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a young passionate 

creative thinker. 

conceptual risk

taker. knowledge. 

strong graphic 

identity. thrives     

on challenging 

existing ideas in 

the industry.

“
“

As a Fashion Media and Promotion student, visual 
communication and creative thinking have always 
been strong points of mine. When presented with the 
client brief I was excited to use the skills I have gained          
during my university studies to work alongside a brand 
as acclaimed as Harvey Nichols. As of now, a lot of my 
graded work has been for my own personal portfolio, 
but the thought of having to utilise my creativity to apply 
myself to an established brand intrigued me. 

As a young, passionate creative, I am not afraid to take 
risks with my work and thrive on challenging existing 
ideas within the industry. The topic of sustainability is 
a subject that I have a great deal of interest in, and in 
turn, have gained deep rooted opinions on; particularly 
when it comes to raising awareness and lack of industry 
action regarding fast fashion. Using my graphic design 
skills and conceptual thinking, I am looking forward to               
applying this passion and knowledge to my work to 
create something that will turn heads and generate 
visibility for Harvey Nichols as a brand and sustainable 
ambassadors within the industry.

who am i?
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POLYCONTROL is an app and sensory installation that 
will educate consumers on the negative effects of 
synthetic materials in the fashion industry. Launched 
through an interactive feature and presented under the 
tagline “Caution! This a controlled environment”, 
the aim of my installation is to provoke consumers by 
stimulating their senses in an unconventional way. 

The POLYCONTROL app will present customers with 
innovative ways to care for their clothes and limit the 
microfibre pollution emitted into our oceans. Within the 
app there will also be an option for users to shop the 
‘POLY-FREE edit’, which is a curated selection of clothes 
and accessories from Harvey Nichols that are synthetic 
free. The purpose of this body of work is to highlight the 
importance of limiting the consumption of synthetic 
materials through industry action and consumer 
education.

introducing

POLYCONTROL
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From when it opened its doors in 1831, Harvey
Nichols has been delivering luxury, desirable fashion 
to the people of London and beyond. Renowned for 
their cutting-edge brands and offering the ultimate 
fashion experience, [1] Harvey Nichols have earned 
their place as one of the top luxury department stores 
in London, frequented by A-listers and royalty alike. 
With quality and opulence at the heart of everything 
they do, the brand have flourished from a small linen 
shop on the corner of Knightsbridge and Sloane Street 
to the multi-story empire that we know of today.

Describing themselves as exclusive and niche, 
Harvey Nichols pride themselves on delivering an 
unforgettable experience both in-store and online; 
daring to do things differently and challenging 
the orthodoxies within the fashion and marketing 
industries.Visited by a range of different demo-
graphics, from the younger generation to the old, 
Harvey Nichols have to ensure they are fulfilling 
this promise to all customers, merging the classic 
with the unconventional to offer a memorable 
experience to everybody that enters the store.1 
8

 3
 1

e
s

t
.

niche&
exclu
-sive

H A R V E Y  N I C H O L S



10 11

O TS WS W O T

• established and respected
• offers an experience for customers
• stocks exclusive brands
• knowledgable staff
• LG2 dedicated to young consumers
• renowned window displays

• playful/daring brand values are not projected 
in-store or online

• eco-friendly brands not celebrated in-store
• LG2 not used to its full potential
• not fufilling their promise of experience to ALL 

demographics
• knowledgable staff not utilised
• limited sustainable business practice
• underwhelming

• utilise the basement space for events
• use and encourage knowledgable staff to educate 

consumers on sustainability and production methods
• be transparent to gain the trust of eco-consumers
• growing market for sustainable fashion
• sustainability as a USP
• use their voice to educate and inspire consumers to 

buy better

• decrease in footfall, consumer buy online
• brexit, what it means for EU brands and imports
• selfridges have a strong sustainable movement 

and target GEN Z
• boots stocking fenty beauty, lose of millenial 

footfall
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After analysing their strengths, weaknesses, opportunities 
and threats it became clear to me that in order to tackle 
the sustainability movement successfully, Harvey Nichols 
need to emphasise and improve the experience they are 
offering to the younger generation in store. In order to 
compete against the rising online shopping revolution 
and become apart of the growing sustainable fashion 
market, Harvey Nichols must use their voice to inspire 
a generation to buy responsibly whilst still encouraging 
them to purchase their products. Currently there is a 
large open space on the second lower ground floor 
which is home to contemporary streetwear and upcoming 
designers; after some research, I found this was a zone 
that was created specifically with teenagers in mind. 
[2]. This area is open plan and stocks some of the most 
desirable garments and accessories for Generation Z, 
proposing the perfect opportunity to create a unique and 
exclusive in-store experience to not only get young
people back into the physical store but educate and 
inspire them to change their buying habits in an exciting 
way. 

swot analysis
we like to do

that are
things

noisy
-- deborah bee
[creative director of HN]

noisy

“

“
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In terms of graph placement, I have visually placed 
Harvey Nichols as a luxury store, frequented mostly by
a mature clientele - although they do have a younger 
consumer base as well. When thinking about Harvey 
Nichols from a sustainable perspective, I feel they still 
have a long way to go to get themselves to where they 
should be as an established, forward-thinking business.

When comparing Harvey Nichols’s current market 
position to where they should be if they want to increase 
footfall and sustainable practice, there is a gap in the 
market for a sustainable luxury store that is desirable to 
the younger generation. Whilst Selfridges is the brands 
main competitor, particularly when considering their 
youthful audience, there is an opportunity for Harvey 
Nichols to attract these consumers to their store, with a 
huge call in industry for sustainable, transparent business 
practice that is fresh and youthful. 
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visibility

In order to stand out as a sustainable department store, Harvey 
Nichols must offer a unique and thought-provoking experience to 
increase their visibility and footfall. A WGSN study reports that 
companies need to appeal to consumers interest in sustainability 
and be authentic in their values as a company, not just as a 
marketing language [3] in order to be trusted as a brand.

There is a clear rise in interest surrounding sustainable practice 
with 69% of consumers aged 16-44 admitting that they are more 
likely to purchase products that detail their sustainability and 
environmental practice [4]. With a rise in young consumer culture 
it is clear that this is a demographic that is crucial for the luxury 
fashion industry, particularly those from Asian and Middle Eastern 
backgrounds. Currently Harvey Nichols have a broad spectrum of 
consumers, from mature to young, however they need to offer the 
same ‘ultimate fashion experience’ to Millennials and Generation Z 
as they do to older, more classic customers, as they are the future 
customers of the brand. POLYCONTROL offers this opportunity to 
Harvey Nichols as it targets this category of people whilst 
increasing their visibility in the sustainable fashion industry, through 
the use of in-store experience with a focus on improving buying 
habits and purchasing with the environment in mind.

16-44

69% 69% of
consumers aged between

16-44
admit they are more 

likely to detail to purchase
products that detail their

sustainability

& environmental

practice.[4]
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2/3 2/3 
with

of UK clothing

being made with synthetic

materials
[5]

it is important that both the fashion industry and consumers begin to think 
about its effect on the environment and how they can limit this to a more 
manageable level for both parties. Fashion Revolution have recently stated 
that 1/3 of our carbon footprint from clothing comes from the way we 
care for them [6]  as it has come to the attention that washing our synthetic 
clothing can generate microfibre pollution.

Microfibre pollution is the result of 
washing our garments which have 
been produced from man-made 

materials, such as polyester, acrylic 
and other polymer based substances.

These items of clothing are essentially made up of tiny plastic molecules 
that once washed can generate an abundance of loose fibres within 
our washing machines. With no filter currently being installed into these 
machines, the microfibres find their way into the waste water system 
and end up in fresh water outlets such as rivers and lakes. Eventually, 
theses fibres end up in oceans and are mistaken for food by marine life, 
harming them and raising serious questions regarding the food chain 
and human health.

As of now, this topic has not been spoken about in detail within the 
industry, meaning that on average only 

of the public are aware of the plastic in their clothing [7] and the 
damage it imposes to marine life and human health a like. Although 
this is a matter for serious government intervention and legislation, 
there needs to be a rise in industry action and consumer education 
in order for improvement and change.

45% 45% 

government
legislation

industry
action

consumer
education
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With Harvey Nichols wanting to become a notable part of the
 sustainable fashion movement, they have to be aware of rising 
issues surrounding the environment; this means investing in important 
research and relaying this to their consumer through their brand 
values and marketing strategies. As a well-respected worldwide 
company, it is important that they use their voice in powerful way, 
paving the way for change industry wide. 

POLYCONTROL provides them with this tool, as it presents Harvey 
Nichols as an environmentally aware brand who are looking to 
move forward and alter themselves as the fashion industry evolves. 
Highlighting an environmental issue that has not been widely 
addressed in the industry and becoming the pioneers of tackling the 
microfibre crisis the world is silently fighting.

As well as helping them to earn their title as sustainable fashion
advocates, POLYCONTROL will also increase Harvey Nichols’ 
footfall into their Knightsbridge store, targeting the younger 
demographic that they are keen to attract into store.

A recent Mintel trend stated that Generation Z are more likely to 
engage with an in-store experience, supported by the statistic that 
67% of consumers aged 16-24 saying they are looking for a fun 
experience when shopping in store [8]. This has been proven by 
Selfridges, who in 2019 generated record sales through the unique 
experiences offered in-store, such as indoor skating bowls and 
crystal encrusted sculptures by artist Damien Hurst. [9] 

With POLYCONTROL being accompanied by a physical, in-store 
installation, this will entice young people into the store and will 
encourage them to visit the basement area where they can 
download the POLYCONTROL app whilst they shop. The merge 
of both technology and in-store experience will work together to 
encourage young consumers to not only visit the Knightsbridge 
store, but to also consider their buying habits and introduce them to 
a more interesting way of shopping sustainably.
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Designed with Generation Z in mind, POLYCONTROL takes the form 
of a smartphone app which will offer care advice for customers, whilst 
offering them natural alternatives to their favourite products. The app 
will include facts and figures regarding the effects of microfibres on the 
environment, and will educate users in an informal way to give them 
context on why the app is important. The main two features of the app 
are the care guide and the poly-free edit; the care guide consists of a 
step by step interactive guide for users to swipe through, giving them 
suggestions for how to care for their synthetic garments. 

Each step is accompanied by a visual GIF 
that they can share to social media platforms 
to raise awareness to both the project and 
Harvey Nichols as a youthful department 
store. 

The second feature is a weekly edit 
created by Harvey Nichols which 
includes garments and accessories 
that are synthetic free, making it easy 
for users to shop through the app 
and find poly-free pieces without the 
hassle of having to check care labels 
and description boxes.

To create hype and desirability surrounding the launch of the app, I 
have designed a multi-sensory installation that will be erected on the 
second lower ground floor, in the basement of the store. Promoted 
under the tagline ‘Caution! This is a controlled environment’ the
installation will consist of a giant plasma ball placed in the centre of 
an inclosed room, where visitors will be able to enter the room and 
feel the static electricity being generated from the ball. The room will 
be dark except from the glow of the centre piece, and the walls will 
be created with a sponge-like, absorbent material which once stood 
on will cause visitors to slightly sink, making it hard to walk in. There 
will be a constant sound of static being played from speakers within 
the room and there will be floor-to-ceiling length pieces of fibrotic rope 
hanging from the ceiling which visitors will have to battle through to get 
the plasma ball. The point of this installation is to physically show the 
audience the negative effects of synthetic materials, from the static 
electricity it generates, the restrictiveness of the fibres and the anti-
absorbent nature of materials like polyester. The aim of the installation  
is to provoke consumers by stimulating their sense in an unconventional 
way.
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Labels will be added to synthetic garments on LG2 which will include a 
scannable barcode that will lead people straight to the POLYCONTROL app. 
Following the theme of my installation, the label will have the phrase “Harvey 
Nichols have seized this item, scan to find out why” printed onto them, to 
hopefully intrigue customers to scan the barcode out of curiosity. 
This is also a fun approach that I feel would be a desirable keep sake for 
Generation Z .

The app and installation will be 
promoted on social media platforms 
through the use of moving images. Taken 
from the POLYCONTROL app, I want to 
drip feed the GIF’s on to instagram with 
no context intriguing followers of what 
they could mean. On the final day, the 
installation will be announced, leading 
people in-store to discover the app.
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consumer journey

Here is a visual guide to how customers will navigate 
around the store and how the app will be intergrated 
into their experience at Harvey Nichols. 

The installation and app launch will be promoted via 
the official Harvey Nichols instagram account, the 
GIF’s will be drip fed leading up the event with no 
context, leaving viewers intrigued and then on the 
final day the dates of the installation will be released, 
encouraging followers to come into store.

Once in store, visitors will experience the installation 
and find the barcode for downloading the smartphone 
app, POLYCONTROL. Here is where users will start 
to understand the effects of polyester and discover the 
care guide and poly-free edit.

Users are encouraged to share the GIF’s and any 
images taken within the installation to their own social 
media accounts, promoting the installation and app 
further and spreading the word.
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POLYCONTROL will be launched on 
June 8th 2020 which is World Ocean 
Day.

The microfibre problem is currently one 
of the biggest threats our oceans are 
facing, with microplastics accounting for 
nearly 3/4 of the plastic pollution in the 
sea. It makes sense to launch the 
project at a time where the topic of 
ocean pollution is rife, so people will 
receive the information better and be 
more inclined to be interested. The 
launch of the app and installation will 
take place on Monday 8th June 2020, 
with the app and label system being a 
permanent feature in-store.

The installation however, will run 
between Monday 8th June - Sunday 21st 
June and will be a temporary, exclusive 
event running across two consecutive 
weeks.
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The launch of the app and installation will take 
place in Harvey Nichols Knightsbridge, as this 
is the brands flagship store I feel it will generate 
the most footfall. Located on LG2, the installation 
will be erected in the basement area of Harvey 
Nichols as this is the floor which is described as 
a social hub for young visitors to the store. LG2 
is the perfect space to hold a pop up experience 
such as my installation, as it is where all the latest 
upcoming designers and on trend garments are 
found.

In addition to this, with the flagship store being 
a major tourist attraction for international clients 
this will create an opportunity for the app to go 
global and create a worldwide movement. 
However, the app and label system will be 
implemented in all of the Harvey Nichols stores 
across the UK and Ireland with the intention to be 
carried over to international stores in due course.
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indulgent
gentlemen

well dressed
professional

must haves

20%

37%

26%

female 
bosses

career 
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want-it
alls

42%

30%

8%
Harvey Nichols have a diverse range of 
consumers, and therefore have to break 
down the demographics into specific 
segmentations. Their marketing research 
shows that within their current consumers, 
only 8% of female consumers were made 
up of ‘Want-it-All’ buyers, these are the 
individuals who purchase impulsively and 
want to be seen on trend. These women 
are always online and enjoy socialising 
in their spare time, often using 
e-commerce to make purchases. [10]

As for the male segments, 20% of male 
consumers make up the ‘Must-Haves’, 
similarly to the female customers these 
consumers are faced paced and tech 
savvy, inspired by celebrity culture and 
are impulsive with their buying habits. 
[11] For Harvey Nichols as a brand, 
they need to increase this percentage 
to improve sales in store, encouraging 
these type of consumers to come into the 
physical store where they are more likely 
to purchase more and use the store as a 
social hub. 

POLYCONTROL is for the

fast fashionfast fashion

victimsvictims

Although it is important for Harvey Nichols to focus on offering unique 
experience to their current consumer, in order to grow as a brand, they 
have to consider their target markets. Young Asian and Middle Eastern 
consumers are the current clientele Harvey Nichols are trying to appeal 
to, with this type of consumer making up a huge sector of the luxury 
market, the marketing team created more refined segments for this group 
of buyers to understand their buying habits. With China’s population 
being made up of 149 Million individuals within Generation Z, it is clear 
that young Chinese customers have the potential to increase revenue 
within the store if targeted correctly. [12]  Both of the consumers labelled 
‘Mr Independent’ and the ‘Digital Savants’ have disposable income to 
spend on clothing and accessories and favour niche luxury brands over 
classic designers. With both groups craving in-store experiences that 
they can share online, POLYCONTROL is the perfect solution for this 
type of consumer as it it offers the physical experience that they desire 
and provides them with the exclusive garments on LG2, whilst being 
sustainable and eco-friendly - meaning it is beneficial for Harvey Nichols 
both financially and environmentally.
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The long term aim of POLYCONTROL is for Harvey Nichols to 
limit the amount of synthetic garments sold in store and online and 
to raise a discussion industry wide around the topic of microfibres. 

With Harvey Nichols being a department store which is made up 
of independently run concessions, raises questions around how 
the brand could achieve this due to supply chains and production 
methods that are out of their hands, however POLYCONTROL is 
the starting point to trigger industry action. With Harvey Nichols 
educating their consumers on the negative effects of synthetic 
materials such as polyester, theoretically sales will go down and 
we will see a rise in demand for naturally made products. The 
process of eradicating synthetic materials completely is a long, 
almost impossible direction for the fashion industry, but with time 
we could decrease the figure of 2/3 of UK Clothing being made 
from synthetics to 1/3, which is a start to collectively lowering our 
clothing’s carbon footprint.

Microfibre pollution is a worldwide issues meaning the app and 
label system has the potential to be used internationally, branching 
out of the UK and Ireland to target other areas of the world where 
plastic pollution is rife. The POLY-FREE edit embedded within the 
app is part of a weekly update for users, and eventually if it proves 
popular, a section of the Harvey Nichols site can be dedicated to 
this edit of clothing, making it easier for customers to shop syn-
thetic free. The purpose of the project is to educate and inspire to 
create real change within the luxury fashion industry and my idea 
has the potential to do this, whilst opening new doors for Harvey 
Nichols regarding sustainable business practice.

As the first downloadable app of its kind, POLYCONTROL gives 
Harvey Nichols the chance to be seen as pioneers within the 
sustainable fashion industry, paving the way for other large 
businesses and creating a discussion around what needs to 
change. 
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conclusion

POLYCONTROL is more than a sustainability project, it is an 
insight into what the fashion industry could become if the industry 
invested in consumer education. This project is about challenging 
orthadoxies within the current fashion system and brands using 
their platforms to create change and progression.

Harvey Nichols have the audience and resources to inspire a 
generation of young consumers into buying with the future of the 
planet in mind, and must use this opportunity to spur the industry 
into action regarding the microfibre crisis. 

Education + Inspiration = Change
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