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Abstract Keywords
This research explores the role of poster design as a dynamic approach for Sustainable

promoting sustainable fashion through graphic narratives. As the environmental
impact of fast fashion is increasing, public education has become critical for
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encouraging sustainable consumer behavior. This study investigates how graphic
designing can influence visual storytelling, typography, and imagery to
communicate complex environmental data like water consumption, pollution, and
textile waste into accessible, emotional, and engaging visual messages. The study
investigates collaborative projects between graphic design students, fashion design
students, and sustainable fashion brands, focusing on how interdisciplinary
partnerships enrich campaign authenticity and relevance. Additionally, the
environmental impact of the poster production process itself is considered through
the exploration of sustainable printing techniques including recycled paper usage
and natural inks, aligning production methods with campaign messages.
Collaborating with fashion designers would allow the translation of sustainable
practices into visual campaigns, promoting eco-friendly collections and material
innovations. Furthermore, the ethical considerations surrounding sustainable
production methods for posters such as the use of recycled materials and natural
inks are analyzed to emphasize on the environmental message. Historical and
contemporary analyses of poster design within social and environmental activism
provide context for identifying effective visual strategies. The study employs focus
groups to assess audience engagement and the impact of different poster designs on
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awareness and behavioral intention toward sustainable fashion. This research
contributes to the fields of graphic design and fashion sustainability by
demonstrating the power of visual storytelling in effecting environmental change
and offers practical insights for educators and practitioners seeking to develop

impactful, ethically produced sustainability campaigns.
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Introduction

The global fashion industry, particularly the fast
fashion sector, has become one of the most
significant ~ contributors  to  environmental
degradation and social inequities worldwide
(Niinimaiki et al., 2020). Fast fashion, characterized
by rapid production cycles, low-cost apparel, and
disposable consumer culture, exacerbates these
issues through excessive water consumption,
chemical pollution, and vast textile waste (Joy et
al., 2012; Gwilt, 2014; Fletcher & Tham, 2019;
Kozlowski, Bardecki, & Searcy, 2019). As
consumer awareness about sustainability grows,
there is increasing urgency and demand for

effective communication strategies that not only
inform but also inspire behavioral change toward
responsible consumption (McNeill & Moore, 2015;
Morgan & Birtwistle, 2009).

Despite growing awareness among consumers,
translating complex sustainability issues into
effective public education remains a continuous
challenge (Joy, Sherry, Venkatesh, Wang, & Chan,
2012). Within this context, graphic design emerges
as a vital medium for shaping public perceptions
and behaviors related to sustainable fashion through
powerful visual communication (Heller & Chwast,
2017). Graphic design, particularly through posters
and advertising campaigns, provides a dynamic and
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accessible  platform to translate complex
environmental and ethical issues into compelling
visual narratives that resonate with diverse
audiences (Meggs & Purvis, 2016; Lupton, 2010).
Posters’ ability to combine metaphorical imagery,
typography, and data visualization allows designers
to create messages that are both informative and
emotionally engaging (Forceville, 2008; Dondis,
1973). Given their public visibility and cost-
effectiveness, posters have historically played a
crucial role in social and environmental activism,
shaping public opinion and mobilizing communities
(Meggs & Purvis, 2016; Moser, 2010; Poynor,
2003).

In the context of sustainable fashion, Advertising
campaigns have the ability to clarify critical topics
such as water waste in textile manufacturing and
the environmental footprint of synthetic fibers
(Kozlowski et al., 2019; Fletcher, 2014). However,
effectively communicating these layered issues
requires a unique and distinctive approach that
balances realistic accuracy with aesthetic appeal to
foster audience engagement and behavioral intent
(Nisbet & Scheufele, 2009; Kollmuss & Agyeman,
2002).

Contemporary environmental campaigns
increasingly employ poster art to engage audiences
emotionally and cognitively, making graphic design
a strategic tool in sustainability advocacy
(Campbell, 2021). However, there remains a gap in
the literature regarding the specific strategies
through which poster design can effectively
promote sustainable fashion practices, especially
through collaborations between graphic and fashion
designers. Thus, Interdisciplinary collaboration
between graphic designers and fashion practitioners
is important and crucial to develop authentic and
impactful sustainability campaigns (Black, 2020;
Manzini, 2015). Such partnerships facilitate
knowledge exchange, allowing graphic designers to
accurately represent sustainable fashion practices,
while fashion designers gain insights into effective
visual storytelling techniques (Kozlowski et al.,
2019). Such collaboration enriches the campaign
narratives, enhances credibility, and promotes
cohesive messaging across disciplines (Doyle et al.,
2018). Accordingly, the ethical consideration of the
production methods used to realize these
advertising campaigns is equally important.
Sustainable printing techniques, the use of recycled
papers, and natural, soy-based inks would minimize
environmental impact and reinforce the campaign’s
message of ecological responsibility (White, 2014;
Bain & Bendell, 2016). Employing eco-friendly
materials aligns medium with message, offering
audiences a tangible example of sustainable
practice beyond the visual content (Manzini, 2015).
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This research investigates how poster design,
through graphic narratives and sustainable
production, can effectively promote sustainable
fashion practices. It examines the role of
interdisciplinary collaboration in a campaign and its
authenticity while exploring the historical and
contemporary uses of posters in activism. It
explores how visual storytelling elements can
translate scientific data about environmental harm
into compelling, emotionally resonant campaigns.

Furthermore, this study examines the role of

sustainable production practices in reinforcing a

campaign's ethical message, thereby aligning

medium with message (Manzini, 2015; White,

2014). The study aims to contribute actionable

insights for designers, educators, and advocates

working at the intersection of sustainability and
visual communication.

2.Problem of the Research

The global fashion industry, particularly the fast

fashion sector, significantly contributes to

environmental degradation through excessive water
usage, chemical pollution, and textile waste. While
consumer awareness of sustainability is growing,
effectively translating these complex environmental

concerns into accessible public education remains a

persistent challenge. Traditional communication

strategies often fail to engage audiences

emotionally or foster behavioral change. There is a

critical need for innovative approaches that can

bridge the gap between environmental data and
consumer understanding, especially in the context
of promoting sustainable fashion practices.
3.0bjectives of the Research

This research aims to:

1. Investigate how poster design, as a form of
graphic narrative, can be utilized to
communicate sustainable fashion practices
effectively.

2. Explore the role of interdisciplinary
collaboration between graphic design and

fashion design students in developing
authentic and  impactful  sustainability
campaigns.

3. Examine the potential of visual storytelling
elements, such as metaphor, typography, and
imagery, in translating complex environmental
information  into  emotionally  resonant
messages.

4. Evaluate the significance of ethical and
sustainable production techniques, including
the use of recycled materials and natural inks,
in reinforcing the ecological message of visual
campaigns.

4.Significance of the Research

This study contributes to the fields of graphic
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design and sustainable fashion by demonstrating
the power of visual communication in promoting
environmental awareness and influencing consumer
behavior. By  highlighting the role of
interdisciplinary collaboration and sustainable
production practices, the research offers practical
insights for designers, educators, and advocates
aiming to develop ethically grounded and
emotionally engaging campaigns. Furthermore, it
provides a model for incorporating sustainability
into design education and practice, encouraging the
next generation of designers to align creative
expression with ecological responsibility.
5.Literature Review

5.1Visual Storytelling for Environmental
Advocacy

Visual storytelling has been widely recognized as a
critical method in graphic design, enabling
designers to convey complex information through
imagery, typography, and symbolic elements that
engage viewers both cognitively and emotionally in
an accessible manner, particularly in sustainability
communication (Kostelnick, 2013; Forceville,
2008; Foss, 2005; McCloud, 1993). Posters, as a
visual medium, combine metaphor, typography,
imagery, and color to evoke emotional responses
and drive message retention (Hassan et al., 2020;
Lupton, 2010). Several studies emphasize that
metaphorical imagery can simplify abstract
environmental concepts, making issues like water
waste or carbon emissions tangible to the audience
(Forceville, 2008; McCloud, 1993; Manovich,
2001). Posters addressing fast fashion’s impact
often deploy these techniques to visualize water
wastage, pollution, and labor exploitation in
accessible formats (Cairo, 2013; Tufte, 2001).
Typography further influences the tone and
readability of visual campaigns influencing the
emotional impact of sustainability messages
(Lupton, 2010; Waller, 2015) Empirical studies
suggest that combining emotional appeals with
clear, legible design fosters greater audience
engagement and retention (Nisbet, 2009; Moser,
2010). Moreover, the translation of environmental
statistics into visually digestible infographics on

posters enhances viewers’ understanding and
motivates pro-environmental behavior (Ware,
2013).

Translating quantitative sustainability data into
visual formats has proven to improve public
comprehension and engagement (Few, 2009; Rall
& Lalonde, 2018). For example, visualizations of
textile waste and pollution metrics can foster
environmental concern when paired with narrative
elements that highlight consumer responsibility
(Schroeder & McDonagh, 2020). Research in
environmental communication further indicates that

well-crafted graphic narratives can bridge the
cognitive and affective domains, increasing both
knowledge and motivation to act (Moser, 2010;
Dahlstrom, 2014).

5.2 Collaboration Between Graphic and Fashion
Designers for a Sustainable Campaign

The collaboration between graphic and fashion
designers is a gaining momentum as a strategy to
enhance the authenticity and relevance of
sustainability campaigns (Doyle et al., 2018; Black,
2020; Kozlowski et al., 2019). Fashion designers
bring specific knowledge of sustainable materials,
production methods, and ethical concerns, which
when integrated with graphic design expertise,
results in a richer storytelling and a more credible
messaging (Kozlowski et al., 2019; Manzini, 2015;
Fletcher & Grose, 2012). This co-creative process

is  fundamental in  representing complex
sustainability concepts such as circularity,
upcycling, and ethical labor practices, in

compelling and accurate visual formats (Kozlowski
et al.,, 2019). The interdisciplinary approach also
fosters innovation, with examples of graphic
designers visualizing upcycling processes or
material innovations that fashion designers
incorporate (Yates, 2017; Papanek, 1971).

Having educational research highlights the benefits
of project-based learning environments that
encourage cross-disciplinary collaboration,
resulting in more holistic understanding and
creative problem solving related to sustainability
challenges (Bell, 2010; Dannels & Martin, 2008).
This approach is particularly effective in addressing
the complex socio-environmental issues embedded
in sustainable fashion, as it promotes empathy,
systemic thinking, and actionable design solutions
(Fletcher & Grose, 2012; Manzini, 2015).

5.3 Ethics and Sustainable Materials in Design
Production

Sustainability in design extends beyond the
conceptual and aesthetic. It is a message to
encompass production processes and material
choices (White, 2014; Bain & Bendell, 2016).
Sustainable printing methods such as risograph
printing, which uses soy-based inks and generates

minimal waste, provide an environmentally
responsible alternative to conventional offset
printing (White, 2014; U.S. Environmental

Protection Agency, 2020; Manzini, 2015; Bain &
Bendell, 2016). Additionally, the use of recycled
biodegradable papers aligns production practices
with ecological principles and enhances campaign
authenticity (Bain & Bendell, 2016; Fletcher,
2014). The ethical responsibility of designers
extends beyond aesthetics to  production
accountability (D'Souza & Taghian, 2005). In other
words, the correspondence between medium and
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message strengthens the campaign’s persuasive
power and models responsible design practice for
audiences (Campbell, 2021) where campaigns
employ eco-friendly materials to reinforce their call
for sustainability and influence audience perception
positively (Kozlowski et al., 2019; Manzini, 2015).
To conclude, sustainable production methods
provide tangible examples for audiences, fostering
trust and encouraging behavior change (Papanek,
1971; Moser, 2010).

5.4 Historical and Contemporary Context of
Poster Design in Activism

Poster design has a long-standing tradition as a tool
for social and environmental activism from early
20th-century political propaganda to civil rights and
environmental movements (Meggs & Purvis, 2016;
Doss, 2010; Poynor, 2003). Historically, posters
were instrumental during public health campaigns,
wartime mobilization, and civil rights movements,
employing strong visual rhetoric and symbolism to
galvanize public support (Meggs & Purvis, 2016;
Stewart, 2018). Their immediacy, portability, and
visual impact make them ideal for mass
communication and public engagement (Campbell,
2021). Contemporary  sustainable  fashion
campaigns build on this legacy by employing visual
strategies that emphasize transparency, materiality,
and cultural relevance (Joy et al., 2012). These
kinds of movements continue to leverage posters to
raise awareness about climate change, pollution,
and ethical consumption (Moser, 2010; Paddock,
2016).

Comparative  studies reveal that effective
sustainable fashion campaigns borrow from this
activist heritage, utilizing bold visuals, brief
messaging, and interactive elements to engage
audiences (Schroeder & McDonagh, 2020;
Raworth, 2017). Digital integration, such as QR
codes linking to educational content, has expanded
poster functionality, blending traditional design
with new media to amplify reach and impact
(Jenkins, 2006; Lupton & Phillips, 2015).

5.5 Audience Engagement and Behavioral
Impact

Previous papers have reviewed on how the
effectiveness of sustainability communication tools
like posters involves assessing changes in
awareness, attitudes, and behavioral intentions
(McKenzie-Mohr, 2011; Kollmuss & Agyeman,
2002). Studies that employed surveys and focus
groups confirm that visual campaigns can
significantly improve knowledge about sustainable
fashion issues and positively influence consumers’
willingness to adopt eco-friendly practices
(McNeill & Moore, 2015; Hassan et al., 2020).
However, barriers such as consumer skepticism,
lack of access to sustainable products, and

Open Access article distributed under the Creative Commons Attribution License permiting
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entrenched fast fashion habits require campaigns to
incorporate clear calls to action and practical
solutions (Joy et al., 2012; Niinimaiki et al., 2020).
Integrating emotional appeals with factual
information and providing actionable steps
enhances campaign efficacy (Nisbet & Scheufele,
2009; Dabhlstrom, 2014). Interactive engagement
through social media and community events further
reinforces message retention and behavioral change
(Jenkins, 2006; Moser, 2010).
6.Experimental: Introduction to
Methodology
This research employs a qualitative, project-based
approach to explore how graphic poster design can
effectively promote sustainable fashion practices.
The project-based research design focusing on the
creation and analysis of advertising campaigns
aimed at promoting sustainable fashion through
graphic narratives. The pedagogical framework was
grounded in constructivist learning theories,
emphasizing active knowledge construction,
collaboration, and iterative design (Bell, 2010;
Dannels & Martin, 2008). A series of visual
campaign projects were developed through
collaboration between graphic design students and
fashion design students where they selected a
brand, Stella McCartney, which is a fashion brand
that is practicing sustainability. Poster concepts
focused on visual storytelling elements to
communicate fast fashion’s environmental impact
and promote sustainable alternatives. In other
words, it centered on the design and production of
posters addressing themes such as water
conservation, textile pollution, upcycling, and
ethical labor practices within the fashion industry.
Students were encouraged to apply theoretical
knowledge about visual storytelling, metaphor, and
sustainable printing techniques learned through
courses from each major.
6.1 Participant Selection and Collaboration
Participants included undergraduate students
enrolled in graphic design and fashion design
programs at a mid-sized university. The graphic
design  cohort (n=15) was tasked with
conceptualizing and designing posters centered on
sustainable fashion themes. Meanwhile, fashion
design students (n=10) contributed insights
regarding  sustainable  collections,  material
innovations, and ethical production processes.
Collaborative workshops facilitated knowledge
exchange between disciplines, fostering integrated
campaign narratives (Doyle et al., 2018; Manzini,
2015).
6.2 Project Framework
The project was structured into four key phases:
1. Research and Concept Development: Students
researched sustainable fashion issues such as

S 0



http://creativecommons.org/licenses/by/4.0/

433 InterInternational Design Journal, Print ISSN 2090-9632, Online ISSN, 2090-9632,

fast fashion’s environmental impact, material
waste, and ethical production (Kozlowski et
al., 2019; Joy et al.,, 2012). They analyzed
existing sustainable fashion campaigns and
social activism posters to identify effective
visual strategies (Meggs & Purvis, 2016;
Schroeder & McDonagh, 2020).

2. Design Ideation and Collaboration: Graphic
design students developed initial sketches and
storyboards, incorporating feedback from
fashion students to align messages with real
sustainable practices. Typography, metaphor,
and data visualization techniques were
explored to carry complex environmental data
in accessible and emotive ways (Forceville,
2008; Lupton, 2010).

3. Production with Sustainable Materials: The
final poster designs were produced using eco-
conscious materials such as recycled papers,
soy-based inks, printing methods. The ethical
implications of material choices were
integrated into the project discussions to
reassure message authenticity (White, 2014;
Bain & Bendell, 2016).

7. Results and Discussion

Initial observations indicate that posters applying

strong metaphors and emotionally charged imagery

outperform more abstract designs when it comes to
motivation. Typography that balances legibility
with expressive style enhances engagement.

Collaborative posters integrating specific fashion

materials) successfully connect product narratives
with environmental values.

The use of sustainable printing methods reinforces
the campaign's credibility and encourages viewers
to consider production impacts beyond aesthetics.
Fellow students reveal heightened awareness of
textile waste and greater willingness to consider
sustainable approaches and purchases after viewing
the posters.

7.1 Visual Storytelling Effectiveness

The posters created by graphic design students
demonstrated diverse and innovative uses of
metaphor,  typography, and imagery to
communicate the detrimental effects of fast fashion
and advocate for sustainable alternatives. Many
designs previously employed visual metaphors such
as melting ice caps, fragmented garments, and
nature intertwined with fabric to evoke emotional
responses and raise environmental awareness. In
this case, illustrating the water footprint of fast
fashion used dripping water motifs combined with
bold, distressed typefaces to symbolize waste and
urgency (Fig.1) These findings align with
Forceville’s (2008). The poster of the flowing gown
transforming into a cascading  waterfall,
highlighting Stella McCartney’s lower water
footprint (31% less water use). These kind of
assertions on metaphor is considered to be a
powerful communication tool in graphic design
which enables audiences to grasp complex
sustainability concepts intuitively (Forceville, 2008;

innovations  (e.g., organic cotton, upcycled | Nisbet, 2009).
evervDrRop [N
' KIND ON THE
PLANET. PRINTED
. ON
? RECYCLED
MATERIALS
By choosing low-impact materials, Steda McCartney is committed 2
we save up to 31% more water StellaMcCartneyuses vesietablk w;mcgtg';;i;:::;r:::;:x’

than the industry average
Fashion that cares for our planet.

STELLAMCcCCARTNEY

Fig.1 Every Drop Counts,
Water Matters

Typography choices, such as hand-drawn fonts,
recycled-paper textures and natural dyed fabrics
(Fig.2), reinforced the authenticity of the
sustainability message. Figure 2, the design relies
on a tie-dye-inspired background in soft, earthy
green tones, transformed from a natural dye sample
to symbolize Stella McCartney’s innovative use of

dye to reduce fsshions i

STELL/AMCCXRTNEY

Fig.2 Natural Dye
Revolution

nac foatpnnt. sourced materials

STELLA
McCARTNEY

Fig.3 Eco-Friendly Printing
Demonstration

eco-friendly dyes derived from algae, mushrooms,
and other plant-based sources. These choices
aligned with Lupton’s (2010) assertion that
typography can embody the values behind a
campaign’s core message. Posters that effectively
integrated these elements resulted in higher
recollection and intent to change behavior among
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viewers (Fig.3).

7.2 Interdisciplinary Collaboration Outcomes
Collaborations between graphic and fashion design
students were instrumental in producing authentic
visual narratives. Fashion students provided
insights into sustainable textiles and design
processes, which allowed graphic students to
accurately depict material innovation and ethical
production methods. For example, one poster
highlighted a leather free product (Fig.7) where a
cow’s silhouette morphing into a vegan-leather
Stella bag reflects the brand’s use of animal-free
materials. Another Poster reflected on reducing
greenhouse emissions where A pair of Stella

McCartney  shoes  dissolved into leaves,

BEYOND CUTTING IMPACT,

SUSTAINABILITIY: ’
REGENERATION. NOT STYLE

\
NN

Stolla McCartney's materials and
processes emit 38% less greenhuose
gases than traditional luxury
fashion. Sustainability is always in
style.

naturce

STELLAMcCCARTNEY STELLAMcCCARTNEY

Fig 4 Regenerative Future Fig 5 Fashion Footprint

Reduced

7.3 Sustainable Materials and Printing
Techniques

The choice of sustainable printing and dyeing
methods on recycled paper and textiles and the use
of Plant based dyes was essential to the projects.
Participants reported that the tactile quality and
natural aesthetics of eco-friendly prints increased
the perceived value and sincerity of the posters
(Manzini, 2015; White, 2014).

8. Challenges and Recommendations
Despite overall success within the courses, some
challenges appeared throughout the process. Such
challenges included time constraints limiting
iterative design refinement and struggle with
balancing between aesthetics and ethical messaging
during the designing process where for example
designs that were visually compelling were less
informative. Material constraints limited print runs
and exhibition scale, pointing to the need for more
accessible sustainable production options in
educational settings. Continuous feedback from
fashion students helped to ease these challenges,
emphasizing on the importance of iterative critique
in design education (Dannels & Martin, 2008). It is
also recommended for future projects to incorporate
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symbolizing the brand’s effort (Fig.5). Figure.4 is a
poster of a lush, green field growing out of a Stella
McCartney handbag, referencing their regenerative
cotton sourcing and commitment to soil health. And
last but not least, figure.6 Circular arrows
encircling a Stella McCartney coat, symbolizing the
brand’s commitment to circular economy and zero-
waste principles.

This collaborative model demonstrates the benefits
of interdisciplinary cooperation in sustainability
communication, supporting previous findings that
co-creation enhances message credibility and
audience trust (Black, 2020; Kozlowski et al.,
2019).

REDESIGNING
WASTE.

Kind to Animals.
Kind to Earth.

No leather. No fur.

Only cruelty-free,

innovative materials
since day one,

Our designs aim for a circular
Kfecycle, keoping garmants in
use and out of landfills

TELLAMcCARTNEY

w

Fig.6 Circular Fashion Fig.7 Leather-Free Luxury

audience testing and feedback and may include
sustainability experts early in the design process.
Based on the findings, several recommendations are
proposed for educators, designers, and researchers
in the fields of graphic and fashion design:
1. Enhance Interdisciplinary  Collaboration:
Educational programs should encourage more
structured partnerships between graphic design

and fashion design students to produce
campaigns grounded in real sustainable
fashion initiatives, fostering holistic design
thinking.

2. Incorporate Sustainable =~ Materials  in
Curriculum:  Design  education  should

emphasize sustainable production techniques,
including printing and wuse of recycled
materials, to instill environmental
responsibility in future designers.

3. Expand Audience Engagement Strategies:
Future campaigns should leverage digital
platforms and social media to broaden reach
and facilitate ongoing public interaction,
enhancing the impact of sustainability

messaging.
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4. Focus on Behavior Change Communication:
Designers should integrate behavioral science
principles to create visuals that not only inform
but also motivate and sustain pro-
environmental  actions among  diverse
audiences.

5. Support Research on Visual Rhetoric in
Sustainability:  Further  studies  should
investigate the nuanced effects of specific
visual elements on audience perception and

behavior in  sustainability = campaigns,
contributing to  evidence-based  design
practices.

6. Address Production Constraints: Institutions

should seek partnerships with sustainable
printmakers and invest in resources that allow
for  scalable  eco-friendly  production,
overcoming logistical barriers to sustainable
design education.
Overall, the findings validate the potential of poster
design as a dynamic tool for sustainable fashion

advocacy, provided that design choices are
deliberate, interdisciplinary, = and  ethically
grounded.

9. Conclusion
This research observed how poster design can be
used to promote sustainable fashion through visual
storytelling. Having both graphic design and
fashion students collaborating has enabled to create
more realistic and meaningful campaigns. Their
teamwork turned complicated environmental facts
and fashion practices into powerful visual messages
that were easy to understand and emotionally
engaging.
Using eco-friendly printing and materials supported
the campaign’s message and vision while
presenting how design choices can match
environmental values.
This project adds to the conversation about how to
communicate sustainability in fashion. It shows
how important graphic designers are in shaping
how people think and act. It also highlights how
working across different fields in education can
lead to creative and responsible design solutions for
global problems.
Future studies should look at how digital tools can
expand these campaigns and measure their long-
term effects as well as receiving feedback from
reviewers. In the end, this research shows how
powerful graphic design can be in supporting
sustainability.
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