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ORGANICS VIABLE NICHE FOR HOSIERY
BY BRENT CHILDERS

The U.S. organic indus-
try grew by 20 percent in
2003 reaching $10.8 billion
and it’s an industry that
the hosiery industry has
begun tapping into as
American consumers are
saying they want products
manufactured with all 
natural products.

While the organics
market for the hosiery
industry is still miniscule

compared to the $10.3 billion organic food products industry,
many of those people working with organic hosiery products say
the potential for growth is great.

The Organic Trade Association expects the organic fiber 
industry to grow 15 percent each year over the next three years.

Apparel companies are developing programs that either use 100
percent organically grown cotton, or blend small percentages of
organic cotton with conventional cotton in their products. There
are a number of companies driving the expanded use of domestic
and international organic cotton.

There are numerous sock producers, large and small, using
organic cotton fiber and organic wool fiber. Nike, Patagonia,
Timberland are currently three top brand-name companies that
have staked out a claim in the organic cotton fiber market. 

All three of those companies have business philosophies which
address sustainability, a buzzword for those companies who tout
policies that promote environmental responsibility – a primary fuel
component in the drive to grow the organic market.

Therein lies the marketing concept behind organic cotton – a
growing number of consumers are more environment-conscious
and are buying products that coincide with their environment-
friendly consumerism.

Organic production systems replenish and maintain soil fertility,
reduce the use of toxic and persistent pesticides and fertilizers, and
build biologically diverse agriculture. 

Eraina Duffy, who works with Nike’s sustainability programs, says
the Oregon-based company’s organic cotton program connects Nike
with the growing number of consumers who are linking healthy
choices to not only the foods they eat but the clothes they wear.

That includes socks.
Patagonia, perhaps the forerunner in the organic cotton arena,

has been producing outdoor wear socks with 100 percent organic
materials since the mid 1990s. The 1,000-employee company 
produces outwear apparel.

“The company made a decision in 1994 that it was going with

The Organic
Trade

Association expects
the organic fiber
industry to grow 
45 percent over the
next three years. continued on page 11   

Heidi McCloskey with Nike’s sustainability program views clothing 
at a recent Organic Exchange meeting.

Cover Photo: Sandra Marquardt, director of the Organic 
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