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Task 1 – Manifesto Writing  

1) Textile recycling should be law  

2) Fashion is an art form whereas clothes are a basic necessity.  

3) Fashion and textile production should operate in the most sustainable way possible  

4) As artists and designers we have a responsibility to protect the planet we take inspiration 

from. 

5) Fashion should be a promotion of diversity  

6) Sustainability is not a restriction, it’s an opportunity  

7) Your art is valid  

8) We would be nothing without art and design  

 

Three areas of exploration 

 

Fashion is an art form whereas clothes are a basic necessity. 

Definition of ‘Clothes’ : “Items worn to cover the body” 

Definition of ‘Fashion’ :  “A popular, or the latest style of clothing, hair, decoration, or behaviour” 

(Oxford Dictionaries)  

The definitions above suggest that ‘clothes’ are articles worn to protect and provide warmth to the 

body, whereas ‘fashion’ is something more expressive. The process of designing and constructing a 

garment is a craft. Hand-made processes of stitching, manipulating and embellishing require a high 

level of skill, whilst also thinking about the atmosphere it will create around the wearer. (Edelkoort, L. 

2015) The combination of concept and skill behind the creation of a garment can be likened to the 

creation of great architecture and paintings, highlighting it as an art. 

However, the hand-crafted art of fashion is slowly being lost as cost becomes more of a focus than 

quality. Brands will create low-cost versions of designer garments to sell on a high street level, 

however, the way in which these clothes are produced makes them disposable (Black, S. 2012). 

Consumers aren’t necessarily buying clothes because they need them, but rather because they want 

them to keep up with the latest trends, made easy by their low price and speed at which new items 

are brought out. (Biehl-Missal, B. 2013) 

  

 

Fashion should be a promotion of diversity.  

Social media has become a major advertising tool for brands. It has exacerbated the way we 

compare ourselves to others as we want to have every aspect of peoples ‘iconic’ photos. (Loureiro, 

C. et al. 2017) As much as we desire the clothes worn by others, the body wearing the clothes is 

often what we really want. Obviously, the appreciation of fashion as an art is lost here as the 

garments are only promoted on thin, white, able-bodied, cis-gendered beings, which isn’t a very 

broad concept. Art is meant to be rich, diverse, and colourful, but fashion brands often fail to 

achieve this, leaving a large majority of people feeling like they cannot be a part of the vision. (Omar, 

S. 2020) 
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A study by the International Journal of Retail & Distribution Management ‘The Impact of social 

influence, vanity and exhibition on consumer behaviour’ (Loureiro, C. et al. 2017) found that social 

influence is often more of a selling point than people individual desire, further demonstrating that 

consumers care more about how they look to others, meaning they dress and change their body to 

fit social beauty standards rather than embrace their individuality. Fashion brands should make an 

effort to work with models of all different ethnicities, body types, and backgrounds to celebrate 

diversity and demonstrate the art of fashion. (Omar, S. 2020) 

 

Sustainability is not a restriction, it’s an opportunity. 

It is widely known that the fashion industry needs a reform. Garment factory workers operate in 

unfair conditions for a low pay, and cheap choices of materials (Fletcher, K. 2014) and dying processes 

are having a harmful impact on the environment as well as promoting a ‘throw away fashion’ culture 

that is increasing landfill. (Black, S. 2012) Despite fashion being an art that is expressive and unique, 

the ease at which designs and concepts can be made into a garment currently, is not sustainable. 

Designers need to take on more responsibility by opting for more environmentally friendly fabrics, 

and therefore sacrifice the quick turnout of their garments. (Fletcher, K. 2014) The art of fashion will 

not be lost under the switch to sustainability; highly successful designers such as Stella McCartney 

have made changes, such as using organic cotton, she admits that it can sometimes pose as a 

challenge, but ultimately forces her to be more creative, which is what fashion is all about. (Black, S. 

2012) 
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Task 2: Observational Writing 

 

 

 

The key aspect of Semiotic analysis is identifying the ‘sign’ and highlighting what it signifies (Lomas, 

T. 2019). This idea is explained by many theorists including Charles Sanders Peirce (1839-1914) and 

Roland Barthes (1982). 

In terms of this Bic Razor advertisement I consider one sign to be the flowers. They are being held by 

the clean-shaven side of the man, creating this idea of ‘take home to mum’ as he appears more 

presentable; hair styled, shirt ironed, all of which can be considered ‘signs’. This is used as a selling 

point as it signifies that being cleanly shaven is more impressive, playing on the desire of men to 

attract and impress. The pattern in the background is also quite grand and sophisticated, again 

linking to this idea of being presentable. 

Rolland Barthes’ approach to semiotic analysis looks at the denotation and connotations of the 

signifier and signified, such as how your culture impacts how it is perceived. In Western popular 

culture, blue is the stereotypical ‘male’ colour, so is used here to help target their audience [men] 

and increase this idea of being masculine and needing to impress. Actually calling on the word 

“Men,” makes it sound like a formal addressment to all men, similar to propaganda used during the 

war to recruit men, making it seem like it’s their mission, again playing on the idea of masculinity.  

Barthes’ idea of ‘Myths’ also comes into play here as the advertisement is prying on the fact that 

men want to be a masculine as they could possibly be, when masculinity is a construct created by 

the media in the first place.  

Pierce (1982) split the idea of a ‘sign’ into three different classifications; icons, indices, and symbols. 

The right-hand side of the man’s smile would come under indices, as it has an obvious correlation to 

the fact that the advert is implying Bic Razors are a positive addition to your life. Icons on the other 

hand are less obvious aspects in the background that add to the signified, similarly symbols can 

include text and language (Lomas, T. 2019). 
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A semiotic analysis of surveillance advertisements by Hille Koskela (2014) discusses the idea of “the 

semiotics of danger” which links to the idea of brands using fear in their advertisements. The 

contrast between the left hand side of the image being messy and unkept, and the right side being 

smart and presentable creates a fear in men that they may not of before had; to keep shaven and 

trimmed in order to be more desirable. ‘Positive semiotics’ (Lomas, T. 2019) regards desirability, and 

is linked to positive psychology.   
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Task 3 – Practice based writing  

 

A ‘Circular Economy’ is essentially a system of ‘Reduce, Reuse, Recycle’ with an aim of minimising 

waste and greenhouse gas emissions from unnecessary production (STAHEL, W.R., 2016.) 

The need for a switch to more sustainable methods of manufacturing has become imperative as the 

destruction and pollution of natural habitats and therefore loss of biodiversity, is too big a cost being 

paid by the environment.  

A basic cotton t-shirt starts out as cotton growing in a field. To keep up with demand, pesticides and 

fertilizers are used on the crop (Zhang, Y. et al 2015). This highlights that even in the very first stages 

of production, there is an impact on the environment, as the chemicals used on the cotton will 

degrade the land overtime, as well as leach into waterways and become a pollutant. It also doesn’t 

stop there, vast amounts of water and electricity are used in the manufacturing of cotton, as well as 

toxic dyes acting as another water pollutant in both the production of the t-shirt and then every time 

it is washed on a domestic level (Zhang, Y. et al 2015).  

The environmental implications posed through the production of a basic white t-shirt is the same 

across the whole textile industry (Fletcher, K. 2014). This indicates that the relationship between a 

circular economy and a t-shirt is that the production of textiles needs to be slowed down, with more 

of a focus being on textile recycling (Subramanian, K. et al. 2020), in order to be more sustainable.  

My practise being in the realm of fashion and textiles means that there is a strong relationship with 

the idea of a circular economy, as I will suggestibly be a part of the life-cycle of a t-shirt. As a 

designer, I should have a particular sensitivity to the environment and world around us, as it is 

something I take inspiration from (QAA 2019). Hence it is my responsibility to ensure my practise 

operates in a way that does not harm it, a circular-economy approach could be a way of achieving 

this.  

I personally am very passionate about sustainable fashion, from both a consumer and designer 

perspective. The strong relationship between a t-shirt and a circular economy highlights that as a 

designer I need to operate in a ‘circular’ approach, and make my consumer aware of the importance 

of this, to have a positive impact in the bigger picture of protecting the environment. Above personal 

interest, making textile and clothing production more sustainable is an action plan of governments 

globally. One of the UK Governments approaches to achieving this is “Maximising Reuse, Recycling 

and end of life management” (DEFRA 2011) indicating that sustainable textile production is an 

official responsibility in my practise, as well as a personal one.  

Consumerism is a large drive in our lives, and brands recognise this, especially fast fashion brands. 

(Arnold, C. 2010) The average consumer of fashion has become accustomed to buying a new 

wardrobe every couple of weeks, which the brands make possible by producing garments at such 

low costs. There is however a growing awareness among consumers that these ‘fast fashion’ brands 

are having a detrimental effect on the environment (Arnold, C. 2010). With consumers becoming 

more sensitive to the environment impact of the clothes they buy, their needs are switching to 

sustainability. This reinforces the relationship between my design practise and circular-economy, as 

developing a brand that adopts textile recycling and an ethos of ‘reduce, reuse, recycle’ will be more 

appealing to my cliental.  
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