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Cotton has long been the principal fiber used in apparel and home fabrics. In 2000, more than 15.1 million bale-equivalents
of cotton were sold at retail in the United States in the form of finished apparel and home fabrics. Usage in the United States
market is the largest end use market for cotton in the world and this market is approximately equal to the size of the global
nonwovens market for all fibers, which in 2000 was estimated at 14.7 million bale equivalents.

At the global level, consumption of bleached cotton for nonwovens rose by 6%in the period 1996 through 2000.
Approximately 1.15 million bales of cotton were used in the manufacturing of nonwovens products, giving cotton a 7.8% share
of the global nonwovens market. In North America, cotton’s share is only 2.8%. Despite the lower share, growth of 3%-6% is
projected for cotton in nonwovens in the markets of North America, Western Europe and Japan over the next four years.

The growth potential for cotton, in North America and globally, suggests that a strong effort to cultivate consumer awareness
of cotton in nonwovens could reap significant dividends for building cotton demand. Cotton Incorporated has a long and
successful history of reaching the consumer to stimulate demand for cotton products and technical and consumer research
undertaken by the company points to a tremendous opportunity to increase cotton usage in nonwovens products.

Consumer research conducted by Cotton Incorporated evaluated consumers’ preferences and perceptions of fiber content in
nonwovens products. Results from a national study show that a significantly higher percentage of respondents choose
products that display the Seal of Cotton and would prefer to buy nonwovens personal care products that are made from
natural fibers.

Consumers’ preferences for cotton in apparel have been shown to spill over into their preferences for and purchases of home
textiles. Results from Cotton Incorporated’s consumer research suggest that consumers also would transfer their positive
feelings and preferences for cotton in apparel to their purchases of nonwovens personal care products. Cotton Incorporated’s
trademarked Seal of Cotton and Absorblend Seal are being used extensively in trade and consumer communications to
promote cotton content in nonwovens.
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Expanding Cotton in
Nonwoven Markets: Cotton
and the Consumer
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Consumer Research

@Significantly higher percentage of
participants chose products with
the Seal of Cotton.

@66% believe products with the Seal
of Cotton are better quality.

@91% prefer to buy personal care
products with natural fibers

Consumer Research
Perceive the | Prefer the
Product presence of | presence of
cotton cotton
Diapers 52% 75%
Baby Wipes 34% 71%
Feminine
4 60% 80%
Napkins
Tampons 70% 82%

Transference of Consumer
Preferences for Cotton

ADDARE] e i iy Nonwoven

Personal Care

Products

Home fabrics




ABSORBLEND

tton Wi“&t,’ |
3SORBLEND |

romoting

. SEAL



	print: 
	screen: 


