



This text will be exploring the three key words; consciousness, regenerative and aesthetics. The aim is to explore each word with consideration of one another. To gather a better understanding of what environmental consciousness consists of and how being environmentally conscious can affect the way that we design and produce products/textiles. Which leads into looking at regenerative design and how this specific environmentally conscious method of designing can impact the fashion industry, as well as other production industries, with particular attention to industry waste. With the ethical production of textiles in consideration, the purpose of exploring the role of aesthetics in modern society, is to gather an understanding of the fashion market and how consumers respond to products based on their appearance.   

[image: ]To be conscious of the current environmental state, means to be concerned for, or at least aware of the impact that you are having on the environment around you (Oxford Dictionaries, 2019).  This is a practicality, in the sense that we cannot begin to try and come up with solutions, if we are not conscious of the environmental problems at hand. By making yourself aware of the warnings and concerns being discussed, you are equipping yourself with the information to start making better informed decisions, about your practice. These decisions, as a designer, can become quite complex however as, depending on the materials and processes being used, and how environmentally aware your practice has already been, you could have to reconsider every aspect of your production line. In particular, fashion designers should be moving towards being more environmentally conscious in their production, as so many different processes go in to making one finished textile design. Also, considering the rate that society goes through clothing, there is excessive waste, with “an estimated 1 million tonnes of fabric waste” (Bradley Quinn, 2010, p. 109) being thrown out to landfills every year. In addition to this is the fact that “clothing can take decades to decompose, all the while leaching deadly chemicals and harmful gases into the soil around it.” (Bradley Quinn, 2010 p. 109). These statements suggest how and why the amount of textile waste has grown so much; if the mass of waste takes that long to decompose, and that amount of waste is produced a year, the mass 
is growing faster than it is able to 
decrease.

(fig. 1 H&M garment recycle point)

 Not only that but, the longer the textiles take to decompose, the chemicals and gases they release could become, potentially, even more toxic as they mix with one another. From this information, it is clearer to see how important it is to, not only reduce the amount of waste that the textile industry produces, but to also consider how harmful the waste they are producing actually is. This means that members of the fashion and textile industries need to be particularly eco-conscious when considering components such as, where they source their materials from and how the raw ingredients, that make them, are collected and what processes they use on their fabrics to achieve their designs. This would allow them to gather a better understanding of how each piece will decompose, and how this will impact the environment.
 It is also important for designers to be conscious of their audiences; what their customers want. As environmental awareness grows and is spread, more of society seems to be veering more towards sustainable products, such as re-usable water bottles, to avoid single use plastics. A study by Neilson (2015), in their “Global Corporate Sustainability Report” states that “66% of global consumers say they’re willing to pay more for sustainable brands”. This suggests that it would be in a brands interest to maximise on their sustainable production, and advertise their environmental impact, as consumers do associate monetary value with environmental consciousness. Another reason for brands to start making consumers aware of their sustainable practice, is because there is not enough in-depth coverage of the environmental impact of certain products, materials and processes in the media or production advertisements. There could be more information provided on product labels, in online posts and in advertisements, about what it is exactly that makes products less environmentally damaging. If this information was provided it would be easier for the public to understand what is being done, or what could be done, to resolve the environmental damage caused by industrial production and waste. Although there are plenty of published pieces in sustainable design, as of this moment individuals have to use their own initiative to access this information themselves. However, as a society we do seem to respond more to hearing each-other speak up about global issues. For example, where there are protests or movements, and “campaigners” that “draw attention to the impact that textile production can have on the environment, recommending the use of the new production methods that reduce the industries carbon footprint” (Bradley Quinn, 2010, p. 109) the public, and the industries respond to it, because the news coverage makes the information so easy to access and allows for environmental awareness to reach people it may not have, without the “campaigners” (Bradley Quinn, 2010, p. 109) turning heads and drawing direct attention to it; it provides a starting point for discussion. Protests can also make people ask questions, about why others are so passionate about these environmental issues, which can lead to audiences seeking out more information about the brands that they use themselves. 
There is also the need for manufacturers to be conscious of how their products are consumed. Acknowledging the patterns in customer consumption is used to help fashion brand calculate the amount of stock required and to calculate their whole sale prices. At the moment however “the economic formulas many fashion conglomerates adhere to encourage over production in order to reduce cost per item” (Bradley Quinn, 2010, p. 109). This method of production, leaves unused, unsold, garments to be thrown away, creating unnecessary industry waste, in order to reduce sale prices. Where it was previously stated that more people are willing to spend more on products that practice sustainability (Nielson, 2015), this “economic formula” (Bradley Quinn, 2010, p. 109) is rendered unnecessary, as consumers will, in probability, still buy the brands products even if said products are more expensive, so long as they are made aware of the environmental damage that is being avoided, justifying the price increase. There are other potential ways to reduce the costs of production and products however, that could be found through finding alternative raw materials to make the textiles out of. This could be through using sustainable material options, or even regenerative design.

[image: ]“Sustainable design refers to the design process that integrates an environmentally friendly approach and considers nature resources as part of the design.” (Elmansy, 2014)
It’s difficult to tell when sustainable design started to be considered, as small sustainable elements seem to have slowly been introduced into designs. There have been many ‘sustainable’ materials realised, and developed, and systems put in place but, as stated previously, product waste is still a global problem. This is why some environmentally conscious designers have started to evolve the idea of sustainability (fig.2), focusing on ways to cut 

(fig.2 Trajectory of Environmentally Responsible Design)

out waste all together, by changing the raw elements they use to make their materials. This is being achieved through the development of ‘Regenerative design’.  
	Regenerative design aims to directly target waste by considering the fact that products will indefinitely produce waste, and that this waste should serve a purpose. As stated in the definition by the organisation Regenerative (2014) “A regenerative system makes no waste. Its output is equal to or no greater than it’s input … it uses as input what, in other systems, would become waste.” From this theory, it is suggested that regenerative design could allow for all design industries to make their products with little to no waste. In the case of a small amount of waste being produced, this would be due to materials such as metals, for example, that can be recycled directly into another product. If industries were to consider what elements of their products could be manufactured using a renewable resource, such as ethically sourced and collected plant life, entire industries could completely eliminate the majority of their company waste. The regenerative design thinking that could be applied to the fashion and textile industry, considering the amount of non-renewable materials still being used, could theoretically make waste levels drop substantially, on a global scale.
 According to research gathered by EDGE (2019) “Second to oil, the clothing and textile industry is the largest polluter in the world.” EDGE put this into perspective with global statistics that outline the environmental impact of the fashion and textile industry, that further confirm the previously stated statistics by Bradley Quinn, in Textile Futures (2010) where “1 billion tonnes” of textile waste is produced a year. It is important to note the way that EDGE (2019) have referred to the industry being a “polluter”, this suggests that the waste is not only vast, but poisonous and harmful to the environment (Oxford Dictionaries 2019). This is also corroborated by Quinn (2010, pg.109), as previously stated, he discussed the toxic gases released during the decomposition of fabric. These facts and suggestions all support moving forward towards regenerative materials, as the call for an alternative to the current textiles used in production, is no longer just about the mass of the waste, but the toxicity levels released during decomposition, that could be eradicated using the biodegradable regenerative textiles. 
Regenerative textile design is something that has already started to be put into production, with “manufacturers such as Nature Works and Cargill Dow polymers are developing polylactic-polymer technology that will make it possible to create fibres from renewable agricultural re-sources, such as corn or sugar beets.” (Bradley Quinn, 2010 pg109-110). These developments are particularly important as it is the polyester fabrics that would take longer to decompose. Polyester is composed of a blend of fibres and some of the fibres used to make it are extracted from petroleum, which is why it take between 20 and 200 years to decompose and is not biodegradable (Ashley Uren, 2018). Therefore, finding this regenerative replacement for polyesters, if used in mass production, will already remove one of the biggest textile polluters. There should also be emphasis put on ethical gathering of the raw materials and on the need to invest in the future of the plant life that the fibres will be derived from, to ensure that the supply can keep up with the global production demand. The designer should also consider that, once the textiles have been made, the dying and design processes applied to the fabrics must not then be harmful or toxic to the environment either. This is because the fabric will still need to be sold, and the appearance of the design is a factor in how well the textile will sell, so the way the design is applied should not contradict the ethical production of the raw fabric. The sale of the textile is essential to funding its own production. Therefore, the design and overall aesthetic of the fabric should still be appealing to consumers, as the aesthetic could be the main selling point, especially to the minority who are not inclined to purchase products based on ethical design.  

[image: ]Aesthetics in design are “a set of principles underlying the work of a particular artist or artistic movement.” (Oxford Dictionaries, 2019).  A brand having an aesthetic seems to act as an identity, for example, consumers will often recognise a logo or a colour that they associate with a brand and will invest in that brand, either for societal elevation or to follow trends. The aesthetic of a product or collection could also help you to estimate its price point or intended audience. For example, a more expensive, couture, brand will use more luxurious fabric, such as silks and velvets, and their designs may be heavily embellished (fig. 3); these are all materials and design elements that will make production more expensive, there after making the price point of said garment higher. This luxury aesthetic can make the garments more appealing to consumers. This proposal is supported by this             
(fig. 3 Dolce and Gabbana Haute Couture Collection 2018)

statement by Efer (2017) “the general aesthetic Ambience that the given product exudes or carries which often determines it’s [sic] marketability, profitability and success as a brand”. This implies that there is an emotional connection made between consumers and products. Especially with couture, their monetary value seems to elevate the products emotional worth to whomever owns it. This possibly comes through the societal views and values, that if you are wealthy and own expensive products, you are living a desirable lifestyle. 
There is an art to creating an aesthetic, and there are so many elements to consider, as a designer, when coming up with one for a brand. The first impression an audience has of a brand, intentionally or not, is what can cause an emotional response. Depending on this response, the aesthetic can be what draws in customers or repels them, before they’ve even become personally invested in further understanding the product. The reason behind the consumers emotional response is confirmed here by Papanek (2009, quoted by Efer, 2017, pg.187) “consumers are first and foremost human beings, with a body, soul and spirit and therefore would always be drawn to or attracted to products/ services that is in tune with their cultural, socio-economic preferences.” The other implications of this is that, consumers could also be veered from their own aesthetic tastes, by following trends that have been set by their societal culture.
From collecting this information, it could be said that designers, who are using regenerative textiles, could theoretically create a luxurious aesthetic for their brand to make regenerative fashion design desirable in the eyes of society. This would be useful in creating an identity for regenerative design, that society could respond to positively. The general aesthetic associated with sustainable fashion seems to be plain, neutral colours, with garments sometimes fashioned together in a simple shape (fig. 4). Although, through regenerative design, the ethical appeal of the regenerative fashion textiles would be the highest that it could be, there does seem to be a stigma attached to saying that a garment is recycled or sustainable. 


(fig. 4 Sustainable Textile Fashion Show, JP Yim /Getty Images)

 This has potentially carried on from after the industrial revolution, as wearing anything that looked as though it had been worn by someone before you could be viewed as “shameful and a sign of poverty.”  (Anne Savageau, 2019, p.58). However, it could be argued that consumers are more open to personalisation and repairing of your own garments, so the “thrifty” aesthetic is not as undesirable as it once was. The statement still confirms that there have always been trends set by societies expectations, and playing to these aesthetic expectations and desires could be a way to make regenerative textiles more mainstream, and increase eco conscious consumption of fashion.
	
The prominent importance being environmentally conscious in design, and how regenerative design is potentially the most eco-conscious production option, is so relevant to todays’ society that the questions to be formed on these subjects alone, are vast. With the further consideration of the role that aesthetics and branding have to play in the success of selling ethical fashion, the appearance of the products could be how to help push investment in regenerative design. The questions posed by this accumulative research are as follows:

How does importance of environmental consciousness compare with the aesthetic and emotional values of fashion, witnessed in modern society, and how can these values be utilised with regard to the marketability of regenerative textile design? 

Are there already success cases in regenerative textile design marketing, that can be developed upon by catering to societies aesthetic values?

Is there a marketable route to making sustainable fashion stereotypes desirable, through emphasising and elevating the importance of ethical design, with regard to waste reduction?
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