


DEAR 
READER,
You are now holding the first edition of Breaking Boundaries. This is a Kent State Univer-
sity Florence publication written, designed, created and produced by the Fall 2017 Fash-
ion in the Media students.

In the Fashion in the Media course, students learn the history and fundamentals of the 
media industry from its origins, to where the industry is headed today. We covered topics 
including the Fashion System, Communication, Fashion Branding, Advertising, Fashion 
Journalism and Blogging; while also learning the differences between Italian and Ameri-
can approaches to business, design, and media. 

Breaking Boundaries comes from the industry itself. With new challenges constantly 
presenting themselves, boundaries are being broken everyday. The fashion industry con-
tinuously breaks boundaries through style and design, sustainability, self expression, and 
culture. With new trends in street style and gender neutral dress to the power of femi-
nism, the impact of cultural influences, and the shift towards sustainability, boundaries are 
made to be broken. We are continuously inspired by our peers, the people around us, and 
our experience in Florence as well as all of Europe. As fashion students, we are constantly 
finding new ways to break the boundaries set in place by society. 

How do you break boundaries?

Sincerely,

The 
Breaking 
Boundaries
Team

         Breaking Boundaries 



BREAKING Boundaries

Creative Director
Taylor Baumberger

Editors
Sarah Clement
Sabrina Krupp
Sammy Pesick

Gilly Temple

contributors
Taylor Baumberger

Gretchen Bayer
Sarah Clement

Utsavi Iyer
Dana Koretz

Sabrina Krupp
Kaitlyn Lipsitt
Sammy Pesick
Gilly Temple

Cover
Designer  Cooper Robar

Make up Kenna Abbruzzese and Ariana Bazzy 
models Cooper Robar and Sabrina Krupp 

photographer Taylor Baumberger
Fashion editorial

Designers  Taylor Baumberger, Courtney Donnelly, 
Elisha Hamric, Kaycee Marshall, Cooper Robar

Make up Samantha Jayes
models Elisha Hamric, Kara Kime, Sabrina Krupp, 
Emma Osbourn, Cooper Robar, Madeline Scalzi 

photographer Taylor Baumberger

Professor
Fabio Corsini

           Breaking Boundaries 



Table of 
Contents
Sustainability
Your Clothes Are Dirty
Uashmama: A New Type of Luxury

Self expression

Feminism = Men’s Rights Too
Making For The Banking
Cover Story: The Gender Revolution 

Culture

Fashion Ethnicity 

style & Design

Designers Who Broke The Rules
Style Hunter
Adaptive Fashion  

Meet The Team

           Breaking Boundaries 



BREAKING BOUNDARIES IN

SUSTAIN 
ABILITY



T
he fashion industry is comprised of many 
progressions between the first conception 
by a designer to a consumer seeing the final 
garment in a department store. The process 

appears to be straightforward, but the footprint of 
just one cotton shirt stretches far beyond the fabric 
roll. 

According to the Guardian, about 40% of all cloth-
ing worldwide is made from cotton. Just one cotton 
shirt requires around 5,000 gallons of water be-
tween growing, dyeing, and washing. To wash that 
cotton shirt in a load of laundry at home uses about 
40 gallons of water. It is estimated that 20% of the 
world’s fresh water has been polluted by the fashion 
industry. 

Only 2% of the water on this planet is fresh and 
drinkable; the fashion industry is using an exorbitant 
amount of the water that is left. 1 in 9 people do not 
have access to fresh water, yet some of those people

who do not have access  have had their fresh 
water supply polluted by industries. Fresh water is 
both essential to human existence and 
nonrenewable. 

The footprint of just one 
cotton shirt stretches far 

beyond the fabric roll
The fashion industry is not just polluting water, it 
has also been identified as the second largest 
polluter in the world, following closely behind the 
oil industry. It is difficult to trace exactly how this 
could be possible because it seems that the 
companies who are responsible for the pollution 
do not know themselves. One thing remains true: 
the fashion industry is exhausting the earth’s 
resources.

Fashion is not the only one to blame. The United 
Nations announced that it is a necessity for busi-
nesses and citizens to look beyond the national 

Your 
Clothes 

Are Dirty 

Written By: Gilly Temple



Yeh group created drydye to positive-
ly impact the spiraling data of fash-
ion pollution. Instead of water, dry-
dye uses CO2 to dye clothing. Besides 
foregoing the water usage, this meth-
od reduces the amount of chemical 
waste, discharge and energy needed to 
dye fabric. Nike and Adidas have 
opt-ed to use drydye to manufacture 
some of their apparel. In 2014, Levi 
Strauss & Co. CEO, Chip Bergh, 
suggested to stop washing your 
jeans. Bergh sug-gested that about 
half of the water us-age of your jeans 
occurs between dyeing and washing at 
home. Bergh opened the discussion that 
jeans, and other clothes, do not require 
as much washing as we think. Clean 
water and sanitation starts with 
consuming less water in grow-ing, 
dyeing, and washing our garments.

C l e a n  Wa t e r  a n d  S a n i ta t i o n

Goal 
 6         

lines and short term interests to work in solidarity to 
accomplish the Global Goals for sustainable devel-
opment. The list of 17 goals are what the assembly 
of 193 UN representatives believe we need to 
protect the protect the adopt to “end poverty, planet 
and ensure prosperity for all.” The UN hopes to 
accomplish these goals by 2030, but without strict 

legislation, it may take us longer to achieve.The 
goals range from clean water and sanitation to 
reduced inequalities. They highlight life below 
water, decent work and economic growth, and 
good health and wellbeing. All the goals relate to 
fashion in some way, but there are some that are 
tied closer to the apparel industry. 

Decent  Work and 

Economic  Growth

&

Sustainable  c it i es

 and Communit i es 

Above: This textile plant in the China Binhai industrial zone 
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C l e a n  Wa t e r  a n d  S a n i ta t i o n

Eileen Fisher supports economic, environmental 
and social sustainability. The brand only 
partners with companies who regard and 
support human rights. Some of Eileen Fisher’s 
initiatives include cre-ating sustainable working 
conditions in villages in India, thoughtfully 
choosing workers in need, in-forming workers of 
their rights, and useof manufac-turers that pay fair 
trade wages. Everlane, another eth-ical brand has 
described its business, “. . .we want the right choice 

Goals 
8 & 11        
to be as easy as putting on a great T-shirt. That’s 
why we partner with the best, ethical factories 
around the world. Source only the finest 
materials. And share those stories with you . . . We 
call it Radical Transparency. The Black Friday fund 
initiative donates the profits from Black Friday to 
improve the lives of the people who work at their 
factories. Eileen Fisher and Everlane are aiding in 
completing the goals of decent work and creating 
sustainable communities by giving back to the 
people and places that produce their clothes.

The very point of a marketing campaign is to 
encour-age consumers to buy whatever is being 
marketed. Patagonia, however, isn’t as concerned 
with profits as they are product. Patagonia 
created a campaign re-questing that you not buy 
their sweaters if you don’t need it. The impact 
spread, and the message was read clearly: don’t 
buy anything if you don’t truly need it. The most 
powerful act that we as consumers can do is to 
challenge our favorite brands by demand-ing 
superior standards and advanced efforts in sus-
tainability. If we stop purchasing from unethical 
and unsustainable brands, they will have no 
choice but

to convert to a sustainable and forward thinking 
busi-ness model. It is urgent that we do our 
research, and re-quire our brands we chose to be 
transparent. If the global goals cannot turn into 
legislation, we need to change the corporate 
behavior ourselves. We must share these goals with 
other consumers, businesses, and government 
representatives and never take “no” 
as an answer. If we continue to shop 
with-out regard, we are funding corrupt 
business practices that are draining our planet 
and our peo-ple. Our consumption choices are 
up to us, and we have the power to change 
fashion for the better.

R e s p o n s i b l e  C o n s u m p t i o n  a n d  P r o d u c t i o n  

Goal 
12   
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Marco Marconi started with a chemical in-
vention. With the help of his four daughters and 
wife, they took his product and turned 
it into a brand. A new type of luxury. Marco’s 
creation of washable paper went from a fab-ric to 
product to Uashmama. He started his career in 
shoe factories where he learned the importance 
of quality, Italian made products. The origin of 
Uashmama’s washable paper comes from his 
knowledge of the technolo-gy and chemistry. 
The brand was built off of the chemistry of the 
paper, not the fashion or design. Sustainable 
practices are intertwined into the roots of the 
Uashmama brand.

The story of Uashmama starts with mama her-
self. Emanuela Marconi started the company Le 
Sorelle, meaning the sisters, which is based in 
Montecatini, Italy. It was in her shop that the 
Uashmama brand was born and first sold. The 
name “Uashmama” was inspired by Emanuela 
and traditional Italian mothers who wash and 
always take care of their family.

Chiara, Giulia, Gemma and Gaia, the Marconi 
Sisters, each tackle a different part of the

UASHMAMA: 
A NEW TYPE OF 
SUSTAINABLE LUXURY

This family owned, Tuscany based 
accessories company is taking sus-
tainable, luxury fashion to the next 
level.

business, from design to marketing and ev-
erything in between. Uashmama is built on the 
ideals of family and this is shown throughout the 
brand in many ways, such as using their children 
and family members in their product shots, 
marketing and promotional materials. Expanding 
the Uashmama name across the globe has 
created an extended Uashmama family. When 
opening in a new location they make sure to find 
people who are as pas-sionate about the brand 
as the Marconi’s are. They now have locations in 
Poland, Canada, Spain, Scandinavia, Australia, 
the Netherlands, Slovakia, South Africa, and 
soon the United States. Each person fell in love 
with the Uash-mama brand and wanted to do 
more. They each have their own story of how they 
came in contact with Le Sorelle and Uashmama. 
The products and the brand impacted their lives 
so



much that they wanted to share it with their 
communities across the world. Whether it is by 
running a Uashmama retail location or display-
ing the products in boutiques, each branch of the 
ever-growing Uashmama family shares the same 
passion, enthusiasm, and dedication as the 
Marconi Family.

The production of Uashmama products takes 
place in Montecatini in Tuscany. The Uashma-ma 
brand uses vertical integration, meaning that they 
control everything from the design of the 
products to production to marketing and selling 
in order to maintain the brand image. The 
washable paper is made by using a virgin fiber 
through cultivation, instead of defor-estation. 
The manufacturing process of the paper is similar 
to that of leather. The paper is stretched, tanned 
and treated to increase its durability in order to 
withstand washing and constant use.

Uashmama’s sustainable efforts are not only 
present in the creation of the washable paper,

but their sustainability extends to constantly 
discovering new uses for their products. Due to 
the ability to wash their products, the Uash-
mama brand encourages re-use for their sim-
ple, multi-purpose products. Their signature 
item is the paper bag which is available in nine 
different sizes with options from basic can-vas 
colors to leather-like metallic colors. The use of 
the paper bag is up to the consumer. It originated 
as a bread bag at restaurants, but is now is used 
for things such as desk organi-zation or pots for 
your plants—the options are endless. Since the 
creation of the paper bags, the company has 
expanded to purses, totes, backpacks, wallets, 
home and table accesso-ries and more.

For modern luxury, like Uashmama, marketing 
efforts are very minimal, there are no in-your-
face “Buy me!” adds on billboards or in mag-
azines. They have a very small social media 
presence and word of mouth is their strongest 
tool. Visiting their stores, conversing with the 
Marconi’s, touching, feeling, and seeing the
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giving it a modern feel, however the retail lo-
cation in Lucca is very homey, warm, and more 
lchaotic. 

The Marconi family has truly embraced “family 
style” when it comes to their business. Their 
sustainable, fashionable products are derived 
from their Italian ideals displaying passion over 
profit. From their original paper bags to their new 
products each season, they do not stray from 
their mission and values. As the brand grows, the 
world continues to fall in love with Uashmama. -
Sammy Pesick

product is what sparks the interest and gets 
people talking.

Uashmama is the definition of an Italian, lux-
ury, lifestyle brand. You can feel the passion 
behind their products as soon as you walk in 
the door. The brand is timeless and family 
comes first. Chiara, Giulia, Gemma and Gaia 
want the Uashmama consumer to embrace

their lifestyle. The transparency into the daily 
lives of the Marconi sisters is present through the 
use of their children as models and the photos 
literally looking into their homes in the new 
UASHMAG. Each Uashmama location has a 
different feeling but still maintains unity with the 
brands’ values. For example, their Florence 
location is very simplistic with clean cut lines



BREAKING BOUNDARIES IN

Self 
Expression



Feminism = men’s 

rights too
Is feminism a boundary we can break? 

I think  the answer is yes! Throughout history 
men and women have been using fashion to 
defy the roles set in place by society that they 
are expected to uphold. One issue fashion is
attempting to embrace these days is the fun-
damental idea of feminism in which many 
brands and companies are working to-
wards becoming a more feminist integrated 
company. The fact of the matter is that being a 
feminist is fashionable, a trend even, and it is 
great that brands are starting to embrace this
movement. With that in mind, an opportu-
nity that brands should take advantage of 
is the idea that the concept of feminism was 
created to be about equal rights for not just 
women but men as well. In today’s 
day and age we are so caught up in 
this idea that feminism is only used to 
promote women’s rights that we don’t realize 
that the word feminism is supposed to mean 
the advocacy of rights for all men and women. 

According to the Merriam-Webster 
Dictionary, the word feminism has two 
definitions. The first one is “feminism” 
is, “The theory of the political, econom-
ic, and social equality of the sexes.” The 
second one says, “Organized activity on 
behalf of women’s rights and interests.” 
How, is it fair to those of us that believe that 
feminism is supposed to be a movement to 
promote the idea of equality between both 
sexes when our own dictionary has two 
completely different meanings for such a pow-
erful word. Did you know that the person cred-
ited with coining the term “feminism” is in fact 
a man? In 1837, French philosopher Charles 
Fourier invented the French word “femi-
nisme.” The idea behind the term was, “liberty, 
unless enjoyed by all, is unreal and illusory.”

Written and Photographed By: Sabrina Krupp 

Interestingly enough, Fourier was not a feminist himself. Although he recognized that women were 
treated poorly in the 19th century he believed that the idea of feminism didn’t jive with the sex
differences he observed. So, the question becomes which definition is the “correct” explanation for 
the term feminism? I’m not so sure there is a right or wrong answer here, but for the sake of this arti-
cle we are going to use the term that showcases equal standards for all people regardless of gender. 

If we interpret the definition of feminism as being the idea of having equality for both men and women



then we can start to talk about how femi-
nism should be portrayed in 2017. As best 
said in an article published on Odyssey 
online by Adriana Morgan, “Feminists want 
to see their sisters rise and achieve the same 
amount of equality as their brothers, but 
lowering their brothers in the process does 
nothing more than increase the disparity and 
amount of gender inequality that already 
unfortunately exists.” Therefore, in 
2017 we are responsible for the better-
ment of men and women in our society. 
We can not advocate and support just one 
gender over the other. By promoting the 
improvement of one gender over the other we are 
participating in oppression, which is not gender 
equality in any sense of the world. It is almost as if 
you are putting two genders against each  other.  
Feminism as a whole should be based on the 
idea of human equality being just that, hu-
man equality, and we should be focusing on 
creating a society in which men and women 
are equal in rights, pay, and representation. 

So how does fashion relate to fem-
inism? Well, that’s easy! Fashion is a 
form of expression these days and it is as 
simple as wearing a garment that shows what 
you believe in. For example, Christian Dior 
designed with a t-shirt design that 
features the message, “We should 
all be feminist.” This t-shirt soon 
became a staple piece for many feminists 
all over the nation. In an article published on 
Vogue Italia by Selene Oliva she notes that, 
“Fashion remains an accomplice, there is no 
denial of style, or of the iconic garments and 
accessories of femininity. A woman can be 
feminine and feminist, just like stated on 
the banner carried by Gisele Bündchen for 
Chanel: Feminist but Feminine. The new 
feminists use their body and looks 
to declare whose side they are on, just like the 
famous slogan T-shirt that has 
immediately become a powerful statement.” 
Fashion is something you can use to represent 
who you are and what you stand for so if feminism 
is one of the many things you believe in then let 
fashion transform you into a statement maker. 

“Feminism 
doesn’t always 

have to be serious!” 
-Michael, Kaitlyn, and

Maddie
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The photo spread is based on the idea that 
feminism doesn’t always have to be serious. We 
wanted to have fun with the shoot while also showcasing 
the severity of making feminism about equality for everyone. 



The biggest question I have now would be 
what does feminism mean to you? I asked this to my 
three models featured in my photographs and here’s 
what they each said. Maddie responded by saying, 
“The shirt says it all. People need to educate them-
selves on the true meaning of feminism- equality. The 
fact that it is still looked at as a derogatory term is a 
prime example of the world’s small mindedness.” Mi-
chal responded by saying, “I’m a feminist because I 
believe we all should be given an equal chance. I be-
lieve in advocating for this because so many people 
are unaware of global issues facing women and oth-
er minority groups. It is clear that powerful women 
are undermined, especially in the United States. Look 
who we didn’t choose to be President? One of the most

qualified candidates, yet there was ‘something’ people 
just didn’t like, or, she’s ‘too much of a robot’ a ‘bitch’ 
all things that undermined her potential. She might not 
have the best track record, but was Trump any better? 
We just felt more comfortable with a man in power. That 
fit a better narrative. It is these ideas that make me femi-
nist. Why can’t a woman be powerful and respected like 
a man? Why is it that a female is bad for being a wom-
an? However, the opposite is said for a man. Women in 
Myanmar, a country in Asia that I’m sure many people 
have never heard of, are being abused. These women 
have almost no voice and have a very small chance to 
have any freedom. Or, the gay men in Russia who have 
been captured and sent to a concentration camp for 

their sexuality. Again where is the coverage. All of these 
issues, ignite a lot of frustration, but also a lot of pas-
sion in me. I believe these are problems with a solution. 
We are better than this. We can create an environment 
that is inclusive to all. This is why I am a feminist, advo-
cate, and overall someone who wants to vocalize issues 
and develop solutions to create full equality globally.” 
Lastly, Kaitlyn said that, “People often associate femi-
nism with women trying to overpower or dominate men; 
however, this negative connotation is not the case and 
teaching people the correct definition is the first step 
to actually accomplishing equality. Feminism is wom-
en and men having equal rights and opportunities in 
all aspects of life including the workplace, voting, and 
pop culture. While our society has progressed and de

creased the gap between the two genders, there is still 
work to do before reaching full equality of the sexes.”  

In conclusion, feminism in 2017 should be 
about human equality and the idea that we should be 
promoting the rights for both men and women. Feminism 
has finally been accepted and embraced by companies as 
being a trend in fashion but it is now time to revolu-
tionize this idea into being about equal rights for men 
and women instead of just being a movement pre-
dominantly for women’s rights. It is time for the idea 
of feminism to break the boundary of being just a 
movement of rights for women and to a movement 
of rights for all people, regardless of their gender.  



MAKING 
FOR THE
BANKING

Photograph By: Rachel Stine 

 
Article by:
Taylor BaumBerger

You want something ground 
shaking, history making, 
boundary breaking? 
When I visited one of Cockpit Arts’ two lo-
cations during my time in London I found 
just that. Established in 1986, this incuba-
tor for craftspeople, houses up to 170 small 
businesses altogether, is the only one of 
its kind in the UK. Since then, Cockpit Arts 
has helped thousands of talented creators 
achieve national and international success. 
It was clear to me why Cockpit Arts, a unique 
social enterprise, is so award winning in just 
my short time there.
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I know, I know, you’re wondering what these words 
even mean right? A social enterprise, by definition, 
is a revenue-generating business, with a twist. They 
can either be non-profit or for-profit, with two goals 
in mind: to improve social objectives and serve the 
common good.  While this isn’t uncommon, Cockpit 
Arts’ approach sets it apart from anything else out 
there. 

Cockpit Arts uses an incubator system to ensure 
the craftspeople they house thrive. Essentially, they 
offer affordable studio space to support start-ups 
who are taking their first steps in the world of busi-
ness, as well as creators who have been at it for a 
while but want to accelerate 
their growth. They’ve creat-
ed a system which takes in 
crazy-talented makers [the 
acceptance process is tough, 
only the best are selected] 
with business potential, who 
might not have the great-
est grasp on how to start or 
grow that business. Cock-
pit offers all the help anyone 
could dream of in that area, while the makers have 
complete accesses to their studios 24/7, 365. The 
makers even set their own hours, working as lit-
tle or as much as they need. The space they have is 
completely their own, however, the studios can be 
shared with two to five makers at a time. The idea 
is to incubate the makers until they have what they 
need, whether that be funds or knowledge, to make 
it on their own. Some of the craftspeople love the en-
vironment at Cockpit so much they end up staying for 
the long haul. Currently, Cockpit is working with 20
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makers who do not have a studio but 
still want to learn from their approach. 
Cockpit Arts offers open houses for potential 
clients to see what the makers have to offer, with 
the opportunity to buy directly from the maker. 

I had the opportunity to meet with two 
makers who have studios housed at the Holborn 
location. These interactions really gave me a feel 
for what Cockpit is all about. Let’s just say I left 
this place feeling more inspired and motivated than 
I ever have.

First I spoke with Judy Bentinick, a milliner. Judy 
is one of the most loyal Cockpit makers there is, 

having her studio space there for 
25 years. When I first met her I 
could see the passion she has for 
creating beautiful, unique hats 
and headpieces. Judy studied 
printed textiles at John Moores 
University, Liverpool. Judy 
spent her early career design-
ing and making costumes for 
theater and film. She didn’t 
make her first hat until she was 

teaching costume design at the Bristol Old Vic The-
atre School. Judy said after that she knew millinery 
was a serious interest of hers. This led her to train with 
Royal Warrant Holder and world renowned millinery 

teacher, Rose Corey. In 2002, Judy launched her own 

label. Designs and makes her products by commis-
sion for an international client base. During my vis-
it, Judy was preparing her collection for 2018. She 
releases one collection per year as the majority of 

Below:
Judy showing off one of her creations in her studio. Two  
hats from her most recent collection. 



her work is still commission-based for special occasions. On  top of the 
work Judy does for clients, she teaches millinery classes at Central St. Mar-
tin’s College of Art and Design, one of the most prestigious art colleges in 
the world. She even found time to write a book, “Designing and Making Hats 
and Headpieces” , which can be found on Amazon. Judy expressed her love
 for the environment of Cockpit Arts’, “it’s like a family here, the 
environment is relaxed and supportive” But I think her time there says it all.

Next I met with Sophie Manners, a textile designer. After graduating 
from the Royal College of Arts with her MA in textile design, she moved 
to Como, Italy working in a silk mill. “I knew it wasn’t what I wanted to 
do. I couldn’t see myself sitting behind a computer the rest of my life.” 
In 2013 she returned to London and started her own studio at Cockpit.

As an aspiring textile designer myself, Sophie, sparked my interest the 
moment I stepped foot in her studio. She had just recently moved from 
one studio space to another in Cockpit. Large spools of thread in every 
color filled the shelves. In the center of her studio is a 16 shaft Harris 
Loom. I’ve seen hand woven textiles before, but nothing like Sophie’s. 
She uses both traditional and experimental techniques and materials with 
an objective to satisfy the senses with intricate fabrics. Exploration and
 experimentation is the main focus of her practice, and boy does she thrive.

During my visit, I was able to see samples of Sophie’s work, each done 
with the up most care and creativity. Among these works, was vel-
vet woven with stainless steel, it was much softer than you’d think. 
I was also able to learn about the business she runs. Sophie makes 
samples with the intent to sell to fashion houses. Some of her de-
signs have the ability of mass production, others can only be woven 
by the meter due to their vast detail. However, Sophie doesn’t just sell 
the sample, she sells the patent to her work. After it leaves her hands 
it will never be hers again. Her name will never be in lights due to the 
confidentiality documents she signs as part of the contract, talk about 
humble. She told me that she has seen her work in showrooms of big 
name designers, “I have a little celebration to myself, that’s all I can do”. 
Sophie’s work has been exhibited in London, Paris, New York 
and Hong Kong, while Sophie herself isn’t able to share who is 
producing and using her work, I have a hunch. Sophie’s’ love 
for her work and Cockpit Arts were both evident during my           
visit, “I’m just really lucky to be where I am, that’s all it is.”

Cockpit Arts is breaking so many boundaries,  they aren’t 
doing it to be recognized or praised, they exist because they 
see a need  and a purpose. Judy and Sophie are just two of the 
thousands of boundary breakers  who keep this extraordinary so-
cial enterprise thriving. Who knows, if you have something to be 
making, maybe Cockpit Arts will find a way to help you   with the banking. 

Above: Sample Work of Sophie
Below: Sophie In her studio at the Holburn Location 

Below: Sophie’s 16 shaft Harris Loom 
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Written By: Sarah Clement 
Photographed By: Taylor Baumberger 



Boundaries  are being broken in 
the fashion industry every day, 
and up and coming designers 
are no exceotion.  When you 

walk into a retail establishment, one of 
the first things you look for are the signs 
denoting the direction to each section.
You may notice that often those sec-
tions are simply men’s, women’s, and 
children. In the next couple of years, we 
may begin to see the men and women 
signs changed to “Adults.” This is the 
result of a worldwide gender revolution, 
ranging from LGBT acceptance, to the 
newfound ideas of gender fluidity, and 
the fashion industry is not exempt from 
these influences. In fact, the fashion in-
dustry is one of the few sectors where 
this idea is almost completely accept-
ed by its contributors, and it is both be-
cause of the open-mindedness of the 
industry’s consumers  and the monetary 
value of bringing these advanced ideas 
to life through clothing. Although the 
industry does teach acceptance, gen-
der fluidity is a popular topic in politics, 
and is therefore a large selling point for 
a large number of brands. According 
to a study done far the Fawcett Society 
in 2016, 60% of young people believe 
that gender is non-binary. Non - bina-
ry, by definition, means a person who 
identifies as neither male nor female. 
In clothing, its meaning lies in the idea 
that clothing is designed and creat-
ed with no gender in mind, and can be 
worn freely by anyone on the spec-
trum. High end brands such as JW An-
derson and Rad Hourani have created 
gender-neutral lines, and recently the 
push has reached fast fashion brands, 
such as H&M and Zara. Traditionally, 

Robar modeling 
his dress design.

genderless clothing was presented in the form of military uni-
forms, or clothing inspired by them. When first established, 
these collections were considered to be “appropriating male 
power,” according to The Guardian, but are nowadays seen as a 
movement towards equality. In 2017, about 87% of society con-
siders it appropriate for a woman to wear “men’s inspired” cloth-
ing. However, it is still uncommon to see men seeking out tradi-
tionally female clothing. This portion of the movement will begin 
with the young people currently studying in the fashion industry, 
specifically the designer. Cooper Robar,a Kent State University 
design student, is hoping to bring his influence and ideas to this 
movement. Robar credits his passion for art, history and design 
to his parents, who passed down their knowledge and creativity. 
Although never forceful, they were a driving element for him.
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His fashion iceons are artist Maria Forque and trans-
gender burlesque star Amanda Lepore. Seeing these 
artists that are not directly linked to the fashion in-
dustry, as fashion icons, allow Robar to pull inspira-
tion from varying spectrums, and in return give him 
greater insight to the gender revolution itself. Robar 
is the only male fashion student attending Kent State 
Florence, and naturally, this affects the way in which 
he creates. He describes himself as “a 6’4” androg-
ynous and (debatably) masculine human,” and be-
cause of this, there is no hiding in the shadows of his 
peers. Instead, he uses this highlight as a push to 
bring innovation and creativity into all that he does, 
whether it’s getting dressed in the morning or de-
signing a dress. For his last assignment, he was in-
structed to design and construct a dress, which real-
ly stood out among the other student’s creations for 
a couple of reasons. When designing, Robar said his 
inspiration was “the creation of a dress that worked 
with the body. Not just something that sat on the body, 
but something that intertwined and melted together 
as if the person and the dress were a single piece.” 
He strives to create a “tangible, wearable garment 
that other people haven’t necessarily thought of 

Cooper Robar



before, and put twists on things that already exist.” 
The end result was an asymmetrical pale pink dress 
with one sleeve cut off, and the other longer than the 
wearers arm. The most enchanting part of this gar-
ment, however, wasn’t the design itself, but the person 
who modeled it for the student photo shoot. Traditional-
ly, a dress would be worn by a woman, but instead, Ro-
bar decided to model his own creation. Male designers 
who create womenswear usually hire models to show-
case their designs. Robar decided, with much similar-
ity to the events happening in the gender revolution, 
that his dress did not need to be modeled by a wom-
an, and to put it simply, men can wear dresses, too. He 
states that he always has the thought of “would I want 
to wear this?” in the back of his mind while designing, 
so it only seemed right for him to model the dress him-
self. He also says, “I try to design without gender in 
mind. I don’t think clothing is specific to one person.” 

We are lucky enough to live in a world where creative ex-
pression and personal style is accepted, and even en-
couraged. On the streets of Hollywood and New York, 
as well as on the runway, you see gender lines blur-
ring more and more with each passing season. The up 
and coming designers think less about who they’re de-
signing for in terms of gender, and more of who they’re 
designing for in terms of personality, style and bud-
get. Within these blurred lines we can learn that fash-
ion is for everyone, no matter what you identify as.

“The creation of a dress 
that worked with the body. 
Not just something that sat 
on the body, but some-
thing that intertwined and 
melted together as if the 
person and the dress were 
a single piece.”

Cooper Robar
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FASHION ETHNIClni 
ARTICLE BY UTSAVI IYER 

Over the decades, fashion designers have been 
inspired by cultures from around the world. This 
interest in different ethnic backgrounds comes 
from the same curiosity that has put globalization on 
the rise since the 1900s. Traveling is not only 
more easily possible today but it is encouraged, 
expected even. Designers have been influenced 
by traditional clothing from different parts of the 
world, bringing the west to the east and the east to 
the west. 

The 20th century has seen many peaks of ethnic 
fashion popularity. The first outpour of interest was 
in the 1920s. A.Vertinsky who emigrated at that 
period from Soviet Union (Russia) wrote in his 
memoirs about the fashion of the time: "Paris 
dressmakers Chanel, Lanvin, Molyneux travelled to 
Africa, Timbuktu, Honolulu, India to 
experience bright colors and impressions and after 
come back they brought fashion to absurdity. Once 
fashionable half-naked, bright and 
screaming dresses were then replaced by high-
necked, mystical and strict ones, depending 
on the gained experiences of their creator". 

One of the first fashion designers who turned to 
ethno style was Yves Saint Laurent. His collection 
with ethnic style elements was highly appreciated. 
The clothing acquired noble salon look. Romantic 
silk and organza garments for aristocrats differed 
greatly from scrappy dresses with mixed hippie 
patterns. The Ethnic style collection by Yves Saint 
Laurent was a real breakthrough in the haute 
couture history. The most beautiful was his famous 
"Russian" collection 1976-1977. It urged the 
interest of Europeans to the Russian culture. 

Every designer has many sources of inspiration. I 
first noticed the extent to which a designer uses a 

culture as inspiration while looking at their work as a 
whole at exhibitions and museums dedicated to fashion 
houses. Christian Dior's exhibition celebrates 70 years 
of incredible fashion. Located in Paris, the exhibition 
features some of the best and most iconic designs of 
the esteemed fashion house. There are several rooms 
dedicated to different countries that have inspired the 
designers. Spanish, Indian, Egyptian and Japanese are 
just some of the ethnic styles featured in the exhibition. 
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In Italy, the Armani / Silos is a corporate 
museum that was established to celebrate 40 
years of success. This exhibition had similar 
features too. Armani was particularly inspired 
by Indian and African culture and traditional 
dresses. The influence is clear in many pieces 
seen in the showing. 

Cultural appropriation is not always seen as 
positive influence in this creative industry. 
There is a lot of controversy associated with 
this phenomenon. For example, the Spring 
2018 collection by Valentino was inspired by 
the "wild tribal Africa" but the designer only 
used eight out of 87 black models so that 
sparked a lot of dispute and debate. Many 
people argued that Valentino wasn't really 
paying homage to his source of inspiration. 
However, in an article on 

 Business Of Fashion, writer Osman Ahmed 
argues that fashion needs cultural 
appropriation because "without the freedom 
to embrace fantasy, curiosity and 
interpretation, borders remain closed and the 
codes of stereotypes remain intact - and what 
could be more regressive than that?" Fashion 
and traditional cultures should mix. After all, 
fashion is our most basic and day-to-day 
form of expression and art. It is 
incredibly important to express different 
voices and different points of view. It is how 
we grow and learn more about the world we 
live in. Cultural appropriation in fashion has 
the power to spark curiosity, learning, 
appreciation and maybe even acceptance. 
Very few industry have that kind of influence 
on the world and it is our responsibility to use 
that power in a positive way. 
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Designers 
who broke 
the Rules 
Article By: Kaitlyn Lipsitt 

The definition of a society is people 
liv-ing together in an ordered 
commu-nity. This often suggests that 
peo-ple living in a similar area stray 
away from looking different and conform to everyday 

trends. This idea has been present in our soci-
ety for years and it is rare that someone comes 
forward to change these views. However, that 
does not mean it is impossible. From designers 
like Christian Dior and Coco Chanel to design-
ers of the present day, these nonconformists 
broke boundaries and changed the way that peo-
ple looked at new trends. Not only did they force 
people to think outside of their comfort zones, 
but also to changed the way they dressed and 
made these far fetched ideas everyday trends. 

After World War II, women craved a fun, new 
style that only the elite had possessed and the 
considered European designs as dull. Febru-
ary 12th, 1947, Christian Dior changed fash-
ion history with his collection, “The New Look.” 
His designs were a breath of fresh air with, their 
defined shoulders,celebrated his, petite waist 
and emphasized bust. Dior was the first design-
er to take evening wear and introduce it as day-
time clothing as well. He continued to introduce  



new silhouettes and styles twice a year, making him-
self one of the first culprits of “fast fashion.” Women 
were rapidly buying his garments to keep up with the 
new trends. While past designers mainly focused 
on individual articles of clothing, Dior introduced 
the importance of a full collection, including shoes, 
coats, gloves, and hats. His eye for change and 
ability to alter a trend to feel like a totally new look 
allowed women to buy clothes more regularly and 
therefore, altered the world of fashion at the time. 

The Dior brand has continued to change the fash-
ion industry by introducing their first female de-
signer, Maria Grazia Chiuri. While Christian Dior 
focused more on feminine looks that thrived at that 
time, Chiuri has focused on gender neutral trends. 
She understands that Dior is known for its femi-
ninity , which has a different meaning to a woman 
compared to a man. She claims that since she is 
the first women director of the brand, it is the first 
time a woman is making clothes for other women, 
and therefore, it is not solely based on how they 
look, but more importantly, on how the custom-
er feels. Our society struggles with the idea of the 
equality of men and women and whether or not this 
goal has been reached. Chiuri has used her plat-
form to promote more gender equality throughout 
her collections with the idea that if you are a wom-
an you can have these equal opportunities in life.

While some designers are more well known for 
their work, one of the most influential design-ers 
of her time was Coco Chanel. Similar to Chi-uri, 
she incorporated her views into her clothing.  

Chanel changed the game for wom-
en at that time. She came from a genera-
tion where women were told they had to 
wear corsets, long dresses, and an array of uncom-
fortable garments. She created, “a world where 
luxury and comfort go hand-in-hand.” She wanted 
to show women that clothes could be comfortable 
while also incorporating simplicity and everlast-
ing elegance. She instilled the idea in consumers’ 

minds that if a garment wasn’t comfortable, it was 
not considered luxurious. She first found success 
after creating a jersey dress that she designed and 
then later wore on the streets which grabbed the at-
tention she needed. Her taste in comfort as well as 
masculine-like clothing sparked an interest in many 
people and the trends quickly started to change 
significantly. Chanel figuratively and literally ripped 
apart the corset and allowed women to finally move 
within their clothing, which forever changed the 
ideas of what women fashion was and is today.

Think about the typical model: She is super tall 
with mile long legs and wears a size 0. This is 
almost everyone’s perception of models and 
these ideals and proportions are unrealistic. 
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The controversy of whether or not plus sized mod-
els, or even just curvier models, should walk in run-
way shows is still prominent. However, Christian 
Siriano doesn’t care about these stereotypes. For 
the last three seasons, Siriano has taken to the run-
way to continue to show his support for women of 
all sizes by showcasing his garments through 
women of all body shapes as well as including more 
diverse models. In his last show, he had five plus 
sized mod-els walking down the catwalk wearing 
everything from crop tops to gorgeous body con 
dresses. He is saying that we need to chip away at 
the size barriers and not have the mind set that 
women are only pret-ty if they are a size 0 through 
4. His message is that, clothing should have no size, 
race, or gender con-straints, he is approaching the 
decade of what works for him- and that means what 
works for everybody.” He portrayed a t-shirt in his 
recent collection that read, “we all grow in the same 
garden. Other brands, like Chromat and Michael 
Kors, are also starting to take action and have plus 
sized models walk in their shows. This shows our 
society that the belief that skinny is the ideal beauty 
needs to change. Fashion is a style that is popular at 
that specific time; however, it is also about evolving 
the trends and creating new ones over time. These 
design-ers, both past and present, are not afraid to 
try new things even if society is not ready for them 
right away. Using their collections to stand up for 
their beliefs is the most influential type of fash-ion. 
Fashion is a form of expression as well as showing 
people what you stand for and these designers are 
doing just that: breaking boundaries 

           Breaking Boundaries In Style and Design 
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STYLE HUNTER 
ARTICLE BY GRETCHEN BAYER 

Effortlessness and ease are both qualities that 
a woman strives to possess. Street style is 
walking art, and Europeans put a special twist 
on things and are persistently breaking the 
fashion standards. There are numerous 
fashion leaders and early adopters within 
new media, these girl-bosses of the world 
have created and exposed the mass market 
to not only updated trends but political and 
social movements as well. Young women, just 
as ourselves, have created their career 
through social platforms. Girls want to be 
doing, wearing, and seeing exactly what these 
celebrities do, wear, and see. We see the average 
woman finding that inspiration and dressing up 
their street style for their own confidence. 
Street style photographers such as the 

Sartorialist are 

capturing the "breaking boundaries" kind of 
women. When scrolling through the 
website, you will find categories in which 
women dress, and how they feel 
comfortable doing it. They either have 10 
statement pieces in their wardrobe or one at a 
time and play with them continuously. Either 
way, it's done skillfully and the people 
that catch your eye are the ones that make 
you ask how and why, they mix colors, 
textures, and fabrics and make it look so 
easy. Fashion isn't just about the silhouette 
anymore, it's about making an impact and 
wearing something as a form of expression. 
Fashion forces you to think and interpret, 
and that is the truest form of art. Below are the 
sophisticated yet playful approaches on 
fashion in the industry today. 

THE MINIMALIST : 

The women in the European fashion capitals find 
that one statement piece and normalize it with a 
pair of platform sneakers or booties. These 
fashion power-houses cohesively bring together 
effortlessness and complexity. Minimalist 
silhouettes this season have been complimented 
with color-blocking, allowing easy shapes to 
showcase quirky dressing into a commercial and 

easily digestible way. There has been a large 

• focus on simple sophisticated silhouettes this 
season accompanied by oversized fur jackets. 
Companies have been distancing themselves 
from real fur and opting out for the fun and colorful 

humane approach as seen to the left and right. 
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THE GENDER NEUTRAL: 

Women who seek inspiration drawn 
from menswear usually capture a 
unique aesthetic with clean and edgy 
sensibility. This androgynous trend is 
here to stay. Wide leg trousers 
paired with a clean tailored blazer 
pair perfectly to sell that edgy 
vibe.Masculinity is a trait that can be 
shared by both genders, and this 
stance on fashion is a perfect example 
of that. Key items you will need to 
pull of this outfit: Elongated 
blazers, straight-legged trousers, 
crisp shirting, platform sneaker, 
minimal accessories. 

THE URBAN STREET: 

These women channel the "I had to throw 
on the last clean item in the closet look" 
very well. They dress in essential items and 
create the urban street style that 
everyone wants. The sport undertone is 
showcased with slouched bomber 
jackets and sloppy distressed 
sweatshirts. If they aren't wearing 
distressed denim they usually have a 
ripped opaque tight in its place. To 
seamlessly finish the look, they put on 
low-top sneakers, brush some mascara 
through their lashes and add a pink flush lip 
tint to their simplistic vibe. 
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THE FEMININE EDGE: 

These women grab that one dressy piece out 
of their closet and pair it with the next best 
casual accessory. They style their outfit 
around a jacket usually and accompany their 
look with a textured platform sneaker. The 
rest of the outfit is basic because the colors 
and silhouette speaks for itself. The 
femininity of their look is showcased with 
textures and fluid fabrics. They use cheerful 
alliances between different types of colors. 
Shades are a must-have to complete the 
look. 

THE BOUNDRY BREAKERS: 

These women are grabbing the statement piece 
from each designer rack and throwing it all 
together for one busy walking piece of art. They 
love graphics and textures. These women are 
thrill seekers and love pushing boundaries. Their 
outfit is a dazzling interplay with joyful-hyper 
pigmented or deep enigmatic tones. These 
women are always found mixing textures with 
poisonous mattes or shines. Comfort is a last 
priority, they care about the impact they make. 
They don't dress like this for others, it's for 
empowerment of the soul. 
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ADAPTIVE 

FASHION 
ARTICLE BY DANA KORETZ

Clothing has always been an important part 
of society, with evidence from the earliest 
human civilizations. Throughout history we 
see climate, religion and political factors play 
a role in the fabrication, styling and even 
color of the garments that people wore. Clothing 
is something that defines a person and allows 
society to have an outlook on an individual's 
lifestyle and beliefs. Clothing is very 
personal. This suggests that there is a 
high correlation between clothing and personal 
identity and values. Today, as a society we are 
promoting diversity more and more, 
pushing for equal opportunities for all. 
Although we are not 100% there yet in fashion, 
these are steps being made in the right direction. 
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Designers are not typically trained 
in constructing clothing for body types other 
than standard sizing, making it very hard for 
them to mend this gap in fashion. It is 
very hard to understand what different 
disabilities need without experiencing it 
yourself. For example, if you are sitting all 
day, your clothes need to have different 
functionalities and features than 
someone who is able-bodied. Your 
clothes need to be easy to put on, made of 
breathable fabrics, and non-restricting, 
while also being durable enough to 
withstand possible contact with a wheel or 
sitting all day. Jackets can't be too long, 
otherwise the extra fabric could bunch 
around the waist. Open style lab is a 
nonprofit organization that specializes 
in funding, researching and designing for 
people with any kind of disability. The 
Open Style Lab hosts different events 
and educational programs to raise 
awareness and create ready-to-ware 
clothing with designers, engineers, 
and occupational therapists. They partner 
with Parsons Design School, MIT Museum 
and the Boston Museum of
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Science for fashion showcases. This 

group is innovating within the fashion 

industry and breaking down barriers by 

exploring the need to get fashion to 

people who do not fit the standard mold 

for clothing. 

The popular store Target recently added 
even more reasons for people to love it. 
In mid-October, they released a line 
of adaptive 
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apparel for children with disabilities. There are 

around 40 pieces in the collection including 

jackets, pants, and T-shirts that feature extra 

zippers, side snaps, and back openings to 

better adapt to children with disabilities so that 

they can more easily get dressed and be 

independent, while also keeping their style. The 

line also includes pajamas along with the 

daywear. Target sells this line online as 

well as instore, making it accessible 

to many people around the 

country. The articles of 

clothing are also sensory

friendly for children on the 

autism spectrum. This 

includes flat seams and 

no tags for children 

sensitive to touch. 

The American 

fashion label Tommy 

Hilfiger, one of the most 

influential brands in the 

industry, is tapping into a 

market usually ignored by 

luxury fashion brands. It 

was exciting news for the 

disabled community and fashion industry when 

they announced they were making adaptive 

clothing. The brand has been designing 1980s 

and recently launched its first adaptive line of 

clothing for disabled children, a collaboration 

that started after a mother couldn't find jeans for 

her son who wears leg braces. The 22 pieces, 

which include jeans, khakis, dresses and 

button-up shirts, looks the same as those on the 

pre-existing TH Kids line and are also priced the 

same. Buttons are still sewn on the front, so 

there's no difference in the look. In October of 

2017 Tommy Hilfiger came out with his second 

adaptive brand including over 30 looks for both 

men and women. Garments have Velcro 

closures and magnetic flies and zippers, 

along with adjusted leg openings and 

hems to accommodate leg braces 

and orthotics. Shirts have 

magnetic buttons and cuffs 

that make it possible for 

someone with only hand to 

get dressed easier than 

before. Shirts can also be 

opened completely in the 

back, allowing anyone to 

wear them. This 

highlights the bringing of 

the shift in the industry of 

mass producing clothes 

that are functional and 

fashionable for differently 

abled people. Hilfiger is 

designing clothing that is not only accessible 

and wearable, but is also on trend. This is the 

first time of the top worldwide brand has 

combined accessibility with fashion to 

accommodate all types of bodies. 
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