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Synopsis

Copenhagen-based menswear brand Isnurh decided to collaborate with mental health
awareness platform Community of Real People (further called CORP) to produce a non-profit
collection, from which two styles should be released during mental health awareness month in
May 2023 and sold to raise donations for local charity Joannahuset.

In order to do so, the FEA-model following Lamb & Kallal (A Conceptual Framework for Apparel
Design, 1992) has been used, consisting of six phases.

In the first phase the problem identification shows that while mental health is one of the most
urgent challenges in today’s society, the fashion industry often negatively impacts the mental
health of individuals and Isnurh and CORP want to create a collection that promotes mental
health awareness and gives physiological and psychological comfort to its wearers.

How to do this is explored in phase two, where literature research, target group and expert
interviews, combined with trend and material research led to the creation of a FEA model,
showcasing the functional, expressive and aesthetic needs for such a collection. These results
show that the collection needs to be dominated by the use of breathable and moisture-absorbent
natural materials, straight to oversized-fitting clothes and simple silhouettes, combined with more
expressive artworks, that are inspired by ten target group interviews.

Because the target group did not want to wear any clothes including fonts addressing mental
health awareness in a literal way, more abstract artworks have been developed by the
researcher after conveying a survey and creating moodboards and sketches in phase three.
These artworks should remember of re-connecting to nature, the community and the wearer’s
inner child. Additionally, the green ribbon as symbol for mental health awareness is included in
each ouffit.

In phase four, the prototypes are developed into a digital collection, consisting of nine outfits and
one physical outfit, consisting of three garments. All designs are made from certified materials or
deadstock fabrics, and respond to the functional, expressive and aesthetic needs of the target

group.

During the 5™ chapter the physical products are evaluated by the target group and the digital
collection by Isnurh. All evaluations let the designs pass with grades between 6 and 10. The
average evaluation grade of the target group was 8,8 / 10 and of the Isnurh Team 7,8 / 10.

After the evaluation, the implementation is done by creating visual content and hosting a pop-up
event to sell the physical products and earn money for charity. 26.025 dkk / 3494 Euro are
donated to local organization Joannahuset after all.

For a continuation of this project, based on the evaluation, the researcher recommends using
GOTS certified cotton wherever possible, reduce the artworks of the collection by two, include
one more piece of outerwear for the collection, and adjust the length of the t-shirt and the width
of the pants. For the communication surrounding the collection, the researcher advises to focus
on emotional well-being and self-care, more than addressing medical conditions, and to not
glamorize mental health conditions. Instead, a fashion collection inspired by mental health
should focus on empowering storytelling and emotional well-being.

vi



Section 1: Introduction

1.1. Problem Definition

Mental health is one of the most important but still often stigmatized areas of human health and
influences human behaviour and well-being in all areas, making it crucial for a flourishing society
(World Health Organisation, n.d.).

The fashion industry is infamous for catalyzing poor mental health conditions by promoting
unhealthy lifestyles (Stansfield, 2016), unrealistic body images (Freitas, Jordan, & Hughes,
2018), and racism (Hoskins, 2014). On the other hand, clothing can be a valuable tool for self-
expression, group-belonging, and identity-building (Workman & Freeburg, 2009).

Community of Real People is a platform for mental health awareness, and in collaboration with
Copenhagen-based menswear brand Isnurh, CORP wants to co-create a fashion collection
inspired by these positive effects clothing can have on mental health, promoting awareness and
helping the target group to find comfort through the clothes that they are wearing.

This goes in-line with the ideals of Isnurh. The brand focusses on creating high-quality garments,
luxurious details and streetwear-driven elements. Building a strong community and creating
long-lasting value are some of the main goals formulated by the owners.

In collaboration with these two stakeholders, it is the goal to create a digital collection and three
physical garments that give both physiological and psychological comfort to their wearers and
promote mental health awareness.

Fundamental for the creation of this is a triangulation of desk research, interviews with the target
group and expert interviews. All research results are implemented following the Lamb & Kallal
model to determine the functional, expressive and aesthetic needs of the target group. These
needs are used as the guideline to check if the collection is fulfilling its goals.

To leave a measurable impact with this graduation project and give back to the community,
physical garments are sold at a pop-up event during mental health awareness month in May
2023 and all earnings are donated to mental health charity.



1.2. Design Brief
. Project name: Isnurh x Community of Real People Capsule Collection

. Client/company name: Isnurh
. Owners: Oliver Abrenica & Kasper Todbjerg
*  Other stakeholders:

—  Oliver Saundry, Founder of CORP

1.2.1. About the client / company

Isnurh is a Danish menswear brand, founded in 2017 by Oliver Abrenica & Kasper Todbjerg.
The team currently consists of the two founders and Anders Schultz, assisting mostly on design
and marketing. Inspired by workwear and streetwear, Isnurh is creating high-end, contemporary
menswear with a minimalistic aesthetic, characterized by clean and simple silhouettes. Bold
prints and graphics are often incorporated to create interesting looks. A visualization of Isnurh’s
design identity can be found in Figure 1.

Figure 1
Isnurh’s Design Identity

ISNURH DESIGN IDENTITY

Community of Real People is a mental health awareness project, founded by Oliver Saundry in
2022. After quitting his aspired career as a professional footballer due to issues with his own
mental health, Saundry founded the platform to destigmatize the conversation around this
sensitive topic, by giving different people a platform to speak about their experiences and
collaborate with creatives of all fields to enhance awareness.
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Together, the two brands decided to design a small capsule collection, from which two styles are
sold at a Pop-Up-Event and online to raise money for a mental health charity. All earnings are
donated to Copenhagen-based charity Joannahuset, which provides help and care for local
children and young people in difficult situations, trying to protect their mental health. It was
chosen to design a collection and not a single product, since this was seen as more suitable for
both brands and the researcher’s skillset and increased the chances of selling more products,
therefore raising more money for charity.

1.2.2. Target market / audience

On the 18t of April 2023, Isnurh had 11.500 followers on Instagram as its biggest platform for
customer contact. Almost three quarters of the followers were male, as can be seen in Figure 2.
Most of the followers were from Denmark, with 7,8% of all followers being from the countries’
Figure 2 capital, Copenhagen. 64,6% were between 18-34 years old

and 19,5% between 35 and 44.
Screenshot from the Instagram-

insights In a market-research project done by the researcher for Isnurh
£ between September 2022 and January 2023, using the
Instagram story-function, multiple questions were asked to get

O a clearer picture of the brand’s target group.
74.3% 25.6%

Many of the social media followers of Isnurh were returning

customers, getting in touch with the brand over friends and
family or retail stores. Colors and artworks and comfortable materials and cuts were more
important to most customers than the communication of a sustainable approach. Followers of
the brand liked to color-coordinate their wardrobe and viewed themselves as moderately trend-
sensitive. A lot of the followers worked within a creative job themselves and were active on
social media. During this research, the Scandinavian brands NNO7, Sunflower and WOOD
WOOD were established to be the most relevant competitors of Isnurh. None of these brands
did any projects similar to this one before.

The results of the Instagram-Insights as well as the prior research results can be found in
Appendix A.

1.2.3. Key project deliverables
Ultimately, going to be delivered will be:

- Addigital collection consisting of 9 outfits, created based on the results of
the different data collection methods.

- 3 physical products that can be worn as an outfit all together.

- 2 different styles that will be sold to the public. All profit will be donated to
mental health charity.

- A pop-up event in Copenhagen, in May, launching the clothes and
bringing the Community of Real People together physically.

All provisional design criteria for the collection can be found in Table 1.



Table 1

Provisional Design Criteria

Criteria

Explanation

1. Meets functional, expressive and
aesthetic needs of the interviewed
target group

2. Fits Isnurh’s design aesthetic

3. Integrates trends of the SS/23 trend
forecasts by WGSN

4. Integrates responsible material
choices

5. Includes uplifting graphics and prints,
based on target group research

6. Goes in-line with color cards and
moodboards created

The collection needs to align with the FEA
model created in chapter 2.3. after the
preliminary ideas are collected and analyzed.

The collection is required to suit Isnurh’s
overall aesthetic of minimalistic outlines and
cuts, and a mix of expressive prints and high-
quality materials.

The collection should integrate some of the
trends predicted by WGSN but does not have
to follow every one of them, since Isnurh’s
target group can be characterized as
moderately trend sensitive.

While sustainable production is not the main
reason, Isnurh’s customers are buying the
brand’s products, the overall target group is
developing to require responsible production,
which needs to be considered in the material
choices.

The collection is highly based on qualitative
research. The input perceived during the
target group interviews should therefore be
considered and the connection clearly shown
in the final three products.

Moodboards and color cards were created
after all research was done. These visual
guidelines should be clearly reflected in the
final collection.




1.3. Reader’s Guide

This design research consists out of seven chapters, inspired by the apparel design framework,
outlined by Lamb & Kallal (A Conceptual Framework for Apparel Design, 1992). How this model
was implemented in this research can be seen in Figure 3.

Figure 3
Apparel Design Framework & Implementation

Problem Definition, Design

Chapter 1: RSBl mal Brict, Project Goals

Literature Research, Target
Desi| Prot Py z
o Froplem Preliminary Retnement ™ evelopment implementa- | Chapter 2:  Preliminary »Groui’ Interviews, Expert

Ideas Interviews, Trend & Material
Research
Chapter 3: Design * Mind-maps, Moodboards,
Refinement Sketches

Digital Collection, Physical
Prototypes, Material &
Design Choices

. Evaluation by Target Group
Chapter 5: M*& Isnurh Team

Chapter 5: Implementa- *Visual Content & Pop-Up-
tion Event, Recommendations

Chapter 4: Prototype
aPIEr % pevelopment *

Figure 2. Apparel design framework.

In this chapter, an introduction into the topic, client and target group, as well as the project’s
goals and deliverables has been given as start of the problem identification. In chapter 2, this
problem identification is further examined through literature research, and all preliminary ideas
are collected through triangulation on the foundation of literature research, target group and
expert interviews. Based on this, the data collected is quantified by using a survey, contributing
to the design refinement of the collection, that is visualized by mind-maps, moodboards and
sketches in chapter 3.

In chapter 4, the digital collection and physical products are showcased, and the design and
material choices explained as part of the prototype development. After that, the final physical
products are evaluated by the target group and the Isnurh-team in chapter 5 and possible
implementations for the future are outlined. Chapter 6 concludes with a personal and
professional reflection on the project. Last, but not least, a short afterword by Isnurh and
Community of Real People is included, giving their opinions on the project.



Section 2: Preliminary Ideas
Figure 4

Triangulation Method Applied To establish the problem identification and lead to
/\ preliminary ideas for this collection, data triangulation has

PR

been used to combine different data insights to increase the

\ validity of the findings and try to find more generalizable
/ "\\ results (Bhandari, 2023). The results of this are showcased
/; LiFt'era_nure in the FEA model in chapter 2.2.3.
5 eview \

/

";. Literature research, ten interviews with the target group and
I;’ two experts have been done to research the overarching

f TRIANGULATION goal of creating a fashion collection promoting mental health
i 4 \ and giving comfort to the wearers.
/ Target % Expert \\

/  Group % | :
/ h nterviews
/ Interviews \
. S

2.1. Literature Research

The research was started by reviewing existing literature in a systematic way, to understand the
topic of mental health, how the perception of mental health changed, what impact the fashion
industry can have on mental health, and how the target group perceives mental health and
sustainable developments. To do so, Saxion’s online library, Google Scholars and Sciencedirect
have been searched in that order per topic. If there were insights missing, Google was used to
find online databases, scientific journals and web-articles by renowned publishers like
newspapers and magazines. All sources have been put in a literature matrix per topic and then
have been read, coded and analyzed to address the individual questions. The literature matrix
can be found in Appendix B.

Definition & Introduction of mental health

Mental health is critically important for everyone, everywhere, and goes beyond the mere
absence of a mental health condition. It is integral to well-being, enabling people to realize their
full potential, show resilience amidst adversity, be productive across the various settings of daily

life, form meaningful relationships and contribute to their communities. (...) Promoting and
protecting mental health is also critical to a well-functioning society. (World Health Organisation,

n.d.)

In 2021 one in five adults lived with mental illness (Avenaim, 2021). 31% of adults worldwide,
say that mental health is the biggest health problem in their country (Statista Research
Department, 2022). Following the WHO, “Depression, anxiety and behavioural disorders are
among the leading causes of illness and disability among adolescents” (World Health
Organisation, 2021).

There are multiple factors influencing and catalyzing mental health conditions, such as
experiencing trauma, social isolation, discrimination, social inequalities, stress, on-going physical
health conditions, insecure job or living situations, substance abuse or physical or psychological
abuse (Mind, 2017).



How did the perception of mental health change?

While artifacts dating back to 6500 BC have shown the attempted treatment of humans
struggling with mental ilinesses by drilling holes into their heads to let out the alleged bad spirits
(Farreras, 2013), it wasn’t until the 18" century, that psychiatry was introduced as a profession,
still often frowned upon (Hunter A. , 2022). This state lasted until the 1890s, when Sigmund
Freud introduced the psychoanalysis, where both conscious and unconscious thoughts, seen by
Freud as the root of mental health conditions, could be discussed and analysed (Hunter A. ,
2022). The psychoanalysis often discredited women as being hysteric, which has been
discussed and led to changes in the field since (Balsam, 2015).

The internet and social media, although sometimes seen as being potentially harmful for the
mental health of individuals, is often used as a tool by individuals and organisations alike to
address the topic and have therefore helped to normalize the conversation (Ferentz, 2016).

“In 2020, around 46 percent of individuals worldwide aged 15 years and older stated they
thought mental health was more important than physical health, while another 46 percent felt
mental health was just as important as physical health” (Elflein, 2022).

51% of Europeans in the same year claimed, their mental health problems got worse due to the
Covid-19 pandemic (Stewart, 2021).This is, although Europe compared to all other continents
has the biggest mental health workforce (Michas, 2022). Worldwide, “many countries are still
guilty of violating the human rights of patients with mental iliness (...)" (Ferentz, 2016).

Nevertheless, the UN states, that there is growing recognition, that bettering mental health is an
essential part of reaching international development goals (United Nations), which led to mental
health being included as part of the SDG 3: Good Health and Wellbeing in 2015 (Votruba &
Thornicroft, 2016).

While the awareness and acknowledgement of mental health issues increased within the past
years (World Health Organisation, n.d.), especially socially underprivileged groups of people are
affected heavily by these issues, the connected stigmatization, and the lack of supportive
services (World Health Organisation, 2021). A study conveyed by 2CV, researching the
connection of mental health and poverty, concluded, that many felt that “mental health is a white,
middle-class conversation they can’t tap into” (2CV, 2021).

Relation of the fashion industry and mental health

Negative effects of the fashion industry on mental health

The statement above could also be applied to the fashion industry, infamous for being exclusive
in its nature. While there are numerous sources discussing the industry’s negative effects on
mental health on both individuals and society, only a few examples are shortly displayed in this
chapter, to be prevented and excluded from the final collection.

Glorification of unhealthy lifestyles & drug abuse

Partaking in the fashion industry and self-destructive behavior are often perceived as correlating
(Stansfield, 2016) and the deadline-driven, competitive environment fosters mental health
conditions in its workforce (Press, 2018).
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In an interview with FashionUnited, Psychologist Victoria Tischler, said, that eccentricity was
encouraged in the field, potentially attracting people with “a propensity towards mental iliness”,
but support to those struggling with mental conditions was offered rarely (FashionUnited, 2021).
Tischler further mentioned that substance abuse was more tolerated than in other fields (2021).

This behaviour is also promoted to consumers, as the existence of the term ‘Heroin chic’, as the
dominating aesthetic on the runways of the fashion shows of the 1990s shows, underlines,
describing models that “were pale from lack of sunlight, were thin from undereating, had dark
eye circles from partying rather than sleeping (...)" (Foy, 2022).

Body Ideals

A study from 1997 showed that college women reading fashion magazines prior to being
assessed on their body image satisfaction “preferred to weigh less, and were less satisfied with
their bodies, than peers (...) who read news magazines before the survey.” (Turner S. L., 1997)
In 2017, models pictured in those magazines were still primarily “young, white and underweight”
(Freitas, Jordan, & Hughes, 2018). In the same year, “69% of school-aged girls who read
magazines” said that the pictures influenced their body-ideals and 47% stated that the pictures
seen in these magazines made them want to reduce their weight (Caso, 2017). While physical
magazines might be decliningly important in this discussion, social media has similar effects,
especially on female consumers, “negatively influencing internalization and self-discrepancy,
increasing body dissatisfaction” (M6ri, Mongillo, & Fahr, 2022).

While the number of plus-size models in fashion publications increased recently (Wilson, 2022),
plus-size models depending on the brand, can start at sizes, connected to a healthy, normal
body outside of the industry, but through their ‘plus-size’ label, based on the below-average
industry standard, can easily be taken as an ‘abnormal’ body, increasing insecurities in
consumers (Riordan, 2018). Male consumers under 5,8” / 1,73 m “are underserved by the
fashion industry and often impacted by judgemental biases” (Rahman & Delgado Navarr, 2022).

Racism

The fashion industry has a long history of open racism and cultural appropriation, and often
benefits from exploiting post-colonial structures for cheap labour (Hoskins, 2014). Several
fashion giants like Gucci (Ocbazghi & Skvaril, 2020), Prada (Bhattarai, 2020) and H&M
(Davidson, 2020) experienced massive criticism for racist products, advertisements and imagery
in the past years. Non-white humans in leading positions in the fashion industry are still rarely
seen and often experience stigmatizing behavior and racist responses when applying for jobs in
the industry (Badia, et al., 2020). While diversity increased in the last years, still 57% of models
on runways in 2021 were white (Cichowski, 2021).

Positive effects of the fashion industry on mental health

Next to these negative examples, there are also different ways, clothing can positively influence
the mental health of individuals and groups.

Identity-building and self-expression

Clothes are an essential part of the first impression when meeting people, telling others a lot
about the wearer and their social status and class-belonging (Workman & Freeburg, 2009, p.
131). Following Workman & Freeburg this can lead to a range of emotions, that occur because
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clothes have not only been a mirror of the values and moods of individuals, but also society.
Social movements and subcultures have been driven by the perception and expression of
clothes for centuries, making or breaking the ‘norms’ (Workman & Freeburg, 2009, p. 58).

Clothes have been an integral part of the women empowerment in the 1960s and 1970s (The
Editors of Encyclopaedia Britannica, 2019), the visibility movement of the LGBTQ+ community in
the 1970s (Sheperd, 2021) and the civil right movement in America (Encyclopedia.com, n.d.).
The political party Black Panthers founded in those times was known for their “instantly
recognisable military-like uniform” and during the Black Lives Matter movement in 2020, printed
t-shirts wi