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Comment Repair Chain

* Will be attractive for multinational retailers, also critical to ensure application of warrantee for clothing.
* Butwho can be the driver for setting up the network, that is a challenge.

* This modelis highly actionable and relevant, as it makes repair visible, accessible and easier to adopt through branded local
service points.

* Its main challenges are long-term profitability, service standardisation and clear differentiation from existing tailoring, repair
and brand aftercare services.

* The creative skills necessary for this job are very important for the local culture and society, but with the current taxatian
system, it does not stand a chance.

* | believe that repair shops can significantly benefit from service centres that leverage the successful marketing of leading
brands and an expanded service model. Given that the actual repair work requires unique, specialized talent, this service is
often best delivered by smaller companies. This approach mirrors the food hall concept, where a central environment is
provided, but the specific services are managed by a variety of small, independent enterprises.

* Great model. Relevant for consumers and real benefit to the environment. Might get pushback from conventional retail.

* Aside of a decentralized network this concept will need accompanying, centralized repair centers, as a side effect giving
work to refugees who have the needed skills. The current repair shops age and as it is increasingly difficult making Tailor
apprenticeships, the necessary know how dies out.
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Cross-comparison
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How confident are you that the business model addresses important challenges within the
fashion industry?

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100% Mean Rating
Repair Café e

B —— o

TR

CraftedForie s

I S —v e 3.4

 aw

Fashion Declutter T
e
Y 3.6
o
Curated Rewear 1%
B —— — 3.8
Crafting Virtual Style s
2% ] 2.7
s
Repair Chain i
e

45% 4.2

m Very low confidence m Low confidence = Neutral / uncertain m High confidence M Very high confidence
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How confident are you that the business model offers a value proposition that appeals to end-

customers?
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%  Mean Rating
1%
Repair Café S 28%
_“ o
2%
CraftedFortie _—m
3.4
Fashion Declutter __
2%
24% 3.5
Curated Rewear [ 29%
___ -
Crafting Virtual Style e 7
I 3.1
9%
Repair Chain 1%
4.0

| Very low confidence m Low confidence = Neutral / uncertain m High confidence W Very high confidence
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Repair Café

CraftedForMe

Fashion Declutter

Curated Rewear

Crafting Virtual Style

Repair Chain

|
I
Il

How confident are you that the business model can realistically be put into practice?

0% 10% 20% 40%

4%

m Very low confidence

30%

 Low confidence

= Neutral / uncertain

50%

60%

m High confidence

70%

W Very high confidence

Mean Rating

3.7

3.4

3.2

4.0

3.3

4.1
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How confident are you that the business model can sustain itself financially in the long run?

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100% Mean Rating

|

Repair Café
[ -/
2.8
CraftedForMe %
| 4% | 3.0
8%
Fashion Declutter _—
L 8% | 3.1
.
Curated Rewear - -
I 3.7
Crafting Virtual Style —_m
2.9
%
Repair Chain —_m
3.5

M Very low confidence ™ Low confidence = Neutral / uncertain 1 High confidence B Very high confidence
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How confident are you that the business model can scale efficiently?

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100% Mean Rating
e
Repair Café 2
3.1
CraftedForMe e
o m
3.0
I L7 S
Fashion Declutter —_
3.4
.
Curated Rewear %
3.8
Crafting Virtual Style 2%
3.0
[ £
Repair Chain %
3.5

m Very low confidence w Low confidence = Neutral / uncertain m High confidence  m Very high confidence
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Repair Café

CraftedForMe

Fashion Declutter

Curated Rewear

Crafting Virtual Style

Repair Chain

How confident are you that the business model an realistically be adopted by smaller

M Very low confidence

companies (< 50 employees)?

30%

™ Low confidence

40%

 Neutral / uncertain

50%

60%

W High confidence

70%

M Very high confidence

Mean Rating

3.4

3.8

3.5

3.5

3.3

3.9
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How confident are you that the business model can attract and secure the necessary key

partners?
Mean Rating
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
s —
Repair Café o aee
S — 3.0
e
CraftedForMe L s

3.3

Fashion Declutter _—

3.0

Curated Rewear __
| 8% | 3.6

Crafting Virtual Style

Repair Chain

—m iy
_m

3.5

M Very low confidence ™ Low confidence = Neutral / uncertain ™ High confidence M Very high confidence
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How confident are you that the business model clearly differs from existing alternatives on the

market? Mean Rating
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

2,

Repair Café S s 3.1
N
CraftedForMe e 3.6
Fashion Declutter 2%
_“ =
Curated Rewear %
_“ 2.9
Crafting Virtual Style e
L e 3.6
5%
1%
Repair Chain 2%

3.3

M Very low confidence 1 Low confidence = Neutral / uncertain 1 High confidence W Very high confidence
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How confident are you that the business model signficantly advances circularity?

Mean Rating
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Repair Café 1%

_“ Sy

S 1%
CraftedForMe 7
_“ 3.2
8%
S 1%
Fashion Declutter 2%
%
24% 3.5
||

Curated Rewear

I
—“ A

Crafting Virtual Style

_“ -

Repair Chain
4.3

m Very low confidence m Low confidence = Neutral / uncertain W High confidence M Very high confidence
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How confident are you that the business model has significant positive impacts on culture and

soaety? Mean Rating
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Repair Café __ 4.0

1%
CraftedForMe e

—“ 3.6

R ———— 3.4

Fashion Declutter

|

Curated Rewear %

lm_

Crafting Virtual Style

3.2

00
Repair Chain h

J
J

4.3

M Very low confidence 1 Low confidence = Neutral / uncertain 1 High confidence W Very high confidence
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Sample

Respondent Type Industry Experience Among
Active Practitioner (Years)

5
4
‘ 3
2
1
N I
2-5 6-10

<2 1115 >15

= Business practitioner = Advisor or (external) supporter (e.g. academic) = Other m Unknown (part. compl.)

n=26 n=20
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Company Size (# of Employees)

3,5
3
2,5
2
1,5
1
- .
0
2-10 employees 11-25 employees 26-50 employees 250 + employees
n=8
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Evaluation of Business Models
User ratings

All data is anonymised and presented in aggregate form
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Curated Rewear - How confident are you that...

... this offer has significant positive impacts on culture and society?

... this offer meaningfully contributes to more sustainable consumption?

...this offer is innovative and distinct from existing offerings?

...youwould tell others about this offer?

...you would use this offer yourself?

...this offer solves a relevant problem for you?

Il

S 18w
Em_

Neutral / uncertain

M Very low confidence " Low confidence

38

W High confidence M Very high confidence
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Comments Curated Rewear

* | wouldn't want to have a membership to get access to drops, |
think it kinda goes against the purpose of shopping second-hand
clothing.

* Great concept - Is it done before?
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Fashion Declutter- How confident are you that...

2%
... this offer has significant positive impacts on culture and society? 29%
3%
... this offer meaningfully contributes to more sustainable consumption? 21%
6%
...this offer is innovative and distinct from existing offerings? 24%
C12%
...youwould tell others about this offer? 32%
3%
...youwould use this offer yourself? 18%

...this offer solves a relevant problem for you? 35%
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
M Very low confidence " Low confidence Neutral / uncertain " High confidence B Very high confidence

34

=]
Il
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CraftedForMe - How confident are you that...

... this offer has significant positive impacts on culture and society? 26%
3%
... this offer meaningfully contributes to more sustainable consumption? 23%
C10%
...this offer is innovative and distinct from existing offerings? 32%
C10%
...youwould tell others about this offer? 42%
6%
...you would use this offer yourself? 26%
...this offer solves a relevant problem for you? 29%
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
M Very low confidence " Low confidence Neutral / uncertain " High confidence B Very high confidence

31

=]
Il
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Comment CraftedForMe

* You can't try it before you decide, right?
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Crafting Virtual Style - How confident are you that...

17%

... this offer has significant positive impacts on culture and society? 34%

l

... this offer meaningfully contributes to more sustainable consumption? 28%

...this offer is innovative and distinct from existing offerings? 28%
7%
...youwould tell others about this offer? 38%
3%
...you would use this offer yourself? 34%
o 14%
3%
...this offer solves a relevant problem for you? 31%
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
M Very low confidence " Low confidence Neutral / uncertain " High confidence B Very high confidence

29

=]
Il
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Repair Café - How confident are you that...

11
... this offer has significant positive impacts on culture and society? 28%
7%
S %
... this offer meaningfully contributes to more sustainable consumption? 17%
3%
...this offer is innovative and distinct from existing offerings? 21%
4%
...youwould tell others about this offer? 17%
7%
...you would use this offer yourself? 17%
o 14%
...this offer solves a relevant problem for you? 24%
0%
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
M Very low confidence " Low confidence Neutral / uncertain " High confidence B Very high confidence

29

=]
Il
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Repair Chain - How confident are you that...

... this offer has significant positive impacts on culture and society? 34%
7%
... this offer meaningfully contributes to more sustainable consumption? 38%
...this offer is innovative and distinct from existing offerings? 34%
7%
...youwould tell others about this offer? 24%
3%
...you would use this offer yourself? 34%
3%
...this offer solves a relevant problem for you? 21%
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
M Very low confidence " Low confidence Neutral / uncertain " High confidence B Very high confidence

29

=]
Il
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Cross-comparison
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Clothing Repair Chain

Repair Café

CraftingVirtualStyle

CraftedForMe

Fashion Declutter

Curated Rewear

How confident are you that this offer solves a relevant problem for you?

21%

‘m—

EZ

| 3% |

‘m_

-

0%

10%

24%

24%

20%

M Very low confidence

29%

35%

30%

" Low confidence

40% 50%

Neutral / uncertain

60%

" High confidence

70%

B Very high confidence

80%

90%

100%

3.6

3.6

3.5

3.3

3.9

3.6

Mean Rating
(out of 5)
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How confident are you that you would use this offer yourself?

Clothing Repair Chain 34%

Repair Café 17%
N

CraftingVirtualStyle

!

3%

S 1%
CraftedForMe
[ <17 S

Fashion Declutter
o 12%

Curated Rewear

0% 10% 20%

M Very low confidence

—_!_
—m

34%

26%

18%

29%

30%

" Low confidence

40% 50%

Neutral / uncertain

___

60%

' High confidence

70%

B Very high confidence

80%

90%

_“
—“
___

100%

Mean Rating
(out of 5)

3.5

3.5

3.5

3.4

3.6

3.7
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How confident are you that you would tell others about this offef?

Clothing Repair Chain 24%

3%
Repair Café 17%
%
CraftingVirtualStyle 38%
3%
CraftedForMe
%
Fashion Declutter 32%
3%
Curated Rewear 34%
0% 10% 20%

M Very low confidence

—__
—m

42%

30%

" Low confidence

40% 50%

Neutral / uncertain

60%

' High confidence

70%

B Very high confidence

80%

90%

—m
—m
—-_
—“

100%

3.8

3.7

3.5

3.6

3.8

3.9

Mean Rating
(out of 5)
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Mean Rating
(out of 5)

How confident are you that this offer is innovative and distinct from existing offerings?

. 3.8
Clothing Repair Chain 34%
7%
—m 3.7
Repair Café 21%
N L
o —_!_ 3.5
CraftingVirtualStyle 28%
7%
CraftedForMe 32% 3.7
S 10%
Fashion Declutter 24% 3.6
o 12%
Curated Rewear 26% 3.7
8%
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
M Very low confidence " Low confidence Neutral / uncertain W High confidence M Very high confidence
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Mean Rating
How confident are you that this offer meaningfully contributes to more sustainable (outof 5)
consumption?
—_!_ 39
Clothing Repair Chain 38%
D — 39
Repair Café 17%
3%
—m 3.7
CraftingVirtualStyle 28%
2%
CraftedForMe 23% 3.4
S 10%
Fashion Declutter 21% 4.1
6%
Curated Rewear 21% 3.8
5%
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
M Very low confidence " Low confidence Neutral / uncertain ' High confidence B Very high confidence
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How confident are you that this offer has significant positive impacts on culture and

Clothing Repair Chain 34%
%
Repair Café 28%
7%
CraftingVirtualStyle
10%
CraftedForMe 26%
3%
Fashion Declutter 29%
3%
Curated Rewear 24%
3%
3%
0% 10% 20%

W Very low confidence

34%

30%

“ Low confidence

society?

40% 50%

Neutral / uncertain

60%

" High confidence

70%

M Very high confidence

80%

90%

—_!_
——_
_“
—-I_
—-_
—__

100%

Mean Rating
(out of 5)

3.8

3.8

3.8

3.6

3.8

3.7
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Sample

(Students enrolled in DK and Romania)

Gender

Age

21.9
2.5
26
17

n=26
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HOW OFTEN DO THE FOLLOWING FACTORS INFLUENCE
YOUR DECISION WHEN BUYING CLOTHES OR SIMILAR

PRODUCTS?

41%

37%37%

26%| |

Price

0% 0%

30%

33%
26%
19% 19%
0
B 11%
4% 4% I
-

Ecological Impact Social/ ethical aspects

®m Never ™ Rarely ™ Sometimes ™ Often

33% 33%

30% 30%
22%
0
19% .
11%
4% 4% I
- -

Fashion trends and
recommendations

Shopping convenience

™ Always
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Approximately how much do you spend on fashion
items per month? (Estimate in EUR)

60%
50%
40%
30%

20%
How much more would you be willing to pay for a
10% . fashion item that provides clear environmental or social

benefits compared to a conventional alternative?
0%
<25EUR 26 -50 EUR 51-100 EUR >100 EUR n=26 70%

60%
50%
40%
30%
20%

0%

Not willing to pay more Up to 10% more Up to 25% more
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Nationality distr. Out of 27 full responses

Proportion

p

® Danish ® Romanian ® Moldovian ® Other
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