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FAN FASHION REPORT

The Hidden Impact of Concert Fashion
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We asked 29,000+ fans across
154 shows how they purchased
clothing for concerts and found...

.

-,

' 56% OF FANS

said they purchased something new
specifically for the concert.
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MILLION

hew é:lbihing items were purchased for these 154 concerts.




Bul... What does
thal mean?

14,000 - 20,000
metric tons CO,e

3 -4.5 billion
liters of water



: That’s equivalent 10...

%lwi .

pﬂ 3,000 - 4,300 gas-powered cars driven for one year OR

=X Charging 1 billion smart phones OR

@i Drinking water for 4-6 million people for a year
to produce those items.




Fact:

Thefashion industry is one of the largest
consumers of water, and causes10% of
all global emissions.
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Fast Fashion
(e.g. Zara, H&M)

23%
Chain
Department
"""" Store
Hyper Fast 14,
Fashion (SHEIN,
Amazon)
16%



Fast fashion takes a human toll. Workers face
unsafe conditions, low wages, and health risks.



ALz
Whlle 96% Only 28%

- of fans are aware of fast ~ prioritize sustainability
fashion’s impact. - when buying clothing.




The good hews...?






0% OF FANS g

&

say arfists strongly influence
what they buy for concerts.
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Py, 39%of fansbuyto & et
 matchartiststyle &l
- &tour aesthetic.

e 3 -




POWER ON STAGE

You have a unique
opportunity to lead by
example and encourage
fans toward more
sustainable actions.

But how can you use that
power to implement
real change?



#1 barrier affordable
environmenial
thrift /resale




CANMPAIGN

Remind fans on socials, in pre-event emails, in-person at
merch stands, and In-venue.

—s STYLE FROM YOUR CLOSET CAMPAIGN
—> VENUE OR LOCAL CLOTHING SWAP EVENTS
— SUSTAINABLE BRAND POP-UP
—> PRELOVED MERCH DROP

7L B AN —> LOCAL REPAIR WORK SHOPS OR THRIFT
TN SHOP PARTNERSHIPS
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You can actively model
responsible choices by
wearing thriffed pieces
publicly and calling it out.




Artists are already taking action.



BILLIE EILISH

IN parmership with BLACK PEARL and REVERB

Released cily specific Sustainable Fashion Guides for
each stop in the HIT ME HARD AND SOFT: THE TOUR.
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Kacey Musgraves
in parmnership with DePop (4

Launched a curated resale shop featuring
pieces from her personal wardrobe, giving
fans access to iconic looks while extending

the life of existing clothing.
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Chappell Roan

IN parnership with costume designer Paul Tozewel
and stylist Genesis Welb

Created a cusiom Met Gala look made entirely
from upcycled vintage materials sourced on
the eBay.




SOCIAL IVIEDIA CHALLENGq

Before your next show, encourage your
fans to make sustainable fashion choices!
/
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— MAKE A "SHOP YOUR CLOSET" POST

— INSPIRE WITH DIY OR THRIFTED OUTFITS
— HIGHLIGHT A LOCAL THRIFT SHOP

.~ — REPOST FAN UPCYCLED OUTFITS




Set the fone, inspire millions.
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