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INTRODUCTION

""BEING SUSTAINABLE  IS NOT MORE EXPENSIVE.   BEING SUSTAINABLE  IS NOT MORE EXPENSIVE.   
IN FACT,  BEING CONSCIOUS OF WASTE HAS HELPED  IN FACT,  BEING CONSCIOUS OF WASTE HAS HELPED  

ME REDUCE COSTS AT MY COMPANY."ME REDUCE COSTS AT MY COMPANY."

All members of the NYFW community—fashion brands, production houses, event planners,  

PR agencies, and others—have important roles to play in making the event more sustainable. 

Getting there will take a considerable amount of work on everyone’s part, however—and as 

always, the devil is in the details. 

To that end, this document is designed to serve as a guide and resource in supporting the efforts of all NYFW stakeholders to move 
toward a more sustainable fashion week. It identifies a wide range of specific actions related to reducing waste, reusing materials, 
conserving energy and promoting sustainability partnerships. And it suggests ways in which the CFDA can work with stakeholders to 
help make NYFW more sustainable. 

In light of the COVID-19 pandemic, this is an especially opportune time to embrace meaningful change. As we noted in the 
accompanying Executive Summary, many actions that will advance sustainability will also enable designers to save money at a time 
when budgets across the industry are especially tight. 

We expect to see stakeholders experiment with various digital formats and other innovative ways of presenting their fashion ideas 
and products, in response to ongoing social distancing limitations and budgetary constraints. Many sustainability practices that 
we have identified in the Playbook (such as in producing samples, creating a set for the alternative format, and reusing content for 
marketing purposes) will also apply to these formats and make them even more sustainable.

We sincerely hope that these specific steps and actions will help your company become more sustainable in all of its activities, both 
during NYFW and throughout the year.

02
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THE CONTEXT
NYFW's sustainability strategy has been inspired, in part, by the 17 Sustainable Development 
Goals (SDGs) adopted by the UN—not just with regard to their encouragement of responsible 
consumption and their determination to take action on climate change but also in their 
commitment to promote job growth and make cities more sustainable.  

Together, our actions can make a real difference in working towards attaining the SDG’s including direct link to the 7 SDGs shown below.
To ensure coverage of all aspects of NYFW, the Playbook organizes its proposed actions into six impact areas: content, samples, production, 
venue, public relations, and transportation and logistics. The Playbook’s coverage of each impact area includes suggestions that extend across 
four sustainability dimensions, where appropriate: energy, materials, waste, and partnerships. The goal is to provide a complete picture of the 
effort needed to ensure the ongoing sustainability of the event—and by extension, that of other fashion weeks and of the industry as a whole.

Source: United Nations. BCG analysis.
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Source: BCG analysis.
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SET HIGH-LEVEL  TARGETS TO CHAMPION SUSTAINABILITY DURING NYFW

To make NYFW more sustainable, all stakeholders must begin collecting and analyzing the data needed to assess their progress toward clearly 
defined goals. For many participants, that data will include the amount of greenhouse gases generated during the event and the amount of 
materials reused or recycled once the event is over. 

Stakeholders must give special consideration to assessing and mitigating the impact of NYFW’s energy use, given the adverse effect of 
greenhouse gases on the environment and the fast-rising importance of slowing the process of global warming. This will entail a three-step 
approach: measure, reduce, and compensate. 

1. Recycled, upcycled, less toxic, or organic materials.
Source: BCG analysis.
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Source: BCG analysis.
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THE PLAYBOOK
In what follows, we offer recommendations for improving sustainability in all six impact areas 

and in the appropriate sustainability dimensions.  
 

For each recommended action, we provide practical suggestions on how to perform it. We also rank each action by its relative ease 
of accomplishment. Finally, we identify ways in which the CFDA can support stakeholders in achieving sustainability success. 

Source: BCG analysis.

Easy Moderate Hard

Ease to achieve

CONTENT | ACTIONS TO IMPROVE SUSTAINABILITY DURING NYFW (1 OF 2)



09

Source: BCG analysis.
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Source: BCG analysis.
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Source: BCG analysis.
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Source: BCG analysis.
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Source: BCG analysis.
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Source: BCG analysis.

Easy Moderate Hard

Ease to achieve



15

Source: BCG analysis.

Easy Moderate Hard

Ease to achieve



16

Source: BCG analysis.

Easy Moderate Hard

Ease to achieve
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The CFDA has a critical role to play in supporting the 
sustainability goals of NYFW and the broader fashion 
industry. Although it cannot mandate how its members 
operate, it can establish clear sustainability guidelines 
and goals, educate its members in ways to meet them, 
and provide resources to help them do so. It can also 
coordinate the sustainability efforts of its member 

brands and facilitate conversations between the 
fashion industry and local and regional governments 
about how the industry can meet regulations and policy 
goals. And it can promote sustainability by encouraging 
partnerships between NYFW stakeholders and across 
the entire fashion industry.

"The CFDA can play a more active part in educating designers,  
giving them access to sustainability resources, for example."

Source: BCG analysis.

- Fashion Brand
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Boston Consulting Group  

Weaving a Better Future: Rebuilding a More Sustainable Fashion Industry After COVID-19 
Created in partnership with the Sustainable Apparel Coalition and Higg Co, this key report highlights industry challenges as it navigates 
the impacts of the pandemic and lays out a comprehensive innovation framework for re-building in a post crisis world – that is socially and 
environmentally responsible while also forward thinking. 

https://apparelcoalition.org/wp-content/uploads/2020/04/Weaving-a-Better-Future-Covid-19-BCG-SAC-Higg-Co-Report.pdf

Financing the Transformation in Fashion 

BCG and Fashion for Good Estimate the Financing Opportunity to Develop and Scale Innovations to Transform the Fashion Industry. Sus-
tainability is at the top of the fashion industry’s agenda, as leaders recognize the urgent need to move toward responsible practices under 
growing consumer and regulatory pressures. The question is how the industry will transform to achieve a sustainable operating model. A 
step change requires disruptive innovation in the form of new materials, processes, technologies, and business models.

https://www.bcg.com/publications/2020/financing-transformation-fashion-investment-scale-innovation

Council of Fashion Designers of America 

RUNWAY360

RUNWAY360 is an innovative digital platform developed to support designers by bringing together every aspect of a collection launch. It incorporates 
key aspects of the designer business, from show to press, sales, and consumer activations, to provide the industry with a dynamic tool to experience 
the best of American fashion.

https://runway360.cfda.com/
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RESOURCES
Sustainability Resource Hub

The CFDA Sustainability Resource Hub is a centralized, open access knowledge-sharing platform and home to an A-Z Sustainability Resources  
directory of more than 400 need to know stakeholder contacts, the CFDA Guide to Sustainable Strategies, a hands on Sustainable Strategies Toolkit, 
a developing fiber education based Materials Index, and other key reports and resources.

CFDA Guide to Sustainable Strategies 
https://s3.amazonaws.com/cfda.f.mrhenry.be/2019/01/CFDA-Guide-to-Sustainable-Strategies_16.pdf

CFDA Sustainable Strategies Toolkit 
https://s3.amazonaws.com/cfda.f.mrhenry.be/2019/01/CFDA-Sustainable-Strategies-Toolkit_0.pdf

KPI Design Kit: Playbook For Measurable Change | CFDA + NYU Stern Center for Sustainable Business  
https://s3.amazonaws.com/cfda.f.mrhenry.be/2019/10/CFDA-KPI-Design-Kit-HIGHRES.pdf

A-Z Sustainability Resources 
https://cfda.com/resources/sustainability-resources

A-Z Materials Index 
https://cfda.com/resources/materials

Production Directory

As part of the CFDA’s supply chain and manufacturing initiatives, the Production Directory is an open-access directory of over 270 U.S. fashion  
manufacturers that was created to help make more direct connections between brands and local manufacturing resources.
https://cfda.com/resources

United Nations Division for Sustainable Development Goals

The 17 Sustainable Development Goals are the blueprint to achieve a better and more sustainable future for all. They address the global challenges  
we face, including poverty, inequality, climate change, environmental degradation, peace and justice. 
https://sdgs.un.org/goals

United Nations Office for Partnerships 

The United Nations Office for Partnerships strives to serve as a gateway for public-private partnerships in furtherance of the  
Sustainable Development Goals
https://www.un.org/partnerships/
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RESOURCES
Conscious Fashion Campaign 

The Conscious Fashion Campaign, in collaboration with the United Nations Office for Partnerships, engages leading global fashion industry events  
to accelerate collective action in support of the Sustainable Development Goals. 
https://www.consciousfashioncampaign.com/
 
United Nations Global Compact 
The UN Global Compact is a voluntary initiative based on CEO commitments to implement universal sustainability principles and to take steps  
to support UN goals.
https://www.unglobalcompact.org/

Sustainable Apparel Coalition 

The Sustainable Apparel Coalition {SAC} is the apparel, footwear, and textile industry’s leading alliance for sustainable production and creator  
of the Higg Index. The Higg Index is a set of impact assessment tools for all industry participants. 
https://apparelcoalition.org/

Terrapass 
Terrapass provides the resources necessary for companies and individuals to understand and take responsibility for their climate impact.   
This includes carbon offsets, educational tools and resources such as an online footprint calculator, helping businesses to conduct footprint  
analysis, and project initiatives centered on customized renewable energy solutions.  
https://www.terrapass.com/

NYC Department of Sanitation {DSNY}

The NYC DSNY collects more than 1,200 tons of recyclable materials daily. Visit the online resources for information about recycling and  
collection of specific materials. 
https://www1.nyc.gov/assets/dsny/site/services/recycling

Fabscrap 

Brooklyn based Fabscrap is a one-stop textile reuse and recycling resource, and 501(c)3 Organization.
https://fabscrap.org/

Materials for the Arts

Materials for the Arts provides NYC arts nonprofits, public schools, and city agencies with free Creative REuse materials. 
https://www.materialsforthearts.org/eduonline/ 
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