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“ F u l l - C i r c l e  i s  a  y o u t h f u l ,  f a s h -
i o n  f o r w a r d ,  s u s t a i n a b l e  a n d 

c o n t e m p o r a r y  s u b  b r a n d  f r o m 
l u x u r y  p a r e n t  b r a n d  S h a p e . 

S h a p e  i s  a n  a v a n t - g a r d e  E u r o p e -
a n  l i f e s t y l e  b r a n d  t h a t  s p e c i a l -

i s e s  i n  c l o t h i n g ,  j e w e l l e r y  a n d 
f u r n i t u r e .  I  d e c i d e d  t o  c r e a t e 

a  s u b - b r a n d  f o r  S h a p e  t h a t  a p -
p e a l s  t o  a  y o u n g e r  d e m o g r a p h i c 

i n  o r d e r  t o  m a k e  t h e  b r a n d  f u -
t u r e  p r o o f  b y  m a k i n g  i t  f a s h i o n 
c o n s c i o u s  b u t  a l s o  a w a r e  o f  i t s 
c u l t u r a l  r e l e v a n c e  a n d  c o n t r i -

b u t i o n  t o w a r d s  s o c i e t y . ”

THE BRAND



The Breif



Our task for this brief was to create a contemporary visual marketing outcome for our 

chosen brand. The three brands we had the option of selecting were gender-queer London 

based label Art School, luxury life-style boutique Shape and Ethical and romantic Austra-

lian based Kalaurie. The brand I decided to focus on was Shape. The reasoning for this choice 

was I felt as though Art-School and Kalaurie were relatively new brands within the fashion 

industry and have not been established very long compared to Shape. This factor makes them 

a lot more contemporary due to the fact that they also intertwine strong culturally and 

socially relevant concepts into their brands such as being sustainable and having impor-

tant personal concepts such as emotion and self-expression. Both of these brands appear to 

have incredibly strong mission statements that are future-proof and that would appeal to 

a contemporary audience. As Shape has been established some time before these two brands 

and have somewhat settled comfortably into their marketing, I feel they aren’t as resilient 

to the current competition within the fashion industry which is imperative especially due 

to the decline of popularity of the physical stores on the high street. My aim for Shape was 

the create a sub-brand to extend the target consumer to a younger and more environmen-

tally, culturally and socially aware customer to future-proof the parent brand and secure 

a place within today’s competitive market.
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 ”We believe in respecting the environ-
ment and working with nature instead 
of against it. By continuing to source as 
many sustainable materials as possible, 
we hope to enrich the environment and 
protect it for the future.” 
- Stella Mccartney.



Sustainability

As explained by sustainability advocate and womenswear fashion designer, Eileen Fisher, the 

fashion industry is the second largest polluter in the world, second only to the oil industry. 

In the past decade, the fashion industry has developed a monumental amount. With globaliza-

tion growing at a rapid rate, fast-fashions new democratised modus operandi means that now 

more than ever fast fashion is available to and enticing more of a mass audience worldwide. 

As the industry is being pushed to expand its market, this inevitably means more production, 

more waste, more pollution and more manpower to keep up with the increasing demand. It is 

imperative to find alternative and more sustainable ways to produce and distribute clothing 

and change the consumers outlook on the fast-fashion industry if we want to avoid the con-

tribution towards a cataclysmic environmental downfall. 

The new luxury brand Full Circle prides itself on being a pioneer in changing the way brands 

work with the environment in order to benefit both the industry and help the carbon foot-

print. Alongside Full Circle primarily using sustainable materials such as organic cotton, 

hemp and bamboo, it is also a brand that has adopted a scheme called Rent A Closet. The Rent-A-

closet element to Full-Circle was imperative as it is the best way to intertwine sustainabil-

ity into the label that highly appeals to this target audience, millennials. With fast-fashions 

detrimental effect on the planet incessantly increasing, millennials are the generation to 

take forward a new and innovative concept into the future that ensures less production, 

therefore less waste products. 
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“EnsOō is a Japanese word meaning “Circle” and 
a concept strongly associated with Zen. EnsōO 
is perhaps the most common subject of Japa-
nese calligraphy, symbolizing Enlightenment, 
strength, elegance, the universe and the void; 
it is also an “expression of the moment”. It is be-
lieved by many that the character of the artist 
is fully exposed in how he paints EnsOō, and that 
only one who is mentally and spiritually whole 
can paint a true EnsOō. Some artists will paint 
EnsOō daily, as a kind of spiritual dairy.”

“The art of bonsai is robust with symbolism 
and meaning where everything means some-
thing. Each detail sends a subliminal message, 
contributing to the larger story encompassed 
within the ongoing creation. Container and ac-
cessory colors are carefully chosen to repre-
sent the hues found in nature. Twists and turns 
in branches symbolize age and the journey 
through time. The types of trees used are sym-
bolically significant as well. Even bonsai dis-
plays (link to displaying bonsai trees page) are 
carefully choreographed to represent propor-
tion and harmony. While some symbols appropri-
ated to bonsai appeal to its mythic nature, much 
of the symbolism intends to communicate the 
aesthetics that make up the art of bonsai.”

The Logo



The final outcome for my sub-brand was called Full Circle. A brand that appeals to a new genera-

tion of design and image conscious individuals that are advocates for change within the fashion in-

dustry and society. Although Full Circle doesn’t stock furniture or homewear, it is still considered 

a lifestyle brand as if you invest into this brand, you are incorporating all elements of its ethos 

into your lifestyle which benefits you and the wider society. 

The selection of the Japanese bonsai tree came from many relevant and suitable influences that I 

felt concisely represented the spirit of the brand and what it stands for all under one symbol. The 

first and most obvious visual connection the bonsai tree has with the brand is its attachment to 

nature, Full Circle having a strong attachment to nature is imperative due to the distinct driving 

force of sustainability which is at the forefront of the brand.

The original parent brand Shape gathers many of its influence from visionary high fashion brand 

Comme Des Garcon. Comme Des Garcon is a Japanese women’s wear brand which in French translates 

literally to “Like boys”. Rei Kawakubo, the founder of Comme Des Garcon is famous within the fash-

ion industry for using materials and design concepts that challenge conventional womenswear. In 

her haute couture designs she typically layers material to create an illusion to distract the eye 

from a traditional women’s body that the fashion industry have conformed women to, to effectively 

create a picture perfect woman. Shape have adopted this concept by stocking brands within their 

lifestyle boutique that do not hug a conventionally womanly figure by using an excess of layers 

within the garments. Although I have created a sub-brand, I wanted to retain the authenticity of the 

parent brand Shape to keep it “in brand” and for the potential consumers to understand the link be-

tween Shape and Full Circle. The hand painted element to the logo for Full Circle adheres to Shape’s 

original vintage marketing but with a contemporary twist. 



I also decided to keep Comme Des Garcon as the primary influence for Full Circle as although 

the brand was founded in 1973, I feel her narratives and essence are still highly recognisable 

within trends within modern society, such as the non-conformity and somewhat of a rebellion 

to the box women seem to be put in within society, especially fashion and the media. The term 

“Like boys” resonated with me for the planning of the brand Full Circle, I decided to transfer 

Kawakubo’s direction of obscuring a typical women’s “look” and create a brand that appealed to 

a more androgynous consumer as I felt this was appropriate and relevant due to the rise of ac-

ceptance of gender non-conformity and gender-queer individuals that are being not only sup-

ported but praised by modern day society and this brand will help carry this movement forward. 

The androgynous elements connects directly back to Kawakubo’s design inspiration and the use 

of the traditional Japanese bonsai tree. Bonsai trees have a distinctive exquisite and ornamental 

aesthetic to them as a result of them being miniature and the trunk being bent in many differ-

ent shapes and directions. The typical keeping of a bonsai tree to get this effect is to manipulate 

the trunk and the branches as it is growing to give it an individual and distinct look. This repre-

sents metaphorically what Rei Kawakubo does with her designs to make them individual and not 

like any designer or to be confirmative.  

As aforementioned, there are many concept within this brand that interlink, support each oth-

er and ultimately come... full circle.



Comme Des Garcon A/W18 READY TO WEAR



THE ORIGINAL 
PLAN



The initial idea I created when beginning my 
process for the contemporary visual market-
ing outcome for Shape was to expand the geo-
graphic market location by having one store in 
Chester, one store in Bath and another in York 
and have an opening night event in the vegan 
tea room that would have been available. After 
concluding my trend forecasting research I 
decided that sustainability is one of the most 
important elements when future-proofing a 
brand. By creating an extra two stores in dif-
ferent locations I realised this would mas-
sively increase Shape’s carbon footprint so I 
found it more beneficial to create the market-
ing for a contemporary sub-brand and create 
a marketing campaign for their online social 
media and website through a fashion film un-
der the name of the new sub-brand: Full Circle 
Productions. I also found that by sticking to 
the first marketing plan by relocating I would 
only be expanding the geographic location and I 
wouldn’t be expanding the age range of the tar-
get consumer. After further research I found 
it was imperative to expand Shape’s target con-
sumer to a younger demographic as Gen-z and 
Millennials are the generations to carry for-
ward macro trends such as sustainability and 
acceptance of sub-cultures/minorities into 
mainstream society.

Further development





The fashion film that I am displaying for my exhibition is a visual compilation of footage 
that illustrates the sub-brand that I have created. It is a look book film that displays 
the type of consumer the brand aims to target whilst portraying the new aesthetics 
for the brand and the clothing style. Many of the garments I styled the model in were 
paired together to display a stark contrast between the tones black white and grey 
which is somewhat a more contemporary take on traditional Shape clothing especially 
with the majority of the garments being oversized. In other elements of the video I de-
cided to take a more contemporary and colourful route for the styling. I styled my mod-
el in vibrant yet design focussed garments which were on trend but still had the atten-
tion to detail within the texture and pattern which is what attracts an original Shape 
customer.
Alongside the styling, the casting of the model was incredibly important in order for 
the narrative to work coherently. The model I chose was female but she was not typi-
cally feminine with a jet black short bob styled hair, harsh facial features and untamed 
eyebrows who also paraded with not a “lady-like” attitude, which worked exceptionally 
well with the narrative I chose. Due to the large influence from Rei Kawakubo’s Comme 
Des Garcon of the distortion of women’s expectations within fashion, I decided to take 
on a somewhat satirical take on how women are told to behave. The music I chose for 
the background of the video was “I Enjoy Being A Girl” sang by Nancy Kwan from The Flow-
er Drum Song. This song paired with the models androgenous behaviour and aesthetic 
created a strong juxtaposition and created a strong contrasting concept.
This film incorporates many elements of what Full Circle represents via the iconogra-
phy. For example, the sustainability/nature element of the branding is depicted within 
the use of snow and foliage which is also intertwined into the Japanese element of the 
film as the model is seen repeatedly posing in front of bamboo. 
To go alongside the look book film I have also created a series of images that present a 
still visual representation of each small narrative or outfit within the film. 

The campaign








