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The main aim of this article is to present the complex challenges of design 
and development of the corporate clothing which represented the image of 
Slovenia at the international trade fair Expo Milano 2015. Details of uniforms 
are defi ned in various aspects: superior protection of the body, functionality, 
design, aesthetics, quality, communications power, cost and other areas. To 
achieve those aspects we needed to use different methods for making the 
concept fi rst, then getting from concept to design and later on to the produc-
tion of corporate clothing outfi t. Designing corporate clothing is a challenge 
from many points of view, thus innovative approaches are always needed. In 
the example given here we needed to design a clothing image that corresponds 
to all requirements and needs of the subscriber and prepare a convincing and 
unique concept. In the fi rst phase we needed to observe the situation to gain 
an understanding of what the subscriber needed, research the possibilities of 
implementation of design, and experiment with different materials. It was a 
challenge to manage the collaboration between subscriber, designer, sug-
gested manufacturer and faculty. As a result, we developed and made corpo-
rate clothing in the company Moda Mi&Lan d.o.o., which is equipped with 
the necessary accessories for the technique of air lace in the shape of Slove-
nia, made by students. This project shows a good example of story and prod-
ucts, created by successful collaboration of experts in different areas of work-
ing. Comfortable corporate clothing satisfi ed the end user for different 
weather conditions, dependent on place and time, whilst refl ecting many 
stories about Slovenia.
Key words: innovative corporate clothing, EXPO 2015, air lace, storytelling

1. Introduction
International fair EXPO is organised 
every fi ve years and is the largest 
commercial promotional opportunity 
for every country focusing on tour-
ism, culture and infrastructure [1]. In 
the 2015 the fair was held in Milano, 
Italy. Slovenia was one of 144 coun-
tries represented. For the representa-

tion of Slovenia at Expo Milano 
2015. the public agency SPIRIT Slo-
venia was chosen. SPIRIT Slovenia 
placed emphasis on strengthening the 
visibility and reputation of the coun-
try, through the theme of »I Feel Slo-
venia, Green. Active. Healthy«. Slo-
venia was represented by its own 
pavilion, where the image created by 

the staff’s corporate clothing was 
very important.
Spirit Slovenia published the tender 
for design and production of corpo-
rate clothing for staff for Spirit Slo-
venia for Expo Milano 2015. Their 
own requirements were defi ned in the 
tender documentation [2]. Impor-
tance was placed on the defi nition of 
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details about provider, design and 
fabrics. In our case, the provider was 
high-end textiles Producer Company 
Moda Mi&Lan d. o. o., which was 
able to meet the high quality require-
ments and develop very demanding 
clothing. They connected in the start-
ing point with Studio Design, where 
many different corporate clothing im-
ages in Slovenia had been designed 
previously. The design challenge was 
to promote Slovenia at the worldwide 
level through corporate clothing de-
sign, with the aim to be innovative, to 
represent stories about Slovenia, to 
be elegant, dynamic and comfortable 
at the same time.
This example of design shows how 
key information can be refl ected in 
corporate clothing design. Clothing 
can use emotion and visual cues to 
tell an understandable story. In tour-
ism, the story told by clothing can be 
as important a part of presenting of a 
country as other aspects of represen-
tation.

2. Methods
Designing corporate clothing is a 
complex task. It includes methods of 
gathering and analysing information. 
The process of research results in an 
appropriate background of words and 
emotions to create an artistic basis. 
Research presents the key framework 
to create the concept and design of 
corporate clothing. Technical aspects 
of planning, and development of a 
prototype, its realisation, corrections 
and evaluation are the key phases be-
fore fi nal production begins. Regard-
ing different approaches and stages of 
work, there are individual and team 
projects, as well collaboration of 
many different associations that pro-
duce the end result.

3. Research
3.1.  Requirements as the starting 

point of thinking process
The starting point of the thinking pro-
cess was to research both themes of 
the fair and of the Slovenian pavilion. 
It was important to represent the 

 Slovenian theme at EXPO Milano: 
»I Feel Slovenia, Green. Active. 
Healthy« Also important for the pro-
cess was to discover the main Expo 
Milano theme: “Feeding the planet. 
Energy for life.” Together, these were 
the inspiration for the development of 
the designs.
In the tender, the subscriber defi ned 
which clothing and colours they need 
for the Milan EXPO 2015. Women 
and men’s outfi ts were required to 
refl ect freshness and youth, and also 
had to provide free moving, durable 
clothing with the possibility of home 
washing. Both women and men’s out-
fi ts should be colour- coordinated. 
The style of both should be universal; 
to cover business, evening and so-
ciable purposes [2].
For women their wishes were to de-
sign a short dress, with or without 
sleeves, in grey, with green details. 
The green colour should be the same 
as in the logo of the brand. [2].
Their wish was also to fi nd an inno-
vative way to place logo of the brand 
[3]. To make the combination with 
the dress they specifi ed that a green 
or grey t-shirt could be worn under-
neath. They also specified shoes 
should not have high heels.
The men’s outfi t should have grey 
trousers without an ironed seam in 
the middle, grey shirt with short 
sleeves and green details and the 
same requirements regarding logos 
and symbolic value as the women’s 
clothing. They also would like to 
have an appropriate jacket to com-
plete the outfi t.
Their wish was also to include grey 
colours that could be worn during the 
warmer part of the year, when the fair 
is held. The grey colour is neutral and 
often used in offi cial and business 
clothing.

3.2.  Logo variations as basis 
for colour palette and its use 
in design

The meaning of colour plays impor-
tant role in the fashion industry. Co-
lour theory is a combination of many 
different areas and brings together 
physics, art and psychology [4]. Scul-
ly & Johnson – Cobb (2012) wrote: 
“Colour is a shortcut than conveys a 
message quickly and directly without 
the time-consuming use of words or 
complex images”. Corporate clothing 
should be consistent with its meaning 
in colours, shapes, cultural areas.
The fi rst step in the research was de-
fi ning of colours. As our source we 
took logos of the brand I feel Slovenia 
[3], which was the starting point of 
the colour research. There are four 
logo variations: two in black-white 
and white-black basic (Fig.1) and two 
in green-white and white-green co-
lour combinations. The logo has writ-
ten “I FEEL SLOVENIA”, using a 
combination of bold and normal 
stressed letters, with colours of letters 
playing the main role of exposing the 
visual and meaning play of the logo.
Analysis of the logo provides the fi rst 
information for further research in 
corporate clothing design. The mid-
dle grey letters (S, N, I, A) of the 
black-white logo variation (Fig.1) 
could be used for basic clothing. In 
the corporate clothing we utilised 
three grey colours: darker for the suit 
and dresses of the main part of the 
team, middle grey clothing for other 
staff, and light grey for men’s shirts.
The green colour from the logo in 
green-white and white-green colour 
combinations is used as a colour ac-
cent. Green colour was used as over-
stitching the seams, which are impor-
tant part of design. The size variation 

Fig.1 Logo of the brand “I feel Slovenia” 
in black-white and white-black colour combinations.
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of the logo in green-white was used 
for embroidery of “I feel Slovenia”.

3.3.  Corporate clothing 
design and its power of 
communication in society

Dressing in a deeper sense refl ects the 
sociological, psychological and so-
cial aspects [5], which are manifested 
in the form of responses of people in 
society, as well as being a link be-
tween art and clothing, combining the 
spiritual and social nature of human 
behaviour [6].
Uniform or corporate clothing is 
worn by different workers and groups 
of people who represent membership 
of a group in a social environment. 
On an international level, staff that 
represent a country by displaying 
corporate clothing for a certain time 
demonstrate an aspect of a strong 
corporate identity which helps to 
build strong symbolic communica-
tion about the country and, at the 
same time, build a new connection 
with visitors.
We can talk about developing of uni-
forms using multi-criteria decision 
making, where we consider protec-
tion of the body, functionality, de-
sign, aesthetics, quality, communica-
tions power, cost and some other fac-
tors. Optimal design in the aesthetic 
context is a relative concept, because 
we have different criteria for assess-
ing what is good and consistent and 
what is not. We can agree with the 
statement [7], that the end product 
should be aesthetically acceptable 
and useful at the same time. The 
functionality of corporate clothing is 
very important. People have to wear 
it in very different conditions and 
user acceptance and feedback is the 
key in deciding between different 
ways of design [8].
There are a lot of researchers who 
write that clothing has the power of 
symbolic communication [9]. Many 
studies prove that uniforms have a 
strong impact on society, they have 
powerful meaningsand are a commu-
nication link with society. Results of 
research [10] show that clothing is a 

powerful communication tool. We 
can say, clothing is a communication 
connection with society that shows a 
person’s role, status, affi liation to a 
group and the position of a person in 
a group [9].
Colours and patterns of clothing can 
defi ne the level of openness or au-
thority of the clothing’s image [11]. 
An incorrect style of clothes can have 
bad consequences, such as the loss 
of authority, if clothing is not elegant 
or formal enough when this is ex-
pected [12].
The psychological aspect of the per-
ception of colours and their effect 
on our behavior manifests itself in 
different emotional reactions to the 
 individual colours. The colour of 
clothes (and uniforms) also affects 
our perception of others. Also, the 
colour of the uniform infl uences the 
reaction of the environment in con-
tact with the uniformed person [13]. 
At the sight of the uniform or the per-
son who wears it, we perceive differ-
ent sensations.
We can conclude, the designer of cor-
porate clothing is in a position to pre-
suppose how elements of design will 
infl uence non-verbal communication 
and the desired feeling in those who 
encounter a person in uniform.
We can discuss as well, the need for 
uniqueness in the tourism context 
[14]. Regarding the corporate cloth-
ing design, the need for uniqueness is 
present as well. We can say design 
became a part of the storytelling in 
tourism context.

3.4.  Storytelling in corporate 
clothing design

Storytelling is becoming popular in 
different areas of work. It is included 
in tourism in four different fi elds: 
marketing, product development, in-
terpretation and tourist’s recounting 
of their experience [15]. As a part of 
product development, storytelling is 
one of many principles of design. It 
is “a method of creating imagery, 
emotions, and understanding of 
events through an interaction be-
tween a storyteller and audience” 

[16]. In the book Storytelling [17] 
(Fog et al., 2010) it is written “When 
you tell a story, on the other hand, 
those terms come to life through 
powerful images and place your val-
ues in a more dynamic context.”
Relationships between storytelling 
and brands, where fashion brands 
take part are discussed in [18] with 
reference to psychology where con-
sciousness and unconsciousness are 
infl uenced by stories. During the time 
myths, that are important part of sto-
ries, build archetypes. They analyse 
the context of stories and discuss the 
causes of understanding their effect 
on consumers.
Storytelling is also an effective de-
vice for Fashion design. Authors [19] 
fi nd out, “that story used interactively 
is a powerful tool for attention, un-
derstanding and change in both indi-
viduals and communities.” After 
theory research, they proposed text-, 
visual-, audio- and virtual-factors of 
the fashiondesign research process. 
They suggest four steps from re-
search to design: “exploring stories, 
planning a story, building the story, 
and storytelling”. For storytelling 
analysis, they suggest four steps: 
“gathering and analysing informa-
tion, building a concept, planning and 
developing a design, evaluation and 
making the decision on fashion de-
sign process.” They made compara-
tive analyses and discuss the close-
ness between structures in each stage.
Johansson [20] discusses, that “Sto-
rytelling is categorized in two ways 
from the designer’s perspective: as 
input and output. As input, storytell-
ing is a supporting tool collecting 
insight on user experience. As output, 
a story could be communicated 
through telling, writing or visualiza-
tion.”
The aspect of textile and fashion de-
sign that includes local motifs is a 
very important part of tourism. On 
one side, we have corporate clothing 
that includes motifs, colours or de-
sign, recognisable for one area or 
country. On another side, as souve-
nirs, we can fi nd printed motifs ev-
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erywhere, mostly on t-shirts, hats or 
some other models or accessories 
from textiles. In many cases, both of 
them tell stories about visited places.
One of examples that prove the im-
portance of local motifs is research 
that explores “the communication of 
Australasian cultural motifs to over-
seas tourists through the production 
and sale of designer apparel” [21]. 
They discovered that 56 percent of 
tourists had bought New Zealand 
produced clothing and, of these, 68 
percent said it was important to 
choose New Zealand design. The ex-
ample shows the importance of au-
thenticity that derives from cultural 
heritage as well the importance of 
local made textile articles.
There are lot of designers who use 
storytelling as the basis to making 
textile patterns. Everyday situations 
visually transfer in pattern, which is 
repeated many times and can relax or 
inspire us [22]. Actually, any pieces 
of daily life can become a pattern. 
Viewers can have also personal mem-
ories in response seeing a design and 
react to the story in a personal way 
[23, 24].
Corporate design clothing is a media 
where there is visible interaction be-
tween staff, who communicate 
through clothing, with visitors and 
passengers, who understand the vis-
ible language of corporate clothing. 
It communicates through the shapes, 
lines, patterns and colours.

3.5.  Fashion design, functional 
design and eco-fashion

Fashion design follows the fashion 
system with fashion fairs, develop-
ment of models, their evaluation and 
production, deliveries and catalogues, 
fashion shows. Groups of expected 
customers for each sale are defi ned, 
but each customer with his require-
ments is still not known.
The process of designing functional 
design is connected to the end user 
and his specifi c requirements [25]. 
We can defi ne, that corporate cloth-
ing is a group of functional clothing, 
where the end user and his require-

ments are most important, so the 
model must be usable fi rst and fore-
most. Gupta wrote, “these require-
ments, whether for performance or 
for comfort, are determined by the 
environment in which for the user 
operates, and the activities that he or 
she performs”. He subdivided re-
quirements into four groups: physi-
ological, biomechanical, ergonomic 
and psychological considerations 
and, all together, gives information 
about future models and require-
ments that must be considered in the 
process of design.
Trends are important for whole fash-
ion industry. Extremes are present as 
fads, but with functional design, 
function is most important. Trends 
and necessities in fashion are focused 
toward sustainable production, some-
times so cold green or eco-fashion 
that corresponds as well with princi-
ples of slow fashion [26]. On one side 
the customer became part of the de-
sign process [27] (Peršuh, 2014), so 
thecreator of the model is more infl u-
enced by the relationship between the 
customer, fashion and the fi nal prod-
uct. This relationship becomes long-
term [28], also including the repair 
and redesigning of the model. As a 
result; the product has longer life than 
the model without cooperation in the 
phase of making or emphatic design 
approach. With that kind of coopera-
tion in design, we can talk about em-
powered design. Authors [28] discuss 
this relationship, where the “empath-
ic approach can be of primary impor-
tance in promoting sustainable prod-
uct relationships by deepening cur-
rent methods of understanding con-
sumers’ needs, values and emotions.”
In the Niinimäki’s research [26] 
“94.6% of respondents were ready to 
buy better quality, durable, repair-
able, more expensive clothes in the 
future and use them for longer to de-
crease their own environmental im-
pact«. There are still a lot of open 
questions about eco-fashion in the 
whole chain from idea to customer. 
Results of research shows [26], that 
there are less than 10 percent of peo-

ple (so cold “ethical hardliner”) that 
live their lifestyle in accordance with 
eco-fashion. Future values in fashion 
industry are next to consider and 
emotional value, considered toward 
environmental value [26].
If we are focused on creativity in 
fashion collections, functionality in 
functional and corporate clothing and 
eco-fashion trends, we can get a 
clothing image that corresponds to 
end user requirements, in better qual-
ity, durable, repairable clothing, at 
the and in the same time with better 
environmental impact.

4. Analysis and Design
4.1.  Exploring stories 

of promotional titles as basis 
for corporate clothing design

Storytelling in the corporate clothing 
for the staff of Slovenia at the EXPO 
Milano fair was inspired by all re-
ceived information and further re-
search of the meaning and personal 
feelings gained from exploring pro-
motional titles of the EXPO Milano 
trade fair and Slovenian pavilion, as 
well the logo “I feel Slovenia”.
The EXPO Milano promotion title 
“Feeding the planet, energy for life” 
was one part of inspiration in the 
thinking process for the corporate 
clothing design. The fl ow of thinking 
results in some words, which pro-
duced the main idea of the design 
through the next thinking process: 
FOOD is connected to BODY and 
LIFE. There is no life without food. 
Slovenia has very good local food, 
which gives great ENERGY for life. 
We need energy, to live, to be cre-
ative, to leave trace of being. Energy 
is needed for MOTION and EMO-
TION and initiates PERSONALISA-
TION and with it also personal sto-
ries). We get FOOD from FIELDS. 
They are divided with different 
plants, which gave us DIVERSITY 
of STRUCTURES. We can under-
stand fi elds as well as SHAPES and 
LINES or CUTS on clothing.
The context and the theme, that rep-
resents brand and its presentation in 
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the Slovenian pavilion is full of val-
ues, applied in daily life, that can pro-
voke feelings for everyone. The Slo-
venian promotion title »I feel Slove-
nia. Green. Active. Healthy!« in-
spired me in the following way: 
GREEN - Slovenian nature is full of 
green VEGETATION, which is rich 
with different STRUCTURES. In an 
artistic way it reminds of the GREEN 
LACE. To be ACTIVE in the visual 
language is ASYMMETRICAL, IN-
NOVATIVE it make CONTRASTS 
and gives DIVERSITY in lines. Ac-
tive LINES remind again on asym-
metrical CUTS. HEALTHY is con-
nected with MOVING and FOOD. It 
is UNIQUE and PERSONALISED 
by each person.
As research we also took the logo “I 
feel Slovenia”, which has clear story 
in its lines, colours and text.

tender, the technical part of the con-
cept was prepared to next level of the 
concept and design.
Another part of developing the idea 
was “emotional research”. It was 
based on the titles of the trade fair, 
Slovenian pavilion and logo, de-
scribed in the point 4.1. Results of 
analysis led to a rethink and redesign 
in the context of stories, that are told 
on clothing. They materialised in fab-
rics, cuts, details, all in accordance 
with aesthetical laws of proportions.
Information gathered and analysed 
was the background of building a 
concept of corporate clothing where 
both technically appropriate and in-
novative design results into a story-
telling design [23,24]. The focus of 
research is an innovative design ap-
proach that combines input informa-
tion and converts them into visual 
language. Functional design is also 
related to the inclusion of lace-mak-
ing techniques in a way that has not 
yet been used - in the sense of fashion 
accessories with the story.

4.3.  Developing design 
of corporate clothing

Design followed initial research. Ex-
planation of one group of words 
causes the aesthetics of design that 
lead to the next group of words:
• ACTIVE, MOVING, MOTION, 

ENERGY, CONTRASTS, LIFE 
and FIELDS - in design follow 
toward ASYMMETRYCAL MO-
DELS.

• ACTIVE, INNOVATIVE, PER-
SONALISATION and EMO-
TION in design follow toward 
DIVERSITY.

• FIELDS, SHAPES, LINES and 
CUTS in design follow toward 
CUTS and CROSS-SECTIONS 
IN DESIGN.

• GREEN, VEGETATION, 
FIELDS, FOOD, DIVERSITY in 
design follow toward COLOUR 
ACCENT LINES AND ASCCE-
SORIES.

• HEALTHY, LIFE, BODY, FEE-
LINGS and VALUE in design fol-
low toward PERSONALISED 
DESIGN.

• VEGETATION, STRUCTURES, 
CONTRASTS, INNOVATIVE, 
UNIQUENESS and in design fol-
low toward PERSONALISED 
GREEN LACE.

All words are recognisable in design, 
shown on Fig.3, 4 and 5. You can rec-
ognise asymmetrical models, cross-
sections with focus on green lines and 
personalised air lace accessories. 
Models are, at the same time in ac-
cordance with business requirements 
(colours, lengths, quality making).
If going through exposed words, we 
can have a few short stops. With 
lines, for example: we have one kind 
of transfer of the logo to the clothing, 
made by use of lines inspired by the 
shape of the logo “I feel Slovenia”. It 
represents the starting point in the 
lines of the clothing. In the Figure 
(Figure 2) it is clearly seen, how 
some of outline borders of the logo 
are extended and so we get parts of 
sections of clothing, fi nally we can 
say, this lines are the defi ning patterns 
of all clothing. At the same time, sec-
tions of the divided parts symboli-
cally represent fi elds that are themat-
ically tied to the source of nutrition as 
part of the main theme of the fair 
Expo Milano 2015 (feeding the plan-
et). Green sewn lines create contrast-
ing dynamic surfaces of different 
parts; all lines depend on the logo “I 
feel Slovenia”. Consequently, we get 
asymmetrical lines, which represents 
activity, and this is the way the design 
corresponded to the exposed theme 
(Active).
Regarding the design of the uniform, 
we can see many straight lines of dif-
ferent inclination (Figure 3,4), that 
give asymmetry and dynamics to the 
design. Some of the lines were later 
adapted during production for easier 
manufacture. The sketches for wom-
en’s clothing are presented separately 
as basic models (Figure 3) and sepa-
rate accessories (Figure 5), while the 
sketches for men (Figure 4) included 
the accessory, that replaced the tie.
Embroidery of “I feel Slovenia” is 
positioned at the top of jackets, on the 
chest of the shirt, under the collar of 

Fig.2  Logo of the brand “I feel Slove-
nia” as inspiration for dynamic 
lines of design

Results of analysis are intertwine-
dand highlighted with personal inter-
pretati n of Slovenian cultural and 
natural heritage.

4.2.  Building a concept 
of corporate clothing

The main idea for a design solution 
developed in two separate phases. 
Both the technical part and the part 
where “emotions meet aesthetics” 
gave produced the fi nal result.
Firstly, the technical part was based 
on received requirements for techni-
cal details: colour defi nition, kind of 
models, working place and condi-
tions, wishes about care of models, 
gender of staff and their sizes. With 
fi nding appropriate suppliers, their 
fabrics and colours, that correspond-
ed visually and technically, to re-
ceived wishes and requirements in 
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the men’s jacket and is always sur-
rounded with two or more lines, tak-
en out of the logo (Figure 1). Posi-
tions of the embroidery empowered 
energy from the heart to the highest 
part of models; which is the most ex-
posed part of the clothing. These po-
sitions are also the most exposed 
parts of clothing and could be clearly 
seen in communication with other 
people.

4.4.  Research, design and making 
of air lace accessories

With soft shaped accessories around 
the neckline, we can make the cloth-
ing’s image softer. We decided to 
make an accessory using the tech-
nique of air lace in the shape of Slo-

venia for women (Fig.5), which could 
be worn in many different ways. This 
accessory has many symbolic mean-
ings. Firstly, many threads represent 
connections between people, living 
in Slovenia. As well, the quilted sur-
face density represents the sprouting 
plants from which can be produced 
food. It represents a new beginning, 
a new life, the liveliness of interlac-
ing. Plants are very important for the 
food chain and for the healthy life.
The accessory for men is simple, ef-
fective and innovative. Many times 
men don’t want to wear the tie for 
two reasons: the weather is too hot 
and they don’t feel comfortable (in 
Milano the temperature can reach 35 
or more in summertime) and also, 

when serving food, the tie can be 
sometimes disruptive. So innovation 
in this way was needed. We devel-
oped a variant of the tie that on the 
bottom could be fi xed on the shirt 
with buttons and on the front part it 
was made as air lace. This was the 
band that could replace tie for men. 
We solve both problems: the “tie” is 
fi xed and could not disrupt serving 
food and, if the weather is too hot, the 
person is able to open the shirt and 
the “tie” was still looking profes-
sional and special. It is a good idea to 
solve similar problems of wearing 
ties in the tourism sector.
The idea of air lace accessories in-
cludes personalisation, uniqueness 
and different stories about Slovenia. 
Students and employees of Cathedra 
for textile materials and design, Fac-
ulty of Mechanical Engineering, Uni-
versity of Maribor, made accessories 
that represent their personal view 
about Slovenia.
Fashion accessories in the form of 
laces are green in colour which is 
consistent with the comprehensive 
graphic image of the brand »I feel 
SLOVEnia«. It is lace, produced on 
the basis of sewing the water-soluble 
embroidery base with thread (Fig.6). 
The process of making this type of 
lace is creative; a lot of effort, know-
how, precision and patience have 
been invested in these unique prod-
ucts. When using a sewing machine, 
the embroidery basis has only the 
function of temporary device which 
is later removed. Thus a minimalist 
record is created which illustrates di-
verse impressions of students’ views 
of Slovenia. Structures emerging 
from thread surfaces enable a 3D rep-

Fig.4 Design of corporate clothing for men

Fig.3  Design of basic pieces of corporate clothing for women, front of models 
on left side, back on the right side

Fig.5  Accessory in the shape of Slove-
nia, and its use
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resentation of the landscape and its 
characterics in the area.
In accordance with the molto of the 
fair and Slovenian pavilion the para-
phrasis of structural and textural 
characteristics of the form of Slove-
nia and Slovenian regions, individual 
features are exposed, both in terms of 
terrain morphology, biotopic diver-
sity with forest, rural and urban areas 
logisticaly connected by highway and 
railway network as well as river ba-
sin, on national as well as state sym-
bolism. This lead to the creation of 
work pieces that complete stories on 
the topic of Slovenia and express Slo-
venian identity; at the same time they 
spread ethnographic heritage up to 
the realm of modern interpretations 
and applications which is an extre-

mely important contribution to the 
mosaic of Slovenian culture and its 
image.
Steps of making air lace begins with 
the map of Slovenia. In our case we 
show the map of population density 
in regions as step one, next step is 
sawing on water-soluble material 
(Fig.6 and 7) and third step is melt-
ing of water-soluble material (Fig.8). 
In the Fig. 9, 10 and 11 we can see 
structures of fi nished lace, which can 
be worn in different ways.

5. Results
5.1.  Staff of the section EXPO 

Milano in corporate clothing
In following pictures (Fig. 9, 10 and 
11) we can see some moments of use 
of corporate clothing with the stress 
on important parts: embroidery I feel 
Slovenia and air laces as personalised 
accessory.

Staff of the section EXPO Milano 
said this about wearing the accesso-
ries: “Laces were very noticeable, 
with the green colour, that symbol-
izes Slovenia, and its form. Because 
each lace in the structures represent a 
story of Slovenia, it has aroused the 
interest of passers. They are unique 
and, when wearing lace we were in-
spired with a sense of elegance and 
uniqueness.”

6. Conclusion
Uniforms are part of modern society 
in many different contexts and play a 
very important role in nonverbal 
communication. As corporate cloth-
ing at the state level they have to 
communicate the story of Slovenia.
The requirements were defi ned clear-
ly and design of corporate clothing 
with all required dates was the an-
swer to the tender. After the informa-
tion that the concept submitted had 
won the tender, the next phases of the 
development followed.
The design is in accordance with the 
starting point of the theme of the fair 
EXPO Milano and the theme of Slo-
venian pavilion. It is unique and 
translated in the visual language. Di-
rection of design was based as well 
on the logo “I feel Slovenia.”
Lines and shapes brought an active 
point of view. Colour combinations 
brought authority and trusting; colour 

Fig.6 Making air lace

Fig.7 Detail designed air lace

Fig.8 Melting of water-soulable material

Fig.9  The uniform in use, Photo: 
https://www.facebook.com/Slove-
niaExpoMilano2015/

Fig.10  Staff of the section EXPO Milano in corporate clothing, Photo: Daniel 
Novakovič, STA
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contrasts in green added freshness 
and the symbolic meaning of green 
Slovenia. Accessories made with the 
technique of air lace gave unique-
ness, personalisation and symbolic 
meaning. They tell stories about re-
gions, rivers, forests, Slovenian sym-
bols, cities, population density, local 
specialties. They are made in innova-
tive ways. Men’s accessories, as in-
novative variations of the tie, and 
women’s accessories also provided 
unlimited possibilities of wearing.
In this case we showed a successful 
collaboration of the subscriber Spirit 
Slovenia; who chose the tendering 
company, who developed and pro-
duced corporate clothing Moda 
Mi&Lan d.o.o.; international connec-
tions organising by Republic of Slo-
venia, Government communication 
offi ce; Studio design and University 
of Maribor, Faculty of mechanical 
engineering. Collaboration between 
these parties allowed a positive fl ow 
of knowledge, ideas and experience. 
The project is also successfully fi n-
ished when the end users are satis-
fi ed. In our case, users gave positive 
feedback about wearing the uniforms 
and how they felt when wearing 
them.
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