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Re-viewing Images

Fashion objects are generally sold using
imagery. Evocative images of fashion
and the smooth, perfect objects they
feature elicit individual desires and dis-
tance a consumer from the real con-
ditions of production. The garments
we wear are mystified as a result of

the multiple industrial processes, from
manufacturing to advertising. How can
a consumer take responsibility for ethi-
cal design, while specific details of how
garments are produced in the indus-
trial fashion system are generally sup-
pressed (or at the very least, styled) by
fashion images and media?

Exercises in ‘Re-viewing Images’ ex-
amine the fashion image as the primary
medium for communication in fashion.
This is often where we, as consumers,
first encounter a garment. This theme
includes exercises that analyze and cri-
tique the ‘fashion image’ as a distinct
phenomenon. Beata Wilczek’s ‘Fashion
Image Questionnaire’ audits the fashion
image using a ‘questionnaire as a tool
for poetic, abstract, and situated knowl-
edge production’.

The fashion image often bears dis-
tinct features—a model’s pose, casting,

















