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Fast Fashion is one of the intrinsic features of the modern world. The 
concepts of ?fast production -fast selling? constitute the general notion of 

FAST FASHION. The point is to follow a new fashion trend.

 Thus, how ?Fast Fashion? is legally perceived is our 

main question of analysis. Generally, the 
country that produces the clothes determines the 
conditions for the quantity and the quality. 

For example, Turkey exports clothes in the 

Balkan region on a massive scale. Therefore, 

Turkey as a vendor in the Balkan region reflects 

the necessary requirements for the sale process. It is 

widely noticed that the same pair of cloth might cost 

cheaper in Turkey. However, in Macedonia the price 
will be slightly increased in order the buyer to earn some profit.

The ethical side of law is against the frequent consumption and massive 

exploitation of natural resources such as cotton for instance.

The usage of fur is regularly condemned by the international 

community and most notably by the organisation PETA (People 

for the Ethical Treatment of Animals). 

The cotton is widely exported from African 

countries. The workers on the fields are working 

more than twelve hours per day for a low salary. 

Therefore, many companies recruit thousands of 

workers that receive low-wages regularly. The profits of such 

companies have significantly increased. The owners of such 
companies easily become wealthy.

FAST FASHION - LEGAL APPROACH
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La ?Fast Fashion (la Mode Rapide)? est l?une des caractéristiques intrinsèques du 
monde modern?.

Les concepts de « production rapide - vente rapide » forment la notion 

générale de FAST FASHION. L?objectif est de suivre la nouvelle tendance de la 

mode. Ainsi, la perception juridique de la mode rapide (fast fashion) est notre 

principale question d?analyse. Généralement, le pays qui produit les vêtements 

détermine les conditions de quantité et de qualité. Par exemple, la Turquie 
exporte massivement des vêtements dans la région des Balkans. Par 

conséquent, la Turquie en tant que vendeur dans la région des Balkans 

détermine les exigences et conditions nécessaires pour la vente des 

vêtements.

Par ailleurs, le même vêtement peut coûter moins cher en Turquie. Cependant, 
en Macédoine, le prix sera légèrement augmenté afin que l?acheteur puisse 
gagner du profit.

L?approche éthique du droit est contre la consommation fréquente et 

l?exploitation massive et abusive des ressources naturelles comme le coton par 

exemple. L?usage de la fourrure est régulièrement condamné par la 

communauté internationale et notamment par l?organisation PETA

qui se bat contre le traitement abusif des animaux. Le coton est largement 

exporté des pays africains. Les ouvriers des champs travaillent plus de douze 
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heures par jour et reçoivent un salaire trop bas. Par conséquent, cela permet 

aux nombreuses entreprises de recruter des milliers de ?ravailleurs. Le profit 

gagné par ces entreprises augmente considérablement. Les propriétaires de 
telles entreprises deviennent facilement riches.
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I t  could be argued that, since the 
establ ishm ent of fordism  and unt i l  today, i t  
m ight seem  that clothes? m ain purpose has 
becom e alm ost secondary. In  fact, according 
to H okkanen (2014), ?people purchase 
products for  their  sym bol ic qual i t ies and not 
m erely for  their  ut i l i ty funct ions? (p.1). Brands 
and clothes play a huge role in  the way we 
construct and shape our  sense of ?sel f? in  the 
postm odern wor ld. 

People, unwi l l ingly and autom atical ly, use 
possessions to express their  ident i ty in  term s 
of who they are or  would l ike to be. 

FAST FASHION IN THE 
POST MODERN WORLD

In  other  words, social  in teract ions are dir ect ly 
in f luenced by clothes, as they are used to 
m ake social  statem ents by wear ing them : th is 
is m e or  that is not m e.

As a dir ect r esponse to the aforem entioned 
statem ents, brands col lect m assive quanti t ies 
of data regarding consum ers? insight in  order  
to answer  three quest ions:

1.W hat do consum ers l ike?

2.W hat do consum ers disl ike?

3.W hat are the consum ers look ing for?

Adr i án Dor ey Sant ana Sant ana



Once brands? m arketers have gathered such 
vi tal  in form ation, their  m ain goal  is to foresee 
what com es next. And with al l  of i t  com es a 
toxic m indset. The phi losophy that cloth ing 
needs to be fast and cheaply produced, and 
that consum ers m ust m ove onto the latest fad 
as soon as i t  is r eleased. Sim ply put: clothes are 
not m eant to last m ore than a season. 

As a m atter  of fact, fast fashion has rapidly 
becom e a huge contr ibutor  to the appearance 
of fashion-related m ental  heal th problem s, 
affect ing both i ts producers and consum ers. 

For  instance, given the fashion industr y?s 
h ighly cr i t ical  and com peti t ive nature, 
pressure on the designers to be innovative, 
or iginal  and ahead of the rest puts them  at 
ser ious r isk  of suffer ing fr om  m ental  i l lnesses. 
On the consum ers? side, people are prone to 
m ak ing shopping a way to deal  wi th other  
m ental  i l lnesses as fast fashion and bargain 
shopping are often used as a way of gett ing a 
dopam ine rush. W hat star ts as a m echanism  
to evade their  problem s ends up as an 
obsession.



Se podr ía argum entar  que, desde el  
establecim iento del  fordism o y hasta hoy, 
podr ía parecer  que el  propósi to pr incipal  de la 
r opa se ha vuel to casi  secundar io. De hecho, 
según H okkanen (2014), "la gente com pra 
productos por  sus cual idades sim ból icas y no 
sólo por  sus funciones de ut i l idad" (p.1).

Las m arcas y la r opa desem peñan un papel  
im por tante en la m anera en la que 
constru im os y dam os form a a nuestro sent ido 
del  "yo" en el  m undo postm oderno. La gente, 
de form a involuntar ia y autom ática, ut i l iza las 
posesiones para expresar  su ident idad en 
térm inos de lo que son o lo que les gustar ía 
ser. 

En otras palabras, las in teracciones sociales 
están dir ectam ente in fluenciadas por  la r opa, 
ya que ésta se ut i l iza para hacer  declaraciones 
sociales al  l levar la puesta: este soy yo o ese no 
soy yo.

Com o respuesta dir ecta a lo m encionado en 
los pár rafos anter iores, las m arcas recogen 
cant idades m asivas de datos sobre la 
percepción de los consum idores para 
responder  a tr es preguntas:

1.¿Qué les gusta a los consum idores?

2.¿Qué es lo que no les gusta a los 
consum idores?

3.¿Qué buscan los consum idores?

LA FAST FASHION EN EL 
MUNDO POSTMODERNO
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Una vez que los m arketers de las m arcas han 
reunido esta in form ación vi tal , su pr incipal  
objet ivo es prever  lo que viene después. Y con 
todo esto se prom ueve una m ental idad tóxica. 
La f i losofía de que la r opa t iene que ser  r ápida 
y barata de producir , y que los consum idores 
deben estar  a la ú l t im a m oda tan pronto com o 
se lanza. En pocas palabras: la r opa no está 
dest inada a durar  m ás de una tem porada.

De hecho, la ?fast fashion? se ha conver t ido 
rápidam ente en un gran contr ibuyente a la 
apar ición de problem as de salud m ental  
r elacionados con la m oda, que afectan tanto a 
sus productores com o a los consum idores.

Por  ejem plo, dada la naturaleza al tam ente 
cr ít ica y com peti t iva de la industr ia de la m oda, 
la presión que se ejer ce sobre los diseñadores 
para que sean innovadores, or iginales y se 
adelanten al  r esto los pone en grave r iesgo de 
sufr i r  enferm edades m entales. Por  par te de los 
consum idores, las personas son propensas a 
hacer  de la com pra una form a de tr atar  otr as 
enferm edades m entales, ya que la fast fashion y 
las rebajas se ut i l izan a m enudo com o form a de 
conseguir  un chute de dopam ina. Lo que 
com ienza com o un m ecanism o para evadir  sus 
problem as term ina convir t iéndose en una 
obsesión.



How fast  fashion manipulates us
Ger?fy Dzsenifer

Since the term fast fashion is becoming mainstream,companies 

try to show how ?woke? they are by greenwashing themselves. 

This  phenomenon attracts customers,who try to live a more 

conscious life.Basically,companies market themselves as being 

way more green than they actually are.They like to use 

words,that can catch one?s attention,such 

as;Eco-friendly,Ethical,Responsibly-made,Ecologically grown 

cotton-which does not even exist,like smartwater.You may have 

even heard about these conscious lines.The two biggest fast 

fashion stores like to advertise themselves using this method. 

H&M has line,called Conscious and Zara named it Join Life.They 

advertise themselves with celebrities to get more 

popularity.H&M also convinces people about their ethicalness 

with boxes in their stores,where you can just throw your 

unwanted clothes, no matter how bad their condition is and 

they reuse the materials to make new clothes.These clothes just 

end up on landfills and being burnt.
                    



Hogy manipulál minket  az idénydivat
Ger?fy Dzsenifer

Ahogy a kifejezés ?idénydivat? egyre ismertebb lesz,minél több 

cég próbálja megmutatni a ?zöld álcával?,hogy mennyire 

tudatosak. Ez a jelenség azokat a vásárlókat próbálja 

megcélozni,akik egyre tudatosabbak szeretnének lenni 

vásárlásaikkal.Lényegében a cégek sokkal öko-barátabbnak 

reklámozzák magukat,mint amilyenek.Hogy megragadják az 

emberek figyelmét,szeretnek olyan szavakat használni,mint 

például;öko-barát,etikus,felel?sséggel-gyártott,ökológiailag-

növesztett-ami nem is létezik,mint a Smartwater.Talán már ti is 

hallottátok ezeket a kifejezéseket.A két legnagyobb ilyen cég is 

szereti ezzel a módszerrel reklámozni magát.A H&M-nek a 

conscious vonala,a Zarának pedig a Join Life vonala 

ez.Hírességekkel próbálják magukat populárisabbá tenni.A 

H&M üzleteiben dobozokat is kiraknak,ahova bármilyen 

min?ség? anyagot be lehet dobni és abból készítenek új 

ruhákat.Ezek általában szemétdombon végzik,ahol kés?bb 

elégetik.
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