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FMCd 2nd Colloquium June 18th 2020 
 
 

To be held at Manchester Metropolitan University  
 

 
Colloquium Theme:  
Rebellion, Riots and 

Revolution 
 

Is Fashion in Turmoil?  
 

Or is the industry rebuilding new paradigms for a positive, 
sustainable future? 

 
 
The planet is in a state of unrest. From Trump tweets to Brexit, climate change, 
crumbling ideologies and the collapse of political and educational systems and the 
dramatic shifts that the Fashion industry has experienced in the last few years.  It has 
been a tumultuous time.   
 
Lagerfeld dying split the nation into those that mourned and those that used the 
situation to push a political context surrounding Chanel’s overuse of fur and criticism 
around its Koranic verses incorporated onto clothes. Racist rants from Stefano 
Gabbana of D&G via social media caused a rebellion and cultural divide with China, 
thus highlighting the misuse of stereotypes, race and cultural appropriation.  The 
fashion industry is no stranger to cultural appropriation, having been accused of 
taking a dominant or minority culture and inappropriately using a cultural element 
without consent, attribution or compensation (Vezina, 2019).  Fashion photography 
also came under scrutiny and pressure via the Me Too lens, where photographers 
Bruce Weber and Mario Testino were accused of chronic sexual misconduct 
signifying an industry that has ‘moments of being rocked to its core’ (Suhrawardi, 
2018).   
 
Disruption is not only limited to fashion design and cultures. In fashion marketing, the 
established hierarchy of ‘influencers’, characterised by celebrities, models and 
fashion designers have been challenged by the new ‘upstarts’ the fashion and 
lifestyle bloggers. Only a few years ago the bloggers were shunned by the fashion  
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‘establishment’ and excluded from major fashion events such as the runway shows 
at Fashion weeks, but recognising the extent of their influential reach, at a time when 
consumers increasingly mistrust celebrities and the fashion world and challenging 
their authenticity, marketers have had to change their position, and adopt new 
mechanisms for reaching their audience. The rise of these fashion influencers and 
their use in marketing, has disrupted long established marketing communications 
patterns and a new model of fashion influence over consumption and consumer 
decision making has emerged (Zhou, McCormick, Blazquez & Barnes, 2019). 
 
There is also revolution on the high street; a revolution being charged by the new 
online power players such as the fast fashion operators BooHoo.com, ASOS etc. as 
well as higher end operators like Net-a-Porter eroding market share from the high 
street and traditional players, giving rise to a new model of onmichannel retailing, 
which is reforming the importance of brand image and proposition across channels 
and the potential for brand experience and customer loyalty fundamentally changing 
the way we shop (Lynch & Barnes, 2017).  
    
But disruption can be positive, as illustrated by the appointment of the first male, 
black Editor-in-Chief for British Vogue in 2017.  Enninful has taken a ‘rebellious’ and 
political stance and a political departure from his predecessor’s style of editing, by 
engaging in conversation on race and diversity, which match the growing youthful 
and equally as diverse Vogue audience.   
 
Moreover, within fashion retail, digitalization has radically disrupted traditional 
retailing practices, resulting in new business opportunities, business models, channel 
and touchpoint proliferation, purchasing processes and retail formats (Alexander and 
Blazquez, 2019)  
 
Similarly as optimistic is research by Armstrong, Rutter and Blazquez (2016) who 
suggest an ‘Epiphanic Sustainable Fast Fashion Epoch’ is upon us, whereby a 
tipping point between the negative activism of past paradigms have, or are, giving 
way to more expectant acknowledgments of the fashion industry’s collective 
progress.   Inditex for example, pledged to omit all toxic chemicals in their supply and 
manufacturing chain by 2020 and their manufacturing processes have been 
described by Greenpeace (2016) as ‘exemplary’.   
 
Sustainable manufacturing metrics, such as greenhouse emissions, environmental 
footprints, agile and lean developments, supply chain and corporate social 
responsibility strategies have become core communication slogans for fashion 
brands (Blazquez Cano, Henninger, Alexander, Franquesa, 2019). Greenpeace 
through their ‘Detox Catwalk’ initiative have awarded fast fashion retailers such as 
Uniqlo, G-Star Raw, Espirit, H&M, Inditex (Zara), Levi Strauss & Co, M&S and many 
more as positive trailblazers in the sustainability domain.  But while Greenpeace is 
notably calmer than they have been in the past, the rumblings of riot are never far 
away.  Underdown (1987) wrote about popular politics and culture in England and 
argued that profound disagreements among people of all social levels lead to revel, 
riot and rebellion.  As evidenced three decades later with the rising popularity of 
activist groups such as Extinction Rebellion who ask the question ‘Is fashion out of 
fashion? This ‘business as usual’ industry is stuck in a tired routine. Could it not be  
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done better, with something other than consumption at its heart?’ while encouraging 
its followers to ‘swarm London Fashion Week’ by hosting a funeral and a ‘die in’ 
(Extinction Rebellion, 2019).   
 
With accepted paradigms and systems disintegrating around us, where does this 
leave the business of fashion? From Millennials and Gen X to new Quantum 
generations who are currently in diapers and pre-school (some not even born yet). 
Their collective demands have eclipsed those of the campaigners and activists that 
formed the political values of the previous Baby boomers and Generation Z. While 
this has meant that sustainability is at the forefront of the fashion agenda, policy, 
reform and fashion businesses. What comes next? The call to purchase less 
frequently in favour of more sustainable items are giving way to a sharing economy 
that sees fashion rental businesses booming and fully sustainable brands thriving.   
Reformation, Maggie Marilyn are prime examples of a sustainable-first ethos and 
retailers like ThredUp are attempting to shift values towards shopping second hand 
as a more long term solution in response to increasingly sustainable demands. 
 
But in spite of these notable strides and ‘new normal’, the fashion world is still 
seemingly conflicted by its need to consume. In this digital, phygital, global, hyperreal 
retail age, we are faced with infinite choices, pimping us solutions, products, 
services, experiences and brands on a daily basis.  With a current global population 
of 7.7 Billion, set to rise to 8 Billion by 2023 and 9, then 10 Billion respectively in 
2037 / 2057, consumerism has never had more of a captive audience. So we ask: 
what is the solution to these themed problems? Humanity is not quite ready to do 
away with wearing clothes entirely (in spite or climate change) or to stop purchasing 
completely, but we are at a tipping point for fashion consumerism and the marketing 
therein.   
 
The launch of Vogue Business (VB) by Conde Nast International supports the fresh, 
‘digital first’ approach set forth by British Vogue, whilst reaffirming the brand as the 
global fashion dominatrix thus marking Vogue’s strategic territory as the authority on 
the Business of Fashion. Not however without a riot of criticism as to how VB will 
avoid media bias or handle the potential conflict between credible journalism and the 
potential to undermine the very brands who’s media spend is CNI’s bread and butter, 
adding further to the debate around who the real influencers are – the authentic 
bloggers democratizing fashion influence, or the fashion elite and what does this 
mean for fashion marketing?   
 
This call for papers sets the scene that there have been huge changes, challenges, 
disruption, polarisation, revolution, cultural and political divide within the fashion 
industry and universally.  This Colloquium aims to interrogate these themes of race, 
political activism, riots and rebellion and consider what are the implications for 
fashion marketing, consumption (and discourse)? Is fashion trying to find a new 
place? Perhaps a new political position is emerging through the revolution of the 
fashion industry.  In a time of ‘civil disobedience?’ What does this say about the 
fashion cultural landscape? The birth of a new fashion paradigm? Ultimately, what 
we are asking is whether or not this poses a challenge or an opportunity for fashion 
marketing and consumption? 
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This Call for Papers is a rallying cry for academics, authors and researchers alike to 
be rebellious with your submissions, to boldly contribute to the field of fashion 
research, where we find ourselves at the intersection of the unknown.  The future can 
be as likely riotous as it will be positive – where will digital, sustainability, culture and 
retail in fashion be in the next five/ten years? All we know is that we are at a 
crossroads and the old systems are disintegrating.  
 
 
The fashion industry has always been at the forefront of cultural change and 
historically, it has been used as incitement for rebellion.  We look forward to your 
submissions and perspectives on where and what insight your research can lend to 
this era of riots and rebellion.  
 
 
 

Colloquium Themes 
 
The FMCd 2nd Colloquium explores the theme of riots and rebellion within our global 
interactions in the context of fashion marketing and consumption. We accept papers 
on any broad theme that explores the intersection of any sub topics of your research 
that resonates with this theme in its broadest or granular sense.   
 
 
Themes centered around (but not limited to) 

• Sustainability, Circular Economy 
• Social Enterprise  
• Technology and Digital 
• Disruption 
• Innovation 
• Mobile and social media 
• Retail futures 
• Cultural appropriation in the fashion industry  
• Ethics  
• Consumption, consumerism, consumer behaviour  
• Branding 
• Future landscapes  
• Marketing communications 

 
As per the previous Colloquium, we will have associated Special Issues in peer-
reviewed Journals as opportunities for your work to be published.  Details to be 
updated in the New Year (2020).  

 
Submission Deadlines  
 
To be announced  
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Tickets and Accommodation  
 
To be announced  
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