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Introduction

· Breakdown the word fast fashion
· The new world of fast fashion 
· What does fast fashion mean?
· Why is fast fashion present?  consumerism, convenience- role of the 21st century person who wants things quickly



Conclusion
How this links to practice based project.





Will the rise of digital fashion help end the environmental impacts of fast fashion.



Chapter 1 – Environmental impact of fast fashion.

Fast fashion is inexpensive clothing produced rapidly by mass-market retailers in response to the latest trends and is the industry standard way to mass produce cheap and normally affordable clothing items (Oxford English Dictionary, 2024). This idea was first coined in 1990 by the New York Times in an article about a retailer wanting to design and produce clothing in only 15 days (Birch, 2023). Although this concept has been around since as earliest as  Although this initial idea of wanting to produce more designs for consumers to buy faster might have been harmless it has sparked a huge ever-growing industry that has caused more damage to our planet than good responsible for 8-10% of global emissions (Stallard, 2022). Fast fashion slots perfectly in place in the world economy today. The consumer class is rising around the world with new markets opening, adding between 110-130 million new consumers every year (World Data Lab, 2024). 	Comment by Donna Williams: Re word this section as does not make sense?	Comment by Donna Williams: Than good? …explain

  The world today is connected through the internet making it easier than ever to promote the need for consumers to buy the newest collection. Fashion brands such as Zara pride themselves in designing collections every two-three weeks (Jordan, 2024) but this is simply not a sustainable model to live by as with more production comes more waste with over 92 tons of waste produced per year (Niinimäki et al., 2020) The worst offender of fast fashion waste far outperforming its competitors is Shein. Founded in 2008 the fashion retailer skyrocketed to the top spot of the top selling fashion retailers and by 2022 accounted for one fifth of the global fast fashion market (Masters, 2023) dwarfing the next offenders Zara and H&M. And with being the top producer in the market comes with deep environmental damage, responsible for 6.3 million tons of CO2 emissions yearly from the 35,000- 100,000 of clothing produced daily (Greenmatch, 2024). but the dangerous effects of fast fashion clothing also comes from within the clothing itself, and Shein is guilty of using harmful chemicals to mass produce their cheap garments. In a 2021 investigation by Canadian Broadcasting Corporation, found elevated levels of lead, phthalates and polyfluoroalkyl substances (PFAS) (Insider, 2022). These chemicals which have been linked to health problems have been found in clothing for children and adults including maternity clothing. Although these chemicals are used in low levels, exposure over time can lead to serious health risks including asthma and kidney damage. Fast fashion isn’t just affecting our environment but with potential effects to our health is the current fast fashion model still worth the risk for cheap garments. These risks affect poorer people more as companies such as Shein produce street fashion and are trend setters using social media to create micro trends and consumers can buy at the fraction of the price.	Comment by Donna Williams: Questions if it is a sustainable model….etc

Mico trends are short lived that develop in specific markets characterised by being renewed at a faster pace than macro trends (Arimetrics, 2024). Trend cycles is how fashion evolves over time with trends typically lasting between 5-10 years on average but with fast fashion now being the industry standard trends are becoming shorter with the average life of a micro trend being between 3-5 years or in some extreme cases weeks or months (Hertantyo, 2023). Fast fashion brands will utilise social media and influencers to promote these trends to young impressionable consumers who want to look like their favourite content creators. micro trends promote a culture of wastefulness and over consumption making consumers and want more and being content with throwing clothes away as its only make from cheap materials (Reed, 2022). Tom crisp, the leader of the sustainable fashion course at Falmouth university says, “The trends prey on our insecurities about the way we look and feel,” he says, “encouraging us to consume more in order to stay on trend.” makers of fast fashion are using the micro trend model to pray on young people insecurities of wanting to fit in with the crowd and with the rise of social media its easier than ever to sell when consumers feel the psychological pressure to buy the next trend (Copestake, 2024). 
Micro trends set a carefree attitude around clothing items, and the effects aren’t normally seen firsthand by the consumer often the clothes. 

Fast fashion as more impacts on consumers brains than you might realise, and the different effects fast and slow fashion have on our minds goes down to a hormonal level. When slow fashion is purchased the brain releases endorphins, this hormone is associated with long-term gratification and intrinsic pleasure. Helping to relieve anxiety and dissatisfaction from transient desires (Cabanac, 2002). But the purchasing of fast fashion releases a different hormone dopamine, which is associated with short term satisfaction and immediate pleasure (Cabanac, 2002). These two hormones have an influencing effect on an consumer’s behaviour and consumption patters in purchasing slow and fast fashion. When customers buy cheap clothing items dopamine is released giving a short and immediate effect of pleasure from purchasing it. But this feeling is short lived, driving consumers to buy more to relive the same feeling. Which leads to over consumption and a need to fore fill the thrill repeatedly. This is an essential feature of the fast fashion model with new clothing lines being produced at a low cost, fills the excitement of its customers, filling the customers desires for fashion instantly and affordably. This repeated experience reinforces the idea to consumers that buying leaves you with an immediate thill and feeling of happiness. 

The dangerous fast fashion has been by highlighted Greta Thunberg an environmental activist. Thunberg rose to fame in 2018 with her “school strike for climate” protest outside parliament in her native home of Sweden (BBC news, 2024). Thunberg is paving the way of the new generation of climate activists and isn’t letting the fashion industry off lightly. In 2021 she appeared on the front cover for the first issue of Vogue Scandinavia in this issue she told fashion brands they needed to take responsibility for the environmental impacts of their products (BBC news, 2021). She later tweeted about the article calling for a “system change” and in the fashion industry and accused some companies of making “greenwashing” ad campaigns. Thunberg recognises the fashion industries clear environmental problem and little to no efforts to change its fast fashion format. Brands might claim to make products from recycled materials to help themselves look more ecofriendly. This might be true however deeper action needs to be taken.

In Dhaka, Bangladesh rivers are turning black from pollution and dyes leaking into the water ways from garment factories. The water is so polluted no fish can live there anymore Abdus Salam a local resident of the area expressed in an CNN interview that “the water is so polluted that our children cannot have the same experience” referring to wishing in the river (Regan, 2020). Most of the clothing made and dyed in Bangladesh will end up in Europe of north America, with the items not even sold in their country of origin. Fashion is responsible for up to one-fifth of industrial water pollution, thanks to weak water regulations in many countries like Bangladesh (Regan, 2020). But this and cheap labour entices fashion manufacturers to move production to these regions so more profits can be made.
 

Chapter 3 – The history of digital fashion.[image: ]
Fig 1 – Kendall Jenner  wearing digital dress

Within the history of human technological advances, the emergence of digital fashion is fairly new, only appearing around the 2019-2022 Covid pandemic (Boughlala & Smelik, 2024). Due to the enforced lockdowns, entire populations of people had to stay home with their only means of connection being the internet (Stewart, 2020). This meant extended periods spent on the internet, skyrocketing the online ordering trend and expanding into designing for the digital world, as this was primarily the main engagement with the world available at that present time. Digital fashion (See figure 1) refers to clothing items not made physically but digitally, including NFTs (non-fungible tokens), avatar clothing, and gaming skins (Doyle, 2022). Thanks to the invention of AR (augmented reality), users are able to integrate digital items into the user’s real-time environment. With the invention of VR (virtual reality) headsets (Gillis, 2024), users can now showcase the creations made on real-life bodies in real time. This concept is relatively new and has only been possible to come to life thanks to the internet shifting into a new era called Web 3.0. Back in the early days of the internet and video gaming industry digital fashion was prevalent in its primitive form. As technology has evolved, so has digital fashion, but at first, the concept was simple and very different. Web 1.0 is the term coined to describe the first generation of the internet. Web 1.0 was the infancy of the internet where all you could do was read and gather information (Choufan, 2022). Users online couldn’t interact with content, and fashion brands were limited in the ways of trying to branch out online. At first, in the 1980s, the fashion industry failed in trying to engage with its customers because the internet was too new, and the use of dial-up and lack of funding led to its early downfall (Crewe, 2013). But this initial failed attempted of digitising the fashion industry has had an ever-lasting impact felt today more than ever (Crewe, 2013). Although the industry had a rocky start, the development of e-commerce (the trading of goods and services online), online marketing and direct-to-customer programmes laid down the foundations for the digitisation of digital fashion as it is known today (Boughlala & Smelik, 2024). 
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Fig 2 – Habitat game

At the same time this was happening the gaming industry was also starting to explore new ventures for their video games. In 1987 Lucasfilm created Habitat the world’s first open world game (see fig 2), where you would travel around talking to your friends and exploring. Players were also able to design their own character, with clothing options marking the first time a game provided options on how the character looks. 
Although Habitat did not leave an ever lasting impact upon the gaming world, the game was a pioneer in the world of ‘create your own character’. This game was also the first documented case of adopting the term avatar (Dionisio et al., 2013). The term was coined to describe the transition from human to digital body. Although avatars today look very different, this game was an evolutionary starting point for the development of digital fashion as avatars and their outfits formed a crucial role from the player’s perspective. When digital fashion first started to appear, it presented itself like in Habitat; the concept of having a character already built in the game but you just change the outfits it wears at first. These were subtle changes but as time has gone on the possibilities have become endless. 

Within the 90s the web started to expand even more and fashion brands finally got a grasp on how to expand their markets online with ordering and viewing clothing becoming more normalised as more and more brands digitised themselves (Crewe, 2013). But it was still the gaming industry that was pushing the development of digital fashion concepts (Carr, 2023). As the 90s came to an end and the 00s started the digital world evolved in leaps and bounds thanks to new technologies and the invention of 3D rendering. Games such as Second Life and The Sims (see fig 3) significantly advanced the concept of open-world gaming by enabling players to utilise avatars, which they could customise in ways that many individuals had only previously envisioned in their real lives. 
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Fig. 3 – Sims clothing options 

Nonetheless, it was the game Fortnite that truly elevated the standards and illustrated the substantial potential for profitability in digital fashion. In 2021, Epic Games, the developer of Fortnite, disclosed that they had generated $50 million from the 32 uniform skins representing NFL teams (see fig 4) available in the game (Tassi, 2021). 

[image: A group of people in football uniforms]
Fig 4 – Fortnite NFL skins
Remarkably, this figure did not even reflect Fortnite's top-selling skins. While Fortnite typically refrains from disclosing its overall earnings, it is reported that the Marvel skin packs within the game have generated revenues amounting to twice that sum. The financial success is apparent, prompting fashion houses such as Ralph Lauren, Balenciaga, and Moncler ( see figure 5) to pursue opportunities within this burgeoning market by collaborating with Fortnite to design their own skins inspired by their respective fashion lines (Schulz, 2022). However, this was not the sole approach through which fashion brands began to explore the digital realm. 
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Figure 5 – Ralph Lauren Fortnite skins

In 2022, The Business of Fashion and McKinsey & Company reported that by 2030, fashion companies will double their investment in technology to keep up with the vastly encroaching digital world (Amed et al., 2022). This report highlights where the future of fashion is heading and how brands are trying to utilise and invest in this new market. Brands are already making millions from digital collections. In 2021, Dolce & Gabbana auctioned off a 9-piece collection of NFT clothing for $5.7 million (see figure 7), with the most expensive item sold being The Doge Crown (see figure 6), selling for $1.25 million (Thomas, 2021). Consumers and brands alike have a clear interest in buying digital fashion not only for owning one-off pieces but also as the products work essentially as NFTs the value can increase over time. Unlike other NFTs, you can wear these items and showcase them on social media, raising the digital product profile. Its not just 

[image: ][image: ]              Fig. 6: The Doge Crown                                    Fig.7:Dolce Gabbana digital clothing line

[image: ]existing fashion brands launching virtual clothing lines however, as companies such as Dress X only cater to the virtual fashion world. Platforms like the Dress X app allow 3D designers and fashion brands to widen the scope for what is possible with designs, as there are less limitations than with physical fashion (see figure 7). It also broadens the consumer markets for high-end brands to sell more affordable ranges to consumers 
Fig. 7 – DRESSX app
who want to buy products but can't afford them. For customers that regularly purchase fast fashion products this would be a great alternative environmentally as digital fashion leaves a reduced 97% carbon footprint when designed with no water usage or microplastics being produced (Foundation, 2021).

[bookmark: _Int_EM4d5EXM][bookmark: _Int_TozIPU8d][bookmark: _Int_s8eAzpYh]Consumers of fast fashion wouldn’t have to change their shopping habits of consuming but rather transfer consumption to the digital world. With this, the environmental impact of producing garments will be much less, but fashion brands don’t have to lose out on profits as fast fashion can exist in digital form. According to Allied Market Research, the global digital clothing market was valued at $498.7 million in 2021 and is projected to rise to $4.8 billion by 2031, showing the shift to a demand for sustainability (Allied Market Research, 2022). With this growth in the market, more jobs for designers will inevitably need to be created to keep up with the growing demand. Digital fashion comes with its set of eco-friendly problems, such as the number of computers needed for the NFT garments, and these computers, such as Ethereum, a blockchain software used to create NFTs (Team, 2024) has an annual carbon footprint output the size of Sweden (Doyle, 2023). But this is soon set to change as the creators of Ethereum shift the model to a more sustainable model, which requires less energy to run (Sazan, 2024). 
Is this the conclusion????	Comment by Donna Williams: This jumps into a different area. 
Graphic designers have an opportunity to help shift the world into a sustainable place through digital purchase by growing new markets with an aim to reduce fast fashion, without the loss of industries and markets. The intention is to grow new markets and shift already unsentimentally friendly markets, such as the fast fashion markets, to a digital market. 	Comment by Donna Williams: Reference this?

For my independent project, I am going to design an app. This app will be a place for designs and consumers alike. Designers will have a platform to showcase and sell their designs, to new clients and brands or for consumers to shop for new NFTs. The whole premise of the app will be around sustainability and how digital fashion can be a much cleaner alternative to fast fashion. Along with this, I plan to design free digital items for first time users of the app to download and keep; these designs will be inspired by the environment impacts of fast fashion. 
Please include your references. 
Could you also send over your draft copies of this essay. 








image1.jpeg




image2.png




image3.png




image4.png




image5.png




image6.png




image7.jpeg
-

e
T e v





image8.png
Dress your photo
with Metalooks

Rele





