


The role of the designer/maker in the 21st Century and how might this role change in the next 10 years? This is discussed with reference to two of the practitioners or thinkers, Mathilda Tam and Greta Thunberg.

The designer’s role in the 21st Century is dictated to by consumer wants as well as needs. They must contend with the Fast Fashion market which is a multi-billion-pound industry and 
contributes 5% to the economy. The 21st Century consumer expects to have a wide range of 
items in many shapes, colours and prices to choose from. They do not want to wait. They 
expect the shops to be full, plus have stockrooms full of backup. For this, is to not only design 
but to constantly keep up with social trends. For designers there are companies that are trend 
forecasters. Some of these forecasters will put together what they have researched into a 
book for designers and businesses to purchase. There are websites that are available to also do this. They cover things that they predict will be popular up to two years in advance as 
well add colour and fabric predictions. Designers will always have their own eyes open to 
popular social influencers, what popular Royals are wearing, as well as popstars and actors.  
Some influence will come from costumes on TV programs like Strictly Come Dancing and 
popular films of the day or period dramas and not forgetting music videos. They can also be 
influenced by art exhibitions or by anything that the public may have seen and liked. What 
people are talking about, and also, crucially, what is becoming unfashionable. 

According to (Tham 2015) designers use companies to trend forecast such as Promostyle, WGSN and TREND Union. They produce books, magazines and hold
seminars. Designers use these as tools to base their designs from. 

Neil Elliot, who used to work with WGSN as a trend forecaster, decided to start a website for patterns that businesses could choose from. The pattern designers work freelance and Elliot combines his trend forecasting knowledge to supply to his customers, who include M&S, Gap, Next, Urban Outfitters, Chilly’s, Nike, Dick’s Sporting Goods and Paperchase. Patternbank offers forecasting for up to two years in advance and is currently offering suggestions for 2022. They have trends that are broken up into categories of Spring/Summer and Autumn/Winter, with pattern style categories, as well as suggested trend colour pallets. As Surface Pattern students at UWTSD we have been working on a Life Brief as part of the degree.  The brief is to produce six new commercially saleable pattern designs to potentially sell through Patternbank. The information he has given us through his website is invaluable. We have been not only directed toward trend colours for 2022, but to the style of pattern wanted, such as Modern Monochrome Blow Up, Modern Art Deco and Modern Abstract Layer. This has been so useful as a tool to start from. Patternbank want to start their process towards sustainability and have decided to role some colour pallets over from summer to winter. 
[bookmark: _Hlk59567943]According to (Patternbank 2020) the pattern designer is expected to design patterns to be used as part of an online catalogue for use on fashion, interiors, stationary etc, in addition,  (H&M 2020) describe a designer or fabric print designer as working as part of a team; be expected to be dynamic and work fast; be creative; research trends; improve existing collections; be customer focused and to look out for potential opportunities to create more sales.  A major difference between the two is that Patternbank mainly freelance, whereas H&M use in-house designers.

 Stores will have statement pieces such as t-shirts and jeans and although these may be tweaked, they will be a staple part of the business. 
“A RetailX report had found that fast fashion would represent 10-20% of the total revenue share in Key European fashion Markets in 2019.” (Maguire 2019)
Items are mainly made by poorer countries where the pay and condition laws do not apply. Some people have been reported as working in horrendous conditions and are paid very little. This way the companies earn more from what they sell. Having the goods come from far off countries also means that it takes longer to ship back to the wealthier nations to sell. As fashion has had to keep up with the latest trends, retail companies buy these good in huge quantities to keep up with demand. People who cannot afford expensive fashion, and especially those on minimum wage and with growing families, will shop in the cheaper stores where items are stacked high. These stores are always packed with customers. 

It could be said that the cycle starts with the poor and ends up with the poor (to some extent) with the businesses making a fast buck in the process.

Retro and vintage is a fashion choice made by some consumers. The people who wear these clothes are looking to achieve a sense of nostalgia. Some want that kind of lifestyle too and some are thinking ethically about not buying into new trends and mass market. This kind of fashion makes these people have an individual look. There are some people who view fashion as best coming from the past because the items are usually better quality. The cut and quality is better because it is not made for the mass market as more time and care has been taken to make the garments. Nostalgia has a feel-good factor about it. Some people remember the past fondly as it can hold memories of a better time in their lives and can remind them of family or friends.
Retro and vintage fashion has become a trend all of its own and some companies have jumped on the bandwagon. Coca Cola (Reas 2020) brought out their original glass bottle. This also lends itself to the sustainability aspect as they are not using plastic bottles. This way they are appealing to both nostalgia and to the ecofriendly side of public opinion. 

 “The secondhand clothing industry has blossomed over the years and is expected to grow by 11% per year and become a $33 billion business by 2021” (Reas2020).      
Independent designers are catching onto this and are stocking up secondhand clothing to sell. They are researching what has gone in the past. 

War and shortage of textiles has in the past had a profound effect on what a designer could work with. During World War II cloth was not being made and therefore, the amount of cloth in an item of clothing had to be considered. Cutting as many garments out of a role of cloth was key and so fashions had to change to make this work. After the war and into the 1950s skirts became full and fashion branched out again. 

Designers in the 20th Century have also had to consider body shape changes as women’s figures have altered due to the affect of societal changes like war and rationing. 

According to (Petty 2018) during the Second World War fabric was scarce, women adapted men’s suits into outfits for themselves. Rationing meant that women became thinner, although women at the time didn’t want to look too thin as they would look like they were starving. With the 60s, culture changed and suddenly looking too thin was advantageous, especially for Twiggy who personified the new boyish shape. The perfect shape of women has been changing for hundreds of years and this is also something that designers have had to consider. 

(National Geographic 2020) say that ICPP reports global temperatures cannot rise more than 2.7 degrees F without disastrous effects. To reverse the effects, it needs to drop by 7.6% each year.

The designer’s role needs to change and in the next ten years they must start thinking more ethically. To do this they need to think outside the box and find new ways of working and reconsider who they work with. There needs to be a chain of sustainable thought throughout the fashion community. Research is key and although designers have always used research as part of the process, they will be looking for best sustainable practices and the best people to work with. Making new teams of changemakers to collaborate with. 
Knowledge of the changes that need to be made is key and probably the hardest part of all is taking that leap of faith and standing up for their principles. Designers are not bad people, they care about the environment and the damage that the fashion industry has done to the planet over the years as much as anyone else, but they have been stuck in a flawed system for so many years, with society and big business making the want so big that no one would listen. People are not only listening now but calling designers out on their bad practice and damage to the Earth. Conditions and pay for the workers that make the garments must change and designers should make sure that their designs do not have anything to do with non-ethical companies. Again, this is down to both research and asking the top decision makers difficult questions.  To stand up for rights for others and questioning the way things are produced is part of a duty of care that must go through every link in the chain to get the product from the designer’s page to the finished item.
 
[bookmark: _Hlk59569479]According to an article on Li Edelkoort’s The World Hope Forum (Fairs 2020 )her Manifesto says that  living in a world where Covid 19 has made customers and consumers rethink their overindulgence in consumerism and travel. Society has come to realise that they can live without such indulgence. It has been a way for society to take time to contemplate how much they have taken for granted and how much damage they have done to the Earth. Designers have had to think outside the box and come up with different ways of doing so many things to keep their businesses and the economy going. This means that people have become more open to change and to consider all that we have done. It has made society realise that they cannot continue the way we have been. When things go back to normal, society do not want to go back to all that it was, but to sustain this forward sustainable way of living. Our fast-paced society where we keep buying new and not consider how much we throw away. Designers need to design and work around these ethics to sustain people’s new willingness to consider the environmental impact that we are making on the world. Fast fashion must become a slow based fashion.

In conclusion according to (Mathilda Tham 2020), although there has been a great deal of work and new thinking that has come from these great changemakers, it is not enough to make the difference that is needed. Customers are still buying into fast fashion. If there is a need and a want that is being delivered at rock bottom prices and if there is still poverty in our societies at both ends of the scale, it will carry on. 

As long as we have on one hand, factory workers in the poorer countries that have no choice but to work for a pittance to feed themselves and their families and on the other people in society living below the poverty line trying to do their best for their families whilst Big Business is making a lot of money keeping the fast fashion industry going, things are never going to change. 

New laws are needed to make it illegal to work in these conditions and to make an eco-friendly, sustainable way of producing before things will change. People should never be expected to live below the poverty line. There is not enough money in the economy to sustain it.  Trends and fashion can be used in a different way. Influencers and trend forecasters can make it fashionable to buy ethically, to buy second hand and to make it frowned upon to buy into fast fashion. 
Upcycling and hand made with eco-friendly raw materials can become the new fashion trend as well as buying retro and vintage clothing. Film and video can help with this in the clothing that is shown and how wonderful historical outfits can look. Who is to say what is fashionable? Customers and consumers should stop being dictated to and told what they should wear and what is or is not fashionable. The best trend setters are people themselves, there is a lot of creativity out there and they should have a far bigger say about what they wear and the journey it takes in its making.

Designer and thinker Mathilda Tham has become an activist in sustainability in fashion. Although many would agree with her wise words she is being treated as a problem, she is being met with ridicule, avoidance, irritation and anger (Tham 2015). Tham has worked tirelessly for her cause and created a collaboration of similar thinkers called CFS (Copenhagen Fashion Summit). 

[image: Greta Thunberg]
Image 1 Greta Thunberg Swedish activist

Society sat up and took notice of Greta Thunberg because she was a child activist who by refusing to go to school forced us to listen to her view on what people are doing to the world. Being Autistic made her both determined to make us listen and to tell it to politicians and world leaders exactly how she sees it and how she feels. Her anger and frustration about these issues are palpable. The many political leaders in the audience laughed at first at this little girl before considering her speech. They soon stopped when they listened. 
 According to (Britannica 2020) Thunberg was invited to speak at:
· The World Economic Forum in Switzerland
· European Parliament 
· A UN Climate Event

The UN climate event was in New York in 2019. Thunberg travelled there by a yacht that was free of emissions because she refused to travel by air due to the huge emissions aeroplanes give out. When she spoke at the event, she is quoted to have said “You have stolen my dreams and my childhood with your empty words…We are in the beginning of a mass extinction, and all you can talk about is money, and fairy tales of eternal economic growth. How dare you!” Soon after millions of people in 163 countries marched protesting about the same issue. 
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