
THE HUMANS OF THE SLOW FASHION SPHERE
SPOTLIGHTING THE INDEPENDENT  LABELS, THRIFTERS AND CREATIVES 

IN THE ECO-CONSCIOUS WORLD



TO
P 

LE
FT

 
TO

 
R

IG
H

T 
(S

TA
R

TI
N

G
 

W
IT

H
 

PI
N

K
 

PU
FF

ER
) 

 
@S

O
N

TI
A

R
O

W
D

Y
, 

@T
H

ET
W

IN
K

N
EX

TD
O

O
R

, 
@K

Y
LA

.A
A

N
D

R
EA

, 
@T

A
A

A
Y

LI
ZZ

LE
, 

@H
A

LL
EC

H
ER

R
Y

, 
B

O
TT

O
M

 
LE

FT
 

TO
 

R
IG

H
T 

(S
TA

R
TI

N
G

 
W

IT
H

 
B

LU
E 

S
H

O
R

TS
) 

 
@K

Y
LA

.A
A

N
D

R
A

, 
@T

H
ET

W
IN

K
N

EX
TD

O
O

R
, 

@S
EB

A
S

TI
A

N
R

O
S

EM
A

R
IE

, 
@N

A
PP

Y
G

R
LO

N
LI

N
E,

 
@H

A
LL

EC
H

ER
R

Y
, 

@Y
EB

EC
C

A
B

A
B

Y
 

B
Y

 
D

A
N

IC
A

 
R

O
B

IN
S

O
N

 
@D

A
N

IC
A

R
O

B
IN

S
O

N

3



Welcome to the Mad About Doin’ community. We are 
the voice of slow fashion culture and dedicate our 
platform to those in the eco-conscious fashion world 
by unearthing the individuals and brands in this ever-
growing, positive sphere.

A new door has opened in the fashion industry and 
I think it ’s very safe to say, it has transformed and 
is continuing to alter the way consumers are choosing 
to shop, dress and feel… for the better. These insane 
slow fashion labels, independent businesses and young 
creatives have swarmed the social globe with their 
beautiful pieces, work and words and isn’t it just great? 

Addressing the obvious, COVID-19; which although held 
a multitude of sadness, stress and worry - allowed 
time for exploration. In these pits of worry, it provided 
so many individuals with a light and a new sense of 
creativity to explore life as an entrepreneur and opened 
a window to delve into something they may have never 
before. In light of the pandemic, masses of amazing 
small businesses were bir thed worldwide and as 
someone who dedicates their livelihood to supporting 
those in this realm, it was incredible to watch and in 
turn, drove an urge and feeling that it was time to 
expand the publications community. Those who have 
been a reader from day one know that we dedicated 
our entire platform to those in the Depop space and 
although we still very much do - it felt like the perfect 
time to spread our slow fashion wings and share Mad 
About Doin’s platform with others in this constantly 
expanding space too. So, here we are! 

Throughout our always colourful pages, in Issue 03 you 
will meet some extremely inspiring people, beautiful 
labels, inspiring brand owners and all-round wonderful 
humans. Be prepared to say lots of ‘wows’, ‘omgs’ 
and ‘jheeezs’ as you flick through our pages this 
Summer. The imagery we were blessed with this time 
around, is exquisite and we are beyond honoured to be 
showcasing such a huge variety of indie brands, slow 
fashion warriors and advocates. Poetry, ar t, editorials 
and interviews - it ’s all in here!

A huge thank you to every single creative and brand 
that was involved in Issue 03, without your time, talent, 
words and endless zoom chats none of this would be 
possible. Together we are stronger and day by day, 
changing this crazy fashion game for the better. Thank 
you so much. 

Now, over to them...
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THE MOB STUDIOS
HOW DO YOU ENSURE YOU FIND THE BEAUTY 

WITHIN EVERY GARMENT YOU SEE AND USE?

“I believe it ’s all in the mind set. The concept of beauty 
is something that is completely personal to the buyer. 
One person may consider some items beautiful and 
unique as others may find them ugly or ‘too much’. 
Because of this, I try to not only create things that 
appeal to me but also produce things out of my comfort 
zone. This way I can ensure I bring the most out of 
every garment regardless of the prints or colours.”

WHERE DID THIS OUTLOOK ON FASHION DESIGN 

COME FROM?

“This is something that I’ve been doing for years. As 
a teen, I would DIY my own clothes just to make it 
personal to my style. I really disliked wearing what 
everyone else was so began upcycling. It wasn’t until 
my first year of university that I really got into it and 
decided to star t The Mob. 
Demand for custom pieces and collaborations kept 
growing and getting more elaborate with each project, 
pushing me each time to get out of my comfort zone 
and expand my vision.”

HOW WOULD YOU DESCRIBE YOUR SHOPS 

AESTHETIC IN 3 WORDS?

“Unapologetic, unique and rare.”

DOES IT FEEL AMAZING KNOWING YOU’RE GIVING 

FABRIC AND CLOTHING A TOTALLY NEW LIFE?

“Nothing is more satisfying to me than seeing how I’m 
able to take something that was out of use and give 
it a whole new purpose. I view this as an evolution 
process of taking something from its original design 
and completely evolving it into a unique item.”

HOW DOES IT FEEL WHEN YOU SEE WHAT 

SOMETHING USED TO LOOK LIKE COMPARED TO 

YOUR FINISHED PRODUCT?

“This is the best par t! Seeing the garment in its final 
evolution. The sense of accomplishment is even bigger 
when I produce an upcycled garment versus when I 
make one utilising new materials. It means more to 
me being able to use existing materials like clothing, 
cur tains, bags and other sources that I can rework into 
new garments that ultimately, expands the life cycle of 
these once abandon materials.”

WHERE DO YOU GET INSPIRED?

“Inspiration is a 24/7 thing for me. It never stops. I 
don’t control when or where this happens. Inspiration 
can come at any time or place and even the most 

insignificant thing can spark my creativity. I always 
carry a small notebook with me to write or sketch any 
ideas I may have.”

DO YOU THINK EVERYTHING HAS THE POTENTIAL 

TO BE BEAUTIFUL?

“Yes! I believe there’s potential in everything to 
become something beautiful.”

WHAT HAPPENS TO YOUR SCRAP PIECES OF 

FABRIC?

“Scraps get stored for upcoming projects. I don’t always 
have a clear idea of what I’m going to create with them, 
so I keep them for when my creativity sparks or I have 
gathered enough to patch together and make a new 
garment. A majority of the time, these scraps evolve 
into our landscape pieces which are all one of a kind 
since they’re made from limited supplies.”

DO YOU FEEL IT’S A GIFT TO BE ABLE TO SEE THE 

CREATIVE POTENTIAL IN ALMOST EVERY PIECE OF 

FABRIC?

“I do believe it ’s gif t yes. My mind is always on 
production mode every time I see a piece of clothing 
or fabric, I’m already visualising how I can transform 
them into something bold. I’m constantly day-dreaming 
about the future and envisioning where I want The Mob 
to be. I have big plans and intend to achieve every one 
of them. I am The Mob. I exist to create and share my 
creativity with the world.”

WHERE DO YOU SOURCE YOUR FABRICS?

“I get my fabrics from a local store here in Puer to 
Rico. I do my best to minimise my participation in this 
market. One of the things I’ve been doing is purchasing 
dead-stock fabrics or ones with damage to later restore 
and bring back to a good state. This way, I’m able to 
use up what would’ve probably ended in the trash.”

WOULD YOU BE TEMPTED TO NOT BOTHER USING 

A PIECE OF CLOTHING OR SHEET OF FABRIC THAT 

WASN’T ‘NICE’?

“I strive to produce garments that are durable to ensure 
our customers get the best out of them. If a fabric is 
not good enough to be used, it will be discarded for 
clothing but can still be utilised for other projects like 
set designing for our look books.”

HOW DOES THE MOB SHOP STAY CIRCULAR?

“The Mob stays circular by ensuring to use every 
scrap there and by producing new garments out of pre 
existing materials.”
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PHOTOGRAPHY BY KRYSTAL DOMINGUEZ @FIEBRENEGATIVA, WILL GONZY @WILLGONZY & CORAL SILVA 
@SMALL.PEBBLE, STYLED BY @THEMOBSTUDIOS, MODELLED BY GABRIEL FELIU @SADBOISJOURNALS & DESIREE FRANCO  
@DESIDORIS, HAIR BY ROBERTO DAVILA @ROBERTO_HAIRSTYLING FOR @THEMOBSTUDIOS ON IG & @SADMOBSHOP ON DEPOP
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JOLIE ROZIERE
JOLIE ROZIERE
JOLIE ROZIERE

HANDMADE IN FRANCE

WHEN DID THE JOURNEY OF @JOLIEROZIERE’S BEGIN?

“It star ted in March 2020 during the first lockdown in 
France! I had already been thinking about this brand/
project in the previous months but I didn't have a lot of time 
to devote myself to it as I was working in a Haute-Couture 
workshop. The lockdown made it possible to star t this project 
earlier than I expected. I thought I would still be working 
for a while before I could think about beginning this. The 
pandemic decided for me! I was (and still am!) motivated 
by the idea of   of fering creative, high-quality pieces with an 
aesthetic that I love, ethically done and made to order. Plus, 
on a more personal level, I love being able to touch a bit 
of everything and not just be behind the sewing machine.”

WHAT’S IT BEEN LIKE SO FAR?

“It has been filled with doubts, questioning and a lot of 
anxiety - especially at the star t (and the general feeling of 
1st lockdown didn't help much). I still have some today but I 
know where I'm going now. At the beginning, I had so much to 
think about and learnt that if you are not organised, you’re 
quickly overwhelmed. Between the design of the models, the 
choice of fabrics, the website, the administration... there is 
a lot to do.”

WHAT IS IT THAT YOU HOPE THE PIECES IN YOUR 

COLLECTIONS PORTRAY?

“Through my pieces I want to por tray the story of a woman 
who expresses a joyful and exacerbated romantic femininity, 
sometimes a little kitsch and someone who isn’t afraid of 
colour!”

DOES FRENCH FASHION DIFFER TO OTHER PLACES 

YOU’VE EXPLORED?

“I don't think French fashion in its large meaning, is so 
dif ferent from other countries. Today, there are so many 
dif ferent brands. It's hard to say “This brand is a French 
brand!" just by looking at it ; unless it puts forward a very 
Parisian aesthetic and a little cliché "chic and ef for tless” 
style. A lot of people like to think of French fashion this way, 
when it is so much more diverse than that.”

WHAT MAKES JOLIE ROZIERE SUSTAINABLE?

“First, I would say the fabrics because that really is the 
essence of the brand. They come from deadstock shops from 
Haute-Couture and ready-to-wear houses. I sometimes find 
them in seamstresses's markets, where I also find supplies 
like buttons for example. Almost nothing is new in what 
I source. I select the fabrics that I like, with a natural 
composition such as silk, cotton or wool and then it comes to 
the production. Everything is made to order and tailor-made 
upon the customers request. I work without stock (apart 
from the fabric I bought beforehand of course). No brand 
can be completely ethical but I want to improve this process 
as the brand evolves.”

WHY DO YOU THINK PEOPLE SHOP WITH YOU?

“I think people like to buy from Jolie Rozière for the 
production process and the values   carried by the brand. 

A slow production, only made to order, of fering creative, 
romantic and nostalgic pieces, cut in carefully selected 
fabrics. The fact that I can of fer a tailor-made service at no 
additional cost also allows some people to have a garment 
that is well suited to their par ticular measurements.”

WHAT’S PENDING THIS SUMMER?

“At Jolie Rozière, there aren't really collections. If some 
pieces are more popular than others, I like to of fer a 
variation of this model by simply choosing a dif ferent fabric 
which will be more suited to the season. For the Spring/
Summer to come, I will develop pieces that are more 
af fordable than those currently in the e-shop. Pieces that 
will be between €100 and €200 maximum! There will be 
dresses, skir ts, tops... I won't say more!”

ARE FRANCE IN THE LOOP WHEN IT COMES TO THE 

IMPORTANCE OF SLOW FASHION OR DO YOU FEEL LIKE YOU 

ARE ONE OF THE FEW ECO-CONSCIOUS BRANDS THERE??

“There is a movement which is being created on Instagram 
and I’ve seen a lot of young brands with slow fashion values 
in recent years. There are also many young, independent 
French medias that have appeared over the past 5 years 
to help raise awareness of the importance of slow fashion, 
second-hand, greenwashing, the consequences of fast-
fashion and how to spot good or bad indicators when it 
comes to buying a garment. I think consumers are becoming 
less and less naive and are more curious about where their 
money is going and what it will support behind.”

IS THERE A MESSAGE BEHIND JOLIE ROZIERE ?

“I am quite sensitive to topics around feminism and the 
choice of the brands name Jolie Rozière, is not insignificant. 
Indeed, the Fête de la Rosière is an old French tradition that 
I wanted to reinterpret in my own way.

This tradition dates back to the 18th century. The Rosières 
were young girls who were awarded by a rose crown, for 
their vir tuous reputation, their exemplary behaviour, their 
virginity, their religious devotion, their discretion and 
modesty. In those days, these young girls embodied the 
image of the ‘perfect wife’ who was ready to be married. 
So, this apparently rather banal crown of roses symbolises 
a completely outdated and very reductive definition of 
women. Calling the creations Jolie Rozière is above all a nod 
to this young girl from the past, who readily leaves her place 
to the woman of the 21st century. What I want to convey with 
Jolie Rozière is a modern definition of women, an ode to all 
beauties in all their diversity. A woman who fully embraces 
her femininity.”

WHERE DID YOUR AESTHETIC COME FROM?

“I would say the brands aesthetic is romantic, nostalgic, 
feminine, pastel and poetic, but also ethic, quality, 
handmade, exclusivity of pieces and creative.  I of ten take 
my inspiration from very various things. It of ten comes from 
fashion archives or cinema from the 40’s to the 80’s. For 
example, I par ticularly like the work of Jacques Demy, the 
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aesthetic of Japanese idols from the 70’s and 80’s - very 
joyful and colourful but also more generally the history of 
fashion, ar t and photography exhibitions. The inspiration 
can sometimes star t from a small detail that I have observed 
in the street, it varies a lot on a daily basis.”

TO YOU, WHAT IS THE IMPORTANCE OF HAND-MADE 

CLOTHING?

“I believe that hand-craf ted and made to order pieces 
are a real necessity for the future of fashion. Every year, 
hundreds of tons of unsold clothing are burned by fast 
fashion companies. For example, making a single pair 
of jeans requires about 6800 litres of water and a t-shir t 
requires around 150 kilograms of pesticides. The calculation 
is quickly made on the immense waste generated by these 
brands. It would be nice if companies could operate on a 
pre order system, rather than producing without knowing in 
advance what they will sell.”

WHAT IS THE NEXT STEP FOR YOUR BRAND?

“This year, I would like to develop a second line of clothing 
that will be more af fordable and timeless. Currently, I of fer 
quite detailed clothes which are sometimes more dif ficult to 
wear on a daily basis, in addition to being quite expensive 
due to the materials and the sewing work. Therefore, I’d like 
to make the brand more af fordable by of fering a wardrobe 
that is a little dif ferent but still as colourful and qualitative.”

ALTHOUGH PRACTICING SUSTAINABILITY IN YOUR WORK 

AND ETHOS, HOW COULD YOU DECREASE YOUR CARBON 

FOOTPRINT MORE?

“As the company is still very small, there isn’t a strong 
impact generated by the brand. I make sure that all the 
packaging elements come from labeled recycling companies. 
On the other hand, if I had to improve something it would 
be the recycling of all my fabric scraps. Af ter cutting the 
fabric patterns, I of ten find myself with lots of unusable 
little bits and I throw them by default in the trash, whereas 
there may be specific companies dedicated to this type of 
fabric recycling.”

WHAT HAS BEEN THE ULTIMATE PIECE TO DESIGN WITHIN 

SO FAR?

“The Marylou Blouse! I like its volume. It can be worn wide 
or more fitted with its bands at the waist, with a lace top or a 
tur tleneck underneath. It's a very versatile piece. I love the 
material - the silk organza. It ’s a precious and transparent 
fabric that I find very poetic. It ’s also a fabric that requires 
patience because it slips a lot. I love working with technical 
fabrics so this fabric is my happiness!”

“THROUGH MY 
PIECES, I WANT TO 

PORTRAY THE STORY 
OF A WOMAN WHO 

EXPRESSES A JOYFUL 
AND EXACERBATED 

ROMANTIC 
FEMININITY”

PHOTOGRAPHY BY MARIETTE GARAULT @MARIETTEGARAULT, MODELLED BY OLIVIA CORRADINI @OLIVIA_CRRDN, MAKE UP BY LAURA GRAND @LAURA_GRAND_ FOR @JOLIEROZIERE
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“A SATIRE 
OF CONSUMERISM. 

NO ETHICAL 
CONSUMPTION 

UNDER CAPITALISM. 
WE ARE PLAYING A 

RIGGED GAME. 
I'M SICK OF THIS SHIT!”
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WHAT IS THE IMPORTANCE OF TRIAL AND ERROR?

"Since star ting Depop, towards the end of last year I have 

dropped three unique collections. All of which are one-of-a-kind 

pieces and are reworked and upcycled from old garments I have 

collected along the way. As you can imagine with one-of-a-kind 

pieces, it is super dif ficult to understand what will be successful 

and what will not! Trial and error is a key par t of how my brand, 

KIPPA has come to be today. 

Star ting from creating a piece, to shooting content, to finalising 

collections - I experiment with a range of dif ferent fabrics, dyes 

and finishings. I have even had a go with using plastic bags 

to create a coat. Af ter creating three collections, I’m star ting 

to understand my audience fur ther as a result of being open 

to make errors along the way! I have also star ted to research 

into using platforms such as T ikTok to provide fur ther content 

which I have worked on. All of this is completely new to me but 

I am happy to give anything a try if I believe it can promote my 

brand fur ther."

WHEN THINGS GO WRONG, HOW DO YOU STAY UPBEAT 

AND NOT LET MISTAKES  GET TO YOU?

"When things go wrong, it can lead to developing a new idea 

or concept. I have learnt there is beauty in making mistakes. 

However, sometimes mistakes aren’t pretty and that’s when I 

decide to learn from it and not make the same mistake again. 

It ’s all par t of the process. I learn something new every day and 

that’s why I love doing what I do!"

WHAT HAS BEEN THE BIGGEST HURDLE KIPPA HAS 

FACED?

“With one-of-a-kind pieces, I have struggled to reproduce the 

most popular pieces, especially with the lockdown restrictions 

and lack of access to charity shops. Charity shops are great 

for hand picking garments to upcycle into similar styles to 

previous best sellers – this is how KIPPA will grow as a brand! 

To overcome this, I’m in the process of finding other options 

to put items into production in a sustainable way, for example 

using ‘end of roll’ fabric or surplus fabric from local suppliers. 

As a sustainable brand, it is hard to make everything in your 

power sustainable and I have had to adapt and think of ways to 

keep the ethos as being green whilst allowing KIPPA to continue 

to take of f.”

WHAT ARE YOUR 3 HACKS THAT HELP YOU STAY SELF-

MOTIVATED?

“T ip 1: Love what you do. This is a big par t to staying motivated 

and having the drive to grow every day. T ip 2: Inspiration from 

other creatives and their success. I think we can learn a lot 

from each other and there are so many great creatives currently 

flourishing in lockdown. It is inspiring to see what KIPPA could 

be in the future! T ip 3: Constant support from my friends, 

family, socials and a Depop audience!"

ARE YOU A PERFECTIONIST WHEN IT COMES TO YOUR 

DESIGNS?

“Yes, I think this comes from working in couture fashion at my 

previous job. The standards are high and perfection is key.”

DO YOU BELIEVE IN THE PHRASE “YOU CAN’T PLEASE 

EVERYONE”?

“You can never please everyone, if you stick to what YOU like 

and believe in. I don’t think it matters as long as you have full 

faith and confidence in the final outcome.”

HOW DO YOU GO ABOUT DESIGNING GARMENTS THAT 

YOU KNOW NOT EVERYONE MAY LIKE?

“I make items that I would wear myself and pieces that I think 

are visually pleasing and creative. If a piece is not popular, 

I learn that the style needs to change and I can make slight 

alterations in my next collection. However, I do stick to what 

I like so I am confident that every collection I share with my 

audience are pieces that I truly believe in and am happy with.”

HOW DO YOU CONTINUE TO HAVE FAITH IN YOUR OWN 

DESIGNS?

“I don’t always have 100% faith in my designs and sometimes 

I actually star t to dislike a lot of them af ter I have spent hours 

creating the pieces and the content! It is good to get away from 

your own designs and come back to them with a fresh mind. 

Whilst running KIPPA, I do a lot of freelance embroidery and 

print design for other brands which allows me to have a break 

away from my own work and be creative in a dif ferent way. 

I also have a great deal of support from family and friends 

who believe in my designs and are always supporting me. I am 

warmed by their continuous support and as I mentioned before, 

this is a key factor in my motivation to continue to create!”

HOW DOES IT FEEL KNOWING YOU ARE CREATING 

CLOTHING FOR LIKE-MINDED PEOPLE?

“I am very humbled to be creating collections amongst a whole 

scene of creatives in 2021. I am amazed by the support of 

strangers and other creatives who send random messages of 

kindness commenting on my work. We’re all here to boost each 

other into continuing to create.”

HAS THERE EVER BEEN A TIME WHEN YOU THOUGHT 

ABOUT GIVING UP? 

“Of course and I think this can be said for most creatives. There 

is so much competition and sometimes it ’s hard not to compare 

yourself to other brands and companies that are doing so well in 

gaining followers and attention.

I remind myself that everything is a process, there is no 

comparison between people and brands. Everyone and 

everything are individual and that is the beauty of creative 

outcomes these days. If you work hard you will get to where 

you want. At the end of the day, I enjoy what I produce and it 

doesn’t matter about followers or comparison, if you truly enjoy 

what you do! 

DOES PRACTICE REALLY MAKE PERFECT? 

“Yes, for sure. You can’t perfect anything without practise, we 

learn new things every day and this is why life stays exciting!”
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@NASLAND:
FIRED BY FAST FASHION

HOW DOES WORKING FOR A HUGE FAST FASHION LABEL 

DIFFER FROM MANAGING YOUR OWN SECOND HAND, 

VINTAGE SHOP? 

“Working in fast fashion is like working in a factory as one of 
the assembly line workers. You get one skill and that is all you 
need. It's extremely boring and time consuming for work that a 
robot can do. Managing my second hand shop is just like living 
everyday life. If someone followed me for a day they would 
probably wonder when I actually star ted working.”

IF YOU COULD GO BACK IN TIME, WOULD YOU AVOID EVER 

WORKING IN FAST FASHION? 

“Not at all. I met a lot of cool and ambitious young people. Also, 
I feel like working in fast fashion gave me a deep hatred for fast 
fashion, something I don't think I'd have gotten without working 
in the industry.”

DO YOU THINK THEY DID YOU A FAVOUR BY FIRING YOU? 

“I feel like being fired was a game of chicken with them. I wanted 
to quit for a long time and I know they wanted to fire me for a 
long time too, so it was only a matter of time before one of us 
made the decision for the other. The day I was actually fired, they 
threatened to write me up for my first out of three strikes before 
being fired. I felt like a little ass child. I hated that my fate as 
a worker was in their hands. I hated feeling like I could get in 
trouble by my f*cking manager. 

I told them before they wrote me up that I wanted to quit and they 
ended up firing me on the spot to make the paper work easier 
for themselves. Because of that, I think being fired was more 
of an unstoppable occurrence and less of a decision that my old 
boss made for me that jump star ted my ambitions leading to my 
success as a Depopper.”

WAS THERE ANYTHING VALUABLE YOU LEARNT DURING 

YOUR TIME THERE THAT YOU’VE CARRIED OVER TO YOUR 

PERSONAL LIFE AND OWN BUSINESS?

“I learnt a lot about what I wanted and the sacrifices I would 
have to make in my own life to get to something dif ferent. My 
managers had no ambition and little education - that isn't a bad 
thing by any means if that is the life they wanted so be it, however 
I did not want that life for myself. Seeing the life that I could get 
from the ef for t that they put in, made me want something else 
for myself.”

WHAT’S ONE PIECE OF ADVICE YOU’D GIVE TO SOMEONE IN 

THE FAST FASHION INDUSTRY THAT ISN’T AWARE OF THE 

IMPACT IT’S CAUSING?

“I would tell them to ask themselves if the corporations five year 
goals align with their five year goals and if they align at some 
point within five years, then I’ll leave them be, but if they do not 
meet at any point then I’d ask my second question; are they okay 
with spending five years working for someone else's goal?”

HOW DID YOU FEEL WHEN YOU WERE FIRED FROM THE FAST 

FASHION LABEL?

 “I was scared that I would regret my decision. I felt like I had so 

much less room for failure and that the walls were caving in on 
me because I had no choice but to succeed in my pursuit.”

WOULD YOU EVER GO BACK? 

“I swore to myself to never work somewhere that doesn’t value me 
as an employee so unless I’m CEO of Forever 21, then no… never.”

HOW DOES YOUR STOCK AND HAND-PICKED GARMS DIFFER 

FROM THE CLOTHES THEY SELL? 

“When I worked for the large corporation, we sold what ever was 
in style that season and I feel like that came from the company 
having such a small margin for failure, like one ugly small f*ck 
up and the entire company would be doomed. I think that lack 
of margin for error led to the company being extremely generic 
which in turn, caused them to replicate only the successes of 
whatever innovator they chose to steal from at that moment - 
whether it be a street-wear brand or a small Instagram designer. 

What I sold there was stolen ar t. Now that I source all of the 
clothes I sell myself, I am able to get the things that I like and I 
have a ton of room for error because I'm the only one who feels 
the losses. I’m more free to define the fashion trends. So, I guess 
to contrast what I sold versus what I sell,  fast fashion is what 
is hot in the moment and slow fashion is what will be hot in the 
future.”

DO YOU THINK ANY OF YOUR EX-COLLEAGUES CARED THAT 

THEY WERE PART OF SUCH A NEGATIVE TRADE? 

“Not really. I think they just needed jobs and that was the one that 
hired them. I don’t think most people see it as toxic or question 
the degree of toxicity.”

AT WHAT POINT DID YOU REALISE THE JOB WASN’T FOR 

YOU AND YOU WANTED OUT, ASAP? 

“When I got paid $300 for a 30 hour work week I knew I wasn't 
making enough money to accomplish my ambitions or even take 
the first steps towards my ambitions. I knew then it was time to 
find another hobby.”

HAS NOT WORKING THERE AND BEING YOUR OWN BOSS 

MADE YOU A HAPPIER PERSON? 

“To be completely honest, in my first year of doing Depop; I 
wasn’t very happy about it at all. I felt like I had something to 
prove to everyone and that mentality became insatiable because I 
had no clue when it would end. I had no concept of when I would 
feel like I had done enough or that I was on the right track and 
everyone could see that. It was that mentality that pushed me to 
become my own boss but it was that mentality that prevented me 
from enjoying it. 

When I moved to the city of Houston, I was shown another way of 
living which was a much more natural way. One where they work 
and live and that was totally new to me. I still work very hard, 
harder every day but I am able to appreciate the fruits of my 
labor now I don't care about proving anything. I just want to try 
to do my best and with that mentality I am able to appreciate my 
life much more.”
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MODELLED AND STYLED BY NASEER LLYOD @NAS_OFF_SCOTT ON IG / @NASLAND ON DEPOP, PHOTOGRAPHY BY MANI OLANIYAN @MANICCOMP

“FAST FASHION IS 
WHAT IS HOT IN THE 
MOMENT AND SLOW 
FASHION IS WHAT 
WILL BE HOT IN THE 
FUTURE”
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WE THINK A NARROW VISION OF 
WHAT IS BEAUTIFUL OR WHO GETS TO 
PARTICIPATE IN CULTURE, FASHION AND 
SELF-CARE IS CATEGORICALLY UNCOOL, 
AND WE STRIVE TO CULTIVATE A COSY, 
HIGH-QUALITY, ENVIRONMENTALLY 
SUSTAINABLE, COMFORTABLE-IN 
YOUR-OWN-SKIN COMMUNITY. 

WORKING WITH AN ETHOS OF 
SUSTAINABILITY IN THE FASHION 
INDUSTRY IS NO EASY TASK, WE KNOW. 
WE SHIP ENTIRELY PLASTIC-FREE AND 
USE VERY MINIMAL, FULLY RECYCLABLE 
PACKAGING. OUR FACTORY AND FABRIC 
SUPPLIERS ARE GOTS AND BLUESIGN 
CERTIFIED, WHICH HOLD OUR PARTNERS 
TO A HIGH STANDARD OF SOCIAL AND 
ENVIRONMENTAL RESPONSIBILITY IN 
EVERY STEP OF OUR PROCESS. FROM 
HOW MUCH WE PAY FOR OUR FIBRE IN 
INDIA, TO OUR FACTORY EMISSIONS 
AND UTILITY USAGE IN LA. WE DO IT 
BECAUSE WE CARE FOR A HEALTHIER 
EARTH AND HEALTHIER UNDIES FOR ALL. 

THE TYPE OF GARMENTS WE MAKE 
ALSO PLAYS A HUGE ROLE IN OUR 
ETHOS OF SUSTAINABILITY. WE MAKE 
UNDERGARMENTS BECAUSE THEY 
ARE ARGUABLY (NO JUDGMENT!) 
AN ESSENTIAL ITEM THAT MOST ARE 
UNLIKELY TO THRIFT OR SHARE AND 
ARE USUALLY WORN UNTIL THEY NEED 
TO BE RETIRED. UNDIES WILL ALWAYS 
NEED TO BE MADE, SO WEÍRE DOING IT AS 
THOUGHTFULLY AND AS SUSTAINABLY 
AS WE CAN!
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@FRANKIESTHRIFTS
“YOU’RE A WHAT?!”

MODELLED BY GENEVIEVE POTGIETER @GEN_VIVI, PHOTOGRAPHY BY  MATT MOREAU 
@MGMOREAU, CREATIVE DIRECTION AND STYLING BY FRANCESCA WOODMAN OF @FRANKIESTHRIFTS 

29



HOW WOULD YOU DEFINE YOUR JOB TITLE?

“I always struggle to answer this question. When asked what my 
job is, people can be confused or surprised if I say “I’m a full-
time Depopper”. Sometimes I say “I own an online vintage clothing 
store”, “I sell vintage clothes” or “I own my own business”.  It ’s 
hard to define my job as one specific thing as it includes many 
dif ferent roles. I don’t have anyone else working for me so I do 
all of them myself but this is something I’d love to change in the 
future. Some of the roles involved in being a Depopper include 
modelling, photography, editing, sourcing stock, social media, 
managing the shop through dif ferent online marketplaces, keeping 
accounts of finances and more.”

DO YOU EVER FEEL STRESSED WHEN PEOPLE ASK YOU WHAT 

YOU DO?

“From cer tain people yes. Some have a preconception about Depop 
or don’t actually know what it is. Sometimes people respond 
by saying things like “That’s not a real job” or “But surely you 
cannot earn enough money from that?” or “Well, you can’t do that 
forever, what will you do when it’s not popular anymore?”. There’s 
also a connotation that Depoppers don’t do much work or are lazy 
which of course couldn’t be fur ther from the truth. It may look like 
a simple or easy job from the outside but there’s a huge amount 
that goes on behind the scenes. So yes, it can be stressful because 
I always find I have to explain myself to people. I prefer to just 
tell them I sell vintage clothes online. However, as the popularity 
of Depop and secondhand/vintage clothing is growing, I think the 
stigma around it is changing.”

HOW DOES IT FEEL WHEN SOMEONE QUESTIONS IT?

“It can feel belittling sometimes because people of ten question it 
in a condescending or judgemental manner. When I explain how 
hard I actually work and what goes on behind the scenes people 
are of ten surprised. Sometimes they don’t realise how much work 
and ef for t goes into running your own Depop shop and that it is  
a small business. On the other hand, many people are impressed 
and intrigued when I tell them what I do and I love telling them 
more about it!”

HAS ANYONE EVER MADE YOU FEEL BAD?

“Yes, both! This could be because people have preconceptions 
of what a Depop seller is or they don’t understand how it can 
be a full-time job. I find this mostly in older people or people 
who aren’t interested in fashion (let alone second-hand fashion) 
but it ’s understandable as they may be less familiar with the 
app, online shopping or the vintage trend. People also make 
me feel bad because they don’t take me seriously and say 
things like “When are you going to get a real job?” or “What 
about using your University degree?”. I have a degree in graphic 
design which is  super useful when running my own business 
as I can design all the branding and promotions myself.”

WOULD YOU HAVE IT ANY OTHER WAY?

“To be honest, I don’t think so. I have confidence in my job and I 
know how hard I work. I also like to prove the people who don’t 
believe in me wrong! I find when people make negative comments 
it gives me that extra push to work even harder. I also like that 
people don’t know much about being a Depopper so I enjoy telling 
them about the world of Depop, vintage and sustainable fashion.”

ARE YOU PROUD OF YOURSELF AND HOW FAR FRANKIES 

THRIFTS HAS COME?

“I am extremely proud of how far Frankie’s Thrif ts has come. 
When I began selling vintage clothing for some extra cash whilst 
studying, I never imagined it could become a full-time job let 
alone a career. I am so proud of myself for having created and 
built a business from scratch, especially when people told me it’s 
not something that could progress any fur ther than a side hustle. 
Building a business with little help from anyone else was not 
something I thought I could accomplish. I am truly grateful and 
proud to have found my passion.”
 

HOW DO YOU DEAL WITH HATE?

“I haven’t experienced much hate before,  just the odd comment 
or message. However, if I do, my way to handle it is to just block 
and delete. Giving haters a reaction is exactly what they want and 
of ten escalates the situation, haters become more frustrated when 
they get ignored. Fur thermore, af ter blocking and deleting it I 
forget all about it the next day and it doesn’t play on my mind. 
I’m always thankful to Depop who are very supportive in handling 
situations like this.”

ARE THERE ANY PERKS, BEING A FULL-TIME DEPOPPER?

“Personally, the hugest and best perk (which I am endlessly 
grateful for) is the freedom. Having full control of when and 
where I work is a blessing. I can create my own hours/schedule 
and work comfortably in my own home or even when I’m on 
the move. I find following a schedule that’s assigned for me is 
stressful and I like to be in control of my time. However, this 
does not mean that I’m free to lounge about and do nothing all 
day. I give myself a strict work routine and manage my time 
ef ficiently but allow myself a break or some time of f when 
needed. I think this is important when running your own business 
as the work is endless and it can easily lead to a burn out. I’m 
thankful for this freedom as it allows me to travel easily which 
is one of my biggest passions. A large aspect of being a Depop 
seller is online work, this gives me the freedom to work wherever 
I am. I just need my phone, a laptop and a wifi connection!”

WHAT IS YOUR ALL-TIME FAVE ELEMENT ABOUT THE 

INDUSTRY YOU’RE IN?

“My all-time favourite thing about this industry is the creative 
aspect and sense of individuality each Depop seller provides. 
I’ve always been a creative and ar tistic person. Depop allows us 
to express ourselves through fashion and style. I love to inspire 
people through vintage clothing and seeing each seller’s style 
whilst supporting and encouraging sustainable, ethical fashion.”

 “YOU’RE A WHAT?” TENDS TO BE A COMMON RESPONSE  

DEPOPPERS RECEIVE. HOW HAVE YOU LEARNT TO NOT GIVE 

A DAMN WHAT PEOPLE THINK? 

“I don’t give a damn because I’m fully confident in myself and 
my business. As long as I know how hard I’m working I don’t need 
to dwell on other peoples opinions. The people closest to me also 
understand how hard I work as well as fellow Depoppers. I think 
the most important opinion should be your own when running your 
own business, other people may try to put you down so don’t waste 
your energy on them. There will be a larger number of people who 
support you than don’t so do not worry about the few negative ones.”

“I DON'T GIVE A 
DAMN BECAUSE I’M 

FULLY CONFIDENT 
IN MYSELF AND MY 

BUSINESS.” 
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THIS SHOOT SHOWCASES MY FIRST ORIGINAL COLLECTION 
‘SUMMER MADNESS’ AND ALSO PAYS HOMAGE TO MY 
FIRST PIECES - REWORKED DENIM, WHICH I PLAN TO 
CONTINUE AS A SIO STAPLE.

I LAUNCHED SIO STUDIO IN MAY 2020 AND SINCE THEN, 
IT HAS BEEN A WHIRLWIND. SINCE SIO’S LAUNCH, I HAVE 
PROCEEDED TO LAUNCH MY OWN WEBSITE AND EXPAND 
FROM DENIM INTO MESH AND FAUX LEATHER PIECES ALL 
WHILST MAINTAINING SIO’S BRIGHT AND BOLD EARLY 
2000’S AESTHETIC.

I STARTED SIO WITH NO IDEA HOW TO RUN A BUSINESS 
BUT I AM LEARNING FAST AND TAKING ONE DAY AT A 
TIME. IT GOES BEYOND MAKING PRETTY CLOTHES. OVER 
THE PAST 12 MONTHS, I HAVE LEARNED ABOUT LEGAL 
TRADEMARKING, REGISTERING SIO AS AN OFFICIAL 
BUSINESS (EEK!) AND HANDLING FINANCES IN ORDER TO 
REINVEST AND MAINTAIN GROWTH. 

I’VE FOUND MYSELF DOING 10 PEOPLE’S JOBS. I MAKE 
THE CLOTHES, I POST THE PACKAGES, I ANSWER ALL THE 
CUSTOMER ENQUIRIES AND DUE TO THE LAST YEAR BEING 
IN LOCKDOWN, I’VE FOUND MYSELF RESPONSIBLE FOR ALL 
THE SOCIAL MEDIA CONTENT INTEGRAL FOR SIO’S GROWTH. 
IT HAS BEEN THE HARDEST BUT BEST 12 MONTHS OF MY LIFE. 
I AM CONSTANTLY SEEING MY HARD WORK PAY OFF. I FEEL 
I’M STILL FIGURING OUT SIO’S NICHE AND LEARNING TO 
UNDERSTAND MY CUSTOMER. I FEEL THIS IS AN ONGOING 
JOURNEY THAT CAN ONLY BE DISCOVERED THROUGH TRIAL 
AND ERROR. 

FOR 2021, MY MAIN AIM IS TO CONTINUE TO GROW AND 
PERFECT MY CRAFT. I AM LAUNCHING MY FIRST ZERO WASTE 
DROP, WHICH IS A CHALLENGE TO PUSH SUSTAINABILITY 
EVEN FURTHER BEYOND MY COLLECTIONS. THEY WILL BE 
EXCLUSIVE DROPS CONSISTING OF 1 OF 1’S ALL MADE FROM 
MY FABRIC SCRAPS AND DEADSTOCK FABRICS.

I’M SO EXCITED FOR SIO’S FUTURE AND CANNOT WAIT TO 
SEE IT TAKE OVER THE WORLD.

SIO STUDIO
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PHOTOGRAPHY,  FASHION STYLING AND EDITING BY CHELSEA MULCARE @CHELSEA_SIOBHAN,  MODELLED & NAILS BY KATT KATANA @KATTKATANA FOR
 @SIO.STUDIO ON IG & @MULCARE ON DEPOP
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Sustainability as a PR stunt? Thank you, 
next.  

The fashion industry has finally developed a 
bit of an eco-conscience with slow but steady 
progress being made. Many companies have 
taken steps to of fset their carbon footprints, 
use recycled or sustainable fabrics, or 
produce less waste. But as consumers 
increasingly value and care about our 
environmental impact and how fast fashion 
contributes to this, high street retailers are 
trying to keep up, with ‘conscious’ lines or 
use of ‘natural’ fabrics.

How conscious are these collections? How 
sustainable are these natural fabrics? 
In reality, for many of these big fashion 
companies, environmental change is only 
superficial… 

This is Greenwashing! Coined by 
environmentalist Jay Westervelt, 
greenwashing is the deceptive marketing of 
products as ‘green’ to persuade consumers 
that the product and policies in question are 
sustainable and environmentally friendly. 
This term was first used in 1986; 35 years 
ago! But it still remains just as shockingly 
relevant today.
 
The term sustainable has been so overused 
in the fashion industry that we have become 
desensitised to its real meaning. It is so 
freely applied by PR and marketing teams, 
most of the time little or any action has 
actually been taken to support these claims. 
Of course, fashion will always have an 
environmental impact and no company can 
be perfect, but we need to star t holding these 
companies accountable for greenwashing and 
their lack of serious change.

So, how can you spot greenwashing? Fast 
fashion cannot, in any way, shape or form, 
ever be sustainable with outsourced and over-
production at the core of these companies. 
Always consider this when purchasing from 
any big fashion company. Another major red 
flag of any company in the fashion industry 
is if they have a ‘sustainable’ collection. 
This just proves how unsustainable the rest 
of their products are. How environmentally 
friendly is a company if only 5% of their 
products are made from sustainable fabrics? 
How much (little) dif ference does this make?

What can you do to avoid greenwashing? You 
guessed it … Depop! No need to preach to 
the conver ted but Depop really is a great way 
to support slow fashion, whether this is in 
the form of small independent shops or just 
someone selling their old clothes. Choosing 
second hand is always the best option and 
also takes business away from fast fashion 
companies. 

If you are going to buy from high street chains 
or bigger clothing brands, look out for any 
overused or vague terms like ‘sustainable’ 
or ‘eco-friendly.’ Always fact-check their 
use of these terms - companies should have 
details of their environmental policies on 
their website or you can check them against 
the website ‘Good on You’ which rates how 
ethical and sustainable brands are.

Although environmental change needs to 
happen at a much higher and wider level, 
consumers still have the power to help create 
change, as evident by the whole concept of 
greenwashing. Knowledge is power! So, keep 
looking out for bogus environmental claims, 
star t calling these companies out and always 
make the most eco-conscious choice you can.
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E ALZANG AND LULATAGG HAVE 
COLLABORATED ON A PATCHWORK 
DENIM CAPSULE COLLECTION. 
DEVELOPED IN THEIR EAST LONDON 
STUDIO, THE COLLABORATION 
AIMS TO CHALLENGE FAST 
FASHION CULTURE BY OFFERING 
FUN, BOLD, ECO-CONSCIOUS 
PIECES USING PRE-LOVED DENIM 
AND SUSTAINABLY SOURCED 
MATERIALS. EACH PIECE CONTAINS 
DIFFERENCES IN PATCHWORK 
PLACEMENT, TEXTURE AND COLOUR 
DUE TO THE UPCYCLING NATURE OF 
THE MANUFACTURING PROCESS, 
RESULTING IN GARMENTS THAT 
ARE AS UNIQUE AS THE WEARER. 
THEY SHOT THE COLLECTION AT 
ALLIE FROM ALZANG’S HOUSE 
IN EAST DULWICH, THE DAY SHE 
MOVED IN. IT MADE THE PERFECT 
BLANK CANVAS TO RUN WITH 
AND ALLOWED THEM TO WORK 
WITH THE LITTLE QUIRKS IN THE 
HOUSE THAT THEY WOULDN’T 
HAVE FOUND IN A TYPICAL STUDIO 
SPACE. THE SHOOTS SET TO 
EMPHASISE THE CIRCULAR NATURE 
OF THE DENIM AND MAINTAIN 
THE PLAYFULNESS OF ALZANG. 

ALZANG X LULATAGG
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A COLLABORATION WITH @ALZANG.STUDIO  & @LULATAGG,  PHOTOGRAPHY BY MARIANNA PIRES @MARIANAP.RES, MODELLED BY HENRIETTA 
RHODES @HENRIETTARHODES, MAKE-UP BY ERIKA FREEDMAN @ERIKAFREEDMAN, STYLING & ART DIRECTION BY LAURA ALLBONES @ALLMYBONES
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BARBIEDRUGS

BARBIEDRUGS

BARBIEDRUGS
FASHION = A SAFE SPACE

“Why are genders so huge in 
fashion? Why is everything 
gendered? Well, IDK

Genders are everywhere but 
especially in fashion, everything 
is divided between men and 
women.
Why label stuf f if it ’s limiting 
you?

If something is labelled as 
womenswear, no men would ever 
wear it. Why are skir ts or heels 
just for women? 

Fashion is for everyone no matter 
what gender you are. You must 
have fun with it. Experiment and 
enjoy. It doesn’t matter what 
you wear and what gender you 
are. Genders are a construct of 
society and a lot of people are 
limiting themselves on what to 
wear. 
I want to encourage you to do 
whatever makes you happy and 
wear what you want.”

@BARBIEDRUGZ
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TO YOU, WHAT IS LUXURY AND HOW WOULD 

YOU DEFINE IT?

“Luxury is a personal, sensuous experience of 
top quality, hand-made items that are made with 
the utmost care, love, integrity and meaning. 
T ime, or at least the ‘elusion’ thereof, is always 
instilled in items and experiences of luxury. Luxury 
embodies time. It is a conscious, considered and 
ethical outlook towards humanity and the planet 
and has a very personal service component to its 
experience. Luxury can only be sustainable. If it is 
not sustainable, it is not luxury.”

DO YOU REGARD VIVIERS STUDIO AS 

LUXURIOUS? 

”Absolutely. Sustainability is core to our practice 
and braided into our view of what defines luxury. 
We aim to keep improving and advancing our 
practice with new information available around 
sustainability and by doing so, challenging the 
notions of how luxury has been defined in the past 
two decades.”

DO YOU FEEL AS THOUGH SMALL, INDEPENDENT 

CLOTHING LABELS ARE REDEFINING WHAT 

LUXURY IS?

“Luxury has morphed continuously over the years; 
traditional old-world luxury was sustainable by 
default because of the lack of machinery involved. 
Luxury was created using the top resources and 
materials available whereaf ter, it was mostly 
hand-made by skilled ar tisans. Af ter the Industrial 
Revolution and the invention of plastic, things 
quickly changed, as materials were made quicker 
and cheaper. Status, however, was still connected to 
specific brands and designers and was made visible 
through branding. With time, luxury brands had 
to star t competing with fast-fashion imitations of 
their own designs, which were much cheaper and 
only took weeks to reach consumers compared to a 
6-month pre-order wait. Luxury brands felt the only 
way to compete was to compromise and ef fectively 
join the mass-produced, fast-paced race but kept the 
branding as status symbols. 

Small independent clothing labels like VIVIERS 
are of ten sustainable by default; items are made-
to-order, individually hand-cut, infused with love 
and time and created using vintage materials or 
deadstock materials made in access for huge global 

luxury brands. These materials then get repurposed, 
re-worked and recombined to initiate unique new 
designs. All the remains of fabrics af ter cutting 
specific items are then carefully sor ted and grouped 
to inspire new ideas and of ten very labour intensive 
and time-consuming designs.

Much more time is instilled into upcycled or scrap 
materials as the labour involved to transform these 
are easily triple the number of hands and time than 
when cutting a mass-produced lay in a factory set-
up.

VIVIERS aims to redefine luxury by a slower, more 
deliberate and conscious approach to making items 
of beauty. Every detail is carefully considered and 
eliminates the waste component to almost zero. All 
aspects of our small business live in harmony with 
our decision making. We can chop and change things 
on a daily basis. The lack of multiple corporate 
layers allows for quick decision turnarounds with 
immediate ef fect that could bring about positive 
change.”VIVIERS aims to redefine luxury by a 
slower, more deliberate and conscious approach to 
making items of beauty. Every detail is carefully 
considered and eliminates the waste component 
to almost zero. All aspects of our small business 
lives in harmony with our decision making. We can 
chop and change things on a daily basis. The lack of 
multiple corporate layers allows for quick decision 
turn-arounds with immediate ef fect that could bring 
about positive change.”

WHY DO YOU THINK THE SLOW FASHION 

COMMUNITY IS CHANGING THE WAY PEOPLE 

SHOP AND HOW THEY VIEW CLOTHES?

“Covid-19 made (almost) all of us do a stock-take: 
What is important in our life? What is the impact we 
have on our community and environment? How do 
we want to live our lives? The year 2020 brought 
about massive change for planet Ear th. In a time 
of solitude and reflection, many people had time to 
think and contemplate about what brings them joy 
and what makes them happy.

Does consumption of products really fill that empty 
place inside of me or is it human connection and touch 
that I am missing? These introspective philosophical 
questions made many people re-evaluate everything 
in their lives, including the meaning behind what 

VIVIERS STUDIO
LUXURY: REDEFINED

“SUSTAINABILITY IS 
CORE TO OUR PRACTICE 
AND BRAIDED INTO OUR 
VIEW OF WHAT DEFINES 

LUXURY”
45
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HOW WOULD YOU DEFINE LUXURY PRE AND 

POST CORONAVIRUS? 

“Luxury pre Coronavirus was status-driven whereas 
post Coronavirus is driven by meaning, humanity 
and planetary consciousness.”

HOW IMPORTANT IS DESIRABILITY AND A WOW 

FACTOR WHEN IT COMES TO SLOW FASHION? 

“‘Beauty is a form of activism’ Li Edelkoort 2020. 
Desirability and a wow factor always needs to be in 
balance with practicality and timelessness; we aim 
to make items of beauty that will stand the test of 
time.”

WHAT ARE THE INGREDIENTS YOU NEED TO 

CURATE A LUXURY SHOPPING EXPERIENCE 

WHEN BEING A SLOW FASHION LABEL?

“A luxury experience to me captures all the senses. 
The importance of human interaction and the 
understanding of the bespoke needs and taste of 
individual clients go hand-in-hand with the meaning 
behind the comfort found in luxury.”

‘LUXURY SHOULDN’T REVOLVE AROUND 

STATUS BUT ABOUT MEANING’. HOW DOES 

YOUR BRAND CONNECT TO THAT?

“The only status I know, is a ‘Status Update’. 
Meaning however it is engraved into our work 
through each meditative stitch that move to and 
from our material.”

SLOW FASHION LABELS ARE SO SOUGHT FOR, 

DO YOU THINK THIS WILL CAUSE AN ISSUE 

WITH FAST FASHION LUXURY LABELS?

“To be honest, if you do not keep up with the times 
and bring about positive change in your company 
and the world, you will very soon be lef t behind.”

WILL FAST FASHION EVER BE DEEMED AS 

LUXURY?

“The words ‘fast’ and ‘luxury’ do not live in the 
same sentence.”

they buy and who they support. The slow fashion 
community has slowly star ted drawing clients who 
want to invest in meaningful, heirloom pieces that 
are humane and conscious towards the environment. 

I believe that items are introduced with the 
energy and love or sometimes the lack thereof in 
sweatshops when they are made. I believe the client 
feels that and is drawn to specific items and also 
of ten more likely to throw away fast-paced, cheaply 
made goods af ter only wearing it once or twice.”

DO YOU THINK YOUR PIECES HOLD MORE 

VALUE THAN THOSE FROM HIGH FAST FASHION 

BRANDS?

“Our clothes are made with the intention to 
become collectable heirloom pieces, handed over 
from generation to generation. Everything in our 
approach from the design, the quality and the 
integrity of each garment is driven by the same aim: 
How can we continue to instil and evoke meaning, 
thought and sentiment through the integrity of our 
work?”

HOW DO YOU THINK PEOPLE DEFINE LUXURY 

TODAY?

“I can only speak from my experience and my 
network of friends and clients. Luxury is defined by 
the investment of time that is imbued into animistic 
object and experiences, through the integrity and 
love of the hand that made them. Luxury is made 
up of inanimate objects that are breathed into life 
through the spirit of the human that touched them 
or the interaction and service experienced when 
these collectables are acquired.”

WHAT DO YOU THINK HAS CAUSED THIS SHIFT?

“The planetary conjunction of Jupiter and Saturn 
December 2020, surely caused a huge shif t! The 
Age of Aquarius was of ficially initiated as the 
planets aligned and moved us into the new age 
of transparency. Covid-19 was merely a physical 
manifestation of what was already in the stars: 
Metamorphosis and Transformation, the year of 
change.”
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MODELLED BY KELLY KING @KEL_ _KING

We’re currently living in a very dif ferent world than 
we once knew, in so many ways! Even the ‘norm’ as 
we know it feels so alien - the thought of browsing 
the high-street feels a thing of the past...

With the impact of the pandemic expected to 
stick around, both retailers and shoppers shall 
be adopting a very dif ferent approach to retail 
as a whole. Whether it ’s for better or for worse - 
regardless of scale, we’ve all battled with Covid-19 
and the implications this has had. Not only from a 
trading perspective but various long-lasting aspects 
that have taken their toll. On behalf of the thousands 
of small businesses out there, we’re just one super 
small star t-up, trying to keep afloat during what’s 
been a rollercoaster of a year for us all! That being 
said, the sense of support through ‘togetherness’ has 
kept the world of small businesses thriving.
 
It ’s fair to say it ’s been no straight road with hurdle 
af ter hurdle - but as a lockdown-born brand, we 
saw an opportunity within quite possibly the most 
challenging times, and well, just went for it.
 
It ’s a constant battle for leading high-street 
retailers, some of which we’ve already seen plummet 
into administration/liquidation within what feels 
such a shor t window. On the other hand, for a 
number of retailers, par ticularly those with a large, 
prominent online presence, the sheer growth has 
been overwhelming. 

Big shif ts are already in motion, par ticularly 
thinking about consumer habits and behaviours 
towards retail, in par ticular across fashion. You 
may have heard the term ‘slow fashion’ - defined 
as awareness and an approach to fashion, tying in 
nicely with ‘circular’ fashion, as opposed to ‘linear’, 
typically associated with high-street giants churning 
out seasonal, mass-market products.
 
Advocates for slow fashion encourage a more 
conscious and considered approach to consumption 
across various ways and means. Investing in quality 
clothing that’ll stand the test of time and purchasing 
second-hand items are just a couple of examples. 
Various small businesses including ourselves 
purchase in very small, considered quantities vs 
large, bulk orders contributing to our zero-waste 
approach. Of ten providing the option to pre-order 
can similarly minimise both wastage and risk (so it ’s 
a win-win!).
  
Another factor contributing to the changing consumer 
is for many of us, our environment. For example, 
the nature of ‘working from home’ has led to the 

reduced demand for tailor-wear and instead, more of 
a relaxed, comfortable alternative. Where demand 
for shir ts and blazers has diminished, ‘loungewear’ 
has rocketed, with more relaxed ‘knitted polos’ 
and ‘shackets’ at the forefront of every collection. 
Given the ability to layer and dress both up, timeless 
staples are here to stay! This again highlights the 
willingness to invest in ‘quality’ essentials for year-
round wear.
 
Additionally, increased awareness and demand 
for sustainable alternatives have heightened to 
the point whereby retailers who are not following 
suit are predicted to very shor tly, be lef t behind. 
There are what feels like infinite ways to identify 
the sustainability of a brand that goes beyond the 
composition of the final product. Of ten, thinking 
about business practice, beyond what meets the eye, 
visibility of their supply chain, where garments are 
produced, packaging and so much more! At RE.BORN, 
our entire collection is craf ted from recycled 
polyester, otherwise known as RPET - largely made 
up from recycled plastic bottles. 

Our ‘emission-less mission is to operate as 
sustainably as we can, across all stages of our supply 
chain through various ways and constantly seeking, 
requested and reacting to customer feedback as a 
consumer-led brand. Currently a one-woman-band, 
single-handedly managing everything RE.BORN, right 
through from in house design (all items are designed 
within my very own four walls!) to managing 
outsourced production, in-house packaging design 
and not forgetting day-to-day admin, sure keeps 
me on my toes! Our greatest challenge initially 
was bridging the gap between sustainability and 
af fordability which from day one, we’d pledged 
would be our prime concern. We wanted to ensure, 
par ticularly given the target demographic we were 
able to create an inclusive and accessible collection 
for all.
 
Furthermore, we challenge the stereotypical 
‘seasonality’ associated with swimwear, which 
can of ten be a challenge in itself but combining 
timeless shape with statement colour, of fering a 
capsule collection for year-round wear. Ultimately, 
encouraging our consumers to purchase for longevity, 
through a slow-fashion approach reducing seasonal 
items and alternatively purchase into seasonless 
pieces. 

Given the travel restrictions (which again, was just 
another hurdle for us!) we’re hoping that upon the 
easing of restrictions, business will continue to thrive 
par ticularly for our fellow swimwear star t-ups!
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‘HANDMADE BY ELLIE REEVES, @MATACOMPLEX IS A MADE TO ORDER, SLOW FASHION LABEL BASED IN 
THE UK THAT IS BECOMING MORE AND MORE SUSTAINABLE EVERYDAY. MING SAVANNAH DRESSED THEIR 
SIGNATURE ‘IDA’ TOP. PHOTOGRAPHER COURTNEY PAUL WANTED TO BRING HIS “CRAZY VISIONS TO LIFE” 
AND TURN MING INTO THIS ‘PIXIE MUSE’ WHILST PULLING ELEMENTS FROM 90S INSPO SUCH AS LIL KIM’
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SOPHIE SEDDON
“SORRY, IT’S VINTAGE”

PHOTOGRAPHY BY MARCELO DE LA VEGA @MARCELODLV, MODELLED BY SOPHIE  SEDDON @SOPHIE.SEDDON, WEARING @CIELOSTUDIOLONDON

Sophie Seddon, the queen of ‘sorry, it’s vintage’ sits before me on 
Zoom. Through photographing her unique style, she has amassed a 
following of over 350K on Instagram and 50K followers on Depop. 
She now runs a vintage shop from her flat in London. But where did 
it all begin? It started with… a jumper. Seddon wistfully smiles as 
she recalls being 13 and seeing a “really funky rainbow jumper in 
a charity shop” that made her realise her love for vintage fashion. 
“From that day, I was obsessed. I knew I needed it as no one else 
would have it.” Seddon is known for her vintage striped jeans and 
looking like she’s just walked straight out of a Pinterest mood 
board. However, what sets Seddon apart from the other fashion 
content creators is that she does not succumb to fast fashion trends 
or associate herself with brands that do not align with her ethics. 

When I mention Shein, her eyes widen and she proclaims, “I’m 
scared of Shein!”. Rightly so. Shein is the antithesis to Depop and 
the epitome of unethical. Seddon tells us that “people have been 
hacked and their details have been put on the dark web… It’s all 
over Tik Tok! I wouldn’t support them anyway but that scares me. 
They steal designs from independent designers as well… it really 
annoys me.” 

Shein isn’t the only brand that Seddon refuses to work with. “I 
did end up turning one brand down because they were really 
problematic. I didn’t want to be associated with brands that don’t 
pay their workers ethically.” she says. “It’d be wrong for me to 
accept that money. But luckily, my management finds me brands 
that are suitable for me.” Seddon pinpoints why she started turning 
down brand deals with fast fashion companies: “I realised a lot of 
these brands are making clothes that I wouldn’t personally wear. 
I just don’t resonate with these brands anymore. My ethics didn’t 
align with theirs, especially as a lot of fast fashion brands are very 
unethical in terms of diversity.”

Suddenly, the doorbell rings and, in true Sophie Seddon spirit, she 
rushes to answer the door to collect her package. Surprisingly not 
from Depop, but instead from her mum in Cumbria. She laughs 
as she coyly admits “my post lady has even told me the number 
of Depop packages is ridiculous as she has to come up the stairs 
every day! They’re the only thing keeping me going through the 
lockdown.”

If Seddon had a pound for every time she had to respond “it’s from 
Depop/it’s vintage!”... well, she’d probably use the money to buy 
more clothes from Depop. Or maybe she’d buy back clothes that she 
regretted selling. She confided that “a girl actually sold a top back 
to me because I missed it so much!” 

How does she find such gems in the first place? “I can’t believe 
I’m admitting this… I go through Depop shops of girls who have 
a similar style to me and look through their likes. This is also 
weird… if I like an item, I will see who has liked it and go through 
their profiles.” Seddon’s ‘weird’ confession only emphasises how 
Depop and Instagram go hand in hand, setting it apart from other 
marketplaces such as eBay. 

I admitted to being sneaky and going through Seddon’s likes 
myself… but alas, she was one step ahead of me. “I like items on 
Depop specifically for my followers!”, she explains. “A lot of people 
struggle to find vintage fashion so I like things that my followers 

might like, so they can buy them.” 
As if that’s not enough for you, Seddon has her own vintage 
shop, sophieseddon.com, which she started in 2020. If the outfit 
generator from Clueless (1995) was a person, it would be Sophie 
Seddon. The clothes are even named after her followers - as Seddon 
professes that “if I didn’t have my followers, I wouldn’t even have 
a shop right now.” Sadly, despite her hard work, vintage sellers can 
get a bad reputation. Critics will say that the clothes are overpriced 
and this is unethical. 

Resellers are also part of the reason why vintage sellers get a bad 
reputation, as they get lumped together as overpriced sellers. The 
£500 brown North Face springs to mind… and of course, hashtag 
Brandy Melville. Seddon urges people to empathise with vintage 
sellers and understand the work that goes into running your own 
shop.

The list of tasks is endless: “I have to drive around the whole 
country. I go to warehouses to find stock, I wash it, hang it out to 
dry (which wasn’t easy when living in the North of England!), I have 
to take pictures in every single piece of clothing - which can take 
DAYS. I upload to the website, caption it, weigh it, measure it… then 
I go live and get really excited that people are buying my stuff. But 
then it takes days to wrap everything up, I put a goodie bag in there 
as well. People 100% don’t understand the work that goes into it!” 
This is vastly different to those who simply buy from fast fashion 
websites and sell it for twice the price.

“Opening my vintage store was meant to be the happiest day. I 
spent months on this and was staying up until 3 am most nights. I 
ended up crying as people were giving me shit. People were saying 
my prices were too expensive, but they have no idea of the effort 
I put in! Some people see it as overpriced purely because it is 
secondhand clothes. Luckily, I have people that buy my stuff and 
don’t complain, so I focus on them instead.” Seddon emphasised her 
anger for those who criticise vintage sellers by holding up a tassel 
that has come off her moon-shaped cushion and exclaiming, “I just 
broke my pillow!”.

For anyone looking to start up their own vintage website, Seddon 
would definitely recommend starting on Depop. “In 2019, basically 
all my earnings came from Depop. It’s so easy compared to my 
website!” So what are her tips for selling successfully on Depop? 
“Make sure you are wearing the outfit. Use the correct hashtags, 
there’s nothing more annoying when there are completely random 
hashtags on an item. I recommend writing a caption in your notes, 
copy and paste it, then just change certain words when necessary so 
it relates to the item you’re selling.”

As the call draws to a close, the questions turn into a series of 
strange tangents. Seddon sends me pictures of the river next to her 
house, excitedly gives me a fashion show of vintage pieces from 
her wardrobe worthy of a ‘Walking on Sunshine’ montage and we 
find out that she has gone the whole call wondering where she 
recognised me from (she followed me on Instagram previously). It’s 
good to have confirmation that I am a Catfish of myself.

The call ends after an hour and I am sure of two things: 1) We have 
both clearly been devoid of social interaction for far too long. 2) No 
one loves vintage fashion quite like Sophie does. 
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HOW IS FAST FASHION AFFECTING SMALL, INDEPENDENT 

BUSINESSES?

“Smaller businesses usually can’t keep up with how quick fast 
fashion brands produce and sell garments and this makes smaller 
businesses lose potential customers.”

WHAT DO THEY HAVE THAT SMALLER BUSINESSES DON’T?

“They have the resources to design, produce and sell replicas of 
designs celebrities are spotted in at a fast pace and consumers 
flock to that. They also have large budgets for marketing and 
everything in between that continues to strengthen the hold they 
have over consumers.”

WHY DO YOU THINK THEY ARE MORE SUCCESSFUL AND SO 

DESIRED FOR?

“They are usually more af fordable and allow consumers to 
purchase and wear their designs while trends are still popular. 
When these trends die out, consumers don’t find it dif ficult to stop 
wearing them or throw them away because it didn’t cost much to 
purchase in the first place.”

HAS FAST FASHION AFFECTED YOUR BRAND PERSONALLY?

“Consumers and society as a whole have become used to more 
af fordable, trendy garments and this has made a few potential 
customers voice their opinion about pricing and why they think 
it ’s not worth it. Completely ignoring the fact that it takes a lot 
of time and ef for t to create a single crochet garment. It ’s hur tful 
to hear but I also understand that they’re not completely at fault 
for thinking that way. The big brands are the ones to blame for 
creating this retail culture.”

WHAT COULD BE DONE TO PREVENT FAST FASHION HAVING SUCH 

A FIRM HOLD OVER CONSUMERS?

“Raising awareness and reminding consumers the benefits of 
shopping from sustainable and slow fashion brands as well as the 
fact of the long-term impact fast fashion is causing on our planet 
that cannot be reversed.”

WOULD THE WORLD BE A BETTER PLACE WITHOUT ALL OF THESE 

HUGE COMPANIES AND BRANDS?

“These big brands out-source labour and manufacture overseas 
and this creates jobs and a livelihood for these workers. On the 
other hand, these workers are subjected to some of the worst 
abuse and working conditions because they’re expected to meet 
the quotas set by these companies. Adding this to the fact that 
their cheap materials will be piled up in landfills for centuries to 
come because they’re non-biodegradable and these companies are 
showing no ef for t to curb these issues, yes - the world would be a 
better place without them.”

HOW DO YOU MAKE SURE YOU DON’T FALL INTO THEIR SALE AND 

DISCOUNT CODE TRAPS?

“It's very easy to get excited by sales because who doesn’t want 
half prices clothes? I think the one thing that makes it less 
appealing to me personally, is knowing that I’ll be spending 
money on an item that would probably last one wash or a piece 
of cheap jewellery that might give me an allergic reaction af ter 

a week of wear. I’ve been thrif ting for a very long time and even 
before Reeyah Swim existed as a brand on Depop, it was one of 
my main sources of purchasing clothes and sometimes, the joy 
of finding a unique vintage or deadstock item of clothing no one 
owns is far more exciting than any sale.”

WHAT MAKES REEYAH SWIM DIFFERENT?

“Reeyah Swim offers bold, unique and versatile beachwear for the 
festival lover, beach lover or the y2k aesthetic lover. Our one-of-
one garments and accessories maintain the feeling of exclusivity 
and rarity and are usually inspired by runway designs from the 
90’s and 2000’s or completely original designs you can’t find 
anywhere else.”

WHY SHOULD PEOPLE CONTINUE TO SUPPORT SMALL BRANDS 

AND SLOW FASHION?

“Slow fashion creates timeless pieces because it doesn’t rely on 
ever-changing trends or trying to replicate the latest designs 
that everyone’s favourite celebrity has been spotted in. Most 
of these brands don’t have the capacity or resources to create 
large quantities of garments and this ensures that less waste is 
produced. As well as making sure their garments are good quality, 
in comparison to fast fashion brands who keep their prices low by 
using cheap materials that don’t have longevity.”
 
HAS FAST FASHION EVER HELPED YOU OR YOUR BRAND IN ANY 

WAY?

“It's unfair to say fast fashion hasn’t helped me in any way. For a 
teenager who was obsessed with the latest trends and didn’t want 
to be lef t out, fast fashion came to my rescue.”

WHAT MAKES YOU MAD WHEN IT COMES TO THE FASHION 

INDUSTRY?

“I’ve seen it time and time again where luxury brands as well 
as fast fashion brands have stolen designs from emerging labels  
and frankly, I think it ’s so disgusting! They have enough staf f in 
their companies to come up with their own designs from scratch 
instead of stealing from young designers who are trying to make 
their mark in the fashion industry. These brands are well aware 
that smaller, emerging brands have no means of fighting this 
blatant thef t legally and that’s exactly why they keep getting 
away with it. It happens so of ten these days that it ’s almost 
become the ‘norm’ for young designers to experience this.”

WHAT DOES IT REALLY TAKE TO RUN A SMALL BUSINESS?

“Running a small one woman business is essentially a 24 hour 
job. Everything from designing, to creating, to packaging, to 
marketing, to customer service is mine to sor t out. It can get 
overwhelming sometimes because you’re stretched beyond 
capacity and all your funds and savings are injected into improving 
your business and the quality of the items you’re creating.”

DOES IT ANNOY YOU THAT HUGE BRANDS RUN BY 100’S OF 

PEOPLE DON’T SEEM TO CARE WHEN THEY COULD MAKE A HUGE 

DIFFERENCE?

“Of course. I think it says a lot about the people behind these 
big brands because if they’re not willing to make sure the actual 
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human beings who work for them, whose livelihoods 
depend on that work - aren’t even getting paid what 
they deserve, how much more do they care about 
the entire planet? They simply don’t care about 
anything other than lining their own pockets.”

DO YOU THINK FAST BRANDS USE THEIR SOCIAL 

PLATFORMS AND VOICES USEFULLY?

“I think some of them have been trying to make 
the ef for t to seem more involved in social issues 
without actually doing the work required. Charity 
begins at home and if these brands can’t fix their 
own issues, I think it ’s a bit hypocritical to pretend 
to care about external issues. For example, a huge 
brand that has social platforms that perpetuates a 
cer tain beauty standard which seemingly erases the 
existence of plus sized women and darker skinned 
women but continues to use their platform to spread 
their women empowerment message is not using 
their platform usefully because all women should 
be empowered, regardless of their size or the colour 
of their skin. If it hur ts that much to let go of your 
outdated and non-inclusive aesthetic on social 
media, then are you really for the cause? And are 
you really doing the work?”

WHAT WOULD YOU DO IF YOU OWNED A HUGE, 

MULTIMILLION FAST FASHION BRAND AND 

PLATFORM?

“First, I’d make sure that the manufacturing 
companies I work with have the best working 
conditions possible which are supervised regularly 
by having unannounced inspections to make 
sure they’re following company policies. More 
thought and ef for t would go into using renewable 
resources and more sustainable materials for 
garments and ensuring that packaging also, is 
just as biodegradable as the materials used in the 
production of my garments. More women would be 
hired for higher positions in the company and every 
worker who worked for the brand would receive 
their fair pay. The large social platform would be 
used to not only empower women and marginalised 
groups but to also spread awareness on the social 
issues we’re passionate about.”
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BOI FEATHERED
BOI FEATHERED
BOI FEATHERED

PHOTOGRAPHY AND LIGHTING BY LILY HARTE @HARTELILY, MODELLED BY IDALINA DOMINIGOS
 @IDALINADOMINIGOS, STYLING & CREATIVE DIRECTION BY ARTURO GIMENO OF @BOIFEATHERED

Boi Feathered is a brand that celebrates feathers and colour 
in the form of handmade accessories craf ted in London. I’m 
Ar turo, the person behind these feathery goods ranging 
from crowns and tiaras, to hair clips, bandanas and soon 
to come - bows and glistening ear-cuf fs. My journey to 
discovering the power of accessories began early on… 

I was first made aware of the joy of fashion and dress 
up through my mother. For as long as I can remember, 
she’s always been obsessed with fashion. I remember her 
picking us up from school looking amazing in fabulous 
heels, long necklaces, colourful dresses and flashes of 
blue in her hair. She would talk about the likes of Susie 
Bubble and Tavi Gevinson, both star fashion bloggers who 
she introduced me to when I was just a young teenager 
stuck in a small Spanish coastal city. These people and to a 
big extent my mum herself, helped shape my own taste but 
most importantly, were the first to show me how powerful 
the image we present of ourselves can be.

As a kid, I grew up in school uniform; navy trousers, white 
shir t, green tie. It was easy, comfortable and boring. When 
I was 16 and star ted sixth form, we were allowed to wear 
our own clothes and that’s when I really discovered the 
first-hand of dressing up. All that love for fashion and 
expression that my mum had instilled in me was finally 
able to flourish! I had a lot of fun with clothes but it was 
one par ticular accessory that defined my style for those 
two years. The good old fashioned statement necklace, my 
staple of 2010. 

I remember the first statement necklace I bought for 
myself was a rainbow spiky thing which looking back… 
was quite awful! I thought it was the most stylish thing 
ever. I found it at a craf t Christmas market and was so 
excited to wear it to school in the new year. This was the 
star ting piece of my statement necklace collection, one 
that was proudly displayed on the inside of my wardrobe 
door. For the next two years, wearing all my fabulous (or 
not so fabulous) necklaces became a way for me to define 
myself, a way of claiming my own space and identity in 
my straight-laced school. They completed my persona and 
made me feel confident and unique. Even though they may 
have been loud and sometimes obnoxious, both things 
made me stand out, they became armour and made me 
feel safe and secure. 

Af ter high school was over I moved to the UK to do 
a Foundation Course, af ter which I went on to study 
Jewellery Design at Central Saint Martins. During this 
time, even though I stopped dressing theatrically and wore 
fewer necklaces, my interest in the power of jewellery 
and accessories became the focus of a lot of my work and 
projects during uni. 

It was during my time at university where I found my love 
for headpieces and headwear. A highlight was collaborating 

with Chaumet, one of the oldest Parisian fine jewellery 
houses in a project to design a 21st-century tiara for them. 
Another highlight was collaborating with Swarovski in my 
final year, where I made a glistening crown that combined 
crystals with acrylic and raw silk. These two experiences 
cemented my love for headpieces and really inform the 
work I do now as well.  

For my final collection, I fully explored the power of 
accessories, designed as pieces that provided emotional 
and physical protection. I made them objects that also 
spoke about who I am as a person that told my story and 
personality through the colours, fabrics and textures that I 
used. I realise now that these ideas I was exploring in my 
final collection were just the sophisticated version of what 
I had been doing as a 16-year-old, putting on my funky 
necklaces. I guess that brings me to where I am now and 
Boi Feathered! 

Wanting to be creative again, I star ted Boi Feathered 
just over a year ago to finally dedicate time to making 
accessories that felt surreal and fantastical in their look 
and nature but were also real, tangible and easy to wear. 
This was something I’d always wanted to do. Feathers are 
such an incredible material to work with, their sof tness 
has such a presence, yet they transmit power and an 
attitude that I want my accessories to have. They are able 
to shapeshif t and turn into anything and this is why I chose 
to make them my brand signature.

Accessories are a great way to help one escape and dream. 
Putting one of my fantastical feather crowns fit for a queen 
could transport you into a magical sphere. Why not feel 
like a guest at a Gatsby par ty for an evening? Pop on a 
diamante feather hair clip! Or, perhaps you prefer strolling 
around in the gardens of an English manor, wearing a silk 
feather bandana? 

So of ten in my life (pre covid), I’d be getting ready to go 
out for the evening and right before leaving the house I’d 
pop on something like a dangly crystal ear cuf f and that 
single earring would change my posture, my energy and 
make me feel like someone new! 

Writing this and looking back at my formative years has 
been a great reminder of how much power we hold when 
we dress up and present ourselves. People say clothes and 
accessories don’t matter and are unimportant, but to me 
they are. They bring joy, comfort and security. They speak 
about who you are, what you like and can tell your story 
whether that’s the real one or the one you make up for a 
night!

It is my hope that Boi Feathered becomes not just a brand 
but a place where you can find pieces that in their sparkle 
and shine will do all of this. Escape your every day but do 
so fabulously in a cloud of pastel feathers.

THE POWER OF ACCESSORIES
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ART VALUE
BY PALOMA CORREA

ART DIRECTION, PHOTOGRAPHY AND PRODUCTION BY PALOMA CORREA @FILMS35MM27LENS, MODELLED BY YOHANNY MARTINEZ @ANNYMODEL_, ABIGAIL VARGAS @
ABIGAILSBV, STEEVENS BENJAMIN @STEEVENS_BENJAMIN, HUANXIANG HSIAO PEI @NOT_CIAN_, ANA FEBRIEL @ANAA_FEBRIEL , BEAUTY BY @ASTRIDMACIAS, STYLING 
ASSISTANCE BY @SINGULAR, ART ASSISTANCE BY @ANNTOLIE, ASSISTANCE BY @POL_LION & @RODRIGOVEGA99, LOCATION: @STUDIO7CL IN SANTIAGO DE CHILE
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THIS EDITORIAL IS THE VALUE 
OF ART. VALUE THE DIRECTOR, 
THE PRODUCER. VALUE THE 
IDEA, THE PRODUCT, THE MODEL, 
THE EPHEMERAL, THE MUSIC, 
THE LYRICS, THE GRAPHS, THE 
PHOTOS, THE EDITION, THE 
CONTACTS. IN MY IMAGES 
COLOUR REIGNS, COLOUR SHOWS 
EMOTIONS.

THE INTERPRETATIONS OF THIS 
EDITORIAL ARE THAT THE MODELS 
ARE FROM DIFFERENT PARTS OF 
AMERICA.

THEY DON’T POSE, THEY SHOW 
HOW THEY ARE. WE ARE OUR BEST 
POSE.

WE’RE EPHEMERAL, WE’RE 
SPONTANEOUS. JUST LIKE THESE 
COLOURS.
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@FACESORFACES

COLLABORATIVE ILLUSTRATION BY @FACESORFACES & @MOLL_DUNNART

HOW DOES ART HELP YOU WHEN IT COMES TO MANAGING 

PERSONAL BATTLES WITH MENTAL HEALTH?

“Personally, ar t helps me with my mental health more 
than anything else does. It allows me to channel my focus 
into something productive and positive. When I sit down 
and pick up my pencil and star t a piece, all negative 
thoughts quickly fade away and leave me in a creative 
and focused head space. For me, it ’s a method of escaping 
from the world and zoning out. It allows me to take a step 
back from any stress. It means I can quickly change my 
mindset and star t thinking clearly again. I seem to lose 
track of time when I’m working. When I begin to focus on 
a piece time always goes so quickly. I’ll be sitting at my 
desk painting and all of a sudden, it ’s been 6 hours! I 
think it ’s so helpful to basically go on auto-pilot and have 
these breaks from the world as there’s a lot of negativity 
that can be forced in your face via social media and on T V. 
V isiting ar t galleries is another thing that encourages me 
to stay positive and gets me motivated to be productive 
and star t making. It ’s a peaceful place for me to go and 
absorb the creativity.”
 
HAVE YOU ALWAYS TURNED TO ART AND CREATIVITY 

WHEN TIMES GET TOUGH? 

“I have definitely always turned to creativity in tough 
times as it ’s one of the only things that can distract me 
from absolutely anything. Once I’m engaged in a piece 
of ar twork, it ’s hard to think of anything else as there’s 
usually so many elements of the piece to think about. A 
big thing for me is staying productive, if I stay in bed all 
day I get a huge feeling of guilt. I feel as if I’ve wasted 
the day, even if I get one canvas done in a day then 
that’s enough for me to feel as if I’ve been somewhat 
productive. This helps massively when I’m feeling down as 
a small sense of accomplishment can sometimes improve 
my head space.”

HOW CAN AN ARTIST BE SUSTAINABLE?

“I’m constantly on the look-out for reusable materials 
that I can use to their potential. I collect all my friends old 
battered and broken skateboards which I use to repurpose 
into original pieces of ar twork that then go onto their new 
homes. I love the idea of this concept in par ticular as that 
skateboard was once a valued piece of ar t itself that has 
slowly lost its value over the time it’s been skated. I then 
revalue it myself and create something from the material 
with a dif ferent purpose and meaning. I also assure I use 
as little plastic as possible when I comes to packaging my 
work, I send my canvases wrapped in recyclable bubble 
wrap and paper.”
 
HOW DO YOU BAT AWAY INTRUSIVE THOUGHTS LIKE 

COMPARING YOUR ART TO OTHERS OR BEING SELF-

DOUBTFUL WHEN IT COMES TO YOUR SMALL BUSINESS?

“I find that for many people, seeing other businesses 
smashing it online can result in you putting more pressure 
on yourself to succeed. I’ve never been one to compare 
myself to others however I’ve definitely fallen into this 
habit of comparing my brand and questioning why I’m not 
doing as well. It can be hard sometimes not to compare. 
For me, it has previously made me doubt what I’m doing. 
I’ve recently realised that over the past month or so,  I’ve 
been so focused on followers, sales and interaction that 
I’ve not been creating ar t that I’m truly happy with. I’ve 
had to remind myself that regardless of followers, sales 
or anything like that, I would still be sat here doing 
my ar twork anyway as it ’s a true, obsessive passion of 
mine that I’ve been fascinated with my whole life. Af ter 
reminding myself that, I feel as if I’m in a much better 
mentality with my work as I’m just really appreciating 
and enjoying my ability to create in the first place. It ’s 
safe to say I’m enjoying my craf t so much more and am 
cer tainly a lot happier of the outcome of my work.”
 
HOW DID @FACESORFACES BEGIN?

“The face star ted when I was in school. I was in an ar t 
lesson and me and a few friends were attempting to draw 
people and objects with one continuous line; this basically 
resulted in me ending up with this awfully scribbled one 
line face. I continued to draw that face everywhere for 
years which lead to the face dramatically evolving into 
more of a character. I suppose @facesorfaces really 
star ted in my first year of university in Southampton 
where I studied Fine Ar t. 

I decided to try and use this face for an actual piece of 
ar twork rather than just scribbling it on my school desks. 
I ended up loving the piece and couldn’t wait to to do 
more. Af ter discovering ‘exit through the gif t shop’ - 
a documentary by Banksy, I developed an obsessive 
fascination with street ar t. I thought it was so interesting 
to use these everyday street spaces to their advantage. It 
could turn a normal street corner into a colourful piece of 
ar t that was open to all and encouraged interaction from 
quite literally, anyone. It reminded me of skateboarding 
as both cultures absorb the same mindset of realising 
dif ferent creative opportunities in normal spaces that 
others wouldn’t have even thought of. Af ter exploring 
this new fascination more and more, I began to plaster 
big cut outs of my Faces around Southampton and made 
the @facesorfaces Instagram to document it for my 
own enjoyment, however with the power of repetition, 
people began to notice the same face everywhere which 
developed in people following me on my journey.”
 
YOUR BRAND KEEPS GROWING AND GROWING! WHEN 
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DID YOU REALISE THAT YOUR LOVE FOR ART AND DRAWING 

COULD TURN INTO AN ACTUAL BUSINESS?

“I’ve always loved ar t for as long as I can remember and  
was always known as the ‘ar ty kid’ in school. I’ve been set 
on doing something creative for a living no matter what but 
I never really had any specific plans as to how I would get 
there. It was only when I sold my first piece when I was in 
my first year of uni where I saw potential in turning my love 
of creating, into a business. I still don’t really see it as a 
business sometimes, it ’s still just my passion that I’m lucky 
enough to be able to make money from.”
 
HOW DOES IT FEEL KNOWING THAT YOUR WORK IS ADMIRED 

IN PEOPLE'S HOMES?

“The feeling of knowing someone has purchased a piece of 
my ar twork to hang in their own personal space and will 
continue to enjoy it on a daily basis is unreal. I love the idea 
of my work being scattered all over the world in dif ferent 
environments and incorporated into people’s surrounding’s 
in any way they wish. To me, I think ar t is a lot about 
interaction and par t of the interaction of my work, is seeing 
how people lay it out in their homes.”
 
WHEN DID YOU REALISE ART WAS HELPING YOUR MINDSET 

IN YOUR PERSONAL LIFE AND  YOUR MENTAL HEALTH?

“I’ve always subconsciously used ar t as a distraction from 
cer tain things, whether it be from helping me out of a 
negative headspace or just helping me procrastinate with 
any other forms of work I need to get done. However, the 
year of 2020 was definitely a big realisation that ar t is 
the best kind of therapy for me when it comes to helping 
my mindset and improving my mood in general. During the 
first lockdown, like many, I found myself in an anxious and 
confused head space however with all the free time, I began 
to experiment with my design. This is where I really star ted 
to find my style and come to terms with the way I like to 
create. I basically took over my parents living room and 
turned it into a temporary ar t studio where I sat every hour 
of everyday creating various pieces in a diverse range of 
mediums. 

I taught myself so many new skills such as lino printing, 
screen printing, digital ar t, spray painting and much more. 
All this was so exciting at the time and switched my outlook 
on the world whilst completely improving my mental state. 
It ’s during this time that I fully fell back in love with ar t 
again as it consumed my free time. It gave me a productive 
reason to get out of bed in the morning as I couldn’t wait to 
sit back down at that table and continue to create.” 
 
DESCRIBE YOUR DESIGNING PROCESS...

“Sometimes I have a specific piece or idea in mind that I will 
then go on to realise however, my favourites are always the 
unplanned and spontaneous pieces that I just throw myself 

into. As my work originated from street ar t, I’ve developed 
the habit of not planning pieces which allows me to put 
less pressure on myself for my work to be perfect. I enjoy 
creating work with slight imperfections as I think it shows 
some insight of the process and any mark makings, make 
the piece what it is. This is definitely a trait I have picked 
up from street ar t as my work in public spaces were usually 
sloppy and quick ‘throw-ups’ that were done in seconds.”
 
HOW CAN OTHERS USE ART AS A FORM OF RELIEF OR TO 

HELP THEIR MENTAL HEALTH IF THEY AREN'T NECESSARILY 

ARTISTIC THEMSELVES?

“Art comes in so many dif ferent forms for people to 
experiment with, opportunity in ar t is basically endless. 
I believe there’s a form of ar t out there for everyone 
whether it be photography, painting, sculpting, textiles 
or even performative. Ar t as a whole can get boxed into 
a stereotype of generic painters however there’s a whole 
world of diverse mediums that are available for everyone 
to explore. I always encourage people to explore and find 
their chosen means of ar t that makes them happy.”
 
HAS RUNNING A SMALL BUSINESS EVER EFFECTED YOUR 

MENTAL HEALTH?

“Personally, I don’t think running Faces ef fects my mental 
health in a negative way at all. I’m lucky enough to be able 
to work fully independently which allows me to work on my 
own schedule which dramatically lowers the pressure I put 
on myself. On the rare occasion that I do work with other 
people, it ’s usually for collaborate pieces with those who 
are like-minded and have similar visions to me which lets 
us to stay grounded and throw ideas at each other. This 
always results in a peaceful work environment.”
 

ARE THERE ANY BENEFITS SOCIAL MEDIA HAS BOUGHT TO 

YOUR BUSINESS?

“Social media can have such a bad reputation in regards to 
af fecting peoples mental health. People of ten follow high 
profile figures that essentially show a highlight reel of 
the way they live and make everything look perfect which 
again, leads to people comparing themselves and their lives 
to others. I tend to only follow people that truly inspire 
me and make content that motivates me. I try to surround 
myself with a creative online community rather than follow 
exaggerated and false realities that some por tray online. 

When it’s used correctly, social media can be very beneficial 
for creatives and businesses. Instagram in par ticular is a 
great tool that can be used to network and interact with 
other young ar tists and businesses, for example, I have 
recently released my second collaboration print with 
another young, like-minded ar tist named Molly Dunn (@
moll_dunnart). This collaboration was organised entirely 
online and the prints came out exactly how we envisioned.”
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F E M I N I N E  M A S C U L I N I T Y : 
EXPLORING ‘GENDER-BENDING’ FASHION AND A MASCULINE TAKE ON FEMININE 
STYLING. SHOT AND STYLED BY RAE MARTINS ON MINOLTA DYNAX 500SI 35MM 400. 
MODELLED BY JOAO CAMACHO WITH CLOTHING FROM RAE’S PERSONAL COLLECTION.
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MODELLED BY JOAO CAMACHO @_JWOW_, PHOTOGRAPHY, CREATIVE DIRECTION & STYLING BY RAE MARTINS ASHTON @RAEMARTINS
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EDEN VINTAGE
MAKING DESIGNER VINTAGE 

FUN AND ACCESSIBLE

PHOTOGRAPHY BY PATRICK DEMPSEY @PATRICKDEMPSEY_, STYLED BY OYINDAMOLA ANIMASHAUN 
@ZEDA.DOES /  @OYINZA, MODELLED BY TIEN LE @TIZXL FOR @EDENVINTAGE_ ON IG & DEPOP
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HOW DOES EDEN VINTAGE MAKE DESIGNER VINTAGE FUN?

"Designer vintage can be a bit serious at times; we aim to 
provide a fun, exciting and an ever-changing assor tment of 
designer vintage from a range of styles and decades. Right 
now in our shop, you’ll find a groovy 70's print Lanvin shir t, 
a girly y2k Blumarine cardigan and a dreamy flower-shaped 
top from Armani alongside many more designer vintage 
treasures. In addition, we style our pieces with the intent of 
encouraging our customers to have more fun and experiment 
with designer vintage by mixing and matching dif ferent 
designers, styles and eras.”

HOW DO YOU KNOW WHEN YOU’VE FOUND A GENUINE 

VINTAGE, DESIGNER PIECE?

“I’ve been an avid designer vintage hunter for over a decade 
so I’m confident in spotting an authentic piece. The quality 
of fake designer is never as good as the real thing; usually 
the fabric and stitching will look cheap. It also helps if 
you’re familiar with the original design as most of ten, the 
design will be altered ever so slightly from the original. 
Unfor tunately, fakes are becoming more and more common 
in the designer vintage market so authenticity is something 
we take very seriously. If I have the smallest doubt over the 
authenticity of an item, I won't sell it.”

IS VINTAGE DESIGNER SIZE INCLUSIVE? 

“It's getting more inclusive, but a lot of sellers still fail to 
include clothing for plus-size people. Plus-size clothing is 
harder to source but they are out there if you’re actively 
looking for them. I'm really excited about some plus 
size pieces we have coming soon and I'm committed to 
maintaining a broad size range for the shop as I'm a huge 
believer that there should be fun and exciting pieces for all 
bodies. While we currently only stock womenswear, it ’s not 
just women-focused and we have people of all genders and 
ages shopping with us. Another key aim is to keep our pricing 
fair as we want our pieces to be accessible to everyone. We 
have lots of af fordable price points star ting at €40 and we  
also of fer payment plans."

VINTAGE DESIGNER VS NEW DESIGNER, WHICH DO YOU 

PREFER AND WHY?

“Modern designers are amazing but I think once you 
discover vintage, it ’s addictive and it ’s hard to go back to 
shopping full-price designer. The more I collect vintage, the 
more I appreciate the quality. Luxury houses just aren’t 
manufacturing clothes to the same standard as they once 
did and to get a comparative level of quality of a vintage 
designer piece now, you would have to go to a top-tier 
designer like Chanel. 

V intage is timeless and I find a treasured designer vintage 
piece will stick with me a lot longer.  I still selectively buy the 
odd new designer piece (usually on re-sale) but it's with a 
lot of care and with the view that it will be ‘future vintage’."

HOW CAN YOU SPOT A SOLID DESIGNER GARMENT WHEN 

THRIFTING?

“I’m always watching out for key pieces by iconic designers 
like Gaultier, Westwood and Dior but most of the time, things 
catch me by surprise and I'll find gems I haven't seen at all 
before. I’m typically attracted to bold colours and prints. 
I like to source things that reflect current trends so I’m 
offering an alternative to buying new."

IS VINTAGE THE MOST ACCESSIBLE IT HAS EVER BEEN?

“Definitely. Apps like Depop have taken all the hassle out 
of vintage shopping. You no longer need to trawl through 
thrif t shops to find that one hidden gem; from the comfort 
of your home you can purchase an incredibly wide variety 
of vintage clothing from all over the the world. The search 
engine tools make it easy to find exactly what you're looking 
for to develop your personal style.”

DO YOU THINK BRANDS SUCH AS YOURS AND OTHER 

DEPOP SELLERS ARE TO THANK FOR THIS WAVE IN VINTAGE 

DESIGNER ACCESSIBILITY?

“I think so! We, and other Depop sellers (happily!) take the 
work out of vintage shopping for our customers by doing 
all of the scouring for them and putting together carefully 
curated edits that are ready to enjoy.”

SECOND HAND PIECES CAN HAVE A STIGMA ATTACHED TO 

THEM. HOW DO YOU BRING SOMETHING OLD BACK TO LIFE ?

“Mixing retro and timeless pieces is a shor tcut to making 
vintage look more modern and on-trend. I'm also a big 
advocate for experimenting with dif ferent combos of 
patterns, colours, textures and silhouettes to create a look 
that’s very modern while being entirely unique!”

DO YOU THINK THERE IS A KNACK TO THRIFTING 

SUCCESSFULLY AND SOURCING ITEMS THAT WILL SELL?

“I think the key is picking products you love and would wear 
yourself and eventually that customer will find you rather 
than guessing what people want. That's what I love about 
Depop, it ’s easy to build a community of people that are 
like-minded that share the same tastes as you."

IS BEAUTY IN THE EYE OF THE VINTAGE BEHOLDER?

“Yes and it's especially true with vintage! I think there's 
been a rise in people seeing the potential of unwanted 
clothes for unique pieces that speak to their personal style, 
rather than trying to fit in with fast fashion trends.”

WHAT IS THE MOST  EXCITING PIECE YOU’VE EVER FOUND? 

“Probably a green fur trim Jean-Paul Gaultier jacket. It ’s 
fabric is embroidered all over with the pattern of a computer 
chip. It ’s insane! It also has an amazing history behind 
it - Helena Christensen modelled it on the runway and the 
90s style icon, Fran Fine wore it in a dif ferent colour in an 
episode of The Nanny!

I think it will be hard to let go of when it eventually sells 
but I'm genuinely excited about the opportunity to do this as 
a job and sharing my absolute best finds with my customers 
is par t of that.”

“MIXING RETRO AND 
TIMELESS PIECES IS A 

SHORTCUT TO MAKING 
VINTAGE LOOK MORE 

MODERN AND 
ON-TREND”
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@IAMISIGO
WHEN DID IT ALL BEGIN?

“It has always been an obsession of mine. It all of ficially 
star ted when I finished fashion school in Paris, 8 years ago. 
My mum would always give me fabrics and the creative 
freedom to create what I wanted. Fabric and creating has 
always a par t of my life. Growing up with my Mum, I’d watch 
how she dressed every morning. She’d lay her outfits out I’d 
watch her get dressed and see how creative she would be 
with her choices and how much she loved that outfit. I think 
this helped me to transfer this level of importance into other 
peoples wardrobes. Figuring out what makes me feel good 
and what colours or prints make me, me. Knowing how that 
transcended into other peoples minds and feelings. The body 
is a canvas, it ’s a fundamental mood-board for expression. So 
yes, this has been going on for 8-9 years now but if you asked 
when it all star ted - it was when I was born.”

WHAT HAS BEEN THE MOST EMOTIONAL PART OF THE 

JOURNEY?

“Opening people minds to new ideas. Understanding that 
people don’t have other people putting time into their 
craf tsmenship and seeing the wider picture. I am emotional 
when I go to other places and regions in Africa and work with 
them. When I see the new ideas. Making people see something 
that is new and something that they’re not used to. Opening 
new materials and techniques as ancient craf tsmen are stuck 
in their ways, so when you introduce a new idea or material, 
it sparks a new way of thinking. It makes me happy that I 
have impact someone else life.”

WHAT DOES YOUR TERM ‘THROUGH PRESERVATION OF 

TECHNIQUES AND EXPRESSION THROUGH MATTER’ MEAN?

“By passing the information on to a dif ferent generation is a 
way of preserving it. Everything we are doing, has everything 
to do with the materials and solid items on our bodies. We are 
preserving techniques by creating new eco-innovation systems 
for new designs whilst also inspiring ancient techniques and 
fabrics. We are taking traditional techniques and introducing 
them into a new fabrications. Fabrications are to do with 
feeling and touching, something that can be felt.”

HOW DO YOU QUESTION AND ENGAGE WITH A VARIETY OF 

THOUGHTS IN RELATION TO SOCIO-POLITICAL QUESTIONS 

WHEN IT COMES TO DESIGN?

“With the topic of religion in itself along with science and 
magic comes to play, it is something we want to highlight in 
peoples minds. If I believe in my brand then it ’s my religion 
and if you believe in it, it ’s yours. Take it to the extreme and 
see beyond the facts. Anything and everything was created 
from a basic idea and if we take our brand seriously then this 
is our religion. Our studio becomes our shrine. At church it's 
the same, people open up their mind. Removing the borders 

in which your mind has been conditioned, opened up and 
broken down.”

YOU DESCRIBE YOUR PIECES AS WEARABLE ART WITH 

‘UNCONVENTIONAL MATERIALS AND HERITAGE TEXTILES 

TRADITIONS’ WHY DID YOU CHOOSE TO TAKE YOUR BRAND 

DOWN THIS ROUTE?

“That is how I was raised. We moved around a lot and this 
made me learn things. For me, when I was growing up I was 
travelling all the time to dif ferent points. I see this as the 
line that is looking to connect these dots together. I don’t 
do prints, I just do lines as I feel they connect the dots. I try 
to bring in dif ferent items, ideas and materials for dif ferent 
collections.”

DO YOU THINK YOU FOLLOW FASHION TRENDS OR DO 

YOU STAND OUT AS A BRAND THAT BREAKS FASHION 

BOUNDARIES?

“It’s wearable ar t, it ’s not a piece for 20-30 people to wear. 
It ’s for a few people who understand the piece and the 
brands ethos. They are awaking a piece of ar t. This is what 
separates my brand from others. I see fashion as an ar t form 
as oppose to a business. I don’t know what anyone else is 
doing, I’m too focused on my own journey as a designer. I 
don’t necessarily know or look at what other designers are 
doing. I guess people are doing what they have to do to strive 
and contribute to the industry but I’m doing what I have to 
do by keeping myself to myself.”

HOW DO YOU ENSURE YOUR BRAND STAYS ECO-CONSCIOUS 

AND CIRCULAR?

“Sustainability is a trend now but we have always been like 
this. We don’t want to over produce to make loads of money, 
it ’s about making a garment people will invest in. We have 
always stood our ground on being sustainable. A lot of people 
want to grow fast and be famous fast, this isn’t our thing. 
We take time and because it takes time, we cannot af ford to 
dress the world. 

Everything we do is intentional and has meaning. It ’s never 
been about “what is sustainable?” or “what is new?”. 
Everything is made and dyed organically and we use organic 
cotton from Uganda. We use recycled materials too and always 
try to support all the local communities we work with.”

DO YOU FIND A FORM OF SPIRITUAL HUMAN INDIVIDUALITY 

AND ORIGINALITY IN WHAT YOU DO?

“Yes! Applying what we do in our individual lives to what 
we wear is key to this. Communicating with our world and 
applying it into wearing and dressing. I am obsessed with 
clothing and the context of how it determines mood and spirit 
as well as how it influences other people.”

‘FINDING A FORM OF SPIRITUAL HUMAN 
INDIVIDUALITY’
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H U R R :
THE RENTAL REVOLUTION

WHAT IS HURR?

“We are the fashion marketplace changing the way we 
wear. Our mission is to reinvent ownership by providing all 
the shor t-cuts to a sustainable wardrobe through renting, 
monthly refreshes or purchasing pre-owned clothing. We 
empower our community to extend the lifespan of clothes 
and to look good doing it.”

WHY ARE WARDROBE RENTALS SO BENEFICIAL?

“We offer access to the latest brands, fashion trends and 
hero pieces with over 65+ designer par tners. In many 
ways, Coronavirus has sparked a sustainable fashion 
awakening. Lockdown has taught us how to live simply 
and consumers will be more conscious than ever of their 
fashion footprint.”

WHAT DOES A NORMAL DAY LOOK LIKE AT THE HURR 

OFFICE?

“We star t the day with an 8.30 am team meeting and then 
its back-to-back meetings before a quick cof fee break at 11 
am. Luckily, we're not far from a great local cof fee shop!  
Right now, a few of the things on my to do list include: "TO 
DO TODAY, Weekend List, Team Meeting, Tomorrow 9 am, 
Holiday Requests, Longer Term, Marketing Action Points 
and Office. Just to give you an idea of the madness… The 
D List is mainly personal admin!"

WHY DO YOU THINK RENTING CLOTHES IS SOMETHING 

PEOPLE WANT TO DO?

“At a time where conscious consumption and minimalism 
have gained considerable mainstream popularity, we want 
HURR to change the way the UK customer owns fashion. We 
are all looking for a smarter and savvier way to shop and 
there's never been a better time to run such a disruptive 
business.”

DO YOU THINK SOME MAY NOT BE ‘FOR’ THE RENTAL LIFE?

“I’d say, don't knock it til' you've tried it! Our future 
wardrobes will be split between the pieces we want to 
love and last forever and the pieces we want access to 
(but don't necessarily want to own) for a shor ter space of 
time. The UK has been slow to adopt fashion rental when 
compared to the US market and likes of Rent The Runway. 

We have an incredibly high repeat ratio once a HURR 
member rents once so getting them over the first hurdle 
is our hardest task!”

HURR IS DEDICATED TO STRIVING FOR A MORE CIRCULAR 

FASHION WORLD. HOW DOES IT FEEL KNOWING THAT 

YOU’RE A HUGE PART OF THIS INCREDIBLE MOVEMENT?

“We're very proud to be pioneering the rental revolution 
here in the UK and if you haven't yet checked it out, our 
newly launched carbon calculator in par tnership with 
CoGo will tell you the environmental savings for each item 
across the HURR platform! So far, we've helped save the 
equivalent in carbon of 8,000 trees being cut down or 1.2 
million miles driven in a car.”

THERE ARE SO MANY INCREDIBLE INDEPENDENT BRANDS 

OUT THERE. HOW DO YOU SELECT THE LABELS YOU WANT 

TO STOCK AT HURR?

“HURR now runs the exclusive rental platforms for 65+ 
brands. Over one-third of upcoming par tners produce their 
pieces by hand or are run by small makers. The move 
towards made-to-order fashion with inclusive sizing comes 
largely as a response to fashions' waste problem with 
demand for independent brands coming from the HURR 
community.”

WHAT IS THE HURR PROCESS? 

“On the HURR platform you can rent any item for 4, 8, 10 
or 20 days. If you haven't rented online before, you can 
come into Selfridges (Oxford Street) and visit us IRL at the 
HURR popup on the third floor too!”

WHAT IS THE MOST POPULAR PIECE OR TYPE OF GARMENT 

USERS TEND TO RENT THE MORE THAN ANY OTHER?

“Top trending brands on HURR also include black-owned 
brand Kai Collective, handmade handbags from Isla 
Risa and O Pioneers dresses, perfect for SS21.”

HAVE YOU RUN INTO ANY COMPLICATIONS DURING THE 

BRANDS JOURNEY? 

“We've had lots of challenges along the way - COVID being 
one of them! Initially, the demand side of our platform 
was impacted quite significantly, for the simple reason 
that people had no where to go! The pandemic was a 
time to reflect on how the fashion industry operates 
and to prove to brands the profitability of rental. Over 
2020, we par tnered with leading fashion brands including 
Selfridges, Nanushka, Stand Studio and BA&SH. This 
marked a big shif t in the industry, with some of the most 
successful brands in the market signing up to trail rental 
through HURR.”

HOW ARE YOU REVOLUTIONISING THE RENTAL WORLD?

“Our par tnership with Selfridges gave the opportunity to 
bring HURR into the mainstream and make fashion rental 
accessible to a UK-wide customer. A physical bricks and 
mortar pop-up has also allowed us to introduce customers 
to rental and trial the concept for the very first time.”

HOW DO YOU HOPE TO EDUCATE HURR'S COMMUNITY AND 

BECOME A POSITIVE INFLUENCE?

“We're about to announce some very exciting new brand 
partnerships, with a focus on black-owned and size-
inclusive brands. Fashion should be fun and experimenting 
with clothing and dif ferent styles is definitely par t of that 
but we've got a long way to go as an industry before 
sustainability is accessible to all and I'm on a mission to 
change that.”

WHAT WILL BE YOUR RENTED FROM HURR, POST 

LOCKDOWN OUTFIT? 

“The Umi Dress Vegan Leather in Deep Red by Kai Collective 
dress - what's not to love!”
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C R E A S E :
‘OUR MISSION’

The fashion industry is one of the greatest contributors 
to CO2 emissions, landfill and poor ethical practices 
and we are determined to change this. It is along with 
our love of nature, the reason we star ted CREASE.

We work on a made to order basis to minimise landfill 
and only produce in the UK to reduce our carbon 
footprint and ensure high working standards. We 
recently sourced UK made, organic Peace Silk with 
incredibly high ethical standards. All of our packagings 
are recycled and recyclable/biodegradable. We never 
use synthetic fabrics or plastics in general.

CREASE is ethereal, romantic and always inspired 
by nature. Our design process focuses on the 
deconstruction of form. Embroidered silks are draped 
across the body and formed into clothes. Through 
playing with this, we saw how lingerie complimented 
our clothing and worked beautifully in tandem. Our 
current collection was heavily influenced by the 
notion of comfort and we explored this feeling within 
the personal spaces and surroundings we create for 
ourselves. A collision can be felt between the nests 
in our homes to the outside spaces that make us feel 
at one. It is here we found the shapes, colours and 
textures that influenced our most recent collection.

Nature is always a firm inspiration for us and plays 
a strong role in informing not only our ethos but the 
silhouettes and details in all of our collections. This 
season, we were informed by elements of the beach, 
scallops, clouds, sea and sky. Lockdown has made us 
look up to the skies and open our ears to the birdsong 
more than ever before.

We have a transparent approach to working and 
always look for ways to design for disassembly. An 
example of this is how the elastic is sewn into the 
bras and pants; through a channel. This means it is 
not stitched down and can easily be removed, re-
used for something else and the silk can be put in a 
compost bin to biodegrade. Considering the lifecycle 
of the piece, rather than just its upfront function, is 
essential for circularity. We work away from seasons 
to make timeless pieces that become a favourite 
in your wardrobe and, with a little love and care, 
favourites in generations to come.

We believe that garments should be built to last and 
not contribute to the landfill mountains the textile 
industry has created. We wholeheartedly believe 
clothes are items that should be bought and treasured 
with the same consideration that goes into purchasing 
a niche handmade ceramic or that expensive one-of f 
buy you have been saving for, for so long. Clothes 
are pieces of ar t in their own right and should be 
kept and passed down sentimentally. Knowing how 
to keep clothes looking their best is also essential 
to extending their life. At CREASE, we of fer a repair 
service to all of our customers and are in the process 

of creating ‘Make and Mend’ videos for our website, 
guiding you through the process of ‘at home repair’ 
techniques. Skills that were once commonplace in 
the home and passed down by generations have 
been lost but are so easy to do and should be 
accessible for us all to learn. 

WHAT IS PEACE SILK? 

Regular silk is kind to the ear th as it is natural 
and therefore biodegradable. However, the usual 
methods of production are not so great. As a 
brand, we heavily believe that garments should 
not come at a cost to human or animal life and 
for years we have searched for a more ethical and 
sustainable way to acquire the silk we use. Peace 
silk is dif ferent to conventional silk as silkworms 
are allowed to live a full life cycle without harm. 
The silk isn’t extracted from the cocoon until 
metamorphosis is complete and the moth breaks 
free. The silkworms need to feed on the silk in their 
cocoons for 14 days meaning only half as much silk 
is lef t when the worm hatches. Allowing the moths 
to hatch from their cocoon is an unpopular choice 
for conventional silk farmers who opt for killing 
them off by methods of gassing or boiling alive as 
soon as they cocoon to get as much silk as possible. 

In the Peace silk process, once the moth has broken 
free they feed on mulberry leaves and are lef t to 
live their life until they die naturally. Hormone 
enhancements, bleaches and detergents are never 
used in the production of our organic Peace Silk. 

This spring we are overjoyed to be moving our silk 
supplier over to an organic Peace Silk approved 
UK manufacturer as par t of our ef for ts to reduce 
suffering in the materials we use. Not only is 
this fabric produced with incredibly high ethical 
standards but it ’s also all done in the UK meaning 
the carbon footprint for this fabric is extremely 
low. Alongside this, we are running a project in our 
studio which is trialling chemical-free ways to dye 
Peace Silk and create our range of CREASE colours 
using food waste. 

OUR MANUFACTURING PROCESS AND 

STUDIO PRACTICES...

Sustainability is at the core of what we do and it ’s 
our mission to reduce waste and contribute to an 
industry of slow, ethical fashion where everyone 
involved within the supply chain has fair, happy 
working conditions with good working hours, pay 
and benefits. We only manufacture in the UK which 
not only keeps our CO2 emissions low but also 
enables us to regularly visit our manufacturers to 
build strong relationships and ensure good working 
practices. 

Our materials and components are all sourced and 
produced through a carefully selected network of W
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suppliers located within the UK and EU. The majority of 
these are in the UK, specifically London and met by us 
regularly. This not only helps us to reduce our carbon 
footprint when importing but allows us to invest in 
our local communities and smaller businesses within 
the UK. Not only is our fabric natural but all of our 
hardware and components are made of proper ties 
natural to the ear th. For example, the buttons in our 
collections are made from shells and sourced locally 
within London. 

We rework as many of our of fcuts and waste fabric as 
possible into new creations. We have a line of bags 
and accessories made from these of fcuts launching 
soon! This enables as much material as possible 
the chance to become a treasure for someone’s 
wardrobe. We are also adapting the way we design 
to incorporate ‘no waste’ pattern cutting techniques. 
This means using as much of the fabric as possible 
in the design of garments. We work hard to embed 
sustainable thinking into our design process and only 
ever use materials natural to the ear th as these are 
always biodegradable. We never use synthetic fabrics 
and avoid the use of plastic at all costs. Micro-plastics 
are never used in any of our materials and we aim to 
have the studio completely plastic-free in the future. 

All of our samples are produced by us in our studio 
rather than outsourcing overseas which, again, 
results in a very low carbon footprint but also means 
that every piece is lovingly brought to life by our 
own hands. Getting each piece right takes multiple 
attempts and we put a lot of love and energy into 
ensuring our designs are the best they can be.

We believe knowing the origins of your garment 
from material harvest to completion is vital to 
understanding the value of the piece you are 
purchasing. It is so important for consumers to be 
asking the questions, “Where has my garment come 
from?” and “At what cost to human and environmental 
life?”. Unfor tunately, greenwashing is becoming a 
really popular tactic of many high street brands at 
the moment and by asking these probing questions, 
we can unearth the brands truly committed to the 
honest cause.

At CREASE sustainability is at our core and what we 
do, not just a trend; it is the ethos of our brand.

PHOTOGRAPHY BY KATIE SILVESTER @KTSILVESTER, MODELLED BY 
ABBIE CLAXTON @ABBIECX_ FOR @C_R_E_A_S_E
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WHAT HAS IT TAKEN TO LIFT DEPOP SO 
HIGH OFF THE GROUND AND PUSH IT OUT 
SUCCESSFULLY INTO THE INDUSTRY?

“There is the obvious like, it takes hard work 
right? It doesn’t happen over night. There’s lots 
of obstacles of course but most important thing, 
is conviction. Conviction that what you’re doing 
makes sense. For example, solving a problem 
that exists or helping someone in some way. 
Conviction and understanding how you are 
dif ferent from others. At Depop, we needed 
to know what made us unique and having that 
clearly laid out, was instrumental. 

Now, it ’s obvious but back in the day we had 
to make the call that we were a fashion market 
place. We needed to be credible and have a 
core curation process. Star ting with conviction 
allows you to make sure that you have a clear 
uniqueness, it is key.”

HOW DID BEING THE CEO OF THE BIGGEST 
RESELLING PLATFORM COME ABOUT?

“My background is in business. I star ted out as 
a consultant. My call was never to stay in this 
service and area but I did this for 2 things - 
I wanted to learn and it allowed me to travel 
around the world. I did this for five/six years 
and then decided to go into the star t up world, 
mainly in digital as I felt this was the new way. 

I’m the kind of person that needs to understand, 
in a tangible way, what is being solved and this 
is how I ended up at Depop. It was a star t up that 
was growing very fast that was targeted towards 
young people in an industry I was familiar with. 
So, I met the founder back in 2014, they needed 
help on the operational team so I said, why not? 
In 2016 there was the opportunity for me to step 
up to the CEO role.”

HOW DOES IT FEEL BEING PART OF SUCH AN 
INCREDIBLE COMPANY AND BEING PART 
OF A HUGE CONSUMERISM AND FASHION 
SHIFT?

“This gives me goosebumps! It is such a 
privilege to be doing something that you can 

see pass an impact onto peoples lives and into 
the industry, it ’s an incredible feeling. You 
think about the hard work it took us to get here 
and know that it was all worth it. There’s one 
aspect of my job that I feel super lucky to have 
where I can speak to the users and the sellers 
and hear their stories. 

Once, I had a mother of a seller open up to me 
about her daughter saying thank you so much 
for doing this because she’d managed to rebuild 
a relationship with her daughter and was so 
grateful to be involved in her success and loved 
helping her brand.”

WHEN IT COMES TO THE HUSTLE OF A 
SUCCESSFUL CAREER AND JOURNEY, DO 
YOU FEEL YOU CAN YOU RELATE TO THE 
DEPOP COMMUNITY OF RESELLERS?

“Of course! Becoming a big seller is like building 
a business; you have to go through so many 
hurdles. I talk to sellers on a weekly basis from 
all over the world just to get a sense how things 
are going and to discuss new opportunities. 
What you see when you talk to them is that 
they are going through the same things we went 
through too when growing Depop. 

Of course, we are a big business but at the 
beginning things like making sure we had 
clear branding, focus and a target audience 
were things they also have to think about 
when building their shop. Why the challenges 
may be dif ferent, the principles of building a 
business are quite common. I’m a seller and a 
big Depop buyer and buy almost all my clothes 
from Depop. It helps me to understand the 
users more but at the same time I love it! I have 
clothes I love from Depop.”

WHAT IS YOUR MOST LOVED PIECE YOU’VE 
BOUGHT FROM DEPOP?

“I’m always wearing something from Depop. 
Either my white Converse or my ABC sweater. I 
bought these super cute, yellow Versace summer 
pants that are great too. My friend asked where 
they’re from and I said, Depop, where else?”

“THIS GENERATION 
HAS SO MANY

 BRILLIANT ASSETS 
THAT WILL HELP THE 

WIDER WORLD”

MARIA RAGA
THE CEO BEHIND A SLOW FASHION 

EMPIRE: DEPOP 
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to fulfil their passions, is the one thing that 
gives me this extra motivation to keep working 
hard. The actual purpose of the business is to 
create a more diverse, progressive house of 
fashion which makes me feel so privileged to 
have the job I do. 

There are so many things I love about Depop; 
the coolness, the team, the fact it ’s a community 
lead business. We have constant contact with 
them that allows us to understand what the 
business needs. If I had to pick one element, 
it has to be that it ’s meaningful and that it is 
changing peoples lives.”

YOU’VE ALREADY ACHIEVED SO MUCH, 
IS THERE ANYTHING ELSE ON YOUR 
CHECK-LIST YOU ASPIRE TO CONQUER OR 
FLOURISH IN?

“Fashion wise, I think there’s still so much more 
we need to do at Depop and the journey for 
this is not yet finished. In terms of the things 
outside of Depop that I aspire to do, being able 
to inspire other people to follow suit - especially 
for underrepresent groups or women that are 
going through career decisions such as “Hey, 
should I be a Mother or a CEO?”  which was a 
question I had to ask myself many times.

If I can inspire people to do both and to do it 
successfully, then that would be fantastic. I’d 
love to be able to help more people with their 
journeys.”

WHAT’S ONE KEY PIECE OF ADVICE YOU 
COULD GIVE TO  YOUNG ENTREPRENEURS?

“There’s so much advice I’ve received along the 
way that has been important for me alongside 
my journey but there’s one thing that comes up 
regularly, don’t give up. I know it sounds cliche 
but if you think about any successful business, 
they all have one thing in common and it’s that 
at one stage, they wanted to give up. At some 
point you question yourself, is it all worth it? 
When these questions arise, just put them to the 
side and keep on doing it.”

HAS CIRCULARITY AND ECO-CONSCIOUS 
SHOPPING ALWAYS TAKEN YOUR 
INTEREST OR WAS WORKING AT DEPOP A 

CATALYST FOR THIS?

“When I joined Depop, I remember very vividly 
looking and speaking to the community about 
how they wear and how they shop and what was 
important to them. There were multiple things 
that struck me as very dif ferent compared to 
what I felt, being older than them. There was 
a stigma and some scepticism around wearing 
second-hand items and there’s still a stigma in 
my generation now. 

I star ted shopping on Depop at the beginning 
and it all made so much sense to me. Why would 
you shop new when there is so much already out 
there? I moved away from fast fashion a long 
time ago but af ter shopping specifically second-
hand, it really shocked me how much the current 
generation cared about shopping consciously. 
This generation has so many brilliant assets 
that will help the wider world.”

WHAT’S A NORMAL DAY IN THE LIFE AT THE 

DEPOP HQ LIKE FOR A CEO?

“In normal circumstances pre COVID, I’ll go to 
the of fice and try to make sure my calendar is 
organised in a way where I have all my meetings 
and one-to-ones at the beginning of the week, 
mid week is things like strategic topics or 
elements that need to be resolved ASAP. I keep 
a good balance of everything. I really, really 
enjoy having conversations with people in the 
of fice - whatever the level.

I like to get a sense of how people are doing. 
I’m quite a social CEO, it ’s how I absorb how the 
business is doing. Working remotely was very, 
very tough from not only a social aspect but 
also being a parent and having to home school 
whilst balancing zoom calls. I am not a remote 
CEO kind of person!”

WHAT DO YOU ADORE THE MOST ABOUT 
DEPOP AND WHY? 

“Having a business that is helping people to 
either build a major brand or just allowing them 

PHOTOGRAPHY BY MANUEL VÁZQUEZ
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@TUFTGAL
MY INTEREST IN RUG-MAKING BEGAN IN THE FALL OF 2020. 
I WAS STUDYING GRAPHIC DESIGN AT BRIGHAM YOUNG 
UNIVERSITY AND MY PROGRAM RECEIVED FUNDING TO TAKE 
THE FACULTY AND FIVE OF THE BFA STUDENTS TO GERMANY, 
SPECIFICALLY TO VISIT THE BAUHAUS (A GERMAN ART 
SCHOOL OPERATIONAL FROM 1919 TO 1933 THAT COMBINED 
CRAFTS AND THE FINE ARTS) SCHOOL LOCATIONS. TO GO, 
EACH OF THE STUDENTS HAD TO PROPOSE A RESEARCH 
PROJECT TO FOCUS ON WHILE WE WERE IN GERMANY. I 
DECIDED TO FOCUS ON THE WOMEN OF THE BAUHAUS, WHO 
HAVE NOT BEEN GIVEN MUCH ATTENTION, EVEN THOUGH 
THEIR CONTRIBUTIONS WERE FUNDAMENTAL IN PAVING 
THE WAY FOR ADVANCEMENTS IN BOTH ART AND DESIGN 
PROCESSES. MY PROJECT HIGHLIGHTED THE INNOVATIVE 
WORK OF GUNTA STˆLZL, A FEMALE STUDENT OF THE 
BAUHAUS WHO PLAYED A SIGNIFICANT ROLE IN THE GROWTH 
OF THE BAUHAUSÍ WEAVING WORKSHOP. GUNTA EMBRACED 
THIS ART FORM, CREATED UNIQUE TEXTILE WORK AND 
CHAMPIONED HER CRAFT TO BECOME THE ONLY FEMALE 
BAUHAUS MASTER. 

THE RUG I MADE IS A HOMAGE TO GUNTA AND IT REFLECTS 
HER IMPORTANCE THROUGH MY USE OF SHAPE, MATERIALS 
AND COLOUR. ALTHOUGH GUNTA PRIMARILY FOCUSED ON 
WEAVING, MY USE OF PUNCH-NEEDLING IN A RUG-MAKING 
FORM EXPRESSED OUR SHARED INTEREST IN FIBRE THROUGH 
A PROCESS THAT IS PROMINENT IN MY WORK. 

AFTER GERMANY AND AFTER SPENDING 45+ HOURS PUNCH-
NEEDLING MY FIRST RUG, I STARTED TO RESEARCH TUFTING 
A LITTLE MORE AND WANTED TO FIND A QUICKER SOLUTION 
TO MAKING RUGS. THIS IS WHEN I LEARNED ABOUT WHAT A 
TUFTING GUN WAS!  I WAS SO AMAZED! AT THE TIME, IT WAS 
OUT OF MY PRICE RANGE AND I JUST ADDED IT TO THE WISH 
LIST. 

FAST FORWARD A FEW MONTHS, I GRADUATED WITH A BFA 
IN GRAPHIC DESIGN AND THEN THE PANDEMIC HIT. THE 
COMPANIES I HAD BEEN TALKING TO ABOUT JOBS WENT ON 
A HIRING FREEZE, SO I BEGAN FREELANCING. I WAS FEELING 
EXTREMELY DISCOURAGED AND FRUSTRATED BECAUSE OF 
THIS SITUATION. 

ONE DAY, I WENT TO CATCH UP WITH A PROFESSOR I’D 
PREVIOUSLY WORKED FOR WHILE ATTENDING SCHOOL AND 
HE ASKED ME THE QUESTION, “WELL, WHAT DO YOU WANT 
TO BE DOING FOR THE REST OF YOUR LIFE? IF MONEY DIDN’T 
MATTER AND YOU COULD DO WHATEVER YOU WANTED, 
WHAT WOULD IT BE?”. I EXPLAINED THIS PASSION I HAD FOR 
RUG-MAKING BUT TALKED ABOUT HOW TIME-CONSUMING IT 
WAS. I TOLD HIM I WANTED TO GET THIS MACHINE CALLED A 
‘TUFTING GUN’ BUT IT WAS A  BIG INVESTMENT FOR DOING MY 
CRAFTS. HE TOLD ME IF I WANTED TO PURSUE THIS AND TAKE 
IT SERIOUSLY, THEN I SHOULD JUST BUY THE GUN. HE SAID, 
“IT’S SUCH A SMALL INVESTMENT IN THE GRAND SCHEME OF 
THINGS AND YOU HAVE MORE TIME THAN EVER RIGHT NOW. IF 
THAT’S WHAT YOU REALLY WANT TO DO, THEN YOU SHOULD 
BUY IT.” 
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CONCEPT AND STYLING BY DANELLE GALLAGHER @DANNISGARDEN, PHOTOGRAPHY BY MACK KNOX 
@MKNOXMEDIA, MODELLED BY JAMIE BULLOCK @JAMIEBULLOCKK, ERYKAH WEBSTER 
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From fast fashion to high-end brands, the way 
we consume them is a lot like a dog eating its 
own throw-up. I’ve been grossed out by it. Is it 
enough to save the planet and preserve species 
who inhabit this ear th by thrif ting and creating 
clothes using sustainable methods? 

I believe that is a very small but necessary one. 
My one-man brand cannot do it on its own and 
sustainability in fashion is one of the changes 
I demand alongside inclusivity in all areas. We 
all know this is the change we need in fashion, 
but what else? One issue I see is a Eurocentric 
fantasy world where a designer who does not 
walk, talk and look like the Industry is not taken 
seriously or included. Do I even have a chance? 
Do I even want a chance at being placed on its 
platforms where creative directors are upheld 
like cult leaders? Even with multiple callouts 
for problematic doings on social media now, 
their most common response is met with deleted 
comments, disabled comments and plenty of 
crickets. Maybe they think we will forget but I 
will not. My unfollow list and boycott list grows 
with each one.

I come from a background of no professional 
experience in fashion design. No degree in 
fashion from a top design school and barely 
made it one semester in my community college 
before dropping out to be a skateboarding bum, 
which I do not regret. I am currently based in 
my hometown Albuquerque, New Mexico and I 
wonder at times, will I be included for doing it 
my way or am I chasing a carrot? 

I believe that we need to uplif t and champion 
our independent designers, diverse models and 
workers in fashion who have a purpose in their 
work with the same regards to our industries’ 
famous European designer brands. Do we really 

need more runway collections that look like the 
fashion world throwing itself up once again? 
How many goddamn collections does someone 
have to make to be considered relevant? We have 
witnessed what this has done to designers’ mental 
health so, can it be normal to take time of f and 
not lose relevance?

I am currently approaching things slowly with one 
small collection a year while releasing one-of f 
pieces throughout and when pieces are duplicated 
they are made in small runs. Maybe I won’t even 
make a collection in 2021. Who knows? Does the 
industry understand this method? I don’t care 
because it needs to be rebuilt.

I challenge us all to deconstruct fashion ourselves. 
We need an army of sustainable and inclusive 
designers, resellers and models who work in 
fashion to be pushing and creating with purpose 
globally. 

People who wear clothes need to be told the 
truth and have their own sustainable brands 
and shops they get clothes from. We need to 
have high standards in regards to who and 
what we are supporting. This should be normal. 
Spoonfed fashion and not taking accountability 
for wrongdoings will hopefully become an 
embarrassing par t of our history like dumping 
trash into the ocean and thinking it would 
disappear. 

I dream that our culture of thrif ting, sustainability 
and inclusivity will become so loud and so cool 
that the fashion structure will be forced to change 
and hold us with high regards because we are the 
future of fashion, now and FOREVER.

Will you deconstruct the fashion structure with 
me?
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MODELLED BY PAULINA MCGIVERN-PLAZA @CORN.CHIP.MAMI, PEARL BRUSUELAS 
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HOW DO YOU FEEL THE RAVE CULTURE HAS 

INFLUENCED THE WAY PEOPLE DRESS?

“While rave music itself is a significant influence on 
fashion, the subcultures within all dress uniquely. 
Whether rave culture is or isn’t more notable than 
other music and fashion trends, it has cer tainly had 
a lasting influence on today’s ar tists and designers, 
including myself!”

DO YOU THINK MUSIC HAS A LOT TO DO WITH THE 

PIECES CONSUMERS CHOSE TO WEAR?

“Definitely! Music is such a huge par t of most 
peoples lives. Fashion and music kind of come arm in 
arm when it comes to self expression and the way we 
feel about ourselves. I’ve seen so many people take 
style inspiration from their favourite music ar tists 
from the 90’s by recreating looks.”

WHAT MADE YOU WANT TO KICK START YOUR OWN 

SLOW FASHION LABEL AND HOW DID LOCKDOWN 

HELP YOU DO THIS?

“At the beginning of this lockdown, I was so bored 
and was constantly scrolling through my old photos 
from past events and raves and from that, I had 
the idea to print my own fabric and star t making 
clothes for myself. I loved what I made so star ted a 
lil’ Instagram page showing my work and it kicked 
of f from there! Lockdown really helped my business 
grow. The fact that everyone’s been so supportive of 
smaller businesses has been amazing and I’ve loved 
seeing so many of us grow together!”

HOW DO YOU FEEL YOUR LABEL REPRESENTS RAVE 

CULTURE?

“APMT is completely inspired by the rave scene. Every 
piece is printed with imagery from dif ferent events 
up and down the UK. All of the photographs used are 
taken through 35mm film. I use film so I can capture 
a moment in time, instead of what so many of us 
usually do which is to take a photo, delete it and then 
retake it until it ’s perfect. Each garment represents 
the happy moments we all experience at raves.”

WAS LOCKDOWN THE PRIME TIME TO GET DOWN TO 

IT AND JUMP STRAIGHT INTO ENTREPRENEURSHIP? 

“For me and I think many others, lockdown has been 
the absolute making of our brands! Everyone is extra 
supportive of smaller businesses and backing away 
from the fast fashion world. I’ve seen so many little 
Instagram shops thrive during lockdown; it ’s so nice.”

WHAT’S COMING THIS SUMMER FOR APMT?

“Summer is bringing some cute two pieces, perfect 
for festival season and the re-opening of events! I 
have just released the ‘BPM two-piece’ set which I 
have been planning for ages!”

HOW DOES IT FEEL KNOWING PEOPLE WILL BE 

WEARING YOUR PIECES TO RAVES AND SOCIAL 

EVENTS AS SOON AS COVID ENDS?

“It feels amazing knowing that people are wearing 
my designs. I actually can’t believe it sometimes! As 
I mentioned, each garment is printed with my own 
imagery which makes it even more exciting. I feel 
it ’s kind of bringing the memory in the image back to 
life. I’m just waiting for the day I bump into someone 
wearing my brand at a rave.”

WHAT INSPIRED YOU TO TAKE THE PLUNGE INTO 

LAUNCHING YOUR OWN BRAND?

“Lockdown weirdly inspired me to star t my own 
brand to be honest. I saw so many people getting 
creative and making the most of the hard times 
we’ve had over the past year so I decided to join in 
and get creative! I’m absolutely amazed with how 
much my brand has grown in the last few months and 
genuinely thank lockdown for that.”

TO YOU, WHAT IS THE IMPORTANCE OF A ‘MADE TO 

ORDER’ INDEPENDENT BRAND? 

“Being a ‘made-to-order’ label is really important 
to me because it ensures my brand creates as little 
wastage as possible. When I get an order, I purchase 
the fabric to the specific measurement for their 
desired size, instead of bulk buying material and 
mass producing. I love the fact that each piece is 
handmade especially for that person. I think it adds 
a personal touch to each order.”

THE RAVE CULTURES 
INFLUENCE ON FASHION
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“FASHION AND
MUSIC COME ARM IN 
ARM WHEN IT COMES 
TO SELF-EXPRESSION”
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MONIKA THE LABEL
WORKING TOWARDS A MORE SUSTAINABLE FASHION FUTURE

Monika The Label is a love af fair between Cali cool and East 
London grunge. Inspired by all the best par ts of the 70s, 
I design sustainable clothes for wild-hearted women who 
want to make a change and feel pretty damn cool when they 
do it. Having grown up in and around London, the city’s 
style will always have a huge influence on me. I love the 
strong vintage influence the East side of the city has thanks 
to its markets, vintage shops and independent boutiques. 
My appreciation for California style came to fruition a little 
later on in life when I first ventured out to the West Coast 
and I became instantly hooked. The main driving force 
behind star ting Monika the Label was my growing concern 
for the fashion industry’s treatment of the planet. 

I want to rewind a lil’ and admit that I was once a fast-
fashion fiend. At university, the income was low but the 
par ties were frequent and I remember browsing the local 
Zara, high on a dopamine drive, regularly for new party ‘fits. 
When I got my job in the womenswear fashion department at 
Zalando out in Berlin shor tly af ter graduation, I was stoked. 
The 40% employee discount fuelled my fast fashion habits 
even fur ther but as I rolled into my second year, having 
worked with some of the biggest fashion players on the UK 
high-street including Missguided, New Look and Topshop, it 
dawned on me that I was a par t of the machine that was 
encouraging overconsumption and an industry that was 
having a detrimental ef fect on our planet and its people. 

I switched out my Zalando splurges to weekly trips to the flea 
markets - my personal favourites were RAW in Friedrichshain 
and Neuwkölln Flea Market to sell and update my wardrobe. 
One of my best selling dresses is actually inspired by a 
vintage scarf I found at one of these markets. Not only did 
my shopping habits change af ter this realisation but also my 
desire to continue with my job. I didn’t want to be a par t of 
the problem any longer and finally decided to turn Monika 
the Label into a reality. 

With the fashion industry being one of the most polluting 
industries in the world, it ’s important that all brands current 
and new, are making a change to reduce their impact on the 
planet. It ’s all well and good for fast fashion corporations 
to introduce ‘conscious’ fashion lines - but how can it 
truly be conscious when it’s widely known they pay their 
garment workers the bare minimum? Or that so many of 
their products go to waste because of mass production or 
are thrown out by consumers af ter only a few wears because 
of ever-changing trends and poor quality. New brands are 
in a position to make themselves as sustainable as possible 
from the get-go as they don’t need to worry about changing 
current practices. It ’s much more dif ficult for established 
companies to amend their strategies not only in terms of 

time and ef for t but also in changing the way consumers 
perceive and trust them. 
 
As a new brand, I wanted to create a label that allows women 
to find vintage-inspired wearable pieces without worrying 
about their impact on the planet. Monika the Label aims to 
encourage slow fashion with collections that are designed to 
be centre stage in wardrobes for years to come. MTL doesn’t 
follow strict ‘seasons’, nor do we fall for the pressure fast 
fashion thrives on - which is constantly having to create 
newness. It works in our favour that the label isn’t entirely 
dictated by current trends and has its own aesthetic that can 
be deemed timeless and unique. As a result, the longevity of 
the product is extended. 

Anna Granskog from Mckinsey made an important point that 
cutting overproduction in half from where it is today would 
make a huge contribution towards a lower carbon footprint 
of the industry. At MTL, we believe in zero waste so we try 
to never create more than we need. We manufacture limited 
runs and only restock when we’re sold out to avoid any 
garment going to waste. 

I design small size collections and I’m only just launching 
a second collection af ter 10 months. I believe it ’s far more 
sustainable to of fer fewer but better quality products that 
last a lifetime. During the design process, I was heavily 
influenced by all the best par ts of the seventies and vintage 
silhouettes. To find inspiration, I was looking back, to move 
forward and I think we need to apply a similar mentality 
when it comes to looking af ter our wardrobes. Utility and 
durability were the main priorities when making clothes 
in the 1900s. Fast fashion over the past two decades has 
created a consumer culture of wanting newness constantly at 
a low price, which has put an incredible amount of pressure 
on the environment. One reason is due to the high increase 
in clothes being thrown away, of ten as a result of low quality 
or being deemed ‘out of fashion’. 

According to Fashion Revolution, it takes about 70 million 
barrels of oil (nearly the amount of all crude oil produced 
globally each day) just to produce the virgin polyester 
used in fabrics each year. So, to avoid making any more 
unnecessary polyester, we make our garms from Regenesis 
Light Satin - an OEKTO TEX-cer tified material made from 
recycled plastic bottles. All our garment printing is also 
carried out digitally, using Azo dye-free inks that are 
water-based and non-toxic. Digital textile printing has a 
well-earned reputation as the eco-friendlier of the printing 
processes, with a reduced amount of waste produced and 
less use of chemicals and water than traditional methods. 
Our rivers are already polluted with toxic chemicals used to 
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manufacture and dye clothes so I believe it ’s important we 
find other methods to avoid this the best we can. 

To work towards a more sustainable fashion future, I 
believe it ’s important to raise awareness in improving the 
relationships with our clothes. The af tercare of our clothes 
and our wardrobe is just as important as the moment 
someone wears their new dress for the first time. A polyester 
dress will take a minimum of 200 years to biodegrade in a 
landfill so it ’s critical we don’t let it get there! It ’s integral 
that we encourage the af tercare of a purchase. Ways we can 
do that include washing less at a lower temperature, air 
drying instead of using a tumble dryer and learning how 
to alter/repair. Another way I encourage longevity is by 
renting. Sharing and rotating our wardrobes is an important 
path forward. High-quality fashion shouldn’t be exclusive 
nor should it cost the ear th. Last September we star ted 
of fering our dresses on By Rotation - the UK’s first peer to 
peer fashion rental app. At MTL, sustainability and style are 
at the heart of what we do and I’m stoked to be included on 
a platform that is transforming the way we consume fashion 
in a forward-thinking, diverse and planet-friendly way. The 
app also allows you to calculate the carbon emissions you’ve 
saved by renting an item. Now people can enjoy MTL pieces 
for a fraction of the price while knowing they’re contributing 
to a more sustainable and circular fashion economy. 

Sustainability isn’t just about reducing our carbon footprint 
or using eco-friendly fabrics; it ’s also about protecting the 
workers who make our clothes. We must protect both our 
planet and the people that produce our clothing. A brand 
can’t be sustainable if the garment workers who bring 
their designs to life aren’t paid or treated well. There 
needs to be a focus on humanising the garment industry 
and people who make our clothes and it ’s integral we 
become less reliant on the exploitative nature of low-cost 
manufacturing. By manufacturing in the UK, I was able to 
establish a transparent supply chain and be directly involved 
with the entire production process. We work closely with a 
team in North London and a studio in Glasgow. We also 

ensure everyone involved is paid a good wage and work in 
a safe environment. During the first wave of the pandemic, 
the North London factory shut to comply with government 
regulations and as things star ted to slowly reopen, our 
seamstresses worked from home instead to continue working 
safely. Working locally also enables the brand to lower its 
carbon emissions and help support British businesses. I’m 
sure we have all heard enough about Corona and I’ve tried 
to avoid mentioning as best as I could. It has caused such 
a huge impact on the industry and it is important to figure 
out how to move forward post-pandemic. There have been 
predictions that consumers are going to be spending less 
and have become more selective about what they buy for the 
foreseeable future as we navigate out of an economic crisis 
too. With all the added extra time at home, I feel like people 
have shif ted their focus towards where their clothes come 
from and what impact they have on the environment. We are 
seeing a growth in awareness around conscious consumption 
when it comes to fashion. 

Going forward, transparency is vital. Not only is it crucial 
to build consumer trust but transparency is necessary to 
educate consumers on where exactly their purchases come 
from. The less we know about a garment, the harder it is 
to create a genuine emotional connection to it and we are 
more likely to mistreat it. In turn, significantly reducing the 
time it spends in our wardrobes. I try to be as honest as 
possible about MTL’s supply chain and ways of working to 
create a valuable shopping experience. I’m by no means 
saying Monika the Label is perfect - we are still working 
toward carbon neutrality and in the process of introducing 
an MTL recycling scheme. There is still so much more to be 
done nut If I was able to change my habits, it gives me hope 
other people can too. 

Written by Monika Young,
Creative Director at @monikathelabel 

“I FEEL LIKE PEOPLE 
HAVE SHIFTED THEIR 

FOCUS TOWARDS 
WHERE THEIR CLOTHES 

ACTUALLY COME 
FROM”

MODELLED BY ARIEL TIMMONS @ARIEMOSDEF, PHOTOGRAPHY BY TARA COLLINGWOODE @ENDOFFILM FOR @MONIKATHELABEL
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There is no ambiguity about it - fast fashion is destroying 

our planet. Of course, we can’t solely accuse fast fashion 

consumption of our creeping extinction. However, it is having 

a monumental impact on our environment. 

According to the ‘Fixing Fashion: clothing consumption and 

sustainability’ repor t published by the UK Parliament in 2019, 

the fashion industry produces an estimated 1.2 billion tonnes 

of carbon dioxide (CO2) annually. This means that textile 

production is contributing to climate change on a higher level 

compared to international aviation and shipping combined. 

Not to mention the fur ther consequences of fast fashion, such 

as chemical and plastic pollution, forced labour and low pay.

The problem doesn’t star t and end with retailers - we are 

equally par t of the problem but, we can also provide the 

solution. As consumers, we are used to viewing the garments 

hanging in our wardrobes as disposable goods, wearing them 

perhaps once or twice before throwing them away. Never 

knowing where exactly they came from and not caring enough 

about where they’ll end up. The fast fashion industry, luxury 

brands and influencers have moulded us to believe that ‘old’ 

clothes are not trendy and the fur thest thing from sought-

af ter. That we must be in an endless pursuit of the latest 

sweatshir t with no thought of the sweatshop from whence it 

came.

We all have the potential to create a more sustainable or 

ethical wardrobe. Of course, when you’re beginning your 

journey to becoming a conscious consumer, it can be daunting. 

But there’sno need to worry. Taking even the smallest of steps 

can contribute largely. 

One of the simplest methods is to ask yourself whilst shopping 

if you’re likely to get at least 30 wears out of an item. You’d 

be surprised at how of ten we all think we’d opt for that 

statement piece and never end up reaching for it as soon as it 

hangs in our wardrobe. Instead, invest in a garment that you 

can wear multiple times, rather than that one item you know 

won’t be trendy in two months. 

Another simple step you can take to become a conscious 

consumer is research. Doing a bit of homework before adding 

items to your basket will ensure that your purchases align with 

your values. Find a handful of ethical brands that you love but 

keep an eye out for greenwashing. Transparency is vital so, 

be sure to find brands that openly inform consumers of their 

material sources and the sustainability of their production 

process. Thorough research is key.

Finally, changing your mindset about eco-friendly clothing is 

crucial. Don’t fall victim to the stereotype that a sustainable 

wardrobe has to  consist of boring, beige-coloured items. Don’t 

get me wrong, I love a bit of beige and khaki too. But if that’s 

not your vibe, don’t worry. Sustainability is inclusive. There 

are plenty of slow fashion lovers on social media whose pages 

resemble an explosion of vibrancy. The deeper you dive into 

the slow fashion movement, the bigger the rewards shall be. 

There’s something for every niche, desire and style.

Ethical shopping has of ten been perceived as a luxury as a 

result of the prices associated with some sustainable brands, 

which can make being a conscious consumer rather dif ficult at 

times. It raises the question - is ethically produced clothing a 

privilege most of us can’t af ford?

To free yourself from the cycle and protect our planet without 

breaking the bank, head to your local charity shop. They’re 

of ten overlooked, but you’re more than likely to source some 

hidden gems in there - all whilst giving to those in need. 

Depop is another great selling and buying platform.

It is ultimately up to us to create the change we desperately 

crave. Large corporations are sure to follow suit and 

remember, the customer is always right. But in the meantime, 

as conscious consumers, get used to buying less, choosing well 

and making it last. You’ll surprise yourself with how well you 

can do it.

The business model behind fast fashion is not sustainable. 

The overproduction of poor clothing items will sequentially 

consume us. It is only a matter of time before our disposal 

begins. So, what are you waiting for? Log into your Depop 

account and star t browsing.

WORDS BY RAVINDER KAUR

ILLUSTRATIONS BY SHONA COYNE @SHONAMARIECOYNE
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THIS COLLECTION IS 
INSPIRED BY MICHELANGELO 
PISTOLETTOÍS WORK: 
THE VENUS OF THE RAGS. 
FOLLOWING THE MAIN 
CHARACTERISTICS OF ARTE 
POVERA, I DECIDED TO USE 
EVERYDAY MATERIALS SUCH 
AS SECOND-HAND CLOTHES 
AND POST-CONSUMER 
PLASTIC WASTE. THROUGH 
EXAGGERATION AND 
EXPERIMENTAL MATERIALS, 
I CREATED A NEW AESTHETIC 
FOR LEFTOVERS, QUESTIONING 
THE WAY SOCIETY THINKS 
ABOUT WASTE AND VALUE. 
THE SILHOUETTES OF THE 
OUTFITS REVEAL A GLIMPSE 
OF HISTORICAL INSPIRATION, 
AS A CONTRAST TO THE 
CONTEMPORARY FABRICS 
AND SPORTSWEAR DETAILS.
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PHOTOGRAPHY BY ROBIN CZUNDERLIK @ROBIN_CZUNDERLIK, MODELLED 
BY SABA @SABAA_O, MAKE UP BY ZSOFI VIRAG @VIRAGSOFIMAKEUP, 
DESIGN ASSISTANCE BY LEA KALFUS @ASCHEEGU FOR @B_O_R_B_A_L_A
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PHOTOGRAPHY BY RYAN SCULLIN, MODELLED BY DAVID KYLE ANDERSON AND ARIANA NAVAZESH, HAIR BY GABRIEL SAMUEL RAMOS FOR @MEL0N_W0NG

KNITWEAR IS SOMETHING MOST ASSOCIATE WITH WINTER AND 

WRAPPING UP WARM WITH. HOW DO YOU STAY ON TREND ALL 

YEAR ROUND?

“I don’t really follow trends or seasons in all honestly. I have only been 

around one season, ha! I haven’t found a rhythm of production yet so 

for now, I am just comfortable with designing and producing what I want 

until it reaches my satisfaction. I try not to think of my brand as a brand 

but a place where I just make things and people take interest in them. 

As far as the word ‘knitwear’ goes, it can be really misleading. The term 

knitwear is of ten misconstrued to only mean ‘winter sweaters’. Knitting 

is actually a fabric structure and it makes up most of the clothes that we 

wear. The size of the loop structure (aka the gauge) and the weight of the 

yarn give knitwear the power to be just about any fabric we want it to be. 

Without falling into a knitting theory spiral, I will just say it is for any 

season and any trend!”

WHAT HAS BEEN A DIFFICULTLY YOU’VE FACED AS A BUSINESS 

OWNER?

“My biggest hurdle so far is understanding my relationship with brand 

identity. Some days I tell myself that I am just experimenting until I 

gradually fall into some sor t of rhythm but other days I tell myself that I 

should just do what I want. My daily struggle is deciding whether or not 

I should separate my personal ambitions for my ar t from the progression 

of a ‘successful brand’. For now, since I don’t feel like I am leaning in a 

specific aesthetic direction anyway, I am just going to keep making what 

I want. The whole ‘being true to yourself’ one liner doesn’t actually apply 

in having a successful brand in an identity obsessed social media world. 

To succeed as a small brand in the social media world is to essentially cut 

of f all the nuances that make up ar t to begin with. For me at least, it is 

nearly impossible to stick to an obviously cohesive aesthetic and admit I 

didn’t crush a number of ideas at their infancy. I also have fears of being 

too redundant stylistically so, it honestly doesn’t matter what I do. At the 

end of the day, I just do things that I like and hope people are along for 

the ride.”

  

DO YOU HAVE A FAVOURITE PIECE IN YOUR COLLECTION?

“At the moment my favourite piece is ‘Mel’s First Sweater’. It has been 

an amazing feeling to make something that fits so many dif ferent bodies 

perfectly. This piece was my first multi-sized, reproducible garment as 

well as my first knitwear piece under my label.”

 

HOW DOES IT FEEL TO BE REDEFINING THE KNITWEAR WORLD AND 

MAKING IT COOL?

“I honestly am so lucky. I feel like a child who has been given access to 

incredibly expensive and sophisticated equipment. I say ‘like a child’ but 

this isn’t really a metaphor, it is pretty literal and I think it shows in my 

work (in a good way!). Industrial knitting technology is so elusive and 

inaccessible to so many designers because of how niche and complex it is. 

For a lot of knitwear students, our machine practice ends af ter university. 

Typically, there are technical programmers that do the heavy lif ting in 

actualising the design. In my process, I am both the designer and the 

technical programmer so the ways in which I can think about the creation 

process is much more liberating (and dif ficult!) My programming mentor 

took a chance on me and I am forever grateful to have been exposed to 

both of these skills. This multidisciplinary approach has really helped 

in my development. For me, knitwear is the most interesting form of 

garment construction and the potential is infinite. Ironically enough, you 

have to be pretty geeky about knitwear in order for it to achieve a solid 

cult status cool. People are still used to thinking about neutral tones, 

chunky fits and ugly Christmas motifs (which by the way, ugly or not 

require a lot of sophisticated tech). You have to understand some knitting 

theory to really achieve something that makes people forget that you’re 

even knitting.”

 

 IS KNITTING YOUR MAIN GIG IN FASHION DESIGN OR IS YOUR 

SKILL SET BROADER THAN PEOPLE THINK?

“Knitting is my main gig but I also do a lot of up-cycling work as well. 

Since graduating, I have been working professionally in costume design. 

It helps me stay grounded and connected to the creation process. I haven’t 

had a paid corporate fashion job before because I am pretty terrified of 

the concept. I somehow dodged the curve ball with this costume design 

gig.”

AT WHAT POINT IN YOUR JOURNEY DID YOU START TO BELIEVE 

IN YOURSELF AND YOUR ABILITIES TO CREATE GARMENTS YOU 

COULD SELL AND PEOPLE WOULD WEAR?

“The first time I star ted to believe that I could sell my clothes was when 

I sold my first piece! Before that I was sor t of just... making things and 

posting them into the void of the internet. I remember telling my first 

customer how excited I was because I had never sold anything. I think 

they felt uncomfortable and potentially unwilling to purchase, so I don’t 

know. Am I giving advice here? Don’t do that. Act just a tiny bit cooler!”

 

 WHO DO YOU LOOK UP TO?

“My best friend Juliana (@feeddock). Without her, I would have never 

thought it was possible to create my own world of clothing. Just like 

anybody else, we were terrified of the idea of working in an of fice. I think 

everybody has this same mindset when they’re in school. Being scared of 

the corporate version of whatever their industry is. It was nice to have 

somebody put their foot on the pedal with it though… most people just 

talk about it.”

 

HOW DOES THE MELON STUDIO STAY SLOW?

“I stay sustainable and slow by doing as much as I can myself and keeping 

my studio small. My goal is to reach cult recognition and nothing more. 

Through expansion and outsourcing, details of the production cycle go 

unchecked… details that really accumulate in consequences. Transparency 

is key in staying sustainable. When you are working with others, they 

simply don’t have the same investments that you have in your own work. 

Whether it be cheap material sourcing or unethical labour, there are 

dif ferent ways you can overlook how your garments were produced. When 

I do *almost* everything myself (I don’t make yarn), I can’t turn a blind 

eye to any step in production. I honestly believe that is how so much of 

this fashion industry became corrupted. Yes, we can vilify fast fashion 

brands for choosing to abuse our people and resources but we have to 

wonder why the choice was so easy to make and it ’s this opportunity to 

maintain ignorance. 

For example, since I program and knit each piece myself I can see the 

waste in just changing yarn colours and threading the machine. Things 

like that can drive me crazy so I hoard them until I find a use. I would 

honestly be drowning in tangled yarns right now if I wasn’t teaching a 

kids sewing class and sneaking them into their stuf fed pillows. If I was 

any bigger of a brand, I wouldn’t be able to manage all of the details. 

The details would either disappear and accumulate silently or I would 

realise I don’t have the capacity to responsibly manage the consequences 

of my work.”
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GETTING LOST IN ART:
WITH@DIFFERENTBUGS

HOW DO YOU CONNECT WITH YOUR CREATIONS AND PIECES IN 

A PERSONAL SENSE?

“I always source materials that I feel drawn to and let my 
subconscious take over when I create. I don’t question what my 
instincts are and I tend to create little universes and worlds of 
their own in the form of a necklace or a bracelet. Each piece 
has their own story within the charms and beads I choose to 
incorporate. I won’t use anything I don’t like or don’t feel 
connected to but I end up using the same beads over and 
over because they speak to me in ways I cannot ar ticulate or 
contextualise. If you look closely, you can see the same motifs 
strung throughout all of my jewellery, even if it doesn’t appear 
that way. I put a lot of myself in my work and it's a form of 
catharsis for me but this means that letting go of pieces can be 
very dif ficult at times.”

DO YOU THINK IT’S IMPORTANT TO REALLY LOVE WHAT YOU 

DO AND WHAT YOU PRODUCE IN ORDER TO BE A SUCCESSFUL 

BRAND?

“I think it is vital to fully invest my energy in making jewellery 
because the process demands that much output from me but 
running a business is rigorous and very dif ficult. I don’t 
believe that anyone can run a business if they aren’t dedicated 
just because it is not simple or easy by any means. For me, I 
don’t think I’d be able to run a business if I didn’t have the 
emotional connection to the process of making. I won’t release 
anything I don’t like because it doesn’t feel like me and I need 
my pieces to feel like fragments of myself before I even think 
about selling it.”

WHAT SPURS YOUR CREATIONS?

“Oh boy, the topic of inspiration is hard for me to explain. 
I have ‘synesthesia’, which means that everything (literally 
everything) is translated into colours and patterns. Names, 
songs, movies - you name it.  I’ll have colours and patterns 
swirling in my head, so rarely I’m inspired by real-world 
physical objects or images. I have so many things happening 
in my head, literally hundreds of dif ferent thoughts, images, 
ideas, anything occurring simultaneously all the time and 
this is why I can so easily pluck thoughts out of my head and 
release them into the physical world. The ‘synaesthetic’ par t 
of me can transfigure the intangible and metaphysical into 
something well, tangible and physical. I describe my jewellery 
as the visual translation of my subconscious and conscious self. 
I have infinite ideas to pull from so I look inwards to find a 
piece of me that needs to be released into this world.”

WOULD YOU RECOMMEND JEWELLERY MAKING OR ANY OTHER 

CREATIVE CRAFT TO THOSE WHO WANT TO SHUT OFF AND DO 

SOMETHING THERAPEUTIC?

“I think any sor t of method of self-expression should be 
embraced to its full capacity. There’s a learning curve to 
making jewellery so someone who knows nothing about 
how to make a necklace might find it more frustrating than 
therapeutic but the process of making can be pretty relaxing. 
Making jewellery has been the perfect way to let my emotions 
run free and I encourage anyone who’s interested to try it out 
for themselves. I try to balance making pieces for my own 
creative need vs making pieces to keep things in stock and 
always fall into a little bit of a rabbit hole whenever I make 

just for the sake of having them. I try to make as many things 
as I can while I am in an intensely creative headspace and just 
space out the drops as best as I can.” 

WHAT MAKES DIFFERENT BUGS ENVIRONMENTALLY AWARE? 

“When I star ted back in June of 2020, I didn’t really know 
where to buy materials and what materials I’d need. I used 
wholesale websites so I could get as many things for the lowest 
price because I simply didn’t have the means to purchase the 
highest quality materials that were ethically sourced. Slowly, 
as I began to build my business, I transitioned to sourcing 
vintage and antique materials as well as ethically sourced 
freshwater pearls and sterling silver findings. Almost all my 
beads and charms come from limited vintage stock and some 
other findings are solid 925 sterling silver. This meant I had 
to raise my prices quite significantly and each piece is truly 
one of a kind and craf ted with materials from the past. I feel 
awful when I realise I’ve made an expensive piece but I know 
that it will go to someone who appreciates and understand the 
significance of something so unique.”

DO YOU THINK CONSUMERS TEND TO FORGET THAT THERE IS A 

HUMAN BEHIND THE ART?

“This thought didn’t occur to me until a few days ago. I was 
star ting to wonder if I have any loyal followers or customers 
who make sure to stay updated on my drop dates. I star ted 
to think about the opposite type of person, the one who just 
likes the way the jewellery looks. I star ted to feel a little sad 
knowing that there are probably lots of people who see my 
Instagram account and don’t even stop for a second to consider 
the fact that there’s a human behind the ar t. I know this 
because of some very rude and dismissive direct messages and 
emails I’ve received. At the same time, I get a lot of feedback 
from people who say that my jewellery radiates so much of 
a personal energy and how it’s obvious that I, as a human 
being, put so much of myself into my work. I get a little bit 
of disregard for my existence and also the recognition of how 
I produce.”

DO YOU THINK ARTISTS SUCH AS YOURSELF GET THE 

RECOGNITION THEY DESERVE?

“I have a hard time understanding the fact that I have such a 
huge following on Instagram and I haven’t fully processed the 
significance of it. I wouldn’t say I’ve received recognition but 
this is obviously untrue due to having 12k followers! I let my 
own insecurities and tendencies to compare myself to others 
get in the way of owning my success. 

I truly think all creatives should have their moment but in the 
pool of jewellery making, there are so many copy-cats and 
rip-of fs out there. I think those who intentionally copy another 
ar tist should learn how to use that urge to channel their 
own ideas into making something they feel connected with. 
Other ar tists are definitely getting the credit they deserve but 
others who aren’t genuine in their own creative self get more 
attention than those who do deserve it. Does this make sense? 
I don’t want to sound like I hate everyone who copies or that 
I own cer tain styles and designs. Yes, it ’s very frustrating to 
see and very annoying but my frustration is towards seeing 
creative potential being ignored for the sake of clout.”
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SHALL I COMPARE THEE TO A THRIFTING APP? 
HOW CAN I WHEN YOU’RE FULL OF SURPRISES,
I GROW BORED OF THE CONSTANT SCROLL AND TAP, 
I LONG FOR COVID-19’S QUICK DEMISE, 
SO I CAN ENTER THROUGH YOUR SWINGING DOORS, 
SIFTING THROUGH OVERFLOWING, RICH RAILS, 
PICKING SOFT, SILKY CLOTHES UP OFF YOUR FLOORS, 
UNTIL FOUND, THE UNIQUE ULTIMATE SALES, 
FOR THE THRILL OF ANSWERING A STRANGER, 
‘OH THIS OLD THING - FROM THE CHARITY SHOP’ 
WILL NEVER AGE, I AM A CAMPAIGNER, 
THOU INFINITE ABILITY TO SWAP 
THINGS WHICH NO LONGER SUIT ME FOR SNAZZY
STYLE AND ALWAYS SUSTAINABLY SAVVY.

BY BECKS TURNER 

ILLUSTRATION BY BECKS TURNER @BECKSTURNERUK
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SOPHIA NAZIR
FASHION:WITHOUT THE DEGREE
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HOW EASY IT IS TO ‘MAKE IT’ ON DEPOP?

“If you put the work in then it ’s easy! You have to 

believe in yourself and your vision. I actually wrote 

in my manifestation journal a few months before I 

became verified that I want to be a Top Seller by next 

summer, and it happened. I star ted of f on Depop two 

years prior to that just selling my old clothes but 

when I star ted buying to sell, Depop contacted me 

around 4 months later! I also didn’t go into it as a 

career, I star ted doing it for some extra money as 

I wasn’t working at the time, so I just put my ef for t 

into that instead.”

DO YOU THINK BEING A DEPOPPER HAS TAUGHT 

YOU MORE ABOUT THE FASHION WORLD THAN 

PERHAPS, STUDYING IT AS A DEGREE?

“I think it ’s made me less interested in the fashion 

industry! I feel that with Depop, anyone who has their 

own thing can make it work, whereas the industry 

pushes cer tain people and styles. I haven’t studied so 

I’m not sure how helpful or not helpful it would be but 

I’m super happy in my little Depop bubble.”

OUT OF ALL THE ELEMENTS OF RUNNING 

YOUR OWN BUSINESS, WHAT IS THE MOST 

VALUABLE LIFE SKILL IT HAS TAUGHT YOU?

“I never went into Depop thinking I’m going to star t 

my own business but now I’m here I can’t imagine not 

being self employed. I’ve been able to create a work/

life balance that suits me and having a ‘normal job’ 

wouldn’t ever allow me to have that. It ’s made me 

realise that I don’t want to live my life to work, which 

is perfect because Depop doesn’t feel like work.”

WHAT ELSE COULD THIS LEAD TO?

“Hopefully, it could lead to more shoots and 

collaborations with talented individuals! I’d also 

love to create more reworked pieces. I really want 

to create a space to help others kickstar t their Depop 

careers and of fer a place for advice and support!”

DO YOU THINK THAT BEING ON DEPOP IS 

A STEPPING STONE INTO THE FASHION 

INDUSTRY?

“It can be if you want it to be! There’s sellers like 

@bellavrana and @shopyotts that star ted on Depop 

selling vintage but now they sell their own original 

designs which is amazing! I don’t think people should 

see it as a stepping stone but rather an industry itself.”

WHAT DID YOU STUDY AND HOW DOES IT 

DIFFER TO YOUR CAREER IN SLOW FASHION?

“I studied Psychology but I always felt like I wanted 

to do something creative. Uni was a super stressful 

experience as I really hated all of the essays and 

deadlines! I really appreciate Depop for letting me 

create my own schedule and take it at my own pace. 

Psychology is still something I would love to return to 

in the future though.”

WHAT IS SOMETHING THAT EDUCATION 

CANNOT BUY?

“I think you can learn about designers, you can learn 

to sew and you can learn about the trends... but your 

own style and inherent taste isn’t something that can 

be learnt or taught, it has to be cultivated yourself.”

IF IT WASN’T FOR FALLING INTO THE DEPOP 

SPHERE, WHAT DO YOU THINK YOU’D HAVE 

BEEN DRAWN TO INSTEAD?

“I think I would definitely be working my way to 

becoming a Therapist. I’d probably be doing my 

masters right now!”

WHAT OPPORTUNITIES HAS BEING IN THIS 

COMMUNITY BROUGHT  TO YOU?

“One of the things is actually working with Depop 

themselves. When you become a Top Seller you get 

an account manager - someone to help you grow 

your own shop and maintain personal goals. Being 

on Depop has also allowed me to connect with others 

who are on this unique little journey.”

DO YOU THINK EXPERIENCE IS OVERRATED?

“On Depop, I don’t necessarily think you need 

experience - I’d just say you need to believe in yourself 

and stay consistent with it. The things you don’t know, 

you will come to learn just by trying to grow. At the 

star t of my Depop journey, I was genuinely an awful 

photographer but this is something that’s gradually 

got better along the way.”

WHAT SKILL SET DOES BEING A DEPOPPER GIVE 

YOU THAT YOU CAN’T GET ANYWHERE  ELSE?

“The thing with Depop, is that you don’t just 

learn how to sell clothes. You become your own 

photographer, marketeer, stylist, sometimes graphic 

designer and of course your own boss and employee. 

It ’s a job where you’re never doing one thing!”
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G E T
C R O O K E D

PHOTOGRAPHY BY MAGDA KUCZMIK @MAGDAKPHOTOGRAPHY, MODELLED BY YUU KI  @YUU_KI426, STYLED 
BY CLARE LEAVY @HEADCASEHEADWEAR, MAKE UP BY LAUREN WOLF @LAURENJWOLFARTISTRY, HAIR BY AMIE 
@MONAMIEWEDDINGHAIR, PROPS BY NAT @DOGWOODLIFESTYLE  FOR @GETCROOKED

Af ter sitting and thinking about how being self-taught has 

af fected my business, I’ve come to realise that my creative 

journey in textiles was one that star ted naturally as a child 

and out of necessity, as an adult. You see, my parents are 

both very creative people. Growing up my father ran his own 

business as a custom cabinet maker and my mother was a 

dried florist. I grew up thinking it was totally normal that 

when you have the skill to make something, you do just 

that and people buy it. Simple, right? They instilled in me 

the excitement for learning new skills and just having a go. 

I was always an ar tsy kid; tall, androgynous, all limbs, low 

self-esteem and stuck out like a sore thumb, or so I thought 

anyway. Obsessed with Lego and buildings, I used to make 

miniature houses with my dad’s of fcuts and decorate them 

in my mom’s workshop. I dreamt of being an architect and 

used to sell these model houses at craf t shows alongside my 

mom’s floral arrangements. I was probably only 8 or 9 years 

old there and had made a couple hundred dollars selling my 

work. Without even realising it, I think that’s what set me on 

the path of becoming a designer. 

In my early teens, I made poorly fitting drawstring pyjama 

bottoms for every friends’ bir thdays, sometimes even hand 

stitching the label ‘Crooked Clothing’ and a little four-leaf 

clover (my bir thday is the day before St Paddy’s day). Fast 

forward a few years to when I became obsessed with knitting 

and yarn in general, I star ted by knitting countless scarves, 

ponchos and hand warmers. I first taught myself how to write 

patterns by adapting patterns for using dif ferent yarns. All 

yarns knit dif ferently, this is referred to as a gauge and the 

gauge is determined by knitting a tension swatch to measure 

how many stitches and rows fit in a 10cm square. Are you 

still with me? The great thing about designing hand knits is 

that if it ’s not right you can unravel it and try again. 

While in high school I took every ar t class I could; 3 years 

of ceramics, printmaking, photography and fine ar t, 2 years 

of mixed media, 1 year of interior design and proudly voted 

‘most ar tistic’ by my senior class. I star ted my foundation 

year at Tyler School of Ar t on the outskir ts of Philadelphia 

not long before I found out I was pregnant and gave bir th 

during finals, coming so close but not quite completing my 

first year. Af ter I had my son I was still working weekends 

at a lovely little gif t shop that also stocked the hand knits 

I made. This was long before knitting became ‘cool’ again 

but I was regularly earning more in sales than in wages, this 

gave me the confidence in my next -and no doubt hardest- 

chapter. 

When my son was just 9 months old, we moved to the UK 

with his British dad and in what felt like a flash, I was a 

single mom living in a foreign country. Mic drop! I wouldn’t 

wish that situation on my worst enemy but let’s not focus too 

much on the negatives. By hell or high water, I was going 

to build a life for myself and my son (inser t strong arm 

emoji here)! 

Going to uni in the UK never really felt like an option because 

I didn’t have a support network. I couldn’t af ford to send my 

son to a nursery so that I could go to work so becoming 

self-employed and working from home was a natural and 

necessary next step. That was a whopping 16 years ago! 

With the help of the Prince’s Trust, I set up Crooked Knitwear 

and star ted working with a few local hand knitters. I soon 

realised that if you give two knitters the same size needles, 

pattern and yarn that the end result can be very dif ferent - 

not great when you’re trying to make stock to fit actual real-

life bodies. So, I bought myself a domestic knitting machine 

and persevered, learning on the fly. 

When I first set up my business, I focussed on selling at 

trade events because it meant that I could do one event and 

then have enough work to keep me busy for a few months 

rather than travelling more regularly for retail events. This 

was great while my son was small but one of the hard truths 

I’ve learned is that what might have worked for the business 

3 years ago doesn’t necessarily work for the business now. 

It ’s all about rolling with the punches and accepting that 

change is inevitable (that couldn’t be more true af ter the 

year we’ve just had). The winding journey continued as I 

decided to take a break from knitting for a little while and 

star ted making hand-stitched leather bags. I couldn’t make 

them fast enough and sold to outlets all over the world but 

af ter winning a Young Designer Award and sponsorship 

for an of f-schedule show at NYFW, I was keen to carry on 

designing head-to-toe looks. This led me to learn pattern 

cutting. Initially, I bought ready-made patterns but of ten 

found them ill -fitting and dif ficult to adapt so bought myself 

a pattern draf ting book, some dot and cross paper and set 

to work. Years of unsuccessful attempts and eureka moments 

followed. 

It ’s safe to say my style has changed a lot over the years, 

both my own and the work I produce. In my early 20’s, 

when my style was somewhere between a pop princess and a 

modern-day Pocahontas, I used to do all my own modelling. 

This wasn’t as common or widely accepted as it now so I 

stopped until just recently. I loved making colourful, figure-

hugging and sexy knitwear and garments in bold, striking 

prints. In hindsight, this wasn’t right for the craf t market 

scene I’d fallen into. Ten plus years ago there weren’t the 

same opportunities to sell online and through social media, 

as there is now. I used to get told all the time that I should 

sell at festivals so I plucked up the courage to give it a go 

and never looked back. In early 2012 I roped in some friends 

to model at my first festival themed photoshoot, there was 

a mini stage borrowed from my son’s school, live music and 

circus performers. I made over 30 outfits: some just (my 

first) men’s jumpers and other head-to-toe looks complete 

with handmade sandals (another first) and accessories. A 

pure-hearted maximalist, self-editing is not my strongest 

attribute because more is more right? 

Having worked with a lot of uni students over the years and 
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“BEING
 SELF-TAUGHT
 IS DEFINITELY ABOUT 
MARCHING TO THE 
BEAT OF YOUR OWN 
DRUM”

PHOTOGRAPHY BY MAGDA KUCZMIK  @MAGDAKPHOTOGRAPHY, MODELLED BY RACHEL RICHARDSON 
@RACHRICHARDSONM STYLED BY CLARE LEAVY @HEADCASEHEADWEAR, HAIR BY HANNAH 
BLINKO @HANNAHBLINKOHAIRSTYLIST,  MAKE UP  BY SIDONIE @SIDONIEMUA1⠀  FOR @GETCROOKED

this is something I still struggle with. I’ve always been so 

worried about making things af fordable for everyone else 

without caring enough if it was af fordable for me or the 

business. Real talk, it took me 10 years to star t paying 

myself a salary and it ’s still nowhere near what it should be. 

In 2018 Crooked Knitwear rebranded as Megan Crook 

Textiles, and Get Crooked was as colourful as ever. Both 

brands reached new heights with MCT being stocked at 

the British Museum and much success doing our first trade 

show in Las Vegas with GC. The combination of being super 

creative with too many ideas and lack of self-discipline has 

in hindsight, been a recipe for disaster. When it comes to 

running a creative business it ’s not just about executing 

your great ideas, it ’s about following through and promoting 

your vision with a clear and considered voice. This is where 

I always felt I fell shor t with past projects. Could I create a 

beautiful display of my original designs for a trade show in 

New York? Yes. Did I have the resources to follow through 

with any leads and market my ef for ts properly? No. It ’s 

taken me nearly 15 years to find my voice for self-promotion 

and marketing.

Until the end of 2019, I worked from home. Again, it made 

sense while my son was small but as the business expanded 

and took over more and more of the house it also af fected 

my well-being and ability to decompress. Now living 

separately from work and having the time over the last year 

to put my stamp on the studio and create our first ever shop 

front has been a dream come true. For years people would 

say I should open a shop but I knew I couldn’t af ford it 

and would rather be working in the studio. Now, having a 

working space that caters to both is just amazing and despite 

all the scary changes this past year has had, I don’t think 

I’ve ever been more content. 

My favourite ar t teacher once told me “a true ar tist never 

stops working”. That statement has always stuck with me. 

Being self-taught is definitely about marching to the beat 

of your own drum or in my case, a whole technicoloured 

orchestra! It ’s about problem solving and independence. It ’s 

about self-motivation and determination. It ’s about knowing 

there’s still more to learn but still telling yourself “you got 

this!”

To continue following my creative journey please check 

out @thetextileguru and @getcrooked on Instagram and 

megancrook.com and getcrooked.co.uk

Stay Bright, Stay Sassy, Stay Fabulous!

seen the influx of new graduates on socials, I will say that 

university helps mould an individual’s personal style for a 

more cohesive and polished look. There’s no right or wrong, 

that’s just my observation. There are so many things I wish 

I had known earlier on; like the pressure to have stock in 

so many sizes, colour options, the financial burden this 

entails or the pressure to have new designs every season, 

all in multiple sizes and colours. The investment in stock is 

immense when you’re selling directly to the public at various 

pop-up events. 

In 2015 I had the bright idea (or so I thought) to launch 

a ready-to-wear label under my own name. I had been 

researching high-end boutiques, created a database and 

made a collection of knitwear and garments that still make 

me proud to this day. At this point, I was also running Crooked 

Knitwear, albeit making less knitwear because it was too 

expensive to produce and Get Crooked, my festival fashion 

love child. Note to self; self-edit more, more isn’t always 

more, sometimes it ’s just bad for your health. I’ve always 

made what’s called current season, designing just in time 

to release new designs with the change of the seasons and 

made on-demand. For ready-to-wear, you design 12 months 

ahead of the season, in time to sample and photograph ready 

for fashion weeks and trade shows 6 months ahead of the 

season. The final 6 months are for production during which 

time you are already knee-deep in designing a following 

collection and the cycle continues. Essentially this means 

you need to have the budget to produce multiple collections 

before earning anything back and we’re not talking chump 

change here, honey. It can easily cost upwards of 10k to 

launch a collection. Resounding ouch! Af ter not having the 

time or resources to properly market my first collection, 

the fabric I bought for the next season sat waiting and has 

been ever since. I’d love to design a ready-to-wear collection 

again but this just wasn’t my time. 

There’s so much to consider with fashion. We all know the 

competition is insane but it ’s not just about whether the 

customer likes it and can af ford it. Is it the right time of year 

for them to wear it? Is it available in their size? Will it suit 

their shape? Does it suit their lifestyle? Is it a colour they 

like? If not, is there another colour available they do wear? 

These are all questions a customer is likely to ask themselves 

before making a purchase. In addition, it all comes down to 

whether an item can be made ef ficiently enough for it to be 

retail-able. From fabric sourcing, design, draf ting, sampling, 

grading, cutting, making and finishing, photographing and 

marketing, it all takes time, drains resources and needs to 

be accounted for. I need to put my hand up here because 

127



ANNA ROSS: A TREND-FORECASTERS OPINION
CAN YOU EXPLAIN WHAT TREND FORECASTING ENTAILS?

“Whenever I try and explain to someone what trend forecasting is, I 
remind them of the ‘Devil Wears Prada’ cerulean blue belt scene. Trend 
forecasters are the cerulean blue belt! Well, not exactly but on the 
fashion side, we’re of ten the people that decide the belt should be 
cerulean blue. That definitely oversimplifies the process a little; trend 
forecasting is ar t, instinct and science combined. You have to be an 
endlessly curious researcher, looking at everything from politics, social 
issues, technology, the environment - not just what people are wearing. 
I’m an avid people watcher and endlessly nosey - I’m fascinated by the 
human condition. I don’t listen to music when I’m on transport because 
I want to fully observe what people are saying or reading or watching. 
It ’s a bit creepy (!)  but it ’s all data to me!”

HAVE YOU NOTICED A SHIFT IN THE FASHION WORLD AS MORE AND 

MORE SLOW, INDEPENDENT FASHION LABELS ARE BEING BORN?

“Absolutely. It ’s been really encouraging to see a new wave of new 
brands putting sustainability at the heart of what they do. I’ve always 
been really passionate about new talent and it seems like every label 
or brand I speak to at the moment has its own stance on sustainability, 
be it slow production, organic materials, transparency or circularity. 
There’s definitely a surge of slow fashion being driven by Gen-Z; 
they’re a generation who’s lives have been shaped by social, political 
and environmental upheaval and brand-values are super important to 
them - not only in the clothes they buy but the companies they work for 
and their own set of values. I’m hoping that this push towards product 
with purpose with continue to gain momentum.”

IN YOUR TREND FORECASTING OPINION, WHAT DOES THE FUTURE LOOK 

LIKE REGARDING BOTH SLOW AND FAST FASHION?

“Climate scientists say we have 10 years lef t to avoid a climate 
emergency and fashion has a lot on it ’s shoulders, being one of the 
world’s biggest resource pollutants and having such a global influence. 
The pressure for change is cer tainly on - not just from us as consumers 
but from governments and investors, who are demanding more 
transparency and better practice across the fashion industry. I think 
everyone wants to do the right thing but when you think about the 
scale and size of the industry, it ’s dif ficult to monitor progress at every 
level. On the surface, you see brands announcing steps to become more 
sustainable in X amount of years but in practice, these goals are really 
hard to achieve and require a huge amount of investment to put in 
place.
 The hype and discourse around sustainable goal setting is a double 
edge-sword too, as consumers have began to mistrust information they 
see on the internet and even more so when a company says it will do 
something and it doesn’t. On the flip-side, there’s a new wave of brands 
emerging who are totally centralised around sustainability. They have 
the small-scale agility to do this authentically and grow organically, 
whereas it ’s super hard for a giant fast-fashion brand to unpick 
everything they’ve come to rely on, revenue wise! It ’s doable and you 
can see change on the surface, with brands being more conscious about 
the materials they’re using, considering clothing af terlife, of fering 
more transparency about supply chains and improving in-store recycling 
schemes etc. I think there’s going to be a massive push in the right 
direction in the next few years”

ARE THERE ANY INDEPENDENT LABELS YOU’RE LOVING RIGHT NOW? 

“I feel like every emerging label right now is channeling a sustainable 

angle in some way which is brilliant to see. I’m loving brands that 
are actively upcycling deadstock into new pieces - there’s definitely a 
wave of this ‘uber-creative’, ‘collage-eque’ look coming through which 
is fuelled by young designers like Chopova Lowena, Conner Ives, Rave 
Review and Marine Serre.”

WHAT’S A GOOD WAY FOR SMALL DESIGNERS TO GET AN OUT LOOK ON 

TREND FORECASTING AS A MEANS OF GROWING THEIR BUSINESS?

“There are some brilliant fashion forecast platforms out there including 
WGSN, who I used to work with, but I understand they’re at a pretty high 
investment point for a young business. I would say working alongside 
an independent trend forecaster or creative consultant (like myself) is 
a really good investment in getting your brand of f the ground as you 
get that information tailored to your business needs without the hef ty 
subscription fees. Par t of what I do is par tner with new star t-ups as well 
as established brands to help them build better products based on the 
current climate and their own brand-goals. To have analysis tailored to 
your individual needs is invaluable.” 

WAS IT DIFFICULT WORKING IN AN INDUSTRY YOU DIDN’T ALWAYS 

AGREE WITH REGARDING THE ETHICS BEHIND CERTAIN BRANDS?

“It’s a bit of a rock and a hard place working in trend forecasting. 
You tend to have a wealth of mass-retailers demanding more and more 
information from you as fast as humanly possible when on a personal 
level, you want to be delivering less but better. Of course, you can of fer 
advisory to slow down and think more sustainably but when you’re not 
par t of the development side of the product in a physical sense, it ’s hard 
to see if it ’s implemented. I have noticed a shif t towards big retailers 
beginning to act more responsibly, from the fabric they were using 
to becoming more transparent about supply chains and there’s some 
brilliant sustainability initiatives in many stores like recycling points 
or resale rails popping up - so things are moving in the right direction.”

WHAT IS THE BIGGEST CHANGE YOU’VE SEEN OVER THE LAST 5 YEARS 

REGARDING CONSUMPTION AND THE ATTITUDE TOWARDS HOW WE 

SHOP? 

“There’s so many new ways to consume fashion now and I find that 
really exciting. In the last 5 years I’ve seen a massive shif t towards 
re-sale and rental which is having an impact on how consumers think 
about ownership and af ter life. I think street-wear changed that mindset 
a lot in terms of re-sale, people suddenly became aware of what the 
value of their clothes were 2-3 years down the line and star ted shopping 
with that in mind. 3D modelling and making is about to experience a 
massive boom in the design industry and it ’s exciting in that it could 
reduce a whole bunch of waste in the design and construction stage of 
a garments lifeline.”

WHAT ARE YOUR TOP ‘SLOW’ TREND PREDICTIONS THIS SUMMER AND 

WHAT DO YOU FORECAST FOR THE COMING SEASON?

“We’re about to experience a boom of total hedonism and quite rightly, 
we all need it! So without a doubt, we’ll see people shaking of f their 
sweatpants in lieu of a bit of sparkle. This fills me with equal feelings 
of joy and dread as although I’m sure it ’s going to be a spectacle, much 
of these par ty -pieces will be one-of f wears. Personally, I’ll be renting 
my party looks for a cleaner-conscious - there are so many great rental 
platforms out there - personally, I love Rotaro. Their prices and pieces are 
great and they think about everything from the most sustainable angle, 
from the packaging all the way to the dry cleaning. It ’s a win-win!”
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DRAUS
There’s a big conversation about ‘real’ 
sustainability and the ethics of thrif ting. Draus, the 
multifunctional, slow fashion label took a simplistic 
approach when thinking about their own experience 
with sustainability. 

When Weronika, Founder and Creative behind Draus 
was thrif ting, she star ted to pick problems during 
her second-hand shop sweeps. Sizing was the issue 
she ran into over and over again. Weronika found 
herself f licking through rails and rails of beautiful 
second-hand, vintage pieces in Polish thrif t stores 
but everything was either a size too big or too small. 
This is where Draus’ revolutionary Arc Pin came 
into play. The Arc Pin is the labels show-stopping, 
signature accessory piece. It helps to adjust the size 
and style of a garment and enables a piece to be 
either taken in, draped or gathered in belt loops 
or buttonholes. You can use it as a jewellery piece 
or as a functional accessory. Alongside the flagship 
product that is the Arc Pin, Weronika designed a 
small collection of pieces. They were supposed to just 
be a simple instruction for her customers as to how 
the Arc Pin can be used but af ter receiving so much 
love and interest in them, her small consciously 
curated collections quickly became part of the Draus 
inventory. 

We wanted to delve a little deeper into what 
makes Draus dif ferent and how they tackle being a 
sustainable label, besides their incredible invention 
that ensures clothes stay circular. “My main focus 
is to design products that are not only made from 
sustainable materials and consciously produced but 
are designed to be ‘used’ sustainably. By that, I mean 
that each product would be used to its maximum 
capacity” Weronika mentioned. In the second-hand, 
vintage world; sizing can be quite tricky and has 
most definitely been a reason why some find it more 
of a challenge than something pleasurable. 

Now that the slow fashion industry has taken the 
world by storm, it is becoming more and more 
apparent that second-hand and made to order 
pieces are the new way for all of us to shop. Draus 
keeps inclusivity at the top of their thoughts with 
their own sizing list ; “Draus has their very own 
sizing - for now, there are 3 sizes: XS/S/M, M/L/
XL, XL/XXL/XXXL. This sizing makes it possible for 
“each piece to adjust to the body and the changes 
it might go through”. It ’s possible with special 
construction, fabric manipulation and/or using the 

Arc Pin. Another reason Weronika decided on this 
style of sizing was to make it “easier to keep the 
clothes in circulation as they would have higher 
chances of being passed to the next owner if the 
size is adjustable, instead of being thrown out. 
My main focus is multi-everything, multi-size, 
multifunctional.” Weronika mentioned how tired she 
was of “greenwashing and brands doing the bare 
minimum” so wanted sustainability to be at the very 
core of Draus while not compromising the visual 
aspect of the design.” 

Launching any label takes time but ensuring all steps 
are as sustainable and eco-conscious as possible 
isn’t an easy nor quick fix. For those who are 
wanting to decrease their labels carbon footprint, 
don’t feel overwhelmed - take it slowly and do it 
right! “It turned out to be a bit more demanding 
so took me around a year to launch it but it was 
worth it.” Says Weronika, proving that it doesn’t just 
happen overnight.

To be a successful slow fashion brand, standing out 
and curating sought af ter pieces is key; but how 
do you do this without tapping into trends? We are 
engulfed by trends every day but you don’t need 
to follow them to get consumers to ‘like’ you. “I’m 
trying not to follow trends. 

I feel that because of social media, everything is 
so connected and oversaturated with novelty that I 
need to be careful to not get too influenced by what 
I see rather than worry about my work not being 
‘trendy’ enough. I think because I’ve worked in the 
fashion industry for some time, designing trendy 
pieces or predicting trends comes intuitively to me.” 
As well as circularity being a priority, authenticity is 
also at the heart of Draus. 

Draus truly believes in what they’re doing and 
as a brand, always had a  clear vision for both 
the visual aspects and substantive par ts. “I’m a 
firm believer in following your gut when it comes 
to any important decisions and so far it has been 
working well for me and my brand.” We asked 
Weronika about the importance of being dif ferent 
in an evergrowing industry and what the term 
actually meant to her, “I think that being dif ferent 
is something that has to come naturally, while 
I don’t consider it a vir tue (or a flaw) you either 
have it or you don’t and it ’s impossible to imitate 
convincingly.” Beauty is in the eye of the beholder.
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PHOTOGRAPHY BY PAWE⠀ KOCAN @KOCPANM, SET DESIGN BY PATRYCJA BELINIAK @_POKIMALA__, MAKE UP BY 
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HAS CLOTHING LOST SENTIMENT?

“I think my main worry is that we live in a generation where 

the appreciation of clothing is no longer! We live in a fast 

paced world now where everybody wants the newest trend 

they’ve just seen on social media and due to developments 

in technology, a majority of people own a device where they 

can just order it instantly. Next day delivery is an option 

across most e-commerce websites and more and more of fer 

a ‘buy now, pay later scheme’ too. I know so many of the 

above are used frequently and are seen as such a positive 

but for me, this is where the value, appreciation and 

sentiment of garments is getting lost!”

DO YOU THINK PEOPLE FEEL SENTIMENTAL ABOUT 

THEIR CLOTHING KNOWING ITEMS CAN BE REPLACED 

SO EASILY AND SO CHEAPLY?

“I think the need for the ‘newest trend’ overrides any 

sentimental attachment people have or had with their 

garments, which to me is where it all goes wrong. The 

garments I treasure and have held onto are the ones that 

cannot be replaced, whether that be hand-me-downs from my 

parents or grandparents or a par ticular item I found hidden 

in the depths of a charity shop rail waiting to be re-worn 

and enjoyed again by a new owner. I think cost does have 

a huge ef fect, gone are the days you would save up to buy 

yourself ‘that’ cer tain pair of jeans or use your bir thday 

money to buy your very first leather jacket. Quality or lack 

of, does encourage the throw away culture. Garments are 

now being sold at such a low price that people have no issue 

with throwing them away, sometimes the cost of returning 

an item could be more than the garment itself!”

DO YOU FEEL FAST FASHION HAS SOMETHING TO DO 

WITH THIS?

“I do think fast fashion has contributed to attitudes 

changing in fashion but I also think the development of 

technology, social media and shopping online has to be 

factored in too. Everything is so fast paced now and sadly 

I worry everyone feels they have to keep up. Social media, 

marketing tools and influencers are seen daily by us all and 

we live in a world where we can see what celebs are wearing 

out that evening before they’ve even lef t their house! 

Influencers are there to do just that but where I stand, I see 

it as ‘why do we have to be influenced?’ The speed of new 

trends online is next level and because this turn around is 

so fast, people forget the process behind it and what goes 

into each garment that you do purchase - from the cotton 

farmers, factories workers to design teams and buyers.

A lot goes into any garment you buy, whether it ’s luxury, 

fast fashion or a small star t up business. As much as I’d want 

TOM-O to have constant stock for all my customers, working 

as one person behind a brand means customers have to wait 

for my restocks and new drops. I will also of fer a made to 

order service (I’ll talk more about that later) but again, 

there will be a wait time which when customers buy from me 

and learn about my brand will hopefully realise and see I’m 

creating everything I sell myself.

Although as a sustainable designer I don’t agree with fast 

fashion - I do believe we can’t just sit there and point the 

finger at them. We need to address the people buying into it, 

it ’s about making people more knowledgeable about where 

fashion comes from, how it’s produced and how fast fashion 

is ef fecting our planet. For me it’s about changing attitudes 

towards clothing and educating people on the small changes 

we can all make that together will make a huge dif ference."

WHY DO YOU FEEL YOUR BRANDS PIECES ARE 

SENTIMENTAL TO YOUR CUSTOMERS?

“TOM-O is all about saving all these disregarded garments 

and giving them new life! A statistic from Fashion Revolution 

states that every year it ’s estimated 300,000 tonnes of used 

clothing (about £140 million) goes to landfill in the UK. I 

cannot change everyones opinion but I can prevent clothes 

from landfill and show how upcycling can be fashionable 

and how changing our buying habits just slightly can make 

such positive ef fects! 

I understand that not all garments can be kept forever, so 

TOM-O works with all the clothing or fabric that people have 

no more use for to create something new. 

As a consumer myself I know what it ’s like to fall in love 

with a cer tain garment you have once bought. TOM-O of fers 

a ‘post your patches’ service - this means you can post 

your beloved garment to me and I can use the fabric and 

incorporate it into the patches used to create a new style! 

This encourages circular fashion and extents the life of 

garments. It also gives the customer a personal connection 

to their garment - it (hopefully) won’t be an item they would 

just throw away as it will be a unique/one-of f piece which 

literally has a story to tell.”

DO YOU FEEL A SENSE OF SENTIMENT TOWARDS 

YOUR PIECES WHEN SOMEONE BUYS THEM AND YOU 

HAVE TO SEND THEM AWAY FOREVER?

“I usually star t out by choosing 3 dif ferent fabrics to create a 

garment which could be a mix of high street dresses, vintage 

trousers, fabrics, cur tains you name it! I love star ting with 

all these unwanted and underused pieces and merging 

them together to make something new. I feel connected 

to everything I make, especially as the process is quite an 

individual one and I never full know what the outcome will 

look like until fully patch-worked together!”

TO YOU, WHAT MAKES A PIECE OF CLOTHING 

PRECIOUS?

“It’s usually some clothing that’s been passed on. Whether 

it ’s my Dad’s old fleece or an old blouse of my Grandmas! 

HAS CLOTHING LOST SENTIMENT?
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I’ve always hung onto clothing with sentiment and value that 

may not be obvious to anyone else but for me it’s rich in 

it ’s story.”

HOW DOES TOM O ENSURE ALL THEIR PIECES AND 

COLLECTIONS ARE MADE TO BE SENTIMENTAL/A 

PIECE THAT WILL LAST FOREVER?

“With every garment I create, I try to combine fabrics I think 

will look great together. I love to clash floral and geometric 

prints or incorporate a bold striking colour. Some I create 

with a similar tone throughout and just let the fabrics inspire 

me and go from there. Each garment I make is completely 

unique and I hope my customers appreciate that which 

I feel instantly adds sentiment. There’s something quite 

special in that - especially in a world where fashion is mass 

produced! I hope my customers will get onboard sending in 

their own garments, which will add even more sentimental 

value - I love the idea of working with my customers, their 

fabrics and creating a TOM-O style garment by incorporating 

their personal fabrics.”

HOW DO YOU HOPE TO PUSH THIS FEELING OF 

SENTIMENT WITHIN TOM -O AND ITS COMMUNITY?

“I hope that through TOM-O, people can realise and 

appreciate the garments they own and connect with the 

sentiment behind what they have. I want to work WITH 

my customers, creating things together. I want to show 

how upcycled garments can be fashionable and how much 

more enjoyment you can get from buying sustainably. I 

hope to build a small community around TOM-O. A space 

where upcycling is enjoyed and celebrated. I would love 

to encourage my customers to try out their own upcycling 

projects and create a community where we teach each 

other!”

DO YOU FEEL SLOW FASHION LABELS SUCH AS 

YOURSELF ARE CHANGING THE GAME AND BRINGING 

SENTIMENT AND NOSTALGIA BACK?

“I really hope so! There are so many amazing things 

happening right now in terms of sustainable designers and 

what they are creating. There are so many aspects within 

sustainable fashion from natural dying to creating fabrics 

from new natural fibres etc. At the moment patch-working 

unwanted garments/saving them from landfill/celebrating 

sentiment is my focus and what I love. I showcased my work 

at London Fashion Week in Feb 2020 (just before lockdown). 

My work was showcased within the Positive Fashion 

Showroom which celebrated designers and their ef for ts to 

create positive fashion! It was amazing. I hope I can connect 

with my customers and they can understand what TOM-O is 

about - it will never be for everyone but I think the beauty 

of smaller businesses is we can really connect with our 

customers on a more personal level than any larger fashion 

brand can. I think smaller brands have that power, even if 

their customer base isn’t as large!”

WHAT ITEM FROM YOUR WARDROBE HOLDS THE 

MOST MEANING TO YOU AND WHY?

“That is such a hard question! I honestly don’t think I could 

pick one. As a girl who studies Fashion, I’ve never really 

been into buying new clothes. It ’s always been about the 

charity shop finds or the 15 year old fleece I stole from 

my Dad and still wear today! I have a few gems passed 

down from my grandparents too which I suppose hold huge 

sentimental value to me - especially my grandads green 

sweatshir t with a sheepdog on it!

 

He trailed sheepdogs af ter retiring from farming so although 

to most it is just a sweatshir t, to me it represents a lot more. 

It ’s the personal value garments hold that have lead me to 

where I am now. It ’s that connection to a garment that no 

one else can see but you feel every time you wear it!”

WHY DO YOU THINK SOME PEOPLE HOARD OR KEEP 

CLOTHES?

“I would have to admit I am guilty of this at times. I 

remember turning 13 and buying myself a leather jacket of f 

eBay, I’d saved up some money from my part time job and 

got a bit for my bir thday from grandparents. I had £80 and 

remember my mum helping me bid for one I’d had my eye 

on. I still have the jacket 10 years on and even though at the 

moment I don’t really wear it I will keep it forever because 

I remember at the time being so proud of buying this jacket 

and that feeling and memory will always stay with me and 

with that garment.”

“IT’S THE 
PERSONAL 

VALUE 
GARMENTS
 HOLD THAT
 HAVE LEAD 

ME TO 
WHERE 

I AM NOW”

DESIGN AND CREATIVE DIRECTION BY SARAH THOMPSON @DESIGNEDBYTOM_O, PHOTOGRAPHY 
BY ANGELA WAITES @ANGELIAWAITESPHOTOGRAPHY, MODELLED BY ZARA NOBLE @ZARANOBLE4
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DO YOU EVER FEEL ISOLATED OR LIKE 

YOU’RE THE ONLY PERSON TRYING TO MAKE 

AN IMPACT?

“I live in a small nameless town and if  would 
answer by simply looking around, I would have 
said yes. Luckily, our generation has easy access 
to a wonderful place: the internet. There you can 
find inspiring people that share your same goals, 
they influence you while you influence them. 

In the end, I would say it depends on your 
perspective, you can be as lonely as you want or 
as integrated as you want, you just have to know 
where to look.”

WHAT SUSTAINABLE PRACTICES DO YOU 

DO DAILY?

“The one practice that has always stuck with me 
for years would be veganism. It ’s something so 
simple and yet so helpful for our bodies and the 
planet. I would recommend everyone to look into 
how the meat industry is destroying our planet 
just like fast fashion is and for that, I also try to 
‘shop circular’ by buying preloved items.”

DO YOUR FRIENDS AND PEERS FEEL THE 

SAME WAY ABOUT FAST FASHION?

“Some cer tainly do and they’re the people I have 
the most in common with and feel the happiest 
around. I see them craving positive change just 
as I do. On the other hand, there are those 
friends who rely heavily on consumerism for 
every aspect of their life and that is really heart-
breaking, since that change can only be achieved 
if we all do our par t.”

HOW DO YOU HOPE TO CREATE AN IMPACT?

“I believe that the most ef fective way to leave 
a mark is by giving an example. You cannot 
demand for others to do better if you aren’t 
doing it yourself in the first place. You should be 
the change you want to see in the world, others 
will get inspired by you and will follow.”

AT WHAT POINT DID YOU DECIDE ENOUGH 

WAS ENOUGH AND IT WAS TIME TO START 

CHANGING THE WAY YOU SHOPPED AND 

ATTEMPT INFLUENCE ON OTHERS?

“Well, I had to get educated about the massive 
impact on the planet of basically anything that 
we do, big or small that is first. They don’t teach 
you this stuf f in school so I ‘educated’ myself 
through the internet and af ter seeing the horrors 
that the pretty window shops try to conceal, 
ranging from animal abuse to deforestation and 
contamination, I didn’t want to be an accomplice 
to that.”

ARE THE PEOPLE YOU ARE SURROUNDED BY 

AWARE OF THE IMPACT OF THIS?

“The people in my area either ignore or don’t 
know the devastating ef fects of fast fashion and 
they think the issue doesn’t exist because we are 
thought to have a limited prospective that ends 
with the sparkling new dress, instead of seeing 
the sweat and blood that belongs to the exploited 
worker on the other par t of the world. 

They don’t see the massive amount of materials 
that the garment was made from and the 
pollution it will leave behind. The solution would 
be to shop preowned but this capitalist society 
deemed vintage as dir ty and for poor people. 
Thankfully, my generation is breaking this cycle 
because we decided to take matters in our own 
hands.”

WHAT HELP COULD YOU GIVE TO SOMEONE 

WHO’S FRIENDS, FAMILY OR COMMUNITY 

DON’T UNDERSTAND THIS PASSION FOR  

CIRCULARITY?

“I believe that in order to pass a message 
ef fectively, you have to make the subject relate 
in some way to the person you are talking to. To 
put the argument in their perspective and show 
them how would it af fect them personally. If 
we are talking about fast fashion, we are also 
talking about pollution and exploitation and 
even though they don’t feel personally af fected 
by this issue, if they had a chance to make the 
world a better place for everyone why wouldn’t 
they take action? Could they live with the guilt?”

THE TEEN TRYING TO 
MAKE AN IMPACT
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ILLUSTRATED BY SOFIA FROUD

CONTINUAL USE
ENLIGHTEN THE SUBSEQUENT PAIN OF DESTRUCTION 

LED BY THE HIGHLY PROFITABLE LOW COST OF FAST FASHION 

AN INDUSTRY PRODUCING UNSUSTAINABLE DISPOSABLE GARMS 

UNETHICAL, MORALLY DEPLETED SYSTEM OF TIRED LABOUR INDUCED ARMS 

TEXTILES TACTILE 

TRANSITION AND RECLAIM 

LET GO, SAY NO TO MASS DEPRAVED BANE 

I AM COMMITTED TO CULTIVATING,

INVESTING LIFE PURE AND CLEAN

READY FOR A WORLD OF ECO FRIENDLIER SCENES! 

GREEN PEACE AND LOVE 

EQUALITY ENRICHED WORLDS 

I AM BREATHING AND SEEING TOXICITIES OF MANKIND

A MIND, NOT REALISING THE HISTORY AND EFFICIENCY BEHIND THE INDUSTRIES THAT LIE

RELYING ON MASS MULTITUDE BUYS  

WHAT IS YOUR CARBON FOOTPRINT?

CLOTHES BECOMING CHEAPER 

TRENDS AWAKENING THE REAPER 

THROWN INTO LAND MASS, INCINERATED HEAVILY EMITTING GREENHOUSE ATMOSPHERICAL 

TRAPPED GAS

SAVE AND INVEST IN OUR MOTHER ENERGY OF BEING 

FOR SHE IS CONSTANTLY GIVING AND OPENLY RECEIVING

NURTURE NATURE

HER RISING TEMPERATURE 

AUTOCRATIC LEGISLATURE 

UBIQUITOUS TURBULENCE 

INSURGENT 

NEED MUST, SUSTAINED PLANET OF HOLISTIC HABITUAL HEALING

FEELING, SEEING, FULFILLING UNITY AND LOVE 

LIBERATING, EXHILARATING ADORNED FROM ABOVE 

INTERCONNECTED BEINGS FROM GALACTIC STARS 

BLESSED OF DIVERSITY 

STRESSED WITH PERVERSITY. 

REST ASSURED NATURE WILL THRIVE AND NEVER COME TO PASS

MOTHER WILL GIVE YOU THE SECRETS UNTOLD 

THE UNIVERSE AND GODS THAT WHOM FOREVER HOLD

MEMORIES HOLD DEAR 

I DREAM AND DECIPHER WHO USE TO WEAR 

CLOTHES THAT I CHERISH

RESPECT, REFLECT FOR WHAT COMES AND GROWS SO OLD 

KEEPING IN OUR HEARTS MATERIALS WORN AND THE STORIES THEY HAVE TOLD 

THE EVER EMITTING CIRCLE OF LIFE

SUFFERING OVER IMPERIAL STRIFE 

REUSE AND RECYCLE,

REVERENCE! 

BENEVOLENT! 

THRIFT!

A WORLD SO OLD OBSESSED WITH A NEW 

KNEEL DOWN TO OUR ANCESTORS, FUTURE SELVES,

I VOW

I CHANGE,

I DO. 
POEM BY CHLOE GOODLIFFE
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FINDING YOUR INNER WORLD 
THROUGH FASHION:
GEN-Z EDITION
@ZVOLIDESIGN
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The fabrics we put on our skin, that we walk in, 
dance in, relax in and graf t in; shape us. Not just 
by the way it falls on our beautiful bodies but in the 
way it makes us feel, speak and act. It goes without 
saying that when you are in your all-time favourite 
fit, a new pair of insane, vintage wide legs or are 
dressed head to toe in your mum’s pieces from the 
90s - you feel GREAT. Styling is who we are, it ’s our 
creative DNA. 

We spoke to the Ukrainian slow fashion brand Zvoli 
Designs, the label that creates “bright, colourful 
clothes for people who want to emphasise their 
inner worlds” dedicated to youth culture and Gen-Z. 
Finding your niche and owning your style through 
fashion and your wardrobes are two core elements 
of the Gen-Z sphere which has swif tly become 
perhaps the most accepting, inclusive and most wise 
community.

They are aware, eco-conscious and their passion 
and confidence for self-expression is admirable and 
inspiring.

Lizaveta Zvolynska, founder of Zvoli Designs is 
par t of this forever accepting and always glowing 
generation and uses her pieces, personal style and 
love for colour to embrace her identity as well as 
injecting this into her brands’ collections. “I wear 
clothes to suit my mood and for the past few years, 
have tried to keep dark colours to a minimum. 
When I sew, I avoid using ‘dull’ colours as much 
as possible!”

Living in Ukraine, Lizaveta told us how as a space 
and community, expression through fashion is not 
something that is deemed popular. “Minimalism in 
clothes is popular here - black, whites and beiges. 
Bright colours are rarely seen or worn, even on 
teens and young adults!” Gen-Zers in Ukraine are 
star ting to change up the game.

“I am very proud of the young generation of 
Ukrainian designers. They are bold, bright and 
never afraid of making mistakes. They enjoy their 
creativity and share it proudly online.” Lizaveta 
confided “people sometimes laughed at me because 
of what I was sewing, saying it ’s ‘too childish, but 

I don’t mind it at all. My clothes are how I feel and 
what I wanna talk about.” 

“I believe that the style; which manifests itself 
through a person’s appearance, exaggerates their 
inner state and self-awareness. 

It is very important to remember who you are or 
who you want to be and your appearance helps 
you with this.” Lizaveta told us that if a person is 
not afraid to seize the day in bright clothes in her 
“conservative society” then they “definitely have an 
inner, core feeling of self-assurance” she went on to 
say how much she loves “such people, they inspire 
me and make me very happy. 

I believe they are one of those people who can change 
our world.” Being someone who is surrounded by 
fabrics, thread and ideas all day, every day we 
wanted to ask Lizaveta if she ever got bored of her 
collection of clothes. If there was anyone she would 
swap wardrobes with, she exclaimed she’d raid 
Reese and Molly Blutsteins wardrobes.

“These sisters are just style icons. Their taste is 
amazing! I have been following them for several 
years now and all their looks are perfectly balanced. 

The clothing and materials in each look are 
perfectly matched and of course, they’re just great 
girls who support young creators and motivate them 
to work, including me. I bet their closet would be 
like heaven!”

Embracing one’s self is something that doesn’t 
always happen smoothly. It can take a while for 
anyone to feel comfortable or to find their fashion 
niche. Being in Ukraine, Lizaveta saw noticed this 
and became more and more aware that not everyone 
felt the confidence to “dress up” in bright or perhaps 
“unusual clothes”. Not everyone “is ready to attract 
attention to themselves”. 

There is an element of admiration Lizaveta 
feels towards those that do emphasise 
their sense of self-awareness and styling 
through their appearance without “fear of 
being judged by others” and they are Gen-Z.
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THE USE OF DEADSTOCK FABRICS HAS BEEN AN 

INCREDIBLE WAY TO REDUCE ENVIRONMENTAL 

IMPACT AND DECREASE YOUR BRANDS CARBON 

FOOTPRINT. WHAT IS DEADSTOCK AND HOW HAS IT 

SHAPED YOUR COLLECTION AND BUSINESS?

“Between 70 and 80% of my pieces are made from 

deadstock fabrics which is surplus fabric that isn’t being 

used. These fabrics can be excess ex designer fabrics that 

haven’t been used for their intended purpose or could 

have inaccuracies in the print or colour. As the choice of 

deadstock is naturally limited, the fabrics play such a major 

role in shaping the designs and collections; it means that 

rather than designing a piece and then searching for an 

appropriate fabric, creating a piece star ts with the fabric. 

I’ll find a material that I’d like to work with first and then 

imagine what kind of design will work depending on its 

composition and structure.”

THE SUSTAINABLE AND RESPONSIBLE VALUES YOU 

HAVE DRILLED INTO YOUR BUSINESS ARE VERY 

MUCH SHOWN IN THE ORIGINAL DESIGNS AND ONE 

OF A KIND LOOKS. WHAT INSPIRES YOUR BRANDS 

AESTHETIC AND ETHOS?

“I try to create timeless and long lasting pieces, so focus on 

making both staple pieces and basics that you can always 

rewear like shir ts and blouses or statement pieces you can 

invest in. The aesthetic is very much determined by my 

incorporation of what I like to sew. Whenever I’m deciding 

on a design, it ’s really important to me to try and include 

details that I enjoy to sew, like puff sleeves or cuf fs with 

buttons. The driving force behind the ethos is home sewing 

- I always try to emphasise that all of the pieces are made 

by me at home and of fer size and (to a limited extent) 

design alterations to try and make the process as personal 

as possible. I feel that the more personal and introspective 

the process of investing in what we wear is, the more likely 

your piece will be one that you treasure and hang on to for 

a long time.”

WHAT WAS IT THAT YOU FOUND YOURSELF 

SEARCHING FOR BEFORE YOU LAUNCHED YOUR OWN 

BRAND?

“I sew a lot of my own clothes and the majority of what I 

buy is second hand. When I do search for new pieces, what’s 

most important to me is finding out where it ’s been made 

and if possible, by who. How accessible this information 

is, is really key to persuading me whether to purchase a 

new piece or not. I think this is because I’ve being sewing 

for so long, that know what it takes to create a quality 

piece from scratch - especially if it ’s handmade. Another 

key factor for me is quality and durability - I like to buy 

pieces I can imagine lasting for at least a good few years.”

DO YOU THINK DEADSTOCK FABRICS ARE A LONG 

TERM, FUTURE PROOFED WAY TO RUN A CLOTHING 

LINE?

“I think it depends on what kind of brand or label you’re 

looking to run. If you want to keep it small then yes, but 

I understand using surplus fabrics isn’t really feasible 

for large, multi corporation brands. There are challenges 

that come with using deadstock like sourcing big enough 

quantities or only being able to make a cer tain number 

of each piece and I think there are increasingly more 

sustainable, new fabrics and materials for brands to choose 

from.”

EXPLAIN A LITTLE BIT MORE ABOUT THE SOCIAL 

IMPACT OF YOUR PRODUCTION PROCESS?

“I do every par t of the production process myself - I 

measure, cut, sew and then package and post all of the 

pieces. It ’s really important to me that customers know how 

their orders were made.”

HOW ARE OTHER INDEPENDENT, UK MADE CLOTHING 

BRANDS IMPACTING THE ECONOMY? 

“There’s definitely a growing demand for more sustainable 

choices and even though the majority of truly slow fashion 

labels are small, I really think that with all the increased 

awareness about the social and environmental impact of the 

fashion industry, demand for more ethical alternatives will 

continue to grow. The main reason why I think fast fashion 

brands are still so popular is price point. The prices of fered 

by these brands have become such a strong influence on the 

value we attribute to our clothes. 

Because of their popularity, they’re influential to how much 

we expect to pay for a cer tain item - that’s why I think 

campaigns like the receipts being used by many slow labels 

to break down and explain the costs and profit margin for a 

given piece is such a good idea. It helps to raise awareness 

of the true cost of making pieces well and from quality 

materials and so helps to explain varying prices between 

these two types of brands.”

BENJAMIN FOX HAS A SUPER LOYAL COMMUNITY 

AND CUSTOMER BASE. WHAT DO YOU FEEL HAS BEEN 

THE BIGGEST TASK WHEN BUILDING A SOCIAL AND 

ENVIRONMENTALLY CONSCIOUS BUSINESS? 

“Fittingly for this ar ticle, the biggest challenge I have 

and still face is trying to replace all of the new fabrics 

I use with deadstock. I’d really like to be working with 

100% remnant materials but sourcing larger amounts 

has been challenging, especially as it ’s all had to be 

done online during the pandemic. I have so much fun 

sourcing these fabrics but it ’s definitely time consuming."
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MODELLED, STYLED AND ART DIRECTION BY QUYNH GALLAGHER 
@QUYNHGALLAGHER, PHOTOGRAPHY BY MIKE YING @MIKEYING_ FOR @BENJAMINFOX___

AN ISSUE WITH DEADSTOCK IS THAT THE DROPS 

ARE A ONE-OFF. REGARDLESS OF THE SUSTAINABLE 

FACTOR AND POSITIVE OUTLOOK OF THIS, DO YOU 

THINK THIS IS A GOOD THING?

“I think being able to create only a limited number of 

pieces adds to the allure of using deadstock - it keeps the 

runs small and unique and so makes an order even more 

personal. I like to invest in pieces that are unique and I 

think the customer base I have feels the same.” 

HOW DO YOU ENSURE YOUR CUSTOMERS AREN’T 

DISAPPOINTED IF THEY ORDER AN ITEM THEY LOVE, 

THEN REORDER ANOTHER ONE BUT THE FABRIC IS A 

LITTLE DIFFERENT AS THE PREVIOUS DEADSTOCK 

FABRIC HAS RUN OUT?

“When I replace a fabric with one that’s similar but not 

exactly the same, I always try to show the change in images 

as clearly as I can but clients who are searching for more 

sustainable options are understanding of the fact that runs 

are limited and that fabrics can’t necessarily be exactly the 

same with each run.”

WHAT ARE THE IMPLICATIONS YOU RUN INTO WHEN 

USING DEADSTOCK FABRICS?

“The two main dif ficulties I face when sourcing deadstock 

is the limited availability - in the choices available and also 

of the number of metres available for each. As well as the 

expense of shooting a par ticular design where I can make 

only a very limited number of pieces."

HOW DO YOU CONTRIBUTE TO THE SLOW FASHION 

COMMUNITY?

“I’d like to think I add to the ever growing choice 

of sustainable slow fashion labels. I of fer size 

inclusive, made to order pieces that are made to 

last, as well as the confidence for customers to 

know where and by who their pieces were made."

IS IT POSSIBLE FOR A LABEL TO BE 100% 

SUSTAINABLE, ALL THE TIME?

“I don’t think that achieving 100% sustainability all of the 

time is possible, especially when your brand is still adding 

to the already enormous amount of clothing being made 

every year but what’s important to me is to search for the 

most sustainable choices I can make and then choose the 

most responsible option that I can af ford - whether that’s 

financially or otherwise.”

IS DEADSTOCK THE FUTURE OF SUSTAINABLE 

FASHION AND DESIGN?

“As much as I’d like deadstock to be a big par t of the future 

for BF, I don’t think that the widespread use of deadstock 

by larger e.g. multinational brands is really feasible - it ’s 

expensive, dif ficult to source and very limited. I do think 

that a more widespread use is possible among smaller 

independent and growing labels.”

HOW DO YOU SOURCE YOUR DEADSTOCK 

MATERIALS?

“At the moment everything is online - I can’t wait to get 

back into fabric warehouses again towards the end of the 

year! There are a few companies that specialise in sourcing 

deadstock that then of fer them for sale online but I’ve also 

been able to contact some UK based fabric manufacturers 

and source surplus fabrics.”

WOULD YOU EVER USE FABRICS THAT WEREN’T 

DEADSTOCK?

“The majority of the fabrics I work with are deadstock. 

I still source new fabrics, both because the availability 

of deadstock can be very limited and because it ensures 

that I do always have some stock available. When I 

purchase new fabrics, they are always natural and 

single fibre (which makes them more biodegradable) 

and as locally sourced as I can find - the majority of 

the new fabrics I source are actually organic cottons.”

“I’D LIKE TO THINK 
I ADD TO THE EVER 
GROWING CHOICE OF 
SUSTAINABLE, SLOW 
FASHION LABELS”
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“Reduce, reuse, recycle” – a mantra that has been drilled 
into us for years. Its alliteration packages the more complex 
ideas of a circular economy and the detrimental impacts of 
consumerism into a cheery, light-hear ted rhyme. 

What this suggests is that from a young age, we are told 
that we’re the ones responsible for the eco-crisis we’ve 
ended up in. The message that all of our small changes 
will be what eventually ‘saves’ the world from devastation 
is drilled into us everywhere we go. We’re told to bring 
reusable cof fee cups and shopping bags on trips out, 
not to run the tap when we’re brushing our teeth and to 
turn the lights out when we leave a room. All of this, it ’s 
true, saves energy and resources which would otherwise 
contribute to the release of harmful greenhouse gases into 
the atmosphere. Turning down the heating in winter seems 
a small sacrifice to make if it means we’ll still be here in 
50 years.

In reality though, this message has been peddled for years 
by those who want to avoid changing their ways the most: 
big businesses. 

In 2017, the Carbon Majors Database found that 70.6% of 
global greenhouse gas emissions star ting from 1988 (when 
climate change caused by humans is recorded as of ficially 
star ting) have been produced by just 100 companies. If 
that’s the case, then why is the onus put on us to change?

The systemic problems with this blame-passing are it 
seems, twofold. The first problem is that big businesses 
are causing so many of these greenhouse gases to be 
emitted, it is an omnipresent force in our lives. Whether 
it ’s the investment needed in a small company that comes 
from high up or the bank account we keep our money in, 
the greed of the corporate world is inescapable. Because 
that’s what is at the heart of every business whose goal 
is to make extor tionate, unimaginable, unnecessary 
amounts of money: greed. They have the resources to turn 
climate change on its head and invest in the necessary 
green infrastructure, but instead, that money remains in 
the hands of a few billionaires who have little interest in 
saving anyone but themselves.

It makes sense then, that these same businesses who 
benefit from us being their customers would take the idea 
of ‘consumer power’ and turn it on its head. Buying and 
spending, which you would think of as an individual choice, 
turns into a blame game which means that corporate 
companies can claim that nobody’s forcing us to buy from 
them. Wrecking the planet becomes a personal choice. 

Take, for instance, the concept of the ‘carbon footprint’. As 
a means of calculating individual environmental impact, 

it works well as a deterrent to driving everywhere or to 
going on long-haul flights overseas. The fact that carbon 
footprint is a par t of our everyday language testifies to 
the success of a marketing campaign from BP 17 years 
ago. The carbon footprint was not created solely to educate 
us about global emissions or how about how our lifestyle 
contributes to climate change, it was created so that BP 
could create a way of blaming us as individuals for a crisis 
that their primary product is perpetuating every day. 

This brings up the next unavoidable issue in modern-day 
society: consumer culture.

With the emergence of influencers and the overriding 
power of fast fashion, trends come and go almost weekly, 
and we have been brought up on a desire to keep up with 
those trends for fear of being ‘uncool’ or ‘lef t out. Our 
society values (externally at least) everything that is 
quantifiable – the size of our house, the number of cars we 
own, how much the outfit you’re wearing costs or even just 
the number sitting in your bank account. This comes back 
again to regular spending not being an individual choice, 
but rather something which is necessitated by our culture. 
The problem here isn’t us because we know nothing outside 
of the world we’ve grown up in, the problem is a system 
that values ‘stuf f’ above all else. 

I don’t mean to say that we should stop doing everything 
we can to be sustainable. Shopping on Depop, going vegan 
and using the bus are all meaningful ways of trying to 
reverse some of the damage we’ve already done to the 
planet. We’re not all about to suddenly stop shopping 
or travelling, so we might as well do it consciously and 
sustainably. 

There are other ways of speaking out about climate change, 
too – successful protests by Extinction Rebellion and the 
election of Joe Biden show that when enough people come 
together they form a voice strong enough to challenge the 
elite who are preventing any change within our current 
system. But, ultimately, without those 100 companies who 
have produced almost 71% of global emissions owning up 
to what they’ve done and doing all they can to reverse it, 
it might just be a case of too little, too late. 

The message that all of our little changes will be what 
saves the planet just isn’t true. Instead, there needs to 
be sweeping change to our culture, our politics and our 
materialistic lifestyles from the very top so that those 
changes eventually trickle down to those for whom climate 
change will mean the most. 

At the end of the day, it ’s the system that needs to change, 
not just the people within it. 
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persichillo lingerie
BODY IMAGE, SELF-ESTEEM AND HOW NOT TO 
COMPARE YOURSELF TO OTHERS:
SMALL BUSINESS EDITION

HOW DID YOU AND CONTINUE TO STOP COMPARING 

YOURSELF TO OTHERS?

“In my personal experience from the past struggling with this, 

I found that what was best for me personally is to take regular 

social media breaks. When having a lingerie brand, a lot of 

people I follow are these types of accounts where every girl looks 

so perfect and it's hard not to compare yourself. Especially in the 

lockdown when you aren’t feeling your best self! I’ve done social 

media breaks in the past and they really do work. I find it easier 

to work and focus on myself without these distractions of and a 

lot of other girls I know feel the same.”

DO YOU THINK YOUR PIECES ALLOW YOUR CUSTOMERS 

TO FEEL UNAPOLOGETICALLY THEMSELVES AND 

COMFORTABLE IN THEIR OWN SKIN?

“I love my pieces because they are comfortable and stretchy! 

There’s nothing worse that uncomfortable underwear, am I 

right!? My ‘Amare’ bra was initially made for myself in the first 

lockdown so I could dress up and dance around the house just 

to feel bit better about the situation we were all in. It kinda 

worked! So, I feel like my piece were designed as par t of a self-

care routine where the wearer can get in tune with their body.”

DO YOU THINK THERE’S A SENSE OF COMPETITION IN THE 

SMALL BUSINESS WORLD OR IS EVERYONE ROUTING FOR 

EACH OTHER?

“There always will be I think, especially because lingerie is 

already such a niche market and most lingerie brands are small 

businesses. However, the community of small businesses on 

Instagram have been nothing but supportive and we all love to 

share each others work.”

HOW DO YOU STOP COMPARING PERSICHILLO LINGERIE 

TO OTHERS AROUND YOU WHO ARE IN A SIMILAR FIELD?

“I love my designs and there is nothing out there like them and 

that’s why I don’t feel the need to compare myself with other 

lingerie brands. I feel that in lingerie, it ’s dif ficult to, in a sense 

'reinvent the bra’ however, in my experience being restricted 

only makes me more creative.”

DO YOU THINK THE SLOW INDUSTRY IS AN ACCEPTING 

AND INCLUSIVE ONE ,MORE SO THAN FAST FASHION?

“100%! There is more diversity in models and creative content! 

With slow fashion, anything and anyone goes unlike it does with 

fast fashion. I am so happy customers are star ting to shop with 

smaller brands, being more consciously minded and that fast 

fashion is on its way out!”

IS THERE AN ELEMENT OF LOVE AND APPRECIATION 

WHEN YOU’RE WEARING A MADE TO ORDER, HANDMADE 

ITEM OF LINGERIE?

“Of course there is! I really do hope people realise the amount 

of ef for t it takes for handmade pieces to be produced, now 

experiencing this. I think in the past, I had over looked what it 

means to be ‘handmade’ and the amount of hours that go into 

just one piece, especially in clothing! Now af ter star ting my own 

brand and buying from other small businesses, I really feel that 

sense of love in each and every piece whether it be a ring or one 

of my bra sets.”

WHY DID YOU CHOOSE TO BASE YOUR BRAND AROUND 

LINGERIE?

“I believe underwear and lingerie holds amazing powers for 

women and a journey of self love. With well-being and self-care 

being such important topics to talk about recently, lingerie fits 

perfectly into this. There is nothing better than putting on a 

matching set, looking in the mirror and admiring what you see. 

I think everyone should do that on a weekly or even daily basis.”

WHAT GIVES YOUR PIECES AN EDGE?

“I absolutely love texture and colour so I would say that these 

are the two themes my pieces are centred around. From the star t, 

I wanted them to be available to everyone so being size inclusive 

has been super important to me! I love to create shapes that will 

uplif t confidence and enhance the female body.”

IS CREATING LINGERIE MORE INTRICATE AND MORE OF A 

CHALLENGE THAN ANY OTHER DESIGN FORM?

“I can’t speak for the creators of other products however, lingerie 

can be extremely challenging when wanting to be size inclusive. 

Larger bra sizes are dif ficult to produce as there of ten require to 

of fer support and uplif ting qualities but I guess unlike any other 

product, a bra has to fit perfectly. If it ’s too small or too big it is 

immediately uncomfortable!”

HOW DO YOU STAY CIRCULAR?

“I love that when working on a smaller scale, you’re very aware of 

what you are using and wasting - things that would get missed if 

working on a bigger scale. All my elastics are hand dyed so nothing 

goes to waste and orders are cut individually so I’m aware of my 

fabric usage. In addition to this, I have minimal packaging which 

is all recyclable. I’m sure as I grow I can be even more aware of 

other ways to produce sustainably.”

WHY IS IT IMPORTANT TO DEDICATE TIME TO DECORATING 

YOUR BODY AND INDULGING IN SELF CARE?

 “Self care is important in my experience because in everyday 

life I feel like we almost neglect your own needs which can end 

up inducing a feeling of negativity and unhappiness. Regularly 

taking self care weekends or evenings to treat yourself or to relax 

is so important in order to stay happy and look af ter you mental 

and physical health. 

Lingerie can also have the same ef fect! If you haven’t noticed 

before, there is a distinct dif ference in how you feel if you have 

matching underwear on underneath and outfit vs if you don’t. It ’s 

amazing the power underwear has on our moods.”

HOW DO YOU HOPE TO CHANGE THIS IDEOLOGY SOCIAL 

MEDIA SPREADS AND PUSH FOR INCLUSIVITY AND BODY 

POSITIVITY?

“Af ter the pandemic, I hope to be able to create content with all 

types of women and feature more diversity on my social media 

as I feel that inclusivity is the best way to combat the traditional 

ideologies. I also encourage my customers to take photos and I 

149



would love to feature and celebrate them on my page. I think we just 

need more brands out there to represent us and normalise all females, 

that way everyone can feel accepted.”

HOW DO YOU ENSURE A BALANCE BETWEEN LUXE AND 

SUSTAINABLE?

“With both, there’s a level of compromise as each require the pieces to 

be more expensive to produce. When star ting out, I wasn’t making much 

profit but was happy and grateful enough people wanted to purchase my 

designs but it ’s important to understand that the price of luxury product 

for a small brand could be a lot more than for a larger brand.”

WEARING LINGERIE IS AN EMPOWERING FEELING BUT WHEN THE 

PIECES HAVE BEEN MADE ECO-CONSCIOUSLY, THAT’S EVEN 

COOLER. IS THIS THE FEELING OF EMPOWERMENT YOU HOPE YOUR 

CONSUMERS FEEL WHEN DRESSED IN YOUR COLLECTIONS?

“Yes! I do really hope when my customers receive their piece they put it 

on, play some music, dance in front of the mirror and just take a moment 

to admire themselves!”

“I FEEL LIKE MY
 PIECES WERE 
DESIGNED 
AS PART OF 
A SELF CARE 
ROUTINE 
WHERE THE 
WEARER CAN 
GET IN TUNE 
WITH THEIR 
BODY”

PHOTOGRAPHY, CREATIVE DIRECTION AND MODELLING BY NANCY MCNULTY @THE_LIZARD_ _QUEEN FOR @PERSICHILLOLINGERIE
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OUR PLACE IN SLOW FASHION:

@SERPENTI_APPAREL

“Through working for large fashion brands during my early days as a 

designer, I learned first hand about the insane waste that is caused at 

the hand of these companies. I knew that I never wanted to contribute 

to this carbon footprint and that slow, small fashion was the way of the 

future. Currently, for Serpenti there are a few ways in which I try to be 

conscious and sustainable… 

1. SMALL PRODUCTION RUNS - One thing we are very 

aware of is not overproducing. Most styles will only have 10-20 pieces 

made at most and even though we tend to sell out fast, we prefer to 

list the items as pre-order af ter that and only make what is desired. 

By reducing our production runs, we aim to avoid overproduction and 

waste. For example, when a large fast fashion company produces a 

style there could be upwards of 500-1000 pieces for a single drop. If 

this par ticular style fails with the consumer, they’ll begin marking it 

down and selling it at a highly reduced cost to move the product but 

even so, there is a great chance that there will be a significant number 

of unsold units. When this happens, the items are of ten trashed and sit 

in a landfill somewhere. We aim to avoid this entirely through smaller 

runs and pre-order reservations directly from the customer. 

2. BIODEGRADABLE POLY BAGS & SUSTAINABLE 

PACKAGING - We are in the process of improving all packaging 

to be 100% sustainable, from the poly bags to the exterior shipping 

bags that customers receive. For small brands this task can seem a bit 

daunting, let me explain why. Items such as poly bags and branded 

packaging, when working with overseas manufacturing, is generally 

met with high minimum order quantities. On top of that, for whatever 

the reason may be, sustainable packaging items seem to be scarcer 

(or perhaps less important to their consumer) in that por tion of the 

world. That means higher costs associated with the switch and high 

enough costs that could be out of reach for some smaller/star t-up 

companies. I think the important thing to keep in mind is that we are 

constantly moving towards sustainability step by step, even if it takes 

time. If perhaps biodegradable poly bags are out of financial reach, 

for now, consider instead replacing the poly bags entirely and using 

something such as tissue paper instead, that is of course made from 

either wood fibres or recycled materials-making it both eco friendly 

and compostable. 

3. ONLY RELEASING TWO FULL SEASONS PER YEAR 

- Despite the constant pressure to design more, more and more - we 

aim to not release more than 2 actual seasons per year and within each 

collection, they remain very modest in size. With collections ranging 

from 16-30 pieces at most, we remain greatly under the average in 

comparison to most other online stores. This is something that is 

becoming increasingly popular with eco-conscious labels, the general 

understanding that less is more. There is an unwavering pressure from 

the consumer to see new products. As the designers and owners of 

such companies, we of ten ask ourselves, how do we keep their interest 

without giving them “more?” My answer to this is introducing them 

to the products they already love but with new introductions - Let me 

explain… One way we’ve been able to reach new audiences organically 

is through working with influencers and women we admire/with similar 

values. Doing collaborations with these great women and reintroducing 

the product to our existing consumer, through the presentation of 

our muses. This of ten makes the product feel fresh and again more 

exciting. Another idea to keep in mind is if something does poorly 

online in terms of selling - consider repurposing it and trying to sell it a 

second time. For example, I have these inexpensive tote bags I recently 

listed online, I thought they would do well and the MOQ (minimum 

order quantities) was very high with this specific manufacturer I used. 

Instead of disposing of the units, one way I could consider repurposing 

them is to experiment by tie-dyeing or hand painting them to give 

them a fresh feel without reproducing again and wasting resources/

materials/labour.

4. SOURCING MATERIALS FROM MARKET - We do not 

contribute any additional emissions from textile creation as we only 

design from an existing market fabric or deadstock materials. This is 

an important topic to touch on because it is a bit rare. As a designer, 

we need to create one of kind unique garments and very of ten the print 

plays a large role in this creation. It can feel limiting to not be able 

to reproduce one of a kind textiles but it truly is the more sustainable 

method. Going back to the issue of MOQ, textile manufacturing 

companies prefer to not work with small companies because they 

feel it ’s almost not worth their ef for t if it ’s below a cer tain cost and 

production amount, forcing companies to produce more than their 

actual need and leading to wasted materials that end up trashed and 

in landfills. On top of this, due to printing techniques most commonly 

used in the industry, it ’s most cost-ef fective to print on textiles that 

have a poly base (the worst textile composition for sustainability) as 

opposed to cotton/linen and organic natural fibres (the best option for 

sustainability). Here again, you see there is a massive issue to conquer 

and the smaller the company, the larger the battle seems. Though it 

may not be possible to avoid poly -based textiles 100% of the time, the 

goal is to remain conscious about the use of such textiles and take 

ef for ts to improve company ef for ts whenever possible. 

5. INCLUSION - In addition to this, we strive to cast and collaborate 

with women and models of all cultural backgrounds and identities and 

challenge the boundaries about the traditional ‘beauty standards’ 

that leave most feeling excluded and unwanted in this industry. Over 

the course of the past 2 years, the industry has taken to this and 

provided an extreme change in casting and size inclusion. We have 

begun of fering a more inclusive size range for our customers, with 

cer tain styles being of fered in XXS to 3XL. I think it is very important 

as designers to understand there is really no such thing as ‘one size fits 

all’ and to spend the time perfecting and understanding the technical 

fit elements of all sizes provided in the expanded size scale. 

6. BRIEF RECAP OF SUSTAINABLE EFFORTS FOR 

BRANDS: 

1.Implement sustainable shipping.

2.Avoid Overproduction. 

3.Add products that support sustainability.

4. Consider Repurposing Products that don’t sell. 

5. Avoid Textiles made from Poly, whenever you can.

6. Make small and consistent steps towards Sustainability. 

7. Keep Inclusion in mind.  

It is our duty and responsibility to improve our ef for ts on a global level 

and it has been proven that the contemporary consumer quite literally 

wears their ‘values on their sleeve’. I urge you to take the steps you 

can, dedicate yourself to the progress and remain as transparent as 

possible about the journey.”
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MODELLED BY TATIANA MARIE @SADSAMO, PHOTOGRAPHY BY DYLAN AUSTIN @DYLAN_AUSTIN_E, STYLING BY JORIEN GREEN 
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THE SUSTAINABLE 
PIONEERS OF THE 
UNDIE-WORLD...

WORDS BY GEORGINA CARTWRIGHT

Just as nocturnal nights at clubs have been replaced with 

the solace of sleepy bedrooms, looks in all their glitz and 

glam have been replaced with uber-sexy undies...

In the upcoming feature, I’ll be exploring the new 

undie-world scene by diving into three leading brands 

specialising in sustainable underwear. I can promise that 

by the time you finish reading this, you’ll want to galavant 

around in your pants all weekend - and so you should! 

What else is there to do?

Sugar and Spice  and all things nice. Sugar N Spice  is a 

one-woman slow fashion brand based in the heart of East 

London. Specialising in sweet, simple designs, emblazoned 

with tasty prints including cow, cherry and fruity, Chey’s 

designs belong on everyone’s bodies. If I had it my way, 

I’d keep them my little secret, but I guess the cat’s out of 

the bag - enjoy!

Chey originally star ted out on Depop selling thrif ted 

and handmade clothing. Aware that her made-to-order 

designs were becoming increasingly popular, Chey saw the 

opportunity to go into business. “I thought ‘if I can make a 

living doing this it ’s a win-win’ and I haven’t looked back 

since!” Chey said.

Sustainable, ethically made, sexy...  Sugar N Spice tick 

every box on a conscious consumers dream list. As well 

as making impactful consumer choices, Chey wants her 

customers to be excited when they receive their  Sugar N 

Spice  product and to feel “confident, empowered and the 

best version of themselves when they wear them.”

Chey has only recently ventured into sewing and selling 

lingerie. “I really dislike clothing for cold weather, 

so thought last winter was the perfect time to drop an 

intimates collection,” Chey began. “I really enjoyed 

creating it so I want to try and release one every month 

along with my other drops, although it’ll be a hella load of 

work!” she added. Sugar N Spice  is setting an example for 

upcoming lingerie and womenswear brands not just due to 

her dedication to becoming 100% sustainable with the use 

of recycled fabrics, but by being af fordable to all markets. 

“ It ’s important to me that I don’t price anyone out but I 

do want to be a brand built on good quality,” Chey noted 

before adding that her stance as a one-woman show is the 

main reason she is able to of fer such prices.

“As I grow my prices will have to change to accommodate 

bringing other people on board, but I still hope to keep 

my products af fordable,” Chey noted before adding, “I do 

support other brands that have higher price points as I 

understand the work that goes into owning a brand.”

Ready. COR-SET. Go! By Ella May is a series of conscious 

corsets and matching frilled knickers that instantly 

transport owners into an ethical era. Ella launched her 

business in November, repurposing vintage and discarded 

textiles into boned underwear and making garments that 

are limited in cycles but not passion. “I was supposed to 

be studying Contour (underwear design) at London College 

of Fashion but deferred my place due to Covid, rented a 

studio and began my own brand,” Ella enthused. 

By Ella May  garments are uber limited, and not because 

Ella nags a set of her own with every collection she drops, 

it ’s because Ella is dedicated to only making small runs. 

“I believe it ’s really important to love and be passionate 

about the garment you’re selling,” she began. “If you’re 

producing it solely for money then what’s the point?” she 

questions.

Ella is infatuated with the fabrics and patterns she uses, as 

are her customers, and tells us that fabric sourcing is her 

favourite par t of the job as well as the 3-5 hours that is 

dedicated to making an item.

Her whimsical yet complex corsetted designs aim to 

redefine what it means for a woman to wear them. Ella 

turns corsets from a symbol of oppression to liberation and 

is also looking at making masculine corsets or waistcoats 

too, venturing into the open space that is sustainable 

male intimates. Ella has strayed from fast fashion due to 

the exploitation of workers. “I hate that (predominantly 

women) are mistreated and forced to work for hours and 

hours in unsafe conditions of ten manufacturing textiles 

with extremely dangerous chemicals. It ’s the greatest 

cost of fashion and no garment is worth that. Especially 

when there are so many other cheap options like Depop or 

charity shopping available.”

Ella strives to be par t of the conversation that it ’s possible 

to create clothing with little negative environmental 

impact. How? Ella suggests we just slow down and change 

the way we consume, whilst protecting vulnerable workers 

by providing total transparency in the supply chain. “I 

want to teach people the power they have (as a consumer) 

in creating the future of fashion through voting with their 

money,” Ella pleaded.

Finally, welcome the angel of subtly racy, par tly lacy 

underwear -  Millie Jane . Having made the journey all 

the way over from clothing and swimwear to put her halo 

stamp on intimates, Millie is now known for creating 

knock-out collections that last no more than 10 minutes. 

Both Olive and I have been trying to get our hands on 

her designs for months! Millie Smith began her business 

whilst studying fashion design at the University of Leeds. 

With a sewing machine already comfortably at home in her 

student room, and many uni nights out ahead, it was only 

right natural Millie began making her own tops. “I didn’t 

intentionally set out to star t a business,” she said. “I had 

loads of fabric lef tover that I thought I would try and sell 

them on Depop,” Millie added.

At the time, very few sellers were selling their own 

designs on the platform. As a pioneer of the few, Millie 

accumulated a large following and set out on what would 

be a very successful independent business specialising at 

first in bandeaus. Now, five years on, Millie continues to 

hand-make her designs from her East-London home, and 

with such a roaring business we envision her patterned 

panties bursting from every window! “I design things that 

I genuinely love and want to wear myself,” Millie noted 

before adding, “It is so important to me that I love the 

clothing I make and as my style changes my brand has 

also evolved.”

It’s no surprise that everyone’s going crazy for some of 

Millie Jane’s lovely lingerie. Personally printed fabrics 

using eco-friendly inks, elastics and lace from fellow 

independent businesses, and sustainably sourced materials 

all come together in wondrous garments hand-sewn with 

the blood, sweat and magic of either Millie herself or her 

seamstress. Millie is forever grateful for the conscious 

community blossoming around her that helps her, in 

return, to flourish. “People are becoming more aware of 

how harmful the fast fashion industry is,” Millie began. 

With the goal of being a brand known to everyone’s undie 

drawers. 

Millie promises to uphold her core value of being a brand 

that is always committed to being fair, sustainable and 

ethical whilst making incredible lingerie and swimwear.   

Swimwear? Well, that’s a topic for another issue I think.

“YOU’LL WANT 
TO GALAVANT 

AROUND IN YOUR 
PANTS ALL 
WEEKEND”
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FIVE LESSONS TO INSPIRE NEW 
CROCHET BUSINESS OWNERS...

NETWORKING IS KEY. I work 
through Instagram so when I first star ted, 
I searched up a bunch of crochet creatives 
using hashtags and star ted to connect with 
them (follow them, comment on and re-share 
posts). It doesn’t come as a surprise at all 
but there are so many kinds and supportive 
people in the IG crochet community. There’s 
bound to be someone to answer a question 
you have about crochet or promote your work 
or your business as a friend and mutual. 

SETTLE ON A DISTINCT VOICE. 
Style is important. Make what you like and 
what you believe fits your image/vibe/
energy. For example, I’m super into yin yang 
and check patterns and not so much into 
texture (I use very basic crochet stitches) 
so a lot of people in the crochet community 
know me for my patterns and bright colour-
work rather than for intricate designs (like 
lacework) and texture. It ’s a win if someone 
comes across your work without even looking 
at your Instagram handle and immediately 
recognises it as yours. It ’s how you attract 
a steady flow of clients - they can’t get your 
pieces anywhere else because it is unique to 
you.  

EVERYONE STARTS AT SQUARE 
ONE. It ’s easy to look at everyone else who 
sells out in minutes when they release a drop 
or those who have a waitlist full of clients and 
wonder to yourself: Is star ting this business 
even worth it? Am I good enough? The fact of 
the matter is that everyone star ts at square 
one. Everyone has been just as daunted as you 
are. It ’s of tentimes through hard work that 
creatives star t making a name for themselves 
and star t selling work to clients. Try not to 
compare yourself to everyone else; your 
attention should be focused on your work.

YOUR SUCCESS IS DIFFERENT 
FROM THE UNIVERSAL 
DEFINITION. Just because you only 
sell a few items every month doesn’t mean 
you’re unsuccessful. The universal definition 
of success for a business owner is usually 
profit. How much did you make? How much 
did you sell? How many followers do you 
have on the platform you work of f? I think 
if a lot of us hung onto that definition, 
you’re not really seeking your own self-
fulfilment when running a small business. 
Maybe your definition of success is someone 
leaving a super nice review over DMs when 
they receive what they ordered. Success 
develops in baby steps and does not happen 
immediately. I think getting too bogged 
down on the numbers and focusing less and 
less on your craf t (and what you love) is very 
counterproductive. 

DON’T UNDER SELL YOURSELF. 
Unlike knitting, there is no machine or tool 
that can replicate crochet stitches. It is all 
made completely by hand, each stitch is 
meticulously put together to create the final 
garment. Therefore, please don’t undersell 
yourself. Your work takes time and I think 
that should be known in the price of your 
product. 

Choosing to price your items low is actually a 
disservice to yourself as well as a disservice 
to other creatives. It ’s a societal issue and 
promotes the idea that clothing shouldn’t 
cost more than a set amount. Instead of 
emulating the idea of slow fashion (which 
crochet in and of itself is), it gives into 
fast-fashion principles. Clients who don’t 
understand how much time goes into crochet 
and don’t wish to understand it will always 
say your price is too high. That’s okay because 
plenty of other people out there understand 
that your practice is slow, ethical and 
sustainable and are willing to support you. 

@REDBEAN.CROCHET
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 MODELLED BY ANNA HOU, WEARING THE @REDBEAN.CROCHET YIN YANG JUMPER
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ESTRID:
‘THE VEGAN SELF-CARE BRAND CHALLENGING 
STEREOTYPES ABOUT RAZORS, SHAVING AND 
BODY HAIR’
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WHAT DOES ESTRID MEAN TO YOU?

“Estrid is a self-care brand for women; all about 
making shaving a bit more convenient. From the 
star t, we wanted to build a company that was not 
just about selling stuf f but could make a dif ference 
as well and add a bit of sparkle to boring, everyday 
things too!”

WAS BEING A BRAND WITH A SUSTAINABLE/
VEGAN-FRIENDLY ETHOS TOP OF THE LIST 

WHEN STARTING OUT?

“Yes it was. I think that’s the only way forward for 
any new company.”

AS ESTRID EVOLVED, HOW DID YOU ENSURE ITS 

CARBON FOOTPRINT REMAINED SMALL?

“We still have some way to go but we are getting 
there. First of all, our handle and holder are made 
of durable steel which means they have a longer life 
than their plastic relatives. Our packaging is made 
from recycled material and is also 100% recyclable. 
Right now we’re working on a recycling program for 
our car tridges that we are very excited about!”

WHAT HAS BEEN THE MOST EXCITING PART ABOUT 

ESTRID’S JOURNEY SO FAR?

“The amazing people I get to work with and encounter 
every day. I have met some incredible people with 
outstanding talent, energy and ideas. Of course our 
community too - they make sure we continue to learn 
and improve every day, it means the world to me.”

HOW DOES ESTRID HOPE TO STAY ECO-CONSCIOUS 

IN THE FUTURE?

“We try to stay curious and on top of things and 
always acknowledge that we're not perfect. It ’s all 
about continuous growth. We want to be a little bit 
better than we were yesterday.”

DID YOU RUN INTO ANY CHALLENGES WHEN IT CAME 

TO REMAINING SUSTAINABLE ALONGSIDE SUCH A 

HUGE GROWTH?

“I would say there are two sides to this - operating 
at this scale cer tainly means a huge responsibility. 
On the other hand, the scale also gives us more 
possibilities. We can get more funding for sustainable 
business solutions and as our company grows so does 
our voice in negotiations we can now push for more 
sustainable practices.”

AS YOU GAIN MORE SPACE AND A BIGGER 

FOLLOWING, DO YOU FEEL A GREATER SENSE OF 

RESPONSIBILITY?

“We have always felt a responsibility towards 
our community. It doesn’t really matter if we are 
reaching hundreds, thousands or millions of people. 
Every voice matters and one single voice can have a 
tremendous influence, it is always important.”

DO YOU HAVE ANY TOP TIPS FOR ANY SMALL 

BUSINESSES WHEN IT COMES TO GROWTH AND 

BEING HEARD?

“Find your ‘thing’. That special little something that 
makes your company unique. Surround yourself with 
people from dif ferent backgrounds that have other 
skill sets and passions than you. Always stay humble 
and curious.”

WHAT DOES THE FUTURE LOOK LIKE FOR ESTRID?

“In a couple of months, I will be able to tell you 
more… ;)”

YOUR REUSABLE RAZORS ARE CRUELTY-FREE AND 

VEGAN - WHAT IS THE DESIGN AND CURATION 

PROCESS BEHIND THIS BESTSELLING PRODUCT?

“It star ted with myself and my co-founders Ben 
and Alan, in close collaboration with designers and 
engineers. We also bought a small 3D printer and 
star ted printing to be able to make sure the designs 
felt great.”

HOW DO YOU MAINTAIN CIRCULARITY IN YOUR OWN 

PERSONAL LIFE?

“I recycle and I love shopping second-hand! Most of 
my clothing and the things I buy for my home are 
pieces I found in vintage stores. I’m obsessed with 
trying to find unique items.”

ARE THERE ANY SMALL BUSINESSES OR SLOW 
FASHION BRANDS YOU ARE REALLY DIGGING FOR 

RIGHT NOW?

“They may not be so small or by definition slow 
fashion but I would really love to get a set from 
Pangaia. It ’s the perfect working from home 
outfit. Their approach to materials and creative 
communication is exciting.”

WHAT WOULD BE YOUR DREAM COLLABORATION?

“Spice Girls. I’m still a 90s girl at hear t.”

WHAT IS YOUR ABSOLUTE FAVOURITE PRODUCT 

FROM YOUR RANGE AND WHY?

“The Estrid razor, my go-to colour is Space!”

STAYING ECO-CONSCIOUS AS AN  EVER-GROWING BRAND: A CHAT WITH 
ESTRIDS CO-FOUNDER, AMANDA WESTERBOM...

“EVERY VOICE MATTERS AND ONE SINGLE VOICE CAN HAVE A TREMENDOUS INFLUENCE”
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WHAT IS SOJO AND WHAT DOES IT MEAN TO YOU?

“Sojo is on a mission to make the fashion industry circular by making 

clothing alterations and repairs mainstream. We connect customers to 

local seamsters through an app and bicycle delivery service so that 

getting your clothes fixed or fitted is an easy and hassle-free process. 

From a holistic viewpoint, it means a lot to me because I can foresee 

what kind of environmentally positive and culturally positive impact it 

can have in the sustainable fashion sphere. But also, ask any founder, 

from a personal standpoint it means everything to me because it ’s 

literally like having an actual baby that you’re entirely responsible 

for.”

HOW DO YOU HOPE TO CHANGE THE WAY CONSUMERS DRESS 

AND MAKE SECOND HAND MORE ACCESSIBLE?

“Where do I star t! Well, I suppose from the perspective of second-

hand, the idea for Sojo came about from the fact that I myself, was 

shopping second-hand clothes all the time but would constantly find 

things I loved that weren't my size. I did nothing about it because I 

didn’t know how to sew and found going to a local seamster was too 

much time and ef for t. So, I created Sojo with a fundamental aim of 

reducing sizing restrictions when shopping second-hand – given that 

you’d be able to tailor your clothes to your size with a few simple 

clicks on your phone. In a broader sense, I hope that Sojo will help 

to slow down fashion consumption. By making tailoring and repairing 

your clothes mainstream, we’re helping to create a culture which is all 

about appreciating and loving your clothes for longer.”

SOJO IS TOTALLY RESHAPING A NEW WAY OF DRESSING FOR A 

NEW GENERATION. HOW EASY IS IT TO SOJO A PIECE?

“It’s incredibly easy! (And I’m not biased at all). The process is quite 

straight forward and simple; you go on the app, you type in your 

postcode and then are shown your local seamsters and you select which 

one you want to use. Then, you put in what you need done by selecting 

from our list of items and the our list of alterations of repairs that we 

of fer. For getting the correct sizing when we alter your clothes we ask 

that we also collect an item that fits you perfectly for the seamster to 

match the sizing to, otherwise you can pop a pin in your item by the 

amount you want it taken up or in. 

You add as many items to your basket as you want and then check-out 

by scheduling a collection date and time from our list of available 

options. Your clothes should be back with you within about 5 days of 

them being collected, completely fixed and fitted. And voila!”

WHY DID YOU FEEL SOJO WAS NEEDED AND A STEP FORWARD 

FOR A MORE INCLUSIVE, CIRCULAR FASHION DIRECTION?

“Sojo was needed because the industry for repairing or altering your 

clothes hasn’t changed since the 1800’s and it was a sector untapped by 

convenience and technology. In an age where young people have most 

things at the finger tips, I felt that unless it was made incredibly easy, 

there would be this really important and impactful aspect of circular 

fashion that wasn’t being given a proper seat at the table.”

WHAT’S YOUR TOP SLICE OF ADVICE WHEN IT COMES TO TAKING 

THE LEAP AND PUTTING YOURSELF AND IDEA OUT THERE?

“I think deeply understanding the market and whether your business 

has a unique proposition that is really needed by consumers. A great 

way to discover this is by a deep dive into market research. This means 

surveys with customers (I recommend reading the book ‘The Mom Test’ 

before doing them) and also a ‘research project’ style repor t on the 

wider market and what the press is saying and what consumer trends 

are rising and whether you fit into that narrative. Once you truly 

understand and undeniably know the market you’re entering into, and 

that your solution is really needed, it gives you a lot of confidence for 

pursuing your idea and knowing that you need to be the one to do it 

asap.”

WHY WAS SECOND HAND SIZING ISSUES SUCH A KEY ELEMENT 

IN THE BIRTH OF SOJO?

“Well, I suppose it was personal frustration. I’d find a pair of trousers 

on Depop that I loved but then the waist would be the wrong size and 

there are no sizing options because it ’s a one-of f vintage piece so I’d 

be really disheartened. I realised that if it was a problem for me as an 

avid second-hand shopper and second hand shopping was on the rise, 

that would mean that it was probably a problem for so many other 

people. A widespread and growing problem requires a much-need and 

scalable solution, which was such a crucial driver in the creation of Sojo 

as a convenient and scalable idea.”

YOU’RE MAKING MOVES IN THIS INDUSTRY AND ARE HELPING 

TO MAKE TAILORING MAINSTREAM, HOW DOES THAT FEEL?

“It feels incredibly exciting and incredibly stressful all at the same 

time. I truly believe Sojo could have such a significant impact in making 

the fashion industry circular but that comes with a lot of responsibility. 

I just want to make sure I do the idea justice and really execute it in 

the right way so that it can be the best version of itself and make the 

biggest change and impact that it can.”

WHAT ARE YOU GOING TO SOJO NEXT? 

“I’m actually excited to find out myself! I’m going to get out my big 

bag of ‘summer’ clothes soon that spend half the year in a bag under 

the bed and it ’s going to be so great to re-discover what is in there and 

what deserves some TLC. Now that Sojo has launched I look at my clothes 

in a completely dif ferent way, something not fitting me perfectly isn’t 

really an option anymore – I’m now addicted to tailoring.”

PEOPLE WANT FAST AND EASY. DO YOU FEEL BEING THE 

‘DELIVEROO FOR CLOTHING ALTERATIONS AND REPAIRS’ IS 

NEEDED?

“Yes definitely. Making it easy was such a core value of the business 

because I believed that was the greatest barrier to people not altering 

or repairing their clothes. In the age of the convenience economy, being 

a simple and easy process was crucial for us.”

WHAT’S BEEN THE MOST REWARDING PART OF THE JOURNEY ?

“It’s quite cheesy but reading the reviews from our customers of the 

process working and seeing images of the repairs and alterations 

that have been done gives me so much motivation and happiness, it ’s 

unreal. Seeing my  vision come to life and actually work has been really 

incredible and I’m very very proud of that.”
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‘ C E L L U L A R  A S C E N S I O N ’

CREATIVE AND ART DIRECTION BY @LEZANNEVIVIERS & @LOUW.77, STYLING AND PRODUCTION BY @LOUW.77 & @MICHAELARICHMOND, 
MODELLED BY @TEEPEEMAFOKS, @THEREAL.ANNAH, @LAMPOSTSA, @LAMPOSTPEOPLE & @FANJAM_MANAGEMENT, JEWELLERY BY 
@JAMES_BARRY_ X VIVIERS COLLABORATION WITH @NUTCASESTUDY & @PHILIPPAGREENJEWELLERY, PHOTOGRAPHY ASSISTANCE BY 
@VANTHEPHOTOGRAPHERMAN, STYLING ASSISTANCE BY @MICHAELARICHMOND & @KUTLWANO.HLOMUKA, MAKE UP BY LIZ VAN DER MERWE FOR @VIVIERS.STUDIO
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PHOTOGRAPHY BY CHRIS PHILLIPPS @HERR_PHILLIPS, MODELLED BY ZOEY LEE @TRANSNORMALCY FOR @APHRO_THENE

HOW HAVE YOU LEARNT TO FOLLOW YOUR OWN WAY AND 

ACCEPT YOURSELF FOR YOU? 

“I cannot name a date, it was more of a slow process of 
years and I’m still learning. Accepting myself for who I am 
was never the big problem, I was always a little dif ferent, in 
all aspects of life. Although I always kind of liked myself, it 
still was a big struggle at times to defend myself because my 
environment didn‘t always accept my ‘otherness’ or weirdness 
so much. Learning to follow MY way was the bigger issue. I 
wholeheartedly believe in my way but of course, I sometimes 
wonder or worry. 
If you don‘t follow the regular road, you don’t know the outcome 
and sometimes a little par t in me finds that scary. I remember, 
I don‘t want to know the outcome, I want my life to be an 
adventure. I love my family and they are really supportive but 
they don‘t really understand what I do or how I live my life, 
so learning to follow my own way mostly meant setting myself 
free from the more conservative (if well meant) things I was 
raised up to believe.”

WHERE DOES YOUR CONFIDENCE COME FROM? 

“That‘s a tough one to answer! I can only speak for myself 
- for me it comes from many things. From experiences and 
overcoming pain, age, a healthy social environment, personal 
successes and so on. I‘m 28 now and the past 15 years I have 
become so much more confident, it ’s not only ageing itself but 
it helps. Most young girls are insecure and social media and its 
constant comparison doesn‘t really help with it. As measured 
by my confidence, I look forward to getting older and wiser.”

YOUR PIECES ARE ECCENTRIC AND STAND OUT FROM THE 

CROWD, DO YOU THINK THERE IS A CERTAIN TYPE OF PERSON 

WHO WANTS TO WEAR THEM? 

“I do! But seriously, I’m open to anyone purchasing my pieces 
and rather find out what types of people like to wear them. 
The more extraordinary pieces are bought from dancers, 
performers and people of the LGBTQ+ community and people 
with the confidence to ‘pull it of f’. Maybe people like me, who 
like glittery and sexy things? What do I know haha! I also do 
more street-wear-ish pieces which a lot of techno par ty goers 
like to wear and people who are into fashion, that you can‘t get 
around every corner. This ‘dressing up’ aspect that everyone 
is free to express themselves, is one of the things I love about 
the techno community. It aligns well with my designs in that 
matter.”

DOES SLOW FASHION ALLOW PEOPLE TO EXPRESS 

THEMSELVES? 

“It is quality against quantity. Fast fashion pieces may be 
cheaper so you can buy and have more to ‘express yourself’ 
or follow trends but (most) slow fashion brands are more 
expressive and unique in their looks by themselves, besides 
from the ethical aspects. Also, even with a few pieces you really 
like and some basics you can wear countless combinations. 
Nowadays, I prefer to have a few unique slow fashion pieces 
that I really love and want to wear for several years (not just 
the season it ’s trendy in) rather than buying mountains of 
cheap clothing that satisfies me shor t term, but have a price 
tag of cheap labour on it and reshapes or decolours af ter 3 

washes.”

HOW  DOES IT FEEL WEARING PIECES YOU MADE YOURSELF? 

“From what I have heard, confident and beautiful! This really 
warms my heart because I want people to feel like goddesses 
and gods in my garments. I think the PVC and leather pieces 
have an ‘armour character’ through their thickness and 
stif fness, which makes me feel like a warrior queen.”

WHAT DOES COURAGE MEAN TO YOU AND HOW DO YOU APPLY 

IT TO YOUR BRAND? 

“Courage to me, means doing things that feel right but are 
scary. Leaving the main road can be daunting, I get that, but 
I think it is important to overcome fears because you feel so 
empowered when you’ve mastered them. It makes you grow into 
a version of yourself that is prepared for bigger struggles and 
bigger goals. If you don‘t feel like ‘leaving the main road’ and 
want to live a more regular life, this is totally fine too. People 
are dif ferent, as are their desires.”

DO YOU THINK IT IS HARD TO BE AUTHENTIC IN TODAYS 

SOCIETY? 

“Hm, I guess it is easier than in all previous historic episodes 
since we are more free to wear what we want. We are living in 
a time of individualism where everyone seeks to stand out from 
the crowd and represent themselves almost narcissistically on 
social media. I totally count myself in there, with every selfie 
you post of course you seek some kind of approval or want 
to shape an image of you but also through social media and 
globalisation you now can see like everyone and compare 
yourself to everyone. On a planet with nearly 8 billion people it 
is impossible to not find someone who looks like or does things 
that are a little similar to you. That’s fine, you can live your 
true self and find like-minded gals.”

HOW HAS YOUR PERSONAL STYLE DEVELOPED AND DO YOU 

APPLY IT INTO YOUR CREATIONS? 

“It’s hard for me to think of my one personal style because I 
think that I dress in dif ferent styles, according to how I feel that 
day. I’ve always loved extravagant fashion for as long as I can 
remember and always loved dressing up… still do! The aspect 
of slipping into dif ferent roles and mindsets with the dif ferent 
styles. I apply my personal taste on my brand and creations, it 
is not what I wear everyday but with my pieces I let my fashion 
fantasies come to life. ‘Ar t to wear’, so to speak. 

Fashion to me, is a lot about fun and enjoyment, rather than 
pure practicability. Why should‘t fashion be fun? Life is tough 
enough! So, I like to make beautiful things with it to distract 
from the sad and boring aspects of life.”

WHAT DOES IT MEAN TO BE ‘COOL’? 

“I never felt cool growing up but now I don‘t really care anymore 
how people I don‘t know perceive me… maybe that is it? Just 
doing your thing and not to caring what others think of it. I 
still have countless anxieties, don‘t get me wrong! Just ‘being 
cool’ isn‘t one of them anymore. Your friends and family, the 
people who are really important, don‘t care about your coolness 
either.”
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@SHOPREPUGNANT
REDEFINING FASHION

WHAT DOES THE WORD REPUGNANT MEAN TO YOU 

AND WHY DID YOU NAME YOUR STORE AFTER IT?

“Sometimes when I’m wearing something a bit ‘out of the box’ 

or interesting, I find that I get a lot of weird looks or double 

takes, something a lot of alt kids can probably relate to. While 

this would once make me feel uncomfortable or self conscious, I 

am now not only comfortable with the extra attention but I have 

learned to reclaim and redefine what those dir ty looks mean to 

me. They mean I’m doing great and that I look great. In the same 

way I have redefined what the word repugnant means to me, it ’s a 

symbol of individuality, uniqueness and doing great.”

HOW ARE YOU REFINING A WORD THAT HAS SUCH A 

NEGATIVE MEANING?

“I choose to view the word repugnant as revolutionary or unique, 

rather than disgusting or of fensive because to those who don’t 

have an open mind, almost anything that strays from the 

mainstream culture can be considered of fensive or unacceptable. 

In this way, repugnant represents embracing the diverse and 

keeping your mind open.”

YOUR BRAND IS POTENTIALLY HELPING PEOPLE BECOME 

THEMSELVES AND MAKING THEM LESS AFRAID OF WHAT 

OTHERS MAY THINK, DOES THAT FEEL GOOD?

“When a piece that I find is treasured by its new owner and helps 

them feel confidently themselves, it really does make me so 

happy. I love seeing my customers rock their new garms, they’re 

all so cool. 

As someone who has always shopped in thrif t stores because I 

could rarely af ford new clothes, star ting a Depop shop has also 

allowed me to gain confidence in myself and my fashion sense. 

Af ter shaking that old shame associated with second hand clothing, 

I can now embrace its unique (and sustainable!) beauty. It makes 

me so happy that I may be helping others to feel that way too.”

HOW DO YOU PUSH FASHION BOUNDARIES?

“Like most, I struggle with self-image and confidence but I find 

it helps to keep in mind that for tune favours the bold and I 

love to express my boldness through my fashion choices. I push 

boundaries by not asking permission for what I want to wear and 

allowing myself to experiment with what I like. It ’s important to 

remember that something doesn’t have to be trendy to be cute. 

Wear what makes you feel good.”

WHAT ELSE WOULD YOU DESCRIBE AS ‘REPUGNANT’ IN A 

GOOD WAY?

“Being uncomfortable. Like every motivational speaker ever, I 

also believe that everything you seek lies outside your comfort 

zone and feeling uncomfortable is actually a good opportunity for 

growth. Rather than avoiding discomfort, you should pursue it.”

HOW HAS THE DEFINITION AND MEANING BEHIND THE 

ADJECTIVE CHANGED FROM THEN TO HOW YOU VIEW THE 

TERM NOW?

“Being able to redefine the word Repugnant for myself has given 

me all the confidence I needed to embrace my individuality. To 

me now, Repugnant means unapologetic authenticity and being 

unafraid to be yourself, despite the glares you may receive.”

DO YOU THINK IT MAKES RUNNING A SHOP MORE 

CHALLENGING WHEN IT HAS A NAME WITH A NEGATIVE 

CONNOTATION?

“Actually the opposite! I love having my shop name being one 

word and an interesting word at that. It allows me to give my 

shop a theme. People are mainly intrigued by the meaning of 

repugnant or it ’s actual definition. I’ve surprisingly never noticed 

any adverse impact by having a ‘negative’ adjective as a name.”

HOW DO YOU MAINTAIN AUTHENTICITY AND STANDING 

OUT IN A SPHERE FULL OF MAINSTREAM TRENDS?

“I usually go by the simple rule of if “I wouldn’t wear it myself, 

don’t buy it to resell”. I think that allows me to stay true to my 

own fashion sense and not get sucked into trends that I don’t 

actually ‘like’. It ’s easy to star t down the path of wearing things 

to fit in, rather than to express yourself which is far from what I 

am looking to achieve with my shop.”

IF YOU COULD ONLY DRESS IN ONE SPECIFIC STYLE OF 

CLOTHING FOR THE REST OF YOUR LIFE, WHAT WOULD YOU 

CHOOSE?

“Definitely early y2k. Something about the nostalgia and the way 

I adored the icons of the early 2000s when I was younger has given 

it a permanent place in my heart. The low-rise jeans, everything 

being bedazzled and kind of tacky and pink... amazing. Give it 

all to me!”

HAS DEPOP ALLOWED YOUR BRAND TO FLOURISH INTO ITS 

TRUE SELF WITHOUT FEAR OF JUDGEMENT? 

“Definitely. I love the app and the community. It has provided me 

with a dreamy customer and following base. It ’s also so amazing 

being able to interact with and be mutuals with creatives just 

like me. Another perk of having a Depop shop is having an ever 

evolving wardrobe and being able to buy clothes that I will keep 

for a few months and then pass on to the next person to love.”

HOW DO YOU HOPE YOUR CUSTOMERS FEEL WHEN THEY 

WEAR A REPUGNANT PIECE FROM THE SHOP?

“Sometimes when my clothing suits me really well and I’ve put 

together a good outfit, it feels like a kind of armour. I hope they 

can feel that brand of confidence. The feel-like-the-main-character 

type of confidence. There would probably be no higher reward for 

me than that, helping people feel at home within themselves.”

WHAT IS ONE LIFE MOTTO YOU WERE GIVEN THAT YOU 

WISH YOU HAD KNOWN SOONER?

“I wish I knew that ‘cool’ doesn’t look like one set thing in 

par ticular. Anything is cool if you decide it is. Embrace yourself, 

especially the par ts of yourself that make you stand out from 

the crowd. It ’s cool to be dif ferent and to have your own journey 

that is dif ferent to others. Embrace your dif ferences. Own them. 

They’re cool.”
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@AXELLE.DUFRESNE
THE OVERNIGHT ENTREPRENEUR
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DID YOUR BRAND HIT THE JACKPOT AND GAIN 

POPULARITY OVERNIGHT?

“I guess so! My Instagram blew up out of nowhere, I’m 
still in shock with how many people are following me it’s 
crazy!”

HOW DID YOU GAIN SUCH A BUZZ AND LOYAL FOLLOWING 

SO FAST?

“T iktok is definitely where a lot of my followers came 
from. I’ve been making T ik Toks for a while and a few 
went viral. I think just being active on social media really 
helped and utilising all the platforms out there. Doing 
giveaways, keeping my audience involved in the process 
and showing the behind the scenes. I want people to feel 
like they are par t of the journey.”
 
WHAT IS IT ABOUT YOUR BRAND AND YOUR DESIGNS YOU 

FEEL DRAWS IN SO MUCH ATTENTION?

“I like to think of my designs as pieces of ar t, each have 
their own character. The patterns and colours I create are 
bold which is what makes the pieces stand out. I think 
what draws the most attention is the fact that they are 
dif ferent.”
 
WHAT HAS BEEN THE MOST EXCITING ELEMENT TO THE 

PROCESS AND INSANELY FAST GROWTH FOR YOUR 

BRAND?

“The most exciting par t has definitely been when I’ve sold 
out in minutes, it ’s so rewarding and I still can’t believe 
how many people like and support my brand.”
 
HAS FASHION DESIGN ALWAYS BEEN A PASSION 

AND SOMETHING YOU WANTED TO DO?

“To be honest, no it hasn’t. I’ve always been into fashion 
and have always loved clothes but I’ve never had a clear 
idea of what I’ve wanted to do. Having always been 
creative, I did an Ar t Foundation course which then led 
me on to study Fashion Design at uni, although I hated 
it and dropped out af ter 3 months! When I think about 
it, I’ve always had ideas of clothes in my head that just 
didn’t seem to exist and I always thought it would be cool 
if I could design my own. I just didn’t take it seriously, I 
think this was mainly because I couldn’t see a clear route 
to begin this journey.”
 
HOW DO YOU ENSURE YOUR BRAND REMAINS AS 

CIRCULAR AND SUSTAINABLE AS POSSIBLE?

“I want to make a positive impact on the environment so 
being as sustainable as possible is really important to 
me, I do this by saving all my scraps for future projects, 
reducing waste as much as possible, having eco-friendly 
packaging and sourcing deadstock fabrics.”
 
WHAT ARE YOUR TIPS FOR OTHER INDIE BUSINESSES TO 

BUILDING A CREDIBLE, SOUGHT FOR COLLECTION?

“I think the main thing whatever it is you’re doing, is 
you need to make sure it is something you’re passionate 

about. If you love it yourself then there will 100% be 
people out there who love it too! I think your business 
should reflect yourself. Be original and do something 
you haven’t seen someone do before. It ’s easy to do what 
everyone else is doing but actually coming up with your 
own idea is what will make you stand out. Be persistent 
and don’t give up. Having patience and putting your all 
into it and remembering we all have to star t somewhere!”
 
HAVE YOU HAD TO OVERCOME ANY STRESSES YET?

“I think one of my biggest hurdles would be giving myself 
a break haha. I find it really hard to switch of f from it all 
and just let myself have the weekend of f. Without thinking 
of anything work related. It can be very consuming and I 
am still overcoming this as it ’s very much full-time.”
 
WHERE DID YOUR IDEA BEHIND YOUR ‘VISIONS’ RANGE 

SPARK?

“It actually all stemmed from an idea that came to me 
(hence the name). I naturally take inspiration from a lot of 
things which leads me to imagine design ideas in my head. 
I’ve always loved looking at stylistic eras of the past and 
ar t also inspires me massively.”
 
WHAT’S THE BEAUTY OF BEING A YOUNG ENTREPRENEUR 

AND YOUR OWN BOSS?

“No one telling you what to do! Although this can have its 
cons. I think the best par t is that I’m doing something I 
really enjoy and I can take my ideas anywhere. Also the 
fact that it ’s just the beginning is very exciting.”
 
HAVE YOU COME TO TERMS WITH THE FACT YOU BUILT AN 

EMPIRE FROM THE COMFORT OF YOUR OWN BEDROOM?

“It feels quite surreal; I was pretty lost at the star t of last 
year as I had dropped out of uni and had zero idea of what 
I was doing with my life. 

I would have never thought I’d be where I am now running 
my own small business. To think of how far I’ve come in 
such a shor t space of time is pretty crazy. I think I’m still 
quite critical of myself and I’m not where I want to be yet 
but I’m definitely happy with the way things are going.”
 
WHAT IS THE HARDSHIPS OF A ONE WOMAN LABEL?

“It’s stressful! There’s a lot to think about and it ’s very 
consuming. People underestimate how much there actually 
is to do. Creating content and the social media side is a 
whole job in its self and packaging takes much longer 
than you think. You’re constantly having to be on top 
of everything and there’s always a task that need to be 
done.”

WHAT DOES THE BRANDS FUTURE HOLD?

“I would love to expand. It ’s pretty full on at the moment 
as it ’s only me working. I would love to have my own 
studio and get a little team together and be able to bounce 
ideas of f like-minded people!”
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@DANNISGARDEN: 
CATERING FOR ALL SIZES

STYLING AND CONCEPT BY DANELLE GALLAGHER @DANNISGARDEN, PHOTOGRAPHY BYNMACK @MKNOXMEDIA, SET DESIGN BY LYDIA 
@LYDIAGINGG, MODELLED BY JAMIE BULLOCK @JAMIEBULLOCKK  FOR  @DANNISGARDEN ON IG & DEPOP

HOW DO YOU ENSURE YOU CATER FOR ALL BODY 

TYPES IN YOUR SHOP?

“I carry items in all sizes in my shop, at all times. I 

always want to be able to accommodate anyone’s size! 

I know first hand how hard it is to find quality vintage 

in a plus size so I make sure to make it more accessible 

in my shop.”

DO YOU THINK THERE IS A ‘SIZEISM’ ISSUE IN THE 

SECOND HAND SPACE?

“I do but I don’t think it ’s Depop’s fault, I feel like it 

comes from a lack of plus size models on the platform. 

Also, I’ve seen slimmer models, model plus sized 

clothing and labelling it as ‘oversized’ which is a little 

discouraging to see. I feel there could be a little more 

mindfulness to words being used and finding plus size 

models to showcase the clothing.”

HOW COULD OTHER BRANDS AND DEPOP SHOPS 

PUSH THEIR SHOP TO BE MORE SIZE INCLUSIVE?

“Giving more visibility to all bodies. Giving more 

opportunities to plus size, BIPOC, people with disabilities 

and people with dif ferent gender identities.”

DO YOU THINK THE WORLD IS STILL MAKING 

THINGS HARD FOR THOSE IN THE INDUSTRY WHO 

DON’T FIT STANDARD BEAUTY IDEALS?

“Absolutely. There’s definitely been some ef for ts on 

being more inclusive but there’s still a long way to go. 

There’s still groups not being spotlighted. Even though 

more plus size bodies are being shown, they’re typically 

confined to only what is considered to what is the ideal 

plus size body. I wanna see more bellies!!”

HOW DO YOU PUSH FASHION ‘RULES’?

“I wear whatever I feel. I don’t let gender conformity 

limit me.”

WHAT IS YOUR MOST LOVED OUTFIT THAT YOU 

FEEL YOUR UTTER BEST IN?

“Honestly any outfit I’m able to incorporate my crocs into 

is my favourite outfit!”

DO YOU THINK BRANDS ARE BECOMING MORE AND 

MORE INCLUSIVE AND MAKING A GREAT EFFORT TO 

CATER TO ALL SHAPES?

“I can definitely see the ef for ts! I’ve seen some brands 

price the plus size and smaller sizing the same versus in 

the past I would see the plus size clothing be significantly 

more. They’re actually making clothing that are more 

fitting for plus size bodies. I remember growing up a lot 

of the clothing would be fitted to hide my stomach but 

now I can get the same mini skir t and show my belly of f!”

WHAT MAKES YOU FEEL EMPOWERED?

“Seeing someone who looks like me being represented 

and given a platform.”

YOUR SHOP ACTIVELY ENSURES IT’S ACCESSIBLE 

TO ALL BODIES AND GIVES EVERYONE A CHANCE 

TO LOOK GOOD DRESSED HEAD TO TOE IN VINTAGE, 

I BET THAT FEELS EPIC...

“It makes me feel so happy! I love getting messages from 

people saying that they appreciate the dif ferent body 

types they see throughout my shop. Any time I get tagged 

or sent pictures from my buyers in clothes from my shop 

I’m always their biggest hype man! It truly warms my 

heart to know I was able to make them feel seen.”

WHAT DOES THE TERM SELF LOVE MEAN TO YOU?

“It means treating the body you have kindly. Giving 

yourself positive reinforcements even at your lowest. 

Celebrating your body and others regardless of the 

dif ferences!”

DO YOU THINK THERE IS STILL A LONG WAY TO GO 

REGARDNING SIZE INCLUSIVITY?

“I definitely feel like there’s a long way to go but I feel 

very confident that with so many people from dif ferent 

communities that have typically been excluded from 

fashion outlets, speaking out and working to have their 

voices heard - I feel like things will only continue to get 

better. 

HAS THE DEPOP PLATFORM AND SLOW FASHION 

SPHERE CREATED A MORE INCLUSIVE SPACE THAN 

THE FAST FASHION INS DUTY?

“I don’t feel slow fashion is there yet. Plus size vintage 

clothing is not as easily accessible as fast fashion. 

Whenever I do find plus size vintage it ’s usually priced 

higher while fast fashion is providing clothing for plus 

size bodies at a cheaper price.”

WHAT CHANGES ARE YOU NOTICING OR ARE 

HOPING TO SEE SOON?

“I feel there’s been a general ef for t to bridge the gaps 

of inclusivity across the slow fashion sphere. I see 

more ef for ts from Depop by creating a platform for 

marginalised groups. 

I’ve seen other brands work to diversify who models their 

clothing and as well making products that fits all types of 

bodies. While there’s still a ways to go, it gives me hope 

seeing the progress that’s been made so far.”
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SOURTAI BY JESSICA PRASERTSRI OF @SOURTAI, PHOTOGRAPHY BY IZZY MULLEY @IZZYMU11EY, MAKE-UP BY BETHANY ROBSON @BETHSMAKEUP, HAIR BY 
HOLLY GRAY @HARLEYQUORN, MODELLED BY KIANNALEIGH SMITH @KIANNALEIGHSMITH, TILLY ELCOCK @TILLY.CLARE & MILLIE BROWN  @MILLIEHBROWN

 " T R A S H C O R E  F O R  T H E  A N T H R O P O C E N E "
B Y  @ S O U R T A I
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SOURTAI HAS BEEN CHALLENGING 
THE TOXIC ETHOS OF JUNKING 
ITEMS ONCE OUT OF STYLE, 
FEEDING THEIR CHILDHOOD 
FANTASY OF LIVING IN MAD MAX. 
THE ACT OF HAVING TO SCAVENGE 
AND SALVAGE WHAT WAS ONCE IN 
LANDFILL TO CREATE OUTFITS THAT 
WOULD SUSTAIN THEIR PRIORITY 
OF COVERING THEIR BARE SKIN 
FROM THE FIERY HEAT OF THE POST-
APOCALYPTIC SUN. REACHING THE 
LIMITS OF THEIR CREATIVITY BY 
PATCHING AND SEWING TOGETHER 
WHAT WAS LEFT OF THE MODERN 
WORLD. 

THEY BELIEVE THAT NOTHING 
CAN TRULY BE DISPOSED OF, 
HAVING LANDFILL IS SUCH AN 
UNNECESSARY AND OUTDATED 
APPROACH TO WASTE 
MANAGEMENT. THEY FEEL THAT 
WE NEED TO ONCE AGAIN, FIND 
TRUE MEANING AND VALUE TO 
ALL MATERIAL THINGS. HAVE IT 
SERVE A DURABLE PURPOSE THAT 
WILL LAST MANY LIFETIMES. 
KILL THROW AWAY MENTALITY 
CAUSED BY GLOBALISATION FROM 
THE WEST AND ITS EXPLOITATION 
THROUGH CAPITALISM, A BEAST 
SLOWLY DESTROYING MY HOME IN 
THE GLOBAL EAST. 

WORDS BY JESSICA PRASERTSRI
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@FRISKMEGOOD
THE REALITY OF A ONE WOMAN BUSINESS  

HOW DID YOU LEARN THE BASICS AND TOOLS YOU 
NEEDED WHEN LAUNCHING YOUR BRAND?

“I really leaned on YouTube for learning the basics of fashion 
design. With tools, I just worked with things I had available 
to me at the time. When I star ted @friskmegood af ter I 
graduated from university, I was a typical broke collage 
student with no resources or money, just working with what I 
had and what I was able to af ford. Using YouTube as a guide 
helped me along the way to and as my journey went on, 
eventually I was able to af ford the things I needed.”

BEING A ONE WOMAN BUSINESS, DO YOU EVER FIND IT 
A LITTLE LONELY SOMETIMES?

“I was raised an only child so I’ve always bene a ‘one-man-
band’. I’ve never felt the need to have company with me 
when I’m working as I’m most comfortable by myself in 
my studio, in my element and zoned out focusing on the 
designs. Don’t get me wrong though, sometimes it can get 
overwhelming doing everything myself - I can feel a sense of 
loneliness but I’m an ‘extraver ted introver t’! It ’s weird with 
Virgos, we have a lot of things about out personalities that 
contradict each other. For example I’m outgoing but I’m also 
pretty distant. It ’s par t of my brand and I never want to lose 
touch with making and sewing myself.”

HOW DID YOU MANAGE TO LIFT YOUR BRAND OFF 
THE GROUND AND BUILD UP SUCH A BIG, LOYAL 
FOLLOWING?

“You know, on some real sh*t - it ’s really because of Depop. 
Depop is the main reason my brand is where it is today. 
Before, I was only marketing my pieces on Instagram and 
it was hard to get a following outside of Cleveland. Being 
featured on Depops explore page got eyes on my brand. I’m 
not gonna say none of it would have been possible without 
them but they were definitely the push I needed.”

IS THERE MUCH ACCESSIBILITY FOR HELP WHEN IT 
COMES TO THE REALITY OF HOW MUCH HARD WORK 
GOES INTO RUNNING A BUSINESS?

“At the beginning of my journey I tried to seek help from 
local people who already had businesses. I wanted advice 
from them and kind of expected some sor t of help but I 
didn’t get the help I needed. They couldn’t care less about 
this little girl who was trying to sew! I had to figure out 
everything myself. Literally, every little aspect. It was just 
trial and error. I wish there was more accessibility and more 
explicit ways and resources that could help people truing to 
launch their independent business.”

SUCCESS CAN COME OUT OF NOWHERE. WAS IT 
STRANGE ADJUSTING FROM A SMALL LABEL TO A 
LARGELY FOLLOWED ONE?

Yes! Success comes out of nowhere. My transition from 
being an unknown brand to now was quite slow. I’m only 
just getting to the point where I can call myself a successful 
business. Looking back, it seemed like such a long time 
coming.”

JUST HOW MUCH DEDICATION DOES IT TAKE IN ORDER 
TO STAY NOTICED AND SUCCESSFUL?

“There’s not a day where I don’t do something that centres 
around @friskmegood. I never give myself a day of f and 
ever since I began my brand, I’ve been on a binge where 
I just don’t stop. Whether I’m cutting in orders, packing 
pieces, making things, working on the site or editing photos. 
I eat, sleep and breathe @friskmegood, it ’s my life. I wish 
you knew my friends, they’d tell you I never take a break! 
This is my dream, passion and I love it so much that I can’t 
let go of it for a second. I’d definitely say it takes a lot of 
dedication, low-key your whole life!”

WHAT ARE THE CHALLENGES HAVE YOU FACED SINCE 
YOUR BRAND TOOK OFF?

“I’ve faced a lot of challenges. The biggest challenge was 
being self taught and having to teach myself everything. 
The beginning was stressful because I wasn’t sewing things 
correctly, I didn’t really have the right machinery to even 
attempt some of the things I was doing and couldn’t af ford 
many materials. 

Last year, I decided to stop using new fabrics and only 
exclusively use recycled materials. Getting used to criticism 
and people saying they don’t like the things I make is 
something you have to learn to ignore. A challenge I still 
have is just trying to grow into an even bigger brand. I’m 
trying to work out the key to getting to the level of being 
a household name and getting a constant flow of orders.”

A LOT OF BRAND OWNERS HIT A CREATIVE BLOCKS 
SOMETIMES. WHAT DO YOU DO TO PUSH THROUGH 

AND COME OUT FEELING MORE INSPIRED? 

“I have at least two creative blocks a month. Sometimes I 
feel uninspired with the materials I have, sometimes I get 
stressed out trying to make something that’s really gonna 
hit. What helps me get past this is getting some new sneakers 
in or a new blanket to make a corset out of. When you’re 
sitting around the same materials all day it can get boring.”

WHAT IS THE REALITY TO BEING A BUSINESS OWNER 
ON DEPOP?

“It’s more than just having stuf f to ‘ship’ out. I feel some 
shops have things a little easier in the sense they don’t have 
to make it themselves; there’s nothing wrong with that but 
when it comes to upcycling, I always have to keep my store 
filled with things and feel pressured to put out content. 
Putting out new stuf f when you make it yourself is harder to 
constantly do. It ’s a lot but it ’s so awesome. I love Depop so 
much, seriously.”

THERE IS NO OTHER BRAND QUITE LIKE YOURS. HOW 
DOES IT FEEL TO BE A LABEL THAT IS SUPER AUTHENTIC 

AND REALLY STANDS OUT?

“I love it! Two or three years ago I was loosing hope and 
though “is this gonna pop?” Like, I knew my designs were 
cute but did it need more? This was before I found my brand 
identity but looking back, it humbles me and makes me so 
grateful when I have a response like this, it ’s amazing. To be 
recognised makes me feel like I have a brand that’s special and 
one that I know is dope and now other people think this too.”

PHOTOGRAPHY BY CIERRA BOYD OF @FRISKMEGOOD, MODELLED BY JAZZMINE ZABRIEL @RAZZI.J & @AMELIACANDELARIA
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With so many emerging talented polymer 
clay ar tists, I feel it is important to share 
the knowledge I have learned as an ar tist 
striving for a sustainable future whilst also 
using polymer clay as a primary medium in 
my work.

STEP ONE:
Know your medium: When star ting my 
business three years ago I did not think 
about the repercussions of the materials I 
was using or where I was buying them. Like 
so many small businesses I created SpiltMilk 
jewellery to give myself and my work a 
platform to spread passion and positivity 
through all my lil’ handmade creations. As I 
developed my brand identity, I realised that 
I had a strong passion for sustainability and
really wanted to be an advocate for change 
using my business as a voice to reach 
people. There was a flaw in this however as 
I star ted researching into the properties of 
polymer clay, I realised how much of a non-
sustainable material it really was. SO, this 
is when I realised something HAD to give, I 
could not carry on creating a product that 
went against what my business stood for.

STEP TWO:
Find the problem: WHAT NOW?! Polymer 
clay is a PVC resin-based plastic (the kind 
of plastic used to make drainpipes) with 
an added liquid plasticiser to make it more 
flexible. It contains no actual clay minerals 
and therefore is not able to decompose like 
natural kiln-fired clay. Unfor tunately, this 
is what also makes it non-recyclable in our 
general waste recycling bins.

STEP THREE: 
Find the solution: Every little helps right? So, 
I star ted thinking about all the little things I 
could do to make my brand more sustainable. 
First, I reduced my carbon footprint by 
sourcing all my materials and packaging 
from the UK only. Next, I made sure that all 
my packaging was either recycled, recyclable 
or biodegradable (including stickers because 
who doesn’t love stickers). Now we get to 
the hard par t... “WhAt dO I dO AbOUt thE 

plAstIc?” Instead of using plastic glitter, 
gems, and coloured polymer clay I switched 
to natural materials such as: seaweed, coal, 
turmeric, stone, chalk and wild berries. I used 
these materials to colour the clay as well as 
decorate it reducing the demand for coloured 
and special ef fect polymer clay. I continue 
to research into other materials I could use 
instead of polymer clay and am soon to cut 
it out completely. Now more than ever it 
is important for people who are star ting a 
business to think about the materials they 
are using with an eco conscious mindset. For 
all the polymer clay ar tists, business owners 
and enthusiasts that want to help create a 
sustainable future here are a few of the 
companies that currently reuse PVC waste...

 WWW.PLASTICEXPERT.CO.UK

WWW.SIMPLASPVCRECYCLING.CO.UK

WWW.PVC-RECYCLING.EU

TIPS AND TRICKS
* Find other ways to change the colour of 
your polymer clay instead of relying on mass 
manufactured colours and textures. Sourcing 
only white clay will reduce the demand for 
colour and ef fect clays. 

* Keep all excess clay. Cured clay scraps can 
be collected and set to large PVC recycling 
centres and uncured clay could be used as 
a base for other projects that can later be 
painted, yarn wrapped or embellished. 

* Try to source biodegradable/recyclable 
stickers. They look just as cute are 
inexpensive and are great for the planet! 

* Source local! You can massively reduce 
your carbon footprint if you choose to source 
from the country you are in! Overseas 
products can be cheaper for you... but not 
for the planet. 

* Try a made to order scheme, this can stop 
unsold earrings as you will only ever make as 
many as people buy! Alternatively you could 
run lucky dips to give excess earrings a new 
home. 

@SPILTMILKJEWELLERY ON HOW TO BE 
A SUSTAINABLE POLYMER CLAY ARTIST...
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PHOTOGRAPHY BY CHRIS JENKYN-WATKINS @CHRISJENKYNW, MODELLED BY SPILTMILK @SPILTMILKJEWELLERY
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Preserving, nur turing and honouring my brand is very 
important to me. I hail from a family who has worked 
with beads and beading products dating back to the 
1800s. This was a business my great, great Grandmother 
star ted. She was married to a German man who sailed 
with her to Fernan Do Po, an island in Equitorial Guinea 
that is now called Bioko- a Por tuguese colony. On her 
return, she brought back some beads and star ted her 
business. For each generation, the bead business has 
been taken to a dif ferent level. My great Grandma 
sold them in car tons whilst my Grandmother made 
them into contemporary sets such as a necklace and a 
bracelet – she taught my Auntie Grace how to create 
beaded accessories. I, on the other hand, have chosen 
to make them into bags, purses and headbands. I’ve 
brought the beading business over from Ghana to the 
UK and hope to spread my love for beading around the 
world. In most par ts of Africa, beads are a symbol used 
in the celebration of womanhood, sexuality, femininity, 
fer tility, healing, spirituality, body shaping, first 
menses, protection, seduction and wealth – it is very 
important for me to preserve this culture.

In 2018 I visited my grandmother in Ghana. I was truly 
inspired by the vibrancy of the ar ts, music, fashion 
and culture there. The country was in the process of 
inaugurating the ‘Year of Return African Diaspora 2019’. 
There was widespread interest from all continents and 
the preparations towards this inauguration had a huge 
cultural flare to it. I got my inspiration from this and 
from the stories my Grandmother shared with me about 
when she had a shop in the city centre where she sold 
beads. She’s a huge inspiration to me which has in turn, 
given me the drive to share my brand of beadwork with 
the world.H
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PHOTOGRAPHY BY NESSIE APPLETON SMITH @NESSIE.APPLETON FOR @HANDS.BAGS ON IG & @HANDSBAGSS ON DEPOP
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DEPOP X BREXIT:
AN UNWELCOMED COLLABORATION

ILLUSTRATION BY EMMA DRAKE @EMDRA_

BREXIT. THERE, I SAID IT. Everyone and their aunts’ cousin’s 

dog has heard the term Brexit. It ’s been the dark cloud lingering in the 

air above Britain. Although, nobody seems to have felt its presence due 

to the absolute madness that is, dare I say another, lockdown. At first, 

I felt unfathomably uncomfortable discussing our departure from the EU 

with friends. I didn’t think I knew enough and just couldn’t quite get my 

head around the whole ordeal when coming face to screen with its heavily 

political cover by news channels. I always wished there was a source that 

put it to me in all its simple glory; pinpointing its ef fect on my world and 

what I love. So, I guess this is my attempt at being just that.

 

BREXIT BASICS 

In 2016 following a referendum, the nation decided to leave the European 

Union in which we became a par t of in 1973. The European Union is a 

collection of now 27 countries that make trading and travel simpler than in 

any other par t of the world outside of the EU. Spain, France and Denmark 

are all European countries that aren’t a par t of the EU and are notably 

costly to send packages to and from. I recently went halves giving €15 

towards a parcel of 6 glasses from France to the UK. It ’s bonkers that these 

are the new norms as we ship outside of the UK from here on out. We were 

so close to remaining a par t of the EU, with 17.4 million voting leave and 

16.1 million voting stay. Now obviously just under majority of our country 

were gutted, but could find solace in knowing that we wouldn’t actually 

be leaving until March 2019 (a date that was fur ther postponed until 31 

January) We ended up welcoming in the abysmal 2020 as a ‘free country, 

followed by a treacherous transition period that added to the suf focation 

of lockdown. Freedom met us with a snowball in hand on 31 December. 

WHAT HAS HAPPENED SINCE OUR SNOWBALL INTO 

FREEDOM? 

A day later, whilst we were all recovering from our poisons of choice the 

night before, a free trade deal between the UK and the EU came into force. 

A free trade deal exists to make the trading of goods and services cheaper. 

This is done by reducing or erasing tarif fs, taxes or charges on the goods 

we trade across the borders. Some also race to remove quotas which are 

limits on the number of goods you can trade. But why do they exist? Simply 

to avoid cheaper versions of goods coming into the country and diminishing 

the need for our own. Unsurprising to us Depop lovers, the EU takes up 

49% of the UK’s trading. In the end, both par ties agreed on a tarif f and 

quota-free deal, meaning that you can trade an unlimited amount of goods 

at a cheaper rate. Still, these rates are new and very much un-welcomed by 

sellers. But, the introduction of tarif fs in the future is all too real if either 

side of the trade stray from laws surrounding environmental protection 

or workers’ rights. Currently, the UK is discussing trade deals with the 

US, Australia and New Zealand. So only time will tell if our creations or 

collections can travel afar once more. 

GETTING CLOSER TO THE CONUNDRUM 

In an attempt to understand Brexit and its ef fects on Depop a little 

more, I spoke to Sarah Fewell, who you may know as the seller behind 

@identityparty. What you may not know is that Sarah is actually a 

politics graduate that has been selling a carefully curated collection of 

second-hand vintage clothes on Depop since 2017. What was a supportive 

source of financial income during University transcended into her full-

time career having sold over 10k items. “My interest in fashion focuses 

on not just the way trends and styles reflect the individual’s tastes and 

personalities but also the wider cultural and social context,” The staunchly 

anti-Brexit seller noted. “It’s undeniable that we live in international 

globalised times,” she said before adding, “Stubborn isolationism is not 

conducive to anything and I think it ’s very possible and even likely that 

our relationship with the EU will change in the future just as it has in 

the past.” Since becoming independent from Europe, trading anywhere 

outside of the UK has been cursed with expensive shipping. Whether 

you’re a full-time seller by choice or using Depop as an extra income 

platform, these new introductions take a huge lump sum out of earnings. 

For many businesses, the added cost of shipment outside of the UK results 

in the inevitable decrease in international sales which will almost disable 

sellers from globalising their brands. “A lot of sellers are sticking solely to 

domestic shipping to avoid the stress and high costs of shipping overseas 

which is a shame but understandable,” Sarah said. By ‘added stress’ Sarah 

means time-consuming custom forms and postal delays. These are the 

realities of owning your own Depop business with a following overseas. 

Alongside catching up with Sarah, I also spoke to Physics & Philosophy 

grad Ella West who sells early 2000s garments under her shop name @

ellawestt. Whilst explaining why she enjoys selling on Depop, Ella noted, 

“Depop allows a sustainable and unique approach to fashion,” before 

enthusing, “All of my pieces are one-of f vintage garments that are now no 

longer going into landfill.” 

As well as being bombarded with shipping costs or postal delays, Ella 

sources some of her stock from Europe and now, due to Brexit, shipping 

prices and custom charges have increased. With stock costing much more 

to buy outside of the UK, Ella has been forced to reassess her sourcing 

techniques. This is the same for many sellers, including Sarah who added, 

“Some of my European suppliers have also stopped shipping to the UK 

altogether. Overall, not good!” Ella is aware that it ’s still a bit too early 

to say what the extent of Brexit’s impact on her Depop business will be 

but shows no hesitation in voicing her concern that sourcing and buying 

stock will only become harder and more expensive for businesses like hers 

in the future. With this concern comes the reality that Ella may lose a lot 

of her buyers. “I like that I sell to an international community and I fear 

that Brexit will narrow this community,” Ella said before adding, “Depop 

connects people across the world and allows international accessibility to 

fashion, I hope that this will not be disrupted by Brexit.” 

All in all, is it right to assume that we should be very worried for the 

future of Depop - a global fashion empire that unites conscious consumers 

and sustainable sellers from all over the world? Probably not. Depop is 

founded by sellers who care much more about the planet than money and 

this will see us through. Expensive shipping will, however, inevitably lead 

to a myriad of concerns. Will countries become isolated in their fight for 

a waste-less world whilst diminishing Depop’s united front? Will cer tain 

countries be lef t out of this empowering movement due to a lack of 

representation that catapults them back into the realms of fast fashion? 

As for sellers like Ella who run into dif ficulties sourcing outside of the 

UK, does this new chapter limit the culture and history of vintage items to 

their original countries? Depop is a new innovative tool of informing and 

educating younger generations of the history of garments, but will this be 

no more as travel of clothing itself is limited? There has to be a light at 

the end of the tunnel.

What will happen in the next decade? Will Brexit make it more dif ficult 

for Depop brands to become global stores with only a handful making 

worldwide status? Will each country have its own representative sellers? 

Will stock be much more limited to the borders of our countries? The sad 

truth is that only time will tell. 
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MANY MANY CLOTHES 193



PHOTOGRAPHY AND STYLING BY MILLIE CLOUGH @MILLIECLOUGH, MODELLED BY GEORGIA CLAY, SKYE LACEY AND RUBY DAVIES FOR
 @MANYMANYCLOTHESUK
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HIGH NOON HAZE: SS21
A SPRING/SUMMER LOOK BOOK OF AN ENTIRELY REWORKED COLLECTION, 
CELEBRATING COLOUR AND CONNECTIONS. A FUSION OF CLASSIC VINTAGE STYLES 
AND MODERN DAY TRENDS - AN ODE TO THE 00’S BY @BEESKNEES_APPAREL
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ALL ITEMS REWORKED FROM AUTHENTIC VINTAGE CLOTHING, PHOTOGRAPHY BY EMILY PARKER @EMILYPARKERPHOTOGRAPHY, MODELLED BY LEONY 
JESSUP @LEONYJESSUP & ADE SOMEWIMO @SKINNYY_AFR, STYLING AND SET DESIGN BY BIANCA WOLKENSTEIN @EZBEEZEE OF @BEESKNEES_APPAREL 
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MODELLED BY ASSAN DIAWARA @D_ASSANI, STYLING & PHOTOGRAPHY BY EDEN CHARKANI @EDEN.CHARKANI FOR @PENNY.LONDON

The fashion industry is progressively making a 
switch towards a more sustainable future. With 
renting becoming the norm and second-hand 
retailers such as Depop being the place to shop 
small businesses and second-hand pieces, it was 
about time the leather industry got the shakeup 
it needed. According to Edited, 42% of people in 
the UK consider animal welfare before buying 
fashion items and according to Mintel, the 
number of people in the UK that are vegan and 
living a vegan lifestyle has risen by 300% since 
2014 so it ’s no surprise consumers are dropping 
real leather for more sustainable alternatives.

Penny was born in 2020. I’ve always had a huge 
love for accessories (specifically colourful ones) 
and animals so I decided to put two and two 
together. Af ter months of thorough research, 
I realised the industry was missing bold and 
on-trend bags that were vegan, durable and 
af fordable. Since Penny originally kick-star ted 
as a uni project, there was a lot of research into 
vegan leather. What it was and what materials 
it was made out of; I couldn’t ignore the fact 
that it wasn’t completely sustainable.

The continuous debate of leather vs vegan 
leather made me curious to know the argument 
to both sides. Originally as a vegetarian myself, 
I avoided leather as someone who didn’t want 
to wear clothing as a result of animal cruelty, 
without even realising leather had a damaging 
ef fect on the environment in addition to this. 

Greenhouse gas emissions associated with 
raising livestock of which is a leather by-
product, according to the Food and Agriculture 
Organisation of the United Nations, is 
responsible for up to 18 per cent of the total 
release of greenhouse gases worldwide. As 
well as this, the deforested land on which 
animals graze also has a damaging impact on 
the environment. According to The Guardian, 
leather is named a key culprit with a report 
linking 80 per cent of deforestation to cattle 
grazing. 

On top of the animal cruelty, greenhouse 
gas emissions and deforest the land, the 
chemicals in which the leather is tanned 
is highly hazardous and of ten dumped 
into rivers so, it ’s understandable that 
accessory lovers are wanting to switch their 

animal leather products for vegan ones. 
On the other hand, vegan leather is also 
unfor tunately not completely sustainable due 
to its polyurethane and polyvinyl chloride 
materials. The fabrics are required to undergo a 
chemical process to make them flexible enough 
to mimic leather, which involves painting liquid 
polyurethane onto fabric backing that requires 
a toxic solvent to render the fluid. In addition 
to this, both polyurethane and polyvinyl are a 
form of plastic, which then adds to the debate 
of the overconsumption of plastic, if the items 
end up being thrown into landfill. 

Af ter reviewing both sides of ‘the leather debate’ 
my mind wasn’t changed, it was broadened and 
I began to think of ways in which vegan leather 
could be made more sustainable. The first thing 
I decided when curating Penny was that we’d 
release very limited collections with a made to 
order scheme. Once our first drop of a collection 
is sold out, the items are then available for 
customers to pre-order. 

This ensures there’s absolutely no waste when 
producing collections and products aren’t gone 
unsold. We also have a Depop shop where if any 
samples can’t be sold on our website, are put up 
for sale for a fraction of the price. This erases 
the idea of the wasted or unwanted product 
being thrown away and going into a landfill. 
Penny collections are also curated to be durable 
in classic styles so that they can be worn season 
af ter season, dismantling the idea of pieces 
becoming unfashionable and going of f trend. 

Sustainability at Penny doesn’t stop there and 
we have a lot planned for the brand’s future. 
We’d love to give the option of renting out our 
most popular and staple styles to shoppers 
that might just want a Penny bag to wear for 
an occasion or to take a cute Instagram ‘OOTD’ 
pic. Research is also being conducted into other 
vegan materials such as ‘pinnatex’ and how we 
can make it more accessible.

Overall, neither real leather nor vegan leather 
is completely sustainable but vegan leather is 
the most environmentally friendly out of the 
two. Although it seems as though there’s a long 
way to go, the future of vegan leather is radiant 
and the best thing you can do as a consumer 
is to buy less, buy better and buy vegan.
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FYOOCHER THE MAIN GOAL WHEN 
STARTING THIS COMPANY 
WAS “HOW DO I BALANCE 
MY LOVE OF DESIGN AND 
CREATING THINGS, WITH MY 
CONTRADICTING FEELINGS 
ABOUT OUR ALREADY 
OVERSATURATED FASHION 
INDUSTRY? HOW DO I DO 
WHAT I LOVE, WITHOUT 
CREATING ANY MORE 
WASTE?”

FYOOCHER IS MORE THAN 
AN APPAREL COMPANY. IT’S 
A MOVEMENT, A POSITIVE 
SHIFT AND A COMMUNITY. 
OUR GOAL IS TO REDEFINE 
WHO FASHION IS FOR AND 
HOW WE CONSUME IT 
ALONGSIDE THE WAY WE SEE 
OURSELVES. WITH A FULL-
SIZE RANGE FROM 24 TO 42, 
OUR CLOTHES ARE MADE 
FOR EVERYBODY AND EVERY 
BODY. 

OUR GARMENTS ARE 
MADE FROM UPCYCLED OR 
DEADSTOCK MATERIALS 
SO ALL OUR FABRICS COME 
FROM EITHER THRIFT STORES, 
OVERPRODUCED FABRICS/
SCRAPS FROM LOCAL 
MANUFACTURERS OR LOCAL 
BUSINESSES THAT HAVE 
DONATED UNCONVENTIONAL 
MATERIAL OTHERWISE 
DESTINED FOR THE LANDFILL.

WE GIVE YOU THE 
OPPORTUNITY TO HAVE 
YOUR CLOTHES TELL AN 
IMPORTANT MESSAGE. 
THEY ARE SILENT ACTIVISTS 
PROJECTING YOUR TRUE 
VALUES. 

PHOTOGRAPHY BY SAM FIDLIN @SAMFIDLIN, 
MODELLED BY TAMARA YEN G @TAMSYEN & AUSTIN 
BUTCHER @AUSTINBARRYBEE FOR @FYOOCHER.CA
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PHOTOGRAPHY BY HANNAH SOMMER @SOMMERHANNAH, MODELLED BY SKY GABRIEL @SKY.GABRIEL96 IN THE HOLEY TIGHTS COLLECTION

THE TALES OF LOCKDOWN IN A WESTERN 

SOCIETY: a human-less world sees decreased pollution 
levels (enabling nature to thrive), almighty super-brands 
shamed by the #payup movement... all whilst a sneaky 
McDonalds cashes in on the #eatouttohelpout scheme, 
but what did this mean to us creatives? Has this given 
way to a new agenda, reacting to the neglect of the ar t 
world? Has this possibly brought us closer together?

What I personally felt during the first lockdown was 
alone. Forced into my own self-destructive creative 
bubble in my bedroom (as were thousands of others). 
It really made me value pre-covid existence and the 
opportunities that came from working with others. Bored 
and rooting through my drawers is when I began my 
‘Holey T ights’ initiative and star ted taking circular tights 
donations. I soon rekindled my creative urge and craved 
ar tistic collaboration again. I’d witnessed the downfall of 
big brands and wanted to reach out to other like-minded 
creatives. Isn’t it funny that in the fashion industry we 
are conditioned to conceal our ideas - a paranoia of ‘idea 
thef t’ and the preciousness of our creativity? However, 
the suppression of the ar t world during the COVID 
pandemic has given us a renewed sense of empathy 
towards one another, thus teaching us to aside set aside 
‘creative ego’ and work together as a f*** you to the 
system.

FALL OF THE BIG BRANDS

Calling out brands such as Arcadia, Forever 21 and 
Primark for not paying their factory workers during the 
pandemic, paired with the newfound glory of shopping 
local and independent, felt like an uprising against the 
big brands and a chance for the ‘underdogs’ to take the 
lead. Lockdown gave us (and the consumer) time to reflect 
on the practices of high-street name, and seek unique, 
purpose-driven alternatives. This not only provided a 
new lease of confidence in independent and emerging 
brands but also a sense of unity - a driving force for 
emerging creatives to come together, challenge consumer 
mindsets by changing the way we shop and our attitude 
towards emerging ar tists. This intellectual collaboration 
saw creatives act with transparency by fearlessly pushing 
their online presence to reveal their processes; from live 
collaborations, ‘how it’s made’ videos and self-shot zoom 
showcases - we were witnessing a refreshingly open-
minded movement; something corporations could not 
take away or cash in on.

DIGITAL WORLD

Filters, lagging, glitches, bad wifi, ‘Can you hear me 
now?’ and let down graduate shows: Welcome to the world 
of technology in lockdown and all the anxieties it brings 

with it. Has this odd connection to each other provided 
a new approach to creativity? Arguably, the digital 
world has provided creatives with new collaborative 
opportunities, sparking initiative and given means to 
reach out to people from an array of industries all over 
the world (in the comfort of joggers and a nice top). 
We witnessed DIY live-streamed catwalks, experimental 
Zoom photoshoots and otherworldly digital fashion 
collaborations (such as Beepy Bella and Wednesday 
Kim) that both challenge and revolutionise the format of 
fashion within digital ar t.

GUERILLA WARFARE

The crumble of big brand mentality over the past few 
years and a renewed feeling of togetherness have 
seen a decline of elitism and egotistical practices. We 
are questioning the significance of fashion weeks and 
their unrealistic season schedules. Instead, there is a 
demand for an open-minded creative environment, in 
essence, a “f*** you, we’ll do it ourselves” attitude. 
The utilitarian ‘punk’ ethos can be seen in the way 
designers are tackling our current waste problem - for 
example, as a designer I work towards ‘closing loops’ 
rather than seasons; challenging myself to reimagine 
dif ferent materials in every collection. Collectively we 
are embracing the rich abundance of trash - transforming 
cof fee bean bags, tights and sailing gear into weird and 
wonderful one-of-a-kind pieces. 

From 2018, the emergence of ar t collectives and activist 
movements drove this guerilla attitude, especially 
within fashion. The 04.19 XR Oxford Circus Takeover (a 
sustainable catwalk that temporarily shut down Oxford 
Circus in protest of fast fashion) was a significant 
event that enabled like-minded designers to voice their 
discontent, collaborate and make life long friends. 
Subsequently, we saw many ar t activism collectives form 
and work together with local communities; from hosting 
a creative showcase and ar t gallery (with local ar tists) 
in an independent South London pub with the Fero Ar ts 
Collective, to Respace Projects transforming a rundown 
building into a zero-waste community hub.

A recurring theme within these collectives is the use 
of organic human contact: creating our own algorithm 
not confined to the metaphorical walls of social media. 
Enduring harsh consequences of isolation and lockdowns 
- we will see the rise of guerilla marketing and events. 

As a society that has been trapped in a digital bubble, 
we will crave a non-augmented experience; an original, 
gritty, face-to-face age of live ar t and music - away from 
paid ads, hidden booking fees and getting stuck in the 
phone zone. Although saying that, perhaps it ’s time to 
bring back the burner phone?

205



PH
O

TO
G

R
A

PH
Y

 B
Y

 S
H

A
N

N
EN

 M
A

R
IA

 S
A

M
U

EL
 @

S
H

A
N

N
EN

M
A

R
IA

S
A

M
U

EL
, M

O
D

EL
LE

D
 B

Y
 F

A
TI

M
A

 T
U

R
A

Y
 @

FA
TI

M
A

X
S

_1
 IN

 
TH

E 
H

O
LE

Y
 T

IG
H

TS
 C

O
LL

EC
TI

O
N

BETTER WORLD

Amongst the panic greenwashing in major labels, we 
see independent brands and ar tists coming together to 
demand a change in the system and a better future. 
As pollution levels dropped and nature was able to 
thrive during lockdown - we embraced our daily dose 
of fresh air. We witnessed catastrophic events during 
the pandemic that highlighted discrimination based on 
race, gender and class. We could no longer ignore the 
damaging ef fects we have on both each other and our 
world.

In our call to action, we begin to seek, celebrate and 
popularise others for striving purpose-driven values: 
slow fashion, upcycling, locally sourced, non-binary 
and beautiful culture clashes. This focus has developed 
a safe place that encourages collaboration, powerful 
communities and movements. This is exemplified by 
the concept store, bleaq (run by myself and Gloria Jane 
Royer). Born on 12.20 in response to the emerging ‘post-
COVID’ society, the bleak outlook cast on the ar t world 
and the toxic relationship between independent designers 
and concept stores: bleaq highlights the importance of 
creative industries in initiating reform and justice. We 
enable creatives to sell, showcase, collaborate and have 
conversations about current af fairs. Through bleaq’s in-
talks feature, ar tists and the general public have a safe 
space for collaborative discussion on topical issues and 
controversial subjects - emphasising the importance of 
a wider voice within society. In providing a platform to 
embolden young designers tackling political, social and 
environmental issues, bleaq has created an authentic 
community hub, marvelling a guerilla attitude and 
revolutionising the way we work with each other.

So, in this time of shared understanding and renewed 
empathy towards each other - it ’s important to not only 
collaborate but to learn, teach, and empower one another. 
Society as a whole will look to delve into the meaning of 
our collections and brand story - devoting more time and 
appreciation to the process and designer. Embrace this. 
This is cer tainly a turning point for the ar t world. We will 
emerge as a stronger, more unified force with a powerful 
voice as a result of the COVID pandemic. Our collective 
drive for a better future and call to revolutionise the 
creative industry is far more important than outdated 
hierarchies and discrimination.

TOGETHER, WE ARE THE DRIVING FORCE OF 
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ALL DRESSES AND COWBOY BOOTS BY VINTAGE BY ISABELLA @VINTAGEBYISABELLA AND BEANIEFRANKS VINTAGE @BEANIEFRANKSVINTAGE. FRANKIE (LEFT) 
WEARS EARRINGS BY TOUT DE LA FRUIT @TOUTDLFRUIT AND MODEL’S OWN. ISABELLA (MIDDLE) WEARS TOP NECKLACE AND EARRINGS BY TOUT DE LA FRUIT 
@TOUTDLFRUIT, BOTTOM NECKLACE AND BRACELETS MODEL’S OWN AND RINGS BY BONNIE NOLAN JEWELLERY @BONNIENOLANJEWELLERY AND HEAVENLY NECKLACES 
@HEAVENLY_NECKLACES. BEANIE (RIGHT) WEARS EARRINGS BY NOLAN’S ANTIQUE JEWELLERY @NOLANSANTIQUEJEWELLERY, NECKLACE BY SANDRALEXANDRA 
@SANDRALEXANDRA_STUDIO, RING BY TYGER BY THE TAIL @TYGERBYTHETAIL, BRACELET MODEL’S OWN AND SCRUNCHIE BY JE SUIS DEE @JESUISDEE_

THE WHITE SUMMER 
DRESS EDIT

BEANIEFRANKS VINTAGE X VINTAGE BY ISABELLA

AS VINTAGE SELLERS, WE,  BEANIE & FRANKIE OF @BEANIEFRANKSVINTAGE AND ISABELLA OF @VINTAGEBYISABELLA, 
AIM TO ENCOURAGE SLOW-FASHION THROUGH CAREFULLY SELECTED AND TIMELESS PIECES. A FAVOURITE FOR US 
IS THE WHITE SUMMER DRESS, AND SO IN COLLABORATION WITH THE LAUNCH OF MAD ABOUT DOIN’ MAGAZINE 
ISSUE 3, WE HAVE CURATED AN EXCLUSIVE EDIT FOR YOU TO BUY. FROM SUMMER IN THE CITY TO A PICNIC IN THE 
COUNTRYSIDE, THESE DRESSES WILL NEVER BE OUT OF PLACE! THEY ARE WORN BY US THROUGHOUT THE FEATURE AND 
PAIRED WITH ACCESSORIES FROM OTHER FEMALE-LED INDEPENDENT BRANDS, WHOSE IDEAS AND VISIONS WE LOVE.

DETAILS OF OUR EXCLUSIVE WHITE SUMMER DRESS EDIT CAN BE FOUND ON INSTAGRAM AND 
DEPOP BY SEARCHING THE HASHTAG #BEANIEFRANKSXISABELLA.
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ALL DRESSES AND COWBOY BOOTS BY VINTAGE BY ISABELLA @VINTAGEBYISABELLA AND BEANIEFRANKS VINTAGE @BEANIEFRANKSVINTAGE. BEANIE (LEFT) WEARS 
EARRINGS BY NOLAN’S ANTIQUE JEWELLERY @NOLANSANTIQUEJEWELLERY, BRACELET MODEL’S OWN, RINGS BY TYGER BY THE TAIL @TYGERBYTHETAIL AND BONNIE 
NOLAN JEWELLERY @BONNIENOLANJEWELLERY AND SCARF BY ROSE OF THE WILD BUNCH @ROSEOFTHEWILDBUNCH. ISABELLA (MIDDLE) WEARS NECKLACE AND EARRINGS 
BY SANDRALEXANDRA @SANDRALEXANDRA_STUDIO, TOP NECKLACE AND BRACELETS MODEL’S OWN, RINGS BY BONNIE NOLAN JEWELLERY @BONNIENOLANJEWELLERY 
AND HEAVENLY NECKLACES @HEAVENLY_NECKLACES AND SCARF BY ROSE OF THE WILD BUNCH @ROSEOFTHEWILDBUNCH. FRANKIE (RIGHT) WEARS EARRINGS BY TOUT DE 
LA FRUIT @TOUTDLFRUIT, NECKLACES BY NOLAN’S ANTIQUE JEWELLERY @NOLANSANTIQUEJEWELLERY, RINGS BY BONNIE NOLAN JEWELLERY @BONNIENOLANJEWELLERY 
AND HEAVENLY NECKLACES @HEAVENLY_NECKLACES, SCARF BY ROSE OF THE WILD BUNCH @ROSEOFTHEWILDBUNCH AND SCRUNCHIE BY JE SUIS DEE @JESUISDEE_
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@ITIYASTUDIO
THE GIFT OF INDIVIDUALITY

MODELLED BY ORLA CAROLIN @ORR_LA_LA, PHOTOGRAPHY BY RUBY PLUHAR @RUBYPLUHAR, DRESSED 
AND DESIGNED BY ITIYA STAWSKI @ITIYASTUDIO / @YA.ITI, HAIR BY @CARLASALCEDA, CREATIVE 
DIRECTION BY ORLA CAROLIN @ORR_LA_LA, RUBY PLUHAR @RUBYPLUHAR & ITIYA STAWSKI @ITIYASTUDIO
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WHAT WAS THE GOAL WHEN STARTING OUT YOUR OWN 

CLOTHING LINE? 

“Itiya Studio never quite launched of ficially, I star ted it maybe a year ago a bit before 

COVID broke out in my second year of university studying Fine Ar ts and History of Ar ts in 

Goldsmiths, London. I always made clothes for myself, regardless of whether I had the time 

or not in my hands, more so the opposite! The more stressed I am, the more I am likely to 

make in order to relieve stress. Doing this demanding undergraduate degree in a foreign 

country by myself, caused a lot of emotional strain for me especially af ter being in the army 

in Israel where sewing helped me regain my energies. The army accumulated a lot of self-

expression needs that were normally met by people in the ages of 18-20 and I had some sor t 

of a lack. During my studies, I’d wake up early to make my assignments and in the evenings 

I’d make clothes. This gave me a meaningful distraction and protected me from loneliness. 

I had accumulated so many clothes and needed to find a way to fund this compulsion so I 

figured, why not actually sell them? Af ter all, the making of them is the main thing for me.”

HOW DO YOU GAIN THE CONFIDENCE TO JUST BE YOURSELF 

AND NOT GIVE A DAMN WHAT ANYONE ELSE THINKS? WHY IS 

BEING AN INDIVIDUAL AND YOURSELF SUCH AN IMPORTANT LIFE 

LESSON?

“Growing up with my parents impacted this. Firstly, both of my parents are psychiatrists, 

each specialising in dif ferent mental health fields - my Dad is a child psychiatrist to kids 

with a mental disability and my Mom is a psycho-analyst. They raised me in Israel but each 

was an immigrant, my Dad is from Germany and my Mom from Uruguay. Not only were they 

so dif ferent from everyone around me, but they were also dif ferent from one another as 

they came from dif ferent religions too. They divorced when I was six and luckily, I had an 

enormous amount of freedom of speech in my upbringing that encouraged experimentation. 

My Mom is an ar tist herself and doesn’t believe in logistical limits so, with such a state of 

mind, we would hand-make together. My Dad is a very good conversationalist and a great 

listener, insightful and very funny – his profession is kids’ development af ter all. I think I 

gained this confidence to take risks and be quite experimental by seeing such decisions as 

separate to me as a person, I tried hard to not let failures impact my ego and see them as 

if they define me as a person.

Eventually, my parents were living separately and happily, but each house felt like a 

dif ferent family even though I had my two siblings with me in both. I believe I became 

quite good at communicating myself in a few channels and managed to practice it creatively 

for years. Unfor tunately, such division developed within me confused about my identity as 

not seeing how to bridge such dif ferences as well as living in a politically divided country 

Israel.”

WHERE DO YOU GET YOUR IDEAS AND INSPIRATION FROM?

“I draw inspiration from all of the dif ferent experiences and identities I have lived. Being in 

the army in my 20’s had very much informed my view of what I like to call ‘the adult world’; 

it proved to me that adults are very boring.” 

WHAT MAKES ITIYA STUDIO AUTHENTIC AND DIFFERENT FROM 

THE REST?

“I guess the fact that I don’t really know what I’m doing in regards to brand management 

and all I want to do is make clothes forever. I’m happy to share this cluelessness with 

whoever may be reading this and have them help me in this journey of building a brand and 

understand how to be an adult.”

 “IT PROVED TO ME 
THAT ADULTS 

ARE VERY 
BORING”
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ELIZABETH AN’MARIE:
NEVER GIVE UP
MODELLED BY @SHOP_ELIZABETHANMARIE AND LUKE OSAY @LXKOSADE, 
CREATIVE DIRECTION BY @AIMESTORE, PHOTOGRAPHY BY MAXINE 
NTAMBWE @MAXINEMN, STYLING BY IMOGEN CHONG @IMOCHONG 

I star ted my label Elizabeth An’Marie seven years ago, only 
as a hobby. I taught myself absolutely everything including, 
how to knit. Never before had I picked up knitting needles 
and designed something deemed fashionable of my own, 
but at that moment, I did! Af ter leaving my first year of 
university where I studied Graphic Design at one of the top 
leading design schools in London, I needed something to do 
and chose to star t this new skill. I’ve always been creative 
right from a very young age where I was always making 
things out of nothing. My mum said I made a jewellery box 
out of toilet roll! So, knitting was just a newfound found 
passion that I taught, learnt and succeeded in. 

At Elizabeth An’Marie I believe we tick all the boxes; 
specialising in knitwear with uniqueness and creative 
dif ferences yet remaining original and relevant in today’s 
fashion. We of fer something dif ferent that sets us apart 
from the rest. I ensure to use bold and bright colours (who 
says knitwear needs to be just greys, browns and blacks?!). 
I want to inspire every single girl or woman to be whoever 
they want to be, giving them that chance to wear beautiful 
pastel shades in any weather or for any occasion. I feel 
knitwear doesn’t have to be limited only to the Winter 
season. I’m trying to change this stigma by allowing my 
pieces to be lighter and airy on the human body. 

I only use the finest quality and purest wool. 100% Merino 
wool which I use for our Winter range and 100% cotton 
for our Spring and Summer collections. I knit designs 
exclusively ‘just for you’, allowing anyone to be able to 
receive a custom order. No matter their height or their 
shape - I cater for all! 

Ever since I founded Elizabeth An’Marie, it ’s always been 
important to do everything myself and by hand. That’s 
where I get my creative innovation from. Taking every 
stitch and seam to assure there is quality in each step and 
within every fine detail. Af ter two years of planning and 
preparing within the business, I can confidently say I’ve a 
genuine knowledge from drawing a simple design, creating 
the pattern to make the knitwear garment to it becoming a 
reality. Each design is a challenge but once I see the last 
fitting, it ’s a fantastic feeling of accomplishment.  

A couple of years af ter kickstar ting my label, I taught 
myself how to sew. I wasn’t sure whether to make clothes 
along with side my knitwear pieces but I wanted to make 
items where fabric and knitwear could meet. I love what I 
do. It can be hard but I love it! I want my brand to be an 
inspiration to others. The next generation of knitting can 
look at Elizabeth An’Marie and say, I can do it too! I inspire 
myself through my own pieces, joy and love. This is my 
message to you, to NEVER GIVE UP on your dreams. Always 
fight for your aspirations to come true. I hold onto that 
memo every day and strive to inspire myself and others to 
keep pushing, even when it’s hard. If you have a dream, 
work hard and watch it become a reality. 
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MONICA FEDERICI:
THE SELF TAUGHT ENTREPRENEUR

WHAT DOES THE PHRASE ‘SELF-TAUGHT ENTREPRENEUR’ 

MEAN TO YOU AND HOW DO YOU FEEL IT’S RELEVANT TO 

YOU? 

“It feels like par t of my identity. I think people assume 
when you star t your own business that you have it all 
together. Although I do have some background in Fashion 
Buying which has given me an understanding of how a 
business works, when you do it all yourself it ’s a whole 
dif ferent ball game. I like to think of myself just winging 
it and following my gut.”
 
WHAT WAS THE FLAME THAT MADE YOU TAKE THE 

PLUNGE? 

“I never had the intention of star ting a business in 2020 
but with all this extra free time, I wanted to keep my 
mind ticking and feel creative. I star ted making candles 
for fun and then a couple of my friends were like “you 
could definitely sell these!”. I love the marketing side of 
my business – taking photos and creating content. It ’s 
something that comes very naturally to me so I just set 
up my Instagram account @bymonicafederici and it took 
of f from there.” 
  
WHAT DO YOU KNOW NOW THAT YOU DIDN’T KNOW 

WHEN YOU BEGAN YOUR BRAND? 

“Plan, plan and plan again. Planning ahead and really 
setting yourself goals and a strategy not only helps with 
the success of the business but also, I find it helps me 
keep a good mental balance. Whilst balancing my full 
time job in fashion buying, I found that if I didn’t plan 
what products I wanted to launch or when to post content 
I would get super stressed out.”
 
DO YOU THINK YOUNG ENTREPRENEURS GET THE CREDIT 

THEY DESERVE CONSIDERING MOST ARE SELF-TAUGHT 

AND BUILD THEIR BRAND FROM THE GROUND UP? 

“I of ten get big businesses/influencers reach out to me 
as I’m a big company asking me to make 50 candles in 
a week for example. I take it as a compliment as I think 
my content must look strong for them to reach out but 
I do think that especially in this world of fast fashion, 
amazon and next day delivery; a lot of my customers 
expect their order to arrive in 3 days. They don’t 
understand that I not only hand make everything, I pack, 
post, manage the site and social media and all the other 
boring logistical bits in the middle. That can sometimes 
be frustrating when customers complain about how long 
delivery may take.”
 
ABSTRACT CANDLES AND CANDLE STICKS HAVE TAKEN 

THE SMALL BUSINESS WORLD BY STORM, WHY DO YOU 

THINK YOUR LABEL IS ONE OF THE BIGGEST OUT THERE 

AND HAS DONE SO WELL? 

“Yes they have become a huge trend! That’s why I have 
really tried hard to present my candles in their own 
unique way. I just have fun with it. I think a key reason 

for my success is that I put my authentic self in every 
post and I think people connect well with that. I also 
have a lot of people who have followed me since the very 
star t so have lots of people cheering me on which is so 
nice and motivating!”
 
HOW HAS THE BRAND ALTERED FROM A SELF-TAUGHT 

HOBBY TO SOMETHING THAT PAYS THE BILLS? 

“It doesn’t completely pay the bills but has definitely 
given me a little help for sure. The thing is, I love my 
full time too so don’t want to step completely away from 
it just yet. I still see my small business as a hobby or as 
a passion but I would love to grow it eventually to be 
something big and well known. I don’t want to rush the 
process and for now I am happy with the balance.”
 
BEING ONE YOURSELF, HAS IT BEEN EXCITING TO 

WITNESS SMALL BUSINESSES BLOSSOM THROUGHOUT 

LOCKDOWN? 

“It has been amazing. There’s a community of small 
businesses online who all support each other and share 
tips and tricks on the latest algorithm; it ’s great to be 
a par t of. I do sometimes get random people message 
me with how much they love my brand and how I have 
inspired them to star t there own business which is 
honestly the best feeling in the world.”
 
DO YOU THINK SHOPPING SMALL AND SUPPORTING 

LOCAL BUSINESSES IS THE NEW WAY OF LIFE? 

“I think with the growth of small businesses and the rise 
of T ik Tok, it has become more accepted and ‘trendier’ 
to shop small which is amazing. I treasure everything I 
buy from small businesses as I know how much love and 
thought has gone into every item. 

I really hope it sticks as we come out of lockdown. I 
think the younger generation are a lot more conscious of 
where everything comes from so I hope to see sustainable 
shopping become the norm for the future.”
 
WHERE DID YOU GET YOUR INFO AND THE NECESSARY 

TOOLS TO PUSH YOUR START-UP? 

“I got so many tips from T il Tok believe it or not! There’s 
so many other small labels who share tips and hacks 
and I’ve learnt so much from them. I’ve watched a lot 
of YouTube tutorials from building a website to how 
to professionally shoot a product. There are so many 
resources out there, you just need to find them!”
 
WHAT'S THE TRUTH BEHIND OF A ONE PERSON BUSINESS? 

“The reality is that my house has become a bit of a 
factory/post of fice. Luckily, I have a very supportive 
boyfriend who’s always there to help. There are pros and 
cons to working independently but one of my main things 
I love about it is that I can literally do WHATEVER I want 
with no one to answer too, I love having that freedom!” 
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When I first star ted JUNK LDN, a sustainable 
swimwear brand, it became apparent that 
to be planet-friendly and ethical everything 
costs more money. A non-negotiable par t 
of my brand was to work with a factory 
that paid their workers fairly, treated them 
well and had safe working conditions. This 
is reflected in the price I pay per garment 
ultimately meaning I could never match the 
cost of swimwear on the high street or from 
fast fashion brands. 

Although sustainable fabrics (such as 
recycled nylon) do cost more, it ’s not a huge 
amount compared to the cost of producing 
new fabric. It ’s easy for a large brand to 
switch to ‘recycled fabrics’ and still keep 
their costs low and profits high, especially 
when they are buying such huge volumes. We 
are seeing this play out now more than ever 
with brands releasing ‘conscious’ collections 
made from recycled fabrics. This is ultimately 
greenwashing their customers into thinking 
they care about the planet when they are 
just jumping on the back of more consumers 
wanting sustainable options. I think this is 
even more apparent since the pandemic, 
which saw a huge increase in shoppers buying 
from sustainable brands and the rising trend 
of DIY fashion during the lockdown. 

To keep costs low, they cut corners elsewhere 
in the form of outsourcing labour to 
developing countries where it is not regulated 
and garment workers can be exploited easily 
but of course, this is not the consumer’s 
fault. Large brands try to keep this as hidden 
as possible with minimal transparency. I used 
to shop these ‘conscious’ ranges, thinking I 
was making a better choice for the planet. 
It wasn’t until I star ted on my journey with 
Junk LDN that I learned the true cost of the 
fashion industry. 
The exploitation of these brands is not only 

devastating for the human rights of the 
people who make our clothes but it is giving 
people a false sense of what clothing should 
cost. Sustainable fashion is now referred to 
as ‘expensive’ because fast fashion is selling 
items of clothing at the same cost as a 
sandwich which leads consumers to think this 
is normal. Fashion should never have been 
cheap in the first place - it never used to 
be. Before we star ted to outsource labour to 
developing countries we would only buy what 
we needed because the price of clothing was 
higher, meaning we would also take better 
care of the clothing we already owned. Fast 
fashion has normalised throwaway culture 
and social media has made us think it ’s 
uncool to outfit repeat. 

This is something I’ve become so passionate 
about af ter my time spent travelling and 
living in developing countries such as Asia 
where the garment industry is huge. Factory 
workers in places such as Cambodia are paid 
as little as $30 per month, even though a 
working day could be 12 hours. I became 
very aware that these countries now hugely 
rely on the western world for their income, 
whether that’s from factories or tourism, the 
system is built on exploitative labour. 

Unfor tunately, it ’s not as easy as just going 
back to producing everything in the UK as 
we used to as the ties to these countries are 
now too huge to undo. That’s why being able 
to support a developing country in the right 
way was close to my heart. With Junk LDN, 
we manufacture our swimwear in Bali at a 
factory that is leading the way in ethical 
standards and paying their workers three 
times the national wage. I hope that with 
collective action, ethical factories and fair 
working conditions will be the norm in the 
future. This is something I’ll keep fighting 
for and contributing towards as a brand. 

JUNK LDN
THE COST OF SUSTAINABLE FASHION

WORDS  BY CELIA HARPER

PHOTOGRAPHY BY SASKIA LAWSON @SASKIALAWSON, MODELLED BY ANNIE WHILBY @AFLO.THEPOET, MAIKEN 
ARIANA @MAIKENF, MEERA SOLANKI @MEERAROSES & WINONA MERSTRAND @WINONA.JPEG FOR @JUNKLDN
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