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1. Can fashion be sustainable?
2. Sustainability in fashion branding 

3. Sustainability in retail
4. Ioncell
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Fact 1: Around 10% of CO2 emission today is caused by fashion.
Fact 2:  The average consumer purchase 60% more clothing than 15 years ago.

Fact 3: The average garment is only worn seven times before it gets thrown out.
Fact 4: 50 percent of fast fashion pieces are disposed of within a year.

Fact 5: 140 million kilo’s of clothing is burned each year. 
Fact 6: Less than 1% of material used to produce clothing is recycled into new clothing. 

MUD Jeans

“In 2018, Earth Overshoot Day came earlier than ever before, on August 1. 
Put simply, we are consuming more than we have, fashion being part of the 

cause. This is not just a threat to nature, but to human society too.”

https://mudjeans.eu/about-impact-of-fashion/


CIRCULATION OF CLOTHING

Adapted: Arnould & Thompson, 2005
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CAN FASHION BE SUSTAINABLE? 
HOW?



WHAT MAKES FASHION AND SUSTAINABILITY AS A 
CHALLENGING COMBINATION?

Fast fashion = low-cost clothing collections that mimic current 
luxury fashion trends (Joy et al. 2012)

- Trends change with light speed > inherent dissonance among fashion-lover who 
is environmentally aware.  

- Low price + low quality is good enough for disposability  > what happens 
after the use?

- Lack of transparency: fashion industry supply chain is highly fragmented 
(working conditions throughout the supply chain?)
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Consumers do not buy fashion or luxury 
items to save the world. They buy to look 
good.

Sustainability should be a new norm, not 
a way to sell more, or competitive 
advantage.

(Joy et al., 2010;  Achabou & Dekhili, 2013)
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SUSTAINABILITY BY DEFINITION

Sustainability is defined as “meeting the needs of the present without 
compromising the ability of future generations to meet theirs.” (United Nations, 

1987). It has three main pillars: economic, environmental and social.     
(e.g. Joy et al. 2012; Duić et al. 2015; Hansmann et al. 2012; Kloepffer 2008).             
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In other words,  besides an economic value, 
sustainable companies build their businesses also 
to have positive environmental and social impact.



ENVIRONMENTAL IMPACT:  
LIFE CYCLE ASSESSMENT (LCA)

Circular 
Economy?
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SYSTEMS THINKING:  
STRATEGIC SUSTAINABILITY

Biosphere

Society

Economy

AIM to minimise ecological 
footprint and maximise social 
impact.

Society is part of larger 
Biosphere:
- Everyone needs water/air
- Economy needs raw 

material and resources.

> economy cannot keep 
growing eternally, if the 
biosphere is exploited. Earths 
capacity has its limitations.  

Economy is part of society:  
- inputs in terms of labour 
- outputs in terms of customers 

and clients

> without society there is no 
economy.
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FASHION + SUSTAINABILITY?

When a fashion company aims to promote sustainability, the main linkage is to 
develop a sustainable supply chain (Shen 2014).

• Ecological/environmentally friendly materials

• Sustainable manufacturing

• Green distribution

• Retailing 
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Sustainability is often linked to environmental sustainability.



(NEGATIVE) ENVIRONMENTAL IMPACT

Consumer’s impact
• Washing, maintaining
• Recycling, disposing

• Fiber production 
(e.g. 20 000L water = 1kg cotton)

• Fabric production 
• Dying

• Fiber & fabric 
production 

• Manufacturing    
(synthetic fibres are made from fossil 
fuel. Most of clothes are produced in 
countries that are essentially 
powered by coal.)

• Shipping 

• Fiber production     
(e.g. massive use of chemicals, 
overgrazing of pastures, wood-based 
fibres > deforestation) 

Source: Caniato et al. 2012;  
Sustain Your Style© Linda Lisa Maria Turunen 2019 

https://www.sustainyourstyle.org/old-environmental-impacts
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CANIATO ET AL. 2012: 
ENVIRONMENTAL SUSTAINABILITY

Drivers
• Internal:  efficiency objectives, 

company specific factors
• Market: customers
• Context: law & regulations

Practices
• Product:  design (materials, 

components, packaging..)

• Supply chain: insourcing & 
outsourcing , logistic channels, suppliers 

• Processes: from raw materials to 
finished products

What is the environmental criteria company is 
trying to improve through green practices?

Need to be monitored & measured!       
KPI throughout the lifecycle 



SYNTHETIC OR NATURAL RAW MATERIAL?
Organic Cotton vs. Cotton vs. Linen?
Hemp? 
Bamboo?
Tencel (lyocel/modal)?
Recycled polyester (from PET-bottles?)

© Linda Lisa Maria Turunen 2019 

Overproduction of anything is bad.



ALTERNATIVE MATERIALS

Ioncell Infinited Fiber



DESIGNING FROM (PRE-CONSUMER)WASTE
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SOCIAL SUSTAINABILITY:  
WHO MADE MY CLOTHES?
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CREATING POSITIVE  SOCIAL & 
ENVIRONMENTAL IMPACT



COMMITMENTS AND REPORTS

Extensive social and environmental responsibility report 
exist. Why is sustainability efforts not used in marketing?
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HIGH PRICE DOES NOT ALWAYS MEAN GOOD 
LABOR CONDITIONS
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SUSTAINABILITY & 
 FASHION BRANDING



SUSTAINABILITY AS A STRATEGY

Nobody is perfect! 
Something is better than nothing.
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Stella McCartney

https://www.youtube.com/watch?v=Aq7tD2Wodog


Sustainability + marketing = ?

Marketing =  trying to seduce, to sell more?
Marketing = trustworthy information, awareness building?
Marketing = creating value for customers?
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IMPORTANCE OF ECONOMIC GROWTH

- Information = transparency = sustainability?
- Sustainable collection = building good conscious?
- “Organic cotton mix” = how about its recyclability?
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GREEN WASHING. WHAT IS IT?



TRANSPARENCY & TRACEABILITY

Brands such as Makia scored bad in the Rank-a-
brand -report: No information available enough, 
although they are working towards it. Makia wants to 
be desired for other reasons, not because of being 
sustainable.

Hálo was not even listed/evaluated

How would H&M score in the report? 
H&M is sharing transparently things, but is it enough?   
> Post-rationalization, trying to look “less bad”.

Eetti ry’s Rank-a-brand -report
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RADICAL TRANSPARENCY

“Fashion companies must come to terms with 
consumer’s desire for transparency across the 
value chain. (…) The fashion industry suffers 
from a rising trust deficit.” (BoF 2019)
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THE PROBLEM IS IN THE SYSTEM.

- When keeping up with the fashion cycle, new trends are emerging  

- Sales and discounts to get money (and space) for new collections.

- Producing more than needed (economic 
reasoning):  The price per piece turns to be 
lower if you buy higher quantity

> How to prevent overproduction?
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SUSTAINABLE LUXURY?

- Fast-fashion vs. Luxury fashion?
- High quality vs. Disposability 

- Generation to generation / Second-hand / long lifecycle
- Conceptual dissonance: superfluousness, conspicuousness, status 

= egoistic vs.  altruistic aims? 
- New products bought before “worn out”
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LUXURY  VS. MASS LUXURY
“Whereas luxury historically aligned with 
sustainability ideals (Kapferer 2010; De Barnier et 
al. 2012), by producing rare products of ultra high 
quality, made by hand and with respect for 
tradition, it has come to look more like consumer- or 
fashion goods made to fill trash bins after they achieve 
structural and rapid obsolescence.” (Kapferer & Michaut, 2014)
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SUSTAINABILITY & 
 FASHION RETAIL



WHAT IS SUSTAINABILITY IN RETAIL?

Product - supply chain decisions / local vs. global / production vs. consumption?

Store - commitments for renewable energy?

Marketing - discounts?
Online / offline store?  - easiness / shipping & transport vs. retail environment impacts?
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FASHION AS A SERVICE

• Fashion as a service, e.g. short/longterm renting
• More usage times  for garments
• Company possess the garment (and takes care of 

the garment’s whole lifecycle)

“You are what you can access.” (Belk 2014)
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WHERE DOES COMPANY’S RESPONSIBILITY END 
AND USER’S RESPONSIBILITY START?

(adapted:  Arnould & Thompson, 2005)
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WASTE MANAGEMENT? 
LIFE-CYCLE THINKING?



Designing for waste Designing for longevity Designing for circularity 

Alternative materials, whole system thinking, waste management, product as a service…
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Source: Ellen McArthur 
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Thank you.
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