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ABSTRACT 

 

This dissertation aims to answer how slow fashion contributes to social economy. To address 

it, first a literature review of both slow fashion and social economy is done, and then the slow 

fashion scene in Barcelona is used as a case study to discuss the topic and to find relevant 

recommendations. Slow fashion is an alternative that goes beyond sustainable fashion to 

propose a different business model which controls the supply chain (Brooks, 2015; Styles, 

2014), boosts ethical practices and process (Styles, 2014), promotes timeless and high quality 

products (Black, 2008), and proposes a new economic model that aims equality and 

sustainability (Clark, 2008; Fletcher, 2014). Social economy enhances a new perspective 

aiming to solve social and environmental needs prior to profit maximization (Amin, 2009). 

Although definitions and concepts will depend on local contexts (Nicholls, 2006; Mendell, 

2009), social economy organisations are commonly identified for being done by people and 

civil organisations (Amin, 2009; Tomás, 1997) and looking for the triple-bottom line 

generating value for the people, environment and economy (Pearce, 2009). This dissertation 

directly joins slow fashion and social economy, concluding slow fashion contributes to the 

social economy through the local approach, the reinforcement of local culture, the creation of 

social capital, the support of social economy’s organisations such as non-profit and 

cooperatives, enhancing an alternative more diverse and inclusive system where the people 

have a main role, and are working for social and environmental aims. Nevertheless, the 

interviewed slow fashion brands in the practice barely consider themselves as part of the social 

economy mainly because they are for-profit.  Among other conclusions it is explained that slow 

fashion is not an objective but a mean, it is recommended for the sector in Barcelona policy 

development to enhance the infrastructure for cooperation and growth, it is proposed a new 

supply chain model for slow fashion where the designers are in the centre and the suppliers 

work around them with more mutual relations, and finally aesthetics is presented as a crucial 

element in slow fashion which is recommended to be considered as the fourth bottom line 

feature in the sector. Moreover, it is recommended a more detailed research on marketing, 

pricing, the role of academy, and local consumption for slow fashion. 

 

KEY WORDS: Slow Fashion, Sustainable Fashion, Social Economy, Local Economy, 

Barcelona. 
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1. INTRODUCTION 

 

Slow fashion is growing in relevance as an alternative model for fashion in the pursuit of 

sustainability and a more human and diverse economy (Black, 2008; Fletcher, 2014; Honoré, 

2004). Slow fashion has been widely discussed, but a joint analysis with the perspective of 

social economy would add value to the topic. Then, the main question of this research is how 

slow fashion is contributing to the social economy using Barcelona’s slow fashion scene as a 

case study. Using social economy as a framework to analyse slow fashion will help to conclude 

several recommendations for the industry and academy.  

 

Thus, two literature reviews will be done, one about slow fashion and the other about social 

economy.  This will help to find similarities between them and explain how slow fashion can 

be studied as part of the social economy. Next, it will be used the slow fashion scene in 

Barcelona as a case to research about it. The methodology used was as a case study to analyse 

the slow fashion sector and find how it contributes to the social economy in Barcelona. Hence, 

the founders of Nabuckcuir, Güiem and Vintisis, slow fashion brands in Barceolona, were 

interviewed following an open-question questionnaire for the three of them.  

 

Several conclusions were made after the literature review and the discussion with the results 

from the case studies. First, slow fashion can be considered part of the social economy mainly 

because among their similarities is the aim to transform the system so it works for people and 

environment, it enhances the local perspective and the role of people, it creates social 

ecosystems, and both focus on the long-term and other values such as transparency and 

collaboration. Second, slow fashion is not the objective of the brand but only the mean; viz. 

the creation of these brands normally follow first employability or aesthetic reasons rather than 

sustainability. Third, one important aspect of slow fashion is the aesthetics which could be 

considered as the fourth bottom line in the sector to achieve sustainability among other 

characteristics such as quality. Fourth, slow fashion contributes to the social economy through 

investing locally, enhancing local culture, transforming the markets giving opportunities to 

small businesses, creating social capital and supporting social economy’s organisations such 

as cooperatives and non-profit. They do so, however they barely consider themselves as part 
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of the social economy. This can be a result of a local perspective of social economy in Spain, 

since they generally consider that having commercial objectives is not part of social economy. 

This supports the widely known idea that social economy’s outcomes and perspectives depend 

on its local context (Amin, 2009; Mendell, 2009; Nicholls, 2006). Finally, although Barcelona 

can be studied as a case for slow fashion and its relevance to social economy, it is not suggested 

to consider it as a replicable model. This since Barcelona’s slow fashion scene is working as 

thus as a result of a long tradition of an active civil society, rich local culture and a strong 

industrial economy. Then again, social economy and slow fashion local relevance depends on 

its context and local ecosystem.  

 

After the research it is recommended some possible paths for research. Even though it is 

mentioned constantly, there is no deep research and proposals about how marketing and 

advertising should work for slow fashion. Furthermore, another relevant research would be on 

accurate pricing discussing consumption practices, especially local consumption. Also, most 

of the sustainability in fashion has been done by the sector (Grose, 2013), so it would be 

relevant to research the role of Academy and similar organisations in slow fashion. Finally, in 

the sector in Barcelona, the two main recommendations are cooperation and support to reduce 

costs, enhance networking and sector development, and promote entrepreneurship. 

 

2. Literature Review: Slow Fashion 

 

2.1 What is Slow Fashion? 

 

Slow fashion is a new vision for fashion which values and respects labour and resources 

through slowing down the rate of natural materials used and consumed, focusing on quality 

instead of quantity, enhancing local economies and communities, and using traditional 

techniques (Cataldi et al., 2013: 23). Minney (2016: 7) adds to this that slow fashion brands 

create strong and long-lasting partnerships with suppliers which result in better planning and 

policies that protect workers, environment and communities. Although it started as proposal to 

slow the process, slow fashion concept goes beyond and offers an alternative system with a 
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holistic approach to sustainable fashion, which means slow fashion is by definition sustainable, 

eco, green and ethical, whilst solving other social and economic issues (Ertekin et Atik, 2014). 

Slow fashion is indeed sustainability but with different values and goals from the current ones, 

offering a new industry and system from a different starting point (Fletcher, 2010: 262). Hence, 

while reducing the number of trends and enhancing quality it tries to solve environmental and 

social problems.  

 

Slow Fashion is part of a bigger movement which originated in Italy with Slow Food decades 

ago (Capatti et al., 2006; Clark, 2008; Honoré, 2004). As Carl Honoré (2004) stresses, slow 

beyond the speed of doing things, means a ‘frame of mind’. The slow movement goes against 

the current economy system since it generates wealth indeed but at the cost of unsustainability 

and inequality. This movement offers a balance in the way of doing things.  

 

Slow in all its branches is betting for quality, its appreciation and its practice, by linking the 

products with their places, producers and end-users (Capatti et al., 2006: 2). In a few words, 

Slow movement looks for the economy to work for the people and environment and not in the 

other way round (Honoré, 2004, 241-2). In the same way, slow fashion is trying to achieve a 

sustainable society with a sustainable fashion industry (Cataldi et al., 2013: 30). 

 

But, when did fashion become fast? Although the fashion industry has a long story, fast fashion 

is brand new. It was during the beginning of the twentieth century when mass-production came 

into the industry pushed specially by the need of military uniforms during the two big wars of 

the century. Then, in the 1940s and 1950s ready-to-wear and sportswear changed the industry 

democratizing fashion. For the 1980s, as a result of a strong marketing and expansion of the 

availability of designers’ brands, there was a second big wave of democratisation of luxury 

fashion. The result was that luxury brands were worn by less affluent consumers and with other 

basic clothing. Finally, in recent decades fashion has become a faster and cheaper option 

causing the fashion industry to become unsustainable. (Black, 2008: 8-11).  
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Accordingly, Styles (2014: 40, 84) highlights that it was after World War Two with a new 

industrial revolution occurred, especially in Europe and the United States (USA), where 

advances in technology, fabric and transport provoked two clear outcomes. First, a drop in 

prices for ready-to-wear giving many people the opportunity to buy clothes previously 

unaffordable for them and, second, the mobilisation of manufacture to cheaper labour and 

flexible tax conditions abroad. Later in the 1990s, fast fashion became as a business model to 

offer a ‘quick response’ for the market, led by the Spanish company Zara, and as a consequence 

of an increased access to credit for more people.  

 

Fast fashion stands for low-cost clothing in fast changing cycles that imitates the current luxury 

trends (Joy et al., 2012: 273, 275). It aims to accelerate consumption receiving in return a 

growth in profits for a group of globalised brands (Cataldi et al., 2013: 27). The importance of 

fast fashion have increased since it is very competitive especially in the USA, being its 

marketing a successful tool to promote the purchase of the last collections (Lázaro, 2014: 17-

8). The model is based on customers buying a lot of low-quality clothes with short useful life 

and without spending a lot of money and offering a variety of current styles, then consumers 

are supposed to dispose of it to change the wardrobe according to the new trends (Joy et al., 

2012: 282; Lázaro, 2014: 19). Behind all these business practices the main motivation is the 

continual growth, the goal of current system (Fletcher, 2010: 260). However, this came with a 

great cost: unsustainability and social inequality. 

 

With this system, clothing is related to environment exploitation, toxic chemicals, big material 

flows and a lot of textile waste (Jack, 2013: 125), thus causing the destruction of ecosystems, 

significant reduction of resources, among others (Grose, 2013: 57-8). Moreover, added to the 

environmental issues, fashion industry is related to cheap labour, work exploitation and 

inequality in a global level (Brooks, 2017; Clark, 2008: 248).  

 

Nevertheless, as a result of a growing awareness of the environmental issues, there is a parallel 

growing interest in sustainable and ethical fashion (Styles, 2014: 8-9). Several attempts have 

been created as an answer to the industry’s problems in pursuit of a sustainable fashion 

industry. One of these was the eco-fashion wave in the 1990s which was more a stereotype of 
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a green look (Black, 2008: 17; Fletcher, 2014: 142). However, sustainability is not about the 

image but an integral change in the industry and it is transforming it.  

 

To define sustainability in fashion, Gardetti and Torres (2013) use the Brundtland Report 

(Brundtland, 1987) which describes sustainability as long-term perspective that involves 

economic, political and environmental approaches  which aims to ensure that development 

‘meets the needs of the present without compromising the ability of future generations to meet 

their own needs’.  

There are several barriers for sustainability within fashion: i.e. globalization and lack of 

transparency, inconvenience and lack of resources, lack of knowledge and awareness, lack of 

trust in fashion companies, attitude-behaviour gap on the consumer side, and concerns about 

aesthetics (Ertekin et Atik, 2014: 61-3).  Still, fashion industry has a key role for sustainable 

revolution but it yet has to adopt some changes in the way clothing is produced and 

manufactured, and through offering better working conditions for the people involved in the 

process (Minney, 2016: 11).  

 

In the next section a discussion of sustainable fashion will be shown and how slow fashion is 

approaching it. As explained before slow fashion is by definition sustainable, then it is 

significant to review how this is being engaged. The analysis will be done through its main 

characteristics: resources, the role of designers, the change of the business models, the local 

approach and control of the supply chain, and the role of consumers. 

 

2.2 The sustainable approach of Fashion 

 

Slow fashion questions the hierarchies among designers, producers and consumers, and brings 

up new business models such as collaboration and cooperation (Clark, 2008: 428). One of the 

answers to fast fashion has been a turnaround into these practices giving special relevance to 

better materials, personal services, hand-crafting and other services (Black, 2008: 83).  Then, 

the first steps are crucial changes related to materials, techniques and human resources. 
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First, garments use textiles and fibres generally too harmful for the environment (Black, 2008; 

Styles, 2014). To break up with these practices, slow fashion are mainly using organic and 

natural materials such as cotton (Minney, 2016: 13) or bamboo (Styles, 2014: 23) or recycled 

materials.  It is important to mention that even when the fibres are sustainable, the chemicals 

used in the process to transform them into yarn and fabric may take away its sustainability 

(Minney, 2016: 13).  

 

Second, as an answer for better sustainable clothing, brands have approached both pre-

industrial methods and new high technology (Black, 2008: 98).  On one hand, ethical and 

environmental issues have brought back appreciation for craft traditions and indigenous skills 

and art. Instead of buying clothes because they follow the current fad and catwalks, this 

approach gives to fashion a long time value and at the same time it bets for better quality in 

materials and production skills (Black, 2008: 91-8). Slow fashion is bringing back techniques 

such as sewing and mending that fast fashion left behind (Clark, 2008: 435). Also, knitwear, 

one of the most evident and characteristics ways of slow fashion is knitwear (Honoré, 2004: 

192), is taking relevance again.  On the other hand, although slow fashion is commonly related 

with traditional techniques, this does not exclude the engagement with technology innovation. 

An example will be textiles that can be self-washed or that need less washing (Black, 2008: 

91-8). What will distinguish if technology is used properly for sustainability is if it is being 

used for the sake of humanity or for profit growth (Hoskins, 2014: 104). Also, new media such 

as social and online platforms can also help for reducing cost to contact the final customer 

without the need of mediators like department stores or boutiques. Transforming business into 

direct-to-consumer is an option for fashion start-ups (Sherman, 2016). Accordingly, Black 

(2008:83-4) suggests that customisation might be a way to join the individual preferences with 

clothes reducing not only the speculative production but enhancing as well the value over the 

clothes. 

 

Third, an important point of discussion is the human labour. Over a billion jobs in the world 

are from this sector (Black, 2008: 14). Nevertheless, the working conditions that the industry 

generates especially in the bottom of the production chain are not the best ones. It has been 

widely documented that the working conditions of workers in Third-World factories are poor 

(The True Cost, 2015), giving to Fashion the label as ‘one of the worst employers of Third 
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World workers’ (Styles, 2014: 8).  Among other reasons, cheap fashion pressures the 

manufacturers and suppliers for working in less time for less money affecting directly to those 

who work making the clothes (Black, 2008: 14). The way consumers and fashion business have 

developed to help in this matter is through Fairtrade products (Minney, 2016: 13; Styles, 2014: 

46). What Fairtrade stands for in the fashion industry is to pay a premium to producers besides 

the salary and, equally important, to help with the producers’ community development (Styles, 

2014: 48-9). Nevertheless, as Brooks (2015: 216-9) explains, the problem behind Fairtrade is 

that it does not transforms the problem behind the industry. It does not disrupt inequality and 

capital accumulation, and maintains the same relations between capital, labour and nature. 

Also, to make Fairtrade work, consumption is stimulated by creating a symbolic use value 

around it.  Therefore, beyond Fairtrade, slow fashion should follow the slow design manifesto 

and aim for workers to be paid fair living wages, to work within safe and healthy conditions 

and to support every worker through the whole supply chain (Cataldi et al., 2013: 24). 

 

2.2.1 The business model 

 

The real change for slow fashion goes beyond the sustainability and goes for the change in the 

business models.  

 

Fashion cannot merely be studied for its cultural and creative features only, since many of its 

characteristics and meanings comes from manufacturing, distribution, ordering and selling as 

well (Braham, 2007:351). Fashion is a global business and the whole process of it has a 

worldwide impact (Brooks, 2015). It is global in a literal way since its different functions and 

processes are carried out separately in distant parts of the world often by subcontracted 

businesses (Black, 2008: 179; Brooks, 2015: 34). Since the 1990s, and especially after the 

disaster in Bangladesh factories (The True Cost, 2015), more attention have been given to this 

issue.  

 

Slow fashion tries to offer new models for business (Lázaro, 2014: 20). On the whole, slow 

fashion is defined by three main features: emphasizing local design and production; 
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transparency and more direct intervention in the supply chain; and sustainable and sensorial 

long-life products which generate a higher value among consumers (Clark, 2008: 427; Ertekin 

and Atik, 2014: 58). 

 

There are new alternatives for the business models to be sustainable and slow the cycles. 

Among these are vintage, re-use and re-design, recycled materials, use of textile waste, design 

for longer life and further re-use, smarter clothing with technology innovation, repair and 

remodelling services (Black, 2008: 197-235), upcycle and vintage pieces (Styles, 2014: 27; 

Cassidy et Han: 2013), also transforming real rubbish into fashion (Styles, 2014: 64-8), and a 

plethora of other options like creating products that can be shared among consumers and easily 

transformed by them, garments that can have different purposes, collaborations with other 

designers, and open source design (Fletcher, 2014). 

  

Still, the consequences of these models have to be discussed. For example, as Brooks (2015: 

225-7, 236-40) stresses, there are two things to be considered for the second-hand markets. 

First, the promotion of donation of clothes still means getting rid of the old clothes and thus 

promoting more consumption. Second, when the second-hand markets are oversees, there is an 

unethical distribution and provision system of new and used textiles that produces inequality 

after different patterns of commodity exchanges.  

 

2.2.2 The local feature 

 

A clear path for sustainability and equality is to make fashion retail ‘greener’ which means to 

stop low-paid labour, to think local and educate consumers to buy ‘green’ (Styles, 2014: 104). 

 

Aforementioned, slow fashion is giving a different approach to the industry in terms of local 

creation of the products. Low costs took brands away, but quality brought home many of them 

back again (Styles, 2014: 108). As a counter-option to global culture, acting locally has become 

an important part of business using thus local physical and social resources as an alternative to 

homogenization and centralization (Clark, 2008: 430). Hence, slow fashion is bringing up again 
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local manufacture with traditional techniques which aim quality locally and abroad (Styles, 

2014: 9). Therefore, these enterprises are developing at the same time local economy at the 

hand of a ‘reindustrialisation’, causing for example local factories and manufactures to reopen 

and gain again relevance in the industry (McRobbie, 2016b). Thus, kind of ‘growth poles’ 

(McKee, 1988) are being created where these centres cause development with a related 

industrial sector and causing growth in other local activities.  

 

The sensitivity to place and scale is being enhanced whilst the local developing is being done 

through local design. The result is not only the use of local resources for production and 

consumption, but a social ecosystem as an outcome as well (Fletcher, 2014: 164). Hence, 

productive communities have been developed in several places sometimes related with specific 

cultural groups and with a local and personal engagement with the community and production 

systems (Clark, 2008: 433). 

 

Localism offers different benefits such as transparency and quality standards control since 

designers are closer to all the supply chain (Styles, 2014: 83). Transparency is crucial as it 

means not hiding the products and producers origins behind a brand (Clark, 2008: 435). In view 

of a slower process focused on quality, slow fashion brands can have a critical audit of the 

supply chain since is part of its business plan and because it looks for long-term, mutually-

beneficial and joined-up thinking partnerships (Cataldi et al., 2013: 24; Ertekin et Atik, 2014, 

57-8;  Minney, 2016: 7). Hence, slow fashion offers an easier, clearer and critical way to have 

control of the whole process (Styles, 2014: 86-7). 

 

Along with transparency itself, slow fashion should include other values in it business model. 

A new economic model includes transparency, dialogue and collaboration (Minney, 2016: 6), 

so slow fashion can include co-creation to set up common values within the movement which 

will result in inspiration, guidance, shared vision and a greater connection within the sector 

network (Cataldi et al., 2013: 37-8).  
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Furthermore, Grose stresses sustainability in fashion had been done mainly by the industry. 

This means that the technical areas and CSR departments are the ones with the knowledge and 

experience regarding the ecological and social impacts of garments. The problem is that this 

knowledge is not communicated to the rest of the business or industry chain (2013: 47). Then, 

co-operation is needed for slow fashion. Co-operation may result in local hubs or other kind of 

organisations which can help building the business and sector, develop and share research and 

education, offer consultancy and promotion especially for start-ups, among others (Cataldi et 

al., 2013: 38). 

 

2.2.3 The role of designers 

 

Designers have an important role in the transformation of the industry and should get involved 

in the process beyond design and manufacture (Goworek et al. 2013: 389; Fletcher, 2014). 

First, they have to offer different clothes cycles in the market, so clothes can last longer and be 

less disposable (Black, 2008: 44; Goworek et al.; 2013: 283; Minney, 2016: 103). Second, 

designers should think beyond the visual design. Sustainable approaches of fashion design 

consider all stages from production to disposal and reinvent it (Black, 2008: 45; Minney, 2016: 

103). Third, the aesthetics of the design is important. Therefore, as some local small design-

led companies have been doing recently, designers should offer new approaches of sustainable 

and ethical fashion focusing also on style and not only on the message (Black, 2008: 18). 

Moreover, designers should use their influence to change behaviour in users by promoting 

washing less processes or other pro-sustainability attitudes (Jack, 2013: 126). The challenge is 

to re-educate about longer trends and wearability of garments (Cassidy et Han, 2013: 162). 

Lastly, designers should also use their influence to force and engage the social change (Minney, 

2016: 103). 
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2.2.4 The consumption 

 

Not all consumption is bad (Fletcher, 2014: 143), however solutions are not just related in 

technological changes in nature, but through changing consumerism (Fletcher, 2013: X; 

Lázaro, 2014: 21).  

 

Low-price clothing has produced more consumption and disposal (Black, 2008: 14; Cataldi et 

al., 2013: 27) just for the sake of fashion and not because clothes are no longer useful (Brooks, 

2017: 236). However, once consumers know about the problems of the industry and alternative 

ethical options are offered to them, they can be a key element for change (Black, 2008: 14-8). 

Also, a big change can come as a result of changing the way people wash, dry and take care of 

their garments (Fletcher et Grose, 2012: 92). Besides the technology innovations like low-

washing garments (Jack, 2013: 132; Goworek et al., 2013: 389), designers and producers can 

influence in laundry habits through labelling and design or simply through promoting different 

expectations of how to take care for clothes (Jack, 2013: 127).  

 

Consumers have been demanding to have more sustainable products as well as to know more 

about how and where their clothes are made (Goworek et al., 2013: 376; Black, 2008). Then, a 

better transparency on the topic would also help for better decisions whilst shopping, thus 

designers and brands should collaborate with better labels to track the story of production and 

manufacturing behind the garment (Black, 2008: 106). However, first there should be more 

international agreement in terms among the industry and more intervention for clear legislation 

from governments (Black, 2008: 240). Regulation is needed since it influences the decision-

making mainly in the supply chain and it should focus in all levels, locally and internationally, 

and should be holistic; e.g. not only focused on wastewater but in chemicals too (Grose, 2013: 

91-4). 

 

It is important to highlight labelling and certification do not have to mean disadvantages for 

slow fashion brands since its cost might be crucial especially for small brands. A unique label 

has to promote the slow fashion features, officially certify the process and promote new small 
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brands and designers cutting down some expenses for marketing and advertising (Cataldi et 

al., 2013: 36-9). 

 

Consumers have the power to influence by making informed decisions. Consumers can start 

the transformation of the system by researching and educating themselves, opposing mass 

produced fashion, repair their clothes, slow consumption buying fewer clothes and less often, 

and decide to buy locally, sustainable and ethical options (Ertekin, 2014: 65; Minney. 2016: 

11). Nonetheless, the solution will not come entirely from the consumers. Brooks (2015: 242-

3) enlists why leaving the solution to consumers is an unrealistic option. Frist, because 

consumers cannot be expected to audit everything they buy especially when part of the value 

created by corporations over the clothes is hiding the relation of the clothes with its process. 

Second, because the current capitalistic system needs and urges consumption and market 

expansion. Finally, because poor people cannot be expected to ignore affordable clothing 

instead of the expensive local ones. 

 

2.3 The problem of the aesthetics in Slow Fashion 

 

Most of the times, the decision to purchase something is based on the aesthetics and visual 

features rather than in the ethical characteristics of a brand or garment (Black, 2008: 44). In 

fact, in a study done to young consumers in Hong Kong and Canada (Joy et al. 2012: 285), it 

was shown that consumers would buy eco-fashion only if these clothes were stylish. At the 

end, people want to buy something they like whilst fashion designers wants to express their 

creativity (Black, 2008: 243). 

 

We cannot limit the usage and buying of clothing for its use-value (Hoskins, 2014: 56). 

Material objects, including fashion, are used and lived whilst being appropriated for social and 

other non-economic reasons, adopting them into the way we live (Dant, 2007: 378). Garments 

have symbolic and use values beyond its natural and physical ones (Brooks, 2015: 34-6). 

Baudrillard (2007) agrees specifying that consumption has attached functional and commercial 

meanings as well as differentiation features. Buying fashion is a rational decision which 
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involve both individual and collective sides (Blumer, 2007: 233-5), where groups or 

individuals through purchasing construct and communicate new identities for themselves and 

new meanings of these commodities (Barnard, 2007: 335).  Fashion is a matter of self-

expression and identity (Brooks, 2015: 231; Roach et al, 2007: 120).  

 

As a consequence of a huge relevance of the image, slow fashion has three main problems with 

aesthetics. One, the idea that sustainable fashion is not well design. A second problem, is to 

stereotype a sustainable look. Just as the example previously given from the 1990s when it was 

developed a first attempt of eco-chic, but just as a stereotype of colours and styles of how it 

should look like (Fletcher, 2014: 142). A third problem is merely considering slow fashion as 

a passing trend. Modernity is a significant feature in fashion (Blumer, 2007: 239; Hoskins, 

2014: 57; Wilson, 2007: 395; Jack, 2013: 125). This is a problem since it can be seen as a trend 

and its characteristics as knitwear, for example, can be considered in some point as a past fad 

(Honoré, 2004: 192).  

 

Nevertheless, slow fashion brings in fact a confrontation of the dependence on image and offers 

more a vision of choice based on sensorial products with emotional aspects instead of a 

mandate controlled by the new (Clark, 2008: 441-2, 428).  This experience behind the product 

and the ‘sustainable sensoriality’1 brings a way to enjoy the entire system and enhance the 

quality and sustainability in both the social and environmental levels (Capatti et al., 2006: 3, 

20). Therefore, what Slow Fashion brings is a value to the work behind the product and to the 

resources in it (Lázaro, 2014: 23). 

 

In addition, if it is true that aesthetics could be a barrier for slow fashion, it can also be a key 

factor while offering through it new meanings to resolve homogenization and artificial novelty 

(Ertekin et Atik, 2014: 64). At the end, the aim for quality is defined for being socially and 

                                                           
1 Sustainable sensoriality is defined by Giulio Ceppi as an expression which combines a rich 

experience of the senses and a rational consciousness with an environmental and cultural 

sustainability (Capatti et al., 2006: 20). 
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environmentally sustainable but with beauty in it at the same time (Capatti et al, 2006: 9). As 

Ampelio Bucci says: ‘The aim is not to design what will sell well, but be capable of selling 

what has been designed’ (Cappati et al., 2006: 21). 

 

2.4 The paradox of Slow Fashion 

 

Fashion is a paradox (Black, 2008; Books, 2015; Holskins, 2014; Wilson, 2007). Although 

slow fashion offers more sustainable alternatives, it has some ethical concerns within it that 

should be highlighted as well as researched and changed. 

 

First, considering the costs of slow fashion it is needed a bigger demand. Media marketing and 

awareness would help to achieve it (Cataldi et al., 2010: vi). However, the marketing and 

advertising processes can be limited to green attitudes ‘criticised as niche, middle class and 

pretentious’ (Black, 2008: 79). This can also lead to ‘greenwashing’ campaigns were fast 

fashion brands included can be promoting sustainability. Then, marketing should not be used 

as a way to change the image of those fast fashion and luxury brand which are not being part 

of the solution (Hoskins, 2014: 176). Neither is it about causumerism which ends hiding the 

real problem behind corporate practices and can create a class-based consumerism around 

ethical consumption (Hoskins, 2014: 171).  

 

Also, it is important to mention that whilst consumers affect in demand, the deeper true is that 

demand is stimulated by designers, retailers and especially through media to create this never-

ending cycles of trend purchasing (Brooks, 2015: 235). Some problems get attached to this 

such as debt, since consumers get into debt cycles in order to keep current with fashion 

(Hoskins, 2014: 62). In a few words, it is necessary to avoid the current ways to pressure to 

consume and the creation of social images and values to achieve this. Contrastingly, new ways 

of advertising can be cooperation among brands, social platforms and correct labelling, among 

others. 
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Second, the idea of creating slow fashion as a luxury goods can be more related to a superficial 

conscience rather than a change in attitude. Therefore, slow fashion even in luxury products 

should not be limited to the ‘buy less, spend more’ idea since it has been proved that the impact 

of luxury products on environment and society can be sometimes higher than the impact of 

those buying non-luxury products (Hoskins, 2014: 34). 

 

Third, slow fashion through its localism can end being a branch of local protectionism and a 

defence of local superiority. As it will be further explained, a new system needs to be reliant 

of the local but collaborative with the global as well. If not it would end being, as McRobbie 

details with a kind of Hypster culture (2016: 59), an individualistic society acting and thinking 

on its own behalf with little or none social linkage with the external communities. 

Individualism is a feature of the modern system leaving behind notions of solidarity, 

community and collective action and responsibility (Grenier, 2006: 124).  

 

Fourth, slow fashion should avoid alienation and eco-consumerism. High prices creates the 

logical need for investment of costumers who can afford it.  As Styles (2014: 83-97) 

exemplifies, the Far East consumers are an option for slow fashion. He highlights that Chinese 

consumers are promoting the consumerism but with an interest for labels with eco-friendly 

techniques and quality that shows the working hands. Therefore, focusing on China for 

investment and growth of the slow fashion sector is an option. Nevertheless, some (Minney, 

2016: 11) will not agree with this idea since it is exactly this way of consumption, which is 

being adopted by developing nations such as China, that has to be changed.  

 

So, it is not the elimination of consumption. However, it should not fall on the same 

unsustainable patterns since it would continue causing the same problems such as alienation. 

Commodities acquire their meaning as a consequence of people’s alienation, where people 

have no control of what they produce and how they do it, where they have no access to what 

the products they produce, and where people themselves are considered as commodities 

(Hoskins, 2014: 62-4).   
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The Global North can decide among a plethora of option what to purchase, they should choose 

ethical and sustainable products (Minney, 2016: 18). Yet, these ethical and sustainable products 

should not become an option limited to those who can choose. Designers should work to create 

products and process with value for the user but for the manufacturer and producer as well 

(Minney, 2016: 103). 

 

Moreover, communities and stakeholders should be included in the decision process of the 

benefits. As an example to explain the point, Toms gives free shoes as part of its business 

model, however is this the way to help? Beyond the charity of giving shoes or money, poor 

should be consulted instead of being considered passive and helpless recipients of aid (Brooks, 

2014: 209).  

 

Finally, whist sustainability should be the only way, it cannot be said that slow fashion is the 

model everyone should follow. Understandably, it is still not clear if slow fashion will occupy 

the global spot of fast fashion system or if it will be only an option (Ertekin et Atik, 2014: 66). 

Although there are many successful cases it may be possible that it is not a replicable model 

for any place.  

 

2.5 An alternative system to globalisation 

 

It is needed a change in the whole system beyond fashion only (The True Cost, 2015). As 

Fletcher (2010: 264) stresses, slow fashion is a proposition to deeply change the fashion sector 

and thus the system questioning the role of economic growth and the values and views behind 

this goal. Real sustainability needs a different economic system. 

 

Some will defend that although some things must be changed, the profit-related activities still 

have to be preserved since it stimulates the economy and market; i.e. to have entrepreneurial 

opportunities a system of competition through private ownership and profit-directed activities 

should be endorsed (Henderson, 2015). However, most of the barriers for sustainability are part 



21  

 

of the bigger system such as globalisation and the aim of economic growth (Ertekin et Atik, 

2014: 60-1).  

 

Globalisation can be understood in different ways from trading beyond frontiers and the 

liberalisation of governments to westernisation and a threat to sovereignty and national culture 

(Rupert et Solomon, 2006; Schotle, 2015). As a standard and commercial system, globalisation 

is a way to have the same products all around the world and whatever does not fit in this global 

mass-market is discarded (Rupert et Solomon, 2006: 1-2). 

 

Also, globalised capitalism has brought a global infrastructure for production and finance, and 

a de-territorialisation where processes, markets and labour are not linked to nation-states 

(Rupert et Solomon, 2006: 3). Despite any protectionist attempt, business look for low-cost 

locations elsewhere to manufacture and new marketplaces to sell and compete (Brooks, 2015: 

39-45). 

 

This economic system has been seen as a natural process and as a free activity instead of a 

social constructed system (Bruyn, 1977: xi). But as Polanyi (1944) explains, the system was 

created through several political and social events ending in an economic system where social 

relation are inserted in the economy and not in the reverse direction. Thus, the market economy 

became the rule as an economy where market prices control the system and where people are 

expected to aim for maximum profit. However, now analysing this as a system where the 

institutional order and values are created by people (Bruyn, 1977), it is possible to accept that 

people can construct an alternative system as well. 

 

A new alternative is a more diverse and distributed economy where the global is a network of 

local systems, opposite to just a central market with identical products (Capatti et al., 2006: 3-

4; Clark, 2008: 430). A distributed economy would foster a ‘localised, distributed, production 

system and consumption model, using as much as possible what is available locally and then 

using globally what is not in the local level’ (Capatti et al., 2006: 9). Economic resilience as 

well as a cultural diversity will be a result of a local agenda (Fletcher et Grose, 2012: 108). 
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Then, the challenge is to break with the localise discourse and to confront the mainstream, 

instead of just being a superfluous solution for that what the mainstream has left aside (Amin 

et al. 2002, 125). 

 

Therefore, to abate fashion’s social and environmental impact the whole system has to be 

transformed as well, since it is the capitalist system who brought sweatshops, child labour, 

environmental devastation and alienation (Holskins, 2014). ‘Fashion speaks capitalism’ 

(Wilson, 2007: 396). Then, the goal is to create a practice where the result of producing goods 

is away from environmental and social quality destruction and better aiming for a natural well-

being (Fletcher, 2014: 147).  

 

3. Literature Review: Social Economy 

 

Economy could be divided in market, public and third sector, and it can be overlapped in some 

points with hybrid models (Amin, 2009: 6-11; Pearce, 2009: 26). Although social economy is 

commonly related to the third sector, it can be identified as both commercial and non-

commercial activities done by third-sector and community organisations with the aim of 

fulfilling social and environmental needs over the profit maximisation (Amin, 2009: 4). In other 

words, this sector includes market-driven activities as well as public or community services, 

and its objective is to achieve a common benefit through the triple-bottom line which is the 

impact on people, environment and economy, mainly the local (Pearce, 2009: 23-7). Lately, it 

has taken a main role in the economy desiring a more caring system mainly through activities 

which are socially responsible, needs-based and stakeholder-oriented offering a new diverse 

economy with ‘market engagement, social coordination and ethical orientation’ (Amin, 2009: 

5).  

 

According to Coraggio (2011: 44-5, 51), social economy2 empowers people and communities 

without utilitarian interests who through institutions are enhancing new markets where the 

                                                           
2 Coraggio uses the term Solidarity Economy, a more common way to name the social economy in South 
America. 
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prices and relations are delimited by a social network with more equal outcomes. Furthermore, 

he explains social economy can be expected to be an effective tool to solve social issues 

creating social development in an inclusive and active way where it is expected all citizens to 

be involved.  

 

Social economy can be related to what Hart (2015: 201) defines as a ‘Human Economy’ which 

is ‘people before abstractions’. Tomás (1997: 85-8) emphasises social economy as a counter 

offer of a failed system and explains it bets for the long-term, knowledge and social 

transformation. Moreover, in the same way, it depends on civil society, movements oriented to 

social, environmental and democratic objectives, and deeply on the active participation of 

people.  

 

Additionally, social economy goes in hand with sustainability. Describing the ‘Buen Vivir’ 

case in some Latin American countries, Coraggio (2011: 21) explains social economy means a 

change in the lifestyle where the real human needs are fulfilled by the available resources of 

nature and economy leaving behind competitiveness and efficiency of wealth production. 

 

It is important to highlight that the outcomes and perspectives of the social economy depend 

on the economic, cultural and institutional context (Amin, 2009: 11). Many countries and 

regions have created each own definition for social economy (Mendell, 2009: 178). 

Nonetheless, whichever the local perspective, it has transformed the way social ventures as 

charities and non-profit work, have made the public sector more effective and accountable, and 

have created effective business models that can work for social impact as well (Nicholls, 2006: 

30). Also, beyond the local concept, social economy is no longer seen as peripheral but as a 

main and active way which, at the end, offers alternative options for the social and the 

economics (Amin et al., 2002: vii; Tomás, 1997: 109). Moreover, it is accepted as a way of 

working outside of private and public sectors and yet contribute especially to government and 

collaborate with it (Tomás, 1997: 88).  
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In the same way social entrepreneurs will be defined through a variety of perspectives 

according to their countries and contexts (Defourny, 2010; Matlay et Fayolle, 2010). Hence, in 

some countries social enterprises will be expected to be part of the market, in some others as 

part of public activities, and in some others as a parallel system or post-capitalist possibility 

(Amin, 2009: 15-6).  

 

The United Nation’s defines a responsible business as one with the aim of the protection of the 

environment, human rights and working conditions, and of course doing this in the daily 

business (Moody-Stuart, 2015: 240). In addition, some of the evident features of a responsible 

way of doing business are social investment, and the pressure for transparency and social 

accountability as well (Holme et Watts, 2015). However, for social enterprises the 

responsibility relies on caring for human resources, good governance and accountability, asset 

lock and how they use their profit (Pearce, 2009: 24). Yunus (2006: 40) describes two different 

kind of business. On one hand, the profit-oriented ones and, on the other, those who want to 

‘make a difference in the world’ so they create successful business with no losses although 

their main objective is not to seek profit. These are the social enterprises. Similarly, Coraggio 

(2011: 47) differentiates social enterprises from capitalist enterprises since the first aim for the 

growth of life quality of their members, community or for the entire humanity. Moreover, they 

use part of their surpluses to enhance the social economy; i.e. by supporting or creating 

cooperatives.  

 

Furthermore, there are some values which characterised social economy and thus social 

enterprises such as co-operation, which stands for the collaboration and building of social 

capital within the sector, and subsidiarity, which relies the decisions in the lowest levels of 

society (Pearce, 2009: 25). Accordingly, Laville (2009: 239) explains that social entrepreneurs 

desire democracy at the local level aiming also civic entrepreneurship by shaping the economy 

into a model that serves society. In a few words, social enterprises are pragmatic and innovative 

to bring solutions to community issues and add social value through several models which 

mixes business, charity and social movement structures (Nicholls, 2006: 2). It is important to 

highlight that social enterprises look for their social objectives through operational success, 

adding thus social impact in the whole value chain. However, they give priority to the social 

mission over other organisational objectives (Nicholls, 2006: 13, 19).  
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Laville (2009: 234-44) explains that many initiatives have focused on the local in order to solve 

the environmental or social issues. Since its orientation is local the social network is important 

for their success. Hence, partnerships are important for these local initiatives, especially the 

local ones since they break down barriers and improve coordination especially with local 

authorities. Nevertheless, partnerships are not with the local authorities only but through a 

wider institutionalization that can involve a mix of commercial and non-commercial alliances. 

These partnerships enhance the entrepreneurial drive and the triple-bottom line objectives.  

 

Actually, social entrepreneurs are not only working within their business but they create 

systematic change on wider levels such as a global one (Nicholls, 2006: 3). This change is the 

real social value added since it transforms the way the structure works and helps to satisfy the 

needs that are not properly solved by the market, governments or traditional non-profit sector 

(Young, 2006: 70-2). Doing so they create social value and social capital; an important 

outcome of social entrepreneurship (Mulgan, 2006; Myers et Nelson, 2010). Coraggio (2011: 

45; translated by the author) explains that it is social economy since ‘it produces society and 

not only economic profits’.  

 

An important element from social economy is civil society. Civil society is people along with 

third sector organisations, social and community actions, loose networks, among others 

(Grenier, 2006: 126), looking for an alternative to globalisation and the individualistic profit-

oriented model (Rupert and Solomon, 2006: 55-7). In short, civil society is when groups of 

citizens and other non-profit organisations gather aiming social and political goals (Rupert et 

Solomon, 2006: 69); and sometimes commercial, too.  

 

Social entrepreneurship is part of these social actions which gives power to the individual 

(Mulgan, 2006: 127). Hence, social entrepreneurship can be understood not only for change in 

the systems internally but as a way to create agencies of wider influence – e.g. as to change 

and influence globalisation -, being thus social entrepreneurs change makers and innovative 

leaders (Grenier, 2006: 119-21). However, for a systematic change it is needed an open and 

inclusive leader with a clear objective who creates shared platforms and infrastructure where 
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self-organisation can work (Amin et al., 2002: 117; Leadbeater, 2006). Thus, a characteristic 

of social entrepreneurship is building and creating organizations, networks and alliances 

(Leadbeater, 2006) through the private, public and social sectors with a for-profit, not-for-

profit, hybrid organizational forms or a mix of them without compromising the social mission 

(Nicholls, 2006: 10-2). Furthermore, social entrepreneurship has a relevant impact in society 

not only because it can create social capital, but because it can empower it (Young, 2006; Amin 

et al., 2002: 124).  

 

To finish, despite the entrepreneurship spirit, an institutional support is needed. Nicholls (2006: 

15) and Laville (2009: 247-9) agree on the crucial institutional support for social start-ups at 

all levels to avoid failure. Among these: a grant for project construction, paid training, aid to 

help create management and supervisory positions, and training funds.  

 

3.1 The role of culture 

 

As explained, acting through the local is a distinctive feature of the social economy (Amin et 

al., 2002; Everling, 1997: 20). According to Amin, Cameron and Hudson (2002: 120-2), some 

characteristics behind it is the presence of cultures looking for democratic dialogue and 

connectivity between diverse interests rather than the mainstream needs and values.  

 

Clammer (2015) explains that the culture should be considered as part of an integrated 

development since it supports and work with political and economic changes. Culture do not 

show the present only, but projects a vision for the future. Moreover, as part of an integral 

development, arts can help in poverty alleviation, empowerment, community building and 

solidarity economy, among others. 

 

As Bau Graves (2005) explains, culture can shift into a cultural democracy which supports the 

diversity of communities, giving voice to the many without proclaiming superiority or special 

status. A key role for this are mediators who are those in the middle of the culture circle to 

create the infrastructure and network among all the agencies involved in the process. Then, 
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what is needed are the institutions and a systematic approach of collaborations to support it and 

thus survive globalisation as a unique hegemonic culture.  

 

Art and culture are inseparable, although they work on different levels. Culture is a wider 

spectrum which goes beyond fads, is not limited to the arts, and is more related to human 

activity (Bau Graves, 2005: 14-5). The impact of art in communities and other social matters 

is at the end related to solidarity economy. With clear examples such as folk art, economy here 

does not look for pursuit of profit but for the promotion of communal solidarity, sustainability 

and economic practices (Clammer, 2015: 134). 

 

In conclusion, culture has a crucial role for a new notion of development beyond the simplicity 

of an economic and political perspective. As Clammer stresses (2015: 151), arts are in the core 

to rethink development and create new ways and goals for our society.  

 

3.2 Social Economy in Spain 

 

In Spain, social economy is greatly influenced by the Mondragon’s cooperative system in the 

Basque country. In general, social economy is understood as workers’ co-ops and labour 

companies (Holmström, 1993: 38). As Defourny (2010: 59, 73) explains, in most of western 

continental Europe social enterprises are categorised as part of the third sector and quite related 

to the cooperative movement where they can offer stable jobs but mainly as a way to a 

traditional labour market. 

 

Holmström (1993) explains that in Spain social economy reappeared as a consequence of 

unemployment; using social economy here as self-management or industrial democracy within 

the enterprises. Self-management and workers’ control have a long tradition in Spain, although 

it was limited during Franco’s rule after the Civil War between 1936 and 1939. During those 

years, only Mondragón worked in the Basque country. After Franco’s dictatorship, new 

experiments for self-management appeared during the 1970s especially in Andalusia, the 

Basque country and Catalonia.  
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For the specific case of Mondragón, Kasmir (1996) considered it important to include in its 

research the political features and activism. This is to say, cooperatives were an alternative way 

for working-class activism. This brought economic benefits for the area and a new identity for 

classes. Nevertheless, all this cannot be understood without the social and political context of 

the area. Therefore, Mondragón cannot be a replicated model since it is not a pragmatic activity 

only but one engaged with politics and ideology. 

 

Similarly, Catalonia has a deep history of nationalism behind. Social movements and national 

identity has been present for centuries since the marriage of Queen Isabella of Castile and King 

Ferdinand of Aragon (Geoffrey, 1996: xiii). A recent reinforcement of it came during the 1960s 

with the creation of enterprises looking for the diffusion of culture as an answer to Franco’s 

oppression to Catalan culture (Balcells, 1996: 148). Also, during the last years of the 

dictatorship, solidarity approaches among labour movements appeared as a way to work for 

the new paradigms (Balcells, 1996: 163). Finally, although it cannot be affirmed all the 

Catalans are nationalists, there is a major interest for boosting local economy and culture 

through their own talents and traditions, including design (Geoffrey, 1996: xv). 

 

Furthermore, since the 1880s Catalonia has been a major cultural and economic spot in Spain. 

On one side, the industrial age in Spain was mainly developed in Catalonia and the Basque 

Country and, on the other, Catalan cultural figures have been of huge relevance for the world; 

among them Dalí and Gaudí (McRoberts, 2001). 

 

Added to this, different from the Basque country where the labour class was mainly the one 

who brought about the activism (Kasmir, 1996), in Catalonia most of the economic and cultural 

achievements is as a result of a local bourgeois (McRoberts, 2001: 3). Interestingly, the 

nationalist movements in Catalonia is widely characterised for an ethnicity identity, but this 

goes along with a common political and cultural project supported by citizens (McRoberts, 

2001: 183). 
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4.  Conclusion of the Literature Review 

 

On one side, slow fashion is aiming sustainability and an alternative system which bring more 

equality and a different approach to culture, economy and people themselves (Fletcher, 2014; 

Honoré, 2004)3. It stands for long term use and wearing clothes done with minimal impact 

materials and with a holistic concern of the products’ life cycles (Black, 2008: 78). Slow 

fashion refers to clothing made with sustainable materials, emphasising quality through 

traditional methods and fabrics, and a local production (Styles, 2014: 83) through sustainable 

supply chains (Brooks, 2015). It is important to highlight that it goes beyond slowing the 

process and beyond being just the opposition to fast fashion; viz. slow fashion is a sustainable 

and ethical approach for fashion which transforms all the process included from design and 

production to consumption and use (Clark, 2008: 248). 

 

On the other side, social economy is identified by commercial and non-commercial activities 

aiming to solve social and environmental needs prior to profit maximization (Amin, 2009). The 

organisations or enterprises that work within it have the peculiarity of working for the triple-

bottom line which is generating value for the people, environment and economy (Pearce, 2009). 

A crucial characteristic is that its activities are done mostly by people or civil society and civil 

organisations (Amin, 2009; Tomás, 1997). Different definitions and approaches have been 

created in different countries and local contexts (Nicholls, 2006; Mendell, 2009), however 

social economy is no longer seen as a superfluous option but as an alternative for the social and 

the economics (Amin et al., 2002; Tomás, 1997) where the economy works for the people and 

not the other way around (Hart, 2015). Similarly, social entrepreneurship can be understood in 

different ways according to the local context (Defourny, 2010; Matlay et Fayolle, 2010). 

Overall, they are those who are transforming economy to serve society (Laville, 2009), 

encouraging at the same time the creation of social networks (Nicholls, 2006) and 

empowerment (Young, 2006; Amin et al., 2002).  

 

Both social economy and slow fashion have similar features guiding to the conclusion that slow 

fashion is part of the social economy. First, the transformation of the system into one that works 

                                                           
3 There are too many authors who share the general idea to quote them all.  
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for the people and environment (Honoré, 2004), then the local focus which creates a social 

ecosystem (Fletcher, 2014) and long-term and mutually-beneficial partnerships (Cataldi et al. 

2013: 24; Ertekin et Atik, 2014, 57-8;  Minney, 2016: 7), and  finally the deeper and personal 

control of the whole chain which creates and strengths social values such as transparency and 

collaboration (Styles, 2014; Clark, 2008).  

 

Moreover, it can be concluded the designers and slow fashion entrepreneurs are social 

entrepreneurs. Beyond being part of the social economy, the main characteristic which can 

make us categorise them as such is the description Nicholls (2006) makes of them: social 

entrepreneurs as those who create multi-dimensional networks through different models of 

organisations and through different sectors or a mix of them, achieving a systematic social 

change. Designers for slow fashion have a central role beyond design only (Goworek et al. 

2013: 389; Fletcher, 2014) just as social entrepreneurs are those main characters enhancing 

transformation (Grenier, 2006), as part of an active civil society. 

 

Another convergence is sustainability since both look for the proper use of resources with clear 

values such as long-term and the transformation of other aspects as the economic and political 

ones. Moreover, slow fashion is a clear way of achieving the triple-bottom line objectives; 

which according to Pearce is a main feature of social economy’s organisations (2009: 23-7).  

 

Finally, the most evident similarity is that both look for an alternative system. Slow fashion 

looks for a new alternative within the industry and beyond it, since for sustainability and social 

equality it is needed a whole new system (Fletcher, 2013: IX; The True Cost, 2015). Slow 

fashion is questioning the role of economic growth and other capitalistic values (Fletcher, 

2010) just as social economy does (Coraggio, 2011; Tomás, 1997). In short, slow fashion as 

part of the slow movement looks for an economy that serves the world, and not the other way 

(Honoré, 2004). 

 

All in all, after finding the similarities between both social economy and slow fashion, it can 

be deduced that slow fashion is part of the social economy. Actually, in a more accurate 
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assumption, that social economy is a framework where slow fashion can be studied to 

understand its characteristics and how it works and should work to develop the sector. 

 

Therefore, this analysis joint to a case study will be valuable in concluding how slow fashion 

contributes to the social economy and it will find some recommendations for the sector 

studying slow fashion from the social economy perspective. 

 

5. Methodology 

 

For the purpose of this dissertation it was decided to do a qualitative research through a case 

study. A case study method was considered the best way to analyse it since case studies 

highlight features of a specific social context and because it generates empirical data (Hamel 

et al., 1993: 3, 19). Also, the aimed results of this dissertation are approached by the case study 

method. Among them, to find slow fashion and social economy characteristics and compare 

them, classify features and practices of slow fashion brands, and to conclude with some 

recommendations for development of the sector. These characteristics are better reached by 

case studies (Thomas et al., 1998). Moreover, appropriate for a case study, the main question 

is a ‘how’ inquiry and it is a current phenomenon with no possible control over it (Yin, 2014). 

Finally, there is no aspiration to conclude in statistical results, where a more structured survey 

or controlled sample would work better (Thomas et al., 1998). 

 

Then, three slow fashion brands were contacted and interviewed. The selection of the cases 

was delimited by the following points: 

 Based and work locally in Barcelona. 

Barcelona was chosen since it is considered one of the cities with a flourishing own style and 

fashion industry (McRobbie, 2013), as well as one of the cities where slow fashion is taking 

place.  

 Belong to a Slow Fashion organisation.  
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The brands interviewed collaborate with Moves To Slow which is a slow fashion platform that 

promotes the movement as well as slow fashion brands. This was decided since it was a way 

to find local brands and assure the slow fashion feature in the brand since an external institution 

recognise it. 

 

Several brands where contacted, however only three of them where selected to continue for the 

interview. The main reasons to choose which ones to use were: 

 the contact is directly with the founders and/or designers; 

 and the collection of cases at the end represents a variety of models instead of only one 

perspective of slow fashion. This is to say, since the theory suggest a variety in models 

and options to do slow fashion, a more correct approach would be analysing not only 

a brand which uses traditional techniques, for example, but to analyse at the same time 

one which is aiming a more technological pathway. 

 

The interviewed brands were Nabuckcuir, Güiem and Vintisis (See Appendix 1 to find more 

about the brands). The founders of the three brands were contacted and interviewed following 

a template of open questions (To see the questionnaire outline go to Appendix 2). The same 

questions were applied for the three cases. The results of the interviews show the objectives of 

creating the brands and business, how they engage slow fashion and sustainability, how they 

collaborate in local economy and culture as well as in the social economy. To analyse it will 

be shown topic by topic, comparing each brand’s answer and then discussed from the 

perspectives and theories developed in the Literature Review. 

 

6. The Social Economy behind the Slow Fashion scene in Barcelona 

 

In the next section, the results of the interviews with the slow fashion brands will be developed 

through the main topics of the interviews. The answers and perspectives of the brands are 

shown and compared. This will guide to the next section where it is developed a discussion of 

the empirical results with the theory. 
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6.1 The objective 

 

To start with, slow fashion or even sustainability is not the main objective. It is only the mean. 

Although the three brands are concerned of the social and environmental impacts of fashion, it 

was not the reason to create the brand. For Nabuckcuir it was to create jobs for themselves in 

the fashion industry in the middle of a difficult economic situation. For Güiem it was a personal 

pursuit to find the kind of clothes Güiem, the founder and designer, likes to wear expecting to 

find more people with the same affinity for his fashion style. In a similar way, Vintisis was 

created for the sake of good design. The two founders, Daniel and Josep, created the brand with 

an artistic purpose. Therefore, sustainable and slow fashion was a consequence of looking to 

control details and aiming the best quality.  

 

6.2 How they do slow fashion 

 

Mostly, they do it by controlling the supply chain and aiming for high quality. This is reflected 

in their resources choice, timeless and durability features, as well as its local approach.  

 

Related to the materials, all of them rely on using organic resources or other sustainable 

materials such as recycled ones. Nabuckcuir uses leather which is natural itself, however a 

controversial one since it comes from animals. To change this, Nabuckcuir only uses the leather 

that comes as a result of the food industry. Güiem uses natural materials as cotton, which is 

most of it either recycled or organic. Also, Güiem produces with natural or recycled materials 

for labelling and packaging. Vintisis’ garments are done with Pima organic cotton which is 

brought from Peru from a certified farm which is self-managed and owned by the producers. 

 

Now, it is not only about the material, but how the material is used. For example, Nabuckcuic 

has the peculiarity of being a more typical slow fashion brand bringing in their brand 

craftsmanship techniques. They use leather from Barcelona and Italy to make handmade bags 

and the design is planned to be timeless, so it follows no fashion trend. Also, they only make 

25 pieces for each model and colour, which means they create high quality products for 
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authenticity and exclusivity. An important feature is that they offer consumers to customize the 

products, including the customer in the process and reducing speculative production. 

Nabuckcuir uses as much as possible from the leather including parts of it which are considered 

not perfect. Actually, they consider this as part of the personality of the brand and that this way 

it still is high quality. The rest of the cut offs from the leather are transformed into little purses 

or keychains, reducing thus the waste. 

 

The three of them are locally produced. Nabuckcuir produces in their workshop based in 

Igualada, Barcelona. Güiem considers localism, which they call proximity production, as the 

main feature working with local workshops to ensure all is made in Spain. Finally, although 

Vintisis considers being sustainable attaching themselves to sustainable scientific innovation, 

their sustainability and slow fashion approach is through quality and control of the supply 

chain. They control personally the whole process through the chain which is all done in local 

workshops in Barcelona except from the cotton yarn brought from Peru. Personally in this case 

means not to manage the process only, but to visit them and deal face-to-face with them. 

 

Slow fashion comes with some values attached. The most common ones are transparency and 

collaboration. Nabuckcuir sometimes collaborates with other designers to create complete slow 

fashion outfits for photoshoots. Güiem explains that collaboration is within the supply chain, 

too. They create dialogue spaces with their staff and suppliers so they can learn from them and 

give their opinion about the designs as a way to offer each time better products. Moreover, as 

they are not big multinationals, the transparency is not a great deal. However, for the moment 

their transparency is sharing publicly their whole supply chain process. A literal example for 

transparency is Nabuckcuir who encourages visits to their workshop to explain the slow 

process. Finally, Vintisis stresses that their artistic feature is part of their values which at the 

end influences in the slow fashion process, since they make timeless and high quality products. 

Quality as a value means as well to change the whole way of doing fashion, since they will 

look for the garment and not for the season or deadline.  
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6.3 The relevance of the aesthetics. 

 

Nabuckcuir considers that aesthetics plus sustainability is a natural match. Interestingly, they 

explain that is design the characteristic that differentiate them from producing simple 

leathergoods. So, design and the creative process behind is what creates essence of the brand. 

 

The mission behind Güiem is quite related to the aesthetic topic. They look to engage people 

with the Made in Spain design while offering high quality and ethically made clothes that 

makes people to feel special. For Güiem, the idea of fashion as a way to be distinctive is 

important. So, he believes that a sustainable brand without design creating an extra value will 

not succeed.  

 

In the same way, for Vintisis there is no reason to quit either sustainability or their art. So, they 

will not stop until they achieve their artistic vision for each piece and they will struggle with 

the supply chain until that is obtained with the sustainable requirements. Being serious with 

both means they will never quit one for the other. Which means, as an example, they will not 

change a specific colour they want in their garments because the supplier do not has a 

sustainable option for that colour. Instead they will keep looking a way to find the colour they 

want in a sustainable way.  

 

As Vintisis founders emphasize, this is only achievable in slow fashion since fast fashion would 

not have the time to spend in laboratories and trials to find or create what they want to achieve 

in a sustainable way. Since they do not stop trying until they achieve it, slow fashion is the way 

for them. 

 

6.4 The local impact  

 

As explained, most of their process is done locally. Then, it is obvious they are contributing to 

the local economy using local materials and production. In this way, they also create local jobs 
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which is a main benefit for the area. Güiem explains that the local contribution is as well 

enhancing small workshops to have a space in the market.  

 

It is important to mention that while local production is enhanced, local consumption is 

something not yet developed. For example, despite of the local production, Nabuckcuir exports 

80% of their products to USA and elsewhere in Europe. 

 

As explained before, working locally contributes in the support of local cultures and aesthetics. 

When asked about how they contribute to local culture the answers were diverse. For 

Nabuckcuir, they contribute in a minor level to the Catalan local culture by demonstrating their 

craftsmanship and participating in local events to show their products. Güiem believes that 

oppting for 100% made in Spain products is a way to enhance local culture, traditions and 

talents. Contrary to the others, Vintisis explains that Barcelona has a rich culture and saying 

that they contribute to it would be outrageous. They consider that perhaps in the future they 

might do it, but at this moment they cannot compare themselves with the contribution that big 

artists have done in Barcelona’s culture. 

 

6.5 The impact in social economy 

 

In general, they are sceptical of being part of the social economy. They consider that the 

contribution they do to social economy is small. Nabuckcuir considers that they contribute by 

being part of the transformation in which people consume opting first for sustainability and 

also by consuming local products from small business. Local production is the main feature 

they consider when asked of how they contribute. Güiem whilst accepting the local production 

is part of it, at the same time do not consider themselves as part of social economy since they 

look for profit and maximum sales as possible to assure the business continuity. But, as they 

join social objectives in the business, he explains they might be in an intersession point between 

social economy and private sector.  
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Vinstisis has a clear support for social economy using resources from a farm which is a 

cooperative. Moreover, it cannot be denied that a possible outcome of coordinating suppliers 

is the creation of social capital in the industry. Vintisis knows the necessity of coordination 

within the industry. It is the size of their business which does not allow them to create this 

ecosystem. Moreover, Vintisis has a key partnership with Save the Children giving 1% of their 

sales to the charity. Then, a collaboration with a NGO is part of their business plan. 

Nevertheless, they do not clearly consider themselves as part of the social economy unless it is 

related to the idea of creating local jobs through local production and coordinating personally 

with the suppliers.  

 

6.6 The alliances 

 

As mentioned, they collaborate with Moves To Slow and they look for collaboration. The 

creation of alliances through networking has mostly commercial benefits and the objective of 

promotion of the brands and slow fashion. Also, the three of them have in common 

participation in events, conferences and pop-ups not only with commercial purposes but to 

promote slow fashion and create networking. Besides this kind of platforms, for the moment it 

seems not to be a deeper infrastructure which backups the sector. 

 

Related to this point, government and local authorities have a little intervention. The current 

participation of government is the certification that Nabuckcuir received from the local 

government guaranteeing the brand as local Catalan craftsmanship. Furthermore, Vintisis is 

sceptical of the idea of an institutionalisation of the sector, understanding this as a bureaucratic 

process, or that the governmental support is crucial. The coordination among enterprises is 

more relevant than the government support or any other third party, since they believe it will 

result in a more effective outcome and real customer’s demand. 
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7. Discussion and conclusion 

 

Overall, it can be understood slow fashion is part of the social economy or at least that it 

enhance social economy. The main reasons are that slow fashion cases are using business to 

aim towards social, environmental and cultural issues. Furthermore, one of them boost 

organisations normally related to social economy such as charities and cooperatives. Also, they 

are creating a system where economy is serving the people and influencing, in a small way, 

local features. For example, creating local jobs and creating social capital through the sector.  

 

Now, the three interviewed slow fashion brands are a good example to show there are different 

business models within the social economy, from market-driven to completely community-

driven (Pearce, 2009). Perhaps, Vinstisis is the best option to serve as an example for develop 

the business model topic. Bringing again Nicholls’ description (2006: 2), social enterprises 

bring solutions to community issues and add social value through several models which mixes 

business, charity and social movement structures. Vintisis’ model includes a control of a local 

supply chain which has among them a cooperative, while by itself looks for market success 

and at the same time includes a direct benefit for a charity cause. Moreover, these slow fashion 

brands can also exemplify what Amin means with ‘market engagement, social coordination 

and ethical orientation’ (2009: 5), since they work through commercial aims, but with an ethical 

concern and with a proven social impact.  

 

Interestingly, this same features are those that causes these slow fashion brands to be sceptic 

about being part of the social economy. Since they include profit objectives and private 

ownership they believe they are not entirely part of the social economy. However, 

recapitulating the social economy and cooperative movement in Spain helps to understand why 

the interviewed brands do not consider themselves part of social economy.  

 

As explained, in Spain there is a biased understanding of social economy as cooperative and 

self-management enterprises (Holmström, 1993). Which at the same time explains that social 

economy will be understood according to local contexts and definitions (Amin, 2009; Mendell, 
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2009; Nicholls, 2006). Nevertheless, from a theoretical perspective it cannot be denied they 

support and contribute to the social economy. Some of the reasons had been already mentioned, 

however specific points form the interviewed brands can support the idea.  

 

First, Vintisis supports a cooperative farm in its supply chain besides having a key partnership 

with a charity.  This is a clear way to enhance the social economy and, according to Coraggio 

(2011) perspective, this is a characteristic of social enterprises. Second, the values such as 

transparency and other practices like caring for the human resources are both seen among  

social enterprises (Pearce, 2009), as part of the social economy.  Third, although it is not 

perceived locally this way, the pursuit of operational success and market features within 

operation does not eliminates this organisations from social economy, it only makes a hybrid 

model of sectors and models as described by Nicholls (2006). Fourth, the aforementioned 

support of a local network creating jobs, bringing the local business into a wider market and 

the interest of creating a bigger social capital in and for the sector. This resulting in a slow but 

evident systematic change. This example joins through the cases Mulgan’s statement (2006) 

about social capital as the most important outcome of social entrepreneurship with Fletcher’s 

(2014) insight about the social ecosystem as an outcome from the local economy of slow 

fashion. 

 

In short, evidence can prove that slow fashion brands are part of the social economy and they 

are enhancing it. They do it by creating social networks, supporting and building community 

and cooperation, supporting cooperatives and charities, enhancing an alternative more diverse 

and inclusive market model where the people have a main role and of course through 

sustainability itself. 

 

7.1 New policy proposal 

 

After analysing the cases and joining it with a literature review of slow fashion and social 

economy, some recommendations can be suggested for policy developing.  
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Fashion as cultural and creative economy is reviving local economy and culture, creating jobs 

and bringing up again local traditions, turning commerce to benefit the social values 

(McRobbie, 2016: 145). Bringing again Bau Graves (2005) ideas, culture is in the middle as a 

process to create infrastructure and networks for community building. Those who work within 

it function as mediators creating these collaborations. However, there is needed a wider 

institutional support for these to have a relevant develop and impact. In the same way, Nicholls 

(2006) agrees that social start-ups need institutional support whilst McRobbie (2016) adds that 

current system gives to the culture industries a bigger need of network support. 

 

Therefore, social economy theory and a match with some overall ideas of creative and cultural 

industries can suggest the need of a wider institutional support as one of the recommendations 

for slow fashion scene in Barcelona. As Vinitisis explained, for the sector to succeed what they 

need is more coordination among the industry. They should learn to coordinate the local 

economy so they can work and compete together. The different agencies of the local economy 

should integrate in a coordinated process to enhance new opportunities for local 

entrepreneurships and grow compared to other ecosystems in the world. Some possible ways 

to integrate the local enterprises would be through certifying, quality support and 

entrepreneurial guidance. Then, as explained before through both slow fashion and social 

economy theories shows, it is important to improve the institutionalisation to support and 

develop the sector, without falling into bureaucracy and lack of efficiency, as recommended 

also by Vintisis’ founder. 

 

Then, the first recommendation is to develop policies and institutions focused on supporting 

the industry through funding, certification and guidance. Besides this point, resuming in short 

general ideas about regularisation developed during this dissertation, it is important to create 

regulation to enhance sustainable supply chain and to reduce and penalise unsustainable 

practices. As it was shown, Grose (2013: 91-4) highlights the need of regulation since it will 

impact in business decision making. It seems that a regulation through labelling and 

certification is one of the best options to promote slow fashion brands (Cataldi et al., 2013: 36-

9) and at the same time influence in the customer decision making and education (Black, 2008: 

106). 
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7.2 The fourth element of slow fashion: aesthetics 

 

The aesthetic discussion about sustainable fashion shows that slow fashion demonstrates that 

the sustainable feature can match good design. Since they aim high-quality and the closer 

control of the supply chain they are assuring mostly good resources and processes. Slow 

fashion are clear sensoriality products. Vintisis does it through the story behind its art. 

Nabuckcuir does it showing more about the process inviting people into their workshop. This 

sensorial experience with more contact and attachment to the process and details of the garment 

adds value to the product.   Accordingly, theory supports the idea aesthetics offers new 

meanings to resolve homogenization and artificial novelty (Ertekin et Atik, 2014: 64) and 

enhance social and environmental sustainability through quality and beauty at the same time 

(Capatti et al., 2006: 9).Then, the discussed dissonance between aesthetics and sustainability 

should not take place within slow fashion. It is not putting aside aesthetics, but embracing it. 

In other words, the artistic approach ensures the garments’ style and other added values related 

with fashion industry. In the end designer wants to express their creativity (Black, 2008: 243). 

This aesthetic attached to a high quality value is only achievable by not quitting sustainability. 

     .  

Now, this brings me to a personal point of view for slow fashion. Slow fashion as part of the 

social economy should work through the triple-bottom line. However, since it is as well part of 

the creative and cultural industries and its features encloses sensorial aspects achieving thus 

values as quality and labour value, I suggest to add a fourth factor for slow fashion. Instead of 

a triple-bottom line, a quadruple-bottom line would work better for slow fashion where 

aesthetics is the fourth. Different from sustainable fashion only, slow fashion does look for the 

artistic and sensorial aspects design brings with it. Then, it is important to also consider this as 

an outcome and an important one for slow fashion as part of the social economy, since through 

this process it generates local culture, empowerment and other values such as quality. 
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7.3 The new slow fashion model 

 

Social economy, and proved with the cases, highlights from slow fashion the individual and 

civil society work. Designers are now in a central role (Goworek et al. 2013: 389; Fletcher, 

2014), which at the same time creates social bonds which generates social capital, community 

building and a social infrastructure to the sector (Fletcher, 2014). Social capital is a feature and 

challenge of social entrepreneurship; perhaps not the main one but still relevant (Myers et 

Nelson, 2010). Then, a new model for the supply chain should be built to explain better how 

slow fashion works.  

 

Black (2008: 56-7) exposes a retail supply chain diagram which shows a linear process from 

design to consumption (To see the whole diagram go to Appendix 3). It shows how multiple 

suppliers participate according to different processes and how feedback and demand works 

from the consumer side, the last one in the model, towards the side of design and buying 

functions, which is the first one.  

 

Contrastingly, a new model for slow fashion puts the designer in the middle as the role linking 

the different suppliers, having a direct contact with costumers and with other third sector or 

civil society organisations. The government is included as a secondary institutional support, as 

a consequence of an evident necessity of local authorities supporting the infrastructure for the 

sector to grow. Also, demand is established as a two-way arrow, since it is proven it does not 

come from the costumer only but it can be generated from the brands and other agents (Brooks, 

2015). Moreover, designer and third sector organisations have an important role as educators 

and thus creating awareness of a demand for sustainable and ethical fashion. Then, it is not 

only what customers are demanding, but what brands and other sector organisations are urging 

to be demanded. Furthermore, all the arrows connecting each agent of in the diagram are double 

arrows meaning cooperation and a mutual dialogue for work, ideas and development. Finally, 

in the model there are external suppliers and customers included since there are elements 

brought from non-local suppliers and the consumption of the products is not necessarily local. 

Nevertheless, the local is highlighted since the global model should be understood with a strong 
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local chain and the supremacy of the local.  This model is more evident of the social 

entrepreneurship, the social economy and the social capital within slow fashion. 

 

It is important to mention that other agents of the industry such as media, models, buyers, 

among others, were obviated from the diagram since in most cases these are put aside for a 

more direct contact with suppliers and customers. Also, since designers are adopting these 

roles. Finally, because little has been said about them in the overall research. 

 

Figure 1. Slow Fashion Supply Chain and Local Model. 

 

 

 

7.4 The new alternative model 

 

Using Barcelona’s case, Catalan cultural, political and social movements are a clear example 

of a new alternative for the global markets where the local identity and structure belongs to a 

wider one but without diminishing the local economy nor its culture. There is evidence from 

past centuries and more recent local Catalan administrations (Balcells, 1996; Crameri, 2008; 
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McRoberts, 2001) where the global is constructed through the local, giving the latter the 

priority. The slow fashion cases shows how they generate local economy using local suppliers. 

If something is not found internally, it is provided from an external supplier. Also, slow fashion 

is giving to local suppliers the opportunity to enter to a wider market. In the same way, the 

consumption is not only local, but also in other markets outside of Barcelona. However, it still 

enhances authenticity, local culture and other style values breaking with the idea of finding the 

same offer everywhere.  

 

7.5 Barcelona as a case  

 

Recapitulating social economy background in Catalonia helps to study a delimited case of slow 

fashion and a local context of how social economy works. Although is a good case to study 

some characteristics of social economy and what is needed in context to make it develop, at 

the same time it helps to suggest that these same features make this a good case but not a 

replicable model.  

 

First, the story of social economy in Catalonia shows it is not only about the cooperatives, but 

a story of strong civil society strongly involved with social and cultural issues (McRoberts, 

2001: 3). Second, Catalonia has a strong cultural identity (Balcels, 1996; Geoffrey, 1996). 

Catalonia has developed a local culture whilst developing economic and social resurgences at 

different times among history (McRoberts, 2001). As explained, culture is a key element for 

transformation and to propose new ways (Black, 2008; Clammer, 2015). Then, a rich local 

culture in Catalonia has allowed a local transformation. Third, Barcelona and other Catalan 

areas nearby have long history of industrial development (Holmström, 1993: 22; McRoberts, 

2001: 16). This three elements allow people to have local culture, local production and social 

economy, and at the same time a way to enhance and grow these three elements. Therefore, as 

Kasmir (1996) explains that Mondragón cannot be considered as a replicable case as it has as 

specific local social and political context which make it work that way, similarly I conclude 

using a similar perspective. Barcelona’s slow fashion scene cannot be considered as a 

replicable case since it has a social, cultural and economic context that supports it. 
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Nevertheless, this same context transformed Barcelona into a kind of hub for slow fashion to 

happen. In other words, slow fashion has the infrastructure to work.  

 

8. Conclusion 

 

Much have been said and analysed of slow fashion through sustainability. Lázaro’s research 

(2014) is a good example which put it into different sustainable social, economic, 

environmental and managerial approaches. Analysing it next to the perspective of social 

economy adds value to the research of the topic.  

 

Slow fashion is deeply linked with social economy. Slow fashion goes beyond sustainable 

fashion, more related with Fairtrade and organic resources, and aims both a real change of the 

supply chain (Cataldi et al., 2013: 24) and a transformation of the system to a fairer and more 

ethical one (Clark, 2008; Fletcher, 2014). In this way, it truly supports the social economy, not 

only because it is done mainly through people but because it wants an alternative to the status 

quo of the market and lifestyle (Honoré, 2004: 84). Hence, slow fashion entrepreneurs do fit in 

the description by Nicholls (2006: 410) for social entrepreneurs where he explains they deal 

with issues in alternative ways to ‘ensure future change for the good’. 

 

Slow fashion brands in Barcelona may not consider themselves part of the social economy 

since they are for-profit organisations, but even though they are part of it  if we analyse them 

through the theories of social economy. If true that in Spain social economy is more related to 

the concept of cooperatives (Holmström, 1993), in a wider perspective slow fashion brands in 

Barcelona are enhancing social economy through supporting local economy, social 

infrastructure and culture. They are creating thus employment and an alternative to a globalised 

market empowering small local business, supporting at the same time a positive impact in the 

social, environmental and economic features; proper characteristics of social economy’s 

organisations which aims the triple-bottom line as stressed by Pearce (2009). With Vintisis as 

a case, the support of social economy is clearly through its direct control of supply chain 

creating cooperation and association among them, the use of organic resources, and the support 
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of a non-profit and a cooperative among their stakeholders. Being for-profit does not take out 

their characteristic of being social entrepreneurs contributing to social economy. Social 

entrepreneurs can go beyond charity to create a new economic system with more humane and 

sustainable features (Minney, 2016).  

 

Also, slow fashion enhances values proper from the social economy such as transparency, 

collaboration and quality. It is especially localism which enhances this new values based on 

diversity, quality and connectivity instead of efficiency, homogeneity and centralisation 

(Capatti et al., 2006: 11). Although they accept their business size limits this, the interviewed 

brands are enhancing the local social capital. Slow fashion literature supports this idea. For 

example, slow fashion traditional craftsmanship techniques have a long history of being 

community activities (Clark, 2008: 435). 

 

This dissertation leads to other conclusions worthy for researchers and practitioners. First, it is 

recommended to develop policies to involve government and other organisations to support the 

infrastructure, especially the social network, in order to enhance the sector growth and 

cooperation, certified process, educate and support start-ups. Boosting internal and external 

cooperation should result in cost reductions and sector an entrepreneurship development.  

 

Second, it is concluded that slow fashion and sustainability are the mean, but not the objective 

behind creating the slow fashion brands. Third, slow fashion breaks down the idea that 

sustainable clothing cannot follow aesthetics and other fashion features such as the flourishing 

of an individual style. Then, sustainable fashion is no longer a stereotype of colours, materials 

or looks, and aesthetics becomes a crucial feature for the brand. That is way it is suggested to 

consider it the fourth outcome in a quadruple-bottom line for social enterprises. Fourth, slow 

fashion supply chain model should consider the role of the designer in the central role since it 

is from there where the initiatives and transformation comes from. As explained (Cataldi et al., 

2010) slow fashion is mostly self-organised, it comes from the grassroots, and it has a strategic 

organisation that comes mainly from innovative small brands. This same model should bring 

more bilateral relations among the agencies in it. Finally, although Barcelona can be studied as 

a case for slow fashion and its relevance to social economy, I would not suggest to consider it 
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as a replicable model since Barcelona’s slow fashion and social economy scene is working as 

thus as a result of a long tradition of an active civil society, rich local culture and a strong 

industrial economy. Holmström (1993: 20) suggests that self-management tends to work where 

there is a past with strong traditions and communal actions. Similarly, we can conclude social 

economy and slow fashion local relevance depends on its context and local ecosystem. 

 

Moreover, even though it is mentioned constantly, there is no deep research and proposals 

about how marketing and advertising should work for slow fashion. It has been said that the 

current marketing process does not properly match, but a competent study focusing only on 

this topics would be worthy for the sector. Furthermore, it is recommended to research about 

accurate pricing and consumption, especially local consumption. As generally known, 

producing locally is more expensive than looking for cheap production and labour elsewhere, 

so prices are higher for slow fashion products. This is, as Güiem stresses, an important topic to 

discuss, so it is also a role of designers to communicate that the price represents the work 

behind the garment and that it is in favour of local culture. Also, because consumers should be 

aware and prepared to pay for the positive outcomes (Black, 2008: 109; Pearce, 2009: 32). 

Finally, most of the sustainability in fashion has been done by the sector (Grenier, 2006), so it 

would be relevant to research the role of Academy and related organisations in slow fashion.  
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APPENDICES 

APPENDIX 1. The Slow Fashion Brands 

 

Nabuckcuir 

 

Nabuckcuir is a brand of handmade leather bags and accessories. It was founded in 2014 by 

Marta Ferrer and Mon Soler in Barcelona where they established their workshop to make with 

traditional handcraftsmanship techniques leather products. Their leather comes from Igualada, 

Barcelona and it is entirely leather that comes from the food industry. They look for 

sustainability and the best use of materials whilst offering a good design in their products. As 

leather artisans, they have the D’A certification from Generalitat de Catalunya, which awards 

and guarantees the traditional process and Catalan origin of their products. (Nabuck cuir, 2016). 

http://nubuckcuir.com/ 

 

Güiem 

 

Güiem is a menswear brand founded by Güiem Llull, a publicist and entrepreneur who created 

it to have a brand with authentic and distinctive style. Güiem looks to enhance high quality 

materials and a detailed production. Most of their materials are either organic or recycled and 

all is made in Spain. Their collections break up with monotony through colourful and original 

prints and designs whilst bonding customers with nature and a different look. (Güiem, 2016). 

http://www.guiemclothing.com/ 
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Vintisis 

 

________________ 

Vintisis is a brand founded in 2014 by Josep Torres and Daniel Guillan in Barcelona, Spain. 

They created Vintisis as a brand that tell stories and make products with the highest quality 

whilst being responsible and offering artistic designs. In their own words: ‘We, at Vintisis, 

believe that good design can improve the world’. They create original designs with a direct 

control on the supply chain, using Prima cotton from a cooperative farm in Peru and producing 

the garments in local workshops in Barcelona. Vintisis donates 1% of their sales to Save the 

Children. (Vintisis, 2016). 

http://vintisis.com/ 
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APPENDIX 2. INTERVIEW QUESTIONNAIRE 

 

 

1. Which was the reason behind creating the brand? 

2. Which is the mission behind the brand? 

3. How would you define slow fashion and sustainable fashion? 

4. How you include slow fashion into your business model? 

5. Which values do you follow in your business and brand which you relate to slow 

fashion? 

6. How you embrace sustainability within the business? 

7. How you keep the balance between sustainability and the aesthetics of the products? 

8. Do you consider crucial to be creative and the design features in order to be 

sustainable and achieve slow fashion? 

9. Do you consider you are contributing to the local culture? How? 

10. Do you consider you are contributing to the local economy? How? 

11. Do you consider yourselves as part of the social economy? Why? 

12. Do you consider you are contributing more to the local economy, to the local culture 

or to the social economy? Why? 

13. Do you have of any key partnership such? Which is the benefit of it? 

14. Do you participate in any other active movement, organisation or platform to enhance 

sustainability, slow fashion or any other cause? How do you participate and which are 

the benefits? 
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APPENDIX 3. RETAIL SUPPLY CHAIN DIAGRAM 

Original Source: Black, 2008: 56-7
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APPENDIX 4. INTERVIEW WITH NABUCKCUIR 

The interview with Nabuckcuir is now presented as a way to show part of the interviews to 

give an example of how the conclusions were done and from where the information comes 

from. The original interview was done in Spanish, then this one was translated from the original 

by the author.  

 

1. Which was the reason behind creating the brand? 

Nabuckcuir was created as a professional option. We were at that time studying a degree in 

leader handcraftsmanship. In 2013, we were aware of the difficult context to find a job in the 

fashion and accessories sector, so we decided to create our own small workshop and the 

Nabuckcuir brand. 

 

2. Which is the mission behind the brand? 

We pretend to boost the concept handcraftsmanship + fashion, where each piece produced in 

our workshop is totally made in an artisan way, with high quality materials, locally made and 

with the least possible environmental impact. 

 

3. How would you define slow fashion and sustainable fashion? 

We understand the slow fashion concept as an alternative to the fast fashion system lead by a 

consumption without interest on quality, durability and the creation and production processes. 

Slow leads to the accurate creation processes which goes in hand with an ethical and 

responsible production taking care of the environment. Also, it is a process where the consumer 

is informed about the whole chain from the origin of the materials to the production processes. 

 

4. How you include slow fashion into your business model? 

For us slow fashion, since our first bag collection in 2014, Mineral, we knew it was about high 

quality local materials –which comes mainly from Igualada, Barcelona and some from Italy- 

and timeless designs which can be used every day and that gain authenticity through the years. 
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Besides being a designer brand, the artisanal process is a slow factor itself. All our products 

are made exclusively by us two [Marta Ferrer and Mon Soler, founders of Nabuckcuir]. We 

consider urselves designers and artisans, certified by the Generalitat de Cataluña, where every 

piece from the workshop has the same high quality. Every collection has a maximum of 25 

pieces for each colour and model.  

 

[Questions 5 and 6 were not directly answered since they said they shared the information that 

would answer this two questions in the other questions.] 

 

7. How you keep the balance between sustainability and the aesthetics of the 

products? 

 

It is really easy and natural for us! We love simple and timeless designs but at the same time 

contemporary, light and comfortable. Aesthetic and sustainability is, we think, a perfect match. 

Design and tradition. 

 

8. Do you consider crucial to be creative and the design features in order to be 

sustainable and achieve slow fashion? 

We would not conceive our brand without both design and sustainability. Each piece has gone 

through a creative process, where we try first different designs, textures and colours, and then 

produced them. Without the creative part we would only be simple leathergoods. 

 

9. Do you consider you are contributing to the local culture? How? 

Our main sales channels are online, the handcraftsmanship and fashion fairs, and in our own 

workshop. Through these channels we share our philosophy and explain to our clients our 

different leather types and processes. They value a lot the option to customise any bag, our 

priority is to assure the client is really convinced of what he or she is buying. 
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Through our blog and social media we try to keep in touch with our clients and followers, so 

we share this way our creative and production processes. 

 

10. Do you consider you are contributing to the local economy? How? 

In a limited way, but yes, we do. We buy all our materials locally (leather, fabric, zippers, 

packaging). It is important to consider that 80% of our production is exported to the United 

States and Europe. 

 

11. Do you consider yourselves as part of the social economy? Why? 

Maybe but in a small scale. We believe we are in a moment of transformation in the 

consumption of fashion and food where every day it is more valuable the importance being 

ethical, sustainable and pro-environment. This is the way we believe we are contributing, 

producing high quality products in an ethical way and consuming in small local family 

business, both as a brand and us, Marta and Mon, as normal people. 

 

12. Do you consider you are contributing more to the local economy, to the local 

culture or to the social economy? Why? 

Mainly in the local economy of Catalonia and in local family business, since our suppliers are 

based in Barcelona. Also, most of the events we participate in are around Catalonia, but soon 

we will start to travel around other communities and hopefully in the future around Europe. 

  

13. Do you have of any key partnership such? Which is the benefit of it? 

Not for now. We only have the D’A certification by the Generalitat de Catalunya which 

guarantees all the Nabuckcuir products are done through artisanal processes and locally in 

Catalonia. 

Also, we are part next to many other brands of the online platform MTS (Moves to Slow). 

 



65  

 

14. Do you participate in any other active movement, organisation or platform to 

enhance sustainability, slow fashion or any other cause? How do you 

participate and which are the benefits? 

We try to spread our philosophy as much as possible. For example, we go to sustainable events 

and we always encourage to our followers to visit our workshop and then explain our slow 

processes. We do as much as it is in our hands to do, like collaborating with other brands for 

photoshoots. This July we will be visiting the Craftroom, which joins artisans and designers in 

Barcelona. 


