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RADICAL AWARENESS
WHY IS IT IMPORTANT?

Easy access to information
On a daily basis we have access to a lot of informa-

tion because of the use of internet (Stevens, 2019). 
Social media has not only given us the opportunity 

to know what other people are up to and share 
what we ourselves are doing, but given the access 
for companies and different types of influencers to 
feed us information. In a way we have become a 
product ourselves and different types of business-

es can make money off of us (Chaffey, 2019). Social 
media is increasingly being used as a customer 
service platform where customers and potential 
customers want answers quickly and in real-time 
(Chaffey, 2019). Different ways how social media has 
made it possible to interact with us has changed 
the way millennials purchase products (Arnold, 
2017). Not to mention that there is a whole gen-

eration that has never known a world without the 
World Wide Web, the Generation Z, the post-mil-
lennials, generation snap or the iGeneration of 
the many names that one might call them (Owen, 
2018). They are a generation defined by technolo-

gy, cultural aggregation, fluidity and contradiction 
(Owen, 2018). Almost everyone is connected and 
has the possibility to gain access to information and 
all types of knowledge. 

Detachment from sources
Quick browse on the internet shows that environ-

mental issues is a hot topic. Overproduction of 
plastic and us not knowing what to do about it is 
one of the big issues (“Plastic Pollution: Overpro-

duction of the material needs a global solution”, 
2018). In a world where there are countries that 
suffer from hunger and others where obesity is a 
very serious problem, food waste and food loss 
are another topic that creates a lot of concern (The 
Food and Agriculture Organization (FAO), n.d.). Ur-
banization has created a situation where people are 
so detached from what and how they consume, 
and our relationship to food and how it is produced 
has changed drastically (Dennehy, n.d.). Younger 
generations have no idea where the food really 
comes from. 

One survey released by the British Nutrition Foun-

dation has revealed that kids are very confused 
by where their food comes from (Glum, 2017). 29% 
of the children who were surveyed thought that 
cheese is made out of plants and among them 
were kids who believed that pasta is made from 
animals (Glum, 2017). Nutrition awareness is a 
problem that is not only in the UK, but also in other 
countries. When speaking about detachment, then 
also grown ups have become very detached from 
the sources. Back in the days people used to grow 
their own animals, crops, fruits and vegetables. 
They slaughtered their own animals, picked their 
own produce and knew how to make flour and 
butter by hand. Nowadays in the cities this craft 
has been completely lost and we don’t really know 
what processes our food goes through before it 
makes it to the grocery shelves. People don’t have 
the personal experience anymore of how hard it 
is to grow food and how much time and energy 
needs to be put in it, that it results in a lot of food 
waste (Dennehy, n.d.). 

What kind of awareness do people need?
A lot of people however are aware of this and see 
that something needs to be changed. Thus there is 
a trend Radical Awareness. People are so frustrat-
ed that there is lack of awareness how things are 
made and so much food and material waste, that 
they turn to and think of new ways of how to use 
all of that (Wicker, 2017). The people who have this 
awareness and want to act, have the need to have 
it now. They understand that there is no time to 

lose and want others to notice and react. There are 

already multiple other trends and movements that 

are similar to Radical Awareness. Let’s take for in-

stance the zero waste movement. While it encour-
ages people to more aware of how and what they 
consume, it is good for their health, but it doesn’t 
make a big impact on the environment (Bonjour 
Adventure, 2017). Radical Awareness trend encour-
ages to take more extreme steps and takes dif-
ferent types of taboos into play to catch attention. 
People already know what to do to be better to the 
planet, everyone just needs to gain the awareness, 
spread the word, educate themselves on topics 
that affect the environment and start acting (Wick-

er, 2017). 
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RADICAL AWARENESS
This trend is defined by its holistic radical approach to showing respect 
to nature by thinking about the environment and improving the world 
by using every part of the animal or human. There is a need for radical 
measures and taboos can be used for heightened awareness. This is 
exactly what this trend is doing by using extreme solutions to raise the 
consciousness of the people. 

Leo Fidjeland and Linnea Våglund from Nonhuman 
Nonsense

In order to have change in certain area of life, 
there need to be people who take the initiative to 
show the way. One of those change makers is the 
Nonhuman Nonsense duo, who creates near-fu-

ture fictions and experiments that lie somewhere 
between utopia and dystopia, allowing complex 
entanglements to remain complex (“ABOUT”, n.d.). 
The intention of such speculative realities is to 
open the public imaginary to enable futures that 
currently seem impossible (“ABOUT”, n.d.). The duo 
aims to redirect focus to underlying ethical and 
political issues, to challenge the power structures 
that enable and aggravate the current destruction 
of the (non)human world - allowing other entities to 
exist (“ABOUT”, n.d.).

WHEN WILL THIS TREND HAPPEN? 

Putting the Radical Awareness trend on the inno-

vation curve, it is in it’s very early steps. The people 
who create and follow this trend at the current 
moment are the innovators. As the growing up 

generation right now is the Gen Z and they already 
make many changes and decisions in our society, 
it can be that this trend will be drastically accepted 
and taken into the world of early adopters. When 
looking at recent news, there are many actions tak-

en for the change and it shows a big need and shift 
in values of the younger generations. One of those 
actions are the youth protests for climate change 
action (NEWS WIRES, 2019). Students across the 
world have skipped school for climate change 
strike (CBS This Morning, 2019). The goal-oriented 
Gen Z population is currently estimated at around 
two billion globally and in just a few years they will 
be the single largest group of consumers world-

wide (Owen, 2018). This generation defies stereo-

types and makes its own rules, so the actions they 
are taking right now and the opinions and messag-

es they are spreading at the current moment, will 
determine what the future might look like in the 
upcoming years (Owen, 2018). 
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TO FLAVOUR OUR TEARS (TFOT) is an experi-
mental restaurant that places humans back into 
the food chain by investigating the human body 
as a food source for other species. By research-

ing the culinary needs of insects, decomposers 
and other eaters-of-humans TFOT hopes to in-

timately and materially reconnect humans with 

the metabolic flow of the planet and our role in 
shaping it (The Center for Genomic Gastrono-

my (n.d.)). 

Name: To Flavour Our Tears
Date: 2018
Producer/Maker: The Center for genomic 
gastronomy
Place: Unknown
Sector: Food, Living
Online/Offline: Offline
Steep: Socio-cultural, Ecological 

The Shellworks transforms waste lobster 
shells into recyclable and biodegradable 
plastic (Houghton & Hawkins, n.d.). They have 
built a series of machines that can extract, 
form and recycle chitin, a natural biopolymer 
found in the shells of crustaceans (Houghton 
& Hawkins, n.d.). With creating anti-bacterial 
blister packaging and food-safe carrier bags 
to self-fertilizing plant pots, their aim is to 
demonstrate how chitosan bioplastic could 
become a viable alternative for many plastic 
products used today (Houghton & Hawkins, 
n.d.). 

serVies harvests the fine-dust that can be 
found on the streets of a city and uses it for 
ceramic glazing, creating a new porcelain 
tableware (“homepage - english - servies”, 
n.d.-a). The colourful glazing of the captured 
dust makes the (poor) air quality visible in 
the products (“homepage - english - serv-

ies”, n.d.-a). Because the use of tableware is 
as usual and intimate as breathing, creating 
products like that makes it a suitable medium 
for raising awareness of the air quality (“home-

page - english - servies”, n.d.-a). 

Name: serVies
Date: 2017
Producer/Maker: Architect Iris de Kievith, 
designer Annemarie Piscaer 
Place: Rotterdam, Netherlands
Sector: Appearance, Living
Online/Offline: Online
STEEP: Technological, Ecological 

Name: The Shellworks
Date: 2019 
Producer/Maker: Ed Jones, Amir Afshar, 
Insiya Jafferjee and Andrew Edwards
Place: London, UK
Sector: Food, Living 
Online/Offline: Online
STEEP: Technological, Ecological
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This project explores the possibilities of blood 
as a material (“blood related”, n.d.-a). The ob-

jects are made out of the blood coming from 
the industrial mass slaughter of animals (“blood 
related”, n.d.-a). It explores if blood can also be 
understood as a simple but important bioma-
terial (“blood related”, n.d.-a). Blood is often the 
story of life and death, and very important. It 
questions the value of blood, which is said to 
be precious while animal blood is a mass waste 
(“blood related”, n.d.-a). 

Pink Chicken Project suggests using a “Gene 
Drive” to change the colour of the entire spe-
cies Gallus Gallus Domesticus to pink (“PINK 
CHICKEN PROJECT”, n.d.). This project is a 
conversation starter about the ecological and 
social crisis, the scale of industrial agriculture 
and factory farming (“PINK CHICKEN PRO-

JECT”, n.d.). It rejects the current violence in-
flicted upon the non-human world. The project 
rejects the current violence inflicted upon the 
non-human world, but is itself an act of vio-

lence through the non-consensual modifica-
tion of the bodies of billions of chickens (“PINK 
CHICKEN PROJECT”, n.d.). It poses questions 
of the impact and power of synthetic biolo-

gy and gene drives, but uses the very same 
technologies to formulate the critique (“PINK 
CHICKEN PROJECT”, n.d.).

The Pure Human project was designed as a 
critical design project that aims to address 
shortcomings concerning the protection of 
biological information and move the debate 
forward using current legal structure (“Pure 
Human”, n.d.-a).
Furthermore, the project explores the ability 
of the technology to shift the perception of 
the production system for luxury goods as we 
know it and project its implementation in our 
current commercial system (“Pure Human”, 
n.d.-a). The final outcome consists of a range 
of conceptual commercial leather products 
cultivated from extracted human biological 
material (“Pure Human”, n.d.-a). 

Name: blood related
Date: 2017
Producer/Maker: Basse Stittgen
Place: Eindhoven, Netherlands
Sector: Food, Living
Online/Offline: Offline
Steep: Socio-cultural, Technological

Name: Pink Chicken Project
Date: 2017
Producer/Maker: Nonhuman Nonsense
Place: Stockholm, Sweden / London, UK
Sector: Food, Health, Living
Online/Offline: Offline
STEEP: Socio-cultural, Technological

Name: Pure Human
Date: 2017
Producer/Maker: Tina Gorjanc
Place: London, UK
Sector: Appearance
Online/Offline: Online
STEEP: Technological, Ecological 


