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ABSTRACT
Consumers play a key role in sustainable fashion and textiles, specifically in the use and 
(re)distribution of resources and product care and repair. They have, however, largely 
been neglected in conceptualizations of the circular economy (CE) and there are limited 
research and strategies on consumer participation in materials circularity. The Circular 
Experience Toolkit (CET) is a dynamic scenario-building resource developed to address 
this gap. We designed the card-based toolkit to prompt and foster interdisciplinary 
conversations between researchers, textile and fashion industry professionals, and 
consumers to support meaningful circular consumer experiences. It achieves this 
objective through a novel recoupling of resource flow and human well-being, and by 
mobilizing creative technologies to enhance opportunities for consumer participation in 
the circular textile economy. This article outlines the iterative development of the 
toolkit and illustrates its use for generating scenarios to support fashion professionals 
with the creation of circular consumer retail experiences.

Introduction

Sustainability is a complex systemic economic, social, and political issue that is beyond the capacity 
of an individual to influence in a meaningful way. With respect to fashion, there are many compo-
nents pertaining to overproduction and overconsumption to tackle, and designers and fashion pro-
fessionals need to consider these challenges alongside the broader and ongoing work to bring about 
a fairer, less wasteful system. Nonetheless, circular economy (CE) research literature and policies 
recognize that supporting consumer participation has a key role in sustainable fashion and textiles, 
including the use and (re)distribution of resources (Camacho-Otero, Boks, and Pettersen 2018; Hobson 
and Lynch 2016; Kirchherr, Reike, and Hekkert 2017), and actions on product longevity (Mugge, 
Schoormans, and Schifferstein 2005). To date, conceptualizations of the CE have mainly focused on 
improving resource-flow efficiency and have largely neglected consumers, with little research to inform 
design in this space (Wastling, Charnley, and Moreno 2018). Further, there has been a lack of stra-
tegic thinking on the part of the fashion industry and designers concerning how to enable consumers 
to actively participate in materials circularity. In addition, research increasingly shows that the existing 
strategies, including information, labels, scare tactics, and sacrifice, have a limited and short-term 
impact on sustainable consumer behavior (Bly, Gwozdz, and Reisch 2015; Jackson 2009; Wilk 2022).

The Circular Experience Toolkit (CET) that we introduce in this article sets out to address this 
strategic gap. The toolkit is an output from the Textile Circularity Center (TCC), an interdisciplinary 
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multi-partner project, which emphasizes a model that reduces consumption, extends the longevity of 
garments and textiles, minimizes consumer waste via reuse and recycling, decreases the use of land 
and virgin materials, uses traceable and durable materials, and localizes production. The toolkit 
operationalizes a key TCC strategy to establish a recoupling between resource flow and human 
well-being to enable consumers to be active agents of change in new cultures of CE consumption. 
Specifically, it seeks to embed and foster dimensions of well-being in the development of novel, 
meaningful, playful, co-creative, and interactive consumer experiences. It additionally aims to stimulate 
innovation in sustainable fashion and textiles by supporting fashion professionals (fashion, textile, 
and retail designers, consultants, stylists, merchandizers, and other stakeholders and brands) to build 
scenarios of circular consumer (retail) experiences that place human well-being at the heart of their 
redesign.

In this article, we first make the case for attending to consumers and developing resources that 
support fashion-design professionals to engage them differently as part of the fashion industry’s 
transition to circular business models. Second, we clarify the gap that the CET seeks to address 
through an integrative review of the literature on the overlap of cultures of consumption, well-being, 
CE consumer experiences, and the use of creative technologies. This is supplemented by a review of 
CE design toolkits for fashion and apparel. Third, this article provides an overview of our method 
for developing the CET over 2.5 years and which involved team ideation, design workshops, and a 
“living lab” approach, as well as six iterative phases of the toolkit’s development, from conceptualiza-
tion to validation and final design. Fourth, we critically discuss the research insights and the article’s 
contributions to a well-being lens for approaching circular experience in fashion retail and the CET 
as a new resource to support the transition of fashion businesses to a CE. Finally, we conclude by 
considering the limitations of the research presented here, further work needed, and our plans for 
the CET.

Background: an integrative literature review

Fashion companies of all scales have the potential to play an important role in facilitating consumer 
involvement with circular lifecycles and resource flows by, for example, facilitating attractive and 
practical circular consumption practices rather than linear ones (Rexfelt and Selvefors 2021). While 
consumer adoption is vital for CE success, limited consumer engagement in CE is a key challenge 
facing fashion-brand implementation of circular business models (Kant Hvass and Pedersen 2019). 
More design resources are required to scaffold awareness of and transition toward alternative retail 
experiences and services that might support a CE transition (TCC 2022; Wastling, Charnley, and 
Moreno 2018) and bridge the gap between fashion professionals and consumers.

To better understand the space where design, CE, and well-being overlap, we conducted an inte-
grative literature review (Chigbu, Atiku, and Du Plessis 2023; Torraco 2005) to identify key “ingre-
dients,” or building blocks, for consumer-experience design that are supportive of consumer engagement 
with circular textiles lifecycles. Our choice of an integrative literature review was due to its suitability 
to offer “a holistic conceptualization and synthesis of the literature to date” (Torraco 2005, 356) on 
the emergent overlaps between these topics. Our literature-search strategy prioritized accommodating 
our transdisciplinary lenses (i.e., design, fashion and textiles, social sciences, neuroscience, psychology, 
computer science, and human-computer interaction, informed by a phenomenological stance to human 
experience) to extend and challenge our existing views. An integrative literature review supported 
exploration of complex research questions through review, critique, and synthesis of the representative 
literature on CE and sustainable fashion and well-being to generate new frameworks and perspectives 
on the topic (Torraco 2005). We identified the key literature to provide a comprehensive overview 
and identify gaps for further research to support new perspectives to emerge in this design space.

The review process involved three steps. First, we conducted formal searches across the databases 
Scopus, Web of Science, and Google Scholar, together with targeted searches of key fashion and 
sustainability journals and industry and policy documents. The research team used combinations of 
the search terms “well-being,” “textiles,” “fashion,” “co-creation,” “participation,” “embodiment,” “sen-
sory,” “sustainability,” “consumption,” and “circularity” to facilitate this process. We selected these 
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search terms as they are key features in the literature and are broad in scope to ensure we captured 
a wide range of literature. Second, we conducted a more refined search using well-being terms and 
concepts associated with fashion and circularity collated from the initial search (e.g., attachment, 
care). Finally, the research team conducted a snowballing process to identify additional literature 
through the references of the initially compiled sources.

In the second step, parallel to the outlined search above, we met regularly to discuss readings, 
define concepts appropriately to the project and grounded by the literature, and conceptually structure 
the topic. These meetings were focused on the themes: cultures of consumption, well-being, and 
consumer experience in the circular economy.

In the third step, the research team developed a guiding theoretical conceptualization of well-being 
to manage the task’s complexity and navigate emergent overlapping and competing models. This 
theoretical conceptualization proposed the recoupling of well-being and resource flow. In total, we 
identified 148 articles as relevant to our research and presented this work in a comprehensive review 
paper that led to the proposition of a well-being framework for consumer experiences in the circular 
economy of the textile industry.

To operationalize the above framework, we created the Consumer Experience Toolkit (CET) to 
support fashion professionals and designers in navigating the intersection of design, circular economy, 
and well-being. In the following, we briefly present the literature on four themes that underpin the 
key strategies to address the gap in this design space: cultures of consumption, well-being, consumer 
experience and creative technologies in the CE, and a brief review of CE toolkits.

Cultures of consumption

Research to date has explored several strategies to encourage more sustainable consumer behavior. 
These initiatives include education, information, emphasizing the negative impact of current con-
sumption systems, and asking people to make sacrifices, all of which have been variously shown to 
have limited effect (Bly, Gwozdz, and Reisch 2015; Jackson 2009; Wilk 2022). A small but growing 
body of research suggests that speaking to human well-being may provide a more effective strategy 
(Chamberlin and Callmer 2021) and we build on this work to argue that people must be able to 
believe that sustainable alternatives are not only available and viable, but also aesthetically appealing 
and work within the context of their everyday lives (Vargas-Merino, Rios-Lama, and Panez-Bendezú 
2023; Wilk 2022). A challenge in strategically mobilizing human well-being for sustainability is that 
it is rather vague and poorly defined and fragmented notions are used to market a range of fashion 
products, including fast fashion (e.g., see Magnus and Toriello 2020).

Well-being

We define well-being as a dynamic temporal process that combines three overarching dimensions 
that unfold across the process of consumption in moments of both satisfaction and challenge: being 
well (objective and socio-economic dimensions), feeling well (subjective, hedonic dimensions), and 
doing well (subjective, eudaimonic dimensions). Consumer experiences that embed dimensions of 
human well-being are shown to support CE consumption, including playfulness (Wilk 2022), com-
munity (Albinsson and Yasanthi Perera 2012; Taylor 2019; van der Velden 2021), enjoyment and 
pleasure (Becker-Leifhold 2018; Bly, Gwozdz, and Reisch 2015; Niinimäki and Armstrong 2013), and 
feeling agentive (Balderjahn et� al. 2020; Lundblad and Davies 2016).

Consumer experience in the circular economy

Research on consumer engagement in fashion circularity primarily offers theoretical insights. In 
contrast, a study by Liu, Liu, and Lang (2024) of Chinese consumers’ engagement in online fashion 
resale reveals the routines, social meanings, and peer influences that shape participation, although 
they also comment that sustainable behaviors beyond resale remain limited. De Chiara, Gallo, and 
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Simonacci (2024) provide quantitative evidence from Italian consumers to show that environmental 
awareness, solidarity values, and demographic factors such as gender and age are significant predictors 
of secondhand clothing adoption. A study by Musova et� al. (2021) contributes quantitative empirical 
evidence that Slovak consumers present low awareness but high willingness to engage with circular 
fashion models, especially younger groups. The above studies expand the understanding of consumer 
motivations and demographic patterns within the fashion circularity space.

A few studies offer applied resources for stakeholders to consider consumer engagement in fashion 
circularity. Boiten, Han, and Tyler (2017) frame circularity through a design and systems-thinking 
lens and highlight the importance of institutional change and circular product-service systems; how-
ever, they did not involve consumers directly or develop a tool. Gomes, Moreira, and Ometto (2024) 
present a comprehensive three-layer roadmap that includes consumer behavior, business-model design, 
and communication strategies aimed at supporting apparel companies in fostering consumer engage-
ment with circular business models. This work draws from stakeholder insights derived from quali-
tative interviews and reflects a design-led approach. Their study concludes that consumer engagement 
requires coherence across consumer understanding, business models, and communication approaches.

The above studies contribute valuable insights on the enablers of circular fashion engagement, but 
only Gomes, Moreira, and Ometto (2024) offer a practical, design-oriented tool, albeit one informed 
by a design-engineering rather than a participatory approach. Well-being is rarely brought to the fore 
in studies of CE fashion-consumer experiences (Gomes, Moreira, and Ometto 2024; Liu, Liu, and 
Lang 2024) and when it is, it is usually implicit through the consideration of emotional, psychological, 
or social dimensions of consumer participation.

Creative technologies

The application of digital and creative technologies to fashion and textiles has contributed to the 
complexity of designing for CE consumer experiences. Virtual technologies, for example, offer new 
opportunities for wearing digital garments and new forms of creativity, playfulness, and self-expression 
(Park and Chun 2023). Although digital garments can and often are mobilized to increase fashion 
consumption, they have the potential to engage consumers in the context of the CE and well-being. 
In addition, virtual reality (VR), augmented reality (AR). and multisensory technologies are used to 
create immersive, multisensory narratives that can foster emotional connection and empathy, help 
consumers understand new materials, and engage newly with fragile ecological contexts and the 
meaning of material lifecycles (Pittera, Gatti, and Obrist 2019; Laukkanen et�al. 2022; Luan and Phan 
2024). Creative interactive technologies can also be designed as reflective tools by providing multi-
modal feedback to help consumers explore their embodied experiences of clothing and textiles 
(O’Nascimento et� al. 2025; Petreca et� al. 2019), an example of which is a biosensing wristband that 
can measure and provide feedback on physiological changes (Yu et� al. 2024).

CE toolkits

Design toolkits are sets of resources (e.g., prompts, activities) that provide inspiration, introduce 
concepts and methods, or mediate communication between different stakeholders (Roy and Warren 
2019). For instance, there are many card-based tools that address a wide range of design domains 
and contexts. We undertook an online search for CE toolkits for fashion to ascertain the alternatives 
that are available. We used the search terms “CE toolkit fashion,” “CE design toolkit,” “CE tool-
kit + consumers,” and “CE design toolkit + well-being CE toolkit,” which resulted in a collection of 103 
items. Two researchers reviewed the titles and abstracts/introductions using four criteria: the toolkit 
audience, the focus on CE, the attention given to consumers, and whether and how well-being fea-
tured in the toolkit. A total of 93 items were excluded using these criteria because (1) the toolkits 
on which they reported focused exclusively on CE business models, value mapping, or supply chains; 
(2) provided only generic CE design strategies or guidelines (i.e., to support fashion brands and 
retailers who would like to explore circular design within their company); or (3) was beyond the 
scope of fashion, apparel, or textile design (e.g., CE cities, transport).
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Most of the CE toolkits for design that we reviewed prioritized helping businesses to create circular 
supply chains, resource flows, and products (e.g., The Circular Design Thinking™ toolkit (33Vectors 
2013), the Circularity Measurement Toolkit (Garza-Reyes et� al. 2019)); see Bocken et� al. (2019) for 
an extended review of circular business model-innovation tools. Our review suggests CE toolkits that 
aim to facilitate circular design practices tend to be product-centric and focused on the designer and 
span a wide range of products from circular packaging, food, waste management, buildings, and cities 
to travel and tourism (e.g., Circular Design Guide (IDEO and EMF 2018), The Circular Design 
Thinking toolkit (33Vectors 2013)). We reviewed the remaining ten CE design toolkits for fashion 
professionals in detail (see Table 1). As Table 1 shows, the CE design toolkits for fashion primarily 
target the fashion industry, small and medium enterprises (SMEs), and designer audiences, with only 
one (Close the Loop) also aimed at consumers. These toolkits mainly focus on CE product design 
or circular business models, although three toolkits have a broader, holistic approach encompassing 
sustainable fashion practices (Close the Loop, PC4Fashion, and Ripple Effect).

While there are some general CE service-design tools that aim to help understand customer expe-
riences of a specific brand’s offering (e.g., product, services, advertising, care) and that include cus-
tomer journey-mapping tools, they rarely engage with the roles or experiences of consumers. Some 
CE toolkits outside of fashion and textiles are beginning to address consumer experiences. For example, 
The Systemic Four (FUL 2020) and Designing Your Circular Transition (Danish Design Centre 2021) 

Table 1. CE  design toolkits for fashion professionals.

Toolkit Audience Focus

Attention to:

Consumers Well-being

Circular by Design – a model 
and “canvas tool”

(Ballie, 2018)

Textile and fashion
SMEs

Product design: Circular 
design

closed-loop systems

Anticipation of consumer 
needs

–

Circular Design Kit
https://circular.fa shion/

downloads/2021_circular.
fashion_circular_design_kit.
pdf

Fashion designers Product design: 
Sustainable design, 
ideation tool, 
materials, and garment 
longevity

Participatory design as a 
CE strategy

–

Circular Design Toolkit for 
Fashion and Textiles

(Wrap 2023)
https://www.wrap.ngo/

resources/guide/
circular-design-toolkit

Fashion designers Product design: circular 
design strategies and 
principles

Tangential mention of 
alternative 
consumption strategies

–

Circular Toolbox
https://www.thecirculartoolbox.

com

Fashion and apparel 
brands

Circular business models: 
rental, resale, repair, 
and care services

– –

Close the Loop
https://close-the-loop.be/en

Fashion industry, 
designers, producers, 
retailers, and 
consumers

Sustainable fashion 
practices: slowing and 
reducing consumption, 
and alternative 
consumption strategies

Participation in alternative 
consumption strategies

Care (for garments)

Product Circularity, Fashion, 
Clothing, and Textiles 
(PC4Fashion) Tool (2024)

Center for Sustainable Design
https://cfsd.org.uk/projects/

pc4f/tool

Fashion designers, 
retailers, and supply 
chain professionals

Sustainable fashion 
practices: lifecycle, 
reuse, and recycle

Recognition of consumer 
as an actor in the 
garment lifecycle

–

Ripple E�ect Tool
(Taylor 2019)

Fashion SMEs, and 
designers

Sustainable fashion 
practices: slowing and 
reducing consumption, 
and alternative 
consumption strategies

Participation in alternative 
consumption strategies

Care (for garments)

Sustainable Fashion Bridges 
Ideation Toolkit

(Hur, Beverley, and Cassidy 
2013)

Fashion designers Product design: 
Sustainable design 
ideation tool

Potential of consumer as 
co-designer

–

Sustainable Fashion Design 
Model

(Gwilt 2015)

Fashion designers Product design: 
Sustainable design 
ideation tool

Potential of consumer as 
co-designer

–

The Ten: Design Research 
Tools (Earley, 2021)

Fashion designers Product design: 
embedding sustainable 
design practices/
strategies

Participation as co-design 
and alternative 
consumption strategies

–

https://circular.fashion/downloads/2021_circular.fashion_circular_design_kit.pdf
https://circular.fashion/downloads/2021_circular.fashion_circular_design_kit.pdf
https://circular.fashion/downloads/2021_circular.fashion_circular_design_kit.pdf
https://circular.fashion/downloads/2021_circular.fashion_circular_design_kit.pdf
https://www.wrap.ngo/resources/guide/circular-design-toolkit
https://www.wrap.ngo/resources/guide/circular-design-toolkit
https://www.wrap.ngo/resources/guide/circular-design-toolkit
https://www.thecirculartoolbox.com
https://www.thecirculartoolbox.com
https://close-the-loop.be/en
https://cfsd.org.uk/projects/pc4f/tool
https://cfsd.org.uk/projects/pc4f/tool
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toolkits attend to consumers as key actors in circular business systems, and the Use2Use toolkit 
(Rexfelt and Selvefors 2021; Use2Use 2022) foregrounds consumer perspectives in the ideation of 
circular products and services. The Ripple Effect Tool (Taylor 2019) acknowledges the potential role 
of consumers as co-designers, actors in a garment lifecycle, or alternative consumption strategies. 
These strategies include establishing support groups to encourage garment-sharing and giving, creating 
skills-swap activities to enable consumers to exchange values and skills, and fostering consumers’ 
clothing-care practices to build meaningful relationships between them and their clothes (Taylor 2019, 
410). In contrast, the CET that we present in this article places the consumer at the center of CE 
design through attention to consumer experiences and well-being.

Design for well-being is an emergent feature in some areas of design. For example, the Wellbeing 
Design Toolkit (Peters, Ahmadpour, and Calvo 2020) supports technology designers to improve the 
design of technology devices and experiences by applying well-being psychology (i.e., concepts of 
autonomy, competence, relatedness) to design and considers how technology impacts user well-being. 
In the context of architecture, The Happy Design Toolkit fosters architecture for better mental 
well-being (Channon 2022). However, few CE toolkits engage with human well-being explicitly or 
holistically. The Shift Framework aims to encourage ecologically sustainable consumer behavior, and 
while it is not explicitly about well-being, it touches on several facets of well-being – individual 
self-interest, self-efficacy, and feelings (guilt or pride). Another example of how well-being is taken 
up in CE toolkits for fashion is the Product Care Kit (Ackermann et� al. 2021) that promotes design 
strategies to motivate and support consumers to care (an aspect of well-being) for a product. Finally, 
the Wellbeing Wardrobe, though not a toolkit, merits a mention as it is a rare example of fashion 
engagement with well-being. It applies well-being economics to the contemporary fashion industry 
(Pugh et� al. 2024) to prioritize human mental and physical well-being, equality, climate justice, and 
sustainable livelihoods and challenge the possibility of perpetual growth.

This brief review of the literature demonstrates a small but growing set of CE toolkit resources 
to support consumer engagement and participation. Few of these resources address CE in the context 
of fashion and textiles, which is a notable gap given the scale of fashion and textile waste (Niinimäki 
et�al. 2020), and the role of consumers in using and (re)distributing resources (Camacho-Otero, Boks, 
and Pettersen 2018; Hobson and Lynch 2016; Kirchherr, Reike, and Hekkert 2017). Furthermore, 
consumer-oriented CE toolkits focus on the practicalities of consumer experiences (i.e., for mending 
and recycling). While that is an important consideration, we argue that a more holistic approach to 
consumer experiences is required. The CET that we present below and discuss in the remainder of 
this article aims to address this gap.

Method: the circular experience toolkit (CET) development process

We developed the CET over 2.5 years (March 2021–September 2023) through an iterative design-based 
collaboration involving (1) academics in design, fashion and textiles, social sciences, neuroscience, 
psychology, computer science, and human-computer interaction (2) industry professionals in fashion, 
textiles, design, and technology, and (3) the public. The process involved six interconnected iterative 
phases. Iteration 1 consisted of team ideation. Iterations 2, 3, and 6 involved a series of design work-
shops (1.5–2 hours with a total of 28 fashion professionals) to test and evaluate the design, usability, 
and usefulness of the toolkit. Iteration 4 entailed 30 semi-structured interviews that we conducted 
in the Regenerative Fashion Hub (RFH) in London, a living lab on consumer experiences with an 
emphasis on well-being. Iteration 5 entailed a second team ideation (this differed from Iteration 1 
in that it followed three further cycles of iteration and involved two new team members). Finally, 
Iteration 7 involved working with a fashion-business consultant on toolkit messaging. The focus, 
timeframe, method, and participants of each phase are summarized in Table 2.

The research was approved by the Royal College of Art and University College London ethics 
committees. Participants were given information sheets and provided written consent for their par-
ticipation and for video/audio recording. Participation was voluntary, and participants could withdraw 
from the study at any stage. The iterative phases from toolkit conceptualization to validation and 
final design are described in more detail below.
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Iteration 1: Conceptualizing the Circular Experience Toolkit evolved through our initial efforts to 
create working scenarios centered on circular consumer experiences as a method to ground the 
development of a framework to support stakeholders in CE fashion. These scenarios concerned novel 
CE centered consumer experiences in retail environments, where consumers could, for example, engage 
with the origin and production of a material, understand it’s properties, participate in the co-design 
of a new garment, bring a garment to be assessed for repair, select a repair technique, or learn the 
skills to repair it. Through the process of developing a set of draft scenarios, the team agreed on 
key “building blocks” (or factors) that were consistent across this design space – persona, context, 
material, technology, use, sensory, and well-being. This process was recorded through written notes. 
We used the scenario key factors and content to inform the development of a draft CET toolkit 
(illustrated in Figure 1). The final CET is described and presented in the Design Outcome section 
(Figure 9).

Iteration 2: An online pilot workshop facilitated by the team was held with six “critical friends” 
from industry and academia recruited via the Royal College of Art industry-partnership network. 
The workshop was used to gain feedback on the first version of the toolkit. It was conducted over 
two hours via Miro, a collaborative online platform. We asked participants to work with the draft 
toolkit cards to create a scenario around a “persona” and map the consumer experience. We video-
recorded the workshop interaction via Zoom, downloaded the final Miro boards,1 and conducted a 
thematic analysis of the video and Miro board data (Braun and Clarke, 2006) comprising six iterative 
steps: (1) transcription of and familiarization with the data; (2) identification of initial codes; (3) 
clustering codes into “candidate” themes; (4) reviewing and verifying themes; (5) formalizing themes 
and shaping them into a coherent narrative; and (6) reporting themes supported by pertinent 
quotations.

Table 2. O verview of the iterative phases, timeframe, methods, and participants.
Toolkit iteration phase Timeframe Method Participants

Iteration 1: Conceptualization March–May 2021 Team ideation workshop TCC team
Iteration 2: Pilot critical friends July–August 2021 Online (Miro) workshop Industry and academia (n = 6)
Iteration 3: Pilot industry partnersSeptember–December 2021 Workshop Fashion professionals (n = 18)
Iteration 4: Revision Well-being cardsOctober–November 2022 Living lab semi-structured 

interviews
Public (n = 30)

Iteration 5: Card development January–February 2023 Team ideation TCC team
Iteration 6: Toolkit validation September–December 2023 Group workshop, interview Sustainable fashion 

professionals (n = 4)
Iteration 7: Messaging April–August 2024 – A fashion business, policy, and 

sustainability consultant

Figure 1. A  sample of the draft toolkit cards.
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Iteration 3: A scenario-building workshop was held with industry partners and facilitated by the 
team (Figure 2). We recruited 18 participants through the RCA industry-partnership networks, from 
eight organizations, to take part in the 90-minute workshop. Participants worked in four small groups 
(of 4–5 people in each group). We provided each group with the draft CET consisting of a set of 
60 design cards (the categories and a sample of cards are shown in Figure 1) and large sheets of 
paper and tasked them with using the toolkit to create a scenario of a circular consumer experience 
for their brand(s). We did not set a specific order for deploying the cards, and we encouraged par-
ticipants to explore the links between card categories. A member of the research team joined each 
group as a facilitator, videorecorded the workshop interaction, and collected and photographed the 
scenario boards they generated. We wrote field notes on participants’ use of the cards during the 
workshop and analyzed the data using the same thematic analysis procedure that was used for 
Iteration 2.

Iteration 4: Testing the Well-being cards at the Regenerative Fashion Hub (RFH). The RFH was an 
experiential speculative retail environment created by the Textile Circularity Center (TCC) in East 
London using the “living lab” methodology (McPhee et al., 2012; Malmberg, 2017). Living labs inte-
grate research and innovation activities in multi-stakeholder environments and place end-users at the 
center of the innovation process. The RFH was designed to present the journey of bio-waste of a 
garment from source to repair. A key aim of the RFH was to innovate and research how to recouple 
resource flow and human well-being and encourage sustainable and circular textile consumption. It 
consisted of six stations. Station 1, a “Multisensory Installation” exploring the process of refining and 
regenerating bio-waste. Station 2, a “Materials Library” of cellulose-based textile samples made from 
bio-waste. Station 3, a “Materials Gym” presenting larger material samples for developing material 
knowledge and expressing attachment to textiles and products through touch, gesture, and movement. 
Station 4, the “Circular Shirt Builder,” a co-design and customization station featuring a modular 
shirt as one example of these processes and designed to evoke elements of traditional tailoring in a 
retail setting while emphasizing modularity and co-design. Station 5, a “Renewal and Repair” station 
displaying examples of a repaired garment. Finally, Station 6, “Role-patches,” displayed a series of five 
patches for people to reflect in a playful way on their “role” in the circular economy.

Two researchers took participants on a “guided journey” of the RFH stations. A topic guide was 
used to explore how dimensions of well-being were realized and articulated as part of participants’ 
experiences at the RFH and their experiences of buying and wearing clothes more generally. For 

Figure 2.  Scenario creation with industry partners.
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example, we asked how the different fabrics provided at the “Materials Gym” felt on their body and 
what emotions, if any, were triggered by these sensations. The “Circular Shirt Builder” station helped 
us to probe their experience by asking about their sense of ownership and effort. At the “Renewal 
and Repair” station, we elicited participant stories of repair of their own garments in relation to 
competence, skill, effort, and attachment. The average participant journey time through the RFH was 
45 minutes (ranging from 35 to 70 minutes). Once participants had completed their journey, we asked 
them to select any cards (as many as they liked) that resonated with their experience and we probed 
them to elaborate on their selection (Figure 3). All the participants completed this task in an average 
time of 15 minutes (ranging from 12 to 20 minutes). All journeys were video-recorded.

The participants for the RFH study were members of the public from fashion and non-fashion 
backgrounds (30) who we recruited via X, Instagram, LinkedIn, and university networks.

Iteration 5: A round of team ideation was undertaken in a one-day team workshop with the RFH 
researchers and two new members of the research team. We used the toolkit to create sustainable 
consumer-experience scenarios as a further check on the functionality of the cards, the legibility of 
the text on the cards, and the instructions for using the toolkit. We then refined the cards and 
instructions. We took notes and photographs throughout the day to record changes to the cards.

Iteration 6: A toolkit-validation workshop was facilitated by two of the authors with a group of 
four independent sustainable fashion designers, stylists, and consultants planning to set up a joint 
CE retail-based space called The Circle Rooms. We envisaged this as a reconfigurable “dynamic” and 
“modular” space comprised of repair services, workspaces for hire by designers, with featured brand 
pop-ups and hosting swapping/hiring events, talks, and (re)styling sessions. The validation workshop 
took place in person and lasted for 90 minutes, including a one-hour scenario-building task. To ensure 
the workshop validated the usability of the toolkit as a standalone resource, we kept facilitator inter-
ventions to a minimum. We took notes and photographs of participants’ card selections (Figure 4) 
and interactions throughout the scenario building. The workshop was audio-recorded.

We conducted a group interview after the scenario task to explore the participants’ experiences of 
using the toolkit, card selections, and key moments in the process and to gather feedback on the 
toolkit. We analyzed the data using the thematic approach described above.

Iteration 7: We conducted two workshops with the team and a fashion business, policy, and sus-
tainability consultant to explore how to position and promote the toolkit with the industry. This 
included developing the messaging around the toolkit to facilitate its promotion on the TCC website 
and producing an introduction sheet (Figure 10) that described the toolkit and explained its purpose 
and how to use it.

Figure 3. O ne group’s Well-being cards selection.
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Results

Insights from user engagement

Our review of the literature showed that two aspects of circular consumer experiences are particularly 
important but not clearly defined: the use of creative technologies to…; and the potential of well-being 
as a concept for understanding consumer behavior. We used the iterative development of a design 
toolkit to investigate how these two components might be brought to the fore in sustainable fashion 
and textile-consumer experiences. While many brands have reduced their High-Street presence due 
to increased running costs and the rise in online shopping (Wright 2023), we proposed CET as an 
opportunity for re-thinking sustainable consumer experiences. That is, rather than being the location 
of primarily “new” purchases, retail spaces could become places for alternative ways of engaging with 
fashion. This might include multiple experiences and services in the same space and/or multiple small 
and medium enterprises. Through Iteration 1, the importance of visualizing new experiences was 
highlighted, which led us to add photographs and illustrations to the cards to create a prototype 
(draft) toolkit.

Analysis of feedback on early versions of the toolkit from our workshops with participants within 
the circular fashion design, industry brands, and academia (in Iterations 2 and 3) showed that CET 
functioned well as a prompt for scenario creation, conversation, and reflection. However, workshop 
one (Iteration 2) highlighted three key areas in need of further development. First, some participants 
reported that the pre-prepared Persona cards (which detailed an imagined consumer’s demographic 
data and attitude to sustainability) were constraining and suggested that we use blank cards, as most 
users of the toolkit would have distinct demographic consumer bases. Second, workshop participants 
suggested that the Context cards be expanded to support planning, specifically to separate the dimen-
sions of “context” into Location and Time horizon card categories to situate scenarios in the near, 
medium, or far future. Finally, participants commented that the linear positioning of the cards on 
the Miro board, in which the Well-being cards were on the periphery (to be introduced halfway 
through the process by facilitators), limited the centrality of well-being as a concept. They suggested 
that a less prescriptive approach to using the CET would allow more dynamic relationships between 
the card categories to emerge. We revised the toolkit in response to this participant feedback.

Figure 4.  Final selection of cards that informed TCC group’s consumer-experience scenario.
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Well-being
The second workshop we facilitated using the toolkit (Iteration 3) centered on identifying the chal-
lenges that arose at each stage of scenario-building. This helped us to refine the categories and 
framings of the cards. The more open use of the cards prompted by participant feedback in Iteration 
1 resulted in a less “linear” approach to the scenario-building process. The main finding from this 
workshop was the need to further develop the Well-being cards. Participants found the draft Well-being 
cards difficult to mobilize conceptually because there were too many cards and they were too 
text-heavy. Consequently, the Well-being cards were seldom used in the workshop. In response, we 
focused on well-being in the next iteration of the toolkit.

In Iteration 4 of the CET development, we revisited the literature on well-being, CE, and sustain-
able consumption. We identified a preliminary set of 24 “well-being dimensions” which we concep-
tualized in a single word rooted in everyday vocabulary and was then used to produce a new set of 
Well-being cards (Figure 5, left-hand column Table 3).

Figure 5. L eft: early iteration example of the “Well-being” cards. Right: later iteration simplifying the cards.

Table 3.  Summary of the iterative changes to the Well-being cards.
Previous well-being dimensions Consolidated well-being dimensions

A�ordable A�ordability
Agentive Agentive and Sense of control
Sense of control (Folded into the above)
Attuned and in touch (Folded into the above)
Sense of attachment Attachment
Sensuous Bodily and sensory
Caring Caring
Sense of connection (Folded into Community and belonging)
Sense of belonging Community and belonging
Competence (sense of “mastery”) Competence (sense of “mastery”)
Con�dence (Folded into the above)
Creative Creativity and self-expression
Expressive (Folded into the above)

E�ortful (new dimension added)
Engaged Engagement
Participation (Folded into the above)
Enjoyment and pleasure Enjoyment and pleasure
Feel great (Folded into the above)
Self-discovery Learning
Motivation (Folded into Agentive and Sense of control)
Optimism Optimism
Ownership (Folded into Agentive and Sense of control)
Purposeful (Folded into Agentive and Sense of control)

Playfulness (new dimension added)
Future thinking (Prospective self )
(new dimension added)

Self-esteem Self-worth
Sense of satisfaction (Folded into above)

Note: The left-hand column shows the 24 dimensions tested at the RFH; the right-hand column shows these consolidated into 16 dimensions 
following analysis of data from these studies.
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Iteration 4 drew on a thematic analysis of the semi-structured interviews focused on consumer 
experiences and well-being conducted at the RFH. Insights from the analysis enabled us to identify 
how, when, and to what extent well-being dimensions featured implicitly and explicitly in participants’ 
experiences. Three dimensions of “feeling well” – pleasure, sensory experience, and attachment stood 
out as having a strong significance for the majority (more than half) of participants. One comment 
illustrates these responses: “It feels so lovely! I don’t want to let go… [laughs]” (Participant 15). 
Participants also discussed the pleasure of wearing and making garments, which one described as a 
creative process of “self-discovery” (Participant 8). All participants told stories of touching clothes in 
shops and markets to understand how the material would feel and behave on the body. These stories 
prompted participants to consider materials as part of a holistic bodily and sensory experience: “How 
it feels on our body, it’s important, it gives me different emotion[s]” (Participant 6). Participants 
linked their sense of attachment to garments with their positively felt bodily experiences and also 
linked negative material qualities to a sense of detachment and clothes not being worn. Participants 
shared their stories of renewal and repair, notably their pleasure at mending a garment, which they 
associated with caring: “that’s why you’re mending your clothes, because you’re attached to them” 
(Participant 10). Repair was seen to increase the emotional value of a garment: “I’ve felt a stronger 
sense of connection” (Participant 16).

Most participants described their experience of the RFH as contributing to “doing well,” notably, 
an enhanced sense of agency, control, engagement, and competence. Around one-third of participants 
highlighted the role and significance of effortful activity, which in turn generated a sense of playful-
ness, creativity, optimism, and engagement with one’s future prospective self. Participants commented 
that the invitation to touch and interact with materials and garments (and their body) enabled them 
to feel an active part of textile circularity: “It gives me a feeling like I’m joining the process” 
(Participant 1); “I have a sense of control and kind of connected” (Participant 19). Participants con-
sidered engagement and participation as key to their experiences of agency, connection, self-discovery, 
and optimism at the Hub. “There is a sense of connection: you feel like you are part of a solution” 
(Participant 16). They perceived and experienced effort as a key dimension of co-design and repair, 
seeing the effort level as dependent on a participant’s skills and the need for effort to be balanced 
with the promise of circularity and longevity. Participants also commented on the importance of 
competence: “When I was trying those materials…it’s a satisfying feeling when you learn, when you 
improve a bit” (Participant 15). In relation to “being well,” participants linked the durability of a 
fabric and its ease of care (for example, ironing, cleaning, and removing stains) with affordability 
and sustainability. Effort and care were key considerations for participants when choosing materials 
or deciding to renew and repair clothes. This helps to re-frame sustainability away from buying 
“expensive sustainable bougie brands” (Participant 25) to making sustainability more affordable.

Our analysis of the interview data informed how we rephrased the CET cards to be more precise 
(e.g., Sensuous became Bodily and Sensory), cards that participants considered too similar were 
renamed or amalgamated (e.g., Agentive was combined with Sense of Control), well-being dimensions 
found to be too vague were removed (e.g., Feel great), and a few well-being dimensions were added 
(for example, Effortful) that had featured prominently in participant experiences, and in the literature. 
Through this process, we refined the Well-being cards and, in the process, reduced them from 24 to 
16 (see Table 3).

We conducted a second intensive phase of team ideation (Iteration 5) that built on the above work 
(Iterations 1–4) and identified five areas for further development. First, in relation to the target CET 
user, we more clearly identified these as fashion professionals interested in developing the consumer 
experience. Second, we added blank cards to some of the card categories (e.g., Technology, Material, 
and Consumer-garment relationship) to encourage users to add their own examples. Third, to simplify 
the Time horizon cards, we condensed the different cards into one card with tick boxes to establish 
the timescale, frequency, and duration of the scenario (Figure 6). Fourth, to improve the CET ease 
of use, we updated and combined the introductory “how-to” and “meta” cards on how to use the 
toolkit. Finally, to better sequence the use of CET, we suggested that the Time horizon, Persona, and 
Location cards be selected before other cards, to help anchor the scenario and frame the selection 
of cards from the other categories.
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Toolkit validation and application

We validated the toolkit through a workshop with a group of four independent sustainable fashion 
designers, stylists, and consultants who were planning to set up a joint CE retail-based space. They 
found the toolkit both usable and useful. While the participants had a vision of their future circular 
retail space, the CET helped these fashion professionals by providing a “conversation starter and 
guide” to help them articulate and interrogate the implicit aspects of their vision, and to further 
develop the consumer experiences and services that it would provide. As Participant A stated:

I can see �e Circle Rooms more clearly from doing this – it’s taken it somewhere else – even though we 
have had lots of conversations about it already.

Designing well-being experiences: The participants agreed that The Circle Rooms would engage with 
multiple age groups and create a social and experiential CE consumer experience. Their scenario 
(below) follows the persona “Niamh” across distinct encounters in the retail space over a period of 
three months. Through the scenario, we gain a sense of how Niamh is building awareness and con-
fidence as she comes to change some of her consumption practices. The Well-being cards the group 
selected for the scenario helped them to better name and articulate the ethos they wanted to develop 
to underpin The Circle Rooms experiences and services. They selected the following collection of 
cards: Affordability, Agentive, Attachment, Community, Engagement, Enjoyment and Pleasure, Learning, 
and Optimism. In The Circle Rooms scenario, for example, Niamh could learn and actively participate 
at multiple points of her experience, and she is engaged through her interactions with the upcycling 
makers and menders. The participants imagined that the range of people and events would develop 
a sense of community and belonging for Niamh, giving her pleasure over time and creating a sense 
of agency and optimism.

Designing multisensory experiences with digital technologies: The Technology, Sensory signature, and 
Material cards used to build The Circle Room scenario raised new considerations for the participants. 
For example, their selection of the Material card Hemp in combination with selecting the “Immersive” 
and “Olfactory” Technology cards, and “scent” Sensory signature cards (Figure 7) prompted exchanges 
between them about the fresh scent of hemp fields being harvested – a sensory experience not usually 
associated with hemp, which usually carries rather “bland” and “worthy” connotations. This led the group 
to include communicating this scent and experience in their scenario through VR and olfactory technol-
ogies – resulting in Niamh’s new appreciation for the material. Here, the Technology, Sensory signature, 
and Material elements of the CET also spoke to dimensions of Niamh’s well-being – as it produced an 
enjoyable experience, which supported learning, engagement, pleasure, and material attachment.

The “Lighting” Technology card (Figure 7) prompted conversation within the group about how 
technology could be used to enhance The Circle Rooms in a “relatively inexpensive” and “tangible” 

Figure 6. U pdated “Time horizon” card with one card incorporating three dimensions.
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way (e.g., the lighting of their space). These examples illustrate how the toolkit facilitated the group’s 
exploration of new aspects of their consumer-experience design.

The Circle Rooms CE consumer-experience scenario: The Circle Rooms is a future sustainable fashion 
High Street retail space. It is a flexible environment that offers a range of products, experiences, and 
services, spanning garments and other apparel upcycled from reclaimed textiles, and workshops, talks, 
workspaces, repairs, swapping/hiring events, (re)styling sessions, “meet the makers” events, and other 
pop-up features. The Circle Rooms management team regularly changes activities and offerings in 
the space, and customers can return to enjoy its distinct, affordable offerings and sense of community. 
More than a shopping experience, this is a place where people of all ages feel welcome to stay for 
some time, milling and interacting with goods and each other.

Niamh (age 50 – a persona selected from the CET persona cards and further developed by the 
participants through the scenario building), who was mentioned earlier, works as a senior manager 
of sustainability for a major food corporation. Her fast-paced job takes up much of her time, but 
she is interested in exploring achievable ways to change how she engages with fashion. Almost every-
thing she owns was bought new. Although keen to change her practices, she has several reservations 
about alternative options: she is unsure about wearing secondhand clothes and does not have the 
confidence to mend or upcycle her clothes, and her free time is limited.

Her first experience of The Circle Rooms was through an in-store event – an evening talk on prac-
tical approaches to circular fashion, which she found online. Entering the store, she feels a sense of 
surprise and excitement at the mix of things she finds there – she had come for the talk, but she also 
encounters a dynamic co-working space of makers, and a collection of coats upcycled from sleeping 
bags. Speaking to one of the makers, she learns that these items were discarded by festival goers from 
a nearby area. She is pleasantly surprised by the outcome – the coats look (and smell!) more attractive 
than she expected. Later, when she looks up the store online, she finds that it works with a whole range 
of industrial “wastes,” making shoes from old train furnishings, bags from used fire hoses, and earrings 
from the inner tubes of bikes. She shares the link with her three children, who are away at university. 

Figure 7. T he “Immersive,” “Smell,” and “Lighting” Technology cards, and the “Scent” Sensory signature card. Note: Design 
by Amber Anderson.
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Back in the store, Niamh’s attention is caught by its events calendar for the coming months and notes 
a forthcoming mending and upcycling consultation day. She leaves feeling inspired. She begins to con-
sider what she could do with some of the items in her wardrobe that she has not worn for a while. 
She recalls an old favorite dress that she could bring to the store over the weekend, when she could 
talk to one of the makers about how the dress could be transformed. Niamh looks forward to popping 
in. A few weeks later, she paid for the service, the broken zipper on the dress was fixed, and the area 
that had grown tight around the arm holes was loosened, and sleeves in a lightly textured fabric were 
added. With the garment’s new lease of life, she feels a renewed sense of attachment to the dress.

A month passes, and two of Niamh’s children are back from university. As they are both interested 
in sustainability, she invites them to The Circle Rooms. When they enter the space, they are hit by 
a fresh smell (conveyed through olfactory technologies) of hemp fields being harvested. The space 
features a small installation of a mini-field, and the family tries out the VR headsets, where they are 
surrounded by a much larger field. Through the VR experience, they learn how hemp is harvested 
and transformed into clothing. They then explore the selection of garments made from the material 
and are surprised by how different they are from their previous imaginations of sustainable materials 
as dry, itchy, and aesthetically unattractive.

Several months later, Niamh is starting to plan for her summer holiday. It’s been a long time since 
she went somewhere hot by the sea; she does not have the right wardrobe, but she is conscious that 
buying suitable clothing for such a short space of time would be wasteful. The Circle Rooms have 
emailed to advertise an upcoming holiday wardrobe “hire and swap” event over the weekend, where 
a stylist will also be on hand to support the selection of items. Niamh attends the event, entering 
to find it lit in a warm, sunny glow. She finds most of what she needs and feels optimistic with how 
the store has provided her with the “hit of newness” she enjoys from shopping, without buying new. 
She is starting to become accustomed to the idea that clothes can pass through different hands, 
become different things, and sometimes get even better over time.

* * *

Analysis of the above scenario data suggested the Toolkit would benefit from three areas of refine-
ment. First, the participants commented that there were too many Material cards and they considered 
them to be too “technical” (e.g., “regenerated cellulose”) and text-heavy. Participants used the spare 
Material cards to add materials they were currently working with, including hemp and “deadstock” 
textiles from industry (e.g., bicycle innertubes). In response, we edited the number of Material cards 
and the featured sub-categories; we also increased the number of blank cards for this category. Second, 
it was unclear to participants how they could use some of the Technology cards on newly emergent 
technologies. We adjusted these cards to clarify the technologies’ applicability through the visual 
illustration. Finally, participants wanted the CET cards to be “more visual” and colorful with less 
written text. They felt that this modification would enable a more creative, intuitive experience that 
maintained momentum because they would not have to read long descriptions. In response, we 
worked with a graphic designer to visually enhance the toolkit.

The participants commented on the potential of the toolkit to support consultancy work with 
larger brands and to bring together different stakeholders (for example, designers, marketing, 
supply-chain professionals) and their agendas.

A lot of people don’t understand what we mean when we say “circular business models” – they understand 
the broad concept, but not the actual “nitty-gritty” of the day-to-day functioning. �is toolkit is something 
that I could use to help them do that…I haven’t seen something like this which supports that overarching 
conversation. (Participant C)

The participants suggested they could also use the toolkit to build scenarios directly with consumers 
to gain insight into what is meaningful to them and to help ensure new materials are “what the 
customer is ready for” by building consumer interest and awareness:

In my experience, it’s a hierarchy where, as the designer, you think “this is cool” but then it [the garment] 
sits there not being sold, as the customer doesn’t get it [the material] – maybe it’s better to think more 
organically – start from where [the] consumer is at. And then sometimes they might surprise you and think 
“Oh, I’d be into a bit of mushroom!” (Participant A)
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These reflections point to the CET’s flexibility as a resource that can be used between fashion 
professionals – and by fashion professionals with fashion consumers.

Application
We have used the CET to develop new experiences that address well-being and mobilize creative tech-
nologies. For example, the CET was used to design an AR tool to enhance consumer understanding of 
new bio-based textiles (Figure 8). We used several cards to shape the design of the experience: The 
Well-being cards highlighted dimensions like Enjoyment and Pleasure, Bodily and Sensory, Playfulness, 
Learning, and Future-thinking, which informed an experience that was fun, educational, and connected 
to the future of circular practices. The Sensory signature cards focused on sight and feel, encouraging 
users to physically connect with and visually appreciate the materials. The Technology card brought AR 
into the design, allowing for an immersive exploration of regenerated cellulose, as chosen by the Material 
card. Finally, the Persona card defined “George,” a branding professional interested in sustainability and 
city life, grounding the design in relatable consumer needs. The cards enabled a holistic, well-being-focused 
experience that supported doing well through active learning and feeling well through sensory engagement.

Design outcomes

We developed the toolkit-card categories through the iterative design-research process outlined above. 
The categories and cards highlighted key aspects for consideration in the design of circular consumer 
experiences. We thoroughly tested the card categories and contents with fashion-design professionals 
and the Well-being cards were also tested with consumers. Finally, we engaged with fashion profes-
sionals to validate the toolkit and its application and we have shown it to be useful to prompt 
reflection, conversation, and design imagination.

The final CET (Figure 9) consists of 72 cards, organized into eight card categories:

•	 Persona: �e CET users’ “typical” consumer.
•	 Location: Where the scenario takes place.
•	 Time horizon: �e moment, frequency, and duration of interactions in the scenario.
•	 Material: “Circular” materials from renewable and sustainable sources.
•	 Sensory signature: �e sensory qualities of the garments and/or retail space.
•	 Consumer-garment relationship: Di�erent phases of an individual’s relationship to a garment, 

from trying it on in-store through to divestment.

Figure 8. T oolkit in action. Photo credit Gianni Diliberto.
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•	 Well-being: Dimensions of well-being that the consumer experiences or services could be 
designed for.

•	 Technology: Digital technologies to support/enhance the circular consumer experience.

The CET guides the fashion professional who is using it to explore and select a set of cards that 
reflect their consumers’ personas, locations, and the time horizons of their interactions. It invites 
professionals to imagine the types of experiences and services that they want their consumer to have 
(Material, Sensory signature, Consumer-garment relationship, Well-being, Technology). They can then 
use the CET cards to support them in articulating how these experiences could be sequenced and 
related in creative and productive ways that support a CE.

We worked with an illustrator to redesign the toolkit identity with a clear format for presentation 
(e.g., adding color coding to facilitate navigation without a facilitator present); to develop an intro-
duction sheet containing a description of the toolkit contents and instructions for how to use it 
(Figure 10); and to design a box to contain the toolkit (Figure 11). This work further enhanced the 
aesthetics and usability of the toolkit.

Figure 10. I nstruction card. Note: Design Amber Anderson. Photo credit Gianni Diliberto.

Figure 9.  Sample of the CX toolkit main card categories and one card from each category to exemplify the color cod-
ing. Note: Design Amber Anderson. Photo credit Gianni Diliberto.
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Discussion and implications of CET for consumer experience

We have worked at the intersection of design, circular economy, and well-being to identify and 
iteratively test key aspects of CE consumer experience to develop a CE design toolkit. The CET 
foregrounds consumer experiences and scaffolds awareness of and transitions to alternative retail 
experiences and services that might support the CE (Petreca et� al. 2022; Wastling, Charnley, and 
Moreno 2018). The CET also extends CE toolkits beyond the practicalities of consumer experiences 
(e.g., for mending and recycling) and integrates notions of well-being and creative technologies. It 
offers fashion professionals (fashion, textile, and retail designers, consultants, stylists, merchandizers, 
and other stakeholders of fashion SMEs and larger brands) a distinctive tool focused on building 
scenarios for “circular” consumer experiences that place human well-being and creative technology 
at their heart.

A dominant narrative marketed, supported, and mobilized by fashion brands and retailers is that 
well-being can be achieved through consumption (Kim and Hong, 2011). Such narratives are based 
on a reduced and partial understanding of well-being focused on short-term hedonic pleasure-seeking 
and conspicuous consumption. Conversely, common routes to sustainable consumption tend to mobi-
lize discourses of sacrifice, moralistic criticism, or suppression of personal or social needs (Kjellberg, 
2008; Middlemiss, 2018; Soper, 2020 2020; Legere and Kang, 2020; Becker-Leifhold 2018) and focus 
on providing information (e.g., labels and measurements) (Schiaroli et al., 2024). Research suggests 
that speaking to longer-term (eudaimonic) aspects of human well-being (e.g., attachment or bodily 
and sensorial comfort) may offer an alternative and effective route to sustainable consumption 
(Chamberlin and Callmer 2021). In response, we propose a holistic approach to well-being and the 
circular economy that integrates and balances hedonic and eudaimonic dimensions of well-being. The 
CET presented in this article operationalizes a well-being framework for circular consumer experi-
ences. It argues for a holistic definition of well-being as a dynamic temporal process that unfolds 
across the process of consumption in moments of both satisfaction and challenge and relates to 
factors such as the embodied experiences and self-perception evoked by a garment (Evans, 2019). In 
defining key dimensions and elements of well-being in relation to CE fashion, our work contributes 
to understanding well-being as an effective strategy for sustainable alternatives that move beyond a 
notion of “worthy distinctions.” The participatory and iterative design process underpinning the toolkit 
informs its responsiveness to real-world contexts, interests, and the needs of designers and consumers. 
The well-being terminology we use is clear, familiar, and accessible to designers and consumers. The 
contextual sensitivity and format of the toolkit cards serve to embed well-being and technology in 
design experiences to make it meaningful and dynamic.

Figure 11. T oolkit box. Note: Design Amber Anderson. Photo credit Gianni Diliberto.
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Creative technologies for design are now pervasive but need to be brought productively into future 
scenarios of CE fashion. While other tools do not purposefully consider technologies, the CET 
demonstrates how creative technologies can be mobilized for CE scenarios that respond to socio-technical 
realities. We engage with a wide range of existing and emerging technologies to offer designers routes 
to recognize and bring the body and the sensory into CE consumption to enhance consumer well-being. 
The toolkit contributes to understanding how well-being and creative technologies can be embedded 
in scenarios of sustainable consumption (for example, extending the use and lifespan of garments 
through care, repair, and recycling) to satisfy consumer needs and enhance their quality of life, while 
minimizing environmental impact (Vargas-Merino, Rios-Lama, and Panez-Bendezú 2023). This fore-
grounding of the consumer is significant. Despite their central role in resource usage and allocation, 
consumer considerations are often overlooked in CE conceptualizations, which tend instead to pri-
oritize the practicalities of resource flows.

Conclusion

This article addresses a significant gap in the literature on conceptualizations of the circular economy 
and highlights the often-overlooked role of consumers and their well-being in sustainable fashion 
and textiles. We make two key contributions. First, we provide a strategy for the design of circular 
consumer experiences in fashion retail that engages with human well-being and mobilizes creative 
technologies, as an alternative to existing strategies (including scare tactics, discourses of “worthiness,” 
and sacrifice). Second, we operationalize this strategy through the Circular Experience Toolkit, a 
resource to support fashion professionals and businesses to engage with CE consumer experiences in 
their transition to a circular textile economy.

We detailed the process of developing the toolkit from its conceptualization to its validation and 
final design. In doing so, we confirmed the value of using theoretical ideas – in this case, the TCC 
well-being framework – to develop practical, tangible resources. We also demonstrated the power of 
working in collaboration with academic and industry partners to create and test such resources. 
Alongside the robust methodology of the CET development, the breadth of expertise and experience 
that we drew on is a key strength of our approach, as it included researchers and industry profes-
sionals working in broader fields of design and technology, as well as members of the public.

The study has several limitations, including that we conducted some parts of the research in a “living 
lab” context rather than an existing retail environment. It was also relatively small-scale, and the par-
ticipant sample was limited. We suggest that further research is needed to trial the CET in real-world 
retail settings to explore its ability to scaffold awareness of and transition to alternative retail experiences 
and services. This could include using the toolkit to design consumer experiences in independent fashion 
retailers with physical retail sites, to enable brands selling exclusively via digital platforms, or to design 
hybrid shopping environments. We envisage that brands could employ the toolkit to work with designers 
and consumers to create sustainable consumer journeys across their shops and digital assets.

In addition, further work is needed on strategies to embed and foster well-being in sustainable 
circular consumer experiences. We have conducted an initial study that shows how the well-being 
dimensions of the toolkit can be mobilized as an evaluation and design strategy for consumer expe-
riences. The CET could be used as a method with consumer-focus groups or designers to guide and 
attune the design of consumer experiences that integrate well-being and circularity into a brand’s 
retail design. This further work would generate a diverse portfolio of scenarios of circular consumer 
(retail) experiences that place human well-being and creative technologies at their heart. As an exem-
plar, the CET has been applied by members of the team working with designers with materials and 
interaction expertise to produce an AR tool, the Biofiber Explorer, to enhance consumer interaction 
with and understanding of bio-based materials, which includes mobilizing the well-being factors of 
learning, attachment, competence, playfulness, and future-self (O’Nascimento et� al. 2025).

The CET is a practical resource that realizes the broader TCC goal to establish a recoupling of 
resource flow and human well-being to better enable consumers to take an active role as agents of 
change in new cultures of CE consumption. We have shown that the CET can inspire, introduce key 
ideas, and mediate between stakeholders to support fashion professionals in designing circular 
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consumer-retail experiences and services. It is adaptable to different types and sizes of small and 
medium enterprises and we are currently looking to extend the toolkit’s take up and use in other 
sectors (e.g., automotive design). The CET Well-being cards provide fashion professionals with a 
means to help clarify and specify well-being in relation to sustainable consumption and a guide to 
embed and foster well-being in the development of novel, meaningful, playful, co-creative, and inter-
active scenarios for future consumer experiences.

Note

	 1.	 A Miro board is a digital collaborative whiteboard platform where people can brainstorm, plan, and work 
on projects together in real-time. Users can add text, shapes, images, and sticky notes to visualize ideas 
and organize information.
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