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Abstract

The aim of this study is to investigate fashion activism that supports sustainability
by pursuing social transformation through social media. This is achieved by
publicizing the environmental and labor problems of the fashion industry. For this
study, a literary survey and netnography were conducted from January 2017 to
November 2020. We classified and analyzed environmental and labor issues that could
be considered fashion activism on social media. The results are as follows. First,
movements for conscious consumption appeared as #haulternative, #fashionourfuture,
#SecondHandSeptember, and #wornwear projects. These movements are concerned
with buying used goods, re-dressing clothes owned by individuals, and transforming
and wearing them with new methods. Second, activism for environmental protection
includes #fashionOnclimate by Global Fashion Agenda and Sustainable Fashion
Matterz® #Watermatterz. These movements are directly involved in learning about the
seriousness of environmental destruction caused by the fashion industry and participating
in environmental protection with critical awareness. Third, the #whomademyclothes
and the Clean Clothes Campaign are activism for improving the working environment,
and are playing a role in publicizing labor issues by informing the general public
about inadequate working conditions linked to the fashion industry. Thus, fashion
activism on social media examined in this study can contribute to visualizing chronic
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Slo|A] A9H AFRMER FE5H QU ol EHE
Ao}t AAA A AQH AL LEEA 7} ZQ3H
AR EAZ 5= 9t} o]Esh AT E &0 4

20194¢ 2ATE ALAL 2019 23)9] Tho]& ‘Climate
emergency(7]| % H|AAME)E, EFYAX|(The Times)
= 2019 &99] JAEZ AW E419] 164 &4 &
57t <18 et E9|2](Greta Thunberg) S A= 5
A Bilo] FEHALL Ut 7|5 Bt ZAZ 7\1’
AAHA A71H R<71Hs4 (sustainability) O]t
715t 2bg Aol digt 2o A QIR £459 =A
& olojx|n, T 7P WIWstal Fa5HA thFolA|
= A& SRt = Q1ck(Samsung Design Net, 2020).
o7 2 ARG E A&7 Fa%T ol
Froltt.

WAE " H(fast fashion)o]2he= AHIRE AFdo]
JoPAA, H&M, Zara®t 22 HHEof| A= 259
H AAEo] SAIE AL glom, ofo] AnAh= A"t
H g0 g w2 vl f3E UE 5 A =AU
22} ot T} WAE WA AAde] oo
£ 343 wBolHe] Holx] g wlgo] WelT
oIt} §ol WHEA HESE BAE WA B35
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T ok @k w3t 9% HYIEE Hoict Soltn
A=t PAE 4L fFEE UIE, EFoAHE,
o7l Z2 FHHRE THEolA 1L o]HT A
fri= o7t olel e EGH AstrE 23X
THYTN Science, 2019). E3F A H3t 7124 Y3 1
AE W4 BAESE A3AAC o] ojxska
S, ol AEel w5 239} ey BAS
931 9lo oj2ie BAP wkREle shed] 20134
Zetg Al 9F B9 et SebRana plaza)h
B33 AP HolHT o] AL 11340l <
g AV B A ge Hotol AR 1%
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A7t obd 9] mET} Al wesler & Fat

o]

et ol

o)

i)
)
>,

o1 20005}l 52 &4 o]
Aol BAEAG =EEAS FeE Fad
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£7bsst WA AEHEY E7E FEHE 44 o
tlolo] sl Lohnw, A&7bset el Ayt o)
A AeZY APe nAste] B &4 HtlolE
B9 e Qe AS7hs e e s ofe
&2 £33} stu 249 g 2AsaA et
£ aToliE 999 A A7 A9 ol
TEBH =k Teh (netmography) 4L 8T
of ShAlElLet R, ofnlx] BAL Fale] WA 44
wclofol 4 Uehti gl A47ksa el Fol
Ao Tl At 2 BHow gk o
£ B8] MALolN B BARA, LEEA
of that 7ol shEtet mEH T Y @ AHeA,
A2 8% ARYACIAY £ A4 e 48
Hltlolg B o]§450] ogA EAoAe &
T Wshs §EstEA & 4 glow, o8 I
of 9] ola B A=A 20| B Zolet At
=9,
448 mlrolo] Uehbs A&7bs e 1% 1)
H

)

].
I FEAT S Hyskt YERTISYE &
A HHo|2RE 7S 4, EAchks 24 A+ W
o]t} (Kozinets, 2002). o]+ Q& Yl (internet)T} of| A
=712 (ethnography) ] gHgol=2 22elg 7]Hte
2 3+ o] & 7)otk (Kozinets, 2002). YELX1
Sl AL QReH H2S BollEAe] Wy
o Hge Ao, Lokl B5E ud
o2 ojssly] Agkt AH AFIHoITHLee & Lee,
2014). T3 Lekel ARUE D 44 vltiolo] A
A7} Bolrolat PR} Jeg FAlo] Fale A
O Z(Kim & Kim, 2019), Kozinets®] A-ollA A+
R A B Ao eelAelA ekt
she Weg Ftololn AAdon Bag 4
3 oheh, B8 23 WAL olulX) o] 2l
Zote, TR, ZHE 59 4HH uE W
o= olsfetn B4 4 Tk SHATKGas cited in
Kim & Kim, 2019). Alasuutariz= Y| E L 712}3] of| A
A40] FIHE "ok U A A1 R ofn] A7
7re] &3t AEE A 7] gzl At iAo Al
oM PFE TAS Hrt FEstA olsfigtth= ol
Itk s}t as cited in Kim, 2019).
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of & HojFE QAAEIH (Instagram)S A A5}
QaetIAe AT 7S AL Golsk 5
o, A8AEY 29 Fol 2AE Wk wF YE
YagolA M2 T2 AR oA Yt goz
A9 7]5& Zslok= 540 Utk(Han & Lee, 2014).
HRol AAETAL ASEAS B2 Tl 7}

Asfele e Sk BRBOR T3 S A8 A
EQ BASS Telm, Hauele BAs: B2

2 % glon], @4 et g A4rksAe A%
=

OIAELIHL2 E&FT], Ho|AE(Facebook), FHE
(YouTube)q® SYH ARUE} 245H gt
T8y QIABRTHO] AREARSC] B e AE F
293 YL ANE B B2LE S I
e 22 BUNE 1 ARES AR BFoR
olai& 4= St o]of weh, 2 AFoA= HERT
2t Ao g AFAE B AT A IE
Faoslol ARUHS hRelozy P ofu,
A}, AEE(story), 2Ho]B. AE T (live streaming),

=, SHAEIL & LB U= 24
& 2A2 AT BEAR,

A8 571 'lA] A7 (Tansy E. Hoskins)&=
of #14] (@glo] A ARFEDAA FEFoI} 2
o] Q= mfAAlRio] xTt o EAES tF
O, o] w2, T An|et R Aol A1zt
g =AE 2SR, HAE s o] FAHAA =
55170 EAE WAA|FH tH(Hoskins, 2014/2016).
P &S B eRE & A= AL7Hse A
o AEHISE 4H], 8, kEolA A
AL NAstAL she FZAYoRE HEtE Y
olof wjet B @TE A7k B AeuEe)
Tl oflA WA= SHEAE 7NA5H]
wlzte] A1el Hatan], fABAA Tt

LAE AT SHETE QS AH, 28
Jetoz 37 U Gl
oA HE ARl FAskL tf il AHst=
B =

(Yeon & Park, 2020) =
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100 A&7Fsde 9

AF A= 20208 1€
B 7|0 R JAAETIHY

Aol =EHI A HAH
SRS 44 2492 ARSI BA 7)9E A
Ao A= QAIAEFTIHMO|A] ‘sustainable fashion’Q] 3f|
e 719E Aae Fojol & s2749] ARo] A
Sotd], of % 1% % ulge] Bzo] 47 4L A
Y3} B o] A7skuA she oAeu|Ee] 42
£ AR e A AZo] et AR AR
A3}, Sustainable Fashion Matterz(19F 53 )T}
Global Fashion Agenda(3%t )o] A= Qict. th2
oz A= AAoIA A HAE A4 £UD &
Z1J-L Fashion Revolution(47%F 57 H)o] FZZO
2 ZYst= ‘#whomademyclothes’, ‘#haulternative’,
Fashion Our Future(83 24 )7} BH Y ‘#fashion-
Oxfam GB(7%F 33 ©)7} FESh= “#Se-
condHandSeptember’, °]FH WA= T}+eE}IILOk(Pata-
gonia)7} R Psl= TZFZAEQ] ‘#wornwear’,
Clothes Campaign(89F 4 T)9] ‘#payyourworkers’
o7 Yelyth 181 o|& thA| ZFgHAH|(#haulter-
#Secondhandseotember,
#wornwear), $FHTE 3t 2Z QA (#watermatterz,
#fashionOnclimate), =537 7fAS st 223 Y
(#whomademyclothes, #payyourworkers)0.2 H=35}
of EAsIqth ARelE 2017d 1€5H 20209
114 1848 AAsteh

AT AL 95 2
1890 zoloh AAE 4
A9 AT A 5

ourfuture’,

Clean

native, #fashionourfuture,

Il .Theoretical Background

B oAt 44 nlolE FHo Ueh} %

S7hs S 9% A AElSol st 454 ol9)
2 A A QeluEe] Qo FRY E7H 94T
2 313 Qi 24 Fiofo] ojs) Yol F & AT
o FA1Q A&7Hsst T4 A ofellze] e
TS,

1. Social media as a tool for fashion activism

20001 o] % € 2.0 A7} EEskal, &4 vt o]
7} S 44 ol jRle] Foish o]}
59 284S EstA STtk ti=o] 2010
d o|% AntEEo] fhEste Adn 22 A9 o

SR EEE R

A3} )AL EASH: Hol Ayt 24 vl

ol U BT T 4 UCH, o[§AE Aol

ARok AAe FH 0 YA Aul, B 4 9

A shedeh. Ea B4 FA) By e 4GS B

2 E4sks JBL S 9tk 24 w|olg §5

of AFEL AH o= Folst, M43} o, Y=
9JthH(Kim, 2014).

olA®, ESH, SRE,

Qxetad ol gtk ofF 48 vlto] ZREL of
ulAe} AL, 5] 6 L Aol 48 FEH
2 23 glom, 0| §AEL AgRe| FHZE A%
313 Fgach &4 Hlrolo]y thie] ol gAE B
S AR FREE Fut YuAge FHt
44 vltels ABEAE ol4stels 32 Ho|
A SR olopIols Bl 9. 24 vlelol
43 2o o] e BHoR ANEAS

23} 3| 11—0:]'?—

T 9oz Du 9o cq 71101,1 H
a7 iﬂ*é% ji?-ié}t T 37} E19tHChung & Yim,
2020; Kim & Ha, 2019; Rocamora, 2015). &4 u|t]
o9 A& 712 o o]8XEY 5'—71’7—]- 5% 1
23 Ae] iAol =m g2 &
U AEFAA7F =k JIEF

gt EskAE o2 Wi ato] %594 =9

2 WAy
228 BRESF Ho] BFL Atk B WAAL
ABIEAE S clrstol 48 wlEelel %

AL &Esto] ARA ZAE wEA &
o]A1% HEFoH HFEolAl LA T AS

4% Qh I EZQ 9o QAETIH
ol T YL BAd 7] B FHFY &5
(The body positive movements)’©] QIt}. o] &&=
e TR o) 4G AFAE FAR fEA )
WYY Q= B AoIZ RUS FHOR s
of, 159 A8 5, AldHy 59 ARl
=2 18|31 ‘#bodypositivemovement’, ‘#efforyour-
beautystandards’ 52 SJAJE] 19} A AFP= At
o] ¥ YFY U= EBLA|R BES AIFS

2 9o U359 AN wgted, 1 & AAw
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“#1_weigh’, ‘#mywrinklesaremystripes’ 52| 2Z]¢] 0
2 gosjo] 129 DRI v]olo] AFHE of
st 2F Yo g YEPGTHChung & Yim, 2020). &
Ad) ol A2 &4 mroje] £ 14 AE
HE9Y 2% =FEA], fjAdE 5o AZEAE &
YL A A A AR 59 FolE fste
4 83 9L 3ot E 4 Qi

2, Sustainable fashion

A&7bs Aol dg Qe ol A4 FEL
FASES AR G ALBE ofu]shH (Farley &
Hill, 2015), "|& AltjSo] R 2 sh= 2 JHIst
A ok, @A) Wa g FEA171= Aol X7t
SAL B, A, ARl 38471 4T G R
zl; Zo]th(Samgsung Design Net, 2020). A&7}
53 Wiolets ol YuHow WA, L7
o7 AEXR, WA A= BEY7E glor,
RO AL E TAel $Y 5o WelE muA o
2 ol-Eth(Farley & Hill, 2015). IjAfA A&7
3L 1960 9] A X3HA 5|1 Z3tet 1970 h
9] AAHGE AZFO ZE(Yeon & Park, 2020), 80T
2 ARl AIstE mhaE e &350 IEH AL Al
712 H< 2% Wottk(Lee & Park, 2011). 1 & 90
dd] 20008 HE AA FHTo= 7 S8 ol T
shte w=oEm gt

1) Fashion and consumption

Ao 242 FAUgle] ¥slsty, AHEQ mHY,
MZEZS F7, A Y S(transitoriness) 22 o 2] T}2}o]|
9olg] A ol=] Ath(Lipovetsky, 1987/1999; Rocamora,
2015; Simmel, 1957/2005). E3+ WAL FpA]H o],
RBHoln, )& BASFE ET2H A9 AR,
9] 5 ez 72 Ji= FAo] A%le] BANE
3l ZrthBourdieu, 1979/2006; Rocamora, 2015;
Veblen, 1899/2018). o]&|$t WjA9] EAL o4 A
H| ot R Aol glom HA QtolA 11 &
ZolE 4= gl

A AHY] AJZRS 4H[9] o7 gl Fo
14A|(Louis XTIV, 1638~1715)0f| 4] AJZ1=] It Kawamura,
2018). o] 144l= ZFAE F4 319 SHA=
HE7] A9 SR B4 A AFske

. 0)ed 101

o, A9 Q)oFat H|EALS FHES St ohA =
o] dFoklet ol g o R {7l AYE 4H|
e ZPA0] B4 HIRT d&F, B 59 A
A& AEEE AHE ASokaL ZFA0] ArA
<= met SHA = Itk (Kawamura, 2018). ©] A|Hjo] 4
H= BAA AH|E AR AES YEtd= AFEA|
T2 gotE, Al AET} ASSHY] ALY 2
2 945 QItK(Lipovetsky, 1987/1999). E3t oS
g HIRS AS Aol TR £ L, AHle
ALE] A QA A A 9] =1 tH(Lipovetsky, 1987/1999).
o]% 18A4]7] AF¥ & (Industrial revolution) A
HEPOoZ olojR]=t|, 7|A|9] WP = tigF YAt
o] 7Fs oA o A4te] sfzjriQlo] HiStE|HA] AH]
A HloHA "ot AHlE AvRRe] HE, HASE,

AH|EHO0 2 TP L cH(Kawamura, 2018).
204171 ALY S 712 QLEFHERE 7]
482l gt & o], AE 7] ohFstA A
Sttt ESE o] AI7IE AlRe R gAE Hils HAt
Ql Se-AE0] B2 E7] ARStAT AL, 22k AlA
O A ofF A o]FE HiF R theket

En

gag Aow
a3 setelo] AqER FTEE. AuES
st Aol f8e] B HES LS, of

Aol TV, G}, B3l 59 Al AR o) &
75 A=o5tgth(Lee & Park, 2011).

HA9 FEFo} AlFo] A%, e5ATY Al
Fs7] 9190 Aol Wag AEst steisol, @
ABlO| AT sider, dejojgH, AYE sy
o sigste AHE7HE Stolujid o] AH[E HE A
=3 AES T3t} Zara, H&M, Top Shop 53
22 fAE ] BRHESZ 250 & H EE AR
+ HARIE EAlst Ayt ARAEE HAE 34
AHE 9 A AFIES W AW 711
ENS Faz oS 22 & A7
B9t AZH ool REFobHR] AR Y EFY] A4t
O|AAIT o]Al= AE] M AFol HEHI U
(Lipovetsky, 1999). A 2] BEHCZHE mj|AE 1
A BRHES o|277HA] A= FAlel MEE
AFES SAISHL JloH, FarmA|el w|Hoj= 4|
£ FF7]1 QI o]F % NMEZS Fokal w24
= oA 24 ST 528 B2 AEs
o] A4k, 4] HIL 9lom ojo wE TAHEAE =

=

fijo ol
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50y M
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oX,
fllo
do

gstoict. MAAE Zglel AAES 245 9
ou], 9] Sl AV, HAE 1 ofo]d” 59
E79 A F2 A9} sivfol el F e
WA S Eato] A AES A AvlE
A28 Ak o) e WA By e FolA
OE 849 w5EAC] 9% 34 =t

2) Fashion and environment

ZEw|Uote] Fob Lok X (Slavoj Zizek)
el AR R AAT ol eFTIt AT
sk gom, 1F91E AF A 1 Ak
T A9 Aufigkal o} th(Zizek, 2009/ 2010). A Al
AXOR o715} 7hg, &, AHE 5 AT
S7Fsk Qled, ol=g @42 A YA AR
o AU ARiSHY HsiE & 4 ok 53] WA At
P2 B A T g S ot ARle R
A&l It (Morgan, 2015).

ALY A AEiollA Al&fsto], ko] gAY
I} 74, 28a vHEolA AlFel /-5, H71E 771
AAgHgo] B2 JFE 713 . dlE 50l HE
5315 &5 dolA=H, &3t AHE S5 B2 =0l
Zastal, Bl AxAet vl 5 sfetEdo] AR
HUA ESE QFEHI Utk EJF FEEA] I HS
UE= b B2 49 =0l 4H|E=T, 53] 9N

oA B2 Eo] #oli RPHI Utk {5 HET
¥H7] 38 EART oty df 7|71 stHstarl QL
ok AR AMIY] Ba HiERE A7E 1209] £ o]
o, ol= A AlA w4 W& 10%0] SHskal 9
E}(Yoon 2020). 118Gk ofe} 7+ A BT} w3

E 3 SEES ARIst vxlo g &7 9o,
Olé AES A A 8] A% A3 EXG
7] 282 3PS TAYAZ]AL QIck(Hoskins,
2014/2016).

WA AEY Fet #H7 = BHEAE oIkt
Utk A& =01, 2018 H¥2|(Burberry)7} 2
59 5% °F 2,8607 T2 =9] oJRet SPFE ALE
Zsto] =gto] ¥ o] qth. o] MRy ofy
2t B2 AT H“iﬂcﬂ sl Ee ARAIES
[FtAY AES AA die 3¢ g4 B
o] oju]x|7} Fl&d AL st AHEY HA

A8l ffs dEAor PSR wPolt

w»w

o (A

B4EGAT

(Paton, 2018). tpzt7}X| &2 H&M, Zara 59 J|AE
A3} tho]7](Nike), oFt]thA(Adidas) 52 HEJR

9o} BAEE AE 23] 99 A4S Asks

At OJFAEo] B Fto] F| ek PAlS
S 9tk AR 7% v AN E we % 9
£ 29 L o] 1 A% 235}0] PHe BAE
o o] 27t} gz Wy|ska glck. Fouct 7t

o) vl AthE ﬂow_ e £MAEE 22 A
FolSh 494 W3 ek MeAE £ F draol
1RET oA golH HE e 67
BAY 27=AG RADEHMorgan, 2015). °]2
FAES ) BAL SEARE ohet o7
FolEE Ajole] BAloA & 92 ASlZh M st
L AT 2 4 At
_thd B fol ke, L=l o) A %
AU 5 e AL olu FE P UL,
AR 8 ol4o] 39 FFE sha 9o
u, ofeidt olf £ & W WEY] 9% 1Y A
23k SA) AR L 7= 3 AeHMorgan, 2015).
SRR 7] BgelA] B oARAIF] W, 4
2|1 4T BATAE Los|T Uk €FE o)
YohulAl BejsA Be o)A Betrge nAws)
Egon ELEAY vz Testn A% A
A G40 Qe e APt S 2ot
et WA AsEol 2R FARAL TUM2
(Green Peace)2} %] BAEA] o] Ut &
AeF7ke] BA Boprt ofd BEF Aok Sh
283 FAk HAckT B 5 9

}0

%

=
=
o]
A

3) Fashion and labor

A7} QIZEY] k5 EVIES AR fAAl
AL 917k9] HHE-A Q] A7t =9 AAHZA ZAiHE0|
ok MRS EROR ARste] 184)7] Fu A
= A7IE AFe 7HE 02 dsh= AF9] 487t 7}
SHAE, 2000] AT AF7HA = AHEF=0] 0] A
2 L% 9 APEAZ APk Qltk(Lee et al,
2009). 714 ‘Eo% o]%g 7171 s 3 A=
2 =59

LS 1R
LEe w2 Hojy & gk B 4
A AZGL uF oldjd 5 AAF|A o] Fo]

o)

o

=

i)
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P

O, QAN Aso g it Fo AR YA
%ol olsstATHt axﬁ(ﬂlb gAeE BT 1
2ele ALjsta 5 o BEEL Q1|9
FEo g HEY, ‘%}T;}E}Eﬂ/\l, A= 5 Aidoz <l
Av7F gt A=A 2 HATE Aefolnt. o]
of wet AYE {E(sweat shop)2] A7} S8 5HA F
ZE] 3 ek

ull ol-.l

o

A AFS19] s AJAH A hFEIL Q= A o]
A E & EAlolth AFE §2 W2 o, 7SS
52, gt =584 52, o 54
«1 4 e} o9 of59 kE o] & st

fojolth(Lee et al., 2009). AYE &H ZAsH 2}
H FHE Fot=t, dE =0 H2Y =s5AE2

=

548.50= (315} oF 673 ) 71x] 9] AFES AJAlslT

2222 (gksl 9F 2,7009¥)E Wil Shoh(Hoskins,
2014/2016). @A &=, &, WA F, HZd A, <l
EAo 5 AEA A AE Az 2712 meg 3

o] wEAEL A3
3%, BT W, 47 S, 299 9 87, Aot
o Bl A A9E & ool EAYes
A&7ty Qltk(Lee et al., 2009).

Zara, H&M3} 22 W AE 1jdo] FsHHA &
9] 7717} 6 FolHom, HE A} GEOZ &
W] 715 Hebhch AL WU HAEE de 714
o] B2 = wHfsty] flste] 344 7H4 HEhs A
S, AHHOE QAN A AT B
FS Aot f HAH O R 1441 7E 184714 9] of
TEe LFLO AR 4 S A AR A
RFEL 29 2 295 B4 AT 422 ¥
s FAlI7F BIAA] 9= S-S 7H SR EolA &
Z+S EHislT 9ltH(Hoskins, 2014/2016).

o} ZH2 Foket AH & &ollA 2012 99 12
o mp7] 2w sleheo] Sl e Qe el 2o A
SHA7} tslel 2899 o1 wE AP Alsi
et 283 201346 49 23 W2t orte] g
U Sebgoh RSk Apo] SIS, B 54
A& Ekth(Sullivan, 2016).

2e YFFE, o155

N

I

3. Fashion activism
HE]H] S (activism)> 7HAF)H S5 EojyL

AAEF] AHdolA A A wdE A, AHelA

ki)

L0les 103

J

NFog Eojgdes FAE uieity. AeHHESS
71& WiAS] Edo] wt efRt Ao s AEE
A, AH8], A1, BACIA Al2ste] ARl Heie, of
A dEr|Ee R 11 o7t S ATHChung & Yim,
2020).

Fuad-Luke= 3|4 HER|SS oAb, 4H], of

‘:]X}Oh—} AvE Rt AA, AR Be S
Frols 52 Yusittr sk9tHas cited in
Hirscher, 2013). 9+ oA txfolJEE AT} oF
ZZAES Fof AA FAE o=, o] 1
A HEE|ES AR A ALY A Het
9] HAIA = AL, G, W, Al &2 g9 H
e 75171 913 =¥oltt(Jung, 2019). 8300 1f
A eSS HAS BT AR, B, BA, e &
39 HIE festo] ARlIE A4St A ke H4
o= WAy #¥E &4, F, Al 59 wA9 7]
zo) nshe ol B AP A3 - oy @

0 7]1@6]-11]- 3].}: 7Ho] = 7‘31:]—9] }\1;‘(414 tﬂ-lﬂ
O]E}(Chung & Yim, 2020). o]& 3t oA HEHSL
Qi 34U} Ao RN SUT
©% 92 doiF] F BE L AUE B B
AR 2= 9JtHMello, 2017).
AAlo] Bel= HryE &5olA4
Y& gHEsol Higt 4ol o
HuUg 225 AReRE 49 o
ik 22t HejyE 24, 19
A3 oA g2 32 HuyE &
I tHBrowne, 2014). °] & 3%} Hu|yZ
HuyE, Aol HuyE, Aol HuyE
ottt A ARR]oA AQH o S
Ndog Asdos AoHy AU A
, AF, AE L 99 gt A AIE HIES
of 949 EA7IA 23sto] ARlH olm &S}
g HEYEY AL S 53 AE], AA, &3
o] Wishe fEsto] ALsE kLA sk 14 o
EjH]EY] GAIZ olsfe 4 U

T o2 Foe A dEREe] 7192 34 714
Aldiol st g2 AldE SH2& Yebdd st
B H] oteHj M (Mello, 2017)T 44=9] t]#}
oliBe| AiEA W fae wHsE Bdele] A
T A EA 49 ATE AT FHJNA FHE

d ;9
> rﬂlo
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ox,
o
o

4 At 11 A2 o] 23t Ao Aste] MER o
AL AANSE A Z 1E]9(Jean Paul Gaultier), 2
g4 Hx=2 Aol TS AHQ Ay WA
(Alexander McQueen), 7]|% W35}e} 74wl jof H]
B HAXE BW HEQE YAESE(Vivienne
Westwood), 181 AP} 1F 5 HAS ol O
e #1383 g 2 A (Rick Owens) 5°] ITHChung
& Yim, 2020). 0|23t WA AL ZL 201792
F5 Aol 9F= vIA7] AR, ol HET ¢
e TRl e TatsE ol sk 59
2 Aol = 2, AlYo] B, ool w, e TE
of =Mtz RS ARPT 3 o|FE ko]
A2 o2 #HHSEY QIck(Titton, 2019).

23] 22 AR e fAolyst BAES
o] o= i HeH|ES AL Ut 9
o A"zt W7LEY(Stella McCartney)= A|<&7HsSt
e A% HAER A2 AALESE 52 7
2 ARESHA @A ek FA(Gueci) = 2017%’?—3
B9} 7 AFES FTt 24le Bolw A, 1
SLioke @910 478E el o) 2aa
5t 3+ 89 AAast 1891 IAHIE HER 4
o T 94 Adee BAT g

olF9] AU A AAF LR F4tE o], 20199
8 G7 AA}35]9]of| 4] AFdl(Chanel), o] 2H A (Hermes),
A 59 dMz] EHERE H&M, Zara, Il
(Mango) 59| H|AE jA, oftjtiA, 1po]7] 5 HE
Heflo] ERHEZA] 250097 OF HAET} 7|5 HS}
Al s 2ol s%ot= ‘i F2(The fashion pact)’

Ao WA oEuEo] YA 9t 67 WAl
ok S E Do 42l 379 28S FiL
ot 1 YES AdEY, AF2dsts 937 s
2050E71A] LAIZIA HiEA| 2 2L Q5] AlA, x}
A AEHA L FEe] S E, 43§ &
g8 HAHoR Fustel vlelg BT Ao
oh B ASE AsrsAe BAST AZEH
oA 100% AA7Hs oHAE AHE-SHH, 20307t
A A3g EHAE AHES BAISHIE SkIth(The
Fashion Pact, 2019).

AT Q7 AT A9 A&E7Hs/d 20004
Y ol% AF7HA] o] oot s oja
B8 WEAY FRol7| R RN ety

)

¢

N

m& mlo Ao

<t

£

A Al BA AT

o|{thHan, 2020). 12} A AEH|ZO]
FAl o0& o]Fo|AHA HH w9 dd
HE9 28 A iRl &4 v
02 A&7H5e A9 ol T dF

o B 257 ARshgr,

ot EIE

oS‘E_EoE

o

= o &
oy 1o

flo o 12

of

lll. Fashion Activism for Sustainability
on Social Media

é

WA M2 EPEFE TS, ARl9] AEA
58 ohuet AuAQ 4R itk At A
3} ASlol] WaHE SER 4 9l 29l dol G
T (Thornquist, 2018), ©]2{gt Ao 242 wfjd
HuZg ool B8 Awstn Tejs I o
S e B gelaE AR wEse] 547
Z~(Hoskins, 2014/2016)9] 21gof we} A Heu]=
9] {3S HYaHoA TAsH= FHEAE A
7] 91t AuR] AFHQl 2ghan], B
A= FHFESE AT AH, 191 =584 74
o8 ERoHH

r
o
2]
)
>,
1=}

1. Fashion activism for conscious consumption

A&7 o] FA3 SRR HoEUA &
A HlgoolM = 4] U= 4ot wE AH]of 1‘4@
£29jo] FABtL k. A WA Al vlgdE
Q] Fashion Revolutiono]] 9l FE=2Zo =z 23
#haulternative©]|th(Fig. 1). o] 252 A H
52 AE HHE £BHT 2R SHe urAe
A BheTe T o] g4Eo] 7hl £2 thaA ¢
A&l 1 LMl WMo R ARE £ 273k
L2%o]|t}. o] &5 FASF Fashion Revolution
=9 A% (fash_rev)o] =2 o2& o Qlo] 2zt
AL £e AEA A WY 7S A4
Ho]x] et A ATfskal Aotk o] 5ol o
St O] 8AEE AHAlo] 2L Qe 2 Ediste] Al

FoRL, WAL W & AAA HA de I

o 3

£ O{N AV

=T

o

1A

frore

ljl°l' Ko

o] wolp-ot 2AEYE HIola Utk oA=L A
Qo] QIAERIH ARo] W B4, olulx, 27 ¢
7 #haulternative2 AA|5tT it} o]E9] 2%
AL g ulef sl ThAl B W AL S U
78E Fu Qi 0§40 B Holg FEstL
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Art.

T WA AlHE= #fashionourfuture © 2 2020 oA
tAfe|Hol} = BI04 oy =z EF S o]
1] Ih$-H(Amy Powney)oll 2Jsf QAAEFLHO A AR}
= hFig. 2). o] FAH AL 2 AHFstaL A& At
FolAl= FHA|Z AFA1Q] AR} | #fashionourfuture
£ 7119 AAETH Ao JEE Sh= 5otk
o] &AL AR YolA BAAHETE AT FA Y
o] dgto® HALAY oF FH, FTILAFE ArE-
7129 % 14 947] 59 W& A4l ARE =
o, AHRY] Yo A&7hse S At
Aol gt 249l S e o] &AEANA EE
T T AYe A= S4B Uk o
of R Aenzlesl JarE Yt PH BT
HES RS B & U3t ol ek 1ol
N2 e wou] 4uAe] ¢ AgoRA BAR
IE 99 /T AE 5k Stk

Al AR Al F=9] BlFYEAd SAgo]
2020 9¥ 1Y+ E A3Y3t #SecondHandSeptember
o|th(Fig. 3). SAT2 2419 A7 (oxfamgb)of 7+

Ak Av)2 sS4ty 9] AlZPGES LE T Q) th
o|-8A=9A 30¥ =9t A AJEo] ofd ZIAES

TS AL dRotal Ut} o] 252 #SecondHand,
#PreLoved, #Sustainable, #Sustainablefashion, #Fashion,
#Recycle, #Reuse, #SayYesToSecondHand2] 3fjA]E|

V///////////////d

i

#HAULTERNATIVE

A GUIDE FOR
FASHION LOVERS

Qv . N

<Fig. 1> #haulternative
Captured by author from
Fashion Revolution. (2017).
https://www.instagram.com

- 0les 105

17 A gl g AXEClE & 156709 A
20| 229len, o]§A=9 34 v & 4 A
t}. SAE 1 A #SecondHandSeptember2 & 125+
7Nel AXEe] HAEUT o] 8A=S SHAE 19
AR 12 FR7NQ1Y] HIAIRIE Eol 5o RS
al 0]1:]—

oA A 7|9l ZEAoR £X9g Hol
= Asus e Suse
ol spetuols 3

Ir

o= BEAEE ‘21%3 1 o1tc1 AEX‘HI:O]E Ay
FAFE AR A & Ui E 7|&
2 249 9 Ys A BYHE Tepol
4w

Fl

1o 1o [o o ffo
o o

FRloltt. Euo]x| 2} AAELIH, Ho]
HoJA #wornwear} 541 5Fo] AEHAISH
2 ANE S BT $HAS ol Uck
oVelA AugrEel A4 st Bl o]
2ME ARE RS AHSHE o] ol AUl 45
S gl 28 Thl 1A AL 129 22 Ao
sto] Az AEIPEeR MAT] M YL RS
SUlsIE S, A 2ol o B3 £ Ablshe
$0o% gk o2t A Avle NBFY
vz A S0 o BAL A B
AAS] £8 U RA AR TS ¥
2 2 9 d2o] oleja A3 4ve] &

i
5]
rlo
B

OXFAM'S

SECOND HAND

SEPTEMBER

0Qy A

<Fig. 2> #fashionourfuture
Captured by author from

Fashion Our Future. (2020).
https://www.instagram.com

Pre-loved, re-loved and
back for 2020!

024

<Fig. 3> #SecondHandSeptember
Captured by author from
Oxfam GB. (2020).
https://www.instagram.com
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Futh % ARG FAASH: BAe] 48 B
Ao WSk Aoy ¥ 4 At

2. Fashion activism for environmental protection

HAA A e ARG o R naE FS BHoo}
PASHE thEe] §XAE 4 B 4 glth 44 1)
tolo A= shd deuZoR Skt A YL Hol
a1

A WA A=
Fashion Agenda”}

_{

Ko
u=

diut=.9]
Pl A

H|gg] A2 Global
#fashionOnclimate©] Tt

(Fig. 4). o] 25 WY Byt A 72
3to] ZAIE FEaAt 19 59 50|t o5
o olslis} 94 Teln ARUYOE S 83
EAof it A4S L2l =3 #elimateonchange,
#systemchange, #sustamablefashlon./] AR 1S T
A i, daulEE s SEEE g

At

= A Alg|= Sustainable Fashion Matterzo|ch
(Fig. 5). Sustainable Fashion Matterz= A|<715St
mjHdo] FAFoZ FAAIA HFEoA L, of
A A A”OA A 47H543E Hoflshe 848 e
Aol HEE9 oot HEE Frots +50|th
Sustainable Fashion Matterzo]| A= oA Arjo] Ak
ol WAISHe SHEAE LT 2R of4]

ML 95t 59 A3tOoZ ‘water matterz’S HH

o

#fashiononclimate

& PEOPLE

Qv W

<Fig. 4> #fashionOnclimate

Captured by author from
Global Fashion Agenda. (2020).

https://www.instagram.com

B4EGAT

12 2020 3¢ 22¢ E9 4E 7|

 AxEIBE Eoto] HAZ &
g B2 Eo] Q7 39, 2025W0l= &

H= o771 & Holgt= 23} 3
34, olmx], 28 #watermatterz?Jr SHA| ZWE'JX]E
I Qlth. o] A1 HoREL2 #watermatterz
doz A *15%1 2ol L A=
NS Lela WotE H7okn

o=

o

=A

Alz:@ o WS B4
HE ojulAst 48

o

)

3. Fashion activism for improving the labor
environment

2013 X 9ot9] QA AFACZE 7]
S R BAAAL A4 Y Fote 5
282 ] G ¥ Su SR 2EEgth AYES
28 vlol2 otel st Bob A2 599 B
4o wBAEL fEsii, doket WA =

% A2Elo] qsiA TEsty] Alzkshac

=5 Waehy A

(2]

<Fig. 5> #watermatterz
Captured by author from
Sustainable Fashion Matterz. (2020).
https://www.instagram.com
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stolA A

3
Revolution 159 AQAETH

3%
[,
=)
)
o

282} JAFQ] #whomademyclothes®] THECE o]F
Al BAA7E BAFE A A T made your clothes’”}
A3 75 A3 Folg B AKE ol S A
HQlolth. o] &2 4T} o] k= ST 714
£ HESH I Eh= fAArd Y HAS e Y
o7 AHAR]I o-§AEOA oF BTl £/
WAz, HIE Qs HHoE IPHI ok
#whomademyclothes2 SIAJElL HMYOoZ 719 74
M) AXEo] AME|m, unt go] o7 gikat, B
HE 2, HAtold, AEZHdA FAML, AR HH
£ AHishs 59 SARIA B2 AbgtEo] Folst
I Uk o] 52 A7 Fo| E et A4l AR, T1E
I Ap4lo] whE 23 =gl tigt ojopr|et 3
o2 o] A=, ofH 2= TEL l=A ZA}
olo}7]1& 2 & HEHoll QJr}. Fashion Revolution
> A 4B Huo] AR 22 S2H gt
b =g o] Aol His) &Ea 9o, FojAs
Ap4l9] mEof sfAEjLeE ZHAlo] vhE AlES] A
= T AAER] oA o]ofr|stal Qltt A

oo 1o

lo

N r

]

c

Fot2 4,010
fash_rev We believe that when we can hear the

voices and stories of the people who make our
<Fig. 6> #whomademyclothes
Captured by author from
Fashion Revolution. (2020).
https://www.instagram.com

MR olefet £58 o) oket WA Atge] @Al
& & % Uk EEol 7 AES VEAEAE B
Aol et s4 AEES Asktn EolA @

ojA & AQoA HojuA il & 4 Aok

T otE A& Clean Clothes Campaign©|thH(Fig.
7). o Q12 Foret AR F HEHE Y
5l= 2Z2YOoF #livingwagenow, #ranaplazanevera-
gain, #gotransparent, #payupuniqlo, #payup #payyour-
workers2] SAE] LR e E5AES] eSS A
9ohn RTekE 95 WAL Atk o5 £ 2
JESe] BAZ AAISel0] WAE WA HAES
At ok ol50] $H9e 44 vefo] glolA
olmx|gt 22 T HAA & HsEolA g
55t k. o9 AR B SAE Lol= B
< o592 HIF ‘For'2 FHI AAE AL 9L
ot olE et FA Y HAE Ao l5d AFE o
b AavAEoA &Elal, BREY] Pus FASE

19
i

P

BHEo] Tgt o) WA B 5 Yk

44 wtjolol A et A47bse S 9
3 dEulEe] Shuel =ERAL AT S4Q)
° A7) Qolet WA A AT HAL TSI =
537 AAE gIat AeulZo et gt of
So] gHQle AuHol7] wEEAL AutsiA B

Qv N

Fot2 66374
cleanclothescampaign And we are off! The
#PayYourWorkers week of action has started! Please
check cleanclothes.org/payyourworkers to see what
<Fig. 7> #payyourworkers
Captured by author from
Clean Clothes Campaign. (2020).

https://www.instagram.com
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oS BHEH o2 ZRIAA FHA A9 A&
HolF1 7|43 AR HEeE A& fEsith
IV. Conclusion
AL AAY M2LE FotH, FAflol Hst
ot1l, AYEE nufol wAjHolx, A7|E EHst
= 57 522 QA= o]H3 HfHe] 2 =4

22

St A A 20, Uolrt 39 Avle] Azt
2 zdotd, WAL BAYel ARe AES 2
B Glom AvAE §FSIL Yk ol 4]
g3jo} A AT BATAG EEA 59 &
A% AT olo] wheh, Tl o) X&7HsA

of Tt S A AEuES o] A o
of AlEAR ARH T Y. 53] W4T wAAR
& 7HA4o] 4% 24 vldole ABjRAE 5244
o2 U glor], 24 nlro] gtelA o] §As
o A AEHEE B ASlEAE TR
s &7k 9t
£ ATE 24 vtiol Ba) ek wA Akg)
o FAEAG LEEAS T A8H WES of
34 s A7 AS A% WA olEluZe] o
o AT £ LA

I

A%7Pset 2] 8l

o] W= 4], Telx Ftol ATYsHe SARAY 1
BEAR ERstel BAsIT. ATAUE et
71-]:}

A, A4 7Rse WAL Aol o] sk
AL Y A01E 9% A Z 0z veby 43t

4018 9% qEXY $YUoRL uFa TS
Fashion Revolution®] 2oJ3] FE=Hog g =9l
#haulternative, == 2 19] oftjgjo|z} $HF57]9l

ofjo]u] o] 93 A|Z+E #fashionourfuture, 22
Z9] #SecondHandSeptember, 12|11 X3H3 ojAd H
HEQl ety olrt gk Aol ZRAETL 9191
o} 2R AHE 2R fAYS MEE AS AHlshe
o] opd L FES 7, 7HRI0] ARskAl = %
= A 1A 47], AR 9% HOE WPsto]
7] %—i 2 o] Zk1 9ld HokS WAL A
28} ou|E whEo] e Ae € & AT

Eﬂﬂ, AHHTE 95t HEIH]|SESL Global Fashion
Agenda®] #fashionOnclimate 1Z]3L

_4

Ho
_,d

Sustainable

]J—:—_O__/\ﬂ

Fashion Matterz2] #watermatterzZ} T}, o|&5& 44
sltlolg Be SATHe] tie A5L Lol A4
g1, ojn|x], JHIALE JZE sto] ATt
5 ol §AFES A FofshEA WANYOR A%

o
E

o7 wale] 424E WA = BA 1
2 23 #7 B35S 98 Felsta gtk

AR, =584 7H*d% QI3 HEH|Z 0 R #who-
mademyclothes, #payyourworkers 5-°] 3]t} o]E9]
2192 A FYE) Aottt IF Ak Tl
] 7i19] &4 wigojo] T o]u|X| e} A 1E
28 52 AAskat olgt 238 Y2 oA At
A9 =58 4S 4t giFolA LEH 5EAE
FEahE ABe 1 98 ¢ 4 Atk

Ao Qlo] A&7HsAol High =9l= o] Ho =
SIgort & Q75 §3 24 ultio] Aol A 9

EElEoRA HEA AAHT St BET 2ol

sots|gle. WAS A2e FIUFE BET A3
o ABH 7% ohyet ABA HFS 2w Qo
AF81Z ABEA71 T 53 SR ol s, ol

3 e 4L 44 vrols] S43E Dol 9]
o E3 44 vltlol A ohAAR wheA)
sote] ANl A8 A FESHE 750l
52 DAY % YUk o 24 viclolet A
=42 4% 9L Fuwor Irsisel B
AEIES O WIS Shoict
F8% ARUACIA RN
% Q2E IR itol
A&A54E AT WA AeulEe] el BAtS
o A47bsT A AEESE o] BAS 2
S Mg BAE Bt o4 gl

)
o
o
iy
)

mlo
N

lrI
=

N
ruu_&:
e b 10 O Ko

e

m l

S TS JdolA olFoIA|AL A 7 7
FHER A L} olH] A, 9, & 2B AR
A&7Fset WS A% 852 A & A+
< 7P 5 T Qe ASRe T fiAS Ajtar],
AFEDE ARt A, = EA Ade A% =8

49| shAle et olu]
8 #20] Fol Avn § 2o} 9]
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zelglo] A2 ee 75k Wsfehe goz
ok shaAe] GeAAGNA 248 vleiolE b
A o WA Qe HEL Slgls Ao HEEE 1)
2 Yol AulAolA] sazHe} Y] A% s

of oo} LRlsHA st B4 FEsleln glom,

4 vtlo] Hgols] B4E Folo] A&7MsAS
S EE EREL PEE RS
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