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Corporate clothing in tourism has characteristics that are distinct from other for-
mal uniformed groups. This article deals with innovative approaches and the multi-
functional design of corporate clothing in order to satisfy the needs of the end user.
The research was limited to the corporate clothing used in the tourism sector, with
a focus on accessories as part of corporate clothing, in this case on men’s ties. One
of the main questions was how to offer aesthetically pleasing and useful accessories
for corporate clothing in the tourism sector, using a recognisable geographical sym-
bol or a traditional story. The method of gathering and analysing information with
the help of a survey, fashion design research, and design development was used. The
purpose was to design men’s ties that correspond to the requirements of users to
offer youthful, relaxed, and innovative ties that reflect the identity of the company.
The typical problems with wearing ties, which are uncomfortable and feel hot when
worn, were considered. Development from the idea to the final product was a chal-
lenge, as well as the cooperation between the subscriber, the designer, the suggested
manufacturer and the Faculty of Mechanical Engineering, University of Maribor; all
needed to work together to satisfy the end user. A tie was developed in the shape of
an innovative, buttoned band that could replace the traditional tie and give the user
much more freedom when wearing it in different weather conditions. At the same
time, the tie maintains the elegance expected of a traditional tie. The surface is us-
ing the unique technique of air lace, which includes storytelling in the design and
personalisation in the making. The design took a sustainable approach, which re-
sults in the use of significantly less material. The combination of the above features
represents an innovative approach to developing fashion accessories for corporate
clothing design.
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Introduction
Tourism workers are an essential part of the tourism
system. They serve guests with their professionalism
and kindness. With their visual appearance and their
communication skills, they influence the experience of
their guests. In this context, it is imperative that work-
ers who are selling their knowledge, services, prod-
ucts, and capacities feel self-confident and comfortable

in their uniforms. Successful communication also de-
pends on their human capital (Kaluža & Bojnec, 2016)
from the point of view of clothing as non-verbal com-
munication (Bernard, 2002). Corporate clothing with
its style and colour has a significant impact on soci-
ety and user acceptance (Adomaitis & Johnson, 2005).
Clothes should have a strong identity, transforming lo-
cal features into visual information, in the formof lines
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and details that will activate tourists’ senses and tell
stories about the organisation, town, region, or coun-
try.

Appropriate functional clothing is comfortable and
of high quality, thus enabling those wearing it to be
focused on their important tasks and their working
result and visual impact can be better. Inappropriate
material, the design of the model, or incorrect sizing
can disturb their work and lead to workers who are
not focused primarily on their tasks. The same applies
to accessories as a part of corporate clothing. If they
are not appropriate, they can disturb the normal work
process. Some accessories in corporate clothing have
a more functional impact on clothing, such as a belt,
while others, such as ties or scarves, have a more aes-
thetic impact.

The critical elements in the design are innovation
andmulti-functionality. Innovation is an attribute that
is expected of every new product. Innovation can be
expressed with new shapes, materials, colour combi-
nations, themanner ofmaking, or byway of use.McK-
elvey and Munslow (2003) see innovation as ‘some-
thing that comes from thinking in different ways, hav-
ing different approaches, by searching for something
new’ Functionality in corporate clothing is one of the
most important criteria. With multi-functional de-
sign, a product can be used in many different ways.

As an example, we will present corporate clothing
for the staff of Spirit Slovenia at the Expo Milano 2015
Trade Fair (Šterman & Kreševič Vraz, 2017). The re-
quirements of the client were clear: they would like
their corporate clothing to reflect freshness and youth
and had to provide free-moving, durable clothingwith
the possibility of home washing. In designing uni-
forms, we considered a design that has both an in-
novative multi-functional approach, and storytelling.
We focus primarily on accessories that are often a part
of the corporate clothing image. For women, scarves
are very often used, and for men ties are common-
place. We would like to review the innovative solution
for a man’s tie, which was seen for the first time in the
way it was presented here. It is a good solution for all
the staff, working in similar conditions in Tourism, or
other fields.

In this case, the starting point of research and de-

signwere the needs of the users and their working con-
ditions. We recognised users as young staff and their
working conditions as described.Working in crowded
areas in hot weather conditions demanded research
into an innovative accessory that suited the user bet-
ter than the traditional tie. We used innovative and
multi-functional ideas and applied technical solutions
for (buttoning and) wearing.

When designing for an international event, we in-
tend to project a story about that country. In our case,
it was Slovenia, and we were glad to introduce peo-
ple to it. Local characteristics were presented in the
unique design and included unique shapes and sur-
faces, with storytelling about local identity. Lines tell
stories about different symbolic meanings: Slovenian
symbols, cities, population density, local specialities,
forests, rivers, and other features.

In this case, the stories in air lace accessories show
that an innovative approach can give creative, func-
tional and user-friendly results.

There were no limitations in the presented exam-
ple, where all measurements from the shirt buttoning
and from the tie are fitted. If someone would like to
use that tie with another shirt, the buttoning probably
will not fit completely. That is a technical challenge for
the next version.

For every profession, it is necessary to consider
starting points and requirements. For tourism work-
ers, it is necessary to wear clothes that correspond to
working conditions, and the include storytelling and
functional design. We would like to explain how we
can prepare aesthetically balanced, functional, and
useful corporate clothing design, with emphasis on
accessories, which includes powerful local stories.

The research question is: How can we implement
an innovative approach andmulti-functional design in
corporate clothing, to satisfy the needs of the end user
working in the tourism sector and, at the same time,
implement the story of a specific area into the design?

Literature Review
Corporate Clothing and Dress Codes

Workers in different areas of work have different rules
of wearing that are sometimes subordinated to the
dress code, especially those who wear formal wear
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(Pisani, 2016). Other workers wear corporate clothing
with personalised rules or the dress code of a company.

In defining why to wear uniforms, one answer is
that (UniFirst, 2017):

a uniform promotes a consistent brand im-
age, identifies employees, and can convey many
things, from a position of authority to a level of
service. Uniforms evoke assumptions and asso-
ciations about the wearer. It is important to un-
derstand how uniforms affect consumers and
their decision-making processes.

Companies and associations that would like to
build a recognisable corporate identity through cloth-
ing often decide to adopt a policy of corporate cloth-
ing. Through clothing, they represent a membership
of a group in society or a group of workers in a com-
pany (utsa, 2017):

Consumers associate certain positive traits with
uniformed employees. A uniform conveys a
higher work ethic and instills in a consumer
a greater sense of trust and confidence. When
a consumer sees an employee in uniform, they
feel that they receive a better product andhigher
quality of service.

The answers in a questionnaire (utsa, 2017) show
that 82 of the participants can more easily identify
with workers that wear uniforms; 61 of them think
that employees in uniforms increase their confidence
in their ability to do their jobs; 57 think that if em-
ployees are in uniform, the product quality will be
higher than if the employee is not in uniform; 55
trust employees in uniform more than they trust em-
ployees not in uniform; 54 feel more comfortable
explaining their purchase requirements to employees
in uniform than to those not in uniform.

Corporate clothing, as one of many clothing sys-
tems, has symbolic communication with society (Ber-
nard, 2005;Damhorst,Miller-Spillman,&Michelman,
2005). It communicates through its style and colour,
showing a person’s role, status, affiliation with a group,
and the position of that person in the group (Bernard
2005).

In the design of corporate clothing, many crite-
ria must be considered using multi-criteria decision-
making (Šterman, 2014). There aremany essential fac-
tors needed for the optimal design solution. It is at-
tained through the design of manymodels that are in-
corporated into the unified solution made from cloth-
ing, shoes, and accessories.

In designing, we very different conditions of work
and weather conditions must be considered. End-user
acceptance and feedback are the keys to deciding be-
tween different ways of design (Šterman, 2014). All in-
formation influences the process of choosing fabrics
and style of design. Regarding different groups of uni-
forms, we can also conclude that, for example, uni-
forms for civil authorities, have entirely different re-
quirements to uniforms for Tourism.

The statement that the product should be aesthet-
ically acceptable and useful at the same time (Ljung-
berg & Edwards, 2003) is critical in corporate cloth-
ing, especially for tourism, for which meeting peo-
ple and communication to achieve the main results of
a business plan are of crucial importance. The need
for uniqueness in the tourism context (Čivre & Kolar,
2014), and the area of corporate clothing for tourism
workers, where design became a part of the story-
telling in the tourism context should also be discussed.

Ties as an Important Part of Corporate Clothing

Ties and scarves belong to the broad group of acces-
sories. They are worn for functional or aesthetic rea-
sons, and the market is full of different kinds of ac-
cessories (Jersey, 2016), which are an essential part of
styling in everyday use and as a part of uniforms. Ties
complete the clothing image, stress parts of the body,
or styling, and complement the wearer’s look. In addi-
tion, the tie attracts the eye to the face (Pisani, 2011).
Today, the tie is part of a traditional formal business
suit in the corporate and political realms, and for very
formal business opportunities and ceremonies. The tie
is also part of the corporate clothing image, crucially
so in Tourism.

The oldest historical example of a tie is found in
ancient Egypt (Pisani, 2011). A rectangular piece of
fabric tied around the neck was an important part of
the Egyptian male’s clothing image, as it indicated the
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social position of an individual. A similar example can
be found in the Roman Empire, where accessories re-
sembled today’s ties. The development of the tie, as
we know it today, began in Europe in the 17th cen-
tury, when the French king Louis xiv founded the
elite Equestrian Regiment La Royal Croate in Paris.
Croats wore the white route, tied around the neck in
a unique way. It was part of a military uniform and,
at the same time, a recognisable sign. Then the ‘Hra-
vatian’ or ‘Croatian,’ as they called the tie, began to
appear in the Court of Versailles, though with certain
style modification. The original canvas was replaced
by silk, decorated with rich Venetian lace. Over the
centuries, ties took on different symbolic meanings.
The tie was quickly established as a symbol of culture
and elegance in the bourgeois fashion of the time. At
the end of the 19th century, a narrower version of the
necktie was created and retained as an essential part
of the men’s wardrobe. Through various models and
styles of tying, to this day, the tie has demonstrated
both the individual’s individuality and social position
and has no other useful function (Pisani, 2011).

When a Problem Became a Challenge

for the Innovative Approach

Sometimes men do not feel comfortable wearing a tie
at work. There are many reasons why. Some of them
asserted that wearing a tie in hot weather makes them
feel uncomfortable. If we consider the weather condi-
tions of 35° C, we can understand. If they loosen the
tie, the look is even worse than if there was no tie. A
waiter, if he does not wear a jacket or vest that fixes
the position of the tie, can have an unpleasant situa-
tion with serving food while wearing a tie. This was
the reason for this research: to find a way of more ap-
propriate design for ties.

Corporate clothing must, first of all, be designed
functionally. The designing process is, thus, more ori-
ented to specific user requirements (Gupta, 2011), sub-
ordinated to comfort. Functionality refers to the wear-
ing and caring of the item. Many authors have written
about user-centred thinking and the designing pro-
cess. The first writer that categorised people’s needs in
relation to design, and life itself, was AbrahamMaslow
(Parsons, 2009). Results of the research were concen-

trated on psychological, safety, love, esteem, cognitive,
aesthetic and self-actualisation needs. Nowadays, the
trend in products, services, and experiences is to de-
velop them in a way to be enjoyed by a broad audi-
ence, regardless of age or ability, and oriented towards
user-centred and inclusive design.

One of the sustainable approaches to design ismul-
ti-functional design, according to which one model
can be used inmany different ways. Consumption and
environmental impact will be reduced if we can use
clothing in many ways. Multi-functionality is, thus,
one of the principles of slow fashion (Niinimäki, 2010).

Amodel can be created frommany parts. A variety
of components can be used, separately or in different
combinations, and the user can save space and have
more pieces in one (Mollerup, 2001). This is modular-
ity. In fashion design, this can be seen in the so-called
‘onion’ way of wearing, in which modular clothes de-
tach and make many possibilities, according to the
weather conditions.

This problem leads to the functional design idea
about a detachable tie, that looks similar to the tra-
ditional tie, but, with its approach to different ways
of use, solves the problem of fixed wearing without
limiting movement. Thus, the context of wearing was
solved. Regarding the surface of the tie, storytelling is
still needed.

Empathic Approach to Storytelling Design

There have been many proceedings published relat-
ing to the number of ways in which people can be-
comemore emotionally attached to products (Parsons,
2009). Their relation to a product is different if they
know somethingmore about the product and can have
an emotional connectionwith it. In this case, the prod-
uct has no personal story, and people have no emo-
tional attachment to it. If people are co-creators of the
product, or the product relates to a person or event
connected to the story of the product, the emotional
connections to the product are stronger.

The emotional durability of a product impacts its
duration of use and life cycle. Owners have a greater
sense of care of products with an emotional connec-
tion (Parsons, 2009; Niinimäki, 2011). This kind of
product is kept longer, in comparison to a product
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that is not personal or connected emotionally to the
user. The longer life cycle of a product leads to less
consumption, less energy used and, finally, less waste.
This kind of design thus has a more sustainable im-
pact. Authors (Niinimäki & Koksinen, 2011) discuss
this relationship, in which the ‘empathic approach can
be of primary importance in promoting sustainable
product relationships by deepening current methods
of understanding consumers’ needs, values and emo-
tions.’

If all aspects are considered when designing, prod-
ucts are created that take into account the wishes of
the customer. We accept the visual and functional
properties of the product. We understand the message
through different shapes and lines, details and propor-
tions. ‘Products communicate with us through visual
language’ (Parsons, 2009). All these artistic principles
communicate the product and its characteristicswith a
visual story that we translate into our feelings. The em-
pathic approach includes storytelling as one of many
principles of design. It is ‘a method of creating im-
agery, emotions, and understanding of events through
an interaction between a storyteller and an audience’
(Lidwell, Holden, & Butler, 2010). Storytelling can be
oriented in two ways from the designer’s perspective
(Johansson, 2017): as input and output in communica-
tion. Storytelling represents powerful images and gives
values more dynamic context (Fog, Budtz, Munch, &
Blanchette 2010) in different areas of work. Like in de-
sign, empathy is also used in photography to expose
themain story (Laigneau, 2017). Laigneauwrites about
many different approaches to expose themain story in
photography, but some of them can be very useful to
compare with exposing the story in designing acces-
sories. She exposes unique expressions of life, idiosyn-
crasies in the crowd, urban geometry and architectural
lines, complementarity of colours and shapes, patterns
and repetitive elements, which comprise a convincing
story.

Storytelling is also an effective device for fashion
design. Sung and Kwon (2009) state that ‘a story used
interactively is a powerful tool for attention, under-
standing, and change in both individuals and com-
munities.’ The story of clothing can be told through
its colour, shape, detail, and textile patterns. Patterns

often include local motifs, which is a critical part of
tourism promotion. Some corporate clothing that in-
cludes certain motifs, colours or design, is typical of
one area or country. Motifs are used especially for t-
shirts and accessories. The importance of local mo-
tifs is shown in the research that explores ‘the com-
munication of Australasian cultural motifs to overseas
tourists through the production and sale of designer
apparel’ (Asplet & Cooper, 2000). This example shows
the importance of authenticity that derives from cul-
tural heritage, as well as that of locally made textile
articles.

In tourism, storytelling is included in four differ-
ent fields: marketing, product development, interpre-
tation, and tourists’ recounting of their experiences
(Turnšek Hančič & Trdina, 2017).

Methods
Based on the research question, ‘How can we imple-
ment an innovative approach andmulti-functional de-
sign in corporate clothing to satisfy the needs of the
end user?’ we made the next steps through research.
For the first question, ‘What does innovative andmul-
tifunctional designmean?’ we usedmethods of gather-
ing and analysing information.We discovered that the
question correlated to theory background, and, fur-
thermore, was connected to corporate clothing and ac-
cessories.

For the question ‘Why are these kinds of acces-
sories used in tourism and how can we improve the
user experience?’ it was important to research and de-
sign with empathy, using a questionnaire. What does
the user feel in certain weather conditions when wear-
ing a uniform? How can he be elegant and relaxed
when wearing a tie? The method of obtaining answers
was fashion design research and developing design
and prototypes. We obtained the users’ opinion by
conducting a survey.

The next research question we focused on was,
‘How can attractive and useful corporate clothing with
local stories be offered?’ The method of solving that
challenge was research in the area of the storytelling
theory, and research of local characteristics. We dis-
covered how to implement ideas and make them into
products with innovative technical solutions.
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Challenging starting points and expected results
required the inclusion of thementionedmethods. The
procedure makes the concept and design of acces-
sories in the frame of corporate clothing as a unified
combination. The technical aspects require planning,
and development of a prototype and its realisation
in accordance with other parts of corporate clothing
that correspond to the requirements of the subscriber
(Spirit Slovenija, 2015). The process of realisation re-
quires individual and team work, which has to be well
planned and coordinated.

Research
Exposed National Identity in Storytelling Design

From research to design, we explored national and lo-
cal stories and planned how to portray our own story
on the surface of the tie. All models of corporate cloth-
ing are inspired by information received in the brief,
and further research into the meaning and personal
feelings gained from exploring the promotional titles
of the Expo Milano trade fair (‘Feeding the planet,
energy for life’) and Slovenian pavilion (‘I feel Slove-
nia. Green. Active. Healthy!’), as well as the logo ‘I feel
Slovenia.’

The main words and associations from research
represent a storytelling of design (Šterman & Kreševič
Vraz, 2017). The result of the research was to incline
toward asymmetrical models, colour accent lines, cuts
and cross-sections in the design of the clothes. This
part was inspired by expressions: fields, food, green-
ness, activity, health. The colour green symbolised
vegetation and the structures of nature as an accent,
which can be used for accessories.

Accessories can be unique and personalised, so we
included different stories of diversity in Slovenia. To
portray them in the best way, we planned tomake per-
sonalised designs. The paraphrases of structural and
textural characteristics of the form of Slovenia were
shown in accordancewith the promotional titles of the
fair and the Slovenian pavilion. Slovenian regions and
individual features are portrayed in terms of terrain
morphology, biotic diversity with forests, rural and ur-
ban areas connected logistically by the highway and
railway networks, as well as river basins. It is national,
as well as state symbolism. This leads to the creation

of pieces that complete stories on the topic of Slovenia
and express Slovenian identity; at the same time, they
spread ethnographic heritage to the realm of modern
interpretations and applications,which is an extremely
important contribution to themosaic of Slovenian cul-
ture and its image.

We also researched the use of informal materials
and special techniques that are not often used in acces-
sories, especially accessories corporate clothing. We
chose threads used in the technique of air lace. Green
fashion accessories, in the form of laces, are produced
on the basis of sewing the water-soluble embroidery
base with thread. When using a sewing machine, the
embroidery basis has only a temporary function and
is later removed. Thus, a minimalist record is created,
which illustrates diverse impressions of students’ views
of Slovenia. Structures emerging from thread surfaces
enable a 3d representation of the landscape and its
characteristics in the area (Šterman & Kreševič Vraz,
2017).

The idea of air lace accessories includes personal-
isation, uniqueness, and different stories about Slove-
nia. It was an engaging challenge for the students and
employees of the Laboratory for Clothing Engineer-
ing, Physiology and Garment Construction, the Fac-
ulty of Mechanical Engineering, at the University of
Maribor, who made the accessories, to represent their
personal views about Slovenia.

Innovative Approach to the Storytelling

Design of Ties

Men’s ties were made to coordinate with women’s
scarves as a part of a corporate clothing identity, but
the ties were in another shape. Instead of the tradi-
tional tie, the story of an innovative approach and,
considering of specifics and limitation of men’s ties,
results in an innovative model of a tie.

The tie for men is simple, effective and innovative.
It is in the shape of a band, made with the technique of
air lace. The first example in Figure 1 shows the air lace
band, where local specialities are shown. The structure
of seams clearly shows the symbolic meaning of the
band. Slovenia is rich in wines; therefore the motif of
the grape is clear and simple to portray this fact. The
same band also has a symbol of wheat that communi-
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Figure 1 Examples of the Air Lace Bands with Stories
(Left) and Buttoned on the First Prototype
(Right) (Photo by Sonja Šterman)

cates that the north-eastern part of Slovenia is known
as ‘the breadbasket of Slovenia.’

The second example shows many lines that repre-
sent connections between people living in Slovenia.
On the shirt, the tie shows a connection between cities
in the region that wasmade under themap of traffic in
Slovenia. The left example in Figure 2 is made with the
map of the river basin of Slovenia. The right example
from Figure 2 shows lines and borders of fields. All ex-
amples show that the local stories are an essential part
of storytelling design and can be shown in very un-
usual and innovative ways.

The bands on the left part of Figure 1 present the
upper level of the tie, that is, from the bottom side,
finished with the fabric. That fabric has buttonholes
at the same distance apart as on the shirt, so it could
be simply buttoned onto the shirt (Figure 1).

The newmodel of a tie in this context could replace
the traditional tie. The only condition to its use is that
formality is not conditioned strictly to dress code. In
Figure 2, we can see how innovative design can solve
the problem of fixing the shirt and, at the same time,
offer free movement by working in it.

Innovative variation of the men’s tie (Figure 2)
shows its composition from the top material – air lace
– and material from the bottom of the shirt, which is,
in our case, the same as the shirt. Photos were taken at
the Expo Milano 2015 Fair, where this kind of tie was
used for the first time.

Discussion
Corporate clothing in tourismoften includesmany ac-
cessories. Some have decorative functions, and some
are part of the dress code or related to specific areas.
We focused on men’s ties, which are an excellent area
of creativity, which can tell stories, be personalised and
unique, and have an impact on the user, as well as
other people connected in business. In this case, ac-
cessories overtake the role of nonverbal communica-
tion. As corporate clothing at the state level, they have
to communicate the story of Slovenia: about regions,
rivers, forests, symbols, cities, population density, and
local specialities. They are made in innovative ways.

The starting point of the researchwas user require-
ments for appropriate corporate clothing that should
look free and fresh, but also formal and innovative.
When making a design, it is imperative to consider
the working conditions of the staff. In our case, the
staff had to work in hot weather conditions inside and
outside of a pavilion. Accordingly, the design had to
be functional and comfortable; therefore, a traditional
tie was not an appropriate solution. Furthermore, the
subscriber desired an innovative design representing
a country. To tell a story about Slovenia was a chal-
lenging task. The research question asked how a strong
identity using local features can be created. A unique
storytelling design about local identity was included as
the answer to the question of how to represent a story
about Slovenia.

Besides the lines and materials of the corporate
clothing, we decided to include innovative storytelling
accessories. For men, we chose special ties. We used
the air lace technique for accessories where the inno-
vative approach gave a creative, functional and user-
friendly accessory. Lines at the surface tell stories
about different symbolic meanings: Slovenian sym-
bols, cities, population density, local specialities, for-
ests, rivers, and other features.

After considering all the data, we designed simple,
effective, and innovative ties. As an answer to the re-
quirements, we developed a variation of the tie that
could be fixed onto the shirt at the bottom with but-
tons, and at the front, which was made as air lace. This
band replaced the classical tie for men. With an inno-
vative design, we have solved many problems: We of-
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Figure 2 Staff of the Section Expo Milano in Corporate Clothing (Photo: Daniel Novakovič, sta)

fer freedom of movement when wearing a tie. The tie
is fixed with buttons, and the shirt could be buttoned
up to give a formal look. If the weather is too hot, the
person is able to unbutton the shirt and leave it open
for a more casual look. With the new design, we min-
imised the quantity ofmaterial in accordancewith sus-
tainable trends. From the historical point of view, we
kept elegance and the impression of corporate cloth-
ing that still looks professional but, at the same time,
personalised. This kind of tie is suitable for tourism
workers and can solve technical problems of wearing
ties in some other professions, where a dress code is
not necessary.
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