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The CHAIR welcomed everyone to the second open session on promoting of cotton use in product 

markets. He invited the first speaker Ms. Cruz del Barrio, who manages the research program for the 

home and garden industry at Euromonitor International. 

Ms del Barrio stated that, in 2013, global retail sales of apparel and home textiles amounted to 

US$1.523 billion, 93% of total of which comes from apparel. In the last five years the market has 

remained stable. In terms of volume size, the total global apparel unit sales jumped from 52.8 million in 

1999 to 98.7 million in 2013. The market value growth in both apparel and home textiles have both 

grown at a compound rate of roughly 1-1.1% between 2008 and 2013, but global apparel unit sales 

between 1999- 2013 have risen by 4.6% p.a. The top two textile consuming countries in 2013, in value 

terms, were the U.S.A. and China. India has shown some growth, Latin America shows flat growth, 

while North America and Western Europe have shown declines. Positive trends for the global textiles 

industry included population growth and the urbanization in developing markets, which resulted in 

greater consumption of textiles. However, there were also some negative factors affecting the 

consumption of textiles, such as lower disposable incomes, poor household conditions, and lower 

expenditures in durable goods. The growth of washing machine usage and improvement in living 

conditions (access to electricity and water supply) in emerging markets will help to increase 

consumption. Access to a bath or shower is a key factor to boost expenditures in bath textiles, as an 

example. 

The next speaker was Mr. Mark Messura, Senior Vice President, Global Supply Chain Marketing for 

Cotton Incorporated, where he is responsible for the company’s global product marketing programs. Mr 

Messura commented that his presentation would provide an insight into the demand for cotton in the 

U.S. consumer market. Approximately 80-85% of every ton of cotton ends up in clothing sold to 

consumers and, because of the size of the U.S. market, the trends in clothing sales also are consistent 

with trends we see in many other consumer markets around the world. Lower fiber prices are increasing 

the demand for cotton among retailers, brands, and manufacturers. However, the change in prices does 

not have an immediate effect on market demand, and most clothing that it is for sale in stores actually is 

the result of a product development process that often begins 18-24 months before the product even 
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appears on retailers’ shelves. This means that today’s competitive prices for cotton will be seen in 

clothing offerings in late 2015 and 2016. According to data available from the U.S market for men’s 

clothing, only denim jeans and athletic clothing show an increase in the share of cotton used. In the 

case of women’s clothing, the picture is not so good, since cotton’s share of the market is lower than it 

was a year ago in all categories. There has been an increase in blended offerings and fewer 100% 

cotton offerings. Women’s wear categories show that there are fewer 100% cotton offerings and cotton 

competes with polyester and, to a lesser degree, rayon in this market. The denim market is extremely 

important for cotton in the United States because approximately one of every five tons of cotton sold at 

retail level is in the form of a denim clothing product. This market showed an increase in blended 

products, primarily with spandex. The number of jeans brands in the U.S. has increased from roughly 

200 in 1994 to over 800 in 2014 and ways to increase the sales of cotton denim jeans include fashion 

or technology. Consumers need a reason to buy jeans other than to replace worn out jeans. Fashion 

and Technology can influence consumers to buy more jeans. Cotton’s biggest challenges may not be 

just other fibers, as we have to take into account how consumers spend their money. Apparel sales are 

only 3.4% of each dollar spent and this share has become less and less over time as consumers spend 

more money on health care, utilities, housing, and entertainment and electronics products. 

The next presenter was Ms Janet O’Regan, Director of Strategic Initiatives for Cotton Incorporated. She 

noted that nonwovens technologies use mostly synthetic fibers, including polyester, polypropylene, 

polyurethane, polyethylene and viscose. However, there are growing markets where cotton can bring 

value to new product development. Nonwovens are materials made directly from fibers. There is no 

traditional spinning process to produce yarns for weaving or knitting. The fibers are laid down on a 

moving belt and then thermal, mechanical and/or chemical processes are used to bond the fibers into a 

material. Each of these major technologies account for about half the market. Cotton, since it does not 

melt and flow, can be used in the staple fiber technologies today. The category includes disposables, 

products used once and thrown away, and durables, products that have a long life. Nonwovens are 

produced globally, but primarily in the EU (26%), the US (25%) and China (22%). By 2016, China is 

expected to produce more nonwovens than North America or Greater Europe. China is also the largest 

consumer of nonwoven textiles. Nonwovens is a high growth market due to wipes and absorbent 

hygiene products. Because of these personal end uses, natural fibers are compatible with the 

consumer’s wants and needs. Market growth occurs in developed markets, and is expected to surge in 

developing markets. Products/markets for nonwovens include absorbent wipes, flame retardant 

materials, diapers, feminine hygiene products, medical, and the largest category (48%) being hygienic 

and industrial wipes. As the population ages, adult incontinence products will become even more 

important than they are now. Cotton can excel in these categories because the fiber is absorbent, 
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retains moisture, superior to most synthetics and biodegradable. Another promising market, in which 

cotton’s market share is even lower, is durable nonwovens, which include geotextiles for erosion control 

and crop covers, automotive for filters and laminates, construction materials, including insulation, and 

filtration materials. Cotton is a fiber that can bring value to applications outside of traditional apparel and 

home textiles. There is a global supply of this natural, renewable, biodegradable raw material. It has 

unique technical properties and products made using cotton can bring profitability to supply chain 

partners across countries and continents. 

During the question & answer session, a question was raised about the quality required for nonwoven 

products. Ms O’Regan answered that the high quality cotton it is not required for nonwoven carding and 

processing. Another question sought clarification about the relationship between ownership of washing 

machines and greater use of apparels. Ms del Barrio answered that consumers in countries with low 

penetration of washing machines tend not to care about the percentage of cotton included in their 

clothes, because cotton products takes much longer to get dry. 

In summing up, the Chair noted that current low prices present an opportunity for cotton to aggressively 

pursue new product development. Generic cotton promotion would be an effective response on the part 

of the global cotton community to the erosion of market share and the work of the International Forum 

on Cotton Promotion is important, and should continue.. 

 

The session was adjourned at 10:30 AM  

 


