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Aims	and	objectives:	
This	project’s	aim	is	to	involve	students	from	Bologna	and	San	Marino	in	a	process	of	
circular	economy.	We	want	to	persuade	kids	to	prefer	second	hand	clothes	over	the	
ones	offered	by	fast	fashion.	In	addition,	we	also	aimed	to	collect	at	least	100	kg	of	used	
clothes	in	schools,	in	order	to	donate	them	to	Humana	People	to	People.	This	is	a	non	
profit	 organization	 that	 will	 use	 the	 income	 obtained	 with	 donations	 to	 support	
humanitarian	projects.	
We	 trust	 these	 little	 actions	 will	 be	 able	 to	 teach	 the	 students	 the	 importance	 of	
sustainability,	so	they	will	grow	into	more	conscious	adults	that	are	able	to	help	the	
environment	and	make	a	difference.	
	
Target	group	/	focus:		
	
Our	target	are	boys	and	girls	attending	to	High	Schools	in	Bologna	or	San	Marino,	aged	
between	14	and	19	years.		
We	wanted	to	work	with	young	students	because	at	their	age	they	are	beginning	to	
take	positions	and	start	 to	decide	 for	 themselves	 .	At	 the	same	time,	we	think	they	
need	guidance	and	someone	to	introduce	them	to	the	problems	the	environment	is	
facing	nowadays	and	the	right	behaviors	that	could	actually	help.	More	importantly,	
they	are	also	the	next	generation	who	will	have	the	responsibility	of	adjusting	errors	
that	the	previous	generations	have	committed	and	generating	a	healthy	habit	in	them	
can	also	goad	their	families	to	do	the	same	to	support	them.	
	
Project		/	research	focus:	
	
FilGreen	 is	 a	 Social	 Marketing	 project,	 created	 by	 six	 students	 of	 Alma	 Mater	
Studiorum	University	of	Bologna.		
The	idea	comes	from	our	passion	for	the	topic	of	sustainable	fashion	and	our	urge	to	
counteract	fast	fashion.		



	
	
Scrolling	around	social	networks	it	appears	very	clear	that	every	user	is	exposed	to	a	
continuous	 influence	 of	 clothing	 advertisements,	 trying	 to	 push	 them	 to	 buy	 new	
items.	When	this	consumeristic	vision	applies	to	teenagers,	the	topic	gets	even	more	
complicated,	as	they	are	particularly	influenceable	.	Trends	come	and	go	very	easily	
and	fast	and	to	satisfy	the	demand	of	clothes,	many	important	brands	create	a	lot	of	
mini	 collections	 (like	 52	 per	 year,	 one	 every	 week)	 with	 very	 cheap	 garments,	
characterized	by	bad	quality	materials.	
The	use	of	these	terrible	fabrics	shortens	the	clothes’	lives	and	leads	to	the	necessity	of	
buying	more,	in	a	vicious	cycle.		
The	issues	implied	in	this	linear	process	are	many.	First	of	all,	 it	is	quite	difficult	to	
recycle	this	type	of	fabrics	to	make	them	part	of	a	circular	economy	(where	the	objects	
are	reused	and	recycled	as	much	as	possible	creating	a	new	value).	
The	low	costs	of	production	also	imply	that	the	workers	are	underpaid	and	work	in	
very	bad	conditions,	without	owning	fundamental	rights.	Also,	there	are	some	huge	
open-air	dumps	which	are	polluting	the	oceans	and	are	entirely	composed	of	clothes.	
Each	fast	fashion	item	will	take	at	 least	200	years	to	deteriorate,	causing	significant	
damage.	
Taking	all	these	reasons	into	consideration,	we	decided	to	collaborate	with	a	strong	
partner	that	shares	our	values	and	is	socially	engaged	in	this	fight.		We	found	this	ally	
in	Humana	People	to	People,	an	international	humanitarian	organization,		based	on	
concepts	of	solidarity	and	sustainability.	We	have	agreed	to	organize	some	meetings	
with	the	students	to	create	awareness	and	promote	their	activities.	In	particular,	we	
wanted	 to	 help	 them	with	 the	 collection	 of	 clothes	 in	 order	 to	 have	 a	measurable	
outcome	out	of	this	experience	and	to	influence	kids	into	donating	and	not	throwing	
their	used	garments	into	the	unsorted	waste	container,	also	in	the	future.	
	
Method	/	approach		

		
We	adopted	different	methods	to	produce	engagement.	Indeed,	for	each	target	we	had	
different	goals	to	achieve:	
		

● We	wanted	the	students	to	be	involved	in	the	project	in	order	to	help	us	
contacting	 the	 schools,	 collect	 clothes,	 fabrics	 and	 finally	 pass	 on	
knowledge	about	fast	fashion;	
	

● From	our	partner	we	needed	a	solid	and	transparent	structure	that	would	
help	us	to	carry	out	the	project	concretely;	
	

● Reaching	the	headteachers	of	the	various	schools	to	obtain	the	consent	to	
hold	assemblies	and	put	the	containers	of	clothes	inside	the	schools.	

		
	



	
	
To	succeed	we	had	to	diversify	our	communication	strategy,	so	we	would	be	able	to	
effectively	 reach	 each	 of	 these	 targets.	 We	 decided	 to	 use	 different	 and	 specific	
communication	styles.		
		
We	started	by	creating	our	Instagram	account	_filgreen_,	which	has	been	a	useful	way	
to	produce	a	relation	with	our	audience.	Our	Instagram	profile	was	particularly	useful	
to	get	the	attention	of	the	community	of	students,	showing	them	our	relation	with	our	
partner	Humana.	The	social	marketing	strategy	used	consisted	of	constant	activity,	
which	included	posts	and	stories.		
The	profile	was	constantly	updated	with	very	varied	contents,	all	related	to	the	theme	
of	 environmental	 sustainability	 and	 fast	 fashion.	 We	 worked	 out	 three	 different	
reasons	why	our	followers	should	have	followed	us:	
		

1.	To	learn	more	about	sustainability	thanks	to	our	informative	posts	
2.	Because	our	profile	can	help	them	on	their	journey	towards	sustainability	
3.	To	be	able	to	communicate	directly	with	us.	

		
We	also	reached	out	to	the	official	accounts	of	the	High	Schools	in	Bologna	and	San	
Marino.	Thanks	to	these	we	managed	to	talk,	first	with	the	various	representatives	and	
then	with	the	headteacher.		
Fortunately,	the	students	have	been	really	pleased	to	collaborate	with	us,	even	though	
bureaucracy	 has	 been	 a	 challenge	 to	 us.	Our	 goals	 for	 the	 schools	 were	 to	 spread	
awareness	and	create	a	real	change	through	student	donations,	so	the	approach	we	
used	 was	 to	 get	 in	 direct	 contact	 with	 them	 thanks	 to	 their	 school’s	 monthly	
assemblies.	 We	 have	 created	 specific	 contents	 to	 make	 kids	 understand	 the	
importance	 of	 the	 theme	 and	 to	 encourage	 them	 to	 donate	 clothes	 in	 the	 special	
containers	we	have	later	placed	inside	schools.	This	way,	we	could	explain	the	details	
of	what	we	do,	who	is	our	partner	and	how	they	would	make	a	difference	by	donating.	
During	these	meetings	we	informed	them	about	how	we	planned	to	do	the	collection	
and	the	relating	dates.	
		
In	essence,	therefore,	the	method	we	used	was	to	diversify	the	contents	according	to	
the	public.	This	way,	everyone	felt	personally	involved	in	our	project	and	took	part	in	
it	gladly.		
	
	
Relevant	data	and	graphics		
	
We	created	and	administered	a	questionnaire,	called	"Responsibility	to	dress",	 from	
which	we	obtained	411	responses.	The	salient	points	developed	in	the	questionnaire	
were	aimed	at	understanding	the	following	data:	
		

● Frequency	of	purchasing	new	items 
● Elements	that	influence	purchasing	choices 



	
	

● Interest	in	the	composition	of	fabrics 
● Destination	of	clothes	no	longer	used 
● Frequency	of	buying	used	clothes 
● Knowledge	of	Humana	in	the	sample 
● Interest	in	sustainability 

		
As	regards	awareness	and	interest,	we	understood	that	about	half	of	the	respondents	
are	aware	of	the	great	environmental	impact	of	the	fashion	industry	and	58%	declare	
themselves	very	/	very	interested	in	sustainability.	
		

	
	
	
Regarding	the	sample	buying	habits,	we	found	that:	
		

● Buying	new	clothes	is	a	frequent	habit.	46.23%	of	respondents	buy	new	
clothes	every	month,	5.6%	every	week; 

● The	factor	 that	most	 influences	the	purchase	 is	certainly	 the	economic	
price	(37%)	followed	by	the	quality	of	the	fabric	(28%); 

● Only	9%	say	they	regularly	buy	used	clothes. 
		

	
	
	
	
Furthermore,	we	also	found	out	that	65%	of	the	respondents	do	not	know	Humana	
second	hand.	One	of	the	objectives	of	the	project	is,	in	fact,		to	introduce	Humana	and	
its	work	in	the	high	schools	of	Bologna	and	San	Marino.		
	
	



	
	

Conclusions	and	recommendation	
		
FilGreen	is	a	project	that	deals	with	very	actual	topics	that	we	hear	more	and	more	
about	nowadays.	Pollution	caused	by	non-sustainable	fashion	is	indeed	a	serious	and	
real	problem	that	the	whole	world	will	have	to	face.	Given	this,	we	have	seen	from	the	
great	 involvement	 that	 school	 students	 have	 shown,	 how	 young	 people	 are	
increasingly	interested	in	such	issues.		
		
To	date,	anyone	is	involved	in	trying	to	reduce	pollution,	from	companies	to	citizens	
and	students.	Very	often,	however,	fast	fashion	is	an	underestimated	or	in	any	case	still	
little-known	topic,	which	is	why	we	have	chosen	a	young	target,	to	ensure	that	the	next	
generations	can	grow	with	more	awareness	on	the	subject.		
		
In	particular,	 it	has	been	noted	 that	during	 the	purchase	phase	of	 a	 garment	most	
people	do	not	pay	 attention	 to	 the	quality,	 nor	 to	 the	 fact	 that	 it	 is	 produced	 in	 a	
sustainable	 way.	 This	 is	 why	 our	 project	 also	 aims	 to	 inform	 about	 how	 to	 make	
purchases	in	a	sustainable	way.	There	are	several	simple	actions	that	can	be	a	great	
contribution	to	the	environment,	however,	and	these	are:	
		

● Bring	your	used	clothes	to	the	appropriate	clothes	bins; 
● Pay	attention	to	the	quality	of	clothes,	check	what	are	the	materials; 
● Buy	only	what	is	necessary,	avoid	waste; 
● Prefer	brands	that	are	sustainable; 
● Buy	in	second-hand	clothing	stores; 
● Avoid	all	those	brands	that	are	part	of	fast	fashion	such	as:	Zara,	H&M,	

Bershka,	Primark	and	many	others; 
		
At	the	end	of	our	project,	we	obtained	many	rewarding	results:	we	have	collaborated	
with	3	schools	(with	a	total	of	more	than	3k	students);	our	Instagram	account	reached	
over	200	followers	and	we	received	many	encouraging	comments	and	DMs.	The	last	
part	 of	 our	 project	 was	 to	 weigh	 everything	 in	 order	 to	 measure	 the	 change	 we	
produced	 and	our	 impact	 on	 the	planet.	The	Team	has	 collected	 300	kilos	 of	 used	
clothes	and	donated	 it	all	 to	our	partner	Humana	People	to	People.	Everything	has	
been	taken	to	their	Vintage	store	in	Bologna	and	their	collection	point	in	Pozzuolo	del	
Friuli	 (UD).	 Finally,	 we	 have	 cooperated	 with	 the	 national	 TV	 of	 San	Marino.	We	
contacted	them	and	they	have	been	really	happy	to	cooperate.	Our	final	goal	is	that	
our	message	reaches	as	many	people	as	possible,	in	particular	young	people.	
		
The	most	 fulfilling	experience	was	to	educate	new	generations	and	show	them	that	
every	choice	we	make	and	keep	repeating	(such	as	donating	and	not	throwing	fabrics	
in	the	unsorted	waste	containers)	can	make	a	considerable	difference	on	the	planet,	
creating	a	brighter	future	for	us	all.	
	
	



	
	

Links	for	further	information	
	
This	is	our	Instagram	account:	https://www.instagram.com/_filgreen_/	,	where	we	
shared	many	educational	posts	and	stories	with	legit	alternatives	to	fast	fashion.	
	
This	is	our	partner’s	Humana	websites:	https://www.humanaitalia.org,	where	there	
are	more	informations	about	them.		
	


