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From the 
Editors

Welcome to the first issue of RUONCampus 
magazine. 
 Our first issue is full of captivating content 
and is inspired by the people of Richmond Uni-
versity. We have assembled a variety of articles 
covering the ever-changing fashion
industry along with a collection of lifestyle, travel 
and beauty articles. The main article features an 
interview with Kimhia Toussaint one of Rich-
mond’s most recognized faces. Many strong, intel-
ligent and inspiring people have taken this issue 
to a whole new level. The writers of these articles 
vary from Richmond students and professors to a 
Savile Row tailor all from a London point of view.
 The very essence of this magazine aligns 
with the University’s core philosophy, “unity in 
diversity”. Having people contribute to this mag-
azine from all around the world and fromevery 
aspect of life is what gives Richmond Fashion 
Society and ruoncampus magazine its
unique style.
This magazine is a celebration of style, individ-
uality and unity. We hope that you will enjoy 
and appreciate the magazine as much as we have 
enjoyed creating it.
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Have you heard of us? 

 Unless you are too busy being awesome please take a minute or two to learn about our 
fabulous society! The Women In Leadership society is the first society at Richmond University to 
create a community where ideas and skills are exchanged in order to empower women and en-
courage female leadership. We are living in an age of women empowerment and as a young female 
we are constantly told to explore our identity and to feel like we are able to do whatever we like. 
While most of us spend our young adult years working out who we are, crying over doomed rela-
tionships and having Beyoncé as our preacher, there is a lot of pressure for us to do well because 
we are constantly reminded of the benefits we have compared to past era’s. It is true that we have 
many inspiring women leaders and role models out there but many girls and young women strug-
gle to find similarly successful, relatable role models who can inspire them to imagine everything 
they could achieve and believe that each of those possibilities could become a reality. 
 It has become clear that we need to do more to shine a light on the ambitious, successful 
young women who dream big and achieve their personal and professional goals while staying true 
to themselves. Men seem to have these kinds of role models in abundance and perhaps as a result 
do not struggle to imagine that they can affect change and become leaders. However the key is the 
awareness that we can design our own unique path and as long as we are confident, hard working 
and willing to give it our all, we can make it happen. This awareness is what Women In Leader-
ship would like to bring forward into Richmond University and beyond. We all have a goals list, 
its time to share them with us and make things happen! No else is going to build the life you want 
but there will always be amazing souls to cheer you on along the way. Lastly, we have some exciting 
events coming up for next semester so please follow us on Facebook or Instagram! @WILRAIUL.



Richmond Fashion Show
On the 18.03.2017 Richmond University held its very 
first Fashion Show. London Designers such as Point-
Blank.- / Arantxa / Anna-Maria / Omniss and TG 
showed their collection. 
 We talked to the President and Vice-President 
of the Richmond Fashion Society to talk us through the 
event.

What were your intentions and goals for this project?
 The Very First day I arrived at Richmond Uni-
versity seeing that old stone building I had the vision 
of using it for a fashion show. After having worked at 
LFW where I got to 
meet many young and 
upcoming designers
 I got to experience 
first-hand on how 
difficult it can be to 
set up your own 
fashion show.  The 
collective costs from
Venue, Models, 
Makeup artists, 
Clothes etc. make it 
almost impossible 
for upcoming 
designers to host 
their own show. This 
inspired me to get these creative minds together to
work as one on this show.

How many people were involved in the project?
 An unbelievable amount! We had over 25 mod-
els, Makeup artists, the whole support of the Richmond 
Fashion Society team with about 15 members. All the 
designers with their teams and so many more… 
We also had T2 (tea shop) sponsor us with their deli-
cious Tea and cookies. 

What was the general plan for the show?
 The overall plan was to structure the whole 
event into three stages. Stage one being the actual show. 
Here the collection of designers would be shown in one 
go. 

 We had a live performance on the catwalk 
from DXRSA setting the mood for the show. It was 
very important to me to take the guests into a different 
world. We did this by using blue lights over the catwalk, 
a white carpet reflecting the lights, loud atmospheric 
music and a unique frangrance was sprayed around 
the room. All these sensory impressions helped us set a 
new mood for the show. 
 Stage two comprised of an after sales event. 
It was very important to us to offer the designers the 
opportunity to sell their collections straight off the cat-
walk. This “see now – buy now” approach and has been 
extremely successful. 

Stage two and three 
could almost be seen 

as one since stage 
three was a big after 

party. Live music 
from “GUGU” 

and “DJ” with lots 
of drinks and free 

bagels offerred after 
the show. 

We also had lots of 
photographers and a 
film team to capture 

the whole show.   
Lastly we also had

our Instagram page “ruoncampus” live-stream the 
show.

How was the behind the scenes atmosphere? 
 Incredibly tense! But in the most positive way! I 
rarely had to deal with so many things at the same time. 
Prepping the models, getting the collections ready and 
getting everyone in place. There was also organising the 
run-through order and making sure every model knew 
what to wear next. The atmosphere once the show was 
running was simply incredible! The focus of every team 
member made everything happen in a blink! While it’s 
worth noting that the show was 20 min long displacing 
over 30 outfits.  

Model: Mona Omar Cracknell



Since this was a charity fashion show what efforts did 
you guys make to raise money?
 In preparation for the show we sold Richmond 
Fashion show pins to raise attention for the course. Of 
course we also sold tickets which in the end enabled us 
to donate 300£ to charity. 

We dearly want to thank the University, all its students, 
professors, all our external supporters, designers and 
many more for supporting us. Without everyone’s sup-
port this wouldn’t have be possible.

Left to right: Point Blank, Anna-Maria, TG, Arantxa, Omniss 

dxrsa performing live wearing Point Blank.-

NamYoon Kim wearing Omniss

Laura Rusconi wearing Omniss



From São Paulo to  
Savile Row 
 by Juliana Poslednik

 In February 2016 I arrived in London to 
start my tailoring training on Savile Row. But this 
story starts years ago in São Paulo when I started 
taking fashion courses in fashion at the age of 16. 
After that I was convinced that I wanted it as a ca-
reer. I started working during the first years of my 
university studies and I’m sure every experience 
guided towards what I’m doing today. 
 Private label development, jeans wear, 
wholesale, I had to pass through all of these expe-
riences to find my passion in tailoring. But what 
I missed was being able to produce higher quality 
products. At this point of my life I was told by my 
parents that my grandfather and great-grandfa-
ther were tailors in Portugal and my grandfather 
was a tailor during his first years living in São 
Paulo. So this inspired me to come to London in 
2010 and take a short course in Couture Tailor-
ing, where I fell in love with my work again. Ever 
since then I have been studying and developing 
my skills in tailoring. 



 What fascinates me the most about tai-
loring is that is very organic, you are always 
learning something new especially techniques. 
Experienced tailors will give you tips or you will 
read a book and merge these techniques with 
your own knowledge to develop your own way 
of constructing garments. The luxury market is 
fascinating and the transition between working in 
womenswear and menswear happened naturally. I 
always liked to work with tailoring cloth and I try 
to create my pieces using my knowledge in men’s 
and women’s fashion while bringing together the 
details, materials and values from one gender to 
the other. Being able to construct a garment is a 
very interesting experience for new creations.

 I started to focus my work in menswear 
when I lunched my own men’s accessories brand 
developing ties, bow ties, cuff links and umbrel-
las. Through my brand I was able to meet some 
tailors in Brazil but this was not enough for me, 
I wanted to have experience and learn from the 
best professionals in Savile Row. As one of my 
teachers in University used to say “We don’t like 
fashion we are passionate for clothes”.



The Rise of Fashion Trends
by Lilia Kouzmanova

The Importance of the Fashion Industry
 The fashion industry is unlike any other. It is 
probably the most prestigious and captivating of all 
industries, producing clothing for any shapes, sizes, ages 
or colors, yet it is despised by many who are lacking the 
knowledge of its real contribution, link and importance 
to society. Clothing has been present ever since human 
history, throughout wars and celebrations, crises and 
festivities (Haight, 2014). Each one of us is in some way 
or another is part of the consumers’ world of the fashion 
industry. Whether people value fashion or not, at the 
end of the day, we are all part of the same ecosystem in 
which we buy into and with every single purchase (Ar-
vanitidou & Gasouka, n.d.).
 Moreover, fashion is something that speaks to us 
all. Without it, we would be living in a world of boredom 
and monotony. We are all engaged in fashion, and we are 
all subjects to its changes, revolutions and arising trends 
throughout the decades. Thanks to it, we, human beings, 
have been able to dress up adequately and according to 
our own social status, state of mind and human nature 
throughout the years. Designers are the ones standing 
behind the designs we wear every day. They are the ones 
that have been creating clothing for us all throughout 
which we not only cover up bodies but also express our 
social alliances, our economic status, our moods and 
personality traits (Wang, 2015).

The Rise of Fashion Trends
 Nowadays, all the fashion empires revolve 
around trends. Every new season, fashion magazines, 
bloggers and websites compete with each other on who 
is going to write the best piece on the latest style trends. 
Trends that are going to engulf our everyday life for 
the next few months or even years, but also trends that 
society dictates to embrace if one wishes to look “fash-
ionable” (Alexander, 2017). Nevertheless, it is important 
to understand the truth behind the creation of fashion 
trends. Fashion trends, also defined as the idea of chang-
ing your look on a regular basis depending on what is 
currently popular and stylish, have been part of our lives 
for many years already. Kings and Queens together with 
members of royalty, would wear elaborate clothing made 
out of bright colors and fine fabrics through which they 
not only expressed their position in society, but also 
their authority and inner-self. People lower down the 
hierarchy, however, were limited to a certain number of 

goods. They would do their best to follow the nobility’s 
sophisticated style in an attempt to closely identify them-
selves with the high social class, but also to show their 
high interest in observation and ability to conform to the 
norms of their society (Alexander, 2017).
 In the world we currently live in, few of us do 
actually realize that not much has changed since then. 
It is still us, people, that dictate trends, whether it is 
fashion trends or other. Fashion designers still design 
spring and fall collections based on inspiration and new 
insights they have been accumulating throughout the 
season. Unfortunately, catwalks are no longer recognized 
as the main creator of fashion trends, which has put in 
the past few years extreme pressure on designers to be 
open-minded and reactive in a way that has never been 
necessitated before (Alexander, 2017). At the end of the 
day, fashion designers are able to have a certain amount 
of input in the decision-making process of fashion 
trends, but as Christian Dior said “They are just propos-
ing”. Nevertheless, Kings and Queens are still admired 
nowadays, however, consumers orientate themselves 
more towards latest styles that are worn by successful 
models, like the Hadid family, fashion influencers, like 
Chiara Ferragni, digital fashion entrepreneurs, like Xenia 
Tchoumitcheva, or even actors and other high-profile 
individuals. Once a captivating look is spotted on a pres-
tigious figure, the high street, with its eagle eyes, notices 
it too and immediately starts replicating piece by piece 
for the masses in order for them to look up to date and, 
most importantly, help them throughout their journey of 
self-expression and satisfaction.
 Fashion trends describe an attitude or a mood. 
Some do stick around and get stronger over time 
through increased audience needs. However, the real 
success behind fashion trends lies in the way our com-
munity defines and critically examines it. What is even 
more surprising is the fact that its lifetime is determined 
by today’s generation Z, with our daily habits to purchase 
new clothing and experiment in new areas of interest. 
Unfortunately, this is why our society has become more 
fast-paced with rapidly changing looks that tend to be 
blindly followed by young people who have no experi-
ence or understanding of authenticity (Venkatasamy, 
2015). Current fashion trends tend to be cyclical. They 
change incrementally, little by little every season taking 
inspiration from past styles and reshaping them into a 
contemporary taste.



 Even though, there have been multiple debates 
on who actually dictates fashion trends, ultimately, it is 
considered to be the consumers who make the decision of 
what the new fashion of the next season is going to be.

Fashion Trends and their Impact on Society
 Nowadays, it is massively argued whether the 
impact of fashion trends on society are beneficial or rather 
unfavorable. Since a coin has two sides, similarly, we can 
expect the impact on individuals to be both positive and 
negative (Shende, 2017). The effect is something that can 
be determined using a barometer of social approval (Ven-
katasamy, 2015).
 First of all, looking at the advantages, almost every 
new sunlight comes up with a new trend. Innovative ideas 
and new designs are constantly in the process of inven-
tion, giving big opportunities to designers to communi-
cate their talent. Our globalized world is full of different 
cultures, and fashion is considered to be the main lan-
guage that anyone can understand, bringing individuals 
closer together. Our choices of wearing fashion trends 
stand as a nonverbal communication of who and what 
we are as a person. Through fashion, we express attitude, 
values and lifestyle choices (Shende, 2017).
 Looking at the disadvantages, clothing and beauty 
advertisements together with similar forms of endorse-
ment, are probably the main factors that have been affect-
ing how the fashion industry is perceived by the regular 
customer. For years and years, the fashion industry has 
fought its way through trying to come up with new inno-
vative ideas and ways of grabbing the customers’ atten-
tion. Even though, it is all an economical poker game, 
in the sense that marketing experts work hard to create 
advertisements. They are especially designed to make as 
much money as possible by manipulating their targeted 
consumers. The real downside of it all is the use of various 
marketing techniques that have been affecting our society 
through body image and consumerism. For instance, an 
advertisement portraying an unrealistic image of beau-
ty that women wish to aspire. It not only causes a lot of 
harm by delivering an image of beauty standards that are 
impossible to attain through a model that is excessively 
thin, but also leaves a negative impact on young women 
by destroying their self-image. We start asking ourselves 
whether the size of the models is an acceptable idea of 
beauty. All of this, leads to many unneeded consequences 
such as women losing confidence in themselves, women 
pursuing unhealthy means of controlling their weight, and 
many more.

 This is a wakeup call for us all with the need to 
eliminate stereotypes about perfection and have more 
diversity in clothing and beauty advertisements. Women 
should return to their self-confidence and be more grate-
ful about their natural beauty, which not only influences 
their everyday life decisions, but also how they treat their 
family, friends and colleagues. Due to highly stereotyped 
advertisements, our self-perceptions are usually kind of 
harsh, even though, it is important to realize that this is 
not how the world truly sees us. We are all human and 
should not be afraid of the right to freely express our 
opinions because having an opinion, even if it is a re-
bellious one, is better than having none. Women must 
join together to create a society where beauty is a source 
of confidence and determination, no matter your size, 
shape, age or color, and not a source of anxiety. At the 
end of the day, regardless of what clothing and beauty 
advertisements portray, it is our job to transform our-
selves the way we see it, living a healthy daily life, aspir-
ing to become better and encouraging those around us to 
develop a positive relationship with beauty. So, do not be 
afraid to be active and shift the focus on quality and indi-
viduality (Zegheanu, 2017). The world is there for you 
to shine. Be aware that not all of us will look amazing in 
every single trend, but that is totally acceptable.   
 As Ikram Goldman, owner of boutique Ikram in 
Chicago and former stylist of Michelle Obama, best said: 
“Be comfortable in your own skin and your style will 
come out. You’ll be fabulous in whatever you’re wearing” 
(Schiavone, 2012, para. 6). Fashion is there to supply you 
with inspirational choices and certainly not to preach 
how you should look and what you should wear (Alexan-
der, 2017).
 At the end of the day, it is all about yourself 
where your beauty lies, and certainly not in the trend. It 
is your decision to make: follow blindly and let yourself 
get influenced by others’ trends or pursue your own style 
and affect others through your own unique trends. But 
remember, do not be afraid to stand out from the crowd 
and be different. No matter what, people will love you for 
the beautiful person that you are.
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WAYS 
TO 
WEAR 
IT

STATEMENT SHOES
Try adding some color into your everyday style 

Favourite 
Picks
Think beyond your 
everyday look

Here is some of our outfit inspiration 
for you. We chose to dress up a simple 
t-shirt and joggers

Shoes by Forever 21
Shoes by Gucci

Jacket!

Add a timeless jacket to 
your outfit. oversized 
or colourful make it an 

absolute eye catcher
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Quality of Italian 
clothes and its develop-
ment until nowadays
by Serena Mazzola

 When we find ourselves in an Italian clothing shop 
buying a shirt or a dress, very often it might happen that 
you leave the shop empty-handed. This might be because 
the prices are above our budget, or the quality we look for 
in a product these days, is no longer guaranteed as it once 
was. In fact, we see that the 21st century perceives a change 
in the quality of Italian clothes, which endangers the fa-
mous ‘made in Italy’ brand. ‘Made in Italy’ is not a slogan, 
but a concept that represents Italian culture. Founded on 
the basis of tradition and family, this concept explains the 
importance of materials and the choice of the finest fabrics 
that surrounds the true meaning of ‘made in Italy.’ (Finaest.
com.,2018) 
 Italy’s ascendance in the industry of fashion took 
place in the years after the Second World War, precisely 
in Florence with the “fashion parade” of Giovan Battista 
Giorgini in 1951. Prior to these years, Paris was the capital 
of fashion thanks to designers such as Coco Chanel, Hu-
bert de Givenchy and Christian Dior that characterized the 
twentieth century. (Tingley,2018) Giorgini, Italian entre-
preneur coming from an aristocratic family, was the first 
person to create the fashion show in Italy, who’s aim was 
to promote the Italian craftsmanship abroad. The parade 
turned out to be a success, creating the rise of the ‘made in 
Italy’. (Ferrante,2012) 
 Craftsmanship is important because it is the one 
thing that gives quality to the product. Maria Grazia 
Chiuri, one of the Valentino’s Creative Directors says: “the 
fundamental values of Italian fashion is the indissoluble 
bond between the idea and its making and the quality of 
that making.” (Vam.ac.uk,2018) The 21st century sees Mi-
lan becoming the center of crafts through the production of 
goods made of leather, such as handbags, shoes and tex-
tiles. It is also the mother city of the most famous fashion 
houses in the world such as Armani, Dolce & Gabbana, 
Prada, Valentino and Versace. Additionally, we see the 
introduction of technology within manufacturing, mak-
ing it more accurate and effective. This opens the door to 
modernity in fashion, that allows experimentation in new 
processes and creations, but it also presents a challenge to 

 the ‘made in Italy’ ideology. 
 In fact, modernity brings a new question within 
the fashion industry. The president of the Sistema 
Moda Italia, Claudio Merenzi says: “The modern in-
dustry demands more and more customized products, 
business and product sustainability, and a diversified 
social impact – and these are all issues that we ob-
serve in the Italian fashion ecosystem.” (Tingley,2018) 
Prompted for quantity and not quality, because quality 
garments are gained via a slower production, as a mat-
ter of fact. As society changes so does fashion. In recent 
years of economic downturn, many businesses have 
closed and others have started using fabrics imported 
from other countries, as well as, leaving the production 
directly to those countries, as it is a more affordable 
solution. (Sinclair,2014) 
 The fashion world must adapt to the demand 
that comes from the market, which at the moment 
seems to be focused on the speed of production, be-
cause of high consumption rates. For example, Prato, 
an Italian city in Tuscany, was famous for the major 
production and exportation of fabrics; whereas now 
the 27 percent of fabrics in Italy come from China. 
(Donadio,2010) A new phenomenon has developed 
where Italian companies are bought by new emerging 
markets, such as China. (Sinclair,2014) 
 An article in the New York Times – “Chinese 
remake the ‘ Made in Italy ‘ label” reports a research 
carried out on the changes in the Italian fashion mar-
kets, declaring that: “the number of Italian-owned tex-
tile businesses registered in Prato has dropped in half 
since 2001 to just below 3,000, 200 fewer than those 
now owned by Chinese”. (Donadio,2010) Although 
these emerging markets are hired by Italian fashion 
brands for the ‘made in Italy’ production, what they 
produce is something not attributable to ‘made in Italy’. 
They don’t look at a closer approach, accuracy and 
details in the realization of a garment. But looks rather 
at the profit, tight deadlines and satisfying the market. 
All characteristics that are moving away from the basic 
concept of ‘made in Italy’. 

Made in Italy



Where Do I Belong?
by Leah Wood

  
 Being 5’2 is nice when moving through big 
crowds, buying shoes and going to concerts because it’s 
easy to cut through crowds, small sized feet, and people 
let me stand in front of them. However, when you change 
the scenario to buying clothing – being 5 feet 2 and curvy, 
it becomes a situation akin to trying to escape the Temple 
of Doom from Indiana Jones. 
 The sizing of women clothing has long been 
peculiar – in present day if you’re a 6 in one store, you 
could be an 8 in another. As well over time the industry 
changed their standards to make consumers feel skinnier, 
if you were a women’s 12 in 1952, you would now be a 
size 6. Going back through history, “true sizing standards 
didn’t develop until the 1940’s” according to Lynn Boo-
rady, a textile professor at Buffalo State University. Sizes 
went in hand with a person’s age. If someone was 10 years 
old, then they were a size 10. Adding in the bust meas-
urements, it was practically a game of ‘Guess Who’ when 
it came to figuring out what size a person was meant to 
wear. With the creation and sale of mail-order catalogues 
and volunteer surveys, sizing could be narrowed down 
but the applicant pool was still skewed due to the lack of 
socioeconomic variety. 
 In 1958, a standard based on the measurements of 
air force women became common place – this was consid-
ered the frame from which to base sizing. Over time, the 
size of the average American changed and so did sizing, 
‘vanity sizing’ became accepted. Government size guide-
lines were accepted 
less and less with 
companies lowering 
numbers to make 
shoppers feel petite. 
In 1958, a size 8 
would’ve been a 
woman with a hip 
girth of 32.5 inches. 

Nowadays, that measurement would likely fall closer 
to a 12/14. The fashion industry companies have made 
it nearly impossible to let the plus size industry be 
consistent.
 Don’t get me wrong – the plus size industry 
has grown exponentially in the past decade. According 
to the NPD website, the industry grew 5% from 2013 
to 2014. The category generated $17.5 billion dollars 
during the period from May ’13 to April ’14. Com-
paring this to the $16.7 B the previous year, it’s a good 
sign of progress for the industry. Plus-size women now 
have options when shopping for clothes. Women can 
go into physical shops and find sections for their size, 
they don’t have to go to the female of equivalent of 
‘Big N’ Tall’. Plus-size clothing has been brought to the 
forefront. 
 According to WhoWhatWear, some brands that 
are currently branching out to help plus-size women 
are Boohoo, ASOS Curve, Violeta by Mango – these 
labels all include sizes up to 22 with ASOS going up to 
34 and Violeta going up to 26. Clothing companies are 
realizing they need to open their sizing to more varied 
clientele, with 67% of American women being “plus-
sized” (size 14 or larger), according to a study done by 
Plunkett Research. 
 However, despite all this progress, this inclusiv-
ity doesn’t mean equality. Many plus-size women want 
to walk into a store and see their section displayed as 
prominently as other sections. The fashion industry 

needs to include more 
plus-sized people on 
their runways with 
models of all shapes 
and sizes being shown 
and celebrated.
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Should I go on a diet to 
wear this dress? 
Nastaran Norouzi Richards Carpenter
Associate Professor of Fashion Management and Marketing.

 I was in the fitting room of a Reiss clothes shop, 
trying on a dress, when I heard this conversation between 
the shop assistant and another female shopper:
-Excuse me, can I try a size bigger of this dress?
-Sure, what size are you wearing?
-I think it’s 14, can I have size 16 please?
-Oh, I’m afraid we don’t have size 16.
-Please would you be able to check in your other stores?
-Oh, um, sorry but Reiss doesn’t carry bigger sizes.
I could hear a deep sigh; obviously my fitting room 
neighbour shopper was very disappointed. I was curious 
so I looked through the fitting room curtains. She was a 
young, healthy looking and beautiful lady who obviously 
really liked the dress. I could hear her asking her friend 
whether she could squeeze into a size 14 if she were to 
lose weight. 
I left the shop that day and I felt uncomfortable. I don’t 
know whether that young lady bought the dress in size 14 
or not but I couldn’t understand why a premium high-
street British brand like Reiss, which clearly designs and 
produces for many middle-class career ladies in their late 
20s and older, doesn’t consider the production of bigger 
dress sizes. 
English women are not particularly small-built females 
and continuing growth in increasing obesity rates should 
be considered in the UK clothing, footwear and acces-
sories market which is estimated to be worth c.£52bn in 
2017. The bitter truth is that UK obesity rates have contin-
ued to rise and fashion designers cannot afford to exclude 
plus-size and over-size customers from their business.
 At the moment there are two types of plus-size fashion 
producers existing in the UK market: the generalists such 
as M&S, Debenhams, Asos and Tu  and the specialists 
such as Evans, Simply Be, Yours, Curvissa and Navabi. The 
good news is, the plus-size market in the UK is estimated 
to be worth £6.6bn in 2017 and it’s growing, but the bad 
news is the market is not fashion-orientated and products 
generally suffer from a lack of design and quality. 
The generalist plus-size producers simply produce the 
plus-size garments without designing specifically for 
enhancing the look of the plus-size customers, producing 
clothes with bigger dimensions but with darker and blunt 
colours.     

The specialists are doing a better job in terms of design 
and quality but their products are not that inviting and 
appealing to the younger plus-size customers; as such 
they are batter at catering for middle-age and older ladies’ 
tastes. Also, their price tags are not modest. 
So, what should fashion producers know and what should 
they do? First, let’s not shy away from the truth of the UK 
obese population: The NHS Survey and World Obesity 
Federation in 2015 demonstrate a steady growth in UK 
obesity rates and Cancer Research UK predicts that 39% 
of the UK population will be obese by 2035. The obesity in 
the UK is sad but cannot be ignored. Accordingly, fashion 
producers cannot afford the exclusion of such a big pop-
ulation, as this would not be wise for their business and 
might not be considered ethical.
In addition to that, PWC Market research reports plus-
size fashion increases the ‘body confidence’ among plus-
size consumers. Plus-size fashion can be considered an 
ethical fashion movement for increasing confidence 
among female consumers, decreasing unnecessary dieting 
and improving body image mental health issues (espe-
cially for younger consumers). These benefits have been 
noticed by the plus-size influencers, models, celebrities 
and bloggers such as Ashley Graham and Tess Holliday 
who are becoming increasingly vocal through social me-
dia. As a result, there is increased coverage of the plus-size 
market, and related issues, in mainstream media. Fashion 
becomes very accessible to everyone as it becomes af-
fordable. Perhaps fashion become accessible for everyone 
with any shape and any weight in the new future. 
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Kimhia Toussaint
Model and Richmond University student 
gives us an inside look.
Photographs and interview
 by Thimo Grantz

Talk to me about how you got started in 
the Fashion industry. Having modelled 
in Paris and London you’ve been at the 
heart of the Fashion industry.

 Yes, I actually got started do-
ing pageantries, so I did two pageants 
which I both won (holding the Miss St. 
Lucia UK ’14 title).
From there I went on to do a lot of 
carnival modelling. Having done lots 
of carnival modelling really helped me 
boost my confidence. 
 I also got to work with a very 
well-known choreographer “Rubin 
Joseph”, he usually does Fashion Week 
productions mainly for London Fash-
ion Week. He really thought me how 
to walk. That’s really how I got started. 
At the moment I focus on doing things 
with smaller companies. 

Photographer: Thimo Grantz
Model: Kimhia Toussaint



Being freelance at the moment that’s just 
the easier way to participate and be selective 
about what to do and what not. This ulti-
mately helps me to continuously build up 
my portfolio to than eventually work with 
bigger companies as well.

That sounds terrific! What would you say is 
the difference between carnival modelling 
to catwalk modelling?

 OMG – it’s a huge difference! Well 
with carnival modelling you really have to 
be a people pleaser. You have to make sure to 
go out and sell the costume. You have to be 
happy ‘cause carnival is really all about being 
happy – it’s a time of joy! So, when I go out 
on the stage I’m definitely not the same Kim-
mi that you’d see on the catwalk. For carnival 
modelling I am truly happy. I’m in a big cos-
tume that’s normally too heavy for example 
the wings are always to much but even in pain 
I will find a way to transport that feeling of 
joy! 

So you really connect to costume rather than 
any other outfit you’d wear?

 Of course! I assume it’s because I grew 
up in the Caribbean. Carnival plays such a 
vital role in our culture! Every summer (al-
though not all my family members liked it) I 
would either spend all my free time watching 
it on television or go out to see the parades 
with my cousins. What really catches me is 
the integrity of all the costumes. Last year I 
actually got to be part of the whole creating 
process. It is such a big thing because there is 
just so much detail that goes into these cos-
tumes! Year after year the designers come up 
with something new and innovative which is 
truly amazing. 
 In a way you can see an adaptation of 
carnival aspects when you look at the Victo-
ria Secret shows. For example, the wings play 
a massive role in both. It’s that extravagance 
that I feel really captures people’s attention. 
Carnival represents the freedom of my cul-
ture. I speak about this all the time, because 
carnival was born out of slavery. Its very es-
sence is being at joy. 



It’s that joy I feel designers seek as well. I got to 
work with a designer doing mask and its just 
unbelievable how much time and effort goes 
into every single detail. Over the years you can 
really see how carnival culture and fashion 
comes closer together than ever before!

You’ve also modelled for “us” – Richmond 
Fashion Show how was that for you?

 I really liked doing it! It was fun the fact 
that I for one had to teach the others walking 
was something I had never done before. I was 
always the one being taught so being able to 
guide them was amazing and I’d love to do that 
again! The atmosphere was just amazing with 
the live singing in the background was honestly 
stunning. Catwalk for me is the most fun thing! 
It’s all about portraying the confidence and 
grace it’s just you and that’s the beauty of it.

How would you say your student live here at 
Richmond connects to your outside model-
ling?

 You know for me, coming to Richmond 
I got to explore my own style more and more. 
If you look around everyone is just so expres-
sive in what their style is and what they wear. 
Stuff I wouldn’t have dared to wear two years 
ago I now just say “what the hell” and go for it 
I’ve just become so much more confident. Even 
teachers would come up to me to compliment 
me on my style and cloths which is just amaz-
ing. There’s a really strong fashion focus at this 
UNI which is just amazing. 

Tell us what you study at the moment and 
what your plan is for the future?

 I am majoring in communications mar-
keting and PR. Richmond really allows me to 
tap into all these different aspects rather than 
just focusing on one thing.....

 For example being able to connect this to a 
course like “Business of Fashion” with Prof. 
Nastaran just really broadened my horizon. I 
can’t really say where this is going to take me 
but I definitally want to stick to the creative 
industry a 9-5 job really wouldn’t do it for 
me.

Can you give a word of advice for anyone 
who would also like the modelling indus-
try?

 I feel like when you get started in 
modelling 1. You need to start building 
a strong portfolio. After I got scouted for 
Adidas I thought I had to really invest into 
buying a strong portfolio – which was one of 
the stupidest things I could have done be-
cause it was a scam company. I’d always say 
do not pay for a portfolio get your friends to 
do it for you put yourself out there on social 
media Instagram and ask freelance pho-
tographers to help you out. 2. Really explore 
yourself fashionably the more diverse your 
fashion senses the more diverse you and 
your portfolio will be. Also try not to wear to 
much makeup in the pictures because com-
panies are looking for that natural beauty.
Its really all about putting yourself out there!

Staying true to yourself?! 

 Yes exactly! Definitely! Never ever do 
anything you would be uncomfortable with! 
In Paris I had a friend who would ask the de-
signers to put her in an outfit that was a little 
less revealing because if they really want her 
to display the collection she felt that she had 
to be as comfortable as possible and really 
stood her ground for it. I admired that so 
much! We really shouldn’t compromise our 
beliefs. 

It’s that joy I feel designers seek as well. I got to 
work with a designer doing mask and its just 
unbelievable how much time and effort goes into 
every single detail. Over the years you can really 
see how carnival culture and fashion comes closer 
together than ever before!

You’ve also modelled for “us” – Richmond Fash-
ion Show how was that for you?

 I really liked doing it! It was fun the fact 
that I for one had to teach the others walking was 
something I had never done before. I was always 
the one being taught so being able to guide them 
was amazing and I’d love to do that again! The 
atmosphere was just amazing with the live singing 
in the background was honestly stunning. Cat-
walk for me is the most fun thing! It’s all about 
portraying the confidence and grace it’s just you 
and that’s the beauty of it.

How would you say your student live here at 
Richmond connects to your outside modelling?

 You know for me, coming to Richmond I 
got to explore my own style more and more. If 
you look around everyone is just so expressive 
in what their style is and what they wear. Stuff 
I wouldn’t have dared to wear two years ago I 
now just say “what the hell” and go for it I’ve just 
become so much more confident. Even teachers 
would come up to me to compliment me on my 
style and cloths which is just amazing. There’s a 
really strong fashion focus at this UNI which is 
just amazing. 

Tell us what you study at the moment and what 
your plan is for the future?

 I am majoring in communications mar-
keting and PR. Richmond really allows me to tap 
into all these different aspects rather than just 
focusing on one thing.....

For example being able to connect this to a 
course like “Business of Fashion” with Prof. Nas-
taran just really broadened my horizon. I can’t 
really say where this is going to take me but I 
definitally want to stick to the creative industry a 
9-5 job really wouldn’t do it for me.

Can you give a word of advice for anyone who 
would also like the modelling industry?

 I feel like when you get started in model-
ling 1. You need to start building a strong port-
folio. After I got scouted for Adidas I thought I 
had to really invest into buying a strong portfolio 
– which was one of the stupidest things I could 
have done because it was a scam company. I’d 
always say do not pay for a portfolio get your 
friends to do it for you put yourself out there 
on social media Instagram and ask freelance 
photographers to help you out. 2. Really explore 
yourself fashionably the more diverse your fash-
ion senses the more diverse you and your portfo-
lio will be. Also try not to wear to much makeup 
in the pictures because companies are looking 
for that natural beauty.
Its really all about putting yourself out there!

Staying true to yourself?! 

 Yes exactly! Definitely! Never ever do 
anything you would be uncomfortable with! In 
Paris I had a friend who would ask the designers 
to put her in an outfit that was a little less reveal-
ing because if they really want her to display the 
collection she felt that she had to be as comfort-
able as possible and really stood her ground for 
it. I admired that so much! We really shouldn’t 
compromise our beliefs. 
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Influencer Marketing 101
By Kinneret Fux

What is influencer marketing?

 Influencer marketing is a digital marketing strate-
gy that is quickly sweeping the marketing industry. Influ-
encer marketing involves using prominent social media 
profiles over social media platforms to promote a product 
or a service. Influencers can range from personal profiles, 
to business, to fan page accounts. Popular social media 
profiles include profiles with “followers” from 1K to over 
100M. The top trending social media platforms are Face-
book, Instagram, and Youtube. 

How does influencer marketing work?

 Influencer marketing allows brands to target sub-
groups and mainstream communities alike. Using influ-
encers, a brand can saturate the feed of the desired tar-
geted demographic through a strategic use of prominent 
social media profiles and strategic post schedules. 

 The audience of each influencer gets exposed to 
the promoted product over the audience’s daily social 
media intake. Through consecutive and ongoing posts 
about the promoted product, the desired target consumer 
receives repeated product awareness. The repeated posts 
in the desired community through an influencer creates 
a relationship in the consumer’s mind with the product 
and the influencer. If the consumer values the opinions of 
the influencer, the consumer will have a higher chance of 
purchasing the product. 

 Influencers are chosen by engagement ratings. It is 
important to note that a bigger following does not always 
mean a better influencer. Brands look for influencers that 
receive genuine likes and comments from their audience. 
Choosing genuine influencers is key to an influencer 
campaign because his or her actions will represent the 
brand being promoted. Influencers can get easily black-
listed from campaigns for buying followers, likes, or using 
a like-for-like schemes. Organic growth is important to 
brands and influencers because of the importance a mod-
ern consumer puts on online reputation and genuineness. 

Why is influencer marketing successful?

Influencer marketing is the modern day word-of-mouth. 
According to Forbes, 84% of millennial purchasing 
decisions are likely to be influenced by user generated 
content created by strangers. Influencer marketing allows 
consumers to relate to brands through social media 
profiles the audience chooses to follow. By associating 
brands with people, brands are recruiting new customers 
through an influencer’s platform. This allows brands to 
retain long term partnerships and endorsements with the 
influencers and their audiences. 

Influencer campaigns allow even the smallest of com-
panies to create viral campaigns. Influencer marketing 
through social media can now be used as a low cost tool 
that can increase brand awareness and reputation on a 
global scale. 

Featured above: Richmond student and influencer 
Guya Ghedini



 The luxury good industry has seen exponential 
growth within the past few years and are constantly try-
ing to find more ways to attract luxury goods purchases. 
One way to attract more customers is through customi-
zation. Customization is not limited to the luxury sector 
and can be seen within the car and electronics industries 
as well. The luxury Fashion industry is the most widely 
seen use of customization. When a consumer enters into 
the universe of luxury and starts purchasing objects such 
as apparel, people now prefer purchasing logo driven 
objects with their personalized touch on them, especially 
from brands like, Louis Vuitton bags, Gucci, and Go-
yard. 
 Goyard, a French trunk and leather goods maker 
perpetuates the tradition of customization of a extremely 
high standards. Back in the 19th Century, luggage per-
sonalization was a practical imperative that had nothing 
to do with fashion or status, but pursued the sole pur-
pose of determining easily the rightful owner of a trunk. 
Tons of luggage looked identical and were a nightmare 
for the wealthy. Customs vary from country to country 
such as name, stripes or numbers being used to separate 
luggage(Goyard, 2018). In France, tradition dictates that 
a piece of luggage should be monogrammed with the 
initials of its owner, while in the UK they would use the 
owners full first and last names. This type of customiza-
tion is called the self-expressive customization of a prod-
uct which typically involves altering a product to make 
it more “me,” so that a part of the self has been extended 
into the product (KAISER, 2017).
 Most luxury brands offer monogramming and 
customizing of a product as it gives the customer the 
feeling of being part of the brand. Studies have shown 
that those customers who had customized a product 
online engaged more with the company. They visited its 
website more frequently, stayed on the page longer and 
were more loyal to the brand, therefore increasing their 
sales by loyal customers.
 Another example of customization in the luxury 
sector is in the car industry. A businessman named Lapo 
Elkann owns the Milan-based Garage Italia company 
which customizes yachts, private jets, and cars as well. 
 For Mr Elkann, the key to success in the field of high-
end customisation, or “transformation” as he prefers to 
call it, lies in understanding the customer, and helping 
them to understand themselves (Koenig, 2017). 

 Customization has given people the chance to ex-
press themselves and Lapo Elkann has done this by not 
only doing it for cars, yachts, or private jets but multiple 
possessions. This picture below is of the inside of a BMW 
customised model as is inspired by the design ethic of 
the Memphis group.
 Another great example, which is relatively very 
new, is third parties taking advantage of this opportunity 
of growth luxury customization and implementing it in 
their businesses. FreCustoms, a personalisation company 
founded by Steven Vasilev along with Vihan Kakar and 
Wissam Al-Madhon specializes in creating unique, ex-
clusive shoe wear that has gotten the attention of massive 
celebrities, including Chris Brown, 50 Cent, Drake, and 
Brazilian football player Ronaldinho. They buy genuine 
materials from the luxury stores and buy non-luxury 
brands such as Vans or Nike, and stich the luxury mate-
rial on the shoes or any sort of accessory. This concept of 
Frecustoms gives the consumer a sense of ownership and 
artistic influence over their apparel, an integral element 
of building truly unique personal style. That opportuni-
ty that they have created for customers to get some 1:1 
sneakers has created a huge trend for luxury customiza-
tion done by third party. 
 Consumers will buy luxury pieces online but they 
expect a high level of service and an atmosphere that 
resembles a high-end retail boutique, and provides the 
customers with some assurance that they are buying de-
signs that are not only more luxurious but more original. 
This seems like a gain for all parties involved, except for 
the counterfeiters.

The Growth of Luxury Customization
by Nabeel Hussein
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Can Conglomerates Owned brands main-
tain its own DNA?

by Carmen Micheli
 Have you ever asked yourself who owns your 
favourite or most popular luxury brands? Is it an inde-
pendent brand? Or is it part of a multinational luxury 
conglomerate? In 2017, Louis Vuitton, Hermès and Guc-
ci took the podium for most valuable brands, and two 
of this beloved fashion houses are luxury conglomerates 
owned (Statista, 2018). Louis Vuitton owned by LVMH 
Louis Vuitton Moët Hennessy, and Gucci owned by 
Kering, the two world’s leading luxury products groups. 
While Hermès mainly remains an independent and 
mostly family-owned brand. 
 LVMH is the mother company of 70 luxury 
houses, including in its portfolio brands like Céline, 
Dior, Fendi, and many others. Kering group, similarly 
owns, not only Gucci, probably the most loved brand 
of 2017; but it also possesses Balenciaga, Saint Laurent, 
Alexander McQueen and many others. 

By owning all the major European fashion houses, those 
conglomerates and other groups similar to it, are slowly 
swiping all the remaining independent brands to their 
powerhouses. As a consumer and as a fashion enthusi-
ast, I wonder how this shifting in the luxury and fashion 
market, to a conglomerate monopoly will impact the 
fashion industry. Even more, how can a fashion or lux-
ury “maison” maintain its own brand identity or “DNA” 
under corporate’s guidelines?
 Professor Sonja Prokopec, expert in luxury man-
agement, believes that a brand DNA is maintained at is 
best under the brand’s control over the entire business. 
However, she also thinks that luxury conglomerates al-
though acting on a global scale, with multiple brands still 
value their houses personalities and DNA(Petrelli, 2018). 
LVMH (2018) primary strategy for success is to “ensure 
the development of each of its houses while respecting



their identities and their autonomy”. In this case the 
brands identity, for example Dior or Fendi, both owned 
by LVMH, is kept through the differentiation of designs, 
influenced by culture and historical heritage. 
 Dior headquarter is located in Paris, respecting 
the brand Parisian personality. Fendi fur creations and 
models, designed by Karl Lagerfeld and Silvia Venturini 
Fendi, are conceptualised in Rome in Palazzo Della 
Civiltá Italiana, one of the most architectural eclectic 
Rome palace. Keeping the brands heart locally, where 
they belong, upkeep and reinforce their DNA, living the 
corporate with the job to disseminate the brand’s
message on a global scale.

 It seems like, corporate guidelines and corporate’s 
mission are the results of the merging brands and cor-
porate identities. Kering and Stella McCartney, followed 
by Gucci are in my opinion the perfect example. Stella 
McCartney, founded in 2001 with Kering groups, is the 
renowned brand known for the use of sustainable mate-
rials and the use of  fake leather. The brands identity and 
the designer believe for sustainability, and animal welfare 
are carried through the brand, and years later influenced 
Kering groups mission and guidelines. Kering over the 
last ten years turned its corporate focus on achieving 
higher levels of environmental, ethical and social perfor-
mance for all brands. Sustainability became their pri-
mary focus, believing that sourcing raw materials in an 
ethical and environmentally friendly way, is the only way 
to safeguard the luxury industry. 
 Their new sustainability strategy for 2025, rein-
force this idea with new guidelines for raw materials and 
manufacturing standards for all brands (Kering, 2017). 
This sustainable approach initiated by Stella McCartney, 
carried its way all the way through the mother company 
Kering. Now more and more Kering owned brands are, 
announcing their departure from the use of fur starting 
spring 2018 (Pithers, 2017).

 Maintaining the brand identity in a luxury con-
glomerate can be difficult, but I do believe that the joined 
forces of the corporate and the brand, will help fortify 
both DNAs. Saying this, it is important to look into the 
future. Within the next 20 years, luxury conglomerates 
will own most brands and being an independent brand 
will become the real luxury.
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Gucci x Unskilled Worker 
by Kate Vannorsdall

 Earlier this Fall, Gucci launched a capsule collec-
tion with the London based artist Helen Downie – aka 
Unskilled Worker. The professional name draws from 
Downie’s lack of formal art training and early belief that 
she was not ‘skilled’ enough to work as a conventional 
artist. Inspired by illustrations found in her favorite child-
hood fairy tales, as well as the work of Francis Bacon and 
Henry Darger, Downie’s original pieces reflect a childlike 
innocence through an artistic narrative. In 2014 her work 
was discovered online by Nick Knight, a celebrated pho-
tographer, who commissioned her to make portraits of 
iconic Alexander McQueen looks. Some of her drawings 
were even featured in McQueen’s Savage ‘Beauty’ exhibi-
tion at the Victoria and Albert Museum.  Since then her 
distinctive style has been featured in countless publica-
tions including, Vogue, Dazed and Harper’s Bazaar, just to 
name a few. Like many other contemporary artists, Down-
ie has made a studio out of her Instagram account, which 
goes by the handle @Unskilledworker. The Wimbledon 
based artist reached new heights in the fashion world, 
however, when the creative director of Gucci, Alessandro 
Michele, discovered her work after stumbling upon her 
account in 2016. Downie curated a collection of her work 
for Gucci’s personal gallery, followed by an official collab-
oration between the two creatives. Together, Downie and 
Michele decided on a select few pictures that they thought 
would best reflect their combined artistic visions. In an 
interview, Downie emphasized the immediate spark in 
imaginativeness that she and Alessandro shared, “I watch 
the shows then I paint my idea. Its continuing the fantasy 
really, bringing Alessandro’s ideas into my world. Its in-
tensely personal. It’s theatrical and it’s beautiful”. Once her 
paintings for Gucci were completed they were screened 
unto flowy dresses, structured bags, casual sweatshirts, 
basic t-shirts and elaborate shoes. Murals of her work 
were scattered throughout major cities to advertise the 
collection. The end-result was a major success, elevating 
Downie’s profile as a contemporary artist  while bringing 
new meaning to the Gucci brand. Most importantly, how-
ever, the collaboration reflects how the art and fashion 
world are more intertwined now more than ever. While 
the collection pieces are pricey ($1,890 for a sweatshirt), 
the limited-edition designs are true works of art. Who 
knows maybe they will even appreciate in value. Whatev-
er the investment return may be, do yourself a favor and 
checkout the collection online at Gucci.com and give @
unskilledworker a follow on Instagram. You might as well 
brighten up your feed with her work, if you can’t exactly 
afford to brighten up your wardrobe with it.
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Let’s go au naturel!
bz Agnieszka Oktaba

 With Kylie Jenner’s growing trend for strongly 
defined lips with matte lipstick/lip liner, Kim Kardashian 
popularizing intensive face contouring (especially baking) 
with - lets be real - way too many products than a normal 
woman may ever need, I believe it is safe to say that 2018 
is the year we are finally heading towards “the more nat-
ural, the better”. Today, the easiest way to follow current 
makeup trends was always to follow many hyped actress-
es, models and different celebrities which are currently on 
top of social media accounts, especially Instagram. 
 Observe what kind of makeup they tend to use on 
an everyday basis as well as bigger events and galas. One 
of the biggest outgrowing trends right now is the so-called 
no-makeup makeup. It is defined by doing your makeup 
really natural, so people around you are not quite sure 
whether you are wearing makeup, or if you naturally have 
such a gorgeous glowing skin. To achieve this look using 
various highlighters became absolutely crucial, especially
cream ones which look even more fresh and dewy. High-
lighting high points of your face helps attract light making 
your complexion look youthful. 
 We are certainly stepping away from heavy eye 
makeup and using minimalistic, nude eyeshadows or 
sometimes  little glittery, champagne colors in cream 
formulas, to emphasize the natural beauty of our eyes 
instead of covering them with smokey, dark or powdery 
eyeshadows. Avril Lavigne’s makeup style has been a fail 
for a long time and most people now seem to crave the 
fresh model-of-duty style - look natural and put together 
without spending too much time on it. A great substitute 
for liquid lipsticks started being lightly-tinted moisturiz-
ing lip balms, which can also be used as cheek blushes.
 Consumers are more aware of the ingredients that 
are part of the cosmetics they are purchasing. Nowadays 
we can observe the growing trend of vegan cosmetics, 
not tested on animals, and fondness of organic products. 
Following the rule, less is more people now tend to go for 
natural oils and a regular jar of vaseline as their skincare 
base. Instead of buying expensive $60 per jar face creams 
from fancy Sephora brands. Especially millennials, like 
to go for jojoba oil or coconut oil and keep their skincare 
routine as simple as possible. 

 Even eyelash extensions have gained in popularity 
for the past couple of years since it reduces the everyday 
use of mascara. This makes the whole makeup much sim-
pler making you feel all natural when you wake up.
Cosmetics buyers are observing that skincare products 
that can be found in Sephora for a high price, tend to have 
often identical ingredients as cheaper alternatives from a 
drugstore. Although, there are still a lot of creams and se-
rums that contain expensive, luxury elements, while many 
of them are only expensive because of their brand name. 
People are now trying to pay more attention
to the ingredients list and be more sensitive about their 
purchases, look for cheaper alternatives with the same 
effect.
 It is believed that this natural tendency in make-
up came as a “rebound trend”. The past 2-3 years ago of 
looking doll-like with several layers of different prod-
uct on your face. Too much time was spent covering 
everything that is natural, overlining your lips so you look 
like algae eater and contouring your cheeks to an extreme 
level. Now, on the contrary, we are coming back to a more 
natural look. Of course, makeup is about making you feel 
more beautiful, so there is no need to follow particular 
trends. Just do whatever makes you feel pretty, even if it 
was “trendy” a couple of years back. It is the confidence 
boost that stands behind makeup which is magical, not 
being up to date with what most of the celebrities are do-
ing.



Men’s Fashion: Redefining the Rules
by Anthony Walton

 It is common knowledge that the fashion industry 
and the trends it begets are and always have been a direct 
reflection of what’s happening in the world.  When the 
world is at war trends, for everyday people shift towards 
efficiency and practicality.  When the world is moving 
towards inclusion of all people regardless of identities, la-
bels, and socioeconomic background, the fashion industry 
matches that theme with wardrobe choices for the bold, 
audacious individual.  Though fashion adjusts to meet 
needs and is mostly flexible, there is still always a niche 
within every group that require a little more individual at-
tention and personalization.  I happen to be a part of one 
of these groups, because as a black man of LGBTQ expe-
rience, I rarely see my style showcased on mannequins, in 
store windows, and in men’s style magazines.  I do, howev-
er, see more and more men on social media who incorpo-
rate their femininity and eclecticism into their style, just 
like I do.  It’s no secret that the fashion industry takes tips 
from trends that emerge on Instagram and Twitter, how-
ever I think they may be missing the mark by ignoring the 
interests of the expressive, diverse, and stereotype shatter-
ing man. 

 When asked to describe my style, I always 
struggle with my answer.  It is most definitely classic in 
many aspects, which is where my social media handle 
(@toneclassic) comes from, but it is also atypical in the 
sense that I shop in both the men and women’s sections.  
Before diversifying the accounts I follow on Instagram, 
I used to think I was the only guy that dressed this way.  
But while my taste in dress is unique, there are other 
men who seem to also follow or stray away from the 
same guidelines. 
 When I wear a suit, tie and dress shoes, I feel like 
a man who is ready to take over the world.  When the 
clock strikes five and I can check my professionalism at 
the door, an embellished shirt, funky pant, and point-
ed-toe boot make me feel like a man who is ready to 
take on the world.  Self-expression pioneers the indus-
try when it comes to women’s apparel, which makes for 
unconventional options and a lack of concrete rules.  
Men like myself want more vivid, explorative options 
when it comes to clothing.  For those who love fashion as 
much as I do, getting dressed is an Art, and rules rarely 
exist when it comes to Art.  Gender and tradition almost 
never play determinative roles in what ends up on the 
canvas.  While it may take some time for bigger brands 
and retailers to start providing out of the box options 
for the niche subgroup of men that I am a part of, I am 
confident that they will eventually move towards having 
a variety of options to suit even the most bold and unor-
thodox man’s taste.



Your Trip To Miami

2. Dale [dah-leh]: Meaning let’s go, okay, do it. This can be used in any situation whether you’re saying goodbye 
to your squad, congratulating your best-friend, or expressing your approval. Example: “Hey, Steph and I are going to 
the movies at 8, want to come?” “Dale.” 
3. Pero like [peh-roh-lahyk]: “Pero” means “but” in Spanish, the phrase is used to interject into the conversation 
with a new point. It’s mostly said when someone can’t handle a situation and is usually followed with “pero, like, I 
can’t deal.” 
4. Chonga [chong-ga]: Miami’s most infamous female who wears dark lip liner, gelled hair, tight jeans, crop 
tops, and huge hoops earrings with her name written inside, sometimes a matching necklace is included. The term is 
also associated with being “ratchet”. 
5. De madre [deh-mah-dreh]: It’s literal translation means of mother but it’s used to sympathize with someone’s 
unfortunate circumstance. Example: “I totally embarrassed myself in front of Carlos last night when I was drunk.”  
“Oof, de madre.”
6. Papi Chulo [pah-pee-choo-low]: Literal definition: pimp daddy. The term has evolved from a Hispanic guy 
thinking he’s a ladies man to a guy that’s actually insanely attractive. Example: ”Young Leonardo DiCaprio is such a 
papi chulo.” 
7. Patascucia [pah-tah-su-see-ya]: This word translates to dirty foot and is used when referring to a girl who 
has taken off her shoes at a club or party because she can no longer dance or walk in her heels. Example: “Can you 
believe Jennifer went pata sucia last night at Story?”
8. Pachanga [pah-chan-ga]: A celebration or party that involves dancing, drinking, and bad decisions. “There’s 
going to be another pachanga on the streets if the Heat win another championship.” 
9. A mission: Anything that takes a longer time than you would have liked. Mainly used in the phrases “what a 
mission” and “such a mission.” Example: “It’s such a mission to find parking in Miami Beach.” 
10. Bro or Broder: Meaning friend, brother, dude. It’s a unisex word used quite frequently. Example: “Broder, last 
night was crazy!” or “Bro, did you hear what happened with Carlos and Alexa?”
11. Dasit [dhas-eet]: Spanglish version of “that’s it.” Example: “I’ll have a chocolate milkshake, burger, small fries, 
and dasit.” 

Now that you know how to speak like a local hit the streets of Miami and find yourself a papi chulo, live it up at a 
pachanga, and be careful not to literally die of a heat stroke! 

12 Slang Words Everyone Must Know When 
Traveling to Miami 
By: Orianna Guzman

 While preparing for a trip to Miami most people 
might pack a lot of sunblock, swimsuits, and refresh on 
their Spanish which is all necessary, although, the major-
ity of the people speak English. Miami’s English is quite 
particular including a mix of Spanglish words and phrases 
known to every true citizen of the 305. Here’s a glossary 
of some of Miami’s most popular terms that will help any 
visitor get around without being utterly confused. 

1. Eating shit: Originates from the Spanish phrase 
“comiendo mierda” meaning messing around or passing 
the time doing nothing. Example: “I was supposed to 
write my paper but instead I was eating shit and watching 
Netflix.”



Your Non-Tourist Guide to Local Miami Food 
By: Orianna Guzman 

 Miami is known for its notorious beaches, hot sunny weather, vibrant nightlife, and most importantly its di-
verse range of food. Miami has some of the best Hispanic food to offer from Peruvian ceviche to traditional Caribbe-
an food. We don’t just focus on Hispanic food, Miami has multiple European cuisines ranging from Italian, French, 
and German. Here’s a list of some of the top places you should eat when visiting Miami that mostly locals know. 

1. Pisco y Nazca: This Peruvian Gastrobar will set your tastebuds on fire-literally the food is quite spicy. Locat-
ed at the Palms at Town & Country, Kendall their bold dishes can be accompanied by their unique cocktails or vast 
selection of international beers. You’re definitely going to want to Instagram your food here with the vibrant colors, 
cool atmosphere, and open kitchen views from the bar. 
2. Islas Canarias Restaurant & Bakery: A mix of Spanish and Cuban food with multiple locations across Miami. 
Here you’ll find the best croquetas, desserts, and honestly just the best combination of Latin food. 
3. Pepito’s Plaza: Located in Doral, in the back of an Exxon Gas station don’t let that discourage you from trying 
a wide variety of Venzuelan “fast food.” They serve arepas, hot dogs, hamburgers, and more. With plenty outside 
seating and open until 1:00am its the perfect place to go after a night out with friends. 
4. Robert is Here Fruit Stand: This might be the most touristy stop on the list but it’s honestly the best smooth-
ie/milkshake place in Miami. Located in Homestead, Robert is Here Fruit Stand is a family run business that special-
izes in rare and exotic vegetables that they grow themselves. Besides, fruits, vegetables, and the best milkshake you 
will have hands down, there’s an animal farm, splash pad, picnic tables, and live music on the weekends and holi-
days! 
5. Fratellino Ristorante: This Italian restaurant is located in Miracle Mile, Coral Gables. This is the most expen-
sive restaurant on the list. The traditional Italian pasta combined with the intimate atmosphere will make you feel as 
if you’re in Italy. 
All you have to do now is book your trip to Miami and enjoy all the delicious food! Don’t forget to pack sunblock!



5 Ways to Unwind
After Finals
Written by  Madison Hirano
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#1: Get some fresh air.
 Michigan University Professor Sara 
Warber found that walking outdoors can 
not only improve a person’s daily emotions 
but can actually aid in the suppression of 
mental illness like depression and anxiety. 
Therefore, next time you want to de-stress 
from finals, go for a walk with some friends 
and reap all of the free benefits that the 
fresh air and easy exercise have to offer.



#2: Disconnect from all social media
 I know it’s really tempting sometimes 
to check Instagram and Facebook right after 
final exams are over. Social media has inev-
itably taken over many lives as students are 
constantly on their phones. In fact, Richard 
Balding from the University of Worcester con-
ducted a study, which showed that social net-
working can actually spike stress levels. There-
fore, next time you feel the urge to check your 
phone before bed, opt for a book that you’ve 
been dying to read or maybe even reflect on 
your week through some journaling instead.

#3: Treat yourself
 One of my favorite ways to de-stress is 
by creating my own an at-home spa. Usually, 
I’ll set up a warm bath with my favorite christ-
mas-scented candles, put on my go-to clay 
face mask and paint my nails with a bold, fun 
color in order to simulate the ultimate spa-like 
getaway.

#4: Go out with some friends.
 Nothing puts girls in a better mood 
than spending time with their best girlfriends. 
Whether it’s going to the mall to engage in 
some retail therapy or having a night-in with 
pizza and netflix, being with friends is an 
extremely easy and fun way to de-stress and 
leave behind all of the final exam jitters.  

#5: Drink chamomile tea
According to the LA Times, Chamomile tea has 
many de-stressing benefits as it aids in the re-
laxation of muscles and reduction of irritability. 
It is also speculated that this warm and cozy tea 
aids in treating insomnia and sleeplessness, both 
of which encourage an increase in stress levels.

#6: Indulge in some avocado toast and a blue-
berry smoothie.
Did you know that avocados and blueberries 
are just two out of the many superfoods that can 
actually help decrease anxiety and stress? Since 
avocados are extremely rich in vitamin B, they 
are imperative for the maintenance of healthy 
nerves and brain cells. In fact, Men’s Fitness has 
even linked anxiety and stress with a deficiency 
in vitamin B, showing the power food has in 
transforming a person’s mental health. Addi-
tionally, blueberries are also another ideal snack 
when trying to relieve stress as our bodies need 
vitamin C and antioxidants to repair blood cells.

#7: Practice Deep-Breathing
 
According to the American Heart Association, 
practicing deep breaths is an extremely simple 
yet efficient way to relieve stress and relax the 
mind. When slowly inhaling and exhaling, the 
body begins to wind down and the tension in 
the mind starts to release. Therefore, right before 
bed, try taking a couple deep breaths in order 
to alleviate the built-up stress from the sleepless 
nights and intense studying.

“social networking 
can actually spike 
stress levels”
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