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This preliminary research examines the role of digitalisation in changing 
how consumers respond to, manage and maintain more sustainable 
approaches to clothing. It brings together the mission and vision of 
Save Your Wardrobe, with expert consumer researchers from University 
of Glasgow. Using a qualitative approach (in-depth consumer inter-
views and wardrobe audits) we explore existing clothing behaviours 
and how the Save Your Wardrobe (SYW) application (app) could be 
used as a digital wardrobe management solution.
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Save Your Wardrobe is a unique
mobile application that brings, for the 
�À���U�V�W���W�L�P�H�����D���F�R�P�S�O�H�W�H���Y�L�H�Z���R�I��
someone’s wardrobe (items, sizes, 
clothing value, behaviours and 
lifestyle), as well as, all the services 
needed around the clothing, 
unlocking more sustainable 
consumption behaviours every day. 
The company was founded in 
London in 2017 by CEO Hasna 
Kourda and her co-founder and CTO 
Mehdi Doghri.

The fashion industry is currently facing 
several social and environmental 

problems. Approximately 150 billion 
garments of clothing are produced 
every year and according to the Ellen 
McArthur foundation out of 53 million 
tons of textiles produced yearly, 78% 
are discarded.

Save Your Wardrobe offers to digitise 
the wardrobes of users and unlock 
the 80% of the clothes that are left 
unworn in their wardrobes. It provides 
insights and recommendations, 
�V�D�Y�H�V���W�L�P�H���L�Q���V�H�O�H�F�W�L�Q�J���R�X�W�À���W�V�����D�V��
well as creating an ecosystem of 
services, such as repairing, selling, 
donating or recycling clothes.

Save Your Wardrobe is a highly-
engaging consumer app that helps 
save time and money and promotes 
sustainable post-purchase consumer 
behaviour. It is brand agnostic and 
customer centric, creating a new 
category in the market, which will 
change consumer behaviours in 
�I�D�V�K�L�R�Q���D�Q�G���U�H�W�D�L�O�����%�\���X�V�L�Q�J���D�U�W�L�À���F�L�D�O��
intelligence at each stage, the journey 
of the user is optimised and improved. 
The app offers personalised, unique 
recommendations and insights about 
the users’ wardrobe performance 
that keep them highly-engaged.

through your favourite
online retailer

through your
email

personal
recommendations

your personal virtual
fitting room

well-being tracker

by scanning your
actual wardrobe

newsletter
curator

many more
to come

SAVE YSAVE YSA OUR 
WARDROBEWARDROBEW
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Worldwide clothing is important
as evidenced by a global garment 
industry valued at around US $1.7 
trillion and employing approximately 
75 million people (WRAP 2015). 
�7�K�H�U�H���D�U�H�����K�R�Z�H�Y�H�U�����V�L�J�Q�L�À���F�D�Q�W��
environmental costs from resource 
inputs, manufacture, use and 
disposal of clothing. In the UK, 
clothing has the fourth largest 
environmental impact after housing, 
transport and food and more than 
half of fast-fashion items are thrown 
away in less than a year (McKinsey 
2018). The UK Parliament 
Environmental Audit Committee 

(2019) highlight the social and 
environmental costs of our clothes, 
the impact of textile waste and the 
need for alternative fashion business 
�P�R�G�H�O�V�����7�K�H���À���Q�G�L�Q�J�V���H�P�S�K�D�V�L�V�H��
an aim to end the era of throwaway 
fashion in the UK, with a focus on 
retailer extended product 
responsibility and an emphasis on 
consumers repairing, re-wearing, 
reusing and renting as preferable to 
recycling or discarding clothing. 

The role of the consumer is, thus, key 
but becoming a sustainable clothing 
consumer is not an easy task. The 

complexity of environmental and 
social issues through raw materials, 
production, consumption and 
disposal are peppered with 
uncertainties and contradictions. 
Individual consumers are often left 
disillusioned and ill prepared to 
broach the problems encountered. 
This makes it important to 
understand the opportunities 
provided by digitalisation in 
supporting more sustainable 
approaches to consumption.

HOW DO WE MAKE THE 
TRANSITION TO A MORE 
SUSTAINABLE WAY OF 
CONSUMING CLOTHES? 
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Overconsumption by consumers 
is a principle challenge to 
sustainability, thus, approaches that 
can foreground a sustained shift 
in consumer behaviour are critical. 
Mindfulness has been receiving 
attention in research on sustainable 
consumption to disrupt automatic 
thinking, enhance awareness and 
foster prosocial values and 
behaviours (e.g., Stanszus et al., 
2017). There have also been calls 
for consumers and businesses to 
be more mindful in their approaches 
to consumption and in their market 
offerings (e.g., Sheth et al., 2011). 
While a need for consumer behaviour 
�F�K�D�Q�J�H���L�V���F�O�H�D�U�O�\���L�G�H�Q�W�L�À�H�G���D�V��
important for systemic sustained 
change, little insight is provided 
as to how this mindful shift can be 
facilitated.

Digitalisation has provided consumers 
with readily available mobile 
mindfulness apps to help them 
prioritise taking time out of their busy 
lives and focus on reconnecting with 
themselves. Would these kind of 
tools work within a clothing context to 
impact more mindful and sustainable 
behaviours? Digitalisation offers 
consumers new ways of ‘managing, 
calculating, communicating and 
evaluating environmental and ethical 
information’ (Fuentes and Sorum, 

2019). Digital tools offer assistance 
to concerned consumers in terms 
of advice on what to buy, where to 
buy, who to boycott and buycott, etc. 
While such tools have the potential to 
facilitate more sustainable behaviours, 
it is unclear exactly how they can 
achieve this in practice. Further, 
to-date there has been no 
consideration of digital tools that 
�V�H�H�N���W�R���G�U�D�Z���R�Q���W�K�H���G�X�D�O���E�H�Q�H�À�W�V���R�I��
mindfulness and sustainability in a 
clothing consumption context. 

As journalist Lucy Siegle announced 
at the start of 2018, “everyone should 
embrace a mindful wardrobe” and 
this sentiment was further highlighted 
in the Elle sustainability issue, to 
“consider a more mindful way to shop” 
(Elle, 2018). While there is academic 
research suggesting a positive 
relationship between mindfulness 
and sustainable consumption (e.g., 
Amel et al., 2009; Brown and Kasser, 
2005), such work is subject to 
criticism. These approaches do not 
move beyond the self to compassion 
for others and the planet and a 
questioning of current values and 
ideologies necessary to move 
towards more sustainable behaviours. 

This preliminary research examines 
the role of digitalisation in changing 
how consumers respond to, manage 
and maintain more sustainable 
approaches to clothing consumption. 
Employing a qualitative approach we 
explore existing clothing behaviours 
and how the SYW app could be used 
as a digital wardrobe management 
solution.

SYW aim to bring a new experience 
to consumers and help them make 
the most of their wardrobe and 
extend the life of garments. This 
collaborative preliminary research 
uses a qualitative approach as a way 
of gaining an understanding of current 
consumer clothing behaviours and 
engage consumers in the use of the 
SYW app as a way of considering 
more sustainable and mindful 
approaches. Based on twenty in-depth 
interviews and wardrobe audits with 
SYW beta testers1, we took an open 
iterative approach to the analysis of 
the interviews in line with standard 
qualitative techniques. 

The report is organised into three 
�V�H�F�W�L�R�Q�V���G�H�W�D�L�O�L�Q�J���R�X�U���À�Q�G�L�Q�J�V�����7�K�H��
�À�U�V�W���V�H�F�W�L�R�Q���I�R�F�X�V�H�V���R�Q���F�R�Q�V�X�P�H�U��
experiences of clothing consumption, 
the second on how overconsumption 
is being disrupted, and thirdly on the 
SYW app as a digital solution. For each 
section we offer recommendations.

Dr Kat Duffy
Prof Deirdre Shaw

This research has been funded by an 
ESRC Impact Accelerator Account. 
We would also like to thank 
Ratna Khanijou for assistance 
with data collection.

INTRODUCTION

1 Beta testers carry out an external pilot-test of an app 
before market release.
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This preliminary research 
examines the role of 
digitalisation in changing 
how consumers respond to, 
manage and maintain more 
sustainable approaches to 
clothing consumption. 
Employing a qualitative 
approach we explore existing 
clothing behaviours and how 
the SYW app could be used 
as a digital wardrobe 
management solution.
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1.1 The clothing problem

The consumers in our research 
communicated the often-
overwhelming negative feelings they 
had when thinking about their own 
clothing behaviours. Feelings of 
anxiety and dissatisfaction with 
current approaches were highlighted 
– one consumer described feeling 
like they were “drowning in clothes.”
Many shared feelings of being 
overwhelmed and burdened by 
mounting masses of clothing, citing 
a lack of space and subsequent 
storage issues.

Consumers described feeling out of 
control with their buying, but unsure 
what to do differently. Fuelled by 
market forces, such as, social media, 
�D�G�Y�H�U�W�L�V�L�Q�J���D�Q�G���L�Q�Á���X�H�Q�F�H�U�V�����W�K�H���J�D�]�H��
of brands was hard to avoid. They 
are buying clothing to reward when 
they had a good day, but also buying 
clothing to soothe when they had a 
bad day. The emotionally charged 
nature of buying clothing; the wanting, 
purchasing, wearing, hoarding and 
eventual disposal, was a cycle that 
was hard to escape.

There was generally an awareness of 
over-consumption and an aspiration 
to become more conscious of their 
clothing consumption but a feeling of 
limited agency to change what had 
become an entrenched habit: 

 “I do have a lot of clothes because 
I get bored of them quite easily, and 
when I look at my wardrobe I never 
�À���Q�G���Z�K�D�W���,���Q�H�H�G�����,���H�Q�G���X�S���K�D�Y�L�Q�J���D���O�R�W��

of stuff that I do not need, or I do not 
like anymore, and it’s quite frustrating”

“It feels like we get sucked into this 
unthinkably and unknowingly this 
�W�U�H�Q�G���W�R���E�X�\���P�R�U�H���D�Q�G���V�K�R�S���P�R�U�H��
and look great all the time and just 
�W�K�L�V���Q�H�Y�H�U���H�Q�G�L�Q�J���S�X�O�O���R�I��
consumerism and I don’t like that.” 

1.2 Consumer anxieties

The abundance of clothing choice 
and accessibility that facilitates 
overconsumption comes at a price, 
not just for our environment but also 
for consumers who are increasingly 
overwhelmed and anxious as they 
seek to make the ‘right’ choice, 
present the desired ‘right’ identity 
and expend the time, energy and 
�À���Q�D�Q�F�L�D�O���U�H�V�R�X�U�F�H�V���W�R���V�X�S�S�R�U�W���W�K�H�V�H��
activities: 

�´�,�W���L�V���M�X�V�W���W�K�D�W���I�R�U���P�H���S�H�U�V�R�Q�D�O�O�\���,��
�Z�R�X�O�G���I�H�H�O���K�D�S�S�L�H�U���L�I���,���I�H�O�W���O�L�N�H���,���Z�D�V��
making really thoughtful decisions 
�D�Q�G���W�K�H�\���Z�H�U�H�Q�·�W���F�R�P�L�Q�J���I�U�R�P���D���S�O�D�F�H��
�R�I���D�Q�[�L�H�W�\���R�U���D���S�O�D�F�H���R�I���I�H�H�O�L�Q�J��
�F�R�Q�V�W�D�Q�W�O�\���O�L�N�H���W�K�H�U�H���L�V���V�R�P�H���Q�H�Z���J�D�S��
�L�Q���P�\���Z�D�U�G�U�R�E�H���W�K�D�W���,���K�D�Y�H���W�R���À���O�O�µ��

“I think a lot about reducing the eco 
�I�R�R�W�S�U�L�Q�W���R�I���P�\���O�L�I�H�V�W�\�O�H�����$�Q�G���,���W�K�L�Q�N��
clothing is like one area where I get 
frustrated because I don’t think feel 
�O�L�N�H���P�\���V�W�D�W�H�G���Y�D�O�X�H�V���O�L�Q�H���X�S���Z�L�W�K���P�\��
behaviour if that makes any sense? 
I feel like we should just consume 
less, but then I can get anxious and 
stressed out and feel like I need 
something and those two things are 
�L�Q�F�R�P�S�D�W�L�E�O�H���W�R���H�D�F�K���R�W�K�H�U�µ

SUMMARY
Consumption of clothing is fuelling 
anxiety. That anxiety permeates 
consumer society is not new, 
indeed, this is the foundation of 
successful consumerism (Jackson, 
2019). Here we see consumers 
starting to be more aware of the 
resulting anxiety, social pressures 
and carelessness they feel they 
derive from their 
current clothing consumption.

RECOMMENDATION
Clothing consumption solution that 
offers consumers the opportunity 
and assistance to manage their 
current collection of clothing. This 
should facilitate agency and 
knowledge around what they have, 
what they need and use and 
recommendations for moving out 
what is no longer required. This 
should be provided in a contained, 
user friendly wardrobe manage-
ment system. 

1 CONSUMER EXPERIENCES

“I  think a lot 
about reducing 
the eco footprint 
of my lifestyle.” 


