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Introduction 
This piece of writing will explore and outline what I intend to write for my dissertation, by using 3 keywords in synthesis with 3 designers and thinkers. Based on my research findings I hope to identify and propose a main question, with reference to key issues and current debates. The main theme in question is, sustainability within the textile industry, from high-end brands to high street retail. Researching what is being done today to achieve a circular textiles economy, and the true cost our own individual actions on the environment. Looking mainly at how the designer can use human emotion to create products of ‘lastingness’ catered to our own personal needs. Products created using new materials that are not only sustainable, but also contemporary and marketable to a throwaway generation. 
How to be a cherry tree
Consider the cherry tree: thousands of blossoms create fruit for birds, humans and other animals, in order that one pit might eventually fall onto the ground, take root and grow. Who would look at the ground littered with cherry blossoms and complain, “How inefficient and wasteful!” The tree makes copious blossoms and fruit without depleting its environment. Once they fall on the ground, their materials decompose and break down into nutrients and nourish microorganisms, insects, plants, animals and soil. Although the tree actually makes more of its ‘product’ than it needs for it’s own success in an ecosystem, this abundance has evolved to serve rich and varied purposes. What might the human-built world look like if a cherry tree had produced it (McDonough & Braungart 2002, 72-73)?
I would like to put forward the view that we could all be like this cherry tree, equally as individuals in our local environment and within the fashion industry.  Before we can go any further, let us established what is meant by the word ‘sustainable’ in this context. In his book Design Futuring Fry challenges the way we think of sustainability. By breaking the word down to ‘sustain-ability’ redefines what we think it means to be sustainable. It starts with us, and our abilities and action to sustain lives. Fry asks us to not only consider the ‘sustain-ability’ of nature but our knowledge, ideas and understanding (Fry, 2014). 
Sustainability 
Unfortunately for a long time the word sustainability has become a byword for ‘hemp-heavy bohemia’. However a new generation of young designers are turning this attitude towards sustainable fashion on its head, building brands with a more conscious approach to fashion at their core. They are leaving behind the negative connotations of sustainability and embracing change with boldness. No longer is sustainability just a buzzword; it is now an important factor for consumers and for young designers looking to establish a successful label. 
There are different ways to produce ethical fashion, and according to the Ethical Fashion Forum, they fall into three categories, social, environmental and commercial. Specifically tackling the following issues:
· Addressing toxic pesticide and chemical use, using and/or developing eco- friendly fabrics and components
· Defending fair wages, working conditions and workers’ rights, and supporting sustainable livelihoods
· Minimising water use
· Providing resources, training and/or awareness raising initiatives
· Protecting animal rights
· Recycling and addressing energy efficiency and waste
· Developing or promoting sustainability standards for fashion
· Countering fast, cheap fashion and damaging patterns of fashion consumption (Ethicalfashionforum.com, 2018).
In this piece of writing I shall be focusing primarily on the last three points of this list.
The textile industry is the most wasteful manufacturing business out there, for a number of reasons. It operates in an almost completely linear way; huge amounts of non-renewable resources are continually extracted to produce the products we love, which largely end up going to landfill or incineration. The damaging environmental effects related with fashion production and consumption are being increasingly recognised. Some strategies are currently in place, however, these are very much production-focused without reaching where the impact is highest. That is during the user phase and design phase.
‘The systems we rely on to make, sell and dispose of clothing are broken. We need to change the system by making fashion circular and eliminating the concept of waste’ (McCartney, 2018).
Overconsumption
Let’s take worldwide high-street fashion giant H&M, who state on their website that they want their customers to be proud of what they wear. Not only about how good they look, but also about the way the clothes are made and the environmental and social impact the garments have across their value chain. They say that sustainable fashion goes way beyond organic cotton tees. All year round, they offer many sustainable basic fashion pieces, trendy tops and striking eveningwear. Additionally, each year H&M launch the Conscious Exclusive collection. The collection comprises of high-end environmentally friendly pieces, aiming to move H&M’s fashion and sustainability development towards a more sustainable fashion future. They are committed to showing that sustainable fashion has a place on the red carpet as well as making it part of their daily offer in their stores. (About.hm.com, 2018)
Of course, this is only one example; nevertheless it proves that we as consumers have easy access to sustainably made, reasonably priced and readily available garments. So, what is ultimately holding the consumer back from purchasing a whole wardrobe of sustainable wear and keeping it? How important is sustainable, ethical and eco-friendly fashion really to consumers today?  In a survey commissioned by Green Peace last year, it was found that most consumers questioned said that retailer’s sustainability and eco-friendly credentials are important to them when making a purchasing decision (Hendriksz, 2016). However, data figures sourced from the retail research company ‘Global-data’ reveals that they are unwilling to pay more for conscious fashion, and would rather pay for more stylish fashion that gives them more value for their money (GlobalData Plc, 2017). Fashion retailers must find the balance between investing in sustainable and ethical practices in their supply chains and driving sales, as despite growing awareness, conscious consumerism is still somewhat of a niche market, with not enough people willing to pay more for sustainable fashion to warrant a huge company overhaul (Hendriksz, 2016). 
There is perhaps, an underlying problem other than the fact that people not able to afford conscious fashion. One that is so deeply entrenched in our everyday culture, that we sometimes cannot see it. It has been estimated that has estimated that shoppers in the UK own £10bn worth of clothes they do not wear. The anti-hero: overconsumption. Our addiction to the new caused Britons to send an estimated 235m pieces of clothing to landfill last spring (Buchanan, 2017). Some reasons why an object might be thrown away are because they are beyond repair, too expensive to fix and simply cheaper to buy new. In our western culture, the idea that something that functions, but is no longer new should be thrown away is so ingrained into us that no one dares to question it. The reason why overconsumption could be described as an anti-hero is that many find it hard to distinguish weather it’s a good or bad thing. 
‘Our man-made constructed environments are disconnected and unaware of other life and the planet (Harper's Bazaar, 2017)’. 
So why do we buy so much ‘stuff’ that we don’t need? 

Needs must
In addition to meeting the basic human need for protection against weather variations, clothing functions as a means of personal communication by which individuals express themselves through their clothing choices (Muthu, 2017). To some, this might even be recognised as an acquired human need. Nonetheless, the clothing industry of today has moved well beyond merely satisfying basic physiological and psychological needs, and the rise of fast fashion especially, has greatly altered clothing’s social and cultural significance. In particular, fast fashion has drastically shortened the clothing life cycle, with new styles quickly superseding [image: ]the old ones.
(Maslow's Hierarchy of Needs)

In Maslow's ‘hierarchy of needs’, the bottom three tiers: satisfaction of physiological needs, and safety and security needs is essentially a given (in the developed world). Now we are left with the upper three levels of social, ego and self-actualizing needs. These are the three that primarily drive consumer motivation. After we as human beings have achieved stability we then go on to enriching the look and feel of our lives by decorating our homes and adorning our bodies. Therefore it could be argued that pursuing fashion is merely the desire to satisfy our aesthetic needs and to stay up-to-date of what others are doing. We are suffering severely from a fear of missing out, also known as ‘FOMO’. 
Our fashion serves to illustrate our values, beliefs and the choices we make daily as individuals. In his book Eternally Yours: Visions on Product Endurance, Ed van Hinte states that consumers acquire and own things to give expression to who they are and to show what group of people they feel they belong to (Hinte, 1997). This self-actualizing approach to consumption provides a mirror that reflects short-lived existential signs, through which we might evaluate our individual existence in relation to our immediate society. It can be said that a single object cannot exist unless one half can relate to the other. This is implied in Rene Descartes' (1644) realisation, ‘I think, therefore I am’. The relentless forward thrusting of the self-actualizing consumer also poses a threat to existing trends that are no longer representative of the persistently evolving self. Therefore, waste is created (Chapman, 2008).
Durable design
Now occurs the problem of how the designer can work through the problem of waste. One way is through designing durable products, not necessarily physically hardwearing, but emotionally durable. Durability is an essential part of a society. Fundamental to the on-going use of a product or garment is its ‘lastingness’. Such lastingness may even work to slow consumption of replacement items; by extending the potential for satisfaction with existing pieces, no additional ones are required. Yet the relationship between enduring use and durability is currently overlapping. The repeated use of things, like clothes for example, is dependent on many factors. Speaking within the context of fashion, a set of psychosocial factors make a materials approach to durability a weak force in determining whether something continues to be used. 
How can people truly find riches, abundance and satisfaction within the limits of the things they already own? How can there be change in how people approach and use their garments. Our affluent lifestyles have brought increases in wellbeing, which is very important; but evidence and experience suggests that the ever-increasing current of new rewards can undermine our capacity to enjoy them (Fletcher, 2018). Now we are presented with the challenge of trying to pace consumption rather than maximise it. So how the designer will tackle this? How can we increase an items lifespan, not just through materials but also through emotion? I would suggest that one possible way of doing this is through ‘meaningful’ design. The concept of meaning is very complex and as a relational property, is influenced by the consumer's previous experiences, while also being highly context specific. So then, the idiosyncrasy that ‘meaning’ possesses could potentially present itself as a great opportunity for the designer to create individual, bespoke experiences, within the peculiarity and the sheer randomness of human emotion. As our emotional responses contribute to the very foundations of individuality. However, one might ask the question, why should we choose durable and emotional design over recycling? Recycling is not a one-stop solution to sustainable production and consumption. It consumes significant amounts of energy during reclamation, cleaning and reprocessing. In response to this, many are beginning to doubt that recycling might actually liberate consumer conscience and, in so doing, generate even more waste. It is suspected that eco-design may even be encouraging rapid discarding (Chapman, 2008). 
Conclusion
[bookmark: _GoBack]Based on the reading and research I have carried out, the question I will be discussing in my dissertation will be: How can designers use emotional approaches to highlight sustainability and impact the mainstream textile industry from high-end brands to high street retail? I will be exploring durable and emotional design further and expanding upon how these design methods can be applied specifically within the fashion and textiles industry. I would also like to touch upon how we both as designers and consumers can cherish the objects we own. Contemplating the notion of sustainability and product endurance through the psychological, nostalgic, and meaningful relationships we have with the material world around us.
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