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Abstract: This paper presents a study of how people fornclattents to clothing. The aesthetic
dimension is a fundamental attribute when consumergorming product attachment. Yet the concept of
beauty in clothing can be approached through aakociltural and temporal context and in a multi-
sensorial way. Furthermore positive experiencesnanies, family ties, expressions of self, promieés
future experiences, and emotions are essentialactesistics that allow consumers to construct an
attachment to clothes. In addition certain desigyles, colors and materials enable sustainable
attachments to form. The notion of sustainablechtteent includes reflective dimensions, which caaulle
to a more discursive engagement with clothing. Jtiiely explores these issues and creates argunoents f
sustainable attachments based on an online consyumstionnaire conducted in Finland in 2009. In

this study a table has been constructed which suip@sasustainable product attachments to clothing.
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1. Introduction

Despite recent studies in the area of eco-fashiwaducers and designers still lack knowledge of twha
consumers desire and value in the fashion field iantie context of sustainable design. Developnierihe
textile and clothing field has been technologicall & ost-sensitive up to now, and the textile induétas
emphasized the price of the end product and efffigién production. Hence low prices tempt the comsuinto
increasing consumption and shortening the use tioheclothes. Designers and manufacturers have no
particularly profound knowledge of what the consuwa@ues, and hence ever-changing trends, shodupto
life spans and easy profit drive how clothes ameenily designed. [1]

In the context of sustainable development it icizduto consume less and to invest in products Veitiger life
spans. To ensure this future path it is most ingurto focus on designing better product satisfacand
experiences. Through deeper satisfaction it isiplesso create deeper engagement with productselblye
avoiding disposable products. Consumers creatarasti@nal bond with certain products, and this eoml

bond is an opportunity to increase the life spathefproduct. [2]

Product satisfaction is formed from different elentseaccording to product type. It is easier to fdgrthe
operative dimensions of a product than the reflectones. Reflective dimensions are interlinkedhwit

individuals’ feelings and how they ascribe meaniagd it is therefore much more difficult for a dgsr to
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have any control over these aspects. Individuaisopeerate with objects according to different fegdi and in
any way chosen. Someone can interact with a ptddugugh its operative value, its poetic dimensborits
social significance. Hence all individuals havefetfiént experiences with products, and moreover raopés
own product experience can change over time aagugrth his/her values, attitude, personal histogstp
experiences and creation of meaning. [3] Experietesign is based on an empathic approach in desigh,

this approach can result in better satisfactiooooimercial, societal and individual needs in therii[4].

When studying product attachment we have to unaedspeople holistically. In other words, we canoity
employ a user-based approach; we also need a ptebased approach to design. The latter concepisnee
much wider, richer picture of the person than tlemer. Product relationships are constructed from
physiological, psychological, social and ideologidenensions. [5] All these dimensions can alsddiend in
people’s attachments to clothes, and they williseu$sed further later in this paper.

This study contributes to consumer-centered knogdecegarding sustainable design by exploring produc
attachments. The paper addresses this questiat: avb the essential elements of product attachinghe
field of clothing? A table has been constructed shenmarizes sustainable product attachments tbietp and
this knowledge can be used in further discussioduo&ble clothing design. The paper makes use ahdine
questionnaire conducted in Finland in 2009, wheréngernet survey was administered to a random kaofp
246 respondents. The answers are dominated by dhagyfemale point of view, as the majority of the
respondents are female (91.8%) and under 35 y&h(8@0).

2. Product attachment

We engage with objects and artifacts in our envirent to create experiences. According to DeweyHiglgs
interact with a person’'s needs, desires, purposed, capacities, and the result of this interaci®rhe
experience. The relationship is constructed thrdugh objective and internal conditions. Objectbamditions
refer to the existing environment, while the inrconditions are within the person. The internadl @ahe
objective interplay during the experience: i.eransaction occurs. A person’'s own individuality ararative
coherence serve to create a worthwhile meaninghisituation, which in turn creates a sense oeggpce.
Moreover, as previously mentioned, the interachietween the user and artifact has two dimensigues.adive
and reflective. The operative aspect is construdigihg use situations and use experience. THectafe
level is interlinked with the user’s feelings arite tmeaning that the user attaches to the obje&seTtwo

dimensions intertwine with each other, and botklealso serve to create sustainable attachment [3]

Jordan [5] distinguishes several levels when evtalgagroduct benefits, i.e. practical, emotionatl dredonic
benefits, and he defines the product’s pleasutglzib existing in the interaction between a useraproduct.
Pleasurability can be achieved through severaldeared in a multi-sensorial way in the context lotlting.

Table | presents the answers of the 240 respondelifhen asked about the attributes through whiely fhel
attached to textiles and clothing, the respondesp®rted that the aspects of functionality, beautg high
quality are significant. Deep emotional attachmerats also be seen in these answers, through, $tarice,
memories and family associations. On the other hmaadetary value does not create as deep an attathme
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clothes and textiles.

Tablel. Product attachmentsin textiles and clothing

I am attached to the textiles and clothes becdese t| %

1. function well 97

2. are beautiful 94
3. are made with good quality 91
4. evoke memories 75
5. are inherited 72
6. are unique, designed just for me 64
7. are handmade 64
8. are self-made 62
9. are old 61

10. are valuable 41
11. are a present 38
12. are designed by a famous designer 21

The respondents were asked in an open question tideoaldest clothes they possessed and why thesy kept
them. In all, 171 respondents wrote short texts Wexe analyzed, and several quotes from the ressoare
used in the following text. Table Il presents theerall picture of the respondents’ open answers, te

different elements are presented in the orderalence (the highest incidence is number one).

Tablell. Theelementsof attachment in clotheswith along life span
The elements of attachments in clothes with a ldagpan

1. connection to memories which are linked to somegueor family
quality

style

beauty

durable material that ages aesthetically

other memories and emotional values (places, eviffiststage, self)
the way it is manufactured (hand-made, self-made)

color

maintenance, reparability, modification possibility

© O N|o| g~ W

The oldest clothes or textiles carried a strongneetion to a particular person: they could be iitbdr a
present or simply represent a memory of someorseclie they mother, grandmother, father, anothative or
a friend. Emotional value also emerges through miEsadhat are linked to particular places, situsdior life
stages such as one’s own childhood or even lifeegements.

The following section presents several of thesgaeses from the questionnaire, and thereby a deeper

description of how we become attached to clothes.

3. Clothesashomefor a body
“[It is a] beautiful, blue festive dress, which &din my childhood. The dress is so beautiful that
haven't yet been able to throw it away.” (48/125).
People engage with objects and surroundings aesttgf7]. The interaction between user and objecon
the basis of the aesthetic experience and at the sisne pleasure that the object offers us [8]tl@hg unifies

roles connected to identity, sexuality and sogiabind furthermore clothing choices externalize itireer self
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[9]. According to Kaiser [10] temporal, fashion aaelsthetic aspects belong to a cultural contexpptoach to
clothing. Other conceptual levels in clothing arg. group affiliation, social situation, immedidiedy space,
personal characteristics, kinetic interaction aadhent/body interaction [10]. The dress, the body the self
in the social context are perceived simultaneouwshy we can approach clothing as an embodied expmeri

that is socially constituted and situated [11].

Aesthetic attributes in clothing have an emotioefiect on the wearer. In the survey, for examplee o
respondent said that a dress has become impodaause “| feel pretty when wearing it" (48/96). tBiag has

a strong impact on our emotions [12], and it cavaie the wearer's mood [9]. Jordan [5] points that the
emotional benefits of a product are those aspées affect a person’s mood. We feel attached ttheto
because of their aesthetic beauty, as well as ghrdaeauty experiences over time that develop inakoc
situations and through positive and multi-sensanisg experiences. Nevertheless the functional aactigal
aspects are also fundamental in clothing attachsneag one of the respondents commented: “Very often

practicality wins over aesthetics.” (48/80)

The beauty of clothing is not only visual, but atsttails tactile, olfactory and kinetic experiencasch as the
feeling of comfort, the weight of the material agai our body, and pleasant touch and odor. Thesptea
clothing offers to the wearer deeply involves tla@ngent/body interaction, and this has a strong@nébund
connection to tactile memory and our personal égpees and history. The meaning of tactile expegeand
comfort is illustrated in the following responses.
“My oldest piece of clothing is a pair of shorthi@rited from my aunt. They are really comfortalde t
wear, yet rather ugly.” (48/73)
“I still use the upper part of some flannel pajapvalsich | inherited from my grandfather (the flafme
have worn out already years ago). There is an ematvalue, a feeling of safety.” (48/112)
“My oldest piece of clothing is a big woolen sweatdich my grandmother bought for me and which
| wear at home when I'm working at the computer.givtes me a cozy feeling.” (48/171)
“A wonderful and soft sweatshirt that | use at hoingot it from my nanny when | was a child, and it
is somehow valuable to me. | feel safe when | araring it.” (48/37)

Important clothes that are cherished and deeplgdare not always beautiful. In the questionndieze were
several references to clothes that offered a fgalfrsafety and at the same time had high emotiealale. This
is often linked to the soft material touch agaihst skin. These clothes are used in the home enmaeat only,
and they are often connected to some importanbpgsich as mother, grandmother or grandfathegottant
memories emerge when wearing these clothes. Thgymald and full of holes, but are still deeplyéd.

Clothes offer a pleasant touch on the skin, comfont a warm and safe feeling. The multi-sensovay we
experience clothes creates a layered experiendehwhn give the user a deep emotional experiereating
meaning linking the piece of clothing to the weardistory, present and future. Clothes become fasnae for

our body as well as an access to our memories otaingtage: the feeling of home.



4. Memories and narratives
“l have preserved some clothes from childhood &watke some fragile memories. These clothes stay
alive also in photographs.” (48/93
Meaningful things represent history, past events, memory, and they may be a reminder of some itapbr
event, place or a person. The object carries thmongand acts as a keeper of the memory of theriexqe,
but also acts as a promise to be able to repeaxiherience. Meanings associated with objects edadting or
temporary, cultural or subjective. Objects are d@bi unchangeable: it is their relation to thewrer that

changes over time. [13]

People possess many different craft items and tshjgmat have the task of maintaining a connection t
something important, perhaps a past period of $ifich as one’s childhood, or a dead close rel§i#k In this
questionnaire there were several references to-tre®, self-made or self-designed aspects in esttem
clothes. The following is a response from the ¢oesgire.
“The knitted Norwegian woolen sweater, which hagrey bottom and white pattern and is made by
my mother. | myself selected the pattern and colbtfiought that the combination was beautiful,
restrained and multifunctional, even if | likeddirter colors during that period. | haven't ever wir
a lot, because | think that mother knitted it tight and hard. Anyway | haven’t been able to thibw
away in any move. | am getting emotional while | emiting this. My mother died six months ago.”
(48/83)

Special objects we possess are items that inclpeleisd memories or associations. These things espkeial
feelings or stories that are meaningful. This Histof interaction, the association with the objeatsl the
memories they evoke, thus serves to construct & rdiscursive engagement with the object. LongHasti
emotional feelings are constructed through sustiinteraction with things. Hence the narrative lesaries
obvious importance when evaluating the discursévellin our engagement with objects. [15]

Very much emotional value is thus embedded in elstlas well as important narratives from years b8okne
stories even go through generations, and they ca@vgral meanings and family histories. They mdgrais
some insight into our own childhood that we may ex¢n remember ourselves. Some narratives in¢chale
love of mother and father and the importance of isethe continuation of generations. Warm, nostaknd
happy feelings give these narratives color.
“On my bookshelf | have blue sandals that | hadnbeearing before | learned to walk. | don’t
remember this myself, because | was under one gldaat that time. The shoes were a present from
my godmother from Germany. | had even kicked awag shoe when | was in the pram, when my
parents and | were in Switzerland. Because ofritst®nal value several people had searched for this
shoe, and it was finally found on top of a pillahere some nice person had placed it.” (48/9)
“One of the oldest pieces of clothing | possessvgoolen sweater bought by my mother and father for
their joint use in Italy in the 1980s. It was thiist proper trip abroad, and because of thastheater
has been saved. | found it myself over ten yeassim@ storage room and | took it to use myselie Th
model is a rather classical cable pattern, andnttee modified to different styles. This sweatemis
favorite while the hippie and grunge style is mingh Even if it is rather grubby it has a histoly.
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feels safe to wrap myself in it.” (48/148)

These respondents’ stories contain connectionset@ral persons. Not all represent family ties, also
connections to an old friend, boyfriend, husbanc, e
“A woolen sweater | bought 28 years ago, when | twenvisit my school-time friend in Turku. |
haven’'t met my friend after that, but | do remembien always when | am wearing the pullover. Still,
it is a bonus that the pullover still looks beaultifit is in good condition and it fits me, evenitifis a
narrow model.” (48/154)

Clothes can also represent the achievements irsarge life, such as a special trip abroad (pertlapdirst one)

or some life stage (such as pregnancy, or the gp@fi@ntering into adulthood). The respondentsiaans also

contain stories where the person has been savingyrfor a longer period to acquire some desirethirig.
“During the 1990s’ recession period | saved from weekly allowance for over one year to get my
first pair of brand jeans. For a teenager it wanes&ind of status thing. Nowadays those jeanstile s

in use after several repairs. In those days ydiugsti value for your money.” (48/24)

5. Ageing gracefully
“My oldest piece of clothing is probably a dark @meleather jacket, which was tailored for my
grandmother in the 1970s. | have had it alreadylfoyears. Between use periods it is in the atiit a
then | dig it out and wear it a lot. It has a tiesd cut, and grandmother was a rather similartsinege,
so the jacket fits me well.” (48/77)
Papanek [18] argues that we have a longing forctdjehich age well, for instance, antiques, andapgreciate
products and artifacts that have the stamp of @&ken Antique and craft objects are made carefuitiz high
quality. According to this study attributes of gtiglaesthetic aspects (color, print and style) ageling well are
fundamental when respondents describe attributeneaiingful clothing (see Table Il). Clothing tHzdd a
long life span due to its high quality, that is,odomaterials and good design, received the higtegstg.
Materials mentioned often were high quality wootl d@ather. Both these materials have the charatitethat
they age in an aesthetically pleasant way: gralgefnl leather especially the user can see thenggeiocess,
which gives the product a certain attractivenetsed to the temporal dimension. In high qualityolvageing
does not show as obviously, and the material lgaksl even if it has been used for several decades.
“I have a woolen jumper that | got from my grandhest She bought it in Helsinki in the 1930s. The
jumper is simple, classical in style and timelesscolor (black/red), and very well kept. From its
appearance no one can guess that it is so old 1608

Tablelll. Sustainable design attributesin clothing attachment
Design aspects:
High quality [92]
Color or print [50]
Classical style, timeless design [39]
Functional style [18]
Multifunctionality [12]
Materials which age aesthetically:
Wool [31]
Leather [11]
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The open answers contain several references tbeddrom the 1950s, 1960s and 1970s. Clothes fham t
1950s were mainly self-made or hand-made, and géign even the fabric itself was self-woven. Thash
resulted in high quality materials and sewing téghes, and these clothes seem to be especiallyshiedr
There were several references to the high qualitypld clothes which the users can no longer find in
contemporary clothes. At the same time these it@are very often linked to the user’s own familytbry, as
in the following responses.
“Wadmal [old wool fabric] knee pants, which | infted from my uncle. Originally they were my
uncle’s school trousers from the 1950s, and thgtkeaf the trousers was determined by the width of
the fabric. The product has lasted, because theriakis long-lasting and high quality (the fabric
was woven by great-grandmother’s weaver neighbad) the product was sewn together especially
well (by great-grandmother’s sewer neighbor). Thedpct has since then been correctly taken care
of (washed rather rarely with cold water and midays, aired, and protected from moths). Still in use
rather often during wintertime.” (48/100)
“[Clothes] inherited from my grandmother, which &Je worn for 20 years. Old clothes get old
beautifully, and they are connected with so mangnorées that there is no reason to ever throw them
away. | do store clothes, even if | don't use theh{48/127)
“I especially cherish old clothes from my mothehigh were made during the time when clothes
were made so well that they lasted through gereratiYou can also find these kinds of clothes in
flea markets. You also gladly want to take thesalkiof clothes to repair, if the basic quality &d
enough. It is not worthwhile buying these currerasstmanufactured clothes from flea markets,

because they look time-worn already when you aynigithem from the shop.” (48/129)

Clothes from the 1960s and 1970s were industrisgdhde from high quality materials, and at that tithe
textile and clothing industry still existed in Fanld. The style from these periods is also recoptézand forms
part of the ongoing retro fashion. On the basithisf questionnaire it can be concluded that thdityuaf the
clothes from this era is the essential reason ss¢xs and cherish these particular clothes. Tiseyrapresent
the history of textiles, as those factories andhtdsano longer exist. It can also be interpretethftbe responses
that regarding the quality of clothing, the endtfd 1980s and the early period of the 1990s seerbs the
turning point. This is the period when more and endothing manufacturing moved from Finland to lowest

countries: first to Europe and later to Asian coiest

6. Expression of Self

“From the very beginning | felt a sense of owngushith this clothing; it works in all occasionsgth
quality is high, it is timeless, | enjoy wearing énd it ages beautifully. Moreover it has helpesl m
create a personal clothing style through a comhunawith different clothes. The product expresses
my personality.” (48/111)

One important issue in the product world is theregpion of one’s self. A favorite object may beymiol of

some characteristic, uniqueness or value we waobmoect to ourselves [15]. This level is very impot in

clothes. Beauty is one of those attributes we wtartonnect to ourselves. The expression of pergpnad

uniqueness through appearance is also obviougiadhtext of clothing.



“The self-made winter coat from my high school pdriThe material is grandmother’s old furniture
fabric from the sofa and the lining is an old bedgap. | sewed it myself and in the totally wrongywa
because | hadn't yet studied the profession. klisady ripped and repaired at the seams of the
sleeves, but it is my most loved coat. When yowehaade it yourself, you know the structure, and it
is easy to repair it. Moreover it is the right silioks beautiful and expresses my personalityohi®

else has a similar looking coat.” (48/21)

Through clothing choices an individual can consaikdtheir inner self, their own identity, at an ¢ioel level,
not only in social interactions. The following dadrom one respondent is a good example of theningaof
clothes that can give emotional stimulation to ithreer self and serve as a reminder to the wearerhof s/he
actually is or was back in history.
“A winter coat from 15 years back. It has a funirig, a traditional green ‘activist’ coat, one ofm
first clothing items | bought at the flea marketeafmy environmental awareness was awakened. It
is still warm in cold winter weather, even if thene fewer frosty days every year. The coat for me

is still linked to my youth’s uncompromising attiteiand idealism.” (48/135)

7. Promise of experience
“l designed a woolen sweater for myself which mytineo knitted for me. | wore it for 15 years. Now
| am going to felt it (I hope it will felt) and maka bag from it or something.” (48/35)
Many old clothes offer an opportunity for chandee possibility to modify, as a promise of an expece to
come. These clothes are made of high quality naserwhich remain useful for modification. Several
answers included this modification issue, whekeas a strong reason for keeping the clothes.
“I have a lot of basic clothes, which have lasted years and which can be combined with more
individual clothes. Moreover | have bought a lotsehsational clothes from flea markets, which can

be worn as themselves or | modify them. Througimthexpress myself.” (48/88)

Users interact with products, and through thisnactivith, thinking about and discussing them, megrig
created. When we are interacting with products begin to value them in a certain way, and as timesgn
we create new meanings and experiences with thduptdtself, which are also based on our previtwsights
about it. [17]

Some clothes contain the promise of an experiertiehnis developed through the earlier use of tredpet.
“My mother’s old and black slip, which works as arfect party dress.” (48/125) Based on this anger
interpretation can be made that this woman hasrexpeed fun evenings while wearing this party dresxl

she wants to repeat these experiences.

One respondent describes the story of a simpléitizaal cotton Marimekko dress, which she bougbtrf her
friend ten years ago. The dress itself had alrdshn in use then for about 10-20 years. The dseeady to
wear in multifunctional combinations. The fabrichigh quality and durable. She also describes hwsvhas
made a copy of the dress, which is nearly as gedtie@original (48/137). The dress is so importarihe user

that she wants to extend and repeat the expeneiticehe dress; hence she has ended up repliciating
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One piece of clothing mentioned in the responses avamen’s dinner jacket that includes many levéls o
meanings and memories, personal association, dsawdinks to past, present and future promisesesp
experiences. Not only has the quality of the matariade the piece long lasting, but also all themreyful
associations at the cultural and subjective lendl experiences have created a unique value foobject. The
following is a quote from the questionnaire.

“Obviously the dinner jacket, which represente #920s. It was originally handmade for the
movie Fanny & Alexander. Unfortunately | don’t kmavho wore it in the movie. | bought it at the
flea market in Stockholm Séder, Bondegatan [Bontriee, sometime in 1981 or 1982. First | wore
the jacket every day, and when | got bored oflént it to my friend, who also wore it frequently.
got married wearing that jacket (in fact twice).viNih is in the wardrobe, not used so much anymore.
Sometimes | wear it at festive occasions. Now & ballected so much emotional value that it would
be most difficult to give up.” (48/10)

8. Reflective attachment and discur sive engagement
“My father’s old, chocolate brown Nature Conser@atiorganization’s sweatshirt from the 1970s,
which transferred first to my mother, then to mytaisters, and now to me. It has been kept like a
delicate flower, except when my youngest sistektibddn to make it fit better. To all of us it is
somehow special. We have kept good care of itljkstthe threatened ringed seal pictured on the
front. | use it only on special occasions. The tiase worn out and they have to be renewed soon.”
(48/63)

There are three different levels when processiraglyet experience: the visceral, behavioral andecéfle

levels. The visceral level is the immediate on&dohto appearance, where we make rapid judgmehis |@vel

is also a starting point for affective processifige second level is the person’s behavior withabject, and at

the behavioral level pleasure and the effectivenésse are the dominant factors. The last levéhéshighest

level, the reflective one, where a person can ceflpon his/her experience. These three levelsaotavith

each other. Hence the stimulation to act or expedecan come from the lowest level, visceral, erhighest,

the reflective level. When the stimulation comesf the highest level it is driven by thought preses; when

coming from the bottom level stimulation is drivey perception. The reflective level comprises fegsi

emotions, self-image, personal satisfaction, meesoand cognition. At this reflective level, therefoboth

emotions and thought processes are fully operativigje at the lower level there is no interpretatio

understanding or deep reasoning, only direct effé8i

The obvious difference in these three levels i® &snporal. The lower levels, visceral and behaljcare
about now, whereas the reflective level is undarstroiction during a longer period. Through reflectia
person connects the current experience with higlast experiences, personal history and also witisian of
the future and individual values. Therefore thdective dimension in design concerns the satisfactireated

by owning, displaying, and using an object. [15]

The reflective level is fundamental in discursivegagement, which develops over time and conneetsisbr
with his/her inner discussion, identity construntiadleep values through use, experience and sdisfagith
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the product. In discursive engagement new elemedats act as a stimulus to sustained interactiagh thie
product, and new elements help to focus attentiorthe object. Hence discursive engagement incltides

change factors that develop or emerge during timoeuse. [4]

Chapman argues [4; p. 67] that most current prado@de according to existing design and manufaguri
practices do not have “evolutionary souls”. On éitieer hand users are in a constant self-constggtiacess,
and a change process is unavoidable. Discursivagemgent needs new properties or qualities in tfecbthat
the user discovers: possibilities that only constblé through time and frequent use. In other wainésproduct

should include opportunities for change.

9. Sustainable product attachmentsto clothes

Csikzentmihalyi and Rochberg-Halton [18] have ceda framework to distinguish meaning categoritsged

to objects. They describe meanings related to &msom, which are dimensions linking us to self, ediate
family, kin and non-family aspects. There is alsman-person level that includes the past (memaaies
associations), present and future (experiencengitrquality of the object, style, utility and genal values).
When forming an attachment to a new product enjoymeay be important, while attachments we form with

old products are influenced by memories. [19]

Forlizzi et.al. [20] present a framework for an éimal product concept consisting of a short arftexeve
emotional response (emotional statement) and sesteand reflective response (emotional experiendey
propose that when designing products the followduglities should be included in the brief: a degoée
interaction, capacity to provide a satisfying ex@ece through enjoyable use, ongoing use or relgdsesical
attributes, style and utility. They suggest two wéy approach user-product experience. The firgt consider
the emotional function that acts as a stimulusnfew experience, extenders of current experiencepeoxdes
for past experience. The second is to considerumtodharacteristics that represent interactionatisfying

experience, physical attributes, style and utility.

Based on the responses to the questionnaire a kelslebeen drawn up of several attributes that ereat
sustainable product attachments to clothes (sele Tglh These can be used in further discussiordarable
clothing design as well as on implications for fetdesign practice. The level of experience is wedyidual,

and hence while the accumulation of memories isntbst promising strategy regarding product attactiprie

is a difficult task for a designer to achieve. Dima®ns of product attachment related to the pasti{anies and
associations) are based on individuals’ experien€®s the other hand present and future dimensions
(experience, intrinsic quality of the object, stylgility and personal values) are easier to ineludthe design
process, or at least opportunities can be createthése attachments to emerge through experierdteirae.

[19]

Meanings created through time, based on persor@aérigxces, history, and sensitivity and situatedain
temporal and socio-cultural context entail too éaegtask for one designer. A designer or bettirasmulti-
disciplinary group of researchers and designereth@y can nevertheless create possibilities foitipes
product interaction and foremost create a posittt#ude towards a company offering these meaningfu
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opportunities for experiences [21].

TablelV. Attributesthat create sustainable attachmentsto clothes

Attributesthat create sustainable attachmentsto clothes

design/style classical, timeless design, not overly loud visnaksages
strong design, represents some unique period ajrdssyle
the experience of beauty in multi-sensorial ways
quality high quality in design, materials and manufacturing
durability

material ageing well, aesthetically and gracefully (e.g. ivteather)
functionality multifunctionality

fit

reparability

personal values unigueness

tailor-made

self-made

self-designed

made for me

expression of one’s own ideology

emotional values | memories (history/past, places, people, momenitsihdod)
family ties

positive associations (e.g. safe and soft taatidifig)
expression of self

present/future promise of experiences (e.g. modification possibiparty
experiences clothes, opportunities for narratives to emerge)

family ties and continuity aspect

suitability for gift-giving

satisfying experiences

When attachments to clothes have developed totdge svhere the items have gained personal syméanotic
sentimental value, they have earned cherishalffity When we value and respect the product in epde
emotional way, the product becomes meaningful,ipuscto us and it deserves to be well taken caf@2ajf In
this questionnaire several respondents mentioreeddbd care and repair of old cherished and lol@tes, as
well as the modification aspect or the possibititymodify a garment in the future, as reasons éxipig the

long lifetime of certain clothes.

In the future, a promising approach to design ne$e& to study the relationship between the usef the
object and try to understand the many levels thmowgich individuals create engagements with objeuté
only through visual appearance but also at taetilé emotional levels [23]. The attributes highleghin this

study could be used in sustainable design strate¢gidrive a longer-term use of clothing.

10. Conclusions

The consumer perspective offers knowledge of prodttachment to clothes, and this can provide &des
with a better understanding of the sustainablébats in clothing. The creation of meaning is oh¢he most
important issues a designer must consider in theesb of sustainable design, and therefore the mgan
behind sustainable clothes provide the most impbitesight for a designefhrough studying the consumer’s
product attachments, the designer has the opptrtumcreate reflective dimensions into the prodaatrder to
promote discursive engagement and emotionally deirdesign. The designer carise certaindesign styles,

material choices, quality aspects, functionalitpsiderations and strategies for designing and naatwfing in
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a consumer-centered way when aiming for deep ptaalteachment in order to promote sustainabilityhedt
dimensions such as emotional values and the proafigature experiences are a more problematic task
tackle in design; nevertheless understanding thsgects may offer very new design opportunitiesrasdlt in

deeper product satisfaction, thereby extendindifitnspan of products.
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