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OVERVIEW

The Fashion Industry does not function in a vacuum, it is 

shaped by the shifting consumer attitudes, belief and 

culture across the world. There is a need for change in 

the unsustainable manner of how the industry functions. 

The Gen Z consumers are notably becoming more aware 

of the true cost behind ‘fast fashion’ and their role in the 

change required. 

To understand the shift in Gen Z’s attitude towards 

Sustainable Fashion, LESS Studio conducted research into 

the generation and their relationship with Sustainability 

across various sources and methodologies 

The research had led to the design of a user-centred 

Sustainable high street fashion retail experience.
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KEY INSIGHTS Trend
The Image Problem

From a survey the Studio had conducted,

Gen Z’s understanding of Sustainable Fashion is ‘Linen’, 

‘Boring’ and ‘More Expensive’.1

Drivers
1. Information Overload

Gen Z are always online and are constantly bombarded 

with overwhelming amount of contents, making it hard to 

filter through the manufactured authenticity.

2. Rise of “Me”

WGSN stated ‘For Gen Z, there’s more emphasis on 

creating their own path, whether that means building new 

educational systems or their own personal brands. Gen Z 

wants to reframe outdated social constructs and create 

new one.’2

Insight
Sustainability is Easy Access to Authentic Information

Gen Z have the will to do good but do not actively try to 

make a change because they think they have to put a lot 

of effort and do not know where or how to start. Access to 

information on sustainability should be easier. Gen Z should 

now have to “work for it” yet it should be effortless.

Eileen Fisher (2019) 

1 Gen Z Consumer Insights Survey by LESS Studio

2 The Gen Z Equation by WGSN
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The Drivers and Key Insights identified, had led LESS Studio to 

conclude the possible direction of the future of Sustainable 

high street fashion with a Foresight:

How Might We Provide Gen Z With A 
Platform That Provides Information In A 
Clear And Approachable Way, Enabling 
A Meaningful Conversation Between 
Them And Brands?

KEY INSIGHTS
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2030: THE WORLD

To design the optimal retail experience, it is important 

to look at the possible scenario for the designated time-

frame, 2030.

The scenario in 2030 is predicted to be the ‘Hyper-Embrace’ 

age. The world will experience major technological 

advancements, having machines, AI and AR highly-

integrated into the everyday lives of the people as well as 

the industries. Factory labours taken over by automated 

machines, causing the raise on unemployment and 

inequality gap.  However the people’s voices will be 

amplified and heard equally, resulting into a citizen-led 

democracy.

Data will be currency however the Internet will be accessible 

and free to everyone which will allow the people to learn 

further on the need to make environmental changes for a 

better world. This will result into the rise of post-consumerism.

Blippar (2018) 

Scenario ‘Hyper-Embrace’  referenced from Fashion Futures 2030
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2030: FASHION

With the technological advancements, fast fashion will be 

faster than ever but sustainable too. New collections will 

be released daily through digital runways, advertisements 

and across the landscape of the Internet. Though new 

collections will be manufactured in a demand-led manner 

and rationed as well, to avoid over-production.

In this post-consumerist age, there will be a shift from the 

need to own. Secondhands and rentals will increase in 

popularity. Brands will take responsibility of their deadstock 

and have a section in their selected retails stores as 

“Comebacks” which will be customized/refurbished by the 

customers design and preference.

This model creates a more circular loop and longer garment 

life cycle.

Comeback Reference
La.Reprise (2018) 
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USER PERSONA: 
Gen Z

The retail experience is designed for the Gen Z users and 

LESS Studio looked specifically onto a Gen Z consumer, AJ, 

as a user persona. Below is her profile, predicted for 2030.

• Known for her online persona, The Purple Girl

• Her fashion style: Individual, eclectic, artistic, 

experimental

• What she wants to change: Reality, the future, obsolete 

systems and standards

• Her attitudes: Woke, Has offline/online persona paradox

• Wants/Needs: Stability, a better world

• Measures of Success: Disposable income

aj.url (2019)
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THE BRAND:

With the ‘Brave, friendly, fun and Scandinavian cool with 

creative street style’1 aesthetic, Monki’s core belief is to 

empower young women. The brand has 127 stores, running 

on renewable energy across the world with eye-catching 

Instagrammable visual merchandising concepts. Through 

the brand’s various digital touchpoints, Monki’s focuses 

and targets on Gen Z.

Monki Cares and Monki Thinks campaigns on various 

pressing issues on the Fashion Industry and Gen Z, from 

committing to only support sustainably sourced materials 

by 2030 to mental health awareness.

1 Monki
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• Monki is constantly investing in advertisements and 

collaborations that are mainly focusing onto Gen Z, as 

they are the main target audience. Going beyond the 

communication methods, extending the brand’s retail 

experience will attract and satisfy the shifting beliefs 

and attitudes of Gen Z consumers.

• Lengthy articles of the brand’s missions and commitments 

are available on the website however when in-store 

these information are limited to only hangtags and 

posters. 

• The in-store concepts are already Instagrammable 

spots that lure the Gen Z in but there are currently no 

digital/AR experience integrated. This experience will 

allow Monki to stand out from other High Street Fashion 

stores.

OPPORTUNITIES



AvRi
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AvRi: Visualizations

AvRi is a hyper-personal AR extension of a retail experience. AvRi brings together a Smart Ring, Eye Sensor 

Chip and a Smart Avatar. The hyper-tech product serves as a platform where the brand and user will be able 

to have a meaningful conversation. The brand will have access to the user’s candid and honest opinions on 

their products, simplifying the brand’s market analysis. With AvRi, brands will also be able to share information 

that will simply be a click away and isolated from the loud background noise of the Internet.

 

AvRi aims to break the barriers today’s retail experience have and meet the technological advancements 

2030 will unfold.
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AvRi: Features

FEATURES: 
AvRi Smart Avatar
& Eye Sensor Chip

• Smart Ring Design: 3µ thick, non-invasive, highly-

customizable and removable. Similar to a temporary 

tattoo.

• Smart Ring UX Design: Voice-activated and/or touch-

activated (buttons, taps, scrolls).

• Eye Sensor Chip: A wearable skin-like micro chip to be 

installed behind the ear. This Chip will allow the Smart 

Ring to see through the user’s eyes.

• User’s Emotions: Recognizes users emotional responses, 

through shift of body temperature and heart rate, when 

touching the brand’s products and stores them as data 

for the brand’s product/market analysis.

• Personalized Interactive Advertisements: The Eye Sensor 

Chip will be able to detect products that caught the 

user’s attention. Public advertisements will be curated 

accordingly to the user’s database (Previous purchases, 

emotional responses & product detection.) AvRi will 

allow the user to have various  kinds of interactions with 

the advertisements.
Eye Sensor Chip

Smart Ring
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AvRi: Features

FEATURES: 
AvRi Smart Ring

• User’s Profile: Stores user’s skin tone and body 

measurements.

• Personalized Recommendations: Recommends 

products through the brand’s digital touchpoints based 

on the stored data of the user’s previous purchases and 

emotional responses on products previously touched.

• Live Tracking: Stores purchased product codes and links 

to overview cameras in the factory to show products in-

the-making.

• Traceability: Product details will be available on-

hand and only ‘a click away’. AvRi will show date 

manufactured, source, manufacturer, material details, 

previous owners (if secondhand).

Smart Ring Designs
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AvRi: Features

FEATURES: 
AvRi Smart Avatar

The Smart Avatar lives in the Smart Ring. It is an extension of 

the online/offline split persona Gen Z are known to have. 

The Smart Avatar represents the user’s online persona 

and shares the user’s consciousness. It will accumulatively 

adopt the user’s personality, language and traits.

Abilities:

• Browsing: Processes information on the internet, filters 

through the ‘inauthentic noise’ and provides the 

accurate and authentic information - that the user 

wants to look up, this eliminates the user having to 

manually go through multiple websites and platforms 

to access information.

• Daily Outfit Recommendations: Based on the user’s 

mood and (lack of) frequency of the items being 

worn, the smart avatar will recommend outfits every 

morning. 

• Virtual Try-on: Virtually shows how clothing items would 

fit on the user and expresses the physical aspects (e.g 

too itchy, too tight).

• Desire Stats: Processes the user’s emotions and desire 

on a piece of item as percentages and suggests a 

final decision.
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AvRi: Features

FEATURES: 
AvRi Logo

Default, Neutral
Link to Logo Animation:
https://vimeo.com/341170152

Anger, Frustration
Link to Logo Animation:
https://vimeo.com/341170157

Relaxed, Calm
Link to Logo Animation:
https://vimeo.com/341170166

Appreciation, Likeness
Link to Logo Animation:
https://vimeo.com/341170175

The logo changes accordingly to the user’s emotion. AvRi 

is able to detect the user’s changing emotions through the 

heart rate. The logo will be hyper-personal to the user and 

adjust, when on the screen, to represent their respective 

emotions/heart rate.
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AvRi: Features

LISTEN SPEAK ANSWER

 Collects data from customer’s 
rings - reads gathered emotional 
responses on their clothing and 
use as item recommendations 
for advertisements and in-store 

Scanner. Brands will also be 
able to utilize this data to adjust 

production amount, when 
needed.

Tracking (New Collections) 
camera view of purchased clothes 

in-the-making/in the factory.

When the User has an inquiry/question, 
the Smart Avatar will browse through 
the Internet seamlessly and provide 
the most accurate and authentic 
information, through algorithmic 

verifications and user’s consciousness 
embedded in the Smart Avatar.

(How Brands Listen To Gen Z) (How Brands Speak To Gen Z) (How Brands Answer Questions)

FEATURES: 
AvRi Meaningful 
Conversations
Because a conversation is made up of three aspects: Listening, speaking and answering
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AvRi: User Journey

USER JOURNEY

1.
Initiation

2.
On-The-Go

3.
Advertisements

4.
In-Store

5.
At Home
(Daily Updates)
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AvRi: User Journey

19

USER JOURNEY



Visualizations
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* Optional background screen with responsive colouring according to the scene

[Snap to turn on]

1. INITIATION

DEMO VIDEO: https://vimeo.com/342609014

AvRi: Visualizations
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AvRi: Visualizations

2. ON-THE-GO

[Eye Sensor detects item catching 

user's attention]

* Personalized Advertisements: based on previous item's style/

brand/look
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AvRi: Visualizations

3. ADVERTISEMENTS
A. New Collection
- Campaign Video

- Exclusive Preview

- Product details & Save option
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AvRi: Visualizations

*WAVES HAND*

3. Advertisements: New Collection
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AvRi: Visualizations

3. Advertisements: New Collection



26

AvRi: Visualizations

3. Advertisements: New Collection
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AvRi: Visualizations

3. ADVERTISEMENTS
B. Personalized Discount Codes
- Automatically added onto user's AvRi
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AvRi: Visualizations

*WAVES HAND*

3. Advertisements: Personalized Discount Codes
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AvRi: Visualizations

3. Advertisements: Personalized Discount Codes
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AvRi: Visualizations

A. AvRi Ring Scan
- Saved & Personalized Recommended Items

- Smart Avatar virtual try-on

- Item's further details after purchase

4. IN-STORE
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AvRi: Visualizations

*SCANS RING*

4. In-Store: Displays
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AvRi: Visualizations

4. In-Store: AvRi Ring Scan
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AvRi: Visualizations

4. In-Store: AvRi Ring Scan
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AvRi: Visualizations

4. IN-STORE
B. DISPLAYS
- AvRi Reads user's emotions and changes color 

accordingly

- Displays Item's details

- Smart Avatar virtual try-on & outfit recommendation

Nadine Nella Gan
from user’s virtual wardrobe
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AvRi: Visualizations

4. In-Store: Displays
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AvRi: Visualizations

4. In-Store: Displays
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AvRi: Visualizations

4. In-Store: Displays

Nadine Nella Gan
When in collaboration with Monki, AvRi will also recommend outfit ensemble with Monki’s in-store items
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AvRi: Visualizations

A. Tracking
- Camera view
- Estimated arrival date

5. AT HOME
DAILY UPDATES
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AvRi: Visualizations

B. Smart Avatar Browsing
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AvRi: Visualizations

C. Smart Avatar Daily 
Outfit Recommendation

Nadine Nella Gan
When in collaboration with Monki, AvRi will prioritise user’s Monki’s clothing for daily outfits recommendations�
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Conclusion

A Gen Z consumer said ‘If [sustainable fashion] would be less boring and more colourful…like a sustainable 

Monki it would be great, I would buy that.’

Through a collaboration with AvRi, Monki will be able to meet the need of Gen Z’s individualistic beliefs and 

break the barriers of their trust issues on information authenticity. Not only that AvRi will be an advancement 

in the future of Monki’s retail experience, it will also allow the brand to build a hyper-personal relationship 

with their Gen Z consumers. An opportunity that will have Monki stand out from the rest of high street brands

Quote cited from an interview conducted by LESS Studio
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SUMMARY
of Insights

RESEARCH METHODOLOGIES
LESS Studio conducted several research methodologies to understand further on the Gen Z consumers and their relationship 
with sustainability. The main methods and sources are shown below. The primary research include a survey, an interview, 

students transcript and questionnaires answered by Gen Zs from all around the world.
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SUMMARY
of Insights

Trend

THE IMAGE PROBLEM
LESS Studio conducted a survey with 34 non-fashion students worldwide and we asked questions regarding sustainability. The 
answers were generally ‘Boring’, ‘I do not know’ and ‘linen’. This survey showed us that there was  a disconnect between the 

a very specific aesthetic that sustainability currently has and Gen Z’s trendy & “strive to look different” aesthetic. 

From our research, we’ve learned that sustainability is currently sending out one message “If you do not like looking like this, 
you can’t be sustainable” which has led us to conclude that the core to the problems of sustainability is The Image Problem.

From this trend, we identified three drivers - Preachy Tone of Voice, Information Overload and Rise of Me

Fig. 1 Fig. 2
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SUMMARY
of Insights

Driver #1
PREACHY TONE OF VOICE

The language used to communicate sustainability is serious, heavy and 
puts all the responsibility on the consumers / Gen Z to make an effort. 

Figure 3 is a good example of how sustainability is being marketed in 
today’s time. This advertisement in particular has the impression that it is 
guilt-tripping the consumers to buy sustainably. Figure 2 (on the previous 
page) is also stating ‘Linen is the choice’ which is intending that if the 
consumer does not choose linen or is choosing anything else but linen, 

they are in the wrong.

The demanding and patronizing tone of voice goes against what Gen Z 
believes in: we do not want to be told what to do and we want to define 

our own paths and opinions.

Fig. 3
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SUMMARY
of Insights

Above is a visual representation of our perspective on sustainability, confusing and overwhelming. WGSN stated that Gen Z are 
‘Digital natives from day one’ which was described as “[the] generation that remembers nothing other than a life bound up 
with the Internet” by scholars John Palfrey and Urs Gasser. Our generation is always online and constantly bombarded with more 
information than we can process, on a daily basis. Not only that we are being told what to do, we’ve also grown to learn that 
there is a rise in manufactured authenticity which makes it harder for us to filter out sources we can trust. We crave transparency 
and easy access to honest information above everything else. Our trust issues with media and brand communication have led 

us to be hyper critical, hyper woke and to question everything.

Driver #2
INFORMATION 

OVERLOAD
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SUMMARY
of Insights

Driver #3
RISE OF “ME”

WGSN stated that “For Gen Z, there’s more emphasis on creating their own 
path, whether that means building new educational systems or their own 
personal brands. Gen Z wants to reframe outdated social constructs and 
create new ones.” Gen Z are not followers, we are the most individualistic 
generation yet. Defined by technology, cultural aggregation, fluidity and 
contradiction our generation is constantly reinventing themselves, both 
online and offline. We express our individuality by talking about our social 
and political opinions online. Our generation is looking to pioneer change 
but other than past generations we’re willing to improve the system rather 

than destroy it when given the right tools.

Figure 4 is an artwork created by a Gen Z feminist activist, Florence Given 
in collaboration with ace & tate.  Florence is very vocal on her views on 
various political topics and uses her Instagram account as a platform to 

amplify her voice and influence her followers.

Fig. 4
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SUMMARY
of Insights

Throughout our research we observed a tendency of ‘slacktivism’ in Gen Z, the ‘I 
would if I could’ mentality. From the survey we conducted, we asked why they do 
not consider themselves environmentally conscious, the answers were “Cause the 
changes do not affect my day to day life yet.”, “I am not particularly interested 
in the environmental issues nowadays.” And “I do not take as many active steps 
as I should to keep our planet safe.” Which shows a need for further and clearer 
information and knowledge on sustainability. This insight stems from the drivers, 
especially Information Overload and Preachy Tone of Voice. With the constant 
stream of contents, Gen Z have a hard time to filter out the authentic information 
that we can trust. However, our generation has the mindset that it is our responsibility, 
at least someday in the future, to be the ones taking the ‘right’ step and fix the 

environmental issues.

The responses also indicated that they were not confident on their understanding 
of sustainable fashion. Their answers were along the lines of “I do not know” and 
“More expensive”.  Gen Z have the will to do good but do not actively try to make a 
change because they think they have to put a lot of effort and do not know where 

or how to start.

All of this research led to this insight statement. Access to information on sustainability 
should be easier. Gen Z should now have to ‘work for it’ yet it should be effortless.

Insight #1
SUSTAINABILITY IS EASY ACCESS 

TO AUTHENTIC INFORMATION
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SUMMARY
of Insights

Relating back to the Image Problem trend, for Gen Z, ‘being sustainable’ seems like 
a big challenge that they cannot easily start. The word sustainable is very nebulous 
and tends to be overwhelming to act upon for our generation. We’re also not 
blindly following what brands are telling us because that’s not what we do as a 
generation. As we’ve seen in our previous driver, Rise of Me, we question and we 

interrogate. 
Today sustainability is being communicated in a black and white manner. It is either 
right or wrong which has stopped Gen Z from taking any first steps. We’ve been told 
we should take the right step, with various definition of ‘right’ - as explained in our 
driver Information Overload - which implies that what we are doing at the moment 
is not right. A Gen Z we interviewed stated “[Sustainability is such a big thing that i 

do not know where to start]”
The goal for Gen Z is ‘progression’ as opposed to the previous generation’s goal 
‘perfectionism’. Gen Z wants sustainability to be part of lifestyle and not just 

incorporated into a string of purchases.
The mindset should be ‘two steps forward and one step back is good’ because 
any step is a step towards progression which has led us to our second insight, baby 

steps.

Insight #2
SUSTAINABILITY IS 

TAKING BABY STEPS
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SUMMARY
of Insights

How might we provide Gen Z with a platform 
that provides information in a clear and 

approachable way, enabling a meaningful 
conversation between them and brands?

Problem Statement
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Trend
Image Problem
Driver #1
Preachy Tone of Voice
Driver #2
Information Overload
Driver #3
Rise of “ME”
Insight #1
Easy Access to Authentic Information
Insight #2
Taking Baby Steps
Problem Statement
A platform that provides information 
in a clear and approachable way, 
enabling a meaningful conversation 
between them and brands

Sustainability is colorful and complex. It is currently being 
communicated in a negative tone of voice which leaves 

Gen Z consumers feeling overwhelmed. 

With the drivers we identified, our generation does not 
want to feel guilt tripped into sustainability because that 
goes against our belief on individualism, as we want the 
decisions made in our lives to be solely made by us and not 

the society or figures of authority.

Gen Z are also not against sustainability, we simply do not 
have a good understanding. However, we are open to 
incorporate sustainability into our lives as long as we have 
our own creative freedom to define what it means to us. 
Through the process of learning what sustainability is, Gen Z 
will make mistakes but that should be acceptable. It is not 
a linear journey yet it is a journey of two steps forward and 

one step back.
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THE Gen Z USER 
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@AJ.URL

THE Gen Z USER

Name  Age    Sex   
AJ  19,     Female
  Turning 20 this year 

Nationality  Family  Education
South-East Asian Middle child,  UCL Computer
   2 siblings,   Science degree
   Divorced parents

Occupation
Part-time sales associate at a high-street retail brand
(£100 p/w)

Social Media
@aj.url - Constructed an online skin to hide away from 
the judgmental Instagrammers but a private account 
that plays as a judgment-free zone where she could post 
anything without any “aesthetic” concerns

Relationship with Fashion
Has a love and hate relationship with fast fashion. She is 
aware of how unsustainable it is but the prices and sales 
are tempting. She is also curious on sustainable fashion 
and wants to be more environmentally conscious

What She Wants To Change: 

Reality, the future, obsolete systems and standards

Wants/Needs:

Stability, a better world

Measures of Success: 
Disposable Income

SKYPE CALL HER!
https://vimeo.com/338724038

Fig. 5

FINSTA

Fig 6. AJ (2019) Finsta

https://vimeo.com/338724038
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“HYPER-EMBRACE”
The 2030 Scenario

Referenced from Fashion Futures 2030
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Highly integrated with AI, AR and automated machines

Data is currency but Internet will be hyper-accessible and 
free

Disconnected from the natural world but is 
highly valued: restoration, regeneration

Rise of Inequality gap

Citizen-led participatory democracy

Post-consumerist

“HYPER-EMBRACE”
The 2030 Scenario

The World

Industry models:
1. New Collections - demand-led, more expensive, 
‘hyper-accessible’ but rationed, daily digital runways
2. ASAP Clothes - Charity for pre-owned or vintage, 
clothing libraries for rental
3. Comebacks - remade/customized items

Smart and ‘simulated’ textures: chemically recycled, 
permanent spill and stain resistant, hyper-traceable

Shift from ‘needing to own’
Avatar Retail

Customization: themes, images, symbols for cultural/
political affiliation

The 
Fashion
Industry
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Daily digital runways

Interactive Ads

Made from smart and “simulated” textures: chemically 
recycled, permanent spill and stain resistant, anti-shed 
spray

2-week wait

Demand-led

More expensive

Store displays only one item each, no railings, customers 
will have to approach the shop-floor Sales Ambassadors 
to physically try-on/purchase an item.

“HYPER-EMBRACE”
The 2030 Scenario

1. New
Collections

The Fashion Industry Models:
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Clothes Library: Rental

Charity Shops: Secondhand items

Cheaper than New Collections, unless it’s high fashion 
vintage

“HYPER-EMBRACE”
The 2030 Scenario

2. ASAP Clothes

Customization/Refurbishments with in-store deadstock/
unsold items from previous collections

1-2 days wait

Cheap to fairly affordable, depending on the complexity 
of the customization

3. Comebacks

Reference

Fig 7. La.reprise (2019) Instagram Post
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The Gen Z User
AJ
The 2030 Scenario
Hyper Embrace
The Fashion Industry Model #1
New Collection
The Fashion Industry Model #2
ASAP Clothes
The Fashion Industry Model #3
Comebacks

AJ is aware of the truth behind fast fashion however she 
is still not very well-informed on sustainable fashion or how 
to be sustainable. Though, if she has access to authentic 
information she would be confident in taking the necessary 

steps.

The world in 2030, as I predict, will be highly-integrated 
with technology and the Internet however people are 
aware of the dangers on letting machines and technology 
overcome humanity. Thus, there is more sense of community 
throughout the world. People’s voices are all equally heard.

The fashion industry is highly demand-led and pulls every 
string to not over-produce. Deadstocks will be a bigger 
part of the industry, than it is today. They will be used to 

customize customer’s existing clothes (Comebacks).
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After compiling the insights research, Gen Z avatar, the 2030 scenario and redesigning the retail 
experiences, I sat down and brainstormed the most suitable product/outcome. I started imagining how 
the world will look like and behave according to the scenario I designed, ‘Hyper-Embrace’. The world 
will be highly integrated with hi-tech machines which will result to the elevation of convenience and 
time-efficiency. So, I thought about the one barrier everyone still encounter today - Advertisements. 
In today’s time, public advertisements do not converse with their audience. They will be heavily 
promoting something but whoever is interested will have to make the effort to go on the Internet and 
look them up. I wanted to break that time-consuming and effort-requiring process. So, I wanted to 
design a product that will enable the users to effortlessly access information from every touchpoint a 

brand has. 

I wanted to create a hyper-tech product that serves as a platform as well, but also hyper-personal. 
I wanted the users to feel that the products are designed to cater their specific needs. The physical 
manner of the product also has to be non-invasive as I did not want to go towards the direction of 
a dystopian world. So with that in mind, I came up with a Smart Ring because smart phones, smart 
watches, smart glasses already exist. The first thing i thought was the physical aspect of the smart ring. 
I did not want the ring to be clunky or even visible. However it would be easily removable, giving the 

user total control of how much the smart ring would be a part of their lives.
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I presented my initial idea on the Smart Ring during my Group Tutorial and received positive feedback. 

I was also given several aspects to consider and further develop:

1. The Smart Ring should be a direct enabler for the user 
2. Consider the relationship between the product and AJ

3. Bodystorm the prototype to understand the user journey
4. Consider how advertisements would look like in 2030

5. Design more features the Smart Ring could have, 
not just the advertisement interaction

6. Do case studies to develop simulation of the prototype
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AvRi
The Smart Ring + Smart Avatar
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‘Smart’ Avatar

Stores user profile: size, skin shade & previous purchases

Recognizes users emotions (towards clothing and 
other items) and stores them for recommending items/
personalizing ads

Connects to advertisement screens: personalization 
& allows to save advertised items by waving hand in 
front of the screen with a daily limit (“Saved”)

Tracking: Stores purchase product code (from NEW) 
and links to overview cameras in the factory to show 
products in-the-making.

Traceability on purchased items: shows date 
manufactured, source, manufacturer/artisan (Private 
Message enabled), material details, previous owners (if 
secondhand) [clear and approachable information]

Retail Experience: 
 1. In-store Ring Portal will scan the ring and 
display “Saved” items from the brands as well as 
recommended items based on user’s profile and 
previous purchases
 2. Interactive displays - when touching items, the 
ring will scan the item’s details and stock availability 
through a decoded nano-thread sewn into the 
clothing

Features

AvRi
Features

AvRi:
The Smart Ring
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Brainstorming 
The Smart Avatar

AvRi
Features
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‘Lives’ in the ring

Appears as a holographic 4D figure

More than a digital representation of the user

An extension of the online/offline split persona: The smart 
avatar represents the user’s online persona and shares the 
user’s consciousness

Accumulatively adopt the user’s personality, language 
and traits, will be refined by time - when the user and the 
avatar interacts more

As DVTK stated, “Technology is a driver, the answer 
is human”, this Smart Avatar will  be a human-like 
touchpoint from the Smart Ring that the users have a 
bond with

Abilities:
 1. Processes information on the Internet, filters 
through the ‘inauthentic noise’ and provides the accurate 
and authentic information - that the user wants to look 
up, this eliminates the user having to manually go through 
multiple websites and platforms to find something out.
 2. Recommends daily outfits based on the user’s 
mood and (lack of) frequency of the items being worn
 3. Processes the user’s feeling and desire on a piece 
of item as percentages and suggests a final decision 
 4. Virtually tries on new items and express the 
physical aspects (e.g. too itchy, too tight)

Features

AvRi:
The Smart Avatar

AvRi
Features
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LISTEN SPEAK ANSWER

 Collects data from customer’s 
rings - reads gathered emotional 
responses on their clothing and 
use as item recommendations 
for advertisements and in-store 

Scanner. Brands will also be 
able to utilize this data to adjust 

production amount, when 
needed.

Tracking (New Collections) 
camera view of our clothes in-the-

making/in the factory

When the User has an inquiry/question, 
the Smart Avatar will browse through 
the Internet seamlessly and provide 
the most accurate and authentic 
information, through algorithmic 

verifications and user’s consciousness 
embedded in the Smart Avatar.

(How Brands Listen To Us) (How Brands Speak To Us) (How Brands Answer Our Questions)

AvRi
Features

How Brands Have Meaningful Conversations 
with Gen Zs, Through AvRi

Because a conversation is made up of three aspects: listening, speaking and answering
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AvRi
References
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Wearable 
Technology

Designed to read patients’ health status, this temporary-tattoo like 
technology is waterproof, hassle-free and flexible. The wearable 
technology is a stick-on, almost-invisible and only 3µ thick device 
will be the perfect material for the smart ring, avoiding the clunky 
electronic device models (smart phones, smart watches, smart 
glasses). The patch could contain flexible electrical components that 

serve different purposes (Heart monitoring, blood sugar level)

AvRi
References

Fig. 8

Fig. 9

Fig. 10

Fig. 11
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On-Skin
Electronics

DuoSkin
by MIT Media Lab x Microsoft Research

This technology has similarities to AvRi as it has the look and physical aspect of the metallic 
temporary tattoos but connects to a digital interface. The on-skin electronics create the 
human body as a trackpad for varying features such as scrolling, turning up the volume and 
also storing data. By scanning onto it with a smart phone, it can upload a certain type of 

data (e.g. a cinema ticket). 

Other features include reading the human body temperature. It will light up when the body 
temperature rises. The technology is also able to read the human’s emotion and change 
color accordingly. The design of the ‘device’ is highly customizable and easily adapted into 

any temporary tattoos as well.

AvRi
References

Fig. 12 Fig. 13 Fig. 14
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Soli 
by Google ATAP

Touchless 
Technology

Google ATAP is currently developing Soli, a ‘wireless 
recognition gesture’ technology. The hardware is 
made of a small radar chip that can detect gestures 
from a distance. These hand gesture controls 
eliminates the need for any physical controller. 
The user will only simply need to do hand gestures 
in the air and Soli will ‘move’ the screen/object 

appropriately.

This technology would work better for the smart 
ring as there will be no ‘interfaces’ needed to be 
‘touched’ on. With the ring projecting a screen, the 
chip will sense the gestures of the other hand to 

control the screen.

AvRi
References

Fig. 17 - 20
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IKEA (He)Art Scanner
“To ensure the pieces in this year’s IKEA ‘Art Collection’ ended 
up in the hands or true art lovers [instead of reseller consumers], 
[Ogilvy] created the He(art) Scanner, which tracked viewers’ 
brainwaves and heart rate while viewing pieces. If the piece 

truly moved them, they had the chance to purchase it.”

- Ogilvy

Burger King AR Ad

Ogilvy also designed Burger King’s Burn That Ad 
AR Campaign that allows their customers to ‘burn’ 
their competitor’s ads through the Burger King App, 
in Brazil. This feature was interactive, fun and also 
rewarding. The customers would get a voucher 

exchangeable for a Whopper burger. 

AvRi
References

Fig. 24 - 25

Fig. 26 - 30
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This Disney movie visualized a girl’s emotions as 
individual characters that play big roles onto the girl’s 
actions. They are set in her brain and see through 
her eyes. These 5 characters though are all the girl’s 
emotions, have their own thoughts, opinions and 
reactions. I want my Smart Avatar to have a mindset 
of its own yet very similar to the user. Though unlike the 
movie, the Smart Avatar will not be able to control the 

user.

Black Mirror

White Christmas

Be Right Back

These two episodes from Black Mirror have 
speculative ‘products’ that puts together 
technology and the human conscience, 
which are relevant for my Smart Avatar 
design. The two episodes involve uploading 
a humans conscience through science or 
the user’s social media and then create a 
separate conscience into a product or a 

digital interface

AvRi
References

Inside Out

Fig. 31 - 32

Fig. 33 - 34

Fig. 35

Fig. 36
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AvRi
Prototype
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AvRi
Prototype

AvRi Smart Ring

Full Ring
Inner Ring

I used metallic temporary tattoos to create a mock-up prototype 
of the ring. I did two different of styles - The full ring and inner ring.
The full ring is visible and also serves as a fashion statement while 

the inner ring is not visible from the outside and is less invasive.
The inner ring is also possible as the ring only needs the inner side 

to project the screen.
Because the ring will take the physical characteristics of temporary 
tattoo, the users can easily fit them on themselves. It will also be 
highly removable. Thus, its necessary to add one more feature. 
The data of the users will be kept in a cyber cloud which can only 
be accessed by the user’s skin/DNA print. So the users can easily 
repurchase and ‘reinstall’, if they ever wish to remove the ring and 

changed their mind.
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AvRi
Prototype

AvRi Smart Ring

3D Prototype

Made in Photoshop
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AvRi Scanner (In-Store) AvRi Eye Chip

The In-Store experience will involve a pad-like scanner that will 
be able to connect to the smart ring and display saveds and 
recommended items for the user. The design of the scanner will 
be a simple tablet/pad with no buttons  and a wide screen 

covering th whole surface of the tablet.

The eye chip will connect to the smart ring, enabling it 
to see what the user sees. This is necessary for spotting 
items/products that catches the user’s attention when 
they are on-the-go. The eye chip will be fitted behind 
the ear. It will come as a form of a small patch that can 

easily be pasted onto the skin.

AvRi
Prototype

Edited in Photoshop

Fig. 37
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1. 

5. 

2.

3.

4.

5.

6.
7.
8.

9.

10.

11.

USER JOURNEY 
1.0

AvRi
Prototype
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AvRi
Prototype

USER JOURNEY 2.0

Made in LucidChart

AvRi: Smart Ring + Smart Avatar + Eye Sensor Chip
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INITIATION   ON-THE-GO

ADVERTISEMENTS

AT HOME     IN-STORE

AvRi
Prototype

USER JOURNEY 3.0

1. 2.

3.

4.5.
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Wireframe 1.0

DEFAULT/FIRST SCREEN

WARDROBE

SAVEDS PURCHASEDS

TRACKING

MENU

AvRi
Prototype
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INITIATION 
WIREFRAME1. 

2.

3.

4.

5.

6.

7

8.

9.

10.

11.

MENU OPTION 2

SETTINGS

Wireframe 1.0

AvRi
Prototype
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- User fits and installs AvRi:

1. Input personal details

2. Body read (Skin tone, temperature & heart rate)

3. Eye Sensor Chip fitting and configuration, linking to the ring

4. User stands in front of the mirror for the Eye Chip to read the 

body shape and upload onto the ring database

3. Link to social media

4. Wardrobe scan

5. 4D Avatar configuration (Body shape, skin scan, selfie 

pictures, virtual clothing collection)

6. User’s database is stored in the cloud and can only be re-

accessed by the user’s DNA print (for re-instalment purposes)

1. INITIATIONWireframe 2.0

Mock-Up

1.
INITIATION
2.
ON-THE-GO
3.
ADVERTISEMENTS
4.
IN-STORE
5.
HOME

AvRi
Prototype
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- Eye Sensor: Stores items that 

caught the user’s attention as 

personalized advertisement 

recommendation

1.
INITIATION
2.
ON-THE-GO
3.
ADVERTISEMENTS
4.
IN-STORE
5.
HOME

2. ON-THE-GO

Eye Sensor detects
‘Highlighted’ item

Personalized
Advertisement

AvRi
Prototype
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Ads are personalized based on 

previous likes, current following, 

clothing collection, most 

engagements and ‘on-the-go’ items

- Encounters a personalized 

advertisement in public

- Waves hand:

a. Reveals item details
 1. Materials
 2. Source

 3. Age & life expectancy

b. ‘Saves’ item (5/day)

c. Reveals discount code

1.
INITIATION
2.
ON-THE-GO
3.
ADVERTISEMENTS
4.
IN-STORE
5.
HOME

3. ADVERTISEMENTS
AvRi

Prototype
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- Ring Scanner: displays saved items in appropriate size & 

recommended items

- Try on the item: in the fitting room or have the avatar try it on 

with recommended clothing in the  user’s current collection

- Purchase: Item’s are purchased via the scanner. After item 

is purchased, the ring will store item’s tracking code, virtual 

version & display details 

- Mannequin Displays: collects user’s emotions/reactions when 

touching clothes (Ring changes color briefly when emotions 

shift)& displays recently touched item’s details + Save option

Details
 1. Materials
 2. Source, Manufacturer’s name, wage and/or Previous owner)
 3. Wash care
 4. Total amount of the same product made
 5. Age & life expectancy
 6. Recommended outfit look with user’s current clothings

1.
INITIATION
2.
ON-THE-GO
3.
ADVERTISEMENTS
4.
IN-STORE
5.
HOME

4. IN-STORE
AvRi

Prototype
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1.
INITIATION
2.
ON-THE-GO
3.
ADVERTISEMENTS
4.
IN-STORE
5.
AT HOME

5. AT HOME
- Tracking: Ring displays camera overview of 

product in the factory and delivery date

- Displays total amount of products purchased 

(of the day, week, month) 

- Avatar verifies user’s ‘preferred’ brands’ ethos/
manifesto available on the internet against the 

details of the purchased products

AvRi
Prototype
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THE GESTURES
& TRANSITIONS

Snap finger to switch on Scrolling

Pinch out to zoom in Click/Tap 

Screenshots of an iPhone Screen Recording of Transitions

Pinch to rotate sideways 

(4D)

Full Video: 
https://vimeo.com/340087870

As I was on the tube, I looked at people around me who were using their phones. I looked at their 

finger and hand gestures smoothly controlling the screens of their smart phones , it seemed like it 

was their second language. Especially for my Gen Z avatar, she grew up with a smart phone, so 

these gestures have been implanted into her consciousness. So I started ‘bodystorming’ on the tube 

and while walking in public, pretending to use the smart ring. I did hand gestures seen on the left to 

understand and design the UX better. I used the Instagram UX and its transitions as reference as iOS 

and Androids users have the same experience. I also believe in 2030 people, especially Gen Zs,  will 

be familiarized and have the basic technical competence to navigate with an Instagram-like UX.

AvRi
Prototype
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AvRi’s features and user journey have been fully developed to answer the problem statement. 

However, I wanted to ensure that the product would please the Gen Z target audience. Hence, 

I considered a brand collaboration for the launch of AvRi. Through this brand collaboration, it will 

allow AvRi to position itself in the industry and directly catch the target market’s attention. I started to 

consider having this collaboration with a fashion brand that is aesthetically pleasing and desirable to 

the Gen Zs. From an interview conducted by Less Studio, a Gen Z girl said if sustainable fashion looked 

like Monki she would be very interested. So I decided to look further upon Monki as it does have a 

distinct aesthetic and affordable pricing for most Gen Zs.

I also wanted to make sure that the visualisations I make from this point would be aesthetically suited 

to the brand AvRi be collaborating with.
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Brand
Collaboration: Fig. 37
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• Brand’s core belief is to empower young women

• Brand’s aesthetic is “Brave, friendly, fun and Scandinavian cool with creative street style”

• 127 stores across Europe, Asia and the Middle East with various Instagrammable visual 

merchandising concepts

• Offers In-store garment recycling post

• Stores run on renewable energy

• Focuses and targets on Gen Z with Louder, a PR Agency

• Monki Cares: commits to being a more/completely sustainable brand

• Works with Better Cotton Initiative, a non-profit for a better cotton industry

• Cotton products are 100% sustainably sourced since 2018

• No fur, angora fiber, merino wool and materials derived from the rain forest in their collections

Current:
Fig. 38 Fig. 39 Fig. 40 Fig. 41
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Campaigns:

All The Feels
2018

1-800-LAZY-ECO 
2017

Embrace Your Feels. 
2019

The campaign features video interviews with 

three mental health advocates who are 

also  social media influencers; Emily Bador, 
John Yuyi and Elyse Fox who is the founder of 

the Sad Girls Club collective. The interviews 

discussed on the positive and negative 

impacts social media has upon today’s 

youths. The campaign came with a capsule 

collection that consisted of ‘emotion-driven 
clothing is exclusive to women.’

Part of Monki Cares, the brand launched a 

campaign fosucing on sustainability for the 

younger generation. It clearly highlights 

do-able steps to be more eco-friendly 

and sustainable while still staying true to 

their style and aesthetic. Though it was 

promoting sustainability, the campaign 

still had Monki’s strong aesthetic and color 

scheme in play.

Monki’s latest collection focuses on 

mental health awareness as well as 

female empowerment. The brand 

teamed up with Mental Health Europe 

and launched a collection with items 

saying ‘Embrace Your Feels.’

The campaign promotes self-

confidence, self-love and accepting the 
flaws we have, physically and mentally.

Fig. 42-43 Fig. 44-45 Fig. 46-47
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Opportunities:
“A large part of Monki’s brand DNA is its initiative to 

make its business more sustainable.”
- Turk. R, Fashion United

Mission:
To support only sustainably sourced materials  

and produce its organic denim range by 2030

To become climate-positive throughout their 
entire stores and offices by 2040

1. The main target audience are the Gen Z and the brand 

has a good understanding of what they like and their main 

beliefs. With their PR agency, Louder, Monki is constantly 

investing in advertisements, collaborations with influencers 

and campaigns that are mainly focusing onto the Gen Z. So, 

the brand will be willing for the opportunity to go beyond their 

communication methods and extend their retail experience to 

attract and satisfy the Gen Z consumers

2. The brand has clear information about their missions and 

commitments but it is not visible/clearly stated in their stores. 

Customers still need to go through their website and read 

lengthy article

3. The in-store concepts are already Instagrammable spots that 

lure the Gen Z in but there are no digital/AR experience 
Fig. 48-49
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Prototype 2.0

AvRi x
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Logo Design

AvRi
Prototype 2.0
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I did not like the logo as it seemed too simple and I wanted to bring more 
meaning to it. From Myles Palmer’s presentation, he talked about Ivy Park’s 
website and how the home page animations were all exclusive to one 
user. So I wanted to do the same with AvRi’s logo. I wanted it to change 
accordingly to the user too. As I was sketching some logo ideas, I noticed 
that some of them resembled a heartbeat and the ring is able to detect 
the user’s emotions from their heart rates. So I decided to have the logo 
change accordingly to the user’s emotion. I looked up heart rates based on 
varying emotions and designed the logos, altering them to loosely represent 
the respective heart rate. I still have to make sure that the logo is easily 

understandable, legible and recognizable despite the adjustments.

AvRi
Prototype 2.0

Fig. 50

Fig. 51
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Step 1 Step 2 Step 3

Final

Default, Neutral
Link to Logo Animation:
https://vimeo.com/341170152

Anger, Frustration
Link to Logo Animation:
https://vimeo.com/341170157

Relaxed, Calm
Link to Logo Animation:
https://vimeo.com/341170166

Appreciation, Likeness
Link to Logo Animation:
https://vimeo.com/341170175

AvRi
Prototype 2.0

Logo Animation
Made in After Effects
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AvRi
Prototype 2.0

1. 2. 3.

4. 5. 6. 7.
Interface Design: Initiation

[Snap to turn on]
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AvRi
Prototype 2.0

9. 10. 11.

12. 13. 14. 15.

8.

[Avatar
Made in Snapchat Bitmoji]
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AvRi
Prototype 2.0

17. 18. 19.

20.

16.

Made in Photoshop
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AvRi
Prototype 2.0

Interface
Design:
Initiation
Video
https://vimeo.com/341095817

I brought to life the still images of the Initiation process of the user 
journey with Monki’s aesthetic in mind. Through creating this mock-up 
initation video, I understood better the user journey and UX design.

I also noticed that there were minor fixes needed to be made.

Made in Premiere Pro
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AvRi
Prototype 2.0

Interface
Design:
Home Screen
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Buttons
As I was designing the scroll-up movement and spacing out the menu list, I realized that in real life, 
the projected screen will be a small surface, smaller than a smart phone. Thus having buttons , texts 
and specific targeted small areas to be clicked on will be a very hard user experience. It will cause 

a lot of the users to mis-click as there is not a physical matter to tap on.

Going back to my references, I looked at Black Mirror’s Be Right Back and saw her hand gestures in 
front of her laptop screen. One specific move that caught my attention was when she ‘moved an 
email to trash’ by air paper-crumpling towards th screen and gesturing sideways. This also fits with 

the Soli’s touchless technology reference.

Black Mirror
Be Right Back

AvRi
Prototype 2.0

Fig. 52-56
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AvRi
Prototype 2.0

Prototyping on Torch. AR App
https://vimeo.com/341436065

I worked on Torch. to visualize further on my prototype but I had a hard time 
importing a video with transparent background. It did not work for the logo. I 
managed to import one of the screens with no background but I had a hard time 
positioning it on the screen. The app did not allow the object to follow my hand. 
It was hard to control and create a smooth video recording (as shown in video 
link). Given the time duration I have left, I decided to keep my visualizations as 

still images to not over-complicate and simply create a cleaner outcome.

Fig. 52
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During the last class of the unit, I showed my progress so far and I was given feedback on my user 
journey design. Having to use the mobile phone to link AvRi to the user’s social media was not 
necessarily a 2030-technological design. Limiting the amount of screens and gadgets needed to 

work with AvRi would be the best way to create AvRi as a completely dependent product. 

The hand gesture control was also thought to be excessive and using solely voice activation to control 
AvRi would be the best and easiest UX design.

For the final visualization, I was suggested to keep it simple and stay with screenshots / still images as 
the Torch app gave a messy and time-consuming outcome. 
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AvRi
Prototype 2.0

Initiation:
Language

As I was watching Black Mirror’s latest season, one of the 
episodes had a relevant reference for AvRi. From the episode 
Rachel, Jack and Ashley Too, there was a smart robot / avatar 
and their ‘initiation’ stage caught my attention. It had a more 
personable language as opposed to my first initiation mock-
up. Even though it’s not a huge change, it will immediately 
set the tone that AvRi is hyper-personal and will have the user 
feel like they’re speaking to a more human-like product as 

opposed to a dystopian robot figure.

Fig. 53

Black Mirror
Rachel, Jack and Ashley Too
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Prototype 3.0

AvRi x

Made in Photoshop
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AvRi
Prototype 3.0

Prototype Collaboration
1. Brief 2. Creation

3. Compilation

with Noor Dhanju

I collaborated with Noor Dhanju as she created Aj’s 
purple avatar. I wanted the prototype to have AJ as the 
user and have facial similarities with the purple avatar. 
I sent over a brief, with references, poses and ‘shot 
lists’ for the prototype. I then gave minor suggestions 
and tweaks on the details of AJ’s appearance before 

proceeding onto the poses.
Then, the avatar was exported against a green screen 

and I edited it into my video and visualizations.

Waving Clip
https://vimeo.com/342609008
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AvRi
Prototype 3.0

AvRi x

Aesthetic
To have the client have a clearer image on how AvRi 
could fit well into thei rbrand and retail experience, I 
referenced their website as a touchpoint and incorporate 
their color scheme, layout and general aesthetic.

Fig. 54-55

Fig. 56
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1. INITIATION

1.
INITIATION
2.
ON-THE-GO
3.
ADVERTISEMENTS
4.
IN-STORE
5.
HOME

AvRi
Prototype 3.0

- Optional background screen with responsive 
sizing and colouring according to the scene

[Snap to turn on]

Final Initiation Demo
https://vimeo.com/342609014
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1.
INITIATION
2.
ON-THE-GO
3.
ADVERTISEMENTS
4.
IN-STORE
5.
HOME

AvRi
Prototype 3.0

[Eye Sensor detects item catching user's attention]

- Personalized Advertisements: based on previous item

2. ON-THE-GO
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1.
INITIATION
2.
ON-THE-GO
3.
ADVERTISEMENTS
4.
IN-STORE
5.
HOME

AvRi
Prototype 3.0

*WAVES HAND*

1. New 
Collection 
Campaign
- Video
- Exclusive Preview
- Product details & Save 
option

3. ADVERTISEMENTS
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1.
INITIATION
2.
ON-THE-GO
3.
ADVERTISEMENTS
4.
IN-STORE
5.
HOME

AvRi
Prototype 3.0

*WAVES HAND*

2. Personalized Discount Codes
- Automatically added onto user's AvRi
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1.
INITIATION
2.
ON-THE-GO
3.
ADVERTISEMENTS
4.
IN-STORE
5.
HOME

AvRi
Prototype 3.0

*SCANS RING*

AvRi RING SCANNER

1. AvRi Ring Scanner
- Displays Saved & Personalized 
Recommended Items
- Virtual try-on & outfit 
recommendation on the Smart Avatar
- Item's further details after purchase

4. IN-STORE
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1.
INITIATION
2.
ON-THE-GO
3.
ADVERTISEMENTS
4.
IN-STORE
5.
HOME

AvRi
Prototype 3.0

2. Displays
- AvRi Reads & Displays user's emotions
- Item's details
- Virtual try-on on Smart Avatar & outfit 
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1. Tracking
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- Estimated arrival date
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As I was creating the final visualisations, I used various scenes as the background setting and realized 
that the texts were hard to read. Though when in real life the text will be more visible, I considered 
the users that would have eye sight issue and decided to add a new feature - optional background 
screen. The background color and size will be responsive towards the scene the user is in. Without the 

background screen, the text color will be responsive as well. 
I also still had buttons on as I wanted to guid the user and show them the options they could take 
further. However the texts in the buttons have quotation marks to indicate that the user also has the 

option to use voice activation as well.

I also had minor changes for the user journey on the interactive advertisement. First was how the 
advertisement could embed a video campaign and be displayed on AvRi once the user has waved 
at the advertisement. Second was the discount code. As oppoed to having the user copy or save the 

code, AvRi will store the code and have it automatically added onto their next purchase.
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STATEMENT 1 
Future Studio • LESS Studio 

For the first element of this unit, I was a part of a Future Studio that consisted of 6 
members. I assumed varying roles including the branding of the Studio. Amongst my 
group members, I had professional experience on graphic design and branding as well. 
So I volunteered to design the Studio’s logo and Slide Deck (Typography, color scheme, 
layout, image and content curation). However, I was aware that the role I’ve assumed 
would play a big role in the presentation so I worked with the rest of the group members 
to create the narration and general flow of the presentation. This collaboration allowed the 
others to take ownership on the research that appeared in the Slide Deck. 


Along with the branding aspect, I also took part in the research process. In order to cover 
as many sources as possible, the 6 of us assigned ourselves to research on different 
websites/platforms and reports. I was mostly in charge on the curation of the quotes and 
research stats for the slide deck. Hence, I built an online system where the group 
members could upload their relevant research findings which will allow me to easily and 
efficiently compile everything. 


One of the challenges for our Studio was to be able to find time for a meeting where 
everyone could attend. It required planning and adjustments well in-advance. To avoid the 
meetings clashing with our personal schedules, I uploaded the Unit’s calendar (made by 
Daniel Caulfield) onto Google Drive and requested for all the members to input their 
availability. However, there was still one member who could not attend to any of the 
meetings and we had to adjust our roles in order to meet the deadline. We also included 
weekly goals into the schedule to make use of the time as best as possible.

The members, including myself, encountered friction, disagreements and 
miscommunications. Some of the group members had a different insight on the general 
aesthetic of the slide deck. Initially, I was given a ‘Graphic Direction’ on the slide deck 
which included the colour scheme, mood and typography. All three elements they 
suggested were going against the philosophy behind the Studio, that the 6 of us 
collectively had agreed on since day one. I did not know the best way to communicate 
my view and disagreement on this matter in the beginning and decided to follow their 
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suggestion. However, the direction of the design eventually when too far for my liking and 
so we had to have a group meeting and discuss the issue professionally.  


From this experience, I learned that everyone should have the space to take part on every 
aspect of the outcome. However, there needs to be a foundation of professional trust as 
micro-managing everyone else’s work is not wise, for time-efficiency and professional 
reasons. I’ve also learned that it is highly important to convey our professional opinions 
especially when we are disagreeing with our colleagues or group members. 
Communication and written down agreements are also key to a successful group 
collaboration, no matter how small the agreement is on.
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STATEMENT 2 
Individual Outcome 

The Future Directions in Fashion Communications unit had taught me to be more 
confident on my work and creative direction instinct. I was initially doubtful on my 
prototype design as I felt it was not original and speculative enough and one of m 
weaknesses is the disinterest in working on a project that I am not completely confident 
in. I had a very slow start as I was continuously brainstorming on the first two weeks. 
However, I had a quick self-reflection and decided to continue on with my initial concept. 
As a creative director, I decided to use my best and professional skills in branding to 
create a strong outcome. I’ve learned that being efficient is also a key value creative 
directors need to have. I had to wisely manage my time and create realistic weekly goals 
as I was already on the third week when I’ve decided to develop further on my prototype. 
In the last week of the unit, I created an hourly-schedule where I set specific tasks on 
specific hours of the day. This helped me to keep focus and not feel overwhelmed with 
the workload. It also gave me time to add on finishing touches and polish the final look of 
my outcome.


Moving forward, I need to be able to find the commitment in finishing my project 
regardless of my personal opinion on it as I will encounter conflicting opinions with my 
clients when I am in the industry. My technical skills also need improvements. As I was 
designing the mock-upend visualisations, I was not satisfied on the result as I felt I could 
have done better. I had the skills to communicate my ideas however I am not confident 
that my technical skills were convincing and polished enough to bring the prospective 
client into the world of my product. I was simply aiming to impress my clients (or lectures) 
and present them a level of quality they were not expecting.


For my final year, I want to explore further on branding as I’ve learned, from previous units  
as well, that creating and designing the identity of a brand is what I am truly passionate 
and skilful in. I would also like to incorporate my background and culture as well. I’ve 
realised that my previous projects have been heavily on the influenced by the Western 
world.
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I will also still incorporate the witty humour my previous projects have. The projects that 
gave me the highest grades were the projects that had my personality in them. However, I 
am aware that I do not have enough time to learn the necessary skills to design 
impressive visualisations (4D Rendering). This allows space for a creative collaboration. I 
am aware that for the last unit a collaboration is required and I’ve learned a handful about 
myself in collaborating with other creative talents (from the first element of the unit). Thus, 
I believe I am prepared for the Final Major Project.
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