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Abstract: This paper examines how Vivienne
Westwood ’ s brand identity, originally
grounded in punk subcultural resistance and
anti-consumerist ideals, has been gradually
absorbed by mainstream consumer capitalism.
Drawing on analyses of the Orb logo,
imitation-pearl jewelry, deconstructed
tailoring, and cross-media circulation such as
the manga NANA and social-media outfit
trends, the study shows how Westwood ’ s
rebellious aesthetic has been transformed into
standardized commercial symbols. While
early designs critiqued luxury hierarchies,
elitist aesthetics, and materialist value
systems, their contemporary reinterpretation
emphasizes fashionability, brand prestige,
and market scarcity. The paper argues that
Westwood exemplifies a broader paradox in
fashion: anti-consumerist ideals not only
coexist with but can be amplified by
commercialization. The brand ’ s symbolic
resistance becomes a marketing asset,
revealing the complex dialectic between
cultural critique and luxury consumption.
Despite this commercial shift, elements of
Westwood ’ s ideological legacy continue to
resonate with consumers who value its
aesthetic and historical origins.
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1. Introduction

1.1 Vivienne Westwood
Vivienne Westwood is a brand that emerged in
the punk scene of 1970s-80s London and
became one of the luxury brands built on a
strong political and cultural stance [1]. The
English fashion designer Vivienne Westwood
established the brand Vivienne Westwood,
bringing punk and rebellious elements to the
fashion world.

1.2 Brand Personality
Brand Vivienne Westwood has been defined as
rebellion, avant-gardism, provocation. Designer
Westwood was known for deconstructing
traditional haute couture, challenging authority
and elite aesthetic. Vivienne Westwood’s anti-
consumerist philosophy was rooted in her
opposition to waste and overconsumption in
clothing. Westwood believed that true fashion
should be about lasting aesthetics and personal
expression, rather than fleeting trends driven by
marketing and advertising. Her famous slogan:
“buy less, choose well, make it last” directly
confronted fast fashion trends and
overconsumption. However, this idealism
became a powerful brand story, making the
brand unique and more desirable. As the brand
gained global fame, it inevitably moved into the
luxury market [2], turning the designer’s
challenge of the fashion industry into a symbol
of brand, making it commercialized. This reveals
a special argument: Vivienne Westwood’s anti-
consumerism philosophy contributed to its
cultural influence and commercial success, but
also led the brand to become part of the
consumerist system it opposed.

2. The Commercial Absorption of Rebellious
Brand Symbols
As the growing global recognition of the brand,
Vivienne Westwood has evolved from an
underground punk shop into an internationally
renowned luxury label. This shift of brand
position required opening stores and maintaining
official websites, which are inevitable
commercial operations. These commercial
strategies tied the brand to a system of structured
production and consumption, making it
necessary to maintain scarcity and premium
pricing to sustain both its image and profitability,
which gradually diverged from Westwood’s
original anti-consumerist ideals. A striking
example of this shift is the transformation of The
Orb emblem. The Orb symbol was initially
designed as a challenge to British monarchy and

76 Journal of New Media and Economics (ISSN: 3005-5725) Vol. 3 No. 1, 2026

http://www.stemmpress.com Copyright @ STEMM Institute Press



elite fashion institutions. However, the Orb now
mainly functions as a core commercial logo. It
appears on the official website and product
pages, across jewelry, apparel, and handbags,
which are closely tied to notions of luxury,
exclusivity and high market value. In the current
market, the Orb’s original rebellious meaning

has lost its significance. What takes precedence
now is its “visual appeal” and “fashionable”
quality. The Orb’s symbolic power has been
absorbed and neutralized by consumerism,
transforming brand idealism into a commercial
asset. [3]

Figure 1.The Orb Logo on Official Website and Products

3. The Market Reinterpretation of Iconic
Anti-Consumerist Designs
Vivienne Westwood used fashion to challenge
mainstream society and consumerism culture
through unconventional designs, materials, and
cuts. However, with the growing popularity of
the brand, many of the brand’s signature pieces
become expensive iconic items, detached from
their original spirit of rebellion.
The fake pearl jewelry is a typical example. In
traditional luxury fashion, real pearls symbolized
wealth, class, and elegance. Unlike those
conventional jewelry, Westwood intentionally
used imitation pearls made of plastic to reject the
obsession with authenticity, rarity, and
exclusivity. The fake pearl jewelry was a
critique design that showed an anti-consumerism
statement of luxury and class hierarchy
materially. However, the critique faded since the
brand rose in prominence. The pearl jewelry
with orb logo was rebranded as a timeless classic,
its price also rising from a punk accessory worth
a few pounds to hundreds or even thousands of
pounds. Limited editions were even more
expensive on the secondary market. The “fake”
of the accessories created to rebel luxury
ironically has now become part of the luxury
system.
Furthermore, many consumers judge the
accessories’ value based on material worth and
brand markup and consider them as overpriced

products.[4] Complaints on social media about
“plastic beads” or discoloration reveal that
buyers purchase these products as a luxury
investment, rather than take it as an expression
of fashion or style. This consumer logic runs
counter to Westwood’s intention to challenge the
traditional equation of luxury with value and to
emphasize personal style over perfectionism.
Vivienne Westwood’s anti-consumerist designs
have in turn been consumed by consumerism
culture.

Figure 2.“Fake Pearl Jewelry”

4. The Aesthetic Dilution of Punk Ideals in
Popular Culture
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4.1 The Deconstructed Suit
Vivienne Westwood’s anti-consumerist
philosophy is deeply embedded in her clothing
design. One of the most iconic brand designs is
the deconstructed suit, characterized by torn
fabrics, unfinished seams, and asymmetrical
silhouette and tailoring. Through exposed
stitching, displaced panels, and unconventional
layering construction, Westwood challenged
elite aesthetics and rejected the idea of clothing
as a marker of social status by deconstructing the
classical men’s suit. This is an aesthetic
rebellion against fashion elitism and
consumerism.
The deconstructed suit quickly became a
distinctive look on fashion runways that embody
a radical and provocative visual element.
However, this subversive design has been
aestheticized and commercialized over time. The
resistance clothing turns into a standardized
fashion template. Deconstructed design
simplified to surface-level elements such as
plains patterns, fitted cuts, and layered
silhouettes. The deconstructed suit originally
intended to mock class hierarchies, but now fully
absorbed by the fashion system as a status
commodity. Consumers no longer pursue brand
ideals or personal styles, but buy these suits
because they look “trendy”. This design that
once embodied critique has been stripped of its
original context, transformed into a fashionable
style to be consumed and imitated.

4.2 Manga NANA
The connection between Vivienne Westwood
and the Japanese manga NANA also illustrates
how Westwood’s anti-consumerism ideals and
rebellious aesthetics can be absorbed and
transformed by consumerism culture. NANA is a
manga created by Ai Yazawa in the early 2000s.
The punk aesthetic in the manga is inspired a lot
by Vivienne Westwood’s punk fashion and
idealism, and the Vivienne Westwood jewelry
frequently worn by the characters. As NANA
became popular across Asia, particularly in
Japan and China, Vivienne Westwood reached a
wider youth audience. However, this exposure
also accelerated the commodification of the
brand’s symbolic power. Manga fans buy
Westwood’s products as a way to participate in
the manga’s culture trend and construct an
identity associated with manga’s characters. In
this process, Westwood’s anti-consumerist and
rebellious attitudes became increasingly diluted.

Recently, this dilution was even intensified by
the official Vivienne Westwood & NANA
collaboration. Vivienne Westwood actively
launched jewelry and merchandise specifically
targeting NANA’s manga fans. The strategy that
converted Fan and IP culture into purchasing
power stands in contrast to Westwood’s original
rejection of class-based consumption and blind
materialism. This collaboration is a powerful
symbol of how anti-consumerist and rebellious
ideals can be fully absorbed into, even driven by
consumer capitalism, becoming a tool of
marketing and selling.

Figure 3. Early Deconstructed Suit Looks on
Vivienne’s Fashion Runway

Figure 4. Formulaic and Commercialized
Suits
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4.3 Social Media — Vivienne Westwood
Outfit Challenge
A growing number of users on social media are
sharing their Vivienne Westwood jewelry or
Westwood-inspired outfits. People are no longer
talking about punk or Westwood’s philosophy.
The designer’s iconic symbols have been
flattened into aesthetic elements. For instance,
trends of Vivienne Westwood Outfit Challenge
on instagram reveal how Westwood’s design has
been popularized and reproduced through social
media. These videos highlight the phrases like
“dress like a Vivienne Westwood model” or
“Vivienne Westwood style outfit”. They usually
include Westwood’s classical elements, like
black shirts, asymmetrical cuts, tartan skirts,
boots, pearl necklaces, and Orb logo, which are
drawn from Westwood’s rebellious designs. In
these videos, Westwood’s aesthetic has become
a template. Both content creators and audiences
no longer need to understand the philosophy
behind the designs, it conveys the awareness that
wearing the right elements is enough to achieve
the “Vivienne Westwood style”. These viral
outfit challenges attract more attention and
reinforce marketing power for the brand through
social media algorithms, which are helpful in
stimulating purchasings. The designer’s critique
of commodification and blind trend-following
enhances this performative consumption.

Figure 5. Vivienne Westwood & NANA
collaboration

Figure 6.Vivienne Westwood Outfit Challenge
Content on Social Media Platforms

5. Conclusion
Vivienne Westwood’s brand personality was
built on the idealism of rebellion. Vivienne
Westwood challenged the materialism and class
symbolism of traditional fashion through
unconventional design. This shaped an avant-
garde and provocative brand identity, while also
showing a satire on consumerism. As the brand
became global and entered the luxury market, its
rebellious stance was gradually absorbed by
mainstream consumer culture. People evaluate it
by price, trendiness, and brand prestige rather
than by their idealism. This indirectly confirms
what we discussed in class: fashion remains a
commercial behavior. Vivienne Westwood both
critiques the fashion system and participates in it,
embodying a duality reveals a paradox of anti-
consumerist ideals that can be consumed. At the
same time, however, Vivienne Westwood still
retains some design elements that reflect the
founder’s rebellious spirit. Commercialization
and popularization have brought the brand
commercial success, while its ideological legacy
continues to resonate with some fashion lovers
who embrace these values. The designer‘s ideas
perhaps will continue in a new form in the
consumerist environment.
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