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POLITICAL 

The political corruption, such as ‘MP’s voting that animals can’t feel pain or emotion’ (Independent, 2017) and the 
Brexit uncertainty, have influenced the present zeitgeist by causing concern for the future. However, with changes in 
laws on issues such as ‘tax on takeaway boxes’ being introduced (BBC News, 2017) and ‘Zero tolerance plan eyed for 
plastic pollution’ (BBC News, 2017) and ‘environWmental watchdog plan’ (BBC News, 2017) being considered; are we 
making real changes for our future?.
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ENVIRONMENTAL
Influences such as ‘Sea creatures in deepest parts of the ocean are found to have plastic fibres in their stomachs for the first time 
ever’ (Independent, 2017) and climate change warming the oceans while animal agriculture is the leading course of destructive 
oceans and water pollution (phys.org), responses to the impacts are being made like Gucci going fur-free (Financial Times, 2017) 
and small changes like one nursery banning glitter after discovering it adds to the mountain of microplastic (Metro, 2017) are influ-
encing the present zeitgeist.  It’s highlighting there are major key issues that are going to impact the future heavily. 
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BEHIND FUR 
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TECHNOLOGY 

With technology constantly creating changes and helping to become more sustainable, inventions such as the ‘seabin’ in 2017 allows trash to be collected from the 
ocean (Seabin project, 2017), Another option for the future is using 3D prints to eliminate plastic waste. (The Guardian,2017).
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SOCIAL
While the present zeitgeist is active across social media platforms, influencers like Ellen DeGeneres are using the hashtag globally across platforms in 
order to raise awareness of the issue of Trump unbanning elephant trophy hunting, which resulted in later putting a hold on the law (Huffington Posts, 
2017). Programmes such as Blue Planet 2 hit an all-time high of being the most watched TV show of 2017 with over 17 million viewers. (Evening Standard, 
2017) However, as we become more fascinated this doesn’t stop us putting animal welfare behind us while we take selfies with them as it’s putting the 
Amazon wildlife at risk. The zeitgeists show changes by turning vegan and creating a new lifestyle that is sustainable and ethical.
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The National Trust advert within the Wildlife BBC magazine shows how the charity is working to help save the forests, with the strapline stating ‘Dear Future den builders 
and woodlands wild things, I leave this place for you’ (Nation Trust, 2017). This shows how they are considering future generations and how we should be doing the same. 

Planet earth a factual documentary that was filmed for 4 years across 64 different countries have become popular within the nation (Planet Earth, 2017). When watching 
the researcher found that it was very ‘touching’ when realising the effects we as humans are having on the environment. In this series you see it first hand, an example 
when a mother pilot whale was desperately clinging to her dead calf, which may have happened as the calf became poisoned by its mother’s contaminated milk; this 
highlights the real issues. While the viewers were found to be mainly young people between 16-34 as David Attenborough thinks people are learning and realising that their 
future is linked to the health of the environment (Huffington Post, 2017). This is showing a new movement within the younger generation.

DESK RESEARCH 1/2
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When scrolling down Instagram, the researcher found instagrams that were dedicated to showing a sustainable, natural and vegan lifestyle, proving it’s easier than it looks while giving out 
brands and tips on how to achieve this.  Finding @Hara_thelabel with 30K followers, the instagram share visuals from their clothing while tackling the negative effect of the fashion industry 
as they uses no plastic and natural dyes. This allows the company to expand their audience efficiently while facing the issues and allowing their followers to engage in this. 

LSN:Global The rise of eco-influencers shows that the younger generation are ‘fighting for change’ while using social media to create a new way of expressing the issues. The article 
discusses how 19-year-old Elizabeth Farrell produces ‘visual environmental activism primed for the digital age’. This really shows young people are behind the force of this movement and 
have to use digital platforms to be heard. 

DESK RESEARCH 3/4
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‘Young iconoclasts’ WGSN show ‘activism is certainly not a new concept’ however these ‘young iconoclasts’ mainly under 25 are ‘driving internet and social media move-
ments with a mere click and hashtag where the youth are becoming politically savvy and are taking an interest in how to shape the future. (Walpita, 2016)

On Youtube, while researching; ‘The future is Vegan’ showed hundreds of people protesting towards stopping the exploitation of animals when watching you feel the 
passion each individual has and you feel that you, yourself should consider what you are doing to this planet and if you need to make changes (Ruptly, 2017).

DESK RESEARCH 5/6
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DESK RESEARCH 7

‘The sustainable Fashion Handbook’ gave an insight into everything to do with sustainability and how to improve our future, hearing from top names within fashion such as 
Stella McCartney and Vivienne Westwood makes people realise the extent of the issues. With Vivienne Westwood quoting “Buy less, choose well” it puts other designers 
in the industry under pressure if they don’t address issues to do with the future of this planet. (Black, 2012) 

“Understanding nature, 
how we realate to it, 
and understanding our 
bodies better is key 
in making progress in 
terms of sustainability” -                
 Hussein Chalayan
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INTERVIEW WITH AN ENTHUSIASTIC GEN Z

An interview with an enthusiastic generation Z, Xyra Fernandez shows the passion she has towards sustainability and ethical issues, to the point she became vegan and regularly 
joins protests to channel her voice since discovering the truth about what goes on in the meat and dairy industries, as well as animal exploitation in the fashion industry. Xyra believes 
being vegan can help the world become more ethical, stating “91% of the Amazon destruction has been for animal agriculture with habitat loss leading to 100 animal species going 
extinct every day. With almost 50% of the world’s crops being fed to livestock when poverty is still a big issue, this causes concern for the future”. Xyra’s values are to respect all living 
things, this is shown through her trying to cut down buying as a consumer as fast fashion and landfills are an issue. She buys ethical and sustainable products and avoids purchasing 
products made from animals, however, she feels the choices are limited from fashion retailers and is not satisfied with the number of sustainable product ranges that are available to 
buy. This shows how gen Z is acting out in order to have their views listened to and acted upon showing a present zeitgeist.  (Authors own research, 2017)
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THE SEALIFE CENTRE
Research conducted at the Sealife Centre, Birmingham. Signs around the exhibition informed visits what impacts were having on the 
species of animals in the wild, impacts like pressures from pollution, habit degradation, and overfishing were just a few that were high-
lighted. Signs showed what sealife was doing and suggested what you could be doing to help the environment; this was on a national 
and local scale. Their programme shows the passion towards animal welfare:

While on a local scale they help out The Canal and The River Trust by ensuring the canals are looked after and spending time cleaning 
them up from litter. Sealife centres customers are a range of ages and genders meaning their awareness reaches many consumers and 
can influence in their behaviours, with tasks such as ‘never buy products made from coral’, this is simple yet achievable which shows 
small changes can make a bigger impact (Authors own research, 2017).

BREED- Sealife run breeding programmes for creatures as diverse 
as sharks, rays, penguins, and turtles. 

RESCUE- Many of aquariums rescue and release injured and sick 
creatures, including seals, turtles, and porpoises.

PROTECT- We campaign for the global protection of marine 
wildlife. 
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“SUSTAINABILITY NEEDS THE 
WHOLE COMPANY, A WHOLE SUPPLY 
CHAIN AND ENGAGED CUSTOMERS”

-EILEEN FISHER
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General Survey

A survey was conducted with various age ranges and genders, the findings found that the age group of 16-23 were the most conscious shoppers avoiding fast fashion and products made from 
animals, whilst their biggest motivations for doing this was from environmental impact and animal welfare. ‘ 37% of mixed gendered 16-23 were vegan or/and vegetarian’ comparing to the other 
age brackets combined with just 12% who were vegan/ vegetarian. The 35+ brackets spend more money on fashion monthly; this could be because there is a high amount of disposable income. 
The research found that the younger generation used social media more, which became an influencer factor towards veganism, sustainability and animal welfare, and that 40% of Gen Z had been 
involved in some kind of activism to help to make changes.

The research shows that young adults are changing the way they shop and their lifestyle compared to the older generation.  A new ‘trend’ is taking over and changing the views of the younger 
generation, which found to be heavily influenced by social media (Authors own research, 2017).
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OBSERVATION AT A LANDFILL SITE
An observation by the researcher took place at Wournbourne landfill site, with the aftermath of Christmas the tip was busy; within 20 minutes of being there over 22 cars 
turned by, ranging from vans to cars with trailers. Each had varied rubbish mainly cardboard and plastics. With recycling facilities available, some were still putting the 
rubbish in general waste so it wouldn’t be recycled, claiming “it’s easier”. ‘With the average household in the UK producing more than a tonne of waste every year (CB 
environment).
Should we be worried about the amount of pressure on landfill sites for the future as ‘every year we produce about 3% more waste than the year before.’ The findings 
found that there is an increasing worry for where our rubbish will be going, this is something we all need to reflect upon while the government should consider making 
permanent laws and changes in order to think about the worlds sustainable future (Authors own research, 2017).
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With Lush having a major influence on the cosmetics industry for being actively involved in campaigning for anti-animal- testing legislation and to ‘make it illegal to test, market and sell 
products and ingredients tested on animals’; this highlights their values as a company.  They want to push industries into changing for a sustainable and respectful future. 

Their values are shown through their products and even customer service, by how passionate they are.  Through the interview at Merryhill lush store, the researcher found that the em-
ployers themselves were individuals interested and passionate about the issues and “working for a transparent and ethical company is refreshing”. An employee stated that they applied 
for the job, purely because of the company’s views and values and wanted to be part of that, while also being educated about what products are out there. The researcher found that the 
consumers of Lush, had very similar values and when interviewing a customer, it found that the woman only uses ethical and vegan products which found that Lush held the biggest stock 
locally. It shows Lush want to create a new movement using more ethically sourced products and to push the boundaries of the beauty industry. A worker commented how ‘Lush is giving 
consumer s what they ask for; whether it’s for less packaging, vegan product or help to reduce carbon footprint we are simply responding to these needs’ (Authors own research, 2017). 

INTERVIEWING A LUSH WORKER
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ACTA-VILITY

In the society we live in, for our feelings and 
opinions to be recognised we have to be 
heard.

ACTIVISM- The policy or action of using vig-
orous campaigning to bring about political or 
social change (Oxforddictionaries)

The research has shown a clear rise in ac-
tivism within generation Z, as global environ-
mental impacts are being recognised and to 
sustain the planet for the future generations; 
this trend wants to make big changes with-
in sustainable and environmental sectors as 
well as voices for animal rights. This trend is 
still within the early majority of the population, 
where it will slowly be adopted.
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MOOD,ATTITUDE AND CULTURAL SHIFTS
Optimism lies within the trend as people feel hopefully in order to ‘save the planet’ however, people feel disconnected from this is-
sue as they feel uneducated, which leads to people wanting to raise awareness and connect with people over a passion. Individu-
als feel frustrated that it is not a big issue to some people without realising the impact it can have. 

The behaviours have changed to where the younger generations are caring more about the future as they worry for future genera-
tions after seeing the impacts it’s having. 
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THEORIES

The trickle up theory has been applied to this trend, with GenZ acting towards a new sustainable planet. Using activism to promote these values, this forces industries to 
act and change. With the rise of veganism and exploiting animals for human use, people are more reluctant to buy from brands that still use animals for exploitation. Luxury 
brands have attempted to address this issue, this year Gucci announced going fur-free “Technology is now available that means you don’t need to use fur.  The alternatives 
are luxurious. There is just no need” (Vogue, 2017). The future for the zeitgeist will see other brands re-acting to this movement across all industry sectors to become more 
honest. 

54 55 56



HISTORICAL
The mid-1960’s Hippies created a new movement in the United States through activism towards the Vietnam War and the 
shared civil rights. They created a new voice to be heard, through their fashion and the ‘flower power’. The hippies were young 
adults ages ranging from 15-25, which fits within the ‘ACTA-VILITY trend’, both groups want/ed changes and want to make a 
difference. Each group has their own ideas about social values and wanted to share them to open people’s minds to thinking. 
Both groups have a way of rejecting the normal ‘mainstream’ conventions. Woodstock festival 1969 was a significant time for 
hippies, with 500,000 fans attending in a celebration of love, peace, and music, showing the unity they all had. Which is similar 
in young activists of today, taking to social media with groups such as ‘Vegan UK activists’ and protests in order to show unity 
in values and try to reflect this upon the population. They share similar ideas in the way of being eco-friendly and respecting the 
earth.  (Culture trip, 2016)
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CONSUMER TRIBES

CONSUMER TRIBES
The tribe are generation Z heterophily where they challenge the normal; their needs are to have self-actualisation and esteem to feel like 
they are making a change. They value freedom, accomplishment, self-respect and the earth; the characteristics who have self-control, 
honesty, ambition, and responsibility.

WHERE THEY SHOP/CLOTHING? 
The tribe shops from ‘honest’ and ‘transparent’ brands that include detail about the product that includes being ethical.  Rarely shopping at 
luxury brands due to income however if so brands, like Stella McCartney would appeal to them, through her history of work being organic 
and ‘fresh’ ideas. In the mass market, H&M Conscious collection would appeal, however sceptical as a current trend of claiming to be 
ethical, when not may put them off.

FOOD?
They eat organic and fresh food that would be locally sourced from farmers markets etc. Many may have a passion for a vegan or 
vegetarian lifestyle. While they have a clean eating diet, they are also adventurous with trying new foods and flavours especially using 
herbs and spices. Some may use substitute meats such as Quorn and tofu. 

COMMON VALUES?
The main common behaviour is to use social media to activate this movement; they would have an active social media presence where 
they share their values with their friends and family. The tribe wants new ideas and changes to happen, whether that’s shown through new 
artists or in politics, they want to be involved in something.

GENERATION?
The tribe consists of both male and females that are young genZ’s that have seen the impacts and want to act on it. This would be 
known as a destructive generation, they want to change the normal, and it’s an increasingly growing population, which is creating more 
movement for the generation. 

LIFESTYLE?
The tribe likes to travel to witness what the world has to offer, while also seeing the impacts- some may be involved in programmes of 
support and volunteering. They like to go out with friends and family often to have a busy and active life. 

FASHION?
They would have ‘quality over quantity’ in clothing, as they would avoid the fast fashion industries. They may not purchase any products 
made from animals e.g. leather, fur, wool or silk. Their wardrobes would be minimal colours and items that could be mixed and matched to 
cut down on buying products. They may second-hand shop as it uses recycling at an affordable price while helping the environment.

LIFE STAGE?
Early adulthood, in their first job, becoming independent and finding their responsibilities.
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TREND EVOLVING
There are signs where the trend could evolve to such as decreasing the way we exploit animals, there will be a cut in the fashion industries using fur, as examples from Gucci has shown 
how the industry is considering new ideas with technology to use alternatives;’. While the food industry has even adapted to this by using and creating more meat alternatives as predict-
ed the market will reach $5.2 billion by 2020’ (planetbasednews, 2017).
Activism will continue to grow in generation Z via social media and graffiti, with typography and slogans being used in an effective way to channel their views.  

Brands will become more transparent of their production line, so consumers can see fair and equal rights. In 2013 the food industry introduced food labels that contained colour-coding to 
visually show the nutritional values of food portions. (NHS, 2013). The researcher believes this method could be adapted to branding in the fashion industry showing how ethical and sus-
tainable the product is, creating new transparent companies. 

While improving the products, the packaging is just as important. The trend will help brands to reduce the packaging and create new alternative ‘eco-packaging solutions such as materi-
als from plant waste and from food waste such as cocoa husk’. With waste growing, this trend will lead to a zero waste planet. 
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CONCLUSION 
‘ACTA-VILITY’ will become a 
longevity trend. Generation Z 
will spread the awareness about 
sustainability to create a new lifestyle 
for the planet whereby we look out 
for future generations and their 
planet.
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