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Abstract

This paper reports on a research project aimed at exploring how designers can activate and
sustain entrepreneurial ventures within regional textile communities in the Philippines and the
UK. The mindset of consumers, who believe that textiles and fashion should be cheap, has made
it difficult to successfully enable regional textile communities. With this in mind, two case
studies were undertaken through semi-structured interviews with stakeholders involved in
creative enterprises within regional textile communities in the Philippines and the UK. Findings
from the research demonstrate how design-driven approaches to entrepreneurship can lead to
reaching an untapped market and securing consumer demand for products and services that are
better for people and the planet. The original contribution of the paper lies in the development of
a business model meta-canvas, informed by an original conceptual framework that, once

successfully adopted, could activate and sustain enterprises in regional textile communities.

Keywords: Design-driven entrepreneurship, creative problem solving, innovation of meaning,

textiles, sustainable entrepreneurship.



Introduction

The mainstream textile and fashion industry today is based on a globalised and centralised
system, in which large amounts of products are manufactured in a few countries. This system has
resulted in an influx of low-cost products that contribute to the degradation of regional textile
cultures. This has also reduced the demand for more expensive, locally made textiles in some
countries like the Philippines. With this in mind, this paper focuses on regional textile
communities, here defined as groups of stakeholders within a Fibershed, that is a specific
geographical area that provides the resources and infrastructure to produce locally made and

climate beneficial textiles (Yen 2020).

The non-profit organisation Fibershed has developed a process for producing climate beneficial
textiles (Figure 1); this has proven that responsible farming for textile fibres and understanding
carbon practices can help sequester atmospheric carbon (Burgess 2019). Besides adopting the
climate beneficial process to reduce the amount of carbon dioxide in the atmosphere, regional
textile communities with local fibre processing and textile manufacturing can support sustainable
livelihoods in rural areas. Activating and sustaining enterprises in regional textile communities
that pursue the creation of climate beneficial products and provide sustainable livelihood
opportunities have been identified as a potential direction to take in terms of transitioning to a

more sustainable textile and fashion industry.
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Figure 1. The elements of the Climate Beneficial Process. Illustrated by Andrew Plotsky, courtesy of Fibershed

(Burgess 2019, p. 93).

Ultimately, the goal is to support regional textile communities in pursuing sustainable
entrepreneurship, which is described by Dean and McMullen (2005) as a specific type of
entrepreneurship that addresses environmentally and socially relevant market failures to meet the
needs of the present without compromising the ability of future generations to meet their own

needs.

Climate beneficial goods are expensive to produce and generally consumers today are more
averse to higher prices; therefore, it is difficult for businesses to manufacture such products

(Burgess 2019). Convincing consumers to reduce their consumption and invest in more ethical



and environmentally friendly products is crucial and challenging, as consumer behaviour has
been heavily influenced by the availability of large amounts of low cost, yet unsustainable,
products. To convince people to consume more sustainably and invest in products that are better
for society and the planet, businesses must truly understand the consumer (Dillon 2018).
Businesses need to create products that first and foremost address the consumer’s needs and
desires better than unsustainable alternatives. Design-driven approaches (which have been
valuable to entrepreneurship and innovation) can be used to influence consumer behaviour and
sustain regional textile communities. The specific design-driven approaches that this paper

focuses on are design thinking, co-creation, and design-driven innovation.

The research project discussed in this paper aimed at exploring how designers can activate and
sustain entrepreneurial ventures within regional textile communities in the Philippines and the
UK. This aim was met through the following objectives:

e To critically review literature on regional textile communities, design-driven approaches
to entrepreneurship, and sustainable entrepreneurship;

e To undertake case studies on regional textile communities in Western Visayas
(Philippines), and South West England (UK) to understand how the communities were
activated and sustained through design-driven approaches to entrepreneurship;

o To evaluate the originality, relevance, transferability, and limitations of the business

model developed as an outcome of this research project.



Literature Review: Creating Value Through Design-driven Approaches to
Entrepreneurship

In the 21st century, we are on the cusp of a design revolution in business, which is caused by
increased demand for speed in product development, design cycles, and competitive response
(Martin and Christensen 2013). This has made it more challenging for businesses to create new
value. Nowadays, value creation is important for businesses as it can set them apart and make

them more relevant to consumers in a rapidly changing world (Mootee 2013).

Design-driven approaches have been used by businesses to create new value and increasingly
also in social innovation processes (Fleischmann 2013). Design for social innovation is described
by Manzini (2014) as an approach used by designers to simultaneously meet social needs,
generate new or improved social relationships and ultimately produce innovations that are
capable of reducing environmental impact, regenerating common goods, and reinforcing the
social fabric. Here, we will explore three main design-driven approaches: Design Thinking; Co-
creation; and Innovation of Meaning. One design approach that creates value for the consumer
and leads to social innovation is design thinking. This is a creative problem-solving process to
understand the needs of stakeholders, visualise new solutions, and turn cutting-edge ideas into
effective strategies to create economic and social value (Serrat 2017). Another approach is co-
creation, which involves developing new products or services together with their potential users
(Fleischmann 2013). Unlike design-thinking, in co-creation processes, users become active co-
designers as opposed to just being observed (Sanders and Simons 2009). A design approach that
contradicts the focus on the user is design-driven innovation or innovation of meaning (Lambert
and Flood 2018). Instead of focusing on the user, the process of design-driven innovation begins

with the designer or entrepreneur and involves changing the perceptions and habits of consumers



(Verganti 2016). Kim and Mauborgne’s (2015) Blue Ocean Strategy has been identified by
Verganti (2016) as a suitable strategy to pursue design-driven innovation. This strategy is
relevant to create new meaning by pursuing differentiation and reaching a currently untapped
market space (Kim and Mauborgne 2015). It involves frameworks that help entrepreneurs re-
think the value they are offering and avoid competition with other players in the market. New
meaning can also be created through value proposition design (Osterwalder et al. 2014; Verganti
2016) that allows an entrepreneur to develop products or services by identifying pains that
consumers are facing and benefits they desire while addressing a job that needs to be done
(Strategyzer 2021). Novel design-based innovation is more symbolic than functional and a
specific design language is used to deliver the meaning (Lambert and Flood 2018). For
businesses to create new meaning, knowing and communicating their ‘why’ is crucial; in fact,
consumers are attracted to brands with a strong sense of ‘why’ or purpose and they choose

products or services that represent their identity or beliefs (Sinek 2011).

Just as design thinking and co-creation are participatory processes, Jing (2019) argues that new
meanings as a result of design-driven innovation are created through the joint efforts of different
stakeholders and this involves understanding the evolution of social and cultural patterns to
propose new perspectives. Gibson-Graham, Cameron, and Healy (2013) highlight that a
participatory process leads to meaningful ideas and can result in stakeholders coming together to
take action and create a lasting positive impact in their local communities. The design-driven
approaches introduced here can be a way to involve the consumer and all other stakeholders in
creating products or services that address their individual needs while building a more

sustainable community.



The literature reviewed contributed to identifying the difficulty of enabling regional textiles
communities because cheap unsustainable fashion has influenced consumer behaviour. This
resulted in identifying a gap in the knowledge of how design-driven approaches to
entrepreneurship can be used to create sustainable business models within regional textile
communities. To support the creation of sustainable business models, a conceptual framework
was developed by the authors of this paper as a design-driven approach to entrepreneurship for
localisation and sustainability (Figure 2). This framework builds on the ‘Portfolio of Innovation
Process’ developed by Verganti (2016) arguing that there is a need for the creation of new
meaning and solutions in successful value creation. This conceptual framework suggests that, for
a sustainable regional textile community to exist, reaching an untapped market to secure
consumer demand for products made by enterprises in these communities is crucial. Moreover, a
design-driven approach to developing business models that create social innovation and value for

consumers can potentially lead to reaching this untapped market.

Sustainable Regional Textile Community
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- Design Thinking
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Design-driven innovation:
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- Value Proposition Design
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Figure 2. Conceptual framework: a design-driven approach to entrepreneurship for localisation and sustainability.



Methodology

To address the previously outlined objectives, the research project described in this paper

followed the design presented in Table 1.

Table 1. Research design of the project discussed in this paper.

Phases Objective Method Outcome

1.Contextualisation | To critically review literature on | Literature | Conceptual
regional textile communities, Review Framework
design-driven approaches to
entrepreneurship, and sustainable
entrepreneurship;

2.Case Studies To undertake case studies on Semi- A sustainable
regional textile communities in structured | business model
Western Visayas (Philippines) interviews | informed by the
and South West England (UK) to findings from the
understand how the communities case study and the
were activated and sustained conceptual
through design-driven framework
approaches to entrepreneurship;

3.Evaluation To evaluate the originality, Semi- Insights on the
relevance, transferability, and structured | contribution,
limitations of the business model | interviews | relevance,

transferability, and




developed as an outcome of this limitations of the

research project; research outcome

Since the research presented in this paper aimed at gathering rich insights into the subjective
meanings of design-driven approaches to sustainable entrepreneurship, the project was
conducted under an interpretivist philosophy, which established an inclusive relationship with
the participants to understand their ‘multiple realities’ (Thomas 2009). Moreover, since the
research project aimed at investigating regional textile communities in specific contexts, an
inductive approach was deemed appropriate to develop conclusions based on the analysis of the
data collected. To meet the above-mentioned research aim, two case studies were undertaken to
gather in-depth data and insights leading to build rich narratives that help develop theory (Yin
2004). The two case studies aimed to identify similarities and differences in the design-driven
approaches to entrepreneurship adopted by stakeholders involved in creative enterprises or
organisations within each regional textile community in the Philippines and the UK. The
Philippine case study was chosen based on the ability of its local stakeholders to create textiles
from the raw fibre to the end-product within their region. Instead, the regional textile community
in the UK was chosen based on the presence of a successful Fibershed affiliate that has already

created climate beneficial textiles.

Adopting a purposive sampling strategy, the researchers used their judgement to select cases that
could effectively meet the objectives of the project (Saunders, Lewis, and Thornhill 2019). Three
stakeholders participated in each case study; they were selected for having different roles (i.e. a

dyeing studio and textile manufacturer) whilst all the others met the criteria outlined in Table 2.



In both the case studies, the interviewed stakeholders manage businesses in manufacturing
textiles mainly for other businesses that create the end-product. They have great knowledge of
the supply chain, support the creation of local textiles by using local raw materials and human
resources, and consider social, environmental, and economic sustainability in the products or
services they deliver. For the quotes included in this paper, generic terms were used instead of

the interviewees’ real names to preserve their anonymity.

Table 2. Participant selection criteria.

Participant Selection Description

Criteria

1. Professionalism Individuals managing organisations that are a part of the
manufacturing of local textiles for commercial use.

2. Expertise High level of skills and knowledge in the area of the supply chain
that their organisation is involved in.

3. Local Advocacy Supports the creation of local textiles by using local raw materials
and human resources.

4. Sustainability Considers social, environmental, and economic sustainability in the
services or products they offer.




Adopting a purposive sampling strategy also for the Evaluation Study, the interviewees were
entrepreneurs in regional textile communities in the Philippines, who could adopt or be involved
in the execution of the business model, and entrepreneurs in the UK, who already have

experience in managing a similar business, as outlined in Table 3.

Table 3. Participants in the Evaluation Study.

Name Role & Expertise
Affiliation

Jelyn Manager of Manager of a well-established handloom textile business

Olaguir | Hablonan ni that is able to work with Philippine natural fibres.
Lauriana

Jean Dee | Founder of Fashion designer who creates handloom textiles using
JADD Studio Philippine natural fibres and has many years of experience

working with Philippine handloom weaving communities.

Jane Founder of Blue | Founder of a social enterprise that connects local businesses
Langley | Patch to a wider market through an online business directory. The

enterprise also reinvests surplus profits in renewable energy.

Katie Founder of Shepherd, maker and designer who owns a business that
Allen Loopy Ewes sells contemporary knits that are completely transparent and

traceable in production.




Semi-structured interviews were conducted to allow flexibility to ask follow-up questions and
discuss new themes emerging through the discussion (Saunders, Lewis and Thornhill 2019). The
interviews were conducted via Google meet or e-mail; they were audio-recorded, transcribed,
and thematically analysed, following a manual, iterative process that encompassed data

reduction, display, and conclusion drawing, as per Miles and Huberman (1994).

Results of the Case Studies

The following sections present the findings from the analysis of the data collected in the two case
studies, concerning the design-driven approaches to entrepreneurship highlighted in the
conceptual framework (Figure 2).

Regional Textile Community in Western Visayas, Philippines

The Western Visayas region of the Philippines is very well known for its traditional textiles. The
textile sector in this region consists mainly of handloom weaving communities that produce pifia
fabric, which is a traditional Philippine textile made of pineapple fibres. The Regional Yarn
Production and Innovation Centre (RYPIC) was established in 2019, in Iloilo, a province in
Western Visayas, by the Philippine Textile Research Institute (PTRI) to support local textile

manufacturing in the region by providing access to locally made yarn (ISATU 2019).

The textile and fashion designers who engaged with the stakeholders in the Western Visayas
Regional Textile community acted mainly as collaborators, buyers, and marketers of locally
made textiles. It was observed that the majority of these designers were from outside of the
region. They are Philippine and international fashion designers with extensive industry
knowledge and established businesses. The manager of one weaving community shared that they

learn a lot from designers, especially about exploring new materials, colour combinations, and



understanding the end product. To some extent, the designers have adopted design-driven
approaches in their engagement with the community. They came into the community with their
observations and understanding of the needs of their consumers. One of the managers of a
handloom weaving community highlighted that engagement with fashion designers led their
weaving community to eventually move from making only handwoven shawls to textiles suitable

for formal wear.

‘We used to make shawls, but we can’t just keep making that alone. Now we are trying to

work on fabrics that can be used for gowns, dresses and barong’ (Manager 1).

The fashion designers who collaborated with the handloom weaving community produce mainly
custom apparel. They have an in-depth understanding of their consumers’ needs through their
continuous engagement with them. This case presents an example of how design thinking was
adopted within certain design enterprises, in which they are in a unique position to interact,
empathise, ideate, prototype, and test products. One stakeholder highlighted how much she

valued the designers’ role in their community.

‘Designers are a huge help to us. [...] If it was up to me, it is best to tap into designers
because with colour combinations and designs, they know what is best in terms of the
final products they want to create’ (Manager 1).
Apart from design support, Manager 1 shared that designers were still purchasing textiles from
their handloom weaving community amidst the COVID-19 pandemic and contributed greatly to
providing a sustainable livelihood for the artisans. The engagement with designers also

evidences how co-creation can be done. In this case study, the designer is not just a collaborator



but also a consumer. Designers informing artisans about the needs of their consumers, as well as
their design direction has triggered the artisans’ creativity and led to the co-creation of new
textiles, which are innovative compared to those traditionally made by handloom weaving
communities in the Philippines. By pursuing differentiation and creating textiles for this purpose,
unlike other handloom weaving communities, they can reach a currently untapped market space,

as described in the Blue Ocean Strategy.

One stakeholder interviewed for this project is a skilled natural dyer and has had the opportunity
to be trained by textile and fashion designers from outside of his region. He now considers
himself a designer and his work has gained quite a lot of attention from local organisations

seeking to promote local crafts and traditions.

‘We organise a lot of workshops, meetings, and discussions on how to develop our
products. Government agencies are sending us designers to guide us on how we can

improve our products’ (Manager 2).

This stakeholder also highlighted the need to make locally produced textiles using sustainable
natural fibres and plant dyes more appealing to the younger generation. He actively works
towards developing more modern designs and finding ways to showcase them through celebrities
or exhibitions. In this case, value proposition design has been adopted as the designer considers
how his product can ultimately address the pains and gains a young consumer might experience

when purchasing products made using locally-made sustainable textiles.

‘I believe my products need to be aesthetically pleasing. [...] Some of my work has been

worn by celebrities, while some were featured during the SEA games in 2019. [...] But



above all, I want to emphasise the story behind our artworks. [...] The beautiful story of
how we work creatively, spiritually, and patiently to create fabrics from fibre to the end-

product with patterns that reflect the beauty of our environment’ (Manager 2).

This example shows how a designer can make products aspirational, not only making them
aesthetically pleasing and culturally meaningful but also by promoting them through celebrities

and by sharing the stories behind the creation of the textiles.

Regional Textile Community in South West England, UK

The regional textile community in South West England has a Fibershed affiliate that works to
support the creation of locally made climate beneficial textiles from fibre to the finished product.
This Fibershed affiliate is managed by Emma Jane Hague of the Bristol Textile Quarter.
Together with Babs Behan of the natural dyeing studio Botanical Inks, Emma co-founded the
Bristol Cloth Project (Bristol Textile Quarter 2021). Through this project, they were able to
create a textile made of regeneratively farmed wool and dyed with organic plant dyes, within a
15-mile radius of Bristol and proved that the Fibershed concept is feasible in South West

England (Bristol Cloth 2021).

Similar to the regional textile community in the Philippines, in this case, designers also acted as
collaborators, buyers, and marketers of locally made textiles. However, unlike in the Philippines
where the artisans engaged mainly with designers outside of their community, in the UK case

study the local stakeholders themselves were professional designers. The majority of them had a

design degree and highlighted how integral their design education was to them.



One of the successful textile businesses within this regional textile community works with trend
agencies, fashion houses, fabric manufacturers, and lifestyle brands. They also opened their own
textile mill in Bristol. The director of the textile business, a designer-maker, argued that the
presence of her team of designers has contributed greatly to the success of her business. Even if
they are a small team and might not have the most advanced equipment in the industry, they
remain competitive because of their ability to use their creativity to develop designs that are

unique and meet the needs of the market.

‘We need people who are really creative. I think we're quite unique as a textile mill
because all of our employees are design-led. We are basically a team of designers

running a mill instead of a mill with a design team’ (Manager 3).

This case study provides a unique combination of design and manufacturing expertise that has
led to being an internationally recognised woven fabric design studio and mill. This exemplifies
how the blue ocean strategy can be adopted through the creation of a one-stop-shop for woven

fabric design and manufacturing, leading to an untapped market space.

‘Customers want to go straight into production and do both design and production in one

package’ (Manager 3).

Having already worked as a textile design consultant for many years has given this stakeholder a
much better understanding of the consumers’ needs. Design thinking has been applied by this
stakeholder by developing, prototyping, and testing textiles unique to a variety of clients. The

interviewee also highlighted how opening their textile mill was a reaction to consumer feedback.



‘A lot of our clients asked for production on our handloom samples and eventually, we

Just thought maybe we should look into this’ (Manager 3).

Several stakeholders interviewed for this case study argued that, beyond meeting consumer
needs, there must also be an effort to educate and inspire consumers to build a desire for climate
beneficial products. They adopted a value proposition design by considering the pains and gains
a consumer may face when purchasing climate beneficial products. One stakeholder discussed
how a lot of consumers still do not understand how textiles are made and the impact they have on
people and the planet. She highlighted the importance of developing marketing strategies that
involve creatively communicating the long-term value of purchasing climate beneficial textiles
or sharing the story behind the process of making textiles. For example, they managed to do this
by releasing a short film showing the process of creating their climate beneficial textiles from the
farm to the end-product and using the film for promoting their business. One stakeholder shared
that she has observed that people are now slowly realising how climate change is affecting them
personally, and also brands are starting to appreciate the story behind creating local, ethical, and

environmentally friendly textiles.

‘A lot of big brands have been calling me these days to collaborate, while in the past they
would say that natural dyeing is too expensive. Some of them now say this has such a

good story’ (Manager 4).

Co-creation has also played an important role in this community, with different stakeholders
coming together to address the same challenge of creating climate beneficial textiles within their

region. The Bristol Cloth project is a great example of how each stakeholder (farmer, natural



dyer, weaver) contributed to reaching this goal. This case study shows how adopting a variety of

design-driven approaches can lead to a flourishing regional textile community. It also

demonstrates how valuable professional designers with extensive industry knowledge are to

create and promote climate beneficial textiles that consumers actually want to buy.

Comparison of Case Studies

Table 4 presents a comparison of the case studies and how design-driven approaches were

adopted in both these contexts.

Table 4. Comparison of the case studies.

their industry knowledge and
insights on their consumers, and
maker-entrepreneurs in the regional
textile communities used this
information to develop new types of

textiles.

Design- Western Visayas South West England
driven
approach
1. Design Professional fashion designers Professional textile designers from
Thinking outside of the community shared within the regional textile community

leveraged their years of experience
working with local and international
brands to effectively create unique

textiles for more brands.




2. Co- Professional fashion designers gave | Thanks to the presence of a Fibershed
creation feedback and informed the maker- affiliate, the different stakeholders in
entrepreneurs in the regional textile [ the regional textile community
community about the types of worked together to create the Bristol
textiles they are looking for to create | Cloth, a climate beneficial textile
their products. using the resources they had in their
region.
3. Blue A weaving community pursued To pursue differentiation, a textile
Ocean differentiation and reached an business combined its design
Strategy untapped market space by choosing | expertise and ability to manufacture
to create textiles that handloom textiles through its own textile mill to
weaving communities in the address the needs of businesses
Philippines do not normally make, looking to get access to original
and this allowed them to cater to the | woven textiles.
needs of fashion designers that focus
mainly on formal wear.
4. Value A designer-maker who wanted to get | The stakeholders in the regional
Proposition | more young people to purchase textile community produced a short
Design locally made textiles focused on film showing how they created the

addressing their pains and gains
when purchasing these textiles. He

focused on making textiles modern

Bristol Cloth from beginning to end
and why these textiles have a positive

impact on people and the planet. This




or more relatable, shared stories addressed the need for creative ways
about the creation of the textiles on | to help consumers understand the
social media and made the textiles value of climate beneficial textiles
become aspirational by promoting and how these are made.

them through celebrities.

Recommended Business Model

To demonstrate how the above-mentioned design-driven approaches can be adopted to create a
sustainable business model, the authors of this paper outlined a list of prompt questions to help
entrepreneurs reflect on what their business model could be like. The business model meta-
canvas was created in consideration of the context of Philippine regional textile communities and
was conceived for an enterprise that already has the resources to create climate-beneficial natural

fibre textiles from fibre to the end-product within their region.

Adopting value proposition design and design thinking, the researchers developed a set of
prompt questions and business model meta-canvas as shown in Figure 3. This was informed by
the principles of these design-driven approaches and the learnings from the case studies in
relation to ways in which entrepreneurs in regional textile communities are currently working
and their relationship with their consumers. Similarly, other researchers can use this meta-canvas
and prompt questions to develop their own business models based on their observations of their
unique context and in collaboration with other stakeholders involved in regional textile

communities.



Design-driven Approaches to use:

- Value Proposition Design
- Design Thinking

Business Model Canvas

Problem:

Designers/brands have a
difficult time getting access
to woven textiles that can be
customised and purchased
with low minimum order
quantities

Designers/brands have a
difficult time getting access

to textile suppliers that can
readily provide information
on the social and
environmental impact of their
textiles

Working with artisan
communities in rural areas to
create textiles is challenging
because of the distance and
the relationships that

have to be built with these
communities

Solution:

Offering customisation of
woven textiles by working
with small regional textile
businesses that have the
equipment needed to
produce woven textiles
with lower minimum order
quantities

Readily available information
on the environmental and
social impact of the textiles
by working closely with local
producers and manufacturers

Providing support to small
regional textile businesses
and acting as a bridge
between them and designers/
brands

Unique Value Proposition:

- Environment friendly,
ethically made and fully
traceable woven textiles
that can be customised
and purchased on an
online marketplace

Key Metrics:

- Sustainable profitability of
businesses selling on the
online marketplace

- Environmental and social
impact of textiles

- Speed of delivery of textiles

Unfair Advantage:

- An existing and developed
relationship with
stakeholders in the
supply chain of regional
textile communities

Design expertise and
understanding of the needs
of the market

Channel:
- Website
- Social Media
- Pop-up stores

- Textile trade shows

Customer Segments:

- Fashion brands

- Interior design companies
- Clothing manufacturers

Economic Buyer:
- Fashion designers
- Interior designers
- Textile buyers

- Creative directors

End User:

- Customers of businesses
purchasing the textiles for
their final product

Cost Structure:

Year | fixed costs: £16,409
Year | variable costs: £10,003

Break Even:

Target to break even in Year 3,
selling approximately 4,240 metres
of fabric

Revenue

Price range of ready to purchase woven textiles on the online marketplace per
metre: £9 - 30 / metre (with 27-30% gross profit)

Price range of custom woven textiles: £30 - 50 / metre (with 62-68% gross profit)

Prompt questions for this

|. Who are your consumers? Are they the end-user or are they just a buyer that will eventually sell to an end-user?
. Where can you find your consumers and how will you reach out to them?
. What jobs are your consumers trying to get done?
. What pains or challenges do your consumers face when trying to get the job done?
. What gains do your consumers expect or would like to receive while trying to get the job done?

Do you have the human, physical, financial and organisational resources to deliver this product or service?

How will this product or service create value for your consumers?
How will you make a low cost prototype of your product or service?
10. How will you test your prototype?
I'1. How will you measure the success of your product or service?
12. How will you make profit from your product or service?

2
3
4
5
6. What product or service do you want to offer?
7.
8
9

Figure 3. Recommended business model. Adapted from Maurya’s (2012) lean canvas.

Adopting the Blue Ocean Strategy, the researchers looked at how similar online textile platforms
performed and identified ways in which the recommended business could pursue differentiation.
To create a Blue Ocean idea, the researchers adopted Kim and Mauborgne’s (2015) four actions

framework, which informed the prompt questions in Figure 4.



Design-driven Approach to use:
- Blue Ocean Strategy

Strategy Canvas

i
Typical online textile
marketplace
B Recommended
business
—t—t—F+—t—+—t+—+—+—
Investment in  Low cost textiles  Transparency Sharing the Business support
inventory made using story/process for small scale
unsustainable behind the producers to
raw materials or creation of the  prepare them to
processes textiles sell online

Prompt questions for this stage:

. What businesses offer a product or service similar to yours?

. What pain points are consumers experiencing while using the products or services of these businesses?

. What factors about their product or service do consumers take for granted that needs to be eliminated?
. What factors about their product or service should be reduced below the industry’s standard?

. What factors about their product or service should be raised above the industry’s standard?

. What factors about your product or service should you create that other businesses do not offer?

oA WN —

Figure 4. Strategy canvas of recommended business model. Adapted from Kim and Mauborgne (2015).

The researchers identified the need to eliminate the creation of low-cost textiles using
unsustainable materials, and to reduce the inventory while focusing on promoting the creation of
customisable textiles. Moreover, findings from the research showed that this business can offer
transparency in relation to how textiles are created and the impact they have on the stakeholders
involved. This is the benefit of choosing to work with fully traceable local producers from the

fibre to the end-product.

The online platform proposed in this paper can be used as a way to support small regional

businesses in marketing their products. This can be done by adopting storytelling marketing



strategies to present videos, photos and information about where and how textiles are made. The
platform presented in Figure 5 focuses on textile producers sharing their stories, unlike other

existing online textile platforms which are merely conceived to sell fabrics to consumers.

Design-dri A ht . Prompt questions for this stage:
eélgn- riven Approach to use: |. What problems do you intend to solve with your product or service and what are your intended solutions?
- Co-creation . . N i "
2. Which stakeholders are impacted by those problems and how can you involve them to improve the solutions?
3. How will you reach out to those stakeholders and work together with them?

Online Textile Marketplace:

Order a swatch
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online marketplace designer product

only be paid for once consumers have made an in a central warehouse and be dispatched from there.
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ability to design and create textiles independently. They would
need sufficient finances to invest in producing inventory.

Textile enterprises need to be consulted about Rural textile enterprises may struggle to ship textiles to
their willingness to invest in inventory that will consumers from their location so textiles must be stored
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customisation, and have the ability to provide
instructions to handloom weaving communities for
design execution.

The enterprise must involve artisans in the design process through organising
co-creation sessions or offering design training so they can eventually design
their own products and work independently.

Figure 5. Online textile marketplace business model (top); textile customisation business model (bottom,).

Lastly, in order to test how co-creation could be adopted in the development of the business
model, an Evaluation Study was conducted with entrepreneurs in regional textile communities in
the Philippines and the UK, which also led to identifying relevant adaptations to be made to the

recommended business model.



Results of the Evaluation Study

This section summarises the key findings from the Evaluation Study. In particular, the founder of
JADD Studio stated that the contribution of this research lies mainly in producing an evidence-

base on regional textile communities, especially in the Philippine context.

‘We're always working on an assumption. [...] Entrepreneurs experience similar
challenges. But because there's no record of the experiences of different entrepreneurs in
regional textile communities, if you want to enter this kind of business, then you'd have to

figure it out on your own’ (Interviewee 1).

All the experts from the UK and the Philippines agreed that the research presented in this paper
is relevant and aligned with the current trends in the textile and fashion industry, in which there
is more demand for localisation, transparency and sustainability. The manager of Hablonan ni
Lauriana stated that adopting these design-driven approaches to her business could be beneficial;
she also showed her eagerness to explore an online business model, especially given the
challenges currently posed by COVID-19. The founder of Loopy Ewes emphasised that, if
successfully adopted, this business could potentially address the marketing challenges of small
businesses which generally do not set aside a budget for marketing. She also highlighted that the
conceptual framework proposed here is relevant because of how important designers are to

creating aspirational products.

‘Farmers looking to maximise their fibre production can work with regional processors

and even finishers successfully but, without design input, the end-product will struggle to



really offer the aspirational quality that is needed to achieve the right price to support

this type of production’ (Interviewee 3).

In terms of transferability, the interviewed experts believed that in theory, the business model
and conceptual framework proposed here are transferable as there are already similar businesses
adopting these concepts in the market. However, the founder of Blue Patch shared that, based on
her experience developing a similar business model, there is a need to test it in order to identify

how well it can work.

‘We are currently testing our business model “in action”. It's essential that we protect it
from being used in unethical ways [...]. The model will only be transferable once we
ensure that we can effectively provide transparency and a fair voting system for

stakeholders’ (Interviewee 4).

A major limitation of the business model that was pointed out by the experts is funding to
support enterprises in regional textile communities to actually adopt it. The manager of Hablonan
ni Lauriana shared her concerns about having to invest money in inventory or in marketing to

stand out online.

‘I am concerned about not being able to secure a market for our products even in an
online marketplace. If our business would have to invest in inventory, we might not be
able to get the return on the investment right away |[...]. I prefer the business model you
introduced, where we produce only once there is an order and we customise the textiles

to the needs of the customer’ (Interviewee 2).



In terms of recommendations for future work, the founder of JADD Studio suggested developing
the business model further to include guidelines or a basic plan that can be personalised

depending on the context in which the entrepreneur works.

‘If you can come up with a basic plan that entrepreneurs could just follow or personalise

according to the context they are coming from, that would be really helpful’ (Interviewee

1)

Discussion and Conclusions

In line with Verganti (2016), the authors of this paper argue that a combination of design-driven
approaches under creative problem solving and innovation of meaning are needed to truly create
value for consumers. Fleischmann (2013) discussed that design-driven approaches have been
successfully adopted by entrepreneurs all over the world, and this paper discussed case studies
exemplifying how such design-driven approaches have been adopted to some extent by
entrepreneurs in regional textile communities. However, the authors of this paper have
discovered that it can be challenging for some entrepreneurs in regional textile communities to
understand and adopt such approaches. For instance, access to design education or resources is
needed for local entrepreneurs to learn more about design-driven approaches. In developing
countries like the Philippines, it can be difficult to access educational resources or high-quality
training. Therefore, a professional designer who understands how such approaches work would
be in the best position to introduce them to these entrepreneurs. In line with Gibson-Graham,
Cameron, and Healy (2013), the research presented in this paper highlighted the value of a
participatory approach to designing social innovations. From this perspective, designers are not
just meant to transfer knowledge to such communities but they must play a crucial role in

facilitating co-creation between diverse stakeholders. Designers with industry knowledge can



also provide insights to entrepreneurs, support them in developing new meaning, and ultimately

blue ocean ideas as described by Kim and Mauborgne (2015).

This paper illustrated the value of design-driven approaches to enabling sustainable
entrepreneurship and tackling challenges faced by regional textile communities; it also discussed
the need for designers to be sensitive to the cultural difference of specific communities,
especially with consumer mindsets. In particular, the main contribution of the research presented
in this paper lies in the proposition of a business model meta-canvas (Figures 3, 4 and 5) that was
informed by a suitably developed conceptual framework (Figure 2). This is meant to guide
textile and fashion entrepreneurs in thinking about how they can adopt these design-driven

approaches.

Although the research presented in this paper led to the development of an original contribution
to knowledge, the findings were limited to two regional textile communities within specific
contexts and the business model was created specifically for the Philippine context.

In view of future work, the authors of this paper intend to collaborate with textile enterprises to
further develop the business model and implement it. Furthermore, the Evaluation Study
highlighted the need to identify ways in which these design-driven approaches can be understood
and implemented by entrepreneurs. With this in mind, there is an opportunity to develop a start-
up toolkit aimed at supporting entrepreneurs in regional textile communities on their journey
towards creating their own sustainable business models. This is expected to be initially made
available through a Philippine social enterprise that provides training for craft businesses in

regional textile communities, and in which the first author of this paper works. Feedback from



the users of this start-up toolkit will also be gathered and used to improve it further and make it

something that can be adopted by entrepreneurs in other contexts in the future.
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