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iIsion and Mission

MILESTONES

Collaborations
Starbucks, Apple, Barney's New York Certified

Ecoalf Foundation- Upcycling Oceans:
e 600 tons of ocean waste
e 200 million plastic bottles
e 100 tons of fishing net
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Market Research

More than 3 out of 5 consumers in a McKinsey
survey ran in May 2020 said brands’ promotion
of sustainability was an important factor in
their purchasing decisions.

Fashion contributes over 8% of all greenhouse
gases and, if things continue as is, by 2050
more than 25% of the entire global carbon

budget will go to this one industry.

Apparel Manufacturing releases around 1.2
billion tons of greenhouse gases.

Global Fashion Agenda is calling on fashion
brands and retailers to take action on
circularity. Today's linear "take, make,
dispose’ economic model is simply not

sustainable.
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Brand Interview
Additional Expert Information

Key Takeaway

Ecoalf Interview
"We are trying to inspire others and set

a trend not compete in a category. You
can be sustainable without it affecting
the aesthetic of the brand."

-Monica Oliart
Pr & Collaborations Manager

Key Takeaway

Guest Speaker

"It is all about the ongoing influences
that ultimately lead a consumer to
their purchasing decision."

Key Takeaway

Ecoalf Interview
"Our mission is to ensure a low ecological

impact, while still creating clothing of the
same quality and performance as non-
recycled garments."

-Brendan Sapato
Marketing Communications Coordinator

-Raja Schaar
Program Director and Assistant Professor of
Product Design at DrexelUniversity
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efficient
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Objective

e Raise brand awareness of Ecoalf’'s products and
ecological messages in the U.S.

e Enter into the digital space with educational exhibition.

e Capitalize on the mission statement through creation of
the narrative for Ecoallf.

Develop a travelling immersive exhibition
that features 360 film through a dome
installation to inform consumers of brand
mission and products.



Elements

e Walking path experience (beginning to end)
e 5-10 min 360" film in a dome / spherical installation
o Narrative & documentary
o ECOALF mission and "Upcycling the Oceans’
e (Followed-by) Product displays
o Scan with apps, add to cart, product information
e Select products available for purchase on hand, all other styles and
products can be ordered for home delivery
e Collaborate with local sustainability organizations
o Show how people get involved in their area, representative and
booths
e Interactivity
o AR product overlay displays
o Call-booths / displays
o Questionnaires about 360° film for discounts or pledged
donations



= e el
d - .. .

- = ._-’f Py = e
-

J o oalF ST e .y

"'ﬁrv:"“ ,_..*,' |
g "<
ke 0 2 W4



















™
. L T
= i .. -.-'.
".: + &=
..—},‘.h‘
e ..__ +_ -
e .-".._-.ﬁ
- g A A-“
- n "o h
. = = e
s R . o
- i
- -. 5
a .
E e

-nullrl
















	Ecoalf Group 2 Final
	6 - The Exhibition pages 
	Screen Shot 2022-09-15 at 3.27.29 PM
	Screen Shot 2022-09-15 at 3.27.14 PM
	Screen Shot 2022-09-15 at 3.22.13 PM
	Screen Shot 2022-09-15 at 3.22.30 PM
	Screen Shot 2022-09-15 at 3.22.44 PM
	Screen Shot 2022-09-15 at 3.23.08 PM
	Screen Shot 2022-09-15 at 3.24.23 PM
	Screen Shot 2022-09-15 at 3.23.38 PM
	Screen Shot 2022-09-15 at 3.24.41 PM
	Screen Shot 2022-09-15 at 3.24.55 PM
	Screen Shot 2022-09-15 at 3.25.07 PM
	Screen Shot 2022-09-15 at 3.25.34 PM




