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skriven for

[...] those communicating directly with individual consumer
audiences about the fashion sector.

Dess syfte ar att

[...] provide a shared visi A' 5 anq#uidance on how to

align consumer-facing comr across the global fashion
industry with sustainability t orating both

environmental and social fa

Pt
\

Den ar tankt att visa

[...] the importance of the role of storytellers as enablers and
drivers of systemic change. [---] to help advance towards the

aris Agreement and Sustainable Development Goals




Okande trender gillande produktion, konsumtion, negativ miljdpaverkan och antalet
globala industriinitiativ for hallbart mode
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’Lead with science’

* Kommunikatorer ska sakerstalla att relevant
information kommuniceras tydligt och transparent,
for en evidensbas som ar verifierbar och jamforbar

pa ett tillgangligt satt.

@

A Change =
; - L /ith behaviours and Driv
’Change behaviours and practices’ och cad wit practices advocacy

"Reimagine values’

 Kommunikatorer maste motverka budskap om
overkonsumtion och istallet guida konsumenter
mot mer hallbara och cirkulara I6sningar.

Reimagine
values

14

INFORMATION ADVOCACY

CULTURE

‘Drive advocacy’

*  Kommunikatorer kan stédja och uppmuntra
beslutsfattare att leda med atgarder som framjar
bredare branschhallbarhet och | slutdndan klargora
de nuvarande och kommande politiska atgarder
som kommer att paverka kommunikationsarbete.




Lead with
science

Scope 1+2
Business activities

aaaaa

Klimatpaverkan av
svensk kladkonsumtion

Bidrag fran livscykelfaser och
Scope 1-2-3

Figure by Palm 2020 adapted from Sandin et al., 20
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Change
behaviours and
practices

Reimagine M -‘ = 2
values , = 7 Skills and
2 | v knowledge
of dress

Financial

Individual’s
decisions on
what to wear

e Social norms and

Rules and norms

governing rules governing
particular social bodily morals ————
situations / related to age and

Societal
gender norms

Sodial norms
for novelties
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Drive
advocacy

CULTURE

LAWAS AND CONSTITUTIONS

POLICY-MAKING

TRADITIONS

PR OTCHONBIREY \

AND CONTRACTS

CONSUMER
DECISIONS

Larger circle involve increasing number of people
Figure by Palm 2021 adapted from Arctic Resilience: Interim Report 2013




Key take-aways

Den globala modeindustrin ar en del av ett system

Risk for Greenwashing och Greenwishing

Fokus pa Ansvar och Narrativskifte
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