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The role of the designer will change in the coming years due to seemingly uncontrollable circumstances – the environment and what we, as humans are doing to destroy it. The effects of fast fashion are astronomical, therefore I’d like to discuss the responsibility of designers and their working environmental impact, specifically in regards to fast fashion and textile material. Fast fashion is a term used to describe inexpensive garments created swiftly from the inspiration of high-end designers for average consumers.  I decided on the focus of garments as fashion fulfills a number of needs for humans, from survival needs of warmth to the emotional needs of self-esteem and confidence. 
As of the 21st Century and some time before, the role of the designer has been aesthetically pleasing functionality. The Oxford dictionary defines a designers purpose as “A person who plans the look or workings of something prior to it being made, by preparing drawings or plans” (Press, n.d.), suggesting that the designer is responsible for the overall product. For clothing, to please the consumer’s deception of self-image the garment must be defined as attractive to the eye in order for them to believe others viewing them will feel the same about their appearance, fulfilling the purpose of the garment. As long as a garment fulfills that criteria along with safety requirements, it’s often successfully produced alongside material requirements – print quality, fabric quality and weight being a few examples of this.
However, in the next decade a number of inevitable changes will appear that will affect the current working ways of 21st century designers, from technology to the design of architectural city structures for new generations to come, although there is one inescapable issue fashion designers will be obligated to address: fast fashion’s environmental impact on our planet. This needs not only to be addressed by designers but fast fashion companies, trend forecasters and the consumers themselves. 
Flusser discusses the previous role of a designer, to ensure that a product is aesthetically pleasing, functional and safe but points out their fault – a lack of responsibility. He asks “Is talk of ethical or moral responsibility of any relevance here?” (Flusser, 1999, p. 68) as he discusses who is responsible for the product - the consumer or the designer - which shows that this fear of environmental impact through design has been underlying with creatives for years, oppressing the guilt of designers in that if they do not make these products, they cannot be used to impact our world. Maxine Bedat discusses this in depth in her Ted Talk: The high cost of our cheap fashion (Bedat, 2016) as she confronts her audience with the life-cycle of polyester, declaring cotton to be better for the environment despite the water usage needed to grow it (Fashion's Dirty Secrets, 2018). 
The fashion industry is the second most polluting in the world, contributing to 10% of the world’s carbon footprint (Bedat, 2016) as polyester, a commonly used material in clothing is made from fossil fuels and is non-biodegradable with 150 billion new pieces of clothing made each year that never leave our planet. Instead, we consume it. As we wash polyester, micro-plastic pieces fall off that enter our water systems, the ocean, fish and ultimately us. Furthermore, it is a non-breathable fabric that traps heat in your body and forces you to sweat more. This confronts the fact that it is not just the environment and wildlife that we’re affecting, but ourselves (Bedat, 2016). The cheap cost of these environmentally harmful materials is the high cost for our planet in the long run. 
Artists and designers practicing the art of Wabi-Sabi are already aware of the need to change our method of observing the planet, to invest in sustainable materials and ultimately create a new meaning for the common phrase ‘make do and mend’.  This is not only environmentally friendly, but financially friendly for both designers and consumers due to the acute cost of materials needed to re-work a garment. Celia Pym and Hikaru Noguchi are practitioners of this, holding strong against the fast fashion industry and allowing the fixing of garments to grow into a trend which is supported by the Women’s Hour Craft Prize, as Pym was a chosen exhibitor (V&A, 2017). Being lucky enough to visit the exhibition in late 2017, to see it in person I was mesmerized by the intricate detail in Pym’s work, that we see very little of in the fast fashion industry on the high street. This raises the question of quality, and whether the waste we are producing is worth the low quality, cheap items over the more precious, intricate garments that would hold their worth for years to come. 
It's commonly known that after a few washes, garments purchased from fast fashion stores adopt an ill-fitted shape and quickly become unwearable in contrast to the quality of items bought from high-end retailers (Cline, 2012). Due to a designers job being to oversee this, including the print, stitch and material quality, it is at their fault of the low-quality garment. However, many retailers advertise this as an advantage to their clothes, being feeders into the seasonal fast fashion cycles to allow their consumers to be trapped in the cycle, to which they believe is a positive – being on trend. 
It’s also in the designer’s best interests to research and adhere to future trends to ensure their work will be sold and fulfill consumers desires to be on trend. To create new products designers often collaborate and be innovative to design.  
A trend is defined as the direction in which something is developing (Press, n.d.), as consumers follow fashion trends we follow each others desires to own the same products, as Campbell states “Man’s desire is the desire of other” (Campbell, 2004, p. 70) informing us that we unknowingly grow to develop the same desires.
Subconsciously we follow trends, especially in regards to fashion as fast fashion is brought down from designers who set the trends with their newest seasonal collections. It becomes the role of these designers to respond to their consumers, as social media surges in popularity and the public are more subjective to openly discuss their political and environmental opinions – a recent trend being awareness of the plastic crisis (Trends, 2018) and more recently, palm oil. It has become a trend in itself to be actively aware of the environmental impact of each action you take and social media a form of valuing ourselves – a “social linkage used as an index of isolation and poverty” (Mary Douglas, 2002). In the desire to be connected, we talk of being environmentally friendly but statistics show otherwise. If designers chose to subject themselves to the trends of social media and develop a successful online reputation, we would have no choice other than to be environmentally friendly as humans also desire to be good people. In doing so, being ethical fulfills that desire in answer to Lacan’s question of “Have you acted in conformity with the desire that is in you?” (Capobianco, 1995, p. 391). Although, it is questionable as to whether the consumer truly desires to be ethical or whether it is influenced upon them by social media. 
In turn,  being ethical fulfils the consumers desire to strive to retain high morals which gives the product a new function emotionally, providing the consumer with happiness in relation to the self and providing the product with a positive purpose of being emotionally provoking and simultaneously being a successful product, as Donald Norman states that products that make you happier work better (Norman, 2007). It’s not only the physical life cycle that we need to consider in terms of environmental impact, but also emotional lifecycle. If a product makes you happy, It will remain longer in your life and make more of a lasting impact (Norman, 2007), becoming a timeless piece and statement that you can pass down to younger generations (McDonough, 2010). In McDonough’s book, Cradle to Cradle, he speaks of the importance of restoring older items to pass down to younger generations for them to carry on the tradition, not only for heritage but for the saving of space on this planet. 
Reflecting on the work of Pym and Hikaru Noguchi, we question whether it is not the fault of designers but trendsetters that there is so much fabric waste. This can also be applied to fast fashion, being possible in studying the work of Celia Pym. In doing so, we are creating less waste but more meaningful products as even when broken, garments hold stories which is the main driver in Pym’s work (Pym, 2018). In future, it can become a designers role to abandon the art of making and adopt the mending method of design as Pym has done. 
Hikaru Noguchi have created a reputation for themselves and shown it is possible to be financially successful whilst administrating an environmentally friendly service, using primarily natural fibres and making money from their online shop and collaborations with large scale retailers such as Topshop and Tom Dixon (Noguchi, 2018). Further proving the willingness of fast fashion retailers for sustainable fashion, however, designers need to consider the consumers’ ethical motives and whether they outdistance the consumers personal buying motives. Consumers often feel they do not have an ethical choice in purchases (Joergens, 2006), therefore more research is needed into whether fast fashion companies need to spend more on advertisement of what materials are used in their products or more money on creating the sustainable products – eliminating the consumers choice in the opposite direction of what they feel they have now, although positive for our planet. 
However, Bedat speaks in favour of a sustainable fashion industry for the future, practicing this in becoming the CEO of award-winning fashion brand, Zady. However the company had fallen unsuccessful as Zady stated that they felt they had not made a difference to the environment and that a number of companies will need to do the same to make a change to the industry as a whole, running for only four years after its founding in 2012 (Zady, 2017). This suggests that the brand were unable to continue their journey due to lack of customers, or lack of contribution to their personal agenda of helping the environment. This leads us to believe it is down to the consumer and their beliefs – for the brand to be successful, consumers would need to match their environmentally friendly beliefs. 
This further suggests the trend of mending to be more successful, due to the success of Hikaru Noguchi in comparison to Zady, who made sustainable products as Hikaru Noguchi fix the garments that already lie on our planet. 
If left unattended, the environmental fabric crisis would leave us with a lack of materials and resources to design and create new garments, forcing us to regenerate clothing from the pre-made items scattering earth. To reduce the timescale of this happening, the people of the fashion industry would need to come together to reduce the depletion of natural resources and research into giving back renewable sources. Sustainable materials suitable to be worn need to be considered, alongside natural fibres such as wool and other fibres made from corn starch (Fletcher, 2013).
In conclusion, there are a number of issues that future designers need to address including the materials and fibres in which they make with, how they interact with sustainable materials and who they consider selling products to. A number of responsibilities rely on the consumer – if they don’t care for ethical products then the companies will follow, despite having the power to remove that choice. Humanity as a whole need to take actions for their care, for the safety of our home. Due to the inevitable environmental change,  a slow practical change to sustainability will benefit designers more in terms of skill, understanding and creation in contrast to a forced change of work In order to remain successful. A change of method would affect the skills of a designer as new skills would need to be applied to friendlier materials and forms of working, therefore a faster change of attitude towards being environmentally friendly will be beneficial for designers and in return, the industry as a whole. 
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