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- It’s not easy being green

Style

As The Incredible Hulk’ hits screens, Fiona Harkin looks at what going green really means

ecently, fashion has developed a very

fashionable consclence. The current

environmentally minded zeligeist is per-

meating the industry, and fts once hairy-

et image is now nothing but a ghost
of fashion’s hipple past. In fts place are “eco-huoe®
and “eoo-chic™ and a siylish amay of snvinonmen:
tally friendly and ethical altemnatbees to main-
stream fashion. But just how desp does the
greening of fashiom go? Bevond sustainability,
the green movement marks a paradigm shift
aAmang consumers towards the need for a mone
vahmble product - which should be music o
the ears of the hixury sector.

But in an industry that thrives on nevwmness,
what will next season’s trend be? A backiash
in favour of all things artificial and plastic -
a nu-synthetictem? Call us cynbeal, but right
now fashion is at rigk of being greenwashed:
subject to a superficial treatment that will
bleed out in the next cycle of fashion sea-
zons before It has a chance 1o become fixed.
The mesult will be considernble consumor
confusion - and emrnd.

A case in point is the recont ban ssued
by e UK™s Advertising Standards Awtbor-
ity on & campaign for the US Cotton Coun-
cil, which ran the tagline, “Soft, sensuval and

L

sustainable, it's Cotton USAD™ The ASA's bughear
was ihe use of the word sustaimable. It sabd that
cotton’s reputation for being a waterdntensive crop
requiring heavy use of pesticides - nol o mentlon
the effect on the developing world of US cotton
subsidies has led 1o a “significant divislon of

Without merely paying lip

service to the eco movement, how
can such a fast-paced industry
maintain the green momentum

informed opinkon as to whether cotton production in
the IS could b describesd a8 sustainable”. Sugtaina-
bility, the ASA sald. lacked an agreed definition amnd
would prove to be ambiguous U0 consumers.

It's a fashion parsdox: without merely paying lip
service ta the coo movement, how can such a fast-
paced industry maintain the gresn momentum amd
wchiene troe sustalnabiliey?

“In & fow years thero'll be a lot of backlnsh agninst
some of the green brands. [ already feel it mow.”
says London-based Canadian Timothy Han of the
eponymous cull bath and body company. “1 know a
lot of people who fee] like it has really heéen ramired
down their throats and they don’t want to deal with
it any more.” This & partly due to an issue Han
refers to as "keeping opwith the groen Joneses™; the
rige of an increasingly divided consumer, over
whiolmod by choloe, whose. belicfs and intentions
don’t always match their buying habits,

Han, together with hooury lingerie label Eoo-Baog-
dolr, jeweller Fippa Small and boutique travel
ngency Mature & Hind, hkave handed together as an
informal group of sustainably minded companies set
on proving a green Hiestyle does hawve longevity.
“My philosophy is ‘sustainable houry'. My produsts
don't have "eco’ written all over them becauso, wlii-
mately, customers will buy them Becanse they ke
the smell,” says Han. 1t"s an added wahae philosophy,
acknowledging that the product comes first amd - &=
a “by the way™ - it's also environmentally sownd
too =] want it to last,” says Han. “That's why I'm
nat marketing it as ‘green’.”

Jenny White of Eco-Boudoir belleves her sensuoms
lingerie and home products. =old at Hammods, need
explanation - hemte the overtly “green”™ name. “1 felt

Shift From boft: Y51, Ghvenchy,
Rogan at Mew York's Fubure Fashion

show in Febnuary A

like | needed to explain that cur‘products are oo

fricodly, bocanse they have always been Iuxur-

ously desigmed and you ean't tell by i -

them,™ says the former textiles student.

“It's quite promizsing, the shift that k& ongaing at
the moment, as large luxury firms declde to redou-
hie thair offorts on this agendn,™ says Jem Bendedl,
co-authar of the World Wide Fumd for MNature's
mecent roport on the indusicy, “Deeper Luxury”™.
MNew York store Barneys s one such company. Its
Barneys Groen project has been an ongaing commit-
ment iavolving a Green Hollday campaign for
Chrisimas, sponsorship of February's Foture Fash-
jon Show at New York fashion week, which high-
lighted 30 high-end designers making sustalnabbe
looks, and previewing Rogan, designer Rogan Gre-
gory's new organie collection for US retaller Target.
But does it somewhat glmmicky in-store T-shirt
recyeling progmmme dond in conjunction with cot-
ton brand Loomsiate really mark a deeper =hifg?

v

Barneys" senjor vice-president and fashion director
Julie Gilhart is frank about the cofmpany's approach,
which she says 1s o "go slow and stay committed"”,

“It is m rotnil philosophy that harkens to our own
values at Barmneys,” says Gllhart. “Sometimes it is
hard to sdhere to it in this age of “fast fashion”, but
it 5 a methodology that s good to apply fo the
eco-movement in fashion, One of the biggest |ssues
is edlucation of the customer. It ks teaching them a
new language, and that takes fime”

Ezsentially, the green movement's mementum is
based om how muech B matiers to the fashion con-
summser. Some 61 per cent of Britons now consbder
ethical issues when shopping, according 1o a recent
survey reloased by the Co-operative Bank, and more
than & fifth of consumers keep cihical factors in
mind when purchasing cosmetics (25 per cont) and

clathing (21 per cent). Thiz i= due in parl to
improved quality and style. “Now people buy a

groon prodiuct because it's actually roally

beautiful and because they really want §t,"

says cthical jeweller Pippa Small, who works
with small eommunities across the globe, not
to help them make bher jewellery, but to help
thésm make thelr owWn.

Recent TV documentaries in the UK, HEe the
BHC's Bload, Seveal and T-Shirts, which placed six
voung fashion addicts in Indian factories 10 make
clothes for the Britlsh high streel, and Channel 4's
The Devil Wears Primarf, which was pulled at the
last minute, are also changing attitugdes.

As the consumer becomes more awanre of the pro-

discthon process, price may no longer be the averrid-
ing factor in purchases. This may be at odds with
the global effect of the US credit crunch and a
widespread tightening of purse sirings, but ultl-
mately it i consumer resistancs that 15 driving the
“so0” movement, with individuals exercising thedr
autonomy and rebelling against throwaway culture
and globalisation, Underlving this is a renewed
focus on products of a lasting quality - ones with a
deopor valoe that may not alwaye e overtly ocon,
but are nevertheless more consbdered.

In the ciarment cconomie climate, Barney's Gillsart
says that sustainabbe fashlon “ls the future. 1 like to
think of it as the ‘new coal”.” However, the question
=, in 10 vears. will ft also be the “old oool™,

ar will it have shed the temparal labe] and become,
simply, cool?
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