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Abstract

This thesis -optimgpmnasi 6hhedeal fo whi ch

cultural ideal of relentless sathprovement. The selbptimization ideal encompasses
predominant beauty, bodily and lifestyle ideals that individuals, under neoliberal
governmentality, are incentivized to strive for. Promoted and dispersed via everyday
technologies, the subtle enforcement of the-gptimization ideal often goes unnoticed. My
research aims to bring these things to the fore, askiog: can design unsetttee ideal of
computational selbptimization upheld by neoliberalism? And, where doesaaimization
begin to negatively impact perceptions of the self? Through critical design praxis, involving
the construction of a parodic athleisure brand and ptptibegin to answer these questions.
Informed by feminist theory, as well as a historical analysis of the production, consumption
and mediation of athleisure clothing, my research works to problematize and encourage
critical thought around the sediptimization ideal, as well as the everyday technologies that
promote it.

Keywords: Parody branding, critical design, feminism, neoliberalism, ideals,

athleisure, computational sadptimization technologies
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Introduction

We havesomething deeper burrowing nbvinot a beauty myth but a lifestyle myth, a

paradigm where a woman can muster all the technology, money, and politics available

to her to become that idealized self, and where she can understand relentless self
improvement asatural, mandatory, and femirdsor just, without question, the best

way to live. (Tolentino, 2020, p. 81)

The relentless pursuit of salptimizatiord is it ideal? Throughout this paper, | refer
regul ar | yopttoi niitzhaet isoenl fi deal , 6 which describe
relentless selimprovement. The selhptimization ideal encompasses preduant beauty
ideals, bodily ideals and lifestyle ideals that neoliberal citizen subjects are incentivized to
strive for. It is propagated through fAsoci al
everyday technologies like computational gedickingdevices and athleisure clothing
(Ouellette & Hay, 2008, p. 473). For beauty ideals, bodily ideals and lifestyle ideals alike,
failure to meet them produces feelings of shame and often dissatisfaction with oneself (Figure
1).

My thesis explores the following: How can design unsettle the ideal of computational
self-optimization upheld by neoliberalism? And, where doesagimization begin to
negatively impact perceptions of the self? Through the design of a faux athlesnteabhd
product, as well as the analysis of athleisure as a design historical artifact, | begin to answer
these questions.sAa technology, athleisure optimizes both the performance and the
appearance of its wearer. In the process of its production, cptisnrand mediation, it has

built upon and fuelled beauty, bodily and lifestyle ideals.



Figure 1

Athleisure Venn Diagram

Embodiment
through design
(textile)

With the writing and critical prasioutlined in this paper, | hope to problematize both
athleisure and computational seticking devices by highlighting the ways in which they
impact perceptions of the self. My critical design work brings togethetraeKing,
athleisure and parody brding in the form of a faux athleisure brand, Vye, and a prototype of
its clothing (Figure 2). Built on neoliberal tenets, Vye leverages negative reinforcement to
motivate its wearers (Vybers) through public shaming. It eeglan alternate present, in
which a mechanism of clearly negative reinforcement like public shaming could be
rationalized through marketing and sold to the masses. Parodying existing technologies and
commercial brands, this thesis aims to promote questj@around the selurveilling
practices we regularly engage in, as well as the levels ebgtthization we are consistently

incentivized to strive for.



Figure 2

Vye Venn Diagram

Self-tracking

The component parts of my thesis work together to help viewers uncover the
neoliberal forces behind everyday technologies. They also bring to the fore tensions within
the discipline of graphic design, between design that furthers the neoliberal agenda and
design that critiques it, by showing how graphic design has been implicated throughout the
development of athleisure as a design historical artifact. If there is to be a single term
emphasized in this description of my thesis, let ipaeodic There is o world in which |
would actually want a brand like Vye to exist; rather, | created it as a critique of modern
society, to warn about what could happen if we continue to accept the demands of neoliberal
subjecthood as natural, neutral and/or inherentlydgblmcate my work among other
speculative critical works in the areas of graphic design, fashion history, science and

technology studies and feminist surveillance studies.



| also recognize the subjectivity of my knowledge and experiences as a designer and
researcher, and situate myself as egeisdered, white and abl®died Christian woman. |
was raised in Ontario, Canada, by middlass parents, and presently identifysaaight
sized (i1 .e., if I walked into a womenbd6s cl ot
off the rack that fits my body). My own experience with the-eplimization ideal can be
described as, from childhood, perceiving my body as & of . Even as 1 0ve re
topic and the notion of neoliberal governmentality, | find the-getimization ideal to be
deeply ingrained in my psyche as a desirable one. This realization has only cemented for me
the importance of my praxis.

Self-Tracking and Computational SelfOptimization

My thesis research began as a critique of the Quantified Self movement: that it
encourages seHfurveillance under the guise of selilightenment. Schaffzin (2017) defines
t he quant i f-traekiog fer thé gurpasesof s@lsnepl rfo v e mdahet , 0 (i . e. |,
i mprovement of an individual déds heal th- produ
surveillance can be desscibeidnpasoinahsenser me
seltimprovement (Elias & Gill, 2018, p. 63). Technologies thattd® and encourage self
surveillance make thissedfcr ut i ny pal atabl e by presenting
pl easurabl e and o6fundodo ( ElKraazberg&19€6) writes, 2018,
Atechnol ogy 1s neither go oMythessbringstodhdforenor i s
neoli beralism as a greater f or ceimprovdmem.d soci
It engages with existing discourse regarding-eeff t i mi zati on and the not
asking: to what extent do individls trulychooseo engage in selfnonitoring practices?

The twentyfirst century Quantified Self movement employs statistical thinking to
Aseek meaning in sets of biometric and envir

manifests physically in the form of consumable, computationahseiffitoring technoloigs,



such as phone applications (apps) and wearables. These technologies serve as tools of
biopower by incentivizing individuals to construct themselves into entrepreneurial subjects.
Bi opower and governmentality (an amgbyamati o
both Foucaultian concepts; they describe how bodies are governed and classified (Kaiser,
2023, p. 33). Bi opower refers specifically t
l'ife of populationso ( Schaesfczriinb e s2 Ohlorw fipp. r olb0
solutions are framedo to control the conduct
33) . Under neoliberal government adicanfidgnce t he n
is presented as the dominant solution.

The neoliberal governmentality that we live under promotes computational self

optimizatior® that is, legibility to computational seifacking device$ as a moral

imperative. By engaginginsationi t or i ng practices, i ndividua
their obligations to society, and they appear
109). David Harvey describes neoliberalism a
corporate capitalist classo in darheofl9l6alsoraind
(Ri sager, 2016) . Part of this project was rer
networks of privatizationandselfe s ponsi bi |l i zationo (OQu-ell ette

responsibilization translates to citizen subjects producing the ends @ gon me nt fiby
fulfilling themsel veslavrdnéed&itozanski 204)|p.780). 006, a
this type of society, selbetterment is a matter of integrity. Importantly, Ouellette and Hay
identify that Attealhintiyya e(swhoifc tgoivrea enmmeinvi z e i
tosefopti mi ze) cannot fbe traced to any singul
are dispersed into the fabric of everyday | i
selftracking technologies, social media, makeover television, beautification apps, etc.

(Ouellette & Hay, 2008, p. 473).



The graphic design industry contributes greatly to this dispersion, in part by churning
out interfaces for selfracking devices and apps. Interfaces are crucial elements-of self
tracking technologies; they fAcome ofime @amamiug
that transl ate oOoworl ddé i nt 654)dRpare¢ J.Datali sappear
visualizati on, i n the context of wuser exper.
gualitative phenomena are themselves actually quantiiativature, and, furthermore, that
their behaviors or mental states é are thems
other words, information and UX designers work to legitimize the notion of quantitative

everything. B e ¢ a u speeseating seloptimizimgslabor astasnoralo | e i n

i mperati ve, Kai ser calls on designers to tak
about themselves é at the interfaceo (2023,
Figure 3

Apple Watch Series 9 InterfaBowingBiometricData
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Note From [Image of Apple Watch Series 9 interface] by Apple, n.d., Apple

(https://www.apple.com/ca/appleatchseries9/). Copyright 2024 by Apple Inc.
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Entrepreneurial, or neoliberal subjecthood is characterized by computational
legibility, consumption and setiptimizing labor. In the realm of aesthetic sgfitimization,
Widdows (2018) describes fAthe beaeaty ideal o
standards to aspire to and presents working
the narrative of individual choice, she writes:

To choose not to conform is harder as the ethical beauty ideal embeds and extends.

Resistance is more cosdlyboth internally in terms of seisteem, shame, and

disgust, and externally in terms of failing to attain the goods of beauty. But even if I,

despi e the cost, do reject the beauty ideal

mysel f, 0 | 0a@&sanindivimudinto dtdr thenbgauty ideal. (Widdows,

2018, p. 211).

I n a neoliberal society, that individuals #fAc
ideals is primary. Failure to sediptimize is viewed as a failure of the self, and is followed by

shame and setfondemnation (Widdows, 2018, pp.i3d). As sub, to endorse a framework

of wholly free choice would be to wrongfully ignore the immense pressures of neoliberal
governmentality.

Gi | | (2019) writes trbgarteddmprasstatided] dasfreely abour
chosen rather than culturally demandeaalith the implication that in undertaking body and
beauty practices women are simply O6pleasing
external pressureso (g .delsselr)i.b eGitolwvea nced s me tainad
an extension of Foucaultds metaphor for a su
an elite few (Gill, 2019, p. 155). The cosmetic panopticon theawifsgally highlights how

women are incentivized to discipline and control their own bodies:



The cosmetic panopticon pressures all won
femininebodys ubj ect . 0 Women who refuse run the
and may develop a sense of shame and insecurity resulting in various formal and
informalregr cussi ons that pressure them to cha
result is that the demands on the body become so ingrained in the socialization

process that women become, to themselves, their own jailers. (Giovanelli & Ostertag,

2009, p. 290)

Choice rhetoric surrounding sedptimization practices works in favor of the
neol i beral agenda by positioning the i1individ
p. 231). Widows identifies three Aprgpbl emat.
At he false polarization of empowered agents
any critique of individual choice is dismiss
(2018, p. 230). While there is debate regardingdgmgreeto whichconsumers truly choose,
failure to do so, which Ais regarded as mor a
shame and disgust in and with the selfo (Wid
with the self, 0 or baddy wekestesadnfirsshed wdllding,n, can
di sordered eating, |l ower activity, risky beh
physical health issueso (Widdows, 2018, p. 6
di ssatisfacbeonab gadernmeontal i ty, Athat some
recognized as a public health problemo (Widd

Gill and Elias identify an uptickinsethoni t or i ng, fas the capab
smart mobile technologies meet a neoliberal
greater variety of personal char amgly,er i sti cs
individuals are incentivized to adopt computational devices that promise to know them

intimately. The gazes of tdraemaedemetri@zedando! ogi es



forensico (Gil! and EIli as, 2018, p . 60) , ma k
mi ni mal standardso (Widdows, 2018, p. 119).
traction in recent years as a newer mode of tracking biometric data and/& goats
progress. But a smart shirt or pair of (VyeTEch pants only becomes fism
pervasive surveillance and data capture, und
its inhabitantso (Kaiser, 202s3unignof 33). Smar
computational selfracking devices and athleisure, both technologies with strong ties-to self
surveillance. Selfracking devices and athleisure are also both design historical artifacts, with
lesserknown legacies of perpetuating the sgiitimization ideal.
Production-Consumption-Mediation Framework of Athleisure

LeesMaffei (2009) identifies the productieconsumptioamediation (PCM) paradigm as a
nonlinear paradigm through which design historical artifacts can be effectively analyzed.
Buil di ng on Wacbriswemptidrsmogel, she adds tmedaation asrd thi
consideration, Awhich brings together issues
analysis of the cultural and social significance of designed objects, spaces and processes to
reveal shared i dMeffeis2008,p.d366). dhe purpasdf this framevsork
in my thesis paper include problematizing athleisure as an embodiment of the neoliberal self
optimization ideal, as well as contextualizing my critical design work, which hinges on a faux
athleisure brand. This framework focuses andBvelopment of athleisure clothing primarily
in Canada and the United States. It also centers women, because women have traditionally
comprised athleisureds target market. It sho
grown i n po pxpahdedto inciude mensweér dpsoreet al., 2020, p. 5).
Athleisure: The Uniform of Self-Optimization

Serlin( 2018) writes: AAny bodily ideal that

exclusive to a single historical period; rather, it reflects many historical elements that precede



it which in turn influences the numer ous

production, consumption and mediation framework explores athleisure as a material
embodiment of neoliberal expectations and id€alsracterized by its unique ability to blur

boundaries, athleisure bridges fashion and sport, optimizing both performance and

appearance for the everyday wearer. It is designed to be comfortable, resilient and flattering;
it is simultaneously quotidian arah indicator of capitap s i gni fi er of the

optimized |Iifed (Tolentino, 2019, p. 82).

hi

i d

Craik writes that #nAathleisure i s an examp

designed for a particular materi al context é

contextso (20109, p . 216) . | n dathleisuse wasealvays 0 n

designed to perpetuate a singular, thimdeal and control bodies. Tracing the development
of Lycra for the purpose of shapewear, to the shertecing ideals wielded by a burgeoning
womenods fitness i ndigckdorapdgovarnmemtality eanerges.e o f
Throughout this abridged history, it becomes clear ti@shift from topdown surveillance
to selfsurveillance was deceptively liberating for women in the twentieth century,
exemplified primarily by the shift from the lycra girdle to lycra leggings.
Artifact Description

Athleisure clothing is not contained to a single form; it can manifest as yoga pants,

sweatpants, joggers, leggings, athletic skirts, sports bras, tank-shyirss t hoodies and

of

jackets. Athleisureds | ook and ftegreds.ltborr ow f

fabric moves with its wearer for maximum comfortability. Athleisure is available in a variety

of styles, ranging from tigHitting, cropped tops and leggings to baggier jackets and hoodies

(Figure 4). Its material composition is often a blemdynthetic fibers like Lycra, nylon
and/or polyester, but it can also be made of cotton or-sgntihetic fibers like Tencel and

Modal. In terms of material properties, athleisure can be-fatimg, loose, soft, stretchy,

10



breathable, sweaticking and/or compressive. Its design can include unique details, such as
mesh panels, straps, zippers, cutouts and/or fabricated textures. Its fabripeatterned or

dyed solidly in any shade or hue.

Figure 4

Sample Athleisure Piecé®m POPFLEX

Note From [Photograph of POPFLEX activewear] by POPFLEX, n.d., POPFLEX

(https://Iwww.popflexactive.com/pages/newsletemup). Copyright 2024 by POPFLEX.

11
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Appearing Sporty

The term fAathleisureo (a blend of dAathl et
advertisement for Athleisure Shoes by Dunham (Bain, 2015), and made popular by a 1979
issueofNati onés Bwsisnewsth the coining of facti:
normalization of performance wear as everyday clothing for women (Craik, 2019, p. 216).
Womends act i vdaeetdhe emetlgengeohsgortsyear in the late nineteenth
century. Sportswear materiali zeedonmas fia new Kk
wi despread interest in sporto (Campbell Warn
and athleisure have been characterized by their dual function of aesthetic signifier and
practical dress, Afor t hd swthosewhopstwantdol | y par
lookas i f they do [emphasis added]o6 (Velocci,
athleisure Athe result of the desire of o0fas
sportswear mainly for visual impact&an al so, possibly, to Iimply p
(Angus, 2013, p. 528, as cited in Craik, 2019, p. 219). Its existence, in other words, can be
attributed to sport and fashion entwining.
The Gibson Girlds Confidence

Until the late nineteenth century, French fashion dictated what Americans wore
(Campbell Warner, 2013, p. 47). It was redohiywvear separates that won the United States
distinction in the fashion industry; key to this was the casual, sporty shirtwaisty whi
emerged alongside womends basketball and bec
womend i ndeed, even for women who merely aspir
Warner, 2013, p. 47). Skorich notes that, while industrialization was a factor iselod r
readytowe ar it ems, ithe fashion itself was fund
i mperativeso (1997, p. 18). The shirtwaist,

menswear, could be worn yeaund and was perfect for wodkhd participation in sport

12



alike (Skorich, 1997, pp. 18 9 ) . It was fAbusinessli ke but ca
democratic (Skorich, 1997, p. 19). The shirt
also known as the Gibson girl.

The Gibson girl originated from sketches by artist Charles Dana Gibson of
Aprofessional model s, family -alassAmericanends, 0 a
womanhobdoG( bson ,2018)IThesGibgomgrkwiassaibsured, her face
Afl awlessly beaut-whubtbdednygeiTdrweo lia biswds gdo m( 6 s
America 2013). She was educated and enjoyed an abundance of leisure time, engaging in
cycling, tennis, golf and other sporty activitidsif e Gi bson ,Q01B)(FgeeS5A mer i c a
Her beauty was, in part, accessible; it centered on confidence and an athletic body, both of
which could be worked on (Campbell Warner, 2
sporting body was understood as the physical representation of aistronge r s el f o6 (20
217). So, while sportswear helped evolve social norms for women, it also laid the foundation
for an ideal still prevalent today: that of the salbnitoring woman, who must rely on

Aconfidenceo to thriv2®19ipnl52. neol i ber al soci e

13



Figure 5

Gi bson Gir| Poster Advertising Scribnerds Ma

(I):UI'HZUU-—PUO(A
MZCC. VO

Note. FromS c r i b n e r fLithogfaphrandletterges3oster] by C. D. Gibson, 1895,
The Miriam and Ira D. Wallach Division of Art, Prints and Photographs: Art & Architecture

Collection, The New York Public Librarhttps://digitalcollections.nypl.org/items/510d4+df

f7ef-a3d9e048e00a18064a99Inconclusive determination of copyright status from The

New York Public Library.
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DuPont and the Birth of Synthetic Fibers

Prior to the establishment of its portmanteau, athleisure pieces were referred to by the
revolutionary synthetic fiber(s) that comprised them. Among these is Lycra, also known as
Spandex (an anagram f or Aexp awedtiethcgnturybyy cr a wa
E.l. du Pont de Nemours and Company, more commonly known as DuPont: a highly
influenti al corporation known for manufactur
2011, p. 18). DuPont pioneered the synthetic fibers industry with its inmearid/or patent
of six other textile fibers, including rayon, acetate, Dacron (polyester), Orlon (acrylic),
Neoprene and nylon (O6Connor, 2011, p. 54).
modernd ay at hl ei sure coul d n.dHavingoriginated ag 8&O@jcro nnor
gunpowder supplier, in the pedtorld War | years DuPont looked to distance itself from
associations with destruction. Pivotally, A i
had O6asking power @ eiarsitnige iwro meamess, ai tl uscavatp \
(p- 122). It was during this time that DuPont developed nylon stockings, or Nylons, which
sold out of shops the same day that they wer

Shapewear and the Notion of Normal

In the 1940s, DuPont set out to improve the composition of a particularly painful

undergar ment for women: the girdle. AHell i sh
womanhood in the early twent-ofpatutalfebemtesr ¥, as
were fat, sag, bul ge, and jiggleo (Friedman,

the corset was developed to keep womenédés bod
t hough fAneetvhiidnegnti sé saeblofut  téhewcemnt, perhapy, oty v of &6t
compul sion to seem that wayo (Serlin, 2018,
central to the 1940s and 50s mindset of fAgre

experience of wearing one in detail:

15



There is no parallel in modern textiles to the stiffness of rubberized girdle fabric,

which compressed the body in a way that w

This was the case even if the wearer was of normal weight or even thin, because to be

effective the rubberized girdle had to fit very tightly, and fastening it up was

awkward. € in the process the flesh often

the girdle, normal body movements like bending and sitting became awkward, eating

was uncomfortiale, and performing basic body functions could become problematic.

(2011, p. 76).

For decades it was unacceptable for women to leave their houses without a girdle on.
The normalization of this level of aesthetic labor exemplifies how ideals must be accepted
and invisibly championed to pr ethatyplcal si nce,
depends on the passively accepted and active
2018, p. 138). Aiming to capitalize on this ideal of belge e e finor mal i ty, o0 DuP
millions of dollars developing a new synthetic fiber with @¥hto craft more comfortable
girdl es. Recogni zing fithe potenti al mar ket f
fiberéto use in foundation garments, o0 it sou
move with and compr 20%1sp. 81 letook thedcgmpédnpidtédo n n o r ,
years, but the stretchy shapewear fiber it discovered, Lycra, drastically altered the scopes of
undergarments and activewear forever.
Nor madés Proportions

Serlin traces American bodily ideals to the Normman and Norma statues created by
sculptor Abram Belski and eugenicist Robert Latou Dickinson in 1945 (2022, p. 135). While
reflective of celebrity bodies of the day, these statues were built primarily tcenfo
bi opolitical norms grounded in fAchdidd)ogr aphe

Norma, in particular, was crafted to mark boundaries of normativity around the American
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femal e body. She was substanti al but | ithe,
hi pso 11 p. Nbil mddsdi ®@Wlness and fAjust righto tr
the fact that she and Nor mman were created f
positive reinforcement regarding fAwhich Amer
pp. 114 115).

The data used to dictate Normads size wer
O6Brien, who had been working to crmade e mor e
clothing. She employed fAmeasuring squadso to
15,000 wlunteer women across six states (Radke, 2022, p. 117). To the delight of Belski and
Dickinson, O6Brien only kept data from young
features that eugenicists were looking to promote. Norma, as a result, symbolizes
fimidtwentiethc ent ury Amer i can bi opower, nouri shed b
2018,p.143Debuting in New Yorkdés American Museum
and Normman served as a benchmark for visiting individuals of how they should aspire to
|l ook. Their Il asting influence exhibits how i
adbout averages or commonly occurring traits,
2022, p. 120). This i1idealized notion of Anor
even as girdles fell out of favor and women took up more vigorousis&eo remain
Astrong, flexible [and] attractiveodo (Friedma
Out of the Girdle, Into the Flexatard

The invention of Lycra is credited to Joe Shivers and his colleagues at DuPont
(Friedman, 2022, p. 123). In 1959, they presented their discovery to the public as the perfect
fiber for girdles: soft and r #¢oghrestimasras t o s we

much restraining powero as rubber thread (06
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girdle initially outran Du Phodgetcampaignutpgs! vy, I n

launched with:

To the consumer, Lycra was presented as a
modern way of [|ife, and creating the idea
blindness, few in the mainstream seemed t

fiber was the very stuff of which the hated and rejected girdle had been made. Or that
leotards and leggings looked identical to the nevinatine foundation garments.
(O0O6Connor , 1126011, pp. 99
DuPont relied heavily on print ads in wornm
Lycra. One of their campaign themes, fdat | as
|l astdo statements to inform the6)((0blnm.OBher abou
96). These described the experiences of working, eating and playing sports comfortably while
wearing Lycra girdles, as well as the elusiwv
girdle with such comfortable controly o u 0 Icdlyk noavr youdr e wearing it
2011, p. 96). Each featured the same, ewspped imagery of gauzy Lycra on a thin
womanodés body, with slight variations in posi
curvature, wrapping around the body to empteathe smooth lines that Lycra girdles were
advertised to create. Dupont also designed and produced booklets for retail employees that
sold them on the idea of Lycra, while illustrating how to effectively sell it to others. With
titl edowtboPreeme AO Ly cr ad S pandHbeeBettEriSgas FigusgEsoo
some of these included -rao wrhdha d 0 esfm dbookteyth at)eyrp e s
delineating what each required in terms of g

2011, p. 96).
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Figure 6

Lycra Girdle Advertisement

At last,
a girdle that
controls
so effortlessly-
L you feel like
size 10 again!

_it’s$H
elasticized

"Lycra"—Du Pont's new elastic fiber that controls better, weighs les:

is Du Pant's registered trademark for ity spandex fiber. Du Pont makes the fil

Note FromAt Last, a Girdle That Controls so Effortlesslyou Feel Like Size 10 Againy
E.l. du Pont de Nemours & Compari@6Q 1969, Science History Institute

(https://digital.sciencehistory.org/works/q237hsjL N copyrighti United States.
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Girdles continued to be a linchpin in wonm
departure from restrictive silhouettes fiboth
simmering desire for |iberationo (Friedman,
Mary Quant, a British fashion designer looking to uproot stiff, traditional styles. The clothes
she created implemented brightlgloredsynthetics and were reminiscent of the 1920s: fun,
flowy, youthful and scant (Worsley, 2011, p. 112). Most notably ceb@ted the miniskirt,
which exploded in popularity and incapacitated girdles in one fell swoop.

Il n an act of emancipation, Adégetting rid
moment 0 al ongsi de sexuwalt rloilberidtli  O6aCodch ntolr e
Somewhat paradoxically, it also accelerated a blossoming fithess indsstgwalothing
designed to showcase women6és bodies motivate

In liberating women from the tyranny of undergarments, the miniskirt also exposed

themBef ore, womendés fashion was designed t

flatter fashiof e mphasi s added] . Quant knew this.

pregnant , d she told Britainbs Telegraph i

staying slim é But itdéds worth it.o6 (Fried
Despite DuPontdés efforts to keep women in gi
they had been in the 1960s (Friedman, 2022,
foundational garments acted as a catalyst for engagement in more vigorous forms of exercise,
as the slimming power of exercise became a primary selling point for the earliest fithess
influencers. This shift from tedown surveillance to seffurveillance vas deceptively
liberating for women of the twentieth century.

A Snugness of Fit
Prior to Lycrads invention, fitn-blend ent hu

|l eotite as an early version of womené6és actiyv
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women were expected to return to quiet homemaking. It became socially unacceptable for

them to appear masculine in any sense of the word; they were bombarded with messaging

concerning theiappearance buliscouraged against appearing muscular. Rather, women in

the 1950s were steered to reduce themselves

avail able é calorie counting became common p

(Friedman, 2022,p.23. Pruddends pr omot i oelpedrmakedheer ci s e

notion of a woman sweating fApalatable for a

(Friedman, 2022, pp. 124). She dedicated her career to countering common misconceptions

about health and physical exdrntgioonwo ntemo ugH ih

heavily on enforcing bodily ideals. #fAln the

about the importance of women being strong, she also sold the power of exercise to shape, or

reduce, oneb6s figurna4p (Friedman, 2022, pp. 1
Pruddendéds brand catered primarily to moth

How to Keep Slender and Fit After Thi(961), included a chapter on exercises to improve

their sex lives (Friedman, 2022, ppi 38). Believing in the power of performance wear,

Prudden designed the firaver line of fitness fashions for women (Friedman, 2022, gp. 24

26). They were featured ia 1975 issue of Sports Illustrated, wherein she appeared on the

cover with her leotiteelad leg in the air (Figuré). twasPrudd n6s bel i ef that a

should make women feel lithe and enticing, while also highlighting what they needed to

change: fa snugness of fit that reveals ever

influence was cemented through her designs,asd ay 6 s at hl ei sure commor

women to exercise through the emphasis of #nf

align with the fit ideal) and resulting production of body dissatisfaction (Lipson et al., 2020,

p. 9).
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Figure 7

Bonnie Prudden and her Leotite on the Cover of Sports Illustrated
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Note FromAugust 5, 1957 Table of Contefitéagazine Cover] by Sports lllustrated, 1957,

Sports lllustrated Vaulihttps://vault.si.com/vault/1957/08/05/4561). Copyright 2024 by

Sports lllustrated.
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In 1975, Gilda Marx married Lycra and performance wear to craft the Flexatard
(Friedman, 2022, p. 125). An early fitness entrepreneur, Marx and her husband ran Body
Design by Gilda, a higprofile aerobics studio in Los Angeles (Friedman, 2022, p. 119). He
goalwastodevelopabetteri t t i ng | eotard that would inspi:
exercise successo (Friedman, 2022, p. 120) .
DuPont, she experimented with blends to create a seston@jarment. Té Flexatard was
more supportive of the chest than traditional leotards, and was a hit with her celebrity clients
(including actress Jane Fonda, who went on to revolutioniaerat fitness with her aerobics
tapes). The Lycra | etpforetolddhé fture of peifoormnceweari n  p o p
and athleisure (Figur®:

By the early eighties, Lycra leotards and leggings would burst out of the studio and

onto the street, as Gilda and other designers introduced tops, skirts, and shorts that

allowed women to come and go from aerobics class without having to change.

Leotardsal so became popul ar among women who d

fresh, edgy fAfashion |l ook. o6 (Friedman, 20
Mar x6 Lycra fashions initiated a new era of
more than the clothes they wore, ssdhfidence would be rooted in their body shape
(o0o6Connor, 2011, p. 125). And, whilomalaerobic
rel easefo ttthiengf onramm ur e of Lycra cemented it
were more explicitly encouraged to strive for a standard of physical perfection unattainable

for mosto (Friedman, 2022, p. 127).
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Figure 8

Gilda MarxFlanked byModels in Flexatards, 1978

N e R N S == =51

Note FromKathy Smith with others in FlexatarfiBhotograph], 1978, Gilda Marx

(http://gildamarx.net/career38.hiimCopyright 2011 by Gilda Marx.

Enclothed Cognition

Thoughts of preserday athleisure invoke images of leggings and sports bras, both of
which were developed in the 1970s. While leggings evolved naturally with the emergence of
Lycra leotards and tights, the creation of the sports bra was entirely inreo\R¢iveloped
for running by Lisa Lindahl, Hinda Miller and Polly Smith, the first successful prototype
consisted of two jock straps sewn together (Friedman, 2022, p. 88). Lindahl, Miller and

Smith launched their invention as the Jogbra in 1977, layingrthendwork for the sports

bra to become fian icon of womenédés fitness an
as favorably by consumers, fAnew exercisers f
Lycra exhilarating, liberating and revolutionary ( O6 Connor, 2011, p. 126
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interviewed ABoomerso about | eggings in the
Al eggings made me feel fitter, even just to
described as enclothed cogniti wmerstowhasr e fit he
choreographed by the garments that <c¢cl othe bo

The theory of enclothed cognition was brought forth by social scientists Adam and
Galinsky (2012), who conducted a study with lab coats to test how articles of clothing can
affect their wearersd psychol ogicalntsprocesse
invol ved presenting | ab coats as fAndoctords c
the same coats as fApaintero6s coatso to anoth
coatso showed Aincreased s wstpaiwread | atgt dmptaii on
coatso (Adam & Galinsky, 2012, p. 919). Adan
internalize and act out the symbolic meanings of the clothing they wear, extends far beyond
lab coats. In the case of athleisure, as Bonnie PrudukGidda Marx intended, its cultural
scripts include fitness, discipline, affluence and attractiveness. As described by Tolentino,
At he real trick of athleisure is the way it
(2020, p. 84).
From Lycra to Lululemon

By the 1980s, with the proliferation of exercise tapes and aerobics studios, Lycra
| eggings filled American shops and streets (
development in athleisure pants would come in the early 2000s, from sportswear entrepreneur
Chip Wilson. Inspired by a yoga class he took in 1998, Wilson founded lululemon, a
Canadian yoga apparel brand which has since grown into a multinational, multibillion dollar
retailer (Boyd Thomas & Peters, 2015, p. 102). Compelled by the ineffectivafrtbges
baggy, cotton gym clothes his classmates wore, he set out to design technical apparel for

yoga that would incorporate better fabric and "addresseamee 6 ( Wi | son, 2021,
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With help from outerwear designer Amanda Dunsmoor, the resulting yoga pant utilized flat
seaming to avoid chafing, a higher rise in the back to accommodate for bending over and a
Adi amond cr ot ch g 4ose and makd pantssagproackeablédfomento a me |
wal k to the studio ind7publicdo (Wi lson, 2021,
Super Girls and the Responsibilized Self

From its entrance into American fitness culture, yoga was aligned with bodily ideals
of the twentieth century. Friedman descri bes
response to the higintensity workouts of the 1970s and 1980s, where women were
exhausted and fAdisillusioned that exercise ¢
genes and turnthemtoJ ane Fonda o i208.Y&awas thepsolutiéh@ora
lower-intensity workout i t expl oded i n popul deautprijualas A an
path to inner calm, lifestyle of the rich and famous, and multibitiom | | ar i ndustryo
(Friedman, 2022, p. 208). This was also a time when, though women had more rights than
ever before, they were al s arcuiltsre suggesteditdvasl i ke n
all their faul® for daring to want lives outside the home, for cultivating professional
ambition as well as personal ambitiono (Frie
whitewashed yoga industry promised them inner paada supermodel body, causing
tension between yogabs spiritual roots and t
(Friedman, 2022, p. 231). lululemon exemplified the latter by presenting the consumption of
athleticwear as a modeed ofn fbsopdiirliyt uiardp raocvteinveinst
Lozanski, 2014, p. 77).

Wil son, in defining his early target audi
an empowered, athletic, 32arol d woman who valued time to th
want to have to change between yoga and the coffee shop (Wilson, 2021, peAvasShe

idealized selmonitoring entrepreneurial subject. In stores, he hired employees who
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exemplified the Super Girl |l ook and feel to

audience (Wilson, 2021, p. 99). In 2013, during a now infamous interview with Bloomberg,

he bl amed an ongoing issue with nghoaths heer nes
sizes of his customers, stating, ifsome women
Thomas & Peters, 2015) . I n actuality, Wilson

of Vancouver to cut costs, which had resulted in a reductiqoatity (Boyd Thomas &
Peters, 2015). Hi s di splacement of the short
individual consumer is representative of neoliberaksedponsibilization.

While Wilson (2021) cl ai madtdacedios (peommé
words were backed up by the Super Girl ideal, as well as the sizing available in lululemon
stores. At the time, lululemon did not sell sizes larger than an American size twelve, the
Al arger 6 end of whi c hderwablesén stpresrBoyd Jofas &1 y hi dd
Peters, 2015). In the last 10 years, lululemon has expanded its size range up to a size twenty,
or 2X. The core tenets of its brand identity, however, have remained the same. Lavrence and
Lozanski i d e meanihgysysterh underpinming lalulembnebranding, the body is
a site upon which success and mastery are to
manifesto (Figur®) comprises a series of motivational statements promoting self
i mprovement, such as fAsweat once a day to re
thing a day that scares youo (Pentagram, n.d
typography, thenanifesto is designed in a way that aesthetically bombards its reader with
Aodimepescriptionso in an effort toptimzaidnt any A

(Lavrence & Lozanski, 2014, p. 77).

27



Figure 9

lululemon Manifesto
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Note From [Image of lululemon manifesto from the lululemon brand identity system] by S.

Samson, n.d., Samson Desitttifs://samson.design/lululem@&randldentity-Systen).

Copyright 2023 by Shaun Samson.

At hl ei s u-GBtendisg Etfeot:rAgtivewear as Everyday Wear

O6Connor writes that, fAat all times and
bodily practices signify participation in society and acceptance of its values, or their rejection
(p. 2011, p. 77). Todaybés gl oduedat at hl ei sur e
approximately USD $19 billion (Smith, 2023), demonstrates how neoliberal society values
an optimized |ifestyle and the aesthetics t
announce that for their wearer, life has become frictionlesktlies us in an ideal that
merges work and play to the point where they become indistinguishable, and effort feels like
pl easureo (2016) . I f womends sportswear in
sport, modersday athleisure implies partgation in the selbptimization ideal. It is the daily

uniform of the hyperproductive entrepreneurial subject, because of its appropriateness for
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al most any occasion. ASince roughly the ear|
and into everyday | ife, seen in a multitude
pp. 228 229).

Il n recent years, the paradoxical term fAwo
blending of workwear and athleisure at the production level. With workleisure, items of
clothing traditionally associated with corporate office attire, including blazers,ds@unsl
trousers, are remade in stretchier, spoit k e mat er i al s d Heeatse iofke e | [
is already hard enougho (0. WakeisureHtken,lmavBsEL , n . d
further away from performance wear and closer to comfort. This ceuddlibgering effect
of the COVID-19 pandemic, which merged work and play substantially. At the same time
that overall apparel sales declined during CO\MM) athleisure skyrocketed; in the second
quarter of 2020, lululemon reported a 157% increase in@skles (Meyersohn, 2020). Even
prior to the pandemic, in 2018, athleisure accounted for 24% of clothing sales in the United

States (Lipson et al., 2020, p. 5).
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Figure 10

LEZE THE LABELO6s Workleisure

Note FromChloe Pant Grey[Photograph], n.d., LEZE THE LABEL

(https://lezethelabel.com/products/chipantgrey). Copyright by LEZE THE LABEL.

At the time of writing, the average cost of a pair of lululemon leggings ranges from
$98 to $138 CAD. Though the price of leggings today can fall anywhere between $10 (Temu)
and $1,520 (Louis Vuitton), athleisure is considered a premium product and coloxoty
(Lipson et al., 2020, p. 5). It epitomizes the notion of consumption asaselfwhere care
for oneself involves consuming products that aid in thecg@llmization process. This is
exacerbated by social media and the modern influencer ingustigh markets the self
optimization ideal through regularly churnedt shortform content. Hund (2023) identifies
influencers today as fnaspirational l i festyl e

body image conducted by Lipsonetal. (2020pr t i ci pants i dentified n
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ideal 0 as fAunattainable, o6 critiquing it for
extreme nature of the athleisure lifestyle (n = 15, 75%); and the sexualization of the female
body in athleisure culturepantescilpPpanbédwfiappe
self-blame for what they felt was an inability to meet this cultural norm for both body and
|l i festyleo (Lipson et al., 2020, p. 10).

The selfoptimization ideal is deeply ingrained in neoliberal society. For the
individual, donning athleisure signals to the world that they are working towasd self
betterment, as, fAunder the beauty ideal, the
pat enti al 0o (Wi ddows, 201 8-dayathleisiBe)acts as ashdpinge me an
apparatus. Having intimate historical ties to the girdle, it continues to parallel other
shapewear made of Lycra, | ike SpoanixndiWeiidgueal
to exercise; Afithey encourage you to produce
(2016). This is essentially how Vye clothing operates, but instead of nagging or encouraging
its wearer, ishameghem into exercising. More than displaying their body, it puts their
failure on display.

Design Processes and Deliverables

The design outcomes of this thesis include the creation of a parodic athleisure brand,
Vye; a prototype of its product, VyeTdehpants; and a promotional video showcasing both.
The approach | took in developing these deliverables can be described as critical or
speculative making. McCarthy et al. (2018) define critical practices:

Involving a speculative approach to design (experimeakglressive,

future-oriented), critical practices combine an authorial poirtiew with research

and the tangible aspects of media, techno

prototypes may serve as types of primary research in that they can address research

guestions in theoretical terms. (p. 169)
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Knowing that the goal of my thesis was not to solve a problem, but rather to incite critical
thought and discourse, | chose a design method characterized by wonder and skepticism
(Hendren, 2023, p. 29). Aln thesstinbogbasiwoptsd
and skepticism are held suspended, unresol ve
30). The purpose of Vye is to invite skepticism concerning the way things are, through a
prototype that promotes wonder about the way thingscauldb i n or der to j og
perceptionmwakei n a new wayo (Hendren, 2023, p. 30)
Parody Branding

Vye brings together setfacking, athleisure and parody branding in the form of a
critical design piece. | utilized parody branding as a mode of critical design to explore and
invert tangible aspects of existing media that are familiar to many. Havingelzpesed to
the concept of neoliberalism in the first year of the MDes, | started noticing how often brands
push neoliberal values in the advertising of their products. Especially in the beauty and
wellness industrial spheres, notions of consumptioneasliérm, seltliscipline, sel
confidence and seHufficiency have all been sold to me under the umbrella ctaedf. As |
learned aboutse ur vei | |l i ng practices, | began to re;:
t hem. For most obédtathe reductioreof mysel as @ neganibgssel
improvement project, conflating conspicuous consumption withresffonsibility. Similarly,
| 6ve embraced surveilling technologies, allo
aggressive and shameéve | di ng fAmoti vational 06 messages da
neoliberal subjecthood are quotidian in modern society, much to the benefit of retailers and
any entity with a capitalist agenda.

Devel oping Vyebs brand identity, my ai m w

wellness and apparel brands to maintain familiarity, while pushing its neoliberal messaging
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enough to unsettle viewers. On the quotidian nature of subtle neoliberal messaging, Kaiser
writes:
There are not Ayn Rand quotes on billboards, or whasted pasted on every
street corner é Instead, the Acommon rati
embedded within the products and services we use evedyakactly those products
and services that purport to be convenieackancing, making us more productive or
efficient, helping us save time. (2023, p. 33)
Johannessen (2018) identifies two types of scenarios in speculative critical design: alternative
presents (to critique societyds current form

going in) (p. 9). Because the neoliberal ethos is so deephedded in modern society, |

found it necessary to critique societyods cur
chose to make the alternative present more dystopian than utopian (Hgure la s ki n g, A w
if there existed an athleisurebcan t hat | ever aged shame to moti\
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Figure 11

Johannesséhn Bltopian or Dystopian Alternative Presents or Futures

Preferable? Possible

Plausible

Probable
Figure 7: PPPP model by Dunne & Raby. Each Figure 8: PPPP model with scenarios mapped
cone represents a type of development for the future. over the cones. The scenarios are positioned as
Note how the “preferable” cone is misaligned with the alternative presents or speculative futures and are
“probable”. The purpose of SCD is to create debate to a varying degree utopian or dystopian. Adapted
on the position of the “preferable” [9]. from Mitrovi¢ [7].

Note FromT he Young Designer 6s Gui de (pt9byEKecul at i
Johannessen, 2018, Norwegian University of Science and Technology.

(https://www.ntnu.edu/documents/139799/1279149990/16+TPD4505.leon.johannessen.pdf/1

c9221a22f1b-42fe-balf24bb681be0cd

I n the process of creating a pardom@dnd br and
Beatkit, which functioned as a real brand from 1984 to 2000. Known for its useless products
like theRemover Installdf, Beat ki t 6s adv er tlkesnessagimgt(is., and p
PANIC NOW) mimicked existing marketing strategies while retaining a level cf self
awareness to disconcert viewers (Figu2g It acted as a critique of the free market,
consumption and advertising in the late 1990s; Darick Chamberlin wrb89ththat,
crucially, ABeatkit invites us to take a cl o

its audience to do the same. It turns the notion of striving for things to light up, which we
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have been taught to do, on its head by pushing it to the extreme and leaving viewers

guestioning the selbptimization ideal.

Figure 12

Wol fedsii BeEMItGKiIiNOWO with tEBhe Remover I nstalle

Note FromVia shawnwolfe.com #Shawn Wolfe #Art #Design #lllustration #Panic now
#Remover Installer #Vending Machifiaumblr post] by S. Wolfe, 1982000, GROSS

NATIONAL ( https://grossnational.tumblr.com/post/36728493&dpyright 20102024

GROSS NATIONAL.
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Vye Brand Guidelines

Vye is a parodic athleisure brand built on neoliberal tenets that sells athletic clothing
customized with its trademarked smart clothing technology, VyeTe#s a parody brand
concept, it brings together athleisure and quantified self technology to explore shame as it
relates to computational seiptimization. The brand unabashedly leverages public shaming
to motivate its wearers, which it rationalizes asea and effective approach to habdtting
and goal achievement . Vmeneyasd accountability, al ues i ncl
optimization, innovation, excellence and community support. Its name derives from the word
Avie, 0 which means fAto strive-Wkbhster,ndydmer i or it
naming the brand, t hoeeadier gponum@ason.Atidaionagjle tthe t o a
brand i s -cheingthrliyc ,idy caus wear ers are contending
purpose of selbptimization. Other names considered for the brand were Project Body (a play
on the neoliberal "body asqgect" sentiment), Ascend and Ruly (highlighting the
disciplining of "unruly” bodies).
Exploration and Processes

Prior to creating an identity for Vye (including a logo and visual identity, values,
personality and voice), | wanted to define its purpose from the perspective of an imaginary
founder and CEO. Coming from a graphic design background, | approached this by
conducting a SWOT (strengths, weaknesses, opportunities and threats) analysis and putting
together a design brief. The SWOT analysis helped me place Vye in the 2024 athleisure
mar ket, and was valwuable in surprwra@d ng ways;
AVyedbs strategy of | everaging transparency i
knows whatitslightp c¢cl ot hi ng signifies. o0 This helped

awareness component, leading to the prioritization of a pronabtiheo.
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Constructing the design brief helped me d
Vyeds | ogo and visual identity. |l wrote it f

the project. The brief includes the following sections (see Appendix A):

(@4

Company values
0 Company mission
0 What do you do?
0 Why do you do it?
0 Why do you think it's important?
0 What we are looking for
Theoretically, the graphic designer would have met with the imaginary founder to glean this
information. l denti fying the i maginary found
role in developing its values and voice. For example, uitder do you do it wrote:
Al , and many others | know struggle with
will benefit me in the long run. My team and | wanted to find an approach to daily
fitness routines that would actually work. Shame is a powerful motivator, and, while
positive reinforcement feels good, sometimes people need something stronger.
Accountability |ike this can go a | ong wa
Equating shame and accountability was an ini
public shaming palatable. Additionally, putting myself in the shoes of someone who believed
wholeheartedly in a concept like Vye was immensely helpful as | wrote cofyeftwrand
guidelines.
Vyeds | ogo devel opment began with mind ma
brief, | pulled ten keywords and phrases: new mode of accountability, daily fithess metrics,
healthy habits, selimprovement, integrate seamlessly, everyday movement, optimized

lifestyle, in style, community support and premium technology. These words were used to
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generate a mind map of connotations and possible directions | could go in (Fgufeoin

there, | sketched pages of typographic logo ideas, trying to empty my brain of concepts and

ideas (Figure 4). Eventually, | settled on a sketch | had done of a-bimftrast, serif

|l ogotype (for a premium, stylish feel). The
reference circuitry (symbolic of elae)tric po
From my hanerendered sketch, | recreated thedatigitally, using the typeface Operetta 12

as a base (Figure&s)

Figure 13

Logo Mind Map
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Figure 14.1
Logo Explorationi 1

/Mx\ S s

\/ \// "V\ e Vye VLW

=2k ,UE Vy@ {J/z? %
je e Tk

WA V>’€

\X/@ 6’*@ oo
Yye vye
o y M\?VG ":& \W\/YE J e

Figure 14.2

Logo Explorationi 2
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Figure 14.3

Logo Explorationi 3
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Figure 15

Digitized Vye Logo
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The primary and secondary color palettes
the LED lighting on its clothing (green and red), but muted slightly in hue to emulate
trending colors for athleisure. In particular, | referenced the Pantone FashiorT (aoidr
Report for New York Fashion Week Spring 2024

(Pantond65938) that hel ped me choose Vyebds AdJade

Trend Report is published as a «aehaer trend f
throughout the season for retailers and bran
(Pressman, 2023). Vyeds secondary typeface,

friendly, sans serif typeface which | chose to complement Operettal$2.pieked Neue
Haas Unica W1G for its Helvetiassque letterforms. Helvetica is regarded as an embodiment
of Modernism in graphic design, and carries
and Aneutrality, 0o whi c hthelvalue i glates anlnorrgsraedd we | |
ideals. Graphic design is not neutral, and neither is Helvetica, just dsasklhg
technologies are not neutral, and neither is athleisure.

Lupton and Xia (2021) identify graphic de
We produce brand standards and corporate identity manuals to regulate the public image of
companies and institutions. o0 Once rddouobd t he
began assembling a set of brand guidelines t
While writing copy for this, | referred to the beauty and wellness ads that appear on my social
media feeds daily. In particular, | drew inspiration fromwu|l e monés mani f est o,
emphasizes daily setfptimization as a path to sadhlightenment, as well as their brand
identity system. | also thought about the me
to regularly via the app and stationary bicy&eloton tries very hard to foster a sense of
community and friendly competition. However, because it offers studio classes in the comfort

of oneds own home, there exists a tension be
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isolated workouts. While completing a class, users are offered a rankings bar on the right side
of the screen to motivate them, allowing them to interact with others in small ways.

There exists a similar tension with Vye; while its core values and messaging
encourage users to focus on themselves (fAat
di fferent directions, it is more iIimportant t
brand doesndét exist in the vacuum. Rather, V
community to exacerbate feelings of shame for those who fail to achieve their daily goals.

While true community is antithetical to the neoliberal tenets of hiyjkvidualism and self
sufficiency, Vye boasts its own version of i
shallow. Members of the Vye community are called Vybers, and the uniform they wear is
VyeTectE athleisure. Under the guise of transparency, the athleisure they wear forces them

to function as peer surveyors of one another. The anxiety this false sense of community

produces is what motivates individuals not to fail.

Meant to mimic real brand identity guidelines, thge Brand Guidelineensure the
consistency of its visual identity and communications by providing detailed instructions on
how to approach eackor my thesis, creating a book of guidelines allowed me to flesh out
all that Vye stands for while working on a marketing strategy. It also enabled me to test the
logo and visual identity system | created. The digital PDF includes sections such as Our
Logo, Qlour, Typography, Brand & Voice and VyeTéth
Artifact: Vye Brand Guidelines

Vye Brand Guidelinetsee Appendix B) is a document that establishes a visual
identity for Vye. It also outlines Vyeds cor
dimensions are 8.5" x 11" for ease of potential printing. It begins with an introductory page
t hat Abmiemak swalhleotby contextualizing Vye as

page, the document resumes in its alternate present and works to present Vye as a real brand.
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After the contents page, there is an overvie
logotype is streamlined and elegant. It feels premium, much like the sensation of wearing our

clothes. 0 Like a rWweaBrandGuidainksmplaye guitingtagguager nu al |,
and principles throughout for the purpose of

logotype has been placed intentionally. It is central to our brand and must only be used in the

proper forms to keep a consistent and cléswalidet i t y. 06 Section 01, tit
introduces Vyebs |l ogotype. The overview page
to explain the customi zat i@).dhisosfalsotwhezeitsiy 6 i n t

values and principles begin to shine through:
To Aviedo is to strive for superiority. Th
excellence daily. As a company, we strive for excellence by designing athleisure that,
|l iterally and metaphorically, powers peop
custonized to reference the technology that defines our revolutionary wearables.
The rest of the pages in Section 01 refer to technical specifications regarding the Vye
logotype, including its structure and scale, color application (FighQrenlisuse and the use
of the customized Ayo as a graphic el ement.
Sections 02 and 03 explain the colors and
Section 04, titled ABrand and Voice, 80 |l ays o
At a time when we are constantly being pulled in different directions, it is more
important than ever to focus on improving yourself. Vye products are designed to
integrate seamlessly into our guests' lives. We're like aibwlccountability partner.
We offer energy and discipline, because feeling premium is worth the chase.
Section 05, which is all about VyeTdeh expl ai ns the revolutionar
athleisure and provides specifications for using the Vyefeatordmark in

communications:
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Connected to the Vye app, its computational abilities eliminate the fallibility present
in human accountability relationships. From work commute to workout, Vy&Tech
incorporates athleisureds dual purpose of

your day, for you.

Figure 16

Vye Brand Guidelines Section 1.1

1.1 Overview Our Logo

LEDs/Visibility Circuitry/Power

ve

To “vie" is to strive for superiority. This is what unites our community: striving
for excellence daily. As a company, we strive for excellence by designing
athleisure that, literally and metaphorically, powers people. The “y" in the
Wye logotype is customized to reference the technology that defines our
revolutionary wearables.

Vye Brand Guidelines
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Figure 17

VyeBrand Guideline§ Section 1.2

1.3 Logotype: Application

The logotype appears only in black or
white. With special permission, it can be
set in the Vye gradient.

When placing the logotype over a solid
colour or an image, contrast is of the
utmost importance. The logotype should
not be placed on a background that is
overly busy or of similar shade or hue.

Vye Brand Guidelines
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Figure 18

Vye Brand Guidelinet Section 4.0

Brand:

Seamless. Energetic. Premium.

At a time when we are constantly being pulled

in different directions, it is more important than
ever to focus on improving yourself. Our products
are designed to integrate seamlessly into Vybers'
lives. We're like a built-in accountability partner.
We sell athleisure customized with VyeTech™, We offer energy and discipline, because feeling

a revolutionary smart clothing technology. premiu m is worth the chase.
VWyeTech™ clothing integrates a step counter .

and LED lighting to signal to the public whether
or not its wearer is on track to achieving their
goals for the day.

Voice:

Bold. Aspirational. Persistent.

Bold. Confidence is key. We are confident about
our product and we preach our core values.

Aspirational and persistent: There is always room
for self-improvement, and part of challenging you
to be better is never accepting excuses.

VyeTechE Pants

VyeTeclE is a revolutionary technology that integrates a step counter with LED
lighting, which changes color to signal to the pullitetherits wearer is on track to
achieving their goals for the day. Developed for Vye, it parodies existing smart clothing
technologieso make viewers think critically about the effects of computationaitsstking.
The prototype | created of VyeTdehclothing adds a physicality to the faux brand by
bringing it into the threelimensional world. As a wearable design artifact,sbahvites
discussions of materiality. Personally, when | put the Vyeffepants onto my own body, |

did feel optimized, because the material was soft, comfortable and flattering. But feeling the
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lighting and wires through the fabric, as we
made me feel exposed and watched. This is the duality of athleisure that the prototype
explores.
Exploration and Processes
Upon conceptualizing Vye, | knew | wanted to create a prototype of its VyETech
clothing. | chose to prototype pants, in part because leggings were an important development
in womends athleticwear, but also because th
have a varied personal hi st emegfeeloptimizedbnd g gi ngs
fitter, but theydve also caused me to notice
optimization ideal. Athleisure pants, in particular, are agentic:shape and produce
feelings for women regarding their own bodie
leggings tend to have a high and compressive waist, which slims and secures the body, as
well as some sort of Abootyd shaping or enha
Brice and Thorpe cite Appleford in describing the twelintst century feminine ideal
as one that ndAcelebrates full hi ps and a big
sl ender waist, offering a middl defogir20l6,asd bet w
cited in Brice & Thorpe, 2021, pp. 28323 8) . Thi s fAmiddle groundo i
part, from the mainstreambs appropriation (i
subversive, or sexual without any acknowledgment of the braadtural, political, or
sociological contexto) of Black culture (Rad
mai nstream medi a, Afails to acknowlwhitktge t he
bodieso (Brice & Thorhkpoeat Y2d 2ilt,s epl.f 2MBaBs) .s eMxhea
can interchangeably refer to buttocks or sexual intercourse (Mewiabster, n.d.,

Definition 2). In the fitness industry, large, shapely butts are signifiers e¢@eifol and
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hard work. Exercise programs that target glute growth proliferate the space, promising to help

women Agrow a bootyo (Chloe Ting, n.d.).
The neoliberal bodaspr oj ect et hos, then, invites Aw
nationalitiesodo to grow their buttocks and ba

Thorpe, 2021, p. 238). Leggings and other athleisure pants on the maayeatediesigned
to help women obtain the perfect Abooty, 0 at
Ascrunch bumo are meant to highlight womenoés
buttocks aim to contour and lift. Often accompanied by images @inthedied and/or
photoshopped models with enlarged bottoms and shrunken waists, advertisements for
athleisure employ messaging that offers thei
butt (Figurel9):

Give Your Booty A Lift. Every body is a work of art. The 7/8 leggings will make you

feel more confident about that. Our PowerEiftechnology gives your booty an

instant 15° lift and holddic] them in the right position all the time. (Fanka, n.d.).
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Figure 19

F a n kDasénsbodied Athleisure Model

N

Note FromBody Sculpt 7/8 Leggings (Reversible W¢hlmpage], n.d., Fanka

(https://www.fanka.com/products/bodgulpt 7-8-leggings?variant=48911094874343

Copyright 2024 by Fanka

This cultural obsession with butts provides
metric, which illuminates the butt of its wearer via red LED lettering. Spelling out the word
Aifail o directly on the butt veoayTomanitteeamazi ng s
Reminiscent of a Juicy Couture tracksuit in that it draws attention, this element of the
prototype is meant to be subversive. It helps keep Vye parodic by pushing its neoliberal
tenets to a more obvious degree of extremity.

Technical sketches of VyeTeghclothing were an integral part of my process. With

my limited sewing skills, | opted to imbue a readgpde piece with-&extiles rather than
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design it from scratch. Still, the technical sketches helped me determine how the lighting
would function and where it might be placed on the pants. From the start, | wanted to have
lighting on the sides of the pants that would act as a-cblanging progess bar for the

wearer (Figure @).

Figure 20.1:

Early Technical Sketches for VyeTEctPrototypei 1
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Figure 20.2:
Early Technical Sketches for VyeTEctPrototypei 2
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An important part of VyeTedh clothing is its integration of a step counter and LED

lighting. The step counter tracks the useros

color(s) the progress bar lighting on the legs of the pants should be at any given hour.

Initially, | wanted the VyeTeck prototype to be fully functional. This would have involved

connecting a pedometer to VyeTéchs LED | ighting via an Ardui |

spent a month in the Fall 2023 semester teaching myself how to warRrduino
mi crocontrollers, as well as Arduinobés Integ

(Figure 2):
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Figure 21

Learning How to Use Arduino Microcontrollers

\ ‘ Select Board -

Vye_prototype.ino

setup() {

fode (2,0UTPUT);

Thuue tfeus sefis Jauee fuues meuss sescs o

Wi fevesiffoveflecen £

Launching myself into the world of electronic prototyping was rewarding in that it
helped me understand the speculative inner workings of a Vye garment. It also caused me to
reduce the scope of my project, from a fully functional prototype to a partiattibnal one.
Revising my plan, | approached the progress bar lighting with recootieolled LED strips.
To simulate the failure metric, | planned on coding a LilyPad Arduino USB (designed
specifically for etextiles) with a blink sequence, and havingitr n t he Afai l 0 | et
off demonstratively. The pedometer element of VyeTedould then be illustrated with
animated sketches in the promotional video.
First Prototype
The first prototype | developed allowed me to test out materials, as well as where to

add pockets to the pants for batteries and e

lettering was a plastic fiber optic cable, powered by an LED emitesrefigs of the fiber
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optic cable included a neawen dispersal of light and a subtle appearance when turned off.

Unf ortunately, the cons of this material out
shaping and sewing down each letterform tricky, resultinginthe@drda i | 6 | acki ng
legibility. For the final VyeTech prototype, | searched for a new lettering material,

eventually landing on red Electroluminescent (El) wire. Comparatively, El wire is more
flexible, and it del i ver ed22andB).Teeaiseodfrcyrsivenor e |
|l ettering for the Afail o was suggested to me

available light sources.

Figure 22

Back of First Prototype
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Figure 23

Back of Final Prototype

Switching to EI wir epehedarnewateaue forfdamohstratingt t er i ng
VyeTectE 6 filure metric, so that | no longer needed to use a microcontroller. Instead, the
El wire came withabudt n on/ of f trigger, which | was abl
Final Prototype

Taking what | had learned from the first prototype, | revised my technical sketch with
improvements in mind for the final (Figurd)2 Because of the variation between stretchy,
snappy | egging materi al and only slightly be
traditional leggings was difficult. For the final prototype, | chose-$iitimg joggers instead,

made of a fabric thatould keep its shape even while unworn. | debated between black and
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taupe for the color of the pants, but chose black in the end for its contrast against the neon

LEDs.

Figure 24

Revised Technical Sketch for Prototype
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In the process of shaping the El wire, | created a template to help with the proportions
and spacing of each letterform (Figus).2Additionally, upon presentation of the first

~

prototype, it was suggestedtoménat | bl ock out part of the n
to distinguish it from the Al . 6 These consid
therefore more effective prototype. | carried the rertotdrolled LEDs on the legs of the

pants irto the final prototype, since they worked well for demonstrating the progress bar

feature.

Figure 25

Application of Afail o Template, Created with
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Artifact: VyeTectE Pants

VyeTectE pants (see Appendix C) are representative of the selection of smart
athleisure that Vye has to offer. Upon purchase of a piece of VyETeldthing, itmustbe
registered with its new ownerds account in t
sets the point(s) at which the VyeTeéclpants change from green to red (Figusg Setting
a daily step goal on the app also involves setting a time of day by which they want to
accomplish this goal. At midnight, the step count on the Vyefeghntsresets. When their
wearer dons them in the morning, the pants begin tracking every step they take. As the pants
gather data, if they calculate that the wearer is on track to achieving their step goal, the side
lighting will remain green. Deviations in ggoess calculated result in the slow climb of red
lighting on the sides of the pants. If the wearer fails to meet their goal by the time they
indicated, the word Afail o lights up their b
progress on the Vye appaty point to see numbers and percentages.

The final prototype for VyeTeéh utilizes a base of higtvaisted, black jogger pants
composed of 75% Nylon and 25% Lycra. Remuzdeatrolled LED strips, which can change
from red to green are used to simulate a progress metric on the sides of the pants. These are
powered by 5V batterypics hi dden i n pockets on the insid
lettering on the back of the pants is spelled out with El wire, which is powered by 8 AA
batteries (also hidden in a peledkepants.is,iThe wor
large part, what pushes them to the place of parodic absurdity where viewers are unsettled. It
subverts the common goal in fitness culture
emphasis with shame instead of pride. Importantlypthtea c e ment of t he wor d
wearerds butt signifies that, more than fail

in their pursuit of sefbptimization.
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Figure 26.1:

VyeTeck Pantsi Green

Figure 26.2:

VyeTeck Pantsi Red
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Vye Promotional Video

Vyeds promotional video is a culmination
of its product, VyeTedh pants. Its voiceover extends the neoliberal language froiviythe
Brand GuidelinesLike the brand guidelines, it leverages familiarity by mimicking existing
advertisements, but ultimately the promotional video is meant to unsettle viewers through its
extremity. Part of this extremity is offering to its audience the public shamingdlana
viable approach to fithess accountability. Mhe Promabnal Videointroduces Vye to the
world as part of a theoretical brand awareness campaign. It also bridges the demonstrational
elements of the VyeTeéh pants to make them appear fully functional.
Exploration and Processes

| approached creating the promotional video by sketching out a rough storyboard,
which was helpful to reference while shooting footage of the pants (Figure2he
development of the storyboard, | was inspired by two differing approaches to brand
awareness videos. The first was a straightforward, origin-sgpeyvideo, exemplified by
Pel otonds APeloton is for Evenagndwhg®eloton deo. T
was founded, and delineates exactly what they offer to consumers. The secomorg/as
artistic and abstract, which I felt would pl
referenced Ni kebs fADream Crazierodo campaign.
find a middle ground between the two approaches. Specifically, | was teténes

storytelling using slow motion footage, meditative music and a dramatized voice over.
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Figure 27

Vye Promotional Video Storyboard
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For the filming of the VyeTedh prototype, | recruited the help of my friend Ryan to
shoot the video, and my other frientiriam to model the pants. We shot most of the footage
in the lobby of my church building, which | chose as a location for its café setup and natural
lighting. The sanctuary also proved useful; because of the way in which Vye leverages public
shaming,lwat ed to insinuate that Miriamds charac
Afail o it up. Being able to have her wal k wu
Additionally, the dark room and spotlights bathing her in red worked to visually depict

feelings of shame (Figure82
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Figure 28:

Stage Lighting to Depict Shame

To write the voice over, | first made a list of bullet points that | wanted to touch on. It
was I mportant to me to incorporate dialogue
VyeTectt wor ks; and the athleisureds smart featu
voice memos of myself going through each point. This technique helped me capture a more
natural speaking tone for the voice over. Through this process, | came upcottbegpt
around Vye introducing itsefrb &sebBt Apppedf &c
edited video makes use of some stock footage, as well as an updated, animated illustration of
VyeTeclE6s pedometer feature (see Appendix E).
appbébs imagined interface, which | designed t
Appendix E). These felt important to include, as they give life to and complement the

prototyped pants, while cementing Vyeds twis
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Artifact: Promotional Video

Vyeds promotional video (see Appendix F)
introduces it to the world. Most of the footage is rendered in slow motion for dramatic effect.
The music is aspirational and poppy, to contrast against the predomimaatdhpublic
shaming. The video is one minute and 53 seconds long. It begins with an opening shot of the
main character (a Vyber) walking into a café while wearing VyefEephants. The main
character smiles as she interacts with the barista working, \Whilearrator begins
describing Awhat makes the perfect accountab
Following this introduction to the main character are stock footage clips of hands lacing up
athletic shoes (At hey ono,t iavnad ea ywoumano weeaarcihn
whil e taking public transportation (fnand cal
Throughout the video, what is shown on screen matches the voiceover, like the clip of
espresso that plays wheinlde ttihnee npaorurraitnogr irnetaod s
coffee is representative of energy and productivity, while adding to the café atmosphere.

The main character reappears at 00:21:00, when the narrator begins to explain the

purpose of Vye: fAWe created Vye, because we
isndot a person at all. 1to6s a wetthispdntie t echn
the video, the voiceover restates the attrib

time in the context of Vye. The main character is shown sitting on a couch with her newly
purchased coffee, opening the app, and scrolling ttrolige video cuts to an animation of

VyeTectE pants rotating. The side lighting becomes increasingly red with%adbagree

turn, until the Afail o on the back is previe
phone, a short walkthrough of the Vye app appears beside her, showcasing the home and
community tabs. On the home screen, Vybers can see their live stats &nd foethe day,

as well as a diagram of the VyeTé&chhey are currently wearing. The top of the screen
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A

reads ALetds pick up the pace, Miriam!o View
hours left to complete hgoal, and s f al |l i ng short compared to |
As a result, her pants are 12% Ain the red. o
the previous day. The effects of this are shown as she navigates over to the coranunity

andscrolls through notifications indicating that her failure was viewed by many people.

Going through this list, the main character displaysed emotions, her face rising and

falling.

Building on the el eme nnmusiosivellsias ibfeataresistocky , 0t
footage clips of fAVybers,o first staring at
00:58:00, the main character films herself in an influelesgue fashion, showing off her
greenlit VyeTechE as t he narrator explains that #AVye
with you al/|l the time.o Becoming incrEeasingl
as fna second skin, designed to help you work
canseethahte mai n characterds pants have turned c
bright café, which symbolizes succesduced happiness, into a dark room in which she is
silhouetted by the pantsd red | ightdliing. As s
stage, the narrator reads: #ALife can get bus
fall down, Vye makes sure that you get back
character shamefully puts her head in her hands while the narratorsdys t 1 sndt af r e
chall enge you, or to put you on display. o

To the narration of Ait celebrates your w
celebrating in the café, as a friend excitedly points to her ditgeemts. Quickly, though, the
video returns to the dark stage, in which the main character turns acotgwvetal the word
Afailo I'it up on the seat of her pants: dAbut

failures. o The contrast bet ween these two sc
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in which Vye can I mpact a wearerod6s perceptio
breathing out in determination (Ait keeps yo
blows her hair out of her face anxiously. This action is mirroreddyeac ond, mor e fpu
together o woman, who confidently |l ooks in th
hair (ALook better, feel bett eftwoman The fi nal
stretching in the sunlight aspirationally, and the main ctardaughing with her friend:

ABecause, feeling pYoeanwi s mvarst hwotriten ¢ fhfeoretf .fdr
Asupercharge your | ife, 0 then flashes on the

menacingly from green to red.
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Conclusion

My thesis works to unsettle the selbtimization ideal through the design of Vye, a
faux athleisure brand that unabashedly leverages public shaming to motivate its wearers
(Vybers). As a brand, it employs overtly neoliberal language in its manual asd in i
advertising (i.e., fAyouodre worth the efforto
seltl oved and fAcomamumenptaome @mar aeédftical Ein natu
clothing, illuminates with green and red lighting to publicizeVer sé st ep goal pr
Most subversively, wupon total goal failure,
wearer 0 s b a cEkupdndsdamiliavoprevdhiionshlike working toward making
things |ight up and showing off the bodyés i
catalyst for parodying computational setckers, problematizing both athleisure and-self
tracking devicems everyday technologies. Vyebs cul mi
introduces and markets it to the wontrodies existing advertising while unnerving viewers
in its extremity.

As a work of critical design, Vye attempts to deconstruct theogdiiinization ideal
through the i magining of an alternative pres
is not to try and banish the ideal entirely, but to incite critical thoagtitdiscourse around it.
Contextualizing my critical design work is an abridged produetimmsumptiormediation
framework of athleisure, which outlines its historical participaimm@and moderrday
embodiment of neoliberal expectations placed upon women. Tracing its inception from
sportswear to lululemon leggings and workleisure, themes ofithindily ideals, sel
surveillance, seffesponsibilization and aesthetic labor emergfrmed greatly by feminist
theory, | locate my work among other speculative critical workkerateas of graphic

design, fashion history and science and technology studies.
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My amalgamation of seliracking, athleisure and parody branding to explore and
critique the proliferation of neoliberal ideals in modern society is a unique contribution to the
discourse. Potential to continue this research could include conductirigsisey to uncover
the effect(s) of spending a day in VyeTEcltlothing,or launching a fullscale marketing
campaign to test how Vye is received by the general public. | believe that a positive reaction
to a brand like Vye would only prove the importaéeritiquing the seHoptimization ideal.
We arenét so far from a present |i ke Vyebs;
stopping to question how and why the sgdtimization ideal is branded as natural, neutral
and inherently good, my aweness of neoliberal governmentality has been raised. | hope that
Vye, as a subversive parody brand and work o

awareness, too.
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Appendix A

Logo Design Brief

Vye Activewear Design Brief

Company values

Transparency and accountability
Optimization

Innovation

Excellence

Community support

Company mission

To provide consumers with a new mode of accountability that will help them boost their
fitness metrics and achieve their goals in style. Fithess goals can feel daunting; we want our
wearables to integrate seamlessly into users’ lives, shifting their habits and instilling in them
new passions for self-improvement.

What do you do?

We sell athleisure clothing customized with our revolutionary Vlye Tech™, which integrates a
step counter with LED lighting to signal to the public whether or not the wearer is on track to
achieving their step goal for the day.

Why do you do it?

|, and many others | know struggle with creating healthy habits, even if | know they will
benefit me in the long run. My team and | wanted to find an approach to daily fitness routines
that would actually work. Shame is a powerful motivator, and, while positive reinforcement
feels good, sometimes people need something stronger. Accountability like this can go a
long way.

Why do you think it's important?

We can always be better. There is always room for self-improvement, but our busy lives can
get in the way of prioritizing this. The first step to self-optimization is optimizing your life. This
is why Vye wearables are designed to fit seamlessly into users’ lives, logging everyday
movement, like commutes to work, trips to the grocery store and walks with loved ones. In
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this day and age, with the technology available to us, there is no excuse to not have an
optimized lifestyle.

What we are looking for:

We would like our logotype and/or logomark to be energetic

We would like our visual identity to feel premium like our technology
We would like it to be uplifting and aspirational

We would like our colour palette to be fresh and trendy
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Appendix B

Vye Brand Guidelines

Brand Identity Guidelines

Introduction

This document introduces Vye, a faux athleisure
brand. Built on neoliberal tenets, Vye leverage
negative reinforcement to motivate its wearer

or Vybers, through public shaming

Meant to mimic real brand identity guidelines,
it contains neoliberal messaging just subtle
enough to unsettle viewers in their reading

This document outlines how to use the elem
principles and tone of our brand identity.

We want to imbue everything we make and do
with our core values. These values inspired our
product, and are what fuel us on our mission: to
inspire in everyone who wears our product an
intensified passion for self-improvement.
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Contents

i Introduction
ii Contents

Section 1: Our Logo
1.0 Our Logo
1.1 Overview
1.2 Logotype: Structure and Scale
1.3 Logotype: Application
1.4 Logotype: Misuse
1.6 Graphic Element

Section 4: Brand and Voice
1.0 Brand and Voice
1.1 Marketing Message

Section 5: VyeTech™
1.0 Lockup
1.1 Lockup: Structure and Scale

1.2 Lockup: Application

Section 2: Colour Palette
2.1 Primary
2.2 Secondary
2.3 Gradients

Section 3: Typography
3.1 Primary Typeface
3.2 Secondary Typeface

Vye Brand Guidelinas

1.0  Ourlogo

Typeface: Operstta 12
Weight: Demi Bold
Case: Sentence case
Colour: Black

Vye Brand Guidelines

Our Logo

Vye's logotype is streamlined and elegant. It feels
premium, much like the sensation of wearing our
smart clothing.

Each character in the logotype has been placed
intentionally. It is central to our brand and must
only be used in the proper forms to keep a clear
and consistent visual identity.

The logotype letters having custom keming and
should never be altered, Although derived from a
typetace, do not attempt to recreate the mark by
typing it. Instead, use the official logo files.
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1.1 Overview

LEDs/Visibility Circuitry/Power

To *vie" is to strive for superiority. This is what unites our community: striving
for daily. As a any, we strive for by ] C
athleisure that, literally and metaphorically, powers people. The ‘y" in the
Ve logotype is customized to reference the technology that defines our
revolutionary wearables.

12 Logotype: Structure and Scale

To ensure legibility, when print
logotype
4mm in height. Digitally,
appear smaller than 16px in height.

Our Logc
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13 Logotype: Application

The logotype appears only in black or
white, With special permission, it can be
setin the Ve gradient.

When placing the logotype over a solid
colour or an image, contrast s of the
utmost importance. The logotype should
not be placed on a background that is
overly busy or of similar shade or hue.

Vye Brand Guidelines

14  Logotype: Misuse QOur Logo

Don't affect its kemning. Don't add effects or strokes. Don't flip, warp, or distort it. Don't set it in colour.

Vye Vye e e

Don't place it in a container or shape.

(& / VE 9 €

Don't rotate it at any angle other than 90°,

¢ (&

P

lid and t the
brand'’s image. Use only the official logo files.

Ips bui

Vye Brand Guidelines



15  Graphic Element

Vye Brand Guidelines

15  Graphic Element

Graphic Element

Vye's graphic element is a customized "y," pulled
directly from our logotype. We like the letter "Y."
It's kind of our thing. It sets us apart, and we've
made it our own. It's an integral part of our brand
name and the terminology we use, like Vybers,
Vytality points, etc. Like the careful formation of
our graphic element, we prioritize the formation
and perfection of You.

To preserve the novelty of our graphic element,
we don't overuse it. We reserve it for situations
where a symbol is more applicable than a full
logotype. We never use it side-by-side with our
logotype, and we never modify it in any way (see
Section 1.4 on misuse).

™
bl
can be setin the Ve gradient.

iphic element appears only in
white. With special permission, it

ype over a solid

ng
r an image, contrast is of

sortance. The logotype

ouns

averly busy or of similar shade or hue.

Our Loge
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1.5  Graphic Element Our Logo

Appicons Favicon Clothing tag example

Navigation bar example

*Digital examples not to scale *To scale

Vye Brand Guidelines

Colour Palette

Primary Palette

Like our primary palette, we tend to
see things in black and white. You
either succeed, or you don't. We make
Vybers' failures transparent, because
hiding your struggles from the world
doesn't help you overcome them.

Burnt Sienna (red) is the accent colour
in our primary palette. Red represents
failure, real or potential, and is intended
to motivate users.

White

c o R 256
M o G 255
Y o 8 25
K o

HEX: #FFFFFF
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Charcoal

Bone
c n R 227
M1 G 218

Y 20 B 201
K 0

HEX: #E3DACY

Colour Palette

Secondary Palette

Our secondary palette consists of Jade,
(green), Charcoal and Bone. We like

to use the phrase "stay in the green."
Jade is our secondary accent colour,
because it's the colour Vybers chase
after. Green represents success and
goal achievement.

Charcoal and Bone are included in our
palette to add depth, and to provide
options for creating hierarchy. Bone is
also the official colour for VyeTech™.

Colour Palette

Gradients

The gradients in our visual language
to represent the progress bar built into
Vlye products, as well as to emphasize
the fluidity of time-based progress.

Two gradient files are available for use,
including a two-colour Burnt Siena to
Jade vertical gradient (1), and a three
colour Burnt Siena, Jade and white
converging gradient (2). Use Gradient

1 to indicate a linear quality. Gradient 2
can be used when you need something
brighter and more abstract.
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Primary Typeface

Our logotype utilizes the typeface Operetta 12
Demi Bold, which is an elegant, high-contrast
neo-didone serif.

Operetta 12 should only be employed in the
weight Demi Bold. It may be set in sentence
case, primarily for headings, as demonstrated
in this document. It should only be set in black
or white, unless permission is given to use it in
another brand colour.

Vye Brand Guidelines

Secondary Typeface

Neue Haas Unica Q1G is a copy-friendly, sans
serif typeface that complements Operetta 12.
It's still elegant, but more understated than our
display serif. It works well digitally and in print.

Neue Haas Unica Q1G will most often be used
in a regular weight, but may also be used in

a medium or light weight for the purpose of
creating typographic hierarchy. Italics for each
weight are also available. Neue Haas Unica
Q1G can be used for subheadings, body copy,
captions and/or descriptions. It should be set in
sentence case, primarily in black or white and
occasionally in other brand colours.

Vye Brand Guidelines

Typography
Primary Typeface
Demi Bold
abedefghijklmnopqrstuvywxyzo123 156789

Typography

Secondary Typeface

Neue Haas Unica W1G Medium

abcdefghijkimnopgrstuvwxyz0123456789

Neue Haas Unica W1G Medium Italic

abcdefghijkimnopqrstuvwxyz0123456789

Neue Haas Unica W1G Regular

abcdefghijkimnopqrstuvwxyz0123456789

Neue Haas Unica W1G Italic

abedefghijkimnopqrstuvwxyz0123456789

Neue Haas Unica W1G Light

abcdefghijkimnopgrstuvwxyz0123456789

Neue Haas Unica W1G Light Italic

abedefghikimnopgrstuvwayz0123456789
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We sell athleisure custornized with VyeTech™
a revolutionary smart clothing technology.
WyeTech™ clothing integrates a step counter

and LED lighting to signal to the public whether
or not its wearer is on track to achieving their
goals for the day.

Brand:

Seamless. Energetic. Premium.

At a time when we are constantly being pulled

in different directions, it is more important than
ever to focus on improving yourself. Our products
are designed to integrate seamlessly into Vybers'
lives. We're like a built-in accountability partner.
We offer energy and discipline, because feeling
premium is worth the chase.

Voice:

Bold. Aspirational. Persistent.

Bold. Confidence is key. We are confident about
our product and we preach our core values.

Aspirational and persi There is always room
for self<improvement, and part of challenging you
1o be better is never accepting excuses.

Supercharge

your life

The biggest barrier to self-improvement is an unoptimized lifestyle.
In the daily clamor, Vye reminds you to prioritize yourself.




5.1 Lockup: Structure and Scale

C
TECH"™

When printed or presented digitally, the
lockup for VyeTech™ should not sppear

smaller than 12mm, or 34px in height. \Y"(‘ 3px
When center-aligning the lockup, use the L oa
Ve logotype as a guide. TECH

Viye Brand Guidalines

Our Tech

VlyeTech™ is our revolutionary smart clothing
technology, which integrates a step counter and
LED lighting to create intelligent, functional and
stylish athleisure. Each article of clothing imbued
with VyeTech™ is designed to form an intimate
connection with its wearer, so that it knows them
better than they know themselves.

Connected to the Vye app, its computational
abilities eliminate the fallibility present in human
accountability relationships. From work commute
to workout, VyeTech™ incorporates athleisure’s
dual purpose of athleticism and leisure to count
every step of your day, for you.

€

TECH"™
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5.2 Lockup: Application

Clothing tag example

9

Vye Brand Guidelines

VyeTech™

Vye
TECH"

Smart

oTech™ knows you bettar than you know yoursett
It tracks your daiy stepe and actndty trands aver tine.

Seamless
tintogrates seamisasly ek your life by logging evenyday
movement, ke commutes grocery store urs an
Vs with o 0
Resilient
s watergrool moist

oeet durabie, A Al chirgs
tafor up 1o 20 hours.

Shaping

shsping you.

Premium
Designed to make you ook and feel Bke a milion bucks,

ts materis| i buttery-sot and ohsa comortable.

- T —
ow Vet o 65
s o e
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Appendix C

VyeTectE Pantsi Final Prototype Images
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