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KEYWORDS:
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Revolution, Digital Design

Why do we need a "Fashion Revolution"? There is increasing
pressure to consider sustainability in fashion design from consumers,
industry and educators. Although awareness has grown significantly
inthe last decade, there are various challenges for linking sustainable
production and consumption. Methods to support sustainable design
practices exist in some disciplines; however, only a few tools exist to
support fashion design. Furthermore, there is a lack of enabling tools
which support consumers to engage with diverse social actors to
encourage sustainable fashion.

The purpose of this study is to investigate and develop a
new model of measuring sustainability in the fashion industry that
combines both qualitative and quantitative data, representing the
complexity of human behavior, the emergency of the problem and
possibilities for solutions. In order to answer this question, this Thesis
is not limited to fashion design in itself: it is rather a crossing of
different disciplinary fields, including fashion, design, sustainability,
digital design and data visualization. This crossing enables a
holistic and contemporary way of understanding sustainability in
the fashion industry, allowing it to be the first investigation to apply
the Responsible Design Methodology developed for the September
Edition of Vogue Talents for Milan Fashion Week 2020.
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To test the research question, a human centered design
experiment called #iamsustainablefashion is developed combining
both the areas of data humanism and the SHIFT methodology with
the support and partnership of Fashion Revolution Italia. The results
of the experiment identified the state of the art of sustainability in the
fashion industry today, as well as current attitudes, experiences and
challenges.

The key lessons from this study are that sustainable
fashion design is still not a well-established area and the notion of
sustainability and fashion design is shifting and evolving throughout
time and context. Secondly, although sustainability should be
embodied within a cultural movement, there is a requirement of
an enabling system that supports more informed decisions and
educates people in order to facilitate this behavior change. There is
a current high demand for useful design tools in this area.

Most importantly, sustainable fashion is created and
consumed by humans. This is why both the designer and the wearer
are responsible for their decisions. Although there is neither a formal
definition of sustainable fashion, nor a complete guide to achieving
its goals, the more thoroughly the various elements of sustainability
are applied, the closer we get to the commonly accepted ideals of
sustainable fashion.

Additional and specific findings of theresearch and experiment
are also discussed, along with opportunities, challenges and the

future scope of the project.
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Part 1;
Literature Review

1.1 Defining Sustainability

In order to start this project, it is necessary to understand the term
sustainability and the number of meanings/interpretations that are attached to
the word. Designers have a broad area to work with when defining “sustainable
fashion” (Figure 001). Even though several scholars have tried to define
sustainability (see, for example, McDonough and Braungart, 2002; Fletcher,
2008; Black, 2008; Thorpe, 2007; Bhamra & Lofthouse, 2007; Chapman, 2005;
Fuad-Luke, 2009), the term is still ambiguous and difficult to frame. O’Riorden
(1985) commented on the difficulty of defining sustainability and sustainable
development, describing the process as: ‘An exploration into a tangled
conceptual jungle where watchful eyes lurk at every bend’, whilst Spedding
(1996) noted that perhaps this was the reason for: “The remarkable number of
books, chapters and papers, that even use ‘sustainable’ or ‘sustainability’ in the
title but do not define either” (Spedding, 1996, p151).

In terms of sustainable fashion, it is still even more difficult to clarify,
even though much of the current literature describes some repeated conditions
for “sustainability.” The Oxford English Dictionary (2013) defines ‘sustainability’
as: 1. “The quality of being sustainable by argument; the capacity to be upheld
or defended as valid, correct, or true”,, 2. a. “The quality of being sustainable at
a certain rate or level”. b. “The property of being environmentally sustainable;
the degree to which a process or enterprise is able to be maintained or
continued while avoiding the long-term depletion of natural resources”. In
mainstream communication, sustainable design is usually understood in the
context of sustainable development, through the lens of the World Conservation

Strategy (IUCN/ UNEP/ WWF, 1980). They were the first to define sustainable
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Figure 001: What is sustainable fashion? Idea mapping and brainstorming.
By Mary Isabel Buenaventura.

development in the following sentence: “For development to be sustainable, it
must take account of social and ecological factors, as well as economic ones;
of the living and non-living resource base; and of the long-term as well as the
short-term advantages and disadvantages of alternative action” (IUCN/ UNEP/
WWEF, 1980).

Even though this definition is widely used, it is often critiqued for its lack
of a holistic approach centered in the environmental aspects. The Brundtland
report (also known as Our Common Future, sponsored by the United Nations),
publication released in 1987 by the World Commission on Environment and
Development that introduced the concept of sustainable development and
described how it could be achieved, suggested that sustainable development
had to “be resolved simultaneously and in a mutual way both integrating
environmental issues and the vast and complex issue of human development
and poverty” (WCED 1987; Robinson, 2004). The holistic approach of Brundtland
in “Our Common Future” , (UN World Commission on Environment and
Development, 1987) became another widely used definition for sustainability.
It considers three basic pillars for sustainable development: environmental
protection, economic growth and social equity: “Development that meets the
needs of the present without compromising the ability of future generations to
meet their own needs” (WCED, 1987, p43).

Despite its popularity, it is important to note that the Brundtland definition
is not supported by professional consensus. Redclift (2000) for example, pointed
out an underlining contradiction in this definition, arguing that the “needs” can
change over time and through generations. For example, some societies may
prioritize a clean environment and fundamental necessities of life, but others
may define ‘needs’ as the development of material wealth despite the cost of an

increased environmental footprint. (Redclift, 2000).
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Dr. Sharachchandra Lele also identified weaknesses with the definitions of
sustainable development, by breaking downthe basic concepts of “sustainability”
and “development”. Lele (1991) offered an alternative interpretation to
sustainable development by defining ecological sustainability: “the ecological
basis of human life, and sustainability as the sustenance of human life itself.”
He discussed the weakness in the use of the word development, understood as
“a process of growth and/or change as well as the end objective i.e. description
of the ultimate human need.” Lele suggests a comprehensive sustainable
development meaning as he considers the trinity of economic, social and
ecological aspects of sustainability and development which culminates in
his definition: (Lele, 1991; Chakrabarti, 2003). “Sustainable development is a
process of simultaneously ensuring continuation of the economic, social and
ecological basis of human life” (Lele, 1991).

Another influential concept of sustainability is the “Triple Bottom Line”
(TBL), first used by John Elkington in 1994. In contrast to other definitions, it
encouraged sustainable development and a commitment to corporate social
responsibility (CSR). Elkington’s main argument was that companies should
be considering people, planet and profit, balancing the demands of social,
environmental and economic needs. The first component is people, and it
“encourages socially and ethically responsible business including the work
ethics, human rights, equity, labour, working conditions and political climate
in the communities that it functions in” (Bhamra and Lofthouse, 2007). The
second is planet, “considering the component of an environmentally responsible
business through respecting the capacity of the planet and consideration of
resource consumption.” It is considered the most important component, since
human society cannot function without the environment (cited in Bhamra and
Lofthouse, 2007, p15). The third component is profit, which accounts for both

the economic sustainability and social benefit over long term. Incorporating all

the triple bottom line (TBL) “could reflect in the evaluation of the company’s
goal of sustainability through measuring the financial, social and environmental
performance of the corporation” (Bhamra and Lofthouse, 2007).

In order to define “sustainable design”, it is important to noice the
difficulty of accurately defining both of these words. The term “sustainable
development” is more about the aspirational ideal and it is a challenge to apply
these definitions to practical design practices. To appreciate the complexity of

defining sustainable design, it is important to consider its evolution.
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1.2 The Evolution of
Sustainable Design

In order to define “sustainable development”, it is important to
comprehend its evolution and to understand what is meant by other terms used
in the world of sustainability, such as the difference between green, eco and
sustainable design, three words often used interchangeably. Many consumers
and even designers may find it ambiguous and confusing, and may not be aware
that are are several differences.

Pauline Madge (1997), in her seminal discussion paper ‘Ecological Design:
A New Critique’, described the semantic evolution of terms: from green, through
eco to sustainable, which roughly mirrors the growth in societal understanding
of the impact of their actions on the environment and society.

Magde (1997) explained that the term green design (commonly used in
the late 1970's and early 1980’s) was generally used to describe single-focus
environmental impact and did not involve a systematic approach. Design began
to embrace complex societal systems, and the term “eco-design” became a
widely accepted term through the 80's and 90's. Eco-design dealt with the
environmental impact of a product throughout the entire lifecycle from cradle to
grave (Madge 1997, p44).

During the 90's, an emergence of a deeper understanding of the Earth
systems grew, and the definition of eco-design fell short to capture this
balance. “Sustainable design” was created to differentiate a much broader
agenda, introducing a global perspective to social, economic, cultural and

product consumption aspects. Design moved from being a product based level
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discipline towards looking at lifecycle, systems and services as well as social,
psychological and cultural levels of context. Sustainable design grew from eco-
design, and now goes beyond a production cycle to include people, social and
ethical impact of production” (Knight, 2009).

This broader definition is interesting since it supports human well-being
(such as self-esteem), a sense of identity, participation, and belonging that is not
tied directly to the ecological function but would consider long term sustainability
through incorporating theories and practices for design that cultivate ecological,
economic, and cultural condition (Thorpe, 2007). An important characteristic of
sustainable design is future-oriented product and process development aimed
at being better to fit human needs, quality of life, equity and environmental
harmony in parallel with innovation (Baumann et al., 2002, p413). This shows
how design is a powerful and positive influence on environmental and economic
issues, understanding the interconnection of relationships and a global context.
Sustainable design ideas are holistic points of view, focused on the future and
improve the quality of life for human wellbeing.

Since this project is focused on sustainability in the fashion industry, it is

important to both define terms and identify the historical overview of these.

1.3 A Historical Perspective of
Sustainable Fashion

Before the Industrial Revolution, resources were consistent with the
human lifestyle of the time. In the United Kingdom, for example, John Ruskin
(1819-1900), William Morris (1834-96) and other activists developed the idea of
protection towards the environment and its significance for the survival of all
life forms. William Morris (1834-1896) promoted the revitalization of handicrafts
movement as well as considering environmental and social aspects through his
work. He founded the Arts and Crafts movement, devoting his life for a future
socialist world (lbid, 2000, p15). After this period, the relationships between
humans and the environment significantly changed (McLamb, 2008).

Advances in industrialization machinery in the Industrial Revolution
increased, and brought new ways of mass production for shoes and clothing.
During the late 19th century, ready-to-wear apparel expanded in a rapid pace
and new standards of living encouraged more and more goods. This new reality
had big repercussions in all areas, while companies understood the benefit
of production, the marketplace became more competitive and the “norm was
stimulating sales through changing styles and packaging” (Ewen, 1988).

Even though the Industrial Revolution started in the United Kingdom,
the United States was the industrial model and lead this new world, associated
with the biggest growth in consumerism, and also a system which many critics
and academics blame for the current social and environmental crisis (Guha,
2000). Roy Sheldon and Egmont Arens epitomized the spirit of the times in their
influential ‘Consumer Engineering: A New Technique for Prosperity’, published

in 1932.
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This new market-stimulated way of living generated a consumerist
design system, based on overconsumption and style obsolescence, with no
consciousness of environmental and social impacts. The needs of humanity
and this productive market gave rise to the 1950’s-60's lifestyle advertising. This
development marked a change in the role of products from simple objects to
social stimuli (Whiteley, 1993). The classic style and consumption of the 1950's
was replaced by cheap, disposable and throwaway fashion, centered to the first

babies born after World War II.

“There was a strange moment around the mid 60’s when people stopped
needing and need changed into wanting (...)
Designers became more important in producing ‘want’ products rather than
‘need’ products, because you have to create desire”

(Whiteley, 1993, p18).

1.4 The Anti Consumerists and
Growth of Sustainable Design
Thinking

Even though the consumerist model was a global movement and caused
societal change, some groups of people emerged and joined through their
rejection of the mainstream and through anti-consumption ideals. The fashion
choices of these groups revealed a tendency to reject fashion trends and wear
collar workers clothing, specifically blue jeans, t-shirts and work boots. This
anti- fashion movement influenced modern fashion (Welters, 2008, p19).

As human production lead to more degradation loss, the growth of
ecological thinking developed into a social movement. For example, Rachel
Carson’s book ‘Silent Spring’ (1962) played an important role in stimulating
ecologicalthinking. Duringthe 1960’s and 70’s, Non-Governmental Organizations
(NGOs) started to rise, focused on driving change through government policy
and regulations (such as Greenpeace and Friends of the Earth).

Atthe sametime, Victor Papanek, a designer and educator, was a leaderin
the field of ethical and social responsibility of design. He criticized the designer
for creating a wasteful practice and modeling a consumerist design culture. He
promoted the creation of a morally responsible and holistic approach to design,
adapting technology to the individual's needs and studying the experience of
other countries. He highlighted the fact that “designers often placed too much
effort on the aesthetic aspects of design rather than considering the real problem
and human need” (Papanek, 1985). Papanek emphasized the importance of the
designer’s role in society, and considered design as the most powerful tool for

reshaping our social and environmental culture.
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Papanek’s new critical attitude was not welcome at the time. His book
“Design for the Real World” was rejected by several publishers during the
late 1960’s and 70’s, and when his article was published by one of the first
professional design magazines of the time, the public’s response was “the
garbage can designer” and “an attack on Detroit mixed with a utopian concern
for minorities” (Papanek, 1985, p xvi).

Even though he was highly criticised, Papanek’s vision has influenced
many contemporary scholars and designers. He was slowly accepted after
major environmental crisises: the first energy crisis, the OPEC Oil Embargo
(1973), four unusually cold winters, two major droughts leading to severe water
shortages and the global energy shortage alerting people to the dangers of
relying on fossil fuels for existence (Papanek, 1985, p xv- xvi).

During this time, the fashion industry also raised awareness of the
environmental impacts of fashion, specifically towards the cotton growers, who
used large amounts of pesticides and fertilizers in order to achieve greater crop
yields as well as the use of chemicals in textile manufacturing, which discharged
chemically laden water from their mils into local rivers and streams (Welters,
2008). This public awareness lead to the “eco chic” trend of “environmentally
friendly” garments dominated by natural looking colors and fibers, being a
“stylized reaction” to the problem with no solution towards sustainable design.
Fashion collections and magazines often portrayed sustainability as a natural
and pure visual identity and traded on popular notions of environmental
responsibility, notably that natural is “good” and artificial, man-made or
chemical is “bad” (Fletcher, 2008, p118-119). This type of thinking is based on
the misinformation of the media and the chemical industry as a whole, since
some processes for making synthetic fibers are more environmentally friendly
than making natural fibers and vise versa, taking into account energy and water

consumption, environmental impacts, consumer user stage and disposal.

Even though a growing awareness of environmental issues in the
production of fashion led to some improvement, the responsibility of designers
in promoting the sustainable message was somewhat lost, with the focus being
placed on the improvement of textile and coloration processes which would
allow the fashion market to continue to meet the ‘needs’ of the market.

Throughout the 1990’s, design became more intensely focused on
recycled materials, and by the late 90’s, “eco-design” emerged considerably
involving product to ‘product lifecycle approaches’ detailed in works such as
“A Guide to Eco-ReDesign” (1997) (Thorpe, 2010). On the other hand, critics
of consumerist design emerged; noticeably, Nigel Whiteley (1993) who was
questioning and examining consumerist system of design which naturally lead
on to the idea of “responsible design and ethical consuming”. Whiteley pointed
out that the consumer was now able to purchase products which were more
appealing and desirable, consequently providing commercial success. In the
meantime, positive social change and broader social goals had been largely

neglected (Whiteley, 1993).
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Figure 002: Typical clothing lifecycle associated in environmental and
social impacts (adapted from Defra, 2008). By Mary Isabel Buenaventura.

1.5 The Challenges of
Contemporary Sustainable
Fashion Thinking

In the early 21st century, well designed clothes were available at a wide
range of prices and people could easily afford fashionable clothing. As we
witness this growth since the Industrial Revolution, fashion is still disposable
and generates huge environmental and social impacts. These impacts happen
at every stage of the product lifecycle, including cultivation and processing of
textiles (manufacturing yarn, fabric, dyeing and finishing), clothing production,
distribution, maintaining the product during use or reuse and final disposal.
Fiure 002 shows the typical clothing life cycle associated in environmental and
social impacts.

Furthermore, as described in Figure 003, the increasingly complicated
industrial chains in the clothing and textile sector make incorporating
sustainability very challenging. These chains involve diverse factors and
industries including waste management, agricultural, chemical fibre, textile,
retail, service and apparel sectors. The industry is fragmented with various
supplies from different stakeholders, dominated by small and medium
enterprises (SMEs) which account for more than 80% of the market in the UK,
for example. Although consideration of sustainable fashion business is growing,
it is still a limited niche market share (Defra, 2011). Figure 003 also indicates
the use of various chemicals in the manufacturing and production process,

the use of intensive natural resources, worker exploitation in the supply chain,
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Figure 003: Fashion and textile typical supply chain (Inspired
by Farrer and Fraser, 2011). By Mary Isabel Buenaventura.

to name a few. Furthermore, current clothing consumption is unsustainable.
Fashion is inherently the most change intense category of consumer products
(Kunz, 2005; Gam and Banning, 2011) and the current fast movement of trends
is rapidly spreading in the fashion industry (Birtwistle and Moore, 2007).

The relationship between the designer and the product has also become
disengaged, since the consumer’s desire for new products shortens the
available time for idea generation. This, with the need to reduce the financial
risk of missing a key trend, limits the potential for individual creativity due to the
demand of the employer. These are important challenges sustainable fashion
design encounters.

The current fashion design system has led to a reduction in consumers
internal capability of knowledge, making them less able to distinguish what is
wrong and right with their choices of clothing. This passive consumption model
often leads leads to a loss of their knowledge of how to make and reuse clothing,
even to know what to wear (Farrer and Fraser, 2011).

Fashion companies have achieved economic success by reducing
production costs through squeezing more output in less time and having less
reflection of environmental and social cost with large volumes of production.
It has been argued that this approach leads to a reduction in the emotional
and symbolic value of a fashion product and to an increase in the level of
consumption and resultant volumes of waste (Fletcher, 2008). The increasing
consumption volume and disposing of ever-larger quantities of clothing lead to
significant amounts of clothing waste that ultimately have a considerable effect
on the environment and society at large.

Previous research into public understanding of sustainable clothing has
been undertaken by various authors and government organizations such as
Defra (2008), Jorgensen et al. (2006), Fisher et al. (2008), Saicheua et al. (2012)

to name a few. Although increasing research into sustainable clothing has been
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Figure 004: The awareness and attitude of ‘sustainable clothing’
(Adapted from Saicheua et al., 2012). By Mary Isabel Buenaventura.

%"ﬁ%% b)

conducted over at least ten years, there is still insufficient awareness of what
sustainable clothing is and the impacts of clothing production, use and disposal
(Fisher, et al., 2008; Morgan and Birtwistle, 2009; Saicheua et al., 2012).

Furthermore, thereislack of consumerinterestin prioritizing sustainability
in clothing choices, lack of clear communication with consumers regarding
the purchase of sustainable clothing and a lack of trust of retailers’ claims of
sustainability (Saicheua et al., 2012). Jorgensen et al. (2006) conducted focus
groups in the UK and Germany in order to identify the consumers’ beliefs and
attitudes regarding ethical issues and consumer purchase behaviors. The
research findings identified little evidence of ethical issues affecting overall
consumer behavior. They found that personal needs are which motivate
consumer consumption. This research suggested that consumers find it
difficult to make ethical choices and that effective information and guidance
are required to help them make better choices. In addition, it was found that
communication between fashion companies and consumers is also considered
to be very important (Jorgensen et al., 2006).

Fisher, et al. (2008) conducted extensive research regarding public
understanding of sustainable clothing. Their research suggested that when
people are provided with information, participants tend to reflect upon their
behavior and are willing to change their habits, particularly with regarded to the
energy impacts of laundry and social impacts of clothing production (2008, p8).
Their research also suggested that using the appropriate media with sustainable
information would be useful to consumers. Figure 004 shows a summary of
previous research regarding the awareness and attitudes towards sustainable

clothing.
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1.6 Sustainability in the
Fashion Design Industry

The term sustainable fashion design has not yet been fully defined in
literature. One of the main reasons is that both terminologies are complex
components within broad discussion and have different interpretations.
Furthermore, the relationship between the concepts of fashion and sustainability
seem to contradict each other.

The meaning of fashion commonly implies “a way of behaving or doing
something that is accepted and used by the majority of a group of people at
a given point in time, regardless of the size of the group” (cited in Yurchisim
and Johnson, 2010, p1). The nature of fashion is based fundamentally on the
continuous process of change involving multiple facets in different ways at
different times, defined as a succession of short-term trends or fads (Easey,
1995, p36). On the other hand, as discussed in the beginning of the section,
the term ‘sustainable’ implies longevity and is derived from the function of
ecosystems that assist themselves over periods of time (Thorpe, 2007, p7).

It has been argued that the relationship between fashion and consumption
conflicts with sustainable goals. The pressure to constantly reformulate identity
instigated by changing fashion trends encourages people toward ever increasing
levels of material consumption (Fletcher, 2008). Thus, the current fashion
system itself encourages a throw-away society and over-consumption. There
are a number of academics that state fashion has both increased environmental

and social problems and is a main contributor to waste.
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However, on the other side, fashion is an important catalyst for cultural
change. Fashion can be a powerful medium to transform culture towards
sustainable design actions. Fashion is not only referred to as a function of
clothing but it also creates wellbeing, expresses identity, embraces creativity
and connects global communities (Forum for the Future and Levi Strauss &
Co, 2010). Similarly, fashion and clothing have become critical within our way
of living, assisting us physically, culturally, socially and psychologically and is
intrinsically incorporated in to how we live and see ourselves within the world
community (Kopplen and Vaughan, 2007).

Kate Fletcher (2008), in her book “Sustainable Fashion and Textile Design
Journeys”, provides a useful insight to rethink the role of fashion and cultivate
new aspirations for sustainability. According to her interpretation, fashion and
clothing are different concepts connected in different ways. Clothing is material
production while fashion is symbolic production. Fashion is connecting with
humankind and is in the heart of our culture dealing with our emotional needs,
dealing with social beings as individuals and manifesting through garments. It
is not just material consumption of clothing (Fletcher, 2008, p120).

Likewise, Chapman and Gant (2007) criticize the dominant notion of
current sustainable design. They argue that sustainable design is predominantly
rooted in the reduction of environmental and social impacts and that the
conclusion of sustainable design is not to consume, but rather to have and to
lead a minimalistic life. They argue that human consumption is a pivotal role
in sustaining our life which is the motivational core of our production and
consumption cycle and the progress and improvement of our life. The suggestion
of considering sustainable design should be more focused on steering people
towards alternative approaches for production and consumption, incorporating

new thinking and design innovation (Chapman and Gant, 2007, p6).

Fletcher (2007) also offers a similar perspective of a new vision for
sustainable fashion. She argues that “sustainable fashion has to be more than
a minimal consumption drive, something more attractive not because we are
flippant or fashion junkies but because of the significance of fashion to human
culture. A new vision will reconnect us with our clothes, their design concepts,
materials and making, this will underline the cultural importance of fashion the
terms and metrics of quantity to those of quality-ultimately a more positive,
forward-looking and creative place to be” (Fletcher, 2007, p121).

Indeed, sustainability in fashion design calls for fundamental changes
and thinking in relation to the design process and a consideration of how design
affects production and consumption.

It is widely recognized that design influences and can transform our
material world linking production and consumption (Papanek, 1985; Bhamra
and Lofthouse, 2007). Design can have, not only the ability to transform the
sustainable consumption patterns by changing products and production,
but also by influencing social norms, consumption and lifestyle aspirations.
Influencing the psychology of consumption through exciting, innovative and
meaningful messages can help create a new vision of how people live their lives
(Richardson et al., 2005, p12). This requires more innovative design strategies
that maximize and enhance the environment and quality of life while pursuing

sensible economic objectives (Lewis et al., 2001, p186).
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1.7 Demands for Sustainable
Fashion Educational Tools

In order to tackle the environmental and social issues of sustainability,
new design tools and methods should be established specifically approaching
sustainability in fashion design.

Education is one of most critical elements for facilitating sustainable
development and sustainable design which in a broad sense includes improving
the quality of basic education, reorienting education to address sustainability,
improving public awareness and providing training to many sectors of society
(Singh,2010). Furthermore, educationis capable of making people able to address
environmentaland developmentalissuesincluding ethicalawareness, values,and
attitudes, skills and behavior consistent with sustainable development (UNCED,
1992). However, the traditional design approach would find it difficult to tackle
the sustainable design goal. Typical design education commonly emphasizes
designing the visual element of new products, highlighting the importance of
aesthetics and artistic experimentation, while little consideration is given to the
integration of sustainability. Indeed, sustainability is not considered an essential
part in design processes or is often regarded as self-examination (Heeley, 1999,
p203). We are now faced with the fact that these approaches are not sufficient
to encourage sustainable fashion and that a new approach is needed.

Fletcher and Grose (2012, p157) argue that “in order for sustainability
idea and practices to transform the fashion sector, a deeper and a broader
communication and education movement has to develop to build ‘literacy’
in the general population around ecology and natural systems and their

interconnections with human systems”.
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Figure 005: Summary of fashion design development processes

(adapted from Labat and Sokolowski, 1999). By Mary Isabel Buenaventura.

1.8 Fashion Design Development
Processes & Co-Design

Untiltoday, itis very difficult to measure sustainability inthe fashion sector,
due to the background revision in this section. The fashion design development
process tends to be a linear program, based on 1. Problem recognition, 2. Idea
generation, 3. Implementations and 4. Evaluations. Four examples of these
linear process are shown in Figure 005. These are the four main fashion design
development process, which do not consider sustainability in any of their points,
and are linear equations, that don't visualize the complexity of the industry and
of human creation.

One approach to social innovation for sustainable fashion is that of
codesign. The term co-design is used in this study in its broadest sense; the
terms participatory design and co-design are often treated synonymously with
one another. Sanders and Stappers (2008) define co-design as “any act of
collective creativity that is shared by two or more people... it is applied across
the whole span of a design process. Co-design refers, for some people, to the
collective creativity of collaborating designers”.

Sanders and Stappers (2008) made several important statements about
the role of a participatory design process and the changing role of designers,
researchers and users throughout the participatory experiences. According to
their argument, traditional design process refers to when a user is a passive
object of study, and the researcher brings knowledge from theories and
develops more knowledge through observation and interviews. The designer
then passively receives this knowledge in the form of a report. On the other
hand, in co-design, the researcher supports the user by providing tools for

ideation and design expression. “Users” can play co-creating roles throughout

S
~

MARY ISABEL BUENAVENTURA KEANE

24
(72}
Ll
I
[
]
Ll
o
=
w
O
7
L
o
0
a4
Ll
[
(2]
<
=

=}
r
<
=
=
a
o
e
Z
O
Ll
=
-l
o
o




N

WHY DO WE NEED A FASHION REVOLUTION?

#AMSUSTAINABLEFASHION

A INITIAL
W

AF woki

STin€ 2 ° FroTo
IMPLEMENT & B AUMRTION)

oA o ‘

VTAQE 7 Dltoveey, PEOEN (1vertimd & S@eLT) mxﬁ}):mm‘);g%‘;m\ww o 2

4 unn ke puw el pnd heaaly wdanchm e et e o .

.IXESIW o ; ] ( \ooondmg, holleid % 3 M :

- ety voaywd  Honwigwd Ao . Qs | ':E
Cdwiibes wsws ond goaks s | 3
. simenoldtrs  agee on desicd owbiamt of Ha  proprc ; 5

&S
25
S o
nZ
e o
w w
e E
b3 -
S8

(- vesIgN

(gmswm IDFN;\F‘;?J‘;N*ANM‘WQ N%L-m o s shas S«Les/v\mw;\mm / DETAILED DESIEN / TuNCTlong gveumaﬂsd/ mﬁ%}
- 08 s wee B u‘wn I
- postavahion, £xaMne analysis . potobypes on s and lab £ < >
. w\o(,k—\»\vs §
o \ 1
X ORENTING
3 \ METH -
& ' MREING DIqve.
= .
Bom BN
g ' poopTiN h’ ;estg‘mm
= YDWFP— ngl
Co-vestaN N K . ) wee  low
LN ALY S ‘ DEVEWTEV-
% &z Passive powe - 4
PESWgN_ Developm NSIER 49
eolEss
(H'S;lpkd—fmm o e SPECTAUM BF (0~ DRI - —
w23z, 200
seLet
SoLATivN
® = (oNsumMER @ - DERREE dF ENGRREMAT ¥ = peCTum oF

MARY ISABEL BUENAVENTURA KEANE

Figure 007: The consumer/designer spectrum in way of co-designing (adopted
from Fisher 2003; Sanders, 2006). By Mary Isabel Buenaventura.

Figure 006: Co-design in the fashion design development process.
By Mary Isabel Buenaventura.
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Figure 008: The relationship between the design development stages and co-
design tools for sustainable design. By Mary Isabel Buenaventura.
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Figure 009: The Renewed Fashion Value Chain, ‘Fashion Industry 2030 by
Francesca Romana Rinaldi.
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the design process. Therefore, the role of the designer and researcher blurs and
the user becomes a critical role in the design process. Figure 006 illustrates
the co-design methodology. This rise of interest in co-design activities includes
participatory design practices and consumption; Sanders and Simons (2009)
have articulated three types of values in the co-design process: monetary
(business, commercial and economic value), user experience (personal
emotional value) and social value (improving quality of life).

Furthermore, Sanders and Stappers (2008) observed that the nature of
consumers has evolved as they are no longer satisfied with a passive role in
consumption but they want to be ‘co-creator’. The role of the individual is not
only just as a consumer or user but rather they act as a continuum of diversified
characteristics: as active participants, co-designers and co-producers
dependant on the degree of engagement, motivations, expertise, passion and
individual creativity. Fisher (2003) proposed the classification of the various
levels of considering people as consumers and designers ranging from passive
consumer, to active consumer, to end-user, to user, to power users, to domain
designer, all the way to meta-designer. The spectrum of consumer and designer
in the co-designing process is illustrated in Figure 007.

Whilst there is a plethora of excellent tools for developing craft skills and
facilitating distributed production, there are still very few which encourage these
skills to be employed in the context of a deeper understanding of sustainability.
Figure 008 illustrates the relationship between the design development stage
and co-design tools available for sustainability. Unfortunately, there are not
many tools available for sustainable fashion design and there are almost absent
for the specific support of sustainable fashion design practices at the idea
generation phase through co-design process.

In relation to business, new models of circularity in the value chain

must be designed and implemented. For example, the The Renewed Fashion
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Value Chain by Francesca Romana Rinaldi (see Figure 009) demonstrates what
companies must urgently considerin order to tackle the environmental and social
problems that lie behind the value chains of the fashion industry. By questioning
the future of the industry in 2030, the author states that the necessary changes
can be summarised in six points: having traceable and transparent value chains;
involving consumers in a circular economy to prolong product life; reading
and interpreting data so that technologies can increase human creativity;
granting consumer centricity, engagement and inclusivity; transitioning from
suppliers of products to suppliers of services; making profits without harming
the environment or society (Rinaldi, 2020). The book also references several
company cases to highlight that numerous good practices are being adopted
and that companies are gradually moving away from greenwashing to become
truly strategic.

As discussed in previous section, there are several tools for eco and
sustainable design, although few of them are specific to fashion. Rather than
‘reinvent the wheel’, future tools require a new emphasis on innovation and
education in order to raise awareness, generate understanding and develop
new solutions for sustainable fashion and textile designers and potential co-
designers. Looking at sustainability can be a great opportunity for designers to
rethink the design process, the designer’s intention and suggest new directions.

Itis also important to consider what the designer’s role is in the co-design
process for sustainable design is, how an individual can contribute in design
processes through interactive communication and how potential stakeholders
can symbiotically participate in the fashion design development process.

Until now, the only way to evaluate sustainability in fashion brands is
through goals, priorities and theories. What if sustainability in a brand could
encompass all of these factors, in order to give a more realistic and complex

solution/answer?

1.9 Measuring Sustainability in
the Fashion Sector

After understanding the term of sustainability, we must understand the
specific importance it has in the fashion industry. Total consumer spending in
clothing and footwear in the United States reached the threshold of $418,376
million in 2017: an increase of 30% since 20009, the first year of recession (The
Business of Fashion and McKinsey & Company, 2017). What may be more
significant than how much consumers spend is the increase in how many
items each person buys. According to statistics by McKinsey & Company, from
2000 to 2014, the number of garments purchased each year by the average
consumer increased by 60 percent. The World Resources Institute estimates
that 20 garments are manufactured per person each year and consumers
worldwide buy more than 80 billion items of clothing yearly (The Business of
Fashion and McKinsey & Company, 2017). How much we spend on clothes,
how long they last in our wardrobes, and the type of fabrics we wear reveal a
complex picture that extends beyond the world of design, runways and trends
to include overconsumption, waste, and pollution. But there is also an important
shift underway among apparel producers, and many companies today are
committed to developing new strategies and technologies that change the way
we think about our clothing, as well as how they are produced and how they
interact with the environment. Reading the world through the lens of clothing,
and telling the stories that lie behind what we wear, can give us insight into the
economic, environmental and cultural forces that affect our daily lives. Figure

010 exemplifies this complex picture the fashion industry represents.
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Figure 010: Complexity of the fashion design system.
By Mary Isabel Buenaventura.

The increase in the production cycle was coupled with a decrease in
the cost of fast fashion clothing, which makes it more affordable for a greater
number of people. Since 2000, clothing and footwear sales in the U.S. increased
dramatically: 51.8% from 2000 to 2017. What is more alarming, though, is that
over the last 20 years, the Consumer Price Index for all items has increased by
63.5% while the price of clothing measured by the CPI for apparel has fallen by
3.3%. What this means is that clothing that would have cost $100 in 1993 would
cost $59.10 in today’s dollars, according to the American Enterprise Institute
(Bowman, 1997). The decrease in clothing prices has a direct correlation to the
increase in how many items we buy. A report by the environmental organization,
Greenpeace, using data from institutions such as McKinsey & Company, Textile
World, Environment Agency and the International Trade Association, Office of

Textiles and Apparel (OTEXA), concluded that:

“People in developed countries today own many
more items of clothing than they can actually wear.”

(The Business of Fashion and McKinsey & Company, 2019)

The World Economic Forum estimates that the fashion industry is
responsible for 20% of the world’s total solid waste. In fact, the Fair Fashion
Center (FFC), an institute that provides new solutions to rethink the business of
fashion at each stage in its supply chain, reports that every year 85% of textiles
worldwide (about 21 billion tons per year) are sent to landfills and, as highlighted
by the report The Pulse of Fashion Industry, only 20% of the cast- off clothes
are recycled or reused (Global Fashion Agenda & The Boston Consulting Group,
2017).

In 2015, the United Nations set 17 Sustainable Development Goals

(SDGs) to be achieved by the end of 2030, including affordable and clean energy,
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Figure 011: Which fabrics are found in the garments
you commonly wear? By Mary Isabel Buenaventura.
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climate action and responsible consumption and production. As shown by a
theory called Quantum Redesign of Fashion, developed by the Fair Fashion
Center of the Glasgow Caledonian New York College (FFC), the $2.5 trillion
dollar fashion industry could have an impact on many of the 17 SDGs. This
theory shows how companies within the fashion industry should address each
of the SDGs by rethinking their businesses at each stage of the supply chain,
especially the dramatic growth in textile production that has raised alarms

among organizations like the United Nations.

“When considering the influence the fashion supply chain has on other
industries - from farming and manufacturing to transportation, real estate
and waste management-there are many distinct but entangled elements that
must evolve in order to create an industry that is a respectful and regenerative
ecosystem that supports people, planet and profits.”

- Fair Fashion Center (GCU Fair Fashion Center, 2020).

Elevated textile production increases the quantity of resources needed
to create fabrics and the pollution resulting from both their production and
disposal. Additionally, the fabrics that dominate the textile market, found in the
majority of the garments we wear, are the same ones that have a detrimental
effect on the environment. Figure 011 visualizes which fabrics are found in the
garments that are mosy commonly used.

- Synthetic fibres: are the ones produced from oil and account for almost
twothirds of the textiles production.

- Man-made cellulose fibres: are the ones that are not directly extracted by
plant, as for example cotton, but the ones who are produced through a chemical
transformation of plants-based material.

- Animal-based fibres: the ones coming from animal sources, (wool and silk).
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- Cotton: is the most popular and used among the cellulose-based fibres and it
is extracted directly from cotton plants.

-Others: in this category are usually included the so-called bast fibres (linen,
hemp and jute) and other fibres produced not to make garments that we find in
rugs, blankets or carpets.

In order for consumers to make choices on buying sustainable and
responsible clothing, it's important to realize the production numbers hidden
behind the most produced fabrics. Fibers are made in a variety of ways and the
downsides generated from their production differ. By knowing which fabrics
are produced the most, and their quantity, producers can estimate the overall
impact of textile production and consumers can better orient their choices and
pay attention to what, and how much, to buy.

For example, cotton is one of the most common fabrics used in clothing,
either by itself or in combination with other varieties. According to the World
Wildlife Federation (WWF), it takes more than 20,000 liters of water to produce
1kg of cotton, the equivalent of a single t-shirt and one pair of jeans (Global
Fashion Agenda & The Boston Consulting Group, 2017). Another material
commonly found in jeans, shirts, dresses, trousers and underwear is man-made
cellulosic fibers, such as viscose, which is made from tree pulp. These cellulosic
fibers contribute to deforestation and use toxic chemicals during production,
chemicals that are released into the environment. Last but not least, the most
used synthetic fabric, polyester, is a main player in causing pollution, not just
because it's an oil-based material, but also because it is responsible for the
dispersion of microfibers into the ocean, which are shed when clothing is
washed.

Some companies producing textile fibers and clothes have started
to develop new business models and new technologies to reinvent the way

garments are produced and the materials from which they are made.
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Figure 012: Display of logotypes made by each institution.
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Figure 013: MSI score: overall impact of most common
fabrics on the environment. By Higg MSI.

1.10 Innovation in the Fashion
Design Industry

In the last few years, major institutions, such as the TextileExchange,
the Sustainable Apparel Coalition, the Ellen MacArthur Foundation, the Fair
Fashion Center and the United Nations (see Figure 012), have attempted to
incentivize efforts for a more sustainable fashion industry and help companies,
as well as their customers, achieve a better understanding of the downsides
of apparel production. These institutions have developed tools and sponsored
new initiatives to share information and increase awareness among companies
of sustainable techniques and methods to encourage them to re-think the way
they produce garments.

The Sustainable Apparel Coalition, an institution that promotes
environmental sustainability in the apparel, footwear and textile fields, has
developed a tool called the Higg Material Sustainability Index (HMSI) that
assesses the sustainability level of materials used in garment manufacturing.
The index assigns a score, based on production data collected from more than
200 firms that enables us to measure a product’s sustainability performance
and reveals a huge amount of detailed information about the impact of fabrics
on the environment. In Figure 013, the HMSI shows that the fibers used most
to make garments are also the ones that have the greatest impact on the
environment (Higg MSI, 2020).

Pollution resulting from textile production involves the consumption of
freshwater, a rapid depletion of other natural resources (such as oil), the rise

of global warming, as well as an excess of plants and algae in the water, a
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phenomenon known as eutrophication (Ellen MacArthur Foundation, 2019). By
combining the data from the HMSI tool with the conclusions found in the Ellen
MacArthur Foundation Report, A new textiles economy: Redesigning fashion’s
future, consumers can understand how much the most common fabrics they
wear impact the environment.

These tools offer trustworthy data that can help consumers make
sustainable choices when they shop for apparel. If people knew that cotton (as
shown in Figure 013) has a big impact on water consumption, that silk, wool and
nylon’s production contributes to global warming and that fibers pollute water
by increasing eutrophication, they might think twice before buying ten expensive
items as opposed to a single (though maybe more expensive) item and keep
it longer. Buying fewer items would decrease fiber production and improve
its negative impact on the environment. Making fewer and more responsible
purchases could make the difference. Instead of buying items made of fabric
blends that are very difficult to recycle, we can choose to buy items made of
pure fabrics that are easily recyclable once thrown away.

Cotton is a good example: it is hard to recycle when it is combined
with other fibers, and requires a new kind of machinery that few companies
have. Another strategy that consumers can use is to make sure their clothing
comes from companies that adopt sustainable strategies to produce them. In
fact, there are many brands today that provide solutions that rely on the HMSI
data to empower their production. One of them is Patagonia, which uses data
to carefully choose the materials for its garments and estimate their impacts
on the environment. As stated by the SAC, “materials play a significant role in
a product’s lifetime sustainability impact. Selecting which materials to use is
one of the first steps in a product’s development. Making informed choices
at this early stage can have dramatic benefits, especially when that product is

produced at industrial scale” (Ellen MacArthur Foundation, 2019).

The huge changes that, in collaboration with universities or research
centers, are experimenting with new ways to create materials, business models
and technologies that are going to change the fashion industry’s supply chain. In
fall 2017, Textile Exchange released a report called “Preferred Fiber & Materials
Market” where it collected compelling stories of companies in the fashion
industry that have been deemed remarkable innovators (The Textile Exchange,
2017). The report presents six different areas: strategy, synthetics, plant-based,
man-made cellulosic, animal fibers, and leather alternatives. It shows the
range of initiatives and alternatives being developed by the industry and offers
options for consumers who want to buy brands that are more sustainable and
responsible.

One of the most incredible examples of innovation featured in the
TextileExchange report is represented by a dress that was part of the exhibition,
“ltems: Is Fashion Modern?” at the Museum of Modern Art in New York between
October 2017 and January 2018. The dress, designed by Stella McCartney, was
made of silk entirely created in a lab. The company that developed this fabric, Bolt
Thread, has collaborated with Fiorenzo Omenetto, a Professor of Engineering
and Biomedical Engineering at Tufts University, who was the first to pioneer and
develop the study of how to replicate silk’s proteins for creating silk entirely in a
lab without using spiders. His research is focused on multidisciplinary studies
intersecting technology, biologically inspired materials and the natural sciences.

Another feature in the Preferred Fiber & Materials Market report concerns
new ways to produce leather. Vegea makes leather by using vinaccia, the
byproduct of crushed grapes, and the company Modern Meadow found a new
way to produce animal-friendly leather by growing strains of yeast engineered to
produce collagen (the protein found in skin) that keeps the traditional qualities

of leather while adding new functionalities, such as flexibility.
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“Producing fibers in the lab will completely change the supply chain behind
clothes and textile production, along with the manufacturing skills and
tools needed to make them which will affect the workers who make them as
well as consumers... The gap between technology and humans is going to
become thinner and thinner, and technology will help us develop new signs of
expression of the way that we are as human beings.”

- Fiorenzo Omenetto, Biomedical engineer,

Ultrafast Nonlinear Optics and Biophotonics at Tufts University

(The Textile Exchange, 2017)

Yet, beyond the innovations being developed in order to solve
environmental problems caused by the fashion industry and make it more
sustainable, the research coming from both the scientific and technological
world will also affect the relationship between people and clothes.

Researchers are not only replicating what nature does (as they already did
with silk), but also increasing and improving the functionalities of the materials
created in the labs. This type of study will reinvent the way we conceive and use
garments. For example, in the future our clothes might be able to react to our
human emotions or activities by changing color in response to sweat, or other
inputs coming from our bodies such as electricity.

Consumers will have more choices available to purchase sustainable
garments, and if consumers respond, hopefully the apparel industry will keep
producing clothing made from sustainable manufacturing processes. Beyond
our clothing labels is an important story about the garments we wear and how
they impact our environment. But there is also another hopeful story of how
business, scientific and technology experts are working together to make our

garments more sustainable for the future health of Mother Earth.

1.11 Data Society and Data
Humanism: The Fashion
Revolution will be visualized

As designers, how can we communicate the complex sustainable
fashion data in an effective way to consumers? An answer to this question was
the understanding and research of data humanism, which is discussed in the
following section. The main inspirations of this part of the investigation is the
work of Giorgia Lupi, information designer, partner of Pentagram Design and
advocator of data humanism.

According to Lupi, “data doesn’t belong to a distant dystopian future: it's
a commodity and an intrinsic and iconic feature of our present” (Lupi, 2020). As
designers, she states that we have to “question the impersonality of a merely
technical approach to data and to begin designing ways to connect numbers to
what they really stand for: knowledge, behaviors, people” (Lupi, 2020).

In Lupi’'s Data Humanism Manifesto (see Figure 014), she states the
concepts that are needed to apply a data humanist approach to design and
society (listed below):

- Embrace complexity: The goal is to move away from a simple measurement
of quantity; to transform raw information into interconnected knowledge,
presenting unexpected parallels and secondary tales. This process is nonlinear
storytelling; people can get happily lost exploring individual elements, minor
tales and larger trends within the greater visualization, while being naturally

invited to engage with the visual on deeper levels.
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DATA
HUMANISM

SJMaLL bpig data
data ban?‘ith RuaLiTy
imperfect inrapfible data
SUBJRCTLVE jimpaftial data
INSPIRING descriptive data
SeReNDLPiTOWS pregfctive data
data convyﬁtions POSSIBILITIES
data to simpfify complexity / pepiCT

data procgbsing DRA WiNG

SPLWD safe time with data

data is num/bér's peopLe

data will make us more efficient HutMAN.

@giorgialupi

“Making enticingly accurate infographics requires more than a computer
drafting pro- gram or cut-and-paste template, the art of information display is
every bit as artful as any other type of design or illustration, with the notable
exception that it must tell a factual or linear story”

- Steven Heller, The Infographic Designers’ Sketchbooks (Lupi, 2020)

Figure 014: Data Humanism Manifesto by Giorgia Lupi.

- Move beyond standards: Drawing with data is an invaluable tool to discover
what is unique about the numbers at hand. It also raises new questions about
the data itself. This limiting practice helps to reveal new possible analyses to
perform: Instead of being overwhelmed by the size of a dataset and by millions
of numbers, we focus only on their nature, their organization, and doing so often
opens new opportunities originating from this vantage point.

- Sneak context in: We have to reclaim a personal approach to how data is
captured, analyzed and displayed, proving that subjectivity and context play
a big role in understanding even big events and social changes (especially
when data is about people). Most importantly, we both work with data in a very
handcrafted way, trying to add a human touch to the world of computing and
algorithms, using drawing instead of coding as our form of expression.

- Data is imperfect: It's time to leave behind any presumption of absolute control
and universal truth and embrace an informed depiction of the big numbers and
small imperfections that work together to describe reality. And data visualization
should embrace imperfection and approximation, allowing us to envision ways
to use data to feel more empathic, to connect with ourselves and others at a
deeper level.

According to Lupi, as designers we should learn how to include and
render the more qualitative and nuanced aspects of data: we should experiment
with how to visualize uncertainty, possible errors and imperfections in our data.
Most importantly, we should keep in mind how data can be a powerful tool for all
designers, bringing stories to life in a visual way and adding structural meaning
to our projects (Lupi, 2020).

Apart from the work of Giorgia Luipi and in a more global scale, the first
international workshop on Digital Humanism was held in Vienna, Austria, April
4 - 5, 2019. It was organized by the Faculty of Informatics of TU Wien, and

supported by the Vienna Science and Technology Fund, and the Viennese
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Municipal Department for Economic Affairs, Labor and Statistics. It is important
to clarify that Digital Humanism is not a movement or an approach, but a
manifesto. It expresses well worries that are rather widespread among scholars
presently.

In this thesis investigation, the research and understanding of the Data
Humanist point of view and manifesto is crucial in order to embrace and
understand the importance of human data and the way it can be visualized in
order to comprehend the complexity of society (in this case, the approach is to

sustainable fashion design).
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Part 2:
Thesis Question &
Methodology

2.1 Research Question and
Study Objectives

Based on the definitions, research, study and discussion in
Part 1 of this thesis investigation, Part 2 will define the research
question, main study objectives and applied methodologies.

As seen on Figure 015, this investigation is an attempt
to join the worlds of sustainable fashion and data humanism, in
the general context of “Why we need a Fashion Revolution”. The
research question is born from this conceptual framework, and will
be answered through applied methodologies and an experiment that

will generate data/key findings.
Research Question:

How can we create a new model of measuring sustainability in the
fashion industry that combines both qualitative and quantitative
data, representing the complexity of human behavior, the

emergency of the problem and possibilities for solutions?
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THEME:
wHY WE NEED A

+acHioN  REVOLUTION

Figure 015: Research themes.
By Mary Isabel Buenaventura.

Study Objectives:

1. To critically review essential literatures through the examination of
secondary sources:

- To define the definition of sustainable fashion design through reviewing
the literature on sustainable development, sustainable design and the
interpretation of sustainability within fashion design.

- To identify the fundamental problems of current design practice by
reviewing the contemporary shift towards sustainable fashion design.

- To examine and review existing sustainable design principles and tools.

2. To establish key criteria and a conceptual model for the development
of a human centered sustainable fashion design model through data

humanism.

3. To apply this model in a real world situation and evaluate the key

findings of the experiment.
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Responsible

777 Dopigess /i

*It's tm% to face the elephant in the room

R

Figure 016: Vogue Talents Responsible Design Homepage.
By Vogue Talents Italia

Figure 017: Responsible Design Model. By Ward, M., Maino, S., & Guazzarini, S.

2.2 Applied Methodology: “An
Elephant in the Room”, Vogue
Talents, MFW Sept. 2020

In order to create a new model of measuring sustainability in the fashion
industry focused on data humanism, the methodology used was based by the
theoretical framework of the “Big Elephant in the Room” project by Matteo
Ward, Sara Maino and Sara Guazzarini released in September in the World of
Vogue Talents for Milan Fashion Week (see Figure 016) (Ward, M., Maino, S., &
Guazzarini, S., 2020).

Vogue Talents is the scouting project of Vogue Italia launched in 2009
which, in addition to two printed issues per year, has more than one million
users across social and web. Having reached the first ten years of presence in
the publishing landscape, today it is a brand through which Condé Nast Italia
supports the new generation of designers, a solid multimedia platform that
has established itself as a reference point for creatives from all over the world,
a network of people and activities that connect people and companies, in a
mechanism that is not only communicative but promotes business and new
perspectives on fashion.

For this year's Milan Fashion Week in September 2020, Vogue Talents
opened up to a wider audience. The venue was an imaginary building created
exclusively for Vogue Italia by Monogrid, divided into explorable thematic
areas and conceived as a symbolic venue for the initiative entirely dedicated to
emerging creativity. The methodology presentedinthisinvestigation was created
by WRAD Design Studio, and was part of “The New Frontiers of Awareness”, an

area dedicated to responsible commitment.
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Figure 018: Applied Responsible Design Model for this investigation.

By Mary Isabel Buenaventura based on Ward, M., Maino, S., & Guazzarini

While working on this investigation, | had the pleasure of working for
WRAD as a graphic designer, and had close interaction with the team. | was
allowed to use this methodology for this thesis project.

As explained by Matteo, the “elephant in the room” is that clothing is
stealing essential resources from people to end up in landfill after few uses,
where it can take up to 200 years to dispose of. It shows the disconnection
fashion design has between the environment, humans and society in a graphic
manner (see Figure 017). This is a structure for designers to answer the question:
who are you designing for?

This method was the base of the structure of this thesis investigation,
since it is a framework made specifically for sustainability in the fashion system
and released a only few weeks ago. The #iamsustainablefashion experiment
was one of the first projects to use this methodology. As a researcher | am
beyond grateful that | was allowed this opportunity.

As shown in Figure 018, this methodology was applied specifically for
this investigation. In general terms, the methodology has 8 general steps:

1. Identify the needs: what social (S), evironmental (E) and projectual (P) needs
are you called to address?

2. Define the problem and define the issue at stake.

3. Research: what's the status quo on the identified issue?

4. Design a solution: can you imagine to design a solution to such issue?

5. Structure a methodology: choose your formula of materials, tools and
processes.

6. Create: create your project and monitor each step of the process, gather data.
7. Test and verify: make sure your solution does not hinder the satisfaction of
other essential and environmental needs.

8. Serve the solution: you are ready to serve your market.
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Figure 019 b

Figure 019 a and b: Responsible Design Model.
By Ward, M., Maino, S., & Guazzarini, S.

This responsible design method relates to this thesis investigation to
a great extent. It is specially made to deal with design project in the area of
sustainable fashion design, and what makes it different from other academic
methodologies is the idea of placing the needs of people as the first step.
Designing with the needs of humans as a priority, and then analyzing these
lens through projectual, social and environmental aspects is key to assure a
sustainable design outcome. Understanding nature the base of this structure,
and analyzing the inputs/outputs the fashion industry has on society (see Figure
019 a) is a new holistic model to consider the effects these problems have at
large scale.

For example, an obvious output to this project was to create fashion t-shirt
for each user after answering the experiment. After analyzing the projectual,
social and environmental needs, creating garments was not a justifiable and
congruent solution, but rather keeping it as an online platform was.

“Sustainability is not a thing to do but a thing to be” (see Figure 019 b)
is the closing statement of this framework. On a personal level, after deeply
researching about sustainability this year, | think that this is the perfect way to
comprehend this concept. Understanding sustainability as a way of living and

identifying with it on a personal level (rather than an obligation) is key.
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NO ZERO GOODHEALTH QUALITY GENDER GLEAN WATER
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ECONOMIC GROWTH ANDINFRASTRUCTURE INEQUALITIES AND COMMUNITIES CONSUMPTION
ANDPRODUGTION

M G CO
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Figure 020: The 17 Sustainable Development Goals (SDGs).
By The United Nations.
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Figure 021: The Eight Sustainable Fashion Priorities.
By The Global Fashion Agenda.

2.3 Development of a Human
Centered Model

In this investigation, we have understood the complexity of sustainability
in design and in fashion. However, how can we measure sustainability in brands
currently? The truth is that there is no one solution to this evaluation, but there
are three ways that are used in separately in order to understand this factor

(listed below):

1. The UN Sustainable Development Goals: In 2015 all United Nations
Member States came together to create a “universal call to action to end poverty,
protect the planet, and ensure that all people enjoy peace and prosperity by
2030" (United Nations, 2020). The 2030 Agenda for Sustainable Development
includes 17 Sustainable Development Goals (SDGs) which, together, create
a holistic guide to achieving the UN’s goals (see Figure 020). From ending
poverty and reducing gender inequality to tackling climate change and reviving
biodiversity, the SDGs recognize that the fight for human rights and the fight for
the health of our planet must go hand in hand. Fashion must integrate efforts
to protect the environment and the people working throughout supply chains in

order to truly be a sustainable industry.

2. The Eight Sustainable Fashion Priorities - Global Fashion Agenda: The
Global Fashion Agenda is an international association engaged in promoting
social and environmental responsibility in fashion, and an umbrella association

created around the Copenhagen Fashion Summit, the event which has now
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emerged as the main gathering of ethical and sustainable fashion labels
(Global Fashion Agenda, 2020). GFA notably set itself the mission of publishing
studies and reports on sustainability issues, as well as lobbying with Danish,
European and international institutions to promote a more sustainable fashion
industry. “The Eight Priorities for Fashion Executives Shaping a Sustainable
Fashion Industry 2020" is a document that articulates the eight most crucial

sustainability priorities for the fashion industry (see Figure 021), offering clear

guidance on where to focus their efforts. Within these eight priorities, the CEO

SUUTH']N KNRLE h Agenda is divided into two key sections: four core priorities for immediate
FASHION implementation (blue) and four transformational priorities for fundamental
\hh w Ao mMeasu change that require collaborative structures and investments (pink).
T_Jzﬁ'nor Humﬁ}\u@nﬂﬂ\? !

3. Theory of the Quantum Redesign of Fashion developed by Glasgow

Caledonian New York College’s Fair Fashion Center: The paradox of fashion is

o0

2

o0
W

that it has helped develop the modern world but, in doing so, has also created

some of its greatest environmental and social challenges. The Quantum

o

4

o . : . : :

P Redesign of Fashion theory explains that resolving these challenges requires a

=

-

S new perspective on the elements that form the problem. “Borrowing concepts

z._ from quantum mechanics (especially the theories of entanglement and coherent %

5 T

é; resonance) and applying the ideas behind them at a different scale allows n =)
T1]

w < 0<

g E us to look at those elements as integers, and solve for a new quotient, one Z §

w o o=

L3 that encourages the industry to transform into a respectful and regenerative =)

W < o9

?, g ecosystem” (Glasgow Caledonian New York College, 2020). L35

g 2 Figure 22: The development of a human centered model for E =

§ :_‘t sustainable fashion design. By Mary Isabel Buenaventura. ‘Ef §

In this investigation, a new model was created (see Figure 022) based on
theresearch of part 1 of this investigation. This new model considers the analysis
of sustainable fashion through the lens of data humanism, relating raw data to

people, and using the framework of the three models listed above. This new
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Figure 23 a and b: The development of a human centered model for
sustainable fashion design. By Mary Isabel Buenaventura.
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vision gives sustainability a new dimension, holistic view and complexity that
brands need to understand. Each of the fifteen integrated businesses identified
by the Theory of Quantum Redesign of Fashion is therefore connected in the
visualization to the Sustainable Development Goals that a “quantum redesign”
could potentially impact, and are also linked to the eight sustainable fashion
priorities (see Figure 023 a and b to see the sketches of how this could be
visualized).

In the future, this new framework could be presented in the model of a
benefit corporation (B Corp), and could act as a certification that brands could
use to analyze their internal sustainable practices. It could also be a community
fordriven businesses looking toredefine therole of businessin society, balancing

people, profit and environment.
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Figure 24: SHIFT methodology framework.
By Mary Isabel Buenaventura.
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Figure 25: SHIFT methodology framework.
By Mary Isabel Buenaventura.

2.4 Conceptual Methodology:
The SHIFT Method

In order to create a design experiment based on sustainable behavior,
it is necessary to apply a theoretical framework based on sustainable
communication and behavior.

The framework used in this project is the SHIFT method (represented
by the acronym SHIFT), and it proposes that consumers are more inclined to
engage in pro-environmental behaviors when the message or context leverages
the following psychological factors: Social influence, Habit formation, Individual
self, Feelings and cognition, and Tangibility (see Figure 024). This framework
is based on a review of more than 320 examples of academic literature from
marketing and behavioral science that examines the most effective ways to shift
consumer behaviors to be more sustainable (White, K., Habib, R., & Hardisty, D
J., 2019) (see Figure 025). The authors also identify five broad challenges to
encouraging sustainable behaviors and use these to develop novel theoretical
propositions and directions for future research. Finally, the authors outline how
practitioners aiming to encourage sustainable consumer behaviors can use this
framework.

The SHIFT method was developed based on the idea that businesses able
to adapt to the demands of our changing world, including the urgent demand for
sustainability, will be more likely to thrive in the long term and enjoy strategic
benefits (Banerjee, lyer, and Kashyap 2003).

A sustainable business focus has advantages such as identifying new
products and markets, leveraging emerging technologies, spurring innovation,

driving organizational efficiency, and motivating and retaining employees
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(Hopkins et al. 2009).

Moreover, research suggests that socially and environmentally
responsible practices have the potential to garner more positive consumer
perceptions of the firm, as well as increases in profitability (Brown and Dacin
1997; Luo and Bhattacharya 2006; Olsen, Slotegraaf, and Chandukala 2014; Sen
and Bhattacharya 2001).

In the SHIFT framework, sustainable consumer behavior is defined as
“actions that result in decreases in adverse environmental impacts as well as
decreased utilization of natural resources across the lifecycle of the product,
behavior, or service” (White, K., Habib, R., & Hardisty, D. J., 2019). Although
the authors focus on environmental sustainability, they are consistent with a
holistic approach to sustainability, since improving environmental sustainability
can result in both social and economic advances.

Unlike typical consumer decision making, which classically focuses on
maximizing immediate benefits for the self, sustainable choices involve longer
term benefits to other people and the natural world. Although broader marketing
strategies can be useful in this domain, marketers also need a unique set of
tools to promote sustainability. Listed is the SHIFT framework summarized and

explained by category:

1. Social influence: Humans are social animals and will follow the actions of
others, especially on ethical issues. When people learn they are using more
energy than their neighbors, they decrease theirusage. But what if the sustainable
behavior has yet to be established? For example, how does one convince people
to install solar panels if no one in their neighborhood is doing it? For ethical

behaviors, learning about the behaviors of others can be motivating.

2. Habits: To build a new sustainable habit, one must first break bad habits.
This is easiest when someone is experiencing big life changes, such as moving,
getting married or starting a new job. Another strategy is to apply penalties
for bad behavior, rather than rewarding good behavior. There is a possibility,
however, that people will return to their old ways if the penalty is removed and
the new habit isn't formed. To build new habits, it can be helpful to make the
sustainable action easy to do, provide timely prompts, offer incentives to help
get the new behavior started and provide real-time feedback about actions over

an extended period of time.

3. Individual self: Sustainability can appear more attractive when the personal
benefits such as health or product quality are highlighted. Emphasizing self
efficacy also works. When people know their actions matter, they make greener
choices. Self-consistency is also important. People like their words and actions
to be consistent. Often one environmental commitment can snowball into
other actions and changes over time. For example, someone who insulates
their house to improve energy efficiency may be more likely to unplug electric
devices when they leave for a vacation. Likewise, consumers expect companies
to be consistent. There's also self-concept to consider. People make choices

that match their perception of who they are or who they want to be.

4. Feelings and cognitions: Sometimes we make decisions at the spur of the
moment (based on how we feel at the time), and sometimes we make decisions
after thoughtful deliberation. When communicating about sustainability, it
is important to consider both the heart and the head. Consumers seek out
positive emotions such as happiness, pride and the warm glow that comes from
doing good. If the sustainable option is fun, people naturally will want to do it.

Conversely, negative emotions such as fear and guilt can be effective when used

o0
O

MARY ISABEL BUENAVENTURA KEANE

@
(2]
Ll
I
[

]
Ll
o
4
w
O
7
LL
o
0
24
Ll
-
()
<
=

=}
r
<
=
=
a
o
e
Z
O
Ll
=
-l
o
o




O

WHY DO WE NEED A FASHION REVOLUTION?

#AMSUSTAINABLEFASHION

subtly. But an overly emotional, guilt-tripping message is a turn-off and either
will be actively ignored or even induce the opposite behavior (psychological
reactance). Providing consumers with the correct information and education is
important, but it must be framed so that consumers care. Thoughtfully designed

eco-labels are a great way to communicate sustainability to consumers.

5. Tangibility: In general, people don't care much about abstract, future
consequences. Therefore, it's critical to make sustainability tangible. One way is
to communicate the local and proximate impacts of pro-environmental actions.
For example, how are local animals, plants and people already being affected
by climate change? Concrete examples also help. People are more moved by a
photograph showing how far a single glacier has retreated in one year than by a
graph of glacier retreat around the world. To match consumer timescales with

environmental timescales, project consumers into the future.

In the literature review for the SHIFT framework, the five routes to
sustainable behavior change are identified (SHIFT) while delineating specific
behavior change strategies within each category. In the next section, the authors
highlighted a set of theoretical propositions regarding when and why each
of the routes to sustainable behavior change are most relevant. This is done
by outlining a set of key challenges (KC) that make sustainable consumption
distinct from typical consumer behaviors. This part of the investigation is the
exact copy as the research paper, since they are theoretical points. However, the
text has been been cut to show the most important points (and due to the length

of this thesis investigation).

SHIFT: Theoretical Implications and Directions for Future Research

“1. Theoretical Implication: The Self-Other Trade-Off

(KC = Key Challenges)

KC1: When a given behavior or product is positioned on the basis of its symbolic
attributes (vs. functional attributes), consumers may exhibit more positive
attitudes and behaviors if the option is framed in terms of being sustainable
versus a traditional product.

KC2: Encouraging the self-concept to be seen as broader than the self (either
interdependent or transcendent) will lead to increases in sustainable behaviors.
KC3: Agency primes will lead to an increased tendency to engage in sustainable
behaviors.

KC4: Both individual differences in moral identity and moral identity primes will
increase sustainable consumer behaviors.

KCS5: Sustainable options and behaviors might have unique positive associations
when compared to traditional options, including being healthier, more innovative,
and being linked to the outdoors and nature.

KC6: Outwardly focused positive emotions such as awe, empathy, and moral
elevation will predict positive sustainable consumer behaviors.

KC7: Connecting sustainable products and behaviors to aspirational role
models in a way that cultivates a sense of inspiration and luxury might increase

sustainable behaviors.

2. Theoretical Implication: Long Time Horizon

KC8: Those whose regulatory resources are somehow limited will be more likely
tolapseinterms of engaging in sustainable behaviors (vs. other types selfcontrol
behaviors).

KCO9: Sustainable behaviors that provide greaterimmediate (vs. long-term) warm
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glow feelings or positive affect will lead to decreased perceptions of the long
time horizon and increase the likelihood of sustainable actions.

KC10: Individuals with higher discount rates and low consideration of future
consequences might be more sensitive to heightening the tangibility of
environmental outcomes.

KC11: Individuals will be more motivated to engage in sustainable consumer
behaviors when they either dispositionally or situationally take the perspective
of future generations.

KC12: Sustainable consumer behaviors may be best promoted over the long

term by using a combination of in-the-moment tools and lasting-change tools.

3. Theoretical Implication: The Challenge of Collective Action

KC12: Messages communicating both the behaviors of others (collective action)
and collective efficacy will increase the tendency to engage in sustainable
actions.

KC13: Messages communicating both the behaviors of others (collective action)
and collective efficacy will increase the tendency to engage in sustainable
actions.

KC14: Collective, future-oriented emotions such as anger and hope might foster
sustainable consumer behaviors.

KC15: Communicating information about climate justice might motivate
sustainable consumer behavior change.

KC16: Tangible (vs. intangible) collective impact framing increases

proenvironmental behavior.

4. Theoretical Implication: The Need to Replace Automatic with Controlled
Processes

KC17: Those who have a fresh start mindset (measured or manipulated) will be

more inclined to change to sustainable consumer behavior habits.
KC18: Tangibility interventions shift people from analytic to experiential

processing and will therefore moderate the effectiveness of other interventions.

5. Theoretical Implication: The Problem of Abstractness

KC19: When the sustainable action or the outcome is ambiguous, uncertain, or
new in some way (vs. being clear, certain, and well-established), social factors
such as the presence of, behaviors of, and/or expectations of others will be more
influential in determining behavior. This might be pronounced among those high
in uncertainty avoidance.

KC20: Rewarding small milestones will encourage consumers to continue
engaging in environmentally friendly behaviors and help avoid green fatigue.
KC21: Those consumers who are encouraged to focus on the future self will be
more likely to engage in sustainable consumer behaviors.

KC22: Visual communications (vs. text) will be effective at eliciting otherfocused
emotions such as love and empathy and lead to greater participation in
sustainable actions. This effect will be enhanced for individuals who are

visualizers” (White, K., Habib, R., & Hardisty, D. J., 2019).
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Figure 026: SHIFT methodology theoretical steps.

By Mary Isabel Buenaventura.
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Figure 027: SHIFT methodology individual questions.
By Mary Isabel Buenaventura.

In summary, the SHIFT method is used in this investigation as aframework
for sustainability oriented questions for the experiment and collection of data.
The five routes to sustainable behavior change strategies (SHIFT) and the
theoretical prepositions outline the key challenges of sustainable consumption.
These key challenges helped identify two focal barriers (primary and secondary)
that explicitly rely on the SHIFT framework, specifically for sustainability in the
fashion industry: 1. Social factors: it is socially normative and socially desirable,
and 2. Tangibility: consumers are uncertain about the impacts of the fashion
industry (see Figure 026).

The framework of the SHIFT method also determined how the questions
of the experiment were going to be asked: always considering the collective and
individual self (see Figure 027). In the experiment, there is the use of descriptive

norms and injuctive norms, highliting the relevant benefits of sustainability.
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Part 3:
Design Experiment

3.1 Creation of
#iamsustainablefashion

The creation of the experiment #iamsustainablefashion took into
consideration all of the research and frameworks of Parts 1 and 2 of this
investigation. As a design experiment, the most important factor that influenced
the design process was studying the approach of learning, since it is a decisive
factor in behavior change.

The “Stages of Change” model was studied in order to understand
the learning process. The “Stages of Change Model” is based on the Trans-
Theoretical Model of Change (also known as TTM), which was developed by
James Prochaska and his colleagues (see Figure 028). It is considered a very
powerful approach to thinking and behavioral change. The authors found that
cognitive and experimental change methods are most effective in motivating
new thinking and behavior (Prochaska, 1997). The TTM model was largely
applied in social care and health care sector and Doppelt (2008) adopted this
approach into sustainability agenda which is called 5D staged approaches. The
processes of influencing and the stages of changing behavior are illustrated
in Figure 029. The stage-theory of behavior change and learning cycle have
similar processes which is not only influenced by individual level of activities but
also involving social context that is a critical role in behavior change.

The stage theory outlined that behavior change does not occur
immediately, but rather it can be achieved end point when maintenance is
accomplished over the long term. Moreover, the process of behavior change is
not a linear model; the process can be repeated several times before changes

can be maintained. Allen et al. (2002) observed the several important aspects
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Figure 028: 'Stages of Change Model' by James Prochaska.
By Mary Isabel Buenaventura

regarding the process of behavior change:
1. Behavior change is different for every person who takes an action through
implementing their own ways and time.
2. Changing behavior is associated with the social activities rather just
persuading individuals’ behavior.
3. Depending onthe development of the individual and collective capacity, people
can adopt and contribute to the environmental action differently (Doppelt, 2008).

Furthermore, new learning requires people to adapt to new behavior. This
will accelerate changes influenced by the psychological and social impact on
behavior. The suggestion of Allen et al.2002 (p14) is shown: Behavior change
= Knowing what to do + Imperative + Enabling environment. Their observation
indicated that a component of behavior change requires the learning and doing
environment that provides people to know what they can do and give them
and enabling-platform to create imperative solutions. Particularly, learning is
a critical part in understanding the situation in all three parts of the behavior
change equation. Therefore, understanding environmental and social issues
could help the development of people’s motivation (imperative action) for a
more environmentally friendly behavior. An enabling environment builds a bridge
between people to people as well as learn and share new insight through social
way.

This social bridge was the reason for the name #iamsustainablefashion,
since it represents the essence of community and social connection.
#iamsustainablefashion represents a new #iamsustainablefashion has three

categories of outcomes:

1. State of the art: this experiment will give a state of the art picture of how
users relate to sustainability in the fashion industry. It will show the values and

activities people engage in at the moment.
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Figure 029: Processes and ‘Stages of changes model’
(Adapted from Parnell and Benton, 1999; Allen et al., 2002).
By Mary Isabel Buenaventura.

2. Design activism: the platform is driven by design activism, since in itself it

gives awareness to the topic of sustainability in the fashion industry.

3. Interactive tool: as an artifact, the experiment is also an interactive tool based

on data humanism.

The key points to consider for the experiment are the following (listed below):
- To paint a human portrait with human-centric data.
- Catalogue of the complexity of daily living.
- To display that the mind organizes the data it accumulates (often
subconsciously).
- The goal of seeing patterns and perhaps fine-tuning negative behavior data
doesn'’t have to be boring and clinical.
-In a hyper-technological, ever-connected world, there is a beauty and simplicity
in returning to a way of connecting that both roots us to our world and to one
another.
- Purpose of individuals to connect with themselves and with others at a deeper,
more humane level.

Apart from the SHIFT method explained above, there are also key
questions regarding sustainability in the fashion industry that were taken into

consideration (listed below):

1. Who made this? Who made my clothes is a question pushed to the forefront
by Fashion Revolution. For a simple enough sounding enquiry it holds a lot of
power. Knowing who made your clothes is predicated on a brand having close
connections with their factories and a closely monitored supply chain. There

should be no hidden faces within the fashion industry.
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Figure 030: #iamsustainablefashion first instructions sketches.
By Mary Isabel Buenaventura.

2. Is this price fair? Warp speed production times go hand in hand with
plummeting prices. A $15 t-shirt might be the new normal but is it fair? The price
of a garment represents a multiplicity of processes, from growing the cotton
and stitching the seams to sending it to the shop floor. Layer a viable profit on
top of this and it doesn’t leave much for those at the bottom of the chain. By

asking whether a price is fair, we can begin to recognize a garment’s true value.

3. What fabrics are used? Not all fabrics are created equal so consider the
inseam tag just as important as the price tag. What is the fabric content? Is it
oil-thirsty polyester or a natural fibre? Cotton is an obvious, plant-based option
but the industry harbors some murky practices. Look for Fairtrade and Organic
certifications as an indicator of fair practices and a dedication to responsible
water treatment and monitoring chemical usage. Other stand-outs include

hemp, ECONYL and Tencel.

4. Is this brand transparent? Take a look through your favorite brand’s website.
How open are they about their practices? Do they specify where their clothes are
made? Do they share factory information? Do they talk about their supply chain?
If you're not content with the information on their website, ask them directly. Ask
them about their fabrics, working conditions, prices and environmental impact.

If they don't or won't answer, it's probably a cue to look elsewhere.

5. Do | truly need this? Not all sustainability issues lay at the feet of the
manufacturers. We need to question our own choices every step of the way,
too. Fast fashion promotes want over need and it's up to us as consumers to
change this. Fashion is - and always should be - about fun and creativity. Style
as a form of expression will always exist outside the parameters of necessity.

But, if it’s a fifth pair of jeans or a third pair of sandals, it's important to consider
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Figure 031: #iamsustainablefashion first data portrait sketches.
By Mary Isabel Buenaventura.
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Figure 032: #iamsustainablefashion data portrait importance
sketch. By Mary Isabel Buenaventura.

the impact of our shopping impulses. Take a step back, consider your purchase

and ask do | need this?

6. Will this piece last 30 wears or longer? Whether it's in terms of quality or
trend, longevity is the key to a consciously curated wardrobe. Look at the seams,
check the fabric and consider every new piece within the context of your life. If
it's made to last and you can envisage wearing it past the end of the current

season and far beyond, that’s your green light.

#iamsustainablefashion represents a new user based model for
sustainable behavior in the fashion industry, by asking conscious questions
about behaviors with unique combinations to show the intersections and nature
of human identity (see Figure 030). The experiment is an online questionnaire,
with 20 questions (four questions based on the SHIFT theoretical framework).
The user will be able to answer which questions they feel attracted to answer
in order to discover how they relate to sustainability in the fashion industry on
a personal level. After submitting the answers, the user will receive a digitally
hand drawn data portrait by email, with the SHIFT category they relate to, and
other tips of how they can broaden their relationship to sustainability (see Figure
031). The unique data profile can be divided by question for further analysis, and
by creating the opportunity for e-mail communication, it is a chance to learn
more (see Figure 032). The unique data portrait will also be shared on the @
iamsustainablefashion Instagram account, to create a sense of community and

to see how other people relate to sustainability in different ways.
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Figure 033: #iamsustainablefashion logotypes.

By Mary Isabel Buenaventura.
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3.2 Final experiment
#iamsustainablefashion

Visual identity:

- Logotype (see Figure 033): two types of logos were designed for the brand.
One is completely handwritten in black, and the other is a mix between type and
a handwritten # with a colored line. The use of the hashtag related the brand
name with social media and an online community. The lines can be colored in any
variation found in the official color palette. This idea gives the logo dynamism in
digital and printed versions. The handwritten combination with digital text gives

the sense of human intervention.

- Color palette: Johann Wolfgang von Goethe (1749 - 1832) was an important
figure in the blossoming of 18th-century German literature. He also published
writings about scientific themes including his experiences with painting that led
to his ideas regarding color, which appeared in print in “Theory of Colors” (1810).
By this time, people were familiar with the color theories of Sir Isaac Newton,
the English scientist and mathematician. Newton had published “Opticks”,
the results of his experiments on light and color, in 1704. In it, he stated that
color came from light and was the result of physics. Most people accepted
this idea, except Goethe. Goethe created his version of a color wheel and
arranged the colors according to what he called their natural order. He also
explored the impact of colors on emotions and attributed different qualities
to certain colors. If you look closely at the color wheel in Figure 034, starting

in the area with red and working down to yellow, you can see the word schon,
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Figure 034: Color wheel from 'The Theory of Colors'
(1810) by Johann Wolfgang von Goethe.

Farhenkugel
= T Lichtsliden - 12 Tinan

dshamcm Nima

Figure 035: Color wheel from Farbenkugel in 7 Lichtstufen und 12 Ténen
(Color sphere in 7 light values and 12 tones), Johannes Itten, 1921.
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Figure 036: Chosen color palette for the design experiment.
By Mary Isabel Buenaventura.
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Figure 037: First experimentation sketches of data portraits,
drawn by pencil and scanned. By Mary Isabel Buenaventura.
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Figure 038: First experimentation sketches of data portraits,
drawn digitally. By Mary Isabel Buenaventura.

which means beautiful; edel, which means noble; and gut, which means good.
Each word corresponds to a section on the wheel. In Goethe’s theory, yellow
as the color nearest to the light, was bright and exciting. It stood for good.
Red stood for gravity, dignity and attractiveness or beauty. Blue, on the other
hand, was powerful, but in a slightly negative way- creating a cold impression
(Goethe, 1810). This color wheel is the base of the color wheel used in the 20th
century: by advertisers, commercial designers, artists, scientists’ color theories
to abstract expressionism, the Bauhaus school, chemists and photographers
who recreated the colors of the world on film. This color wheel is organized by
primary, analogous, hues, secondary, complementary, tints, intermediates, split
complementary and shade colors. One example of this is the color wheel from
Farbenkugel in 7 Lichtstufen und 12 Ténen (Color sphere in 7 light values and 12
tones) by Johannes Itten, 1921 (as seen on Figure 035). To give contrast to this
popular approach to color, the palette shown in Figure 036 was chosen for this
experiment. This combination of bright colors is not typical in scientific data,

and the idea is to also take advantage of the digital medium (RGB color mode).

- Data portraits: the data portraits in this experiment started as sketches in
paper and pencil (see Figure 037), and later developed into hand-drawn digital
drawings (see Figure 038). The opacity gives them depth and layers of reading
information. The bright colors create contrast between black and white shapes,

and call attention to the unique personality of each user.
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- Questionnaire: the questions for the experiment were written based on the
SHIFT framework and revised by Professor Volonté from Politecnico di Milano

DNTh PROFILE Key fortheir sociological content. Each answer has a graphic form whichis translated

* Nam
* E-mail

in the final data key (see Figure 039), which is later used to draw the unique data
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Which of the following issues do you think fashion brands should tackle OMJ \V\ uﬂi am%m ﬂlh L_

in order to reduce their long-term impacts?
Global poverty o

®  Climate change Motk way ).
Frotection of the environment

[ ] Gender ineguality

When you purchase clothes, :micn of the following elements could d bll L, VU( d
. . o Need 1pevtmien (oncutn pe
N MO ok # oA

o fopeaionen sy breawst | don'¥

\LV\oW Q/V\O\:{ﬁh .

sBire @f)

How often do you purchase clothes?

I remember the last time clearly

| have a vague memory but can't remember details
I can't remember the last time

#r¥eed
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Figure 039: Final data key per question. Figure 040: Hand-drawn experimentations for data key graphics.
By Mary Isabel Buenaventura. By Mary Isabel Buenaventura.
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WHY DO WE NEED A FASHION REVOLUTION?

#AMSUSTAINABLEFASHION

#iamsustainablefashion | Am Sustainable Fashion

A human-centered model for sustainable fashion.
Find your unique data portrait on http:/www.instagram.com/iamsustainablefashion

What name do you go by? #—' IN PARTNERSHIP WITH:
iam
sustainable it
Your answer fashion POA.IGILIESEL?O

Thank you for your reply!
You will receive by ‘e-mail yourunique data portrait'based on
your answers, which gives you a reading of your relationship
between sustainability in the fashion industry.

@)

* \ am S“ S%&l “&b'ﬁfﬁh‘ 0 n' P°,§E§:’:lf° Follow our Instagram page to fi|.1d your data portrait, share

and connect with others!

‘What if we asked ourselves questions about our oFastim O
behaviors and created data that really matters? O @ * :; 1 1 5

I

What is #iamsustainablefashion? We are a user centered design
model based on data humanism! We aim to:
- Paint a human portrait with data.
- Catalogue of the complexity of daily living.
- See patterns, fine-tuning negative behavior through data in an
innovative way (not clinical, or boring!)
- Return to a way of connecting that both roots us to our world and

to one another. In a hyper-technological, ever-connected world,
there is a beauty and simplicity in this connection.

Answer the following questions to explore your personal relationship - Understand sustainability through a humanistic approach, with no
between fashion and sustainability. We can make a change by connecting correct answers, highlighting diversity and uniqueness.
with ourselves and with others at a deaper, more humane level. P p—‘r . .
- Purpose of individuals to connect with themselves and with
others at a deeper, more humane level.
TAP NEXT To START '

Your data is anonymausly collected and will not be shared

TRESS SUBMIT To FiNsH !

MARY ISABEL BUENAVENTURA KEANE
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Figure 041: Experiment instructions and greeting message. Figure 042: Closing experiment message.
By Mary Isabel Buenaventura. By Mary Isabel Buenaventura.
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WHY DO WE NEED A FASHION REVOLUTION?

#AMSUSTAINABLEFASHION

Your Unique Data Portrait! #iamsustainablefashion

54 inable Fashion <iamsustainat ion@gmail.com>
to felipeazocarlevin ~

N

iam
sustainable
fashion

,

THIS 1S YoUR UNIQUE pATA PorTemiT!

Find your unique data point and others in our
page

Figure 043: E-mail sent to the user after answering
experiment. By Mary Isabel Buenaventura.

TM\ Wl
T "

v Feelng h
; J:Lmogm’f\m

NEVZCS q Hwh

Based on How to SHIFT Consumer Behaviors to be More
Sustainable: A Literature Review and Guiding Framework
Katherine White , Rishad Habib, and David J. Hardisty
PhD University of British Columbia - Specialists in Sustainability
Marketing and Consumer Psychology
American Marketing Association 2019

Figure 044: User based graphics based on SHIFT methodology for
sustainable behavior change. By Mary Isabel Buenaventura.

Tue, Jul 21,5:56 PM (2 days ago) Yy &

- Categorization: in the e-mail sent to the user (see Figure 043), they will receive
their unique data portrait and a categorization of their answers based on the
SHIFT method. Each section has an icon, which is part of a larger web (see
Figure 044). Under this drawing is a text explaining how that user relates to
sustainability, and other key notes about other parts of the method so that they

can analyze their current behaviors and actions (see Figure 45 a and b).

- Instagram and digital community: the Instagram account is a social community
for people to see how others have responded to the same experiment (see
Figure 046). It is also a tool to share awareness about the project. Apart from
the data points, other information is shared, such as:

- Process photography of the experiment and other visualized data of the
fashion industry and sustainability (see Figure 047).

- Definitions related to the project (see Figure 048).

- Experiment instructions in English and Italian, in square format and for stories
(see Figure 049 and Figure 050).

All of this information is archived in a final excel file which is uploaded

automatically with the user’s anwsers.
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WHY DO WE NEED A FASHION REVOLUTION?

#AMSUSTAINABLEFASHION
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MARY ISABEL BUENAVENTURA KEANE

Figure 045 a Figure 045 b

Figure 045 a and b: Personalized e-mail based of SHIFT methodology sent
to the user after answering experiment. By Mary Isabel Buenaventura.
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WHY DO WE NEED A FASHION REVOLUTION?

#AMSUSTAINABLEFASHION

Edit Profile

Figure 046: Personalized e-mail based of SHIFT methodology sent to the
user after answering experiment. By Mary Isabel Buenaventura.

wmer viswelaged
dod, fasnion sushmuk-lﬂ-’,

Figure 047: Process photography of the experiment and other visualized data
of the fashion industry and sustainability. By Mary Isabel Buenaventura.

tangibile
[ adjective ]

In general, we don't relate to abstract, future
consequences. Therefore, it'sieritical:tormake:
sustainability tangible.

1 a: capable of being perceived especially by the

sense of touch, b: substantially real One way is to communicate the local and

proximate impacts of pro-environmental actions
2: capable of being precisely identified or realized by and to use concrete examples. For instance, how
the mind are local animals, plants and people already
being affected by the fashion industry?

3: capable of being appraised at an actual or
approximate value

X sustainablefashion i sustainablefashion

Figure 048: Graphics based on definitions related to the project.
By Mary Isabel Buenaventura.
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WHY DO WE NEED A FASHION REVOLUTION?

# AMSUSTAINABLEFASHION

X inm sustainablefashion. H wn sustainablefashion A HUMAN CENTERED MODEL
FOR
What does SUSTAINABLE FASHION

Let's ask ourselves
questions about our
behaviors and create data

t at rea“.y matters L Represents a new user based

and social model for sustainable
behavior in the fashion industry.
Asks conscious questions about
behaviors with unique
combinations to show the
complexity of human identity.

sustainable fashion
mean to you?

E—

P LT Sws{kinablefwshl on

POLITECNICO

POLITECNICO

1 sustainablefushion
JOIN US AT THIS LINK:
https://bit.ly/3f0pP2i

(link in stories and description below)

The future of fashion
will be visuvalized:
let's bring this data to life.

Based on your answers, you will recieve

aunique data portrait and information f
about your personal relationship to * LU SM{M'\&HE &5\’\! U

fashion and sustainability.

X m smshmablefu\mm —%

PATR PORTRMT

K iam sustainablefashion K iam sustainablefashion UN MODELLO UMANO
PERLA
MODA SOSTENIBILE
— Poniamoci domande sui
Cosa significa per te nostri comportamenti e msuskainablefashion
la moda sostenibile? creiamo risultati che
contino davvero. e breato i compoamenti

degli utenti relativi alla sostenibilita
nel settore della moda.

L/P Pone domande consapevoli sui
comportamenti con combinazioni
uniche per mostrare la
complessita dell'identita umana.

e sustainablefashion

POLITECNICO

MILANG 1863

ISCRIVITI A QUESTO LINK:
https://bit.ly/3fOpP2i

IL futuro della moda (Link nelle stories e descrizione sotto)
verra visualizzato:

Sulla base delle tue risposte, riceverai un

diamo vita a questi dati.
o ekt s it sistainablefushion /

relazione con la moda e la sostenibilita.

K am sustainablefushion H

PRTA PORTRAIT

SCAN ME!

Figure 049: Graphics of experiment instructions in English/Italian, square
format. By Mary Isabel Buenaventura. By Mary Isabel Buenaventura.

! 1 1 ”
£ 4+ 9
=3 ;¥ L L '/Q/L) . ‘
e 0 domande consapevo i
lam
0 rapporto con la sostenibilita ne sustainable
ettore della moda fashion
2 Ly ST S Cos' #iamsustainablefashion? Siamo un modello di progettazione
0 puoi co 0 ” centrato sull'utente basato sull'umanesimo dei dati! Miriamo a:
0q d 1. Apri il link dell'esperimento. - Dipingi un ritratto umano
(Https://bit.ly/3f0pP2i) Riceverai via e-mail il tuo ritratto unico
< . ] . di dati basato sulle tue risposte, che ti
208, L h 2 Inserisci il tuo nome ed e-mail dara una lettura del tuo rapporto tra
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: i attratto i i
— = il t Segui la nostra pagina Instagram per
(4/ v . . o trovare il tuo ritratto dei dati,
- § - ¢ 4. Termina e fai clic su invia. condividere e connettersi con gli altril 0 profondo e piis umano.
A= ) ] !
K N
[\
|
1IR®
/ S i sustainablefashion K insustainablefashion. K sustainablefashion.
A0 \\\' IN PARTNERSHIP WITH: INPARTNERSHIP WITH: IN PARTNERSHIP WITH:

POLITECNICO POLITECNICO

JNG
S B ReLIRENCe

! (A
Have you ever d yourself conscious "‘:m A
questions about your relationship with sustainable
sustainability in the fashion industry? fashion
What can these answers teach you EXPERIMENT INSTRUCTIONS: % Whatis #iamsustainablefashion? We are a user centered

about yourself, and how can you
connect with others thorugh this data?

design model based on data humanism! We aim to:

1. Open the experiment link.

- & int a human portrait
a (https://bit.ly/3f0pP2i) You will receive by e-mail your unique  Catalog "
. data portrait based on your answers, - See patterns,
2. Fill out your name and e-mail. which gives you a reading of your
relationship between sustainability in
3. Choose which questions you want to the fashion industry.
answer, and which answers you feel
drawn to.

Follow our Instagram page to find your data

4 Finish & click submit. portrait, share and connect with others!

at a deeper, more humane Level.

Finmsustuinablefashion i sustainablefushion i sustainablefushion.

INPARTNERSHIP WITH: IN PARTNERSHIP WITH: INPARTNERSHIP WITH:

POLITECNICO

POLITECNICO

POLITECNICO

Figure 050: Graphics of experiment instructions in English/Italian,
Instagram story format. By Mary Isabel Buenaventura.
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a challenge, since communication in the world of sustainability requires new @ =
LovedCloth... lamsustaina... RecycleReu... FASHREV.. A New Awar... . . . I:I—: =
ways and methods, and | also had to be very clear with the instructions and Q&
L >
. ) . 0<g
purpose of the experiment to catch the user’s attention. Z § z
0=2
B T The final experiment was online open from September 1 - October 10, =) ;
couw
. 2020. In the Fashion Revolution channel, the experiment link was in the bio and L= é
LA SOSTENIBILITA E , _ e e >
DIVERSA PER TUTTI a three week calendar was planned with graphic content posted to the feed 233
=a=
—

HION @IAMSUSTAINABLEFASHION

3.4 Fashion Revolution Italia

The purpose of this investigation was not only to create data, but also to
create links between people and institutions. For my compulsory internship, |
had the opportunity to work with Fashion Revolution Italia and Marina Spadafora
(National Director). After a lot of work and communication, | was able to share
the experiment in the Fashion Revolution Italia channels (see Figure 051).

This was an important step of success for the thesis project, since it
gave me the opportunity to share the project in a real life situation. It went from
intangible to tangible very fast. The opportunity to share the project in this
channel was important, since it gave me the chance to explore the answers with
users who were actually committed to the topics of sustainability in the fashion
industry, and helped me build an online community with these answers.

Furthermore, | had to create specific graphics in order to share them with
the Fashion Revolution Italia representatives. This involved traveling to Vicenza,

ltaly and have meetings with Matteo Ward at WRAD Focus Design in order to

every Tuesday, and on stories every Tuesday, Thursday and Sunday. These
instructions were posted always with the same graphics on Stories three times

a week, and they were also posted after the designed graphic on the feed (see
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Figure 051: Real screenshot of Fashion Revolution Italia Instagram page with

@iamsustainablefashion graphics uploaded. By Mary Isabel Buenaventura. Figure 052 a and b). These graphics were the following (explained below):
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Figure 052 a and b: Graphics that indicate experiment instructions in English
and Italian for Fashion Revolution Italia. By Mary Isabel Buenaventura.
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Figure 053: Week 1 graphics for Fashion Revolution Italia.
By Mary Isabel Buenaventura.

INDOSSIAMO | NOSTRI VALORI LET'S WERR OUR VALUES

@IAMSUSTAINABLEFASHION @IAMSUSTAINABLEFASHION

Figure 054: Week 2 graphics for Fashion Revolution Italia.
By Mary Isabel Buenaventura.

- Week 1 / September 8 (see Figure 053): Introduction to the experiment,
based on the SHIFT concept of Individual Self. Approaching sustainability in
the collective and individual sense by introducing sustainability as an idea that
is different for everyone, without perfect ideals. The caption text also explains
that #iamsustainablefashion is a data model based on their perception of

sustainability in the fashion industry.

- Week 2 / September 15 (see Figure 054): Added concepts of values and
decisions making (in relation to Feelings & Cognitions of SHIFT methodology)
by combining the unique data portrait to a t-shirt. The caption of the photo also
makes reference that a t-shirt reveals a complex picture that goes beyond the

world of design, runways and trends to include overconsumption and waste.

- Week 3/ September 22 (see Figure 055): Graphics are related to the importance
and future scope of the experiment by presenting a comparison between the
planet and a unique data portrait as limited edition. This idea embraces how

unique the user is and to think about the relationship he/she has with the world.

- Week 1-3: Share Instagram stories and web banner (see Figure 056).

Sharing the experiment in the Fashion Revolution Italia channel was a
very successful way to share the final experiment, where users had the chance to
interact with the social pages of @iamsustainablefashion on Instagram (Figure
057). On a personal note, | never thought so many users would share their unique
data portrait and engage with the experiment as they did. Figure 057 a and b
shows some examples of users that shared their portrait and tagged us. In the
next chapter, the findings and conclusions of the experiment are addressed, as

well as future ideas and results.
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@IAMSUSTAINABLEFASHION @IAMSUSTAINABLEFASHION

Figure 055: Week 3 graphics for Fashion Revolution Italia.
By Mary Isabel Buenaventura.

¢

SOSTENIBILITA?

@IAMSUSTAINABLEFASHION

FASHION
REVOLUTION

Figure 056: Web banner graphics for Fashion Revolution Italia.
By Mary Isabel Buenaventura.

@ barbaraivani ‘

Un test per ri é‘lettere su quanto

@IAN \BLEFASHION siano sostenibili le nostre scelte Check out this new project
come consumatori nel settore on @fash_rev italia
»'F .. iamsustainablefashion mOda
S mtilriable Le risposte vengono trasformate
fashion in una grafica personalizzata.

THIS 15 YOUR UNIQUE DATA PorfeniT!

Fnd y

‘ 2 0ot and other

Qual ¢ il tuo ritratro di

ostenibilita?! i ; i i el
- iamsustainablefashion This is Giorgia’s visual

relationship between fashion and sustainability. What...

@iamsustainablefashion
Quite chaotic I'd say...v

Figure 057 a: Examples of users that shared their portrait and
tagged the experiment on social media.

u- e
lam

sustainable
fashion rousase

ALLA TUR IDEA DI
SOSTENIBILITA?

@iamsustainablefashion

@iamsustainablefashion @maryi 2

@iamsustainablefashion

Figure 057 b: Examples of users that shared their portrait and
tagged the experiment on social media.

—

131

@
(2]
Ll
I
[

]
Ll
o
4
w
O
7
LL
o
0
24
Ll
-
()
<
=

=}
r
<
=
=
a
o
e
Z
O
Ll
=
-l
o
o

MARY ISABEL BUENAVENTURA KEANE



-
(o0
N

WHY DO WE NEED A FASHION REVOLUTION?

#AMSUSTAINABLEFASHION

Part 4:
Key Findings

4.1 Future Scope

This research has been conducted across eleven months (February -
December 2020) which was not sufficient to explore the many other directions
of enabling a system for sustainable fashion design and data humanism. The
following sections suggest some recommendation for future works.

#iamsustainablefashion is a project that has a future scope in mind.
During this year, the creation of the project and the initial experiment was
completed. However, this project was created with the intention of being a long

term model with more than one part (explained below):

Part 1: Experiment (see Figure 058)

- Creation of the experiment with the support of Politecnico di Milano advisors
(design aspect: Paola Bertola and Angelica Vandi, sociological aspect: Paolo
Volonté).

- Creation of graphics and theoretical frameworks.

- Partnership with Fashion Revolution Italia and to run the experiment for 5

weeks, visualize and share results .

Part 2: Public Exhibition (see Figure 059)
- Enable the experiment in a public exhibition. A big condition in this point is that

this place must be of interest of fashion (example: Milano Fashion Week).

Part 3: Digital Application (see Figure 060)
- Development of a mobile application, where users can automatically fill out

the experiment and create and share their data portrait. This app will also
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sustainable

fashion Posts Followers  Following

#iamsustainablefashion

A human-centered model for sustainable fashion in
partnership with @fash_rev_italia & @polimi
Discover how you shape and color sustainability!
Link @

bit.ly/3fOpP2i

Edit Profile

N FASHION
B REVOLUTION
TTALY

USERS L J FASH REV  ISTRUZIONI INS

Figure 058: Final Instagram page. For the finished result, check
http://www.instagram.com/iamsustainablefashion
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Figure 059: Public exhibition mock up.
By Mary Isabel Buenaventura.

allow a closer understanding of each symbol in the data portrait. Furthermore,
a digital application could enhance better communication by connecting with
wider audiences and propose the interactive user led design innovation through
utilization of a digital app. These applications would be helpful especially
for young designers or the public, to motivate and trigger them to practice

sustainable design.

Part 4: Collaborations with Fashion Brands and Educational Institutions

(see Figure 061)

- Collaborate with fashion brands: as stated in this research, sustainable fashion
design needs to be integrated with mainstream fashion designers and design
directors at manager level, in order to cement sustainability into the business
ethos. Furthermore, the role of fashion design consultancy is important for
the fashion industry, as mainstream designers commonly assess fashion
design information at the early design development process. Therefore, future
research could include the mainstream fashion designers and multidisciplinary
design team as central actors in the transformation process, considering them
as ‘change agents’ and users of the experiment that impact on fashion design
practices and business operations.

-Share the systemic model based on the experiment to fashion brands (explained
in section 2.3 of this investigation) with a benefit corporation approach.

- Collaboration with educational institutions: various organizations and education
sectors demand sustainable design education and curriculum incorporation of
sustainable fashion design practices. This experiment can be integrated into an
educational model for students of all ages to understand the interconnection
of sustainable fashion design with creativity and user experiences as a central
objective. A new learning system can be developed for sustainable fashion

design education, incorporating the experiment and interactive processes.
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You will receive by e-mail your unique
data portrait based on your answers,
‘which gives you a reading of your
relationship between sustainability in
the fashion industry.

Figure 060: Digital application mock up.
By Mary Isabel Buenaventura.

#
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sustainable
fashion

?a:m X Jabavbre

sustainable
fashion

Figure 061: Brand collaboration mock up.
By Mary Isabel Buenaventura.
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4.2 Key Findings

The experiment #iamsustainablefashion was carried out for over 5 weeks
in the Fashion Revolution channels, with a total of 438 users. These key findings
and macro trends are a result for the experiment. The key findings allow for
insights about sustainability in the fashion industry today and allow for new

ways this method can be applied in the future.

Social Influence:

- Users recognize their individuality, but still relate to others (73.3%). Most people
do not feel completely different (13.7%).

- When purchasing clothing, all results obtained over 30%. These results are
interesting since users may find them all important, or may not know how to
distinguish the importance between them. The most voted answer was to buy
things | truly need (57.8%).

- Regarding behaviors of sustainability in the fashion industry, results varied
between being very concerned and unique (40.7%) and need improvement
because they don't know enough (32.9%). Very thoughtless and automatic
behavior and need improvement because | don’t care enough (both 6.4%) were
the least voted, which shows that consumers have some kind of worry between
their behaviors and the fashion industry.

- People 's behaviors are extremely likely to change if they see people around

them being sustainable (97.1%).
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Habits:

- Most people remember the last time they purchased clothing. | remember the
last time clearly obtained 52.4% and | have a vague memory but | can't remember
details 36.1%.

- When getting rid of a garment, most people give them to a friend or family
member (70.7%). Furthermore, 58.6% take the item to charity shops or repair
the garment (48.2%). A very small percentage throws the item in garbage bins
(4.5%).

- The current economic crisis is affecting customer’s buying decisions on
sustainable products in a moderate way (31.8%). 16.4% is not effected.

- Most people consider their habits relatable to sustainable fashion (56.9%), a

very low percentage doesn't (4.3%).

Individual self:

- Most users are from Europe, since the main channel was Fashion Revolution
Italia. If this experiment was repeated, a larger community would be necessary.
- Responsible & reliable and imaginative & creative have more than 40% of votes
in order to define the relationship they have with fashion. This contrast is very
interesting, and links back to the initial definition of fashion in the first chapter,
since humans use fashion as a tool of expression but there is also a need to
have a responsible relationship with it.

- People are mostly optimistic about the future (71%), interesting in relation to be
living in times of a pandemic.

- Most people prioritize their relationship to living by their values (60.3%) and
being a positive contribution to society (62.4%). Earning recognition is the least
voted by far (7%). These results are important in relation to sustainable fashion,

since it is a collective effort for the future that is lead by personal values.

Feelings and cognitions:

- Most people feel young (71.8%).

- 75.1% of users find that the amount go clothes they own is enough and that
they are grateful for it. This is interesting in relation to sustainable fashion since
most people realize they have enough clothing to live with.

- Users tend to have some trust (73.3%) on the fashion brands they buy from.
This may be to the fact that the question states to the brands they buy from,
which could imply they have more knowledge of the production process. It is
also important to note that the word some is also vague, implying there is still
room for distrust. Total trust was voted the least (13.5%) and no trust in the
middle (17.1%).

- Most people research (51.5%) or at least consider (49.5%) who made their
clothes. Only a small percentage (2.5%) has never thought about it at all. It is
important to mention that most people that answered this experiment were
users of Fashion Revolution Italia, so they have some relation or interest in the

fashion world.

Tangibility:

- Users hope that the future generations enjoy a cleaner environment (70.5%)
and greater rights and freedoms (67%). Most people don’t consider greater
opportunity for leisure (15%).

- In daily life, people mostly consider recycling plastic and glasses (73.3%) and
shopping ethically (64.7%). Buying fair trade labelling is the least considered
(23.9%). This may be the reason since the most voted options are the most
present and popular in society. Certifications and labelling are harder to
comprehend.

- Most people consider that fashion should tackle protection of the environment

(77.3%) and climate change (74.2%). Moreover, the other options in the
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Figure 062: Visualization key for all graphics
relating to experiment answers based in the SHIFT
method. By Mary Isabel Buenaventura.

experiment were also highly voted (global poverty 64.9% and gender inequality
44.1%). This could be interpreted as users found them all considerable answers
or they do not know how to differentiate them between importance.

- When purchasing clothes, users voted they would pay an extra price for fair
trade (64.1%) and organic materials (55.5%). Marked as 100% recyclable (48.1%)
and reduce pollution on dyeing (45.9%) received similar results.

- In tangibility, people consider recycling more, but wouldn’t pay an extra price
for it. However, people would pay more for fair trade, but consider it less in their

daily lives.

Bellow are the final figures of the experiment. Each SHIFT section is
shown though a bar graphic summarized by question that includes analytical
handwritten comments (see Figures 063, 065, 067,069 and 071) . Each question
also includes a graphic visualization based on data humanism (see Figure 062,

the visualization data key).
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Figure 063: Bar graphs summarizing questions related to social influence
(SHIFT method) with handwritten notes. By Mary Isabel Buenaventura.
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Figure 064: Graphic visualization summarizing questions related to social
influence (SHIFT method). By Mary Isabel Buenaventura.
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Strungly effectad

Siightly effected

Neutral

Not effectad

Are your current habits relatable to sustainable fashion?

ek g ol
wﬁmh

A
5“shmaﬂr Smm

Sometimes relatabla

Not relatable

Figure 065: Bar graphs summarizing questions related to habits (SHIFT
method) with handwritten notes. By Mary Isabel Buenaventura.
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How often do you
purchase clothes?

Which do you consider doing
when getting rid of a garment?
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Figure 066: Graphic visualization summarizing questions related to habits
(SHIFT method). By Mary Isabel Buenaventura.




Y
Ol
N

WHY DO WE NEED A FASHION REVOLUTION?

#AMSUSTAINABLEFASHION

INDIVIDUAL SELF: k€Y FINDINGS

Where would you call "home"?

432 responses lﬁ& U |f “kd
Norih America 22 (5.1%) / l‘ 1) u-d't mm

South America

2 (B.7%)

Central America 12(2.8%)
Europe
Asia 20 (4.6%) DS‘{'“‘
Ocsania 12 (2.8%)
Alrica

S

Which of the fellowing best describes your relationship to fashion?

423 responses

Responsible & reliable 106 (46.3%)

Reserved & introspective 93 (22%)

Ambitious & driven 67 (13.5%)

Imiagir crealive 190 {44.9%)

Compassionate & empathetic B8 (20.8%)

Courageous & adventurous 48 (1.6%)

| consider my views of the future to be: Q

liers are Mol

Ophwi ¢ e
hﬁr{.ft?\MIhn L8
telohon 10

424 responses

Oplimistic

Pessimistic 133 (31.4%)

0 100 200 300 400

Which of the following is most important to you?

426 responses

Tf,w lhm
m?lca&% m‘\f‘“ Mol 1Mgc\thl+ b-1
S, Prmr in oA

Achisving my goals
Eaming recognition
Having a commurity,

Living by my values

Being a positive cantri

Y|
Experiancing all that ife has tol 18 (27.7%)

Figure 067: Bar graphs summarizing questions related to individual self (SHIFT
method) with handwritten notes. By Mary Isabel Buenaventura.
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Where do you call home?

| consider my views
of the future to be...

. %z AL s
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o Which of the following wg
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relationship to fashion? -3
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N et

Figure 068: Graphic visualization summarizing questions related to individual
self (SHIFT method). By Mary Isabel Buenaventura.
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FREUNRS + (QGNTIENS

Compared to my actual age, | feel:

415 responses.

Mot poopht

Old 124 (29.9%)

Do you feel that the amount of clothes you currently own is enough?

41E responses
Yes, and I'm graleful for il
Yes. but | want mare

Mo, it ks not enaugh

Do you trust the fashion brands you buy from? Tot.l mﬂ, l.s .W{ I('j +

416 responses

Some trust

[ 100 200 300 400

Do you research about whe made the clothes you wear and buy?

e veleaaln
L{\ﬂtﬁ Fﬁfm Hank

aotwt wio ke

Yoour | do¥iats

| aiwalys research about &
| think about it but do not take
action

It has never ocedrred 1o me

100 150 200 250

%ﬁ’&m ngh&\mgf i

Figure 069: Bar graphs summarizing questions related to feelings
and cognitions (SHIFT method) with handwritten notes.
By Mary Isabel Buenaventura.
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Do you trust the fashion
~ brands you buy from?
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Figure 070: Graphic visualization summarizing questions related to feelings
and cognitions (SHIFT method). By Mary Isabel Buenaventura.
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TA’Nh\BILIT?f

I hope the next generation will enjoy in the future than | did.
427 response:

Better health and well-bsing 159 (37.2%)

Better sducation 196 (45.9%)

d{wnm env ronmunt
aqtua\ ngnts
doms w W

s’r uoed

A cleaner natural envirsament 1 (70.5%)
Grealer rights and freedoms
Graatar oppartunity for laisurs

Ecanomic securty 14T (34,4%)

200

Wosk people t{or-'-& vonsiea Leaswee -hime

m
m:ﬁuﬁc m\ullv\

wnd Khopplny !MMM.!L}.

Which envirenmental issue do you cansider most in your daily life?

422 responses

q\t Recycling plastic and glasses
ibo w / Buying Fair Trade labels
w\‘mw* Trying to reduce GOZ
“. d ﬁ\f’ 2 v Looking far organic materiais,

Trying to shop ethically

ATE (41.7%)

176 (41.7%)

170 (40.3%)

w&b’* XQE"M Shapping with human ngr-':nw:

Which of the following issues do you think fashion brands should tackle in order to reduce
their long-term impacts?

422 responses
Global powerty
Ciimale change
Protection of the environment

Gendar inaquality

Mio &4::104 of \fﬂ”#‘bﬂ“f""

When you purchase clothes, which of the following elements could attract you to pay extra
price?
418 responses

Marked as 100% recyclable

+ oot modonals

Q‘L ul\‘ QC’L' Use of arganic mta
@“ \lu &nﬁ Reduca pollution on dysing R md‘

TPN' !N”{ Moxt $ 14
. u Tar Slale b

rials

192 (45 9%)

Figure 071: Bar graphs summarizing questions related to tangibility (SHIFT
method) with handwritten notes. By Mary Isabel Buenaventura.
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Which of the following issues do you
think fashion brands should tackle in
order to reduce their long-term impacts?

*‘w " When you purchase clothes, which
oi the fallowing elements could
attract you to pay extra price?

Which environmental
issue do you consider
mast in your daily life?

'\*‘“ﬂ%
Al
qﬁ‘lﬂ < N{‘}‘ a'f‘"
w
o
% WM
(th- | hope the next generation will enjoy
Wﬂ“ in the future than| did

Figure 072: Graphic visualization summarizing questions related to tangibility
(SHIFT method). By Mary Isabel Buenaventura.
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4.3 Conclusions

This chapter presents the overall findings of the Master’s degree thesis

project. It demonstrates and reflects upon key findings of each section of the
Treme *
WHY Do WE NEED experiment, summaries the conclusions and the overall contribution of the
A PASHIsN REvoLuTion?

!

knowledge gained and limitations uncovered.

) The initial aim of the research was to create a new model of measurin
REsere i AVBTION © S )
sw AN A NEW MopeL ¥ I~ . ‘ . e . . . o
%o DEVELOPED To MONURE fi‘g’ Fitmsustainaklefoaion INSTTTion A sustainability in the fashion industry that combined both qualitative and
SMSTRINRBIUTY- N THE B . meTNERSHIP - . . : :
‘FMHHE' W Z THRT GomBINGS \3\% 2 DATR > i 7 quantitative data, representing the complexity of human behavior, the emergency
%&%' ‘z\éﬁg‘l}/wh?uwﬂmﬂve %%é EXPER MmN }P";\‘m‘"& * of the problem and possibilities for solutions. In order to achieve this, the
* e WMILEXITY OF HamaN paivioe| 28w REVOMTIOW ' . . ' _ 1 6 5
¥ THE TMERQENIM oF THE TRoBUEM S = fThn #iamsustainablefashion experiment was developed based on data humanism
¥ PO1BILITIS ol SOLUTIENS g = ST
/\\ thﬂl and the SHIFT method, targeting a human-centered platform for people to
mM¢
"‘wi" ot visualize their relationship to sustainability in the fashion industry. It was "
() . . . . z
\%\\,,m!“‘\ et Y“’*”Mh targeted to people that are interested in fashion: designers, artists, consumers, <
17 X
MULTIDISGITUNRRY  PRoJecT | brand owners and managers, etc. This is why | teamed with Fashion Revolution ¥ ,%_:
Italia in order to share and obtain users for the experiment (see Figure 073). 0 &
w<s >
. . : . . <
Figure 073: Master's thesis overview. By Mary Isabel Buenaventura. The research has addressed the need for an enabling system and tool % § %
0=2
to support users and other stakeholders (both design involved people and the =) ;
couw
public)inorderto facilitate sustainable fashion solutions through human centered E § &
== >
processes at the idea generation stages of the design process. The central 2 3 P
=a=

input for #iamsustainablefashion is to create awareness towards sustainability
in a personal approach. A new conceptual framework for sustainable fashion
design was proposed as well in order to backup the project, based on the Vogue

Talents project of Milan Fashion Week of September 2020.
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Figure 074: Master's thesis conclusions. By Mary Isabel Buenaventura.

The overall feedback from the participants indicated that the experiment
allows users to create more sustainable awareness and identified that taking
sustainability to a more personal level based on education plays an important
tole in generating new solutions. The experiment has helped establish
sustainability in the fashion industry as a core objective, and provided tangibility
for understanding, encouraging and communication based on a social media
network. These approached strategies encourage users to understand
sustainability in a more holistic view. Presenting the overall values of using the
experiment and method can be essential to encourage user engagement for
sustainable fashion design practices. A summary of the overall investigation

conclusions is indicated (see Figure 074):

1. Allowing an opportunity to handle the complexity of sustainable fashion and
develop personal and critical thinking.

2. Enabling the establishment of a crossing of different disciplinary fields,
including sustainablility, fashion design, data humanism, digital design and data
visualization, which allows a innovative and holistic view of design.

3. Facilitating discussion of sustainability issues in fashion design and triggering
thought of what potential or alternative practices could exist for the future.

4. Capability to generate new design concepts in fashion design with embedded
sustainability issues, such as visual graphics based on data humanism.

5. Facilitating design-led approach and awareness, incorporating visualizations
and future scenario building triggering personal creativity and design innovation.
6. Supporting the creation of dialogue and communication of shared
understanding within a group of people, between the users themselves and

different institutions (Politecnico di Milano and Fashion Revolution Italia).
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Sustainable fashion design is still not a well-established area and the
notion of sustainability and fashion design is shifting and evolving throughout
the time and context. This experiment provides a contemporary and specific
opportunity to understand how participants are relating to sustainability during
this time. Although sustainability should be embodied within philosophical
or ethical consideration through cultural movement, there is a requirement
of an enabling system that supports more informed decisions and creates a
new alternative solution for future design, in order to facilitate sustainability
as a cultural movement. As Madge (1997) defined green and eco-design,
the dominant design research in fashion and textiles has been focused on a
single environmental problem of the clothing life cycle. Although each stage
of a single focused environmental problem is an essential contribution and
equally important to sustainability, there is the need for significant recognition
of the system and interconnection as a whole. This experiment, based on data
humanism, helps people understand the need to take a holistic view.

This Master's degree project has enables participants to explore
unstructured and complex issues in sustainable fashion design and to develop a
systematic transformative model for facilitating sustainable fashion design. The
research has addressed the gap between theory and practice by incorporating a

theoretical framework into a practical level of a design led research.
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