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Question 6: get out of jail free card: extending the lifecycle of clothing.
In this paper I discuss fast fashion and the impact it has, asking the question of how we can extend the lifespan of our clothing (which is also applicable to other products). I touch on the phycology of why we buy, discussing consumerism and some advertising techniques that brands and companies adopt to persuade the consumer to buy products. I also suggest some options for prolonging the lifecycle of your clothing and question why these techniques aren’t used more often in contemporary society. I also discuss second hand shopping, the best way to go about it and its true impact. Does it actually make a difference?
Fast fashion is the term used to describe “the rapid production of inexpensive, low quality clothing”.  (Keller, 2025). From the consumer’s point of view fast fashion describes mindlessly buying these low quality products and disposing of them as soon as they are not of use or when they inevitably get damaged because of way they were produced. People develop the mentality of disposability  because of the low prices of their clothing when it comes to buying, if it breaks it feels less like something is being lost because it was so inexpensive to acquire in the first place. Because of this mindset “an estimated £1 billion of clothing goes to landfill each year” (Balch 2013). The current discarding and replacing mentality that people have because of fast fashion brands is greatly different from the 1940s when the make do and mend campaign was introduced “to support the governments rationing programs” (Guy, 2013). People are influenced to believe that “purchasing and discarding objects are forms of freedom which override saving and repair” (Brooks, 2015) and repairing things, especially garments has become a lost art in the present day. 
Contemporarily, people don’t often think about where the clothes they buy end up or come from when in the midst of buying, it is commonly known that big brands ,like Zara, H&M and ASOS, don’t make their products ethically but people still buy from these big brands. An example of unethically manufactured products is the online store Shein which  “has and estimated 88.8 million active shoppers” (Curry, 2025) but is one of the most known brands for running sweat shops and treating the employees unfairly. Unethical treatment of employees is a common occurrence surrounding such large operations, with employees getting severely underpaid and “a number of staff working excessive overtime” (Bicker, 2025) with hopes of receiving a living pay. 
Why do people buy these products when they are made in such horrible conditions? Why do people buy from these large companies if the clothing is often low quality and continuously damaged? A big factor of why we buy is consumerism. “Consumerism suggests that increasing market-driven consumption improves happiness and well-being by acquiring goods and services” (Hayes, 2025). Buying things makes people feel fulfilled in the current day and it is proved that “dopamine, serotonin and endorphins are […] chemicals our brain releases when we engage in behaviours like shopping”(Albers ,2024). Though the conception that you have to purchase a product to release these chemicals is not only because of consumerism, marketing plays a big role in the reason you buy things and why you, as a consumer, are more drawn to purchasing the product.
 I would say that the most unnoticed influence of buying for the consumer is advertisement, advertisements are everywhere you look weather you are on a walk or scrolling on social media it is inevitable that you see an advertisement. “Advertisements often present a problem and position the advertised product as the solution.” (Nicholas, 2024) this advertising strategy is prompting consumers to almost excuse their purchases because they see it as a necessity after being influenced by the problem-solution advertisement. Many advertisements capitalise on peoples insecurities and exploit the fact that they may be self conscious about something. The advertisements pose the insecurity as the ‘problem’ whilst they pose their product as the ‘solution’ “subtly suggesting products can fix perceived flaws” (Cousins & Zalweski, 2025)
With social media being so present in people’s lives problem-solution ‘advertisements’ are also apparent in social media posts that are not purposely an advertisement or a sponsored post, something that looks good or convenient to have will become a sought after product. The person who influenced the trend may not have intended on that particular outcome but “our attempts to influence don’t require our conscious consent.” (Lickerman,2015). Similarly being influenced can be something that takes no conscious effort at all, you may simply be attracted to the product that you see. With shopping online being so accessible the consumer sees no reason to not purchase what they desire, especially if they believe that it will be convenient and helpful to them.
Many of the products and styles that become a trend are predicted by brands, especially fast fashion brands like Uniqlo and Mango these companies and brands often use consumer insight to create products that will be profitable, they do this by “visualising the future through the eyes of the customer [and getting] insight into the way they think, feel and behave for years to come.”(WGSN). Doing this maximises the amount of customers who buy the products. It also ensures that the products will be in line with what is being circulated and trending in the future, again maximising consumerism. 
“The appeal of a a trend is the need and want to ‘fit in’ with society” (Price, 2025) and many people believe that to do this you need to be able stay up to date and buy the products, garments and accessories that are circulating trends. The cheapest way to do this is to shop via fast fashion websites but “to keep costs down, fast fashion brands frequently use low quality, synthetic materials” (made free, 2024) which are prone to getting damaged quickly. There are so many ways to avoid these garments and products from going to waste, from the beginning it is advised that you reduce the amount that you buy. Consider how much you need the product and if there is something similar that you already own that would be suitable for the items intent.
Repairing, altering and redesigning your clothing is another way to extend the lifecycle of clothing. This is something that can be so simple to do, people are so fast to throw a stained or damaged garment away but there are so many techniques that can be used that can give the clothing a new life and make it more unique and suited to you. “Beyond that, taking time to repair our clothes is also about learning to value and fall in love with them again” (Chan, 2021). One of my favourite types of repairing clothing is visible mending which is “a method to mend clothes in a way that keeps the repairs visible” (Rice, 2024) such as patchwork, appliqué and sashiko. Mending clothing doesn’t need to be so creative, sewing a button on or closing and repairing a tear in your garment is also extending its life and making an impact. “These activities require a similar amount of competence and the motivations for doing them can coincide, being somewhere between leisure and a chore” (Holroyd, 2015). Today the majority of people view these activities as a difficult task which requires a lot of equipment and skill so they either don’t even attempt to up-cycle their clothing. Consumers are often tempted to take their clothing to professionals, such as altercation and repair services and tailors. “We need knowledge of what can and should be done at home and when it is desirable to use professional actors” (Laitala & Ingun Klepp, 2018) because people believe that taking their clothing to a professional is cheaper and easier to do than fixing it themselves. Due to its accessibility I understand why people would be drawn to using these services, especially if the repair requires a sewing machine, though it is not always necessary to do so. Regardless of how people repair or remake their clothing taking this action has environmental impact due to the lifespan of the consumers wardrobe being extended. 
Another way to extend the lifespan of clothing is to buy them second hand and there are so many ways to do that, from charity shops to car boot sales and online second-hand shopping. My go to way to buy second hand is a charity shop because “charity shops selling mostly second-hand goods are ubiquitous on the British high street, numbering 10,200 across the UK”  (Payson & Fitton, 2024) so it is an accessible option for me. Buying second hand gives textiles a chance for another life and gives people the opportunity to buy better quality clothing than what is available when shopping with fast fashion brands at similar price points, sometimes even cheaper. Many people prefer charity shops because it allows you to get a feel of the item you’re interested in, also allowing the possibility of trying garments on, “As online shopping has become more accessible and convenient” (Huang, 2008) second hand marketplaces have become increasingly more popular. This brings a larger market to second hand shopping as well as selling which is positive because of reduced waste and prolonging the lifecycle of the clothing that would have likely been thrown away by the seller. Unfortunately second hand online marketplaces such as Vinted, Depop and facebook marketplace pose a threat to the “quality and quantity of donations” (Downes, 2024) given to charity shops. People prefer the convenience of online stores such as Vinted and Depop because it takes less time to find what you are looking for and you do not need to leave the house, making it more convenient. Often people are looking for a certain item from online marketplaces and you can’t go to a charity shop wanting a something specific because, unlike online marketplaces, there aren’t curated products or garments at a charity shop. Consumers are also driven away from charity shops because of the stigma created. Many people believe that the clothing in charity shops are ‘dirty’. This could be because they see things like “fly-tipping at shop front doors and bags being dropped off outside overnight, regardless of the weather” (Gilmore, 2025) leading them to believe that online shopping is the better option.
To conclude, the severe impact that fast fashion has on sweat shop workers, with children and women having to “suffer gruelling workdays and meager pay that does not cover basic expenses” (Nguyen, 2022), is not worth the convenience to society of having clothing to consume. Fast fashion is also “responsible for 8-10% of global emissions” (Stallard, 2022) so the environmental impact and factors are another massive negative to buying from fast fashion brands. Many people think that it is excusable to purchase from fast fashion brands because it is normalised and convenient, but this is not the case. If consumers became more aware of the negative impacts of fast fashion they would feel a lot more conscious when buying. Instead of buying from brands like shein and Zara I recommend charity shops and online second hand marketplaces because these are open year round (unlike flea markets or car boot sales) and you are still able to get cheap clothing that is often better quality than fast fashion clothing. “Buying second hand helps to reduce the demand for new clothing to be produced” (Rice, 2024) therefore reducing emissions and the amount of clothing that ends up in landfill. The consumer is commonly drawn to buy products because of marketing strategies and advertisements, “ we are in a golden age for advertising effectiveness” (Carroll, 2024) due to consumers being so influential. If charity shops advertised their stores similarly to how online marketplaces people would be more inclined to buy their clothing second hand from charity shops. Buying second hand extends the lifecycle of clothing because it is not getting discarded and sent to landfill. There are also other ways that you can extend the lifespan of your garments which include reducing the amount of clothing that you buy. Reusing garments, wear them for as long as possible, then you can reuse them as a patch for a hole or repurpose it into something else. Repair your clothing when it breaks or stains, it is easy to sew a patch onto a garment, you can personalise your clothing this way too. Shopping second hand and repairing your textile do increase the lifespan of your clothing and this reduces your emissions by displacing the need for new production and reducing demand for fast fashion brands.
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