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Editors Letter

For our second issue we have decided to make a 
magazine that is bold, brave, and visually engaging. 
The core values of this mgazine are founded in our 
community. Every contributer, model, photogra-
pher and writer has a strong connection to the 
RU Fashion Society. This edition revolves around 
fashion, art, travel, and culture. Featured on the 
cover and interviewed in the main article are Guya 
Ghedini, Ivania Silva, and Alicia Franzen. As rising 
social media influencers, these girls have a unique 
and interesting perspective into social media and 
fashion. Being from Italy, Sweden and Portugal, 
they bring a more diverse and globalized point of 
view to the magazine. 
 Just as our influencers are from different 
places, the entire magazine has contributers across 
the globe from the U.S and Venezuela all the way to 
France, the U.K and Italy. In true London style, this 
magazine combines many cultures through articles 
and pictures taken from across the city.  We hope 
we have created a beautiful, interesting and inform-
ative snapshot of fashion, art, travel and culture in 
our community today.  
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RU Club Spotlight
Written by Kira Ewaskiew on Richmond’s Dance Club
Photos by Gabrielle Hollenbeck 



Dance Club Pictures 

Let us introduce you to the Dance Club!
 My name is Kira Ewaskiew and I am the 
president and founder of the dance club. The 
Dance club was started in spring 2018. 
We meet once a week on Tuesdays and we prac-
tice a new style of dance each week. Members of 
the club teach the classes based on what everyone 
wants to learn. 
 Every class begins with a warmup and 
stretch. Then we go into strengthening and chore-
ography. We have our classes taught at a beginner 
level, so no experience is necessary to join. Dance 
Club has had events in the past such as profes-
sional dancers running classes. We are also going 
to run events such as small performances, com-
petitions, and renting a studio space. Even though 
the club is less than a year old, I am very proud 
of everything we have accomplished. We received 
the award for new club of the year at honors night 
in 2018.  We are always welcoming new members 
to our club, so we hope to see you soon!
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Alessandro Michele and the 
Gucci Garden Exhibition

“What is fascinating in Alessandro Michele’s work is his 
rewriting of time and nature, akin to a psychedelic trip that 
frees cognition and knowledge, and that finds the value of 
today exactly in archaeology.”

The Gucci museum is a must-see for all fashion addicts when in Florence. The brand Gucci has a long history and a 
strong brand identity, which has evolved throughout the years and is now flourishing under the vision of creative di-
rector Alessandro Michele. He has been designing for the brand since 2015, and he curated the museum and the new 
Gucci shop.  Michele developed a museum-like shopping experience according to his idea that shopping is like vis-
iting a museum as garments are considered pieces of art (Madsen, 2018). Florence is a pivotal element in the brand’s 
identity and history, as it was the native city of G.Gucci and it has always inspired the different artistic directors with 

its beauty, history, art and artisan culture. 
Michele’s vision for the museum, the shop and his collections in general, is inspired by libraries and shops of antiq-

uities he visits in Florence, where, as he says, the most magical things can be discovered. Moreover, Florence encour-
aged his “Renaissance street-wear” for Gucci (Madsen, 2018). The Gucci Garden Galleria is located in Palazzo della 
Mercanzia: a historical residence which dates back to 1337 in the heart of Florence. It has hosted the Gucci museum 
since 2011, and it has been reopened and refurbished last January with an entirely new approach and vision (Street, 
2018). Gucci Garden exhibition opened last January and was wholly conceived by Alessandro Michele. It is accom-
panied by the Gucci Garden shop, which sells limited edition items, the Gucci Osteria by Massimo Bottura (a three-

Michelin-Star chef) and the Galleria on the first and second floor. The idea that the museum also has a restaurant 
and a shop on the ground floor aims to create a unique space where the visitor experience can be total (Gucci, 2018). 

by Matilde Tariello
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 Michele intended to make fashion more accessi-
ble to everyone; therefore, he designed small and cheaper 
pieces; such as pillowcases, boxes, cases which are in-
expensive compared to other items particularly for the 
Gucci Garden Shop (Madsen, 2018).  It works as a sort of 
souvenir shop we would find in any other museum just a 
little bit pricey but convenient for the Brand’s standards.
 The Gucci Garden Galleria was curated by Maria 
Luisa Frisa. Frisa is a fashion curator, critic and educator 
who has made a significant contribution to the practice of 
Italian fashion curation and the way we understand fash-
ion in a museum environment. According to her vision, 
she wanted to create a space that changes, where nothing 
is fixed and multiple aspects are shown (Ansa, 2018). The 
exhibition space is organised on two levels where different 
areas and aspects of the brand are presented to the audi-
ence. Each room explores different aspects of the brand. 
The first floor rooms are entitled Guccification, Paraphe-
nalia, and Cosmorama.
 “Guccification” is something we see particularly 
nowadays with the constant and increasing iconic val-
ue given to the brand. This idea goes back to the iconic 
monogram which stands for the initials of the founder 
Guccio Gucci. The two GG became soon a hallmark in the 
1970s-fashion industry and in the 1980s Gucci played a 
role in the pop culture.
The second room, called “Pharaphenalia”, aims to prove 
the stability of the brands identity. It presents designs 
from the 1960s on the right-hand side, and Tom Ford’s de-
signs for the brand on the right. The third roo, of this floor 
is entirely consecrated to “Cosmorama” exhibiting a series 
of bags, suitcases, hat boxes, beauty cases and trunks 
which have determined the beginning of the brand. All 
those items define a jet-set lifestyle which is the core of

 Gucci’s clientele. The second floor of the Galleria is 
entitled “Garden Galleria”. It is a space where reality and 
fantasy, past and present, are combined. It draws upon 
Michele’s idea of the designer as an alchemist and the 
elements exhibited are all building up the brand’s histo-
ry and mythology. 
 The last room of the exhibition is probably the 
most significant and interesting part of the museum. 
It is entitled “Ephemera”, and it is a sort of archive 
which contains clothes, objects, and accessories which 
showcase the brand’s evolution over the years.  It also 
includes original material and working tools such as 
patents for models, workbooks, catalogues and maga-
zines with editorial features and advertising pages. All 
those precious objects are exhibited in glass cases and 
grouped according to the year of belonging. The visitor 
can enjoy this historical journey accompanied by the 
rhythm of the fashion shows projected on the walls 
(Wall Label).  
 The overall intent of the exhibition was to mix 
tradition and modernity. Being contemporary nowa-
days means exhibiting remarkably up to date content in 
a persuasive but coherent description of the present. I 
reckon that this exhibition does that in an excellent and 
sophisticated way. There is no reference to social media, 
and maybe that is carefully planned strategy to preserve 
the exclusive and refined image of the brand (Smith, 
2012). The Gucci Garden Galleria is not structured as 
the visitors are free to get lost , discover, dream and get 
inspired. However, this freedom can result in distractive 
and senseless for those who expect to visit a standard 
fashion exhibition where items are showcase chrono-
logically or grouped by category. However, the mixture 
of past and present can be inspiring if we think that in 

fashion anything is set but part of evolution 
(Annamari and Clark, 2018)
 Primacy in the exhibition is given 
to represent how the new collections fully 
embody the Gucci tradition and how each 
item stands for evolution rather than drastic 
change and disruption with the past. Highly 
significant is the work done by A. Michele 
who is giving a new face to the Brand keeping 
it ahead of time. 



MAn in the city
Shot by Gabrielle Hollenbeck 
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Experience Luxury Online
Shopping Like Never Before

www.theffanatics.com

Changing your luxury shopping experience. tff. lets you be part of a profes-
sional community where designers, personal stylists and magazines all work 
together. Get your own personal stylist to select your next outfit  - at no extra 

cost. 

Find exclusive brands available only on tff.fashion 

Enter a network full of luxury brands, friends and fashion enthusiasts





Scandinavian 
Fashion 
Shot by Gabrielle Hollenbeck
Featuring and Written by Linnea Schonborg







 Let me start off by saying that Scandinavian fashion is the most modern and up to date fashion 
there is. There is no place in the world, in my opinion, where everyone has as good style. It is not that there is 
a specific style that people have in Scandinavia but more that everyone has good style. We have some of the 
biggest influencers and bloggers in Sweden who are huge worldwide and these girls influence a type of fash-
ion to their readers. These influencers are the biggest trendsetters in Scandinavia and all over the world. One 
of the biggest influencers in Sweden is Kenza, she is a world wide blogger and owner of fashion company 
Ivyrevel. She has succeeded immensely through the work of her blog to being able to start her own fashion 
company that has already been apart of Stockholm Fashion week for over two years. Sweden has some of the 
biggest fashion companies such as Acne Studios which really represents Scandinavian style. Their clothes are 
basic yet very fashionable with amazing quality. For example, the outfit I am wearing. I chose to have a basic 
cardigan and pants and style with a hat to make it look complete, threw on a pair of basic white sneakers and 
there is your simple fashionable outfit. One does not need to go all out to make an outfit work, the simpler 
the better and that is what Scandinavian style is. 
 However, even people who make up their own trends and don’t follow the mainstream way of dress-
ing, still dress amazing. When you walk down Biblioteksgatan in Stockholm, it’s like walking down a runway 
show. It is so inspiring going to Stockholm and just seeing what everyone wears and how they style different 
garments. Wherever you are in the world, as a Swede, I can spot out anyone who is Swedish by just the way 
they are dressed. 



Uniqlo Lookbook
Featuring and Written by Julian Baet

Shot by Gabrielle Hollenbeck



 Ideally, I want to be the person who flaunts all the 
new fashion trends and style. But when it actually comes 
to executing an outfit -- especially during university -- 
comfort wins over style, every time. When you’re living on 
caffeine and four hours of sleep, it’s difficult to find moti-
vation to dress up. But when I discovered Uniqlo, I finally 
found a brand that I loved to style, and also retained my 
need for comfortable clothes. Simplistic and minimalis-
tic, every piece is unique in expressing their fashion and 
practicality.
Here are all the different ways you can style your fresh and 
practical Uniqlo wardrobe.

The Practical Midi Skirts
 The best part about their skirts and dresses is 
that...they have POCKETS. You can look cute and fash-
ionable, with the luxury of being able to put your phone in 
your pocket.

Pocketable Outerwear
 Whenever I travel, the most annoying question 
I have to ask myself is: “Should I bring a jacket?” Any 
kind of light jacket takes too much space in my pack, and 
it’s hard to tell if I actually need it or if I should leave it 
at home. Uniqlo’s Pocketable Parkas help me avoid the 
annoying question, because I can put it in my pack when-
ever I need it, without filling up any unnecessary space.

It’s EZY
 If you hate wearing jeans but you love the way 
they look, Uniqlo has created the perfect denim for you. 
Their EZY jean collection takes the look of your ordinary 
skinny jean, and combines it with a flexible and breathable 
sweatpant material. 

Time for Business [Casual]
 You can’t go wrong with Uniqlo’s smart ankle 
pants. They’re easy care, which means less time is wast-
ed on ironing and you can catch an extra five minutes of 
sleep. These slacks are my go-to job interview outfit, but 
they’re also great for traveling. An airport is not typically 
a place where I try my hardest to look my best but with 
these pants, stylish and comfortable is made easy. 

Uniqlo also offers alterations for free (if you prefer a blind 
stitch, it’s £3), which makes it easier to find the perfect fit 
for you.

 

Extra Fine Merino Wool Sweaters
 Wool is one of the most infamous materials 
to care for, but if you’re looking for a quality materi-
al that won’t be butchered on laundry day, Extra Fine 
Merino has your back. This unique wool blend is 
machine-washable and low-maintenance, breathable 
and warm, and comes in a variety of styles. Try it as a 
cardigan or a turtleneck; it will keep you warm and it’s 
extremely easy to care for.  

Heattech Technology
 Winter is coming, but Uniqlo has your back 
with innovative Heattech technology. Endure those 
chilly mornings with a simple and sleek design; one can 
choose a lightweight thermal to throw on under their 
jumper/trousers, or pull off a comfortable and cozy 
T-shirt by itself.
---
Whether you’re on your way to a job interview, prepar-
ing for colder weather, or going through your day with 
comfort and style, Uniqlo fits your fashion needs for any 
setting or season. 
 Uniqlo is nowhere near a discount retailer 
(which I know already hurts a student budget), but 
when you buy a Uniqlo piece, you invest in clothing that 
will last you a long time. 



Pointe
Shot by Thimo Grantz
Featuring Jasmine Wallis of  Venna Festival Ballet
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Hakim Jewelart

 Tucked away in a busy street in Accra, Ghana, Hakim Jewelart has been in business since the 1970’s.  
George Hakim and Georgette Hakim founded hakim Jewelart, and they have lived in Ghana for over 62 years. 
In Hakim Jewelart you will find several tables laden with crafted silver and gold pieces, many sporting African 
motifs, such as the Ghanaian Adinkra Symbols. All the jewelry, with the exception of the intricate Ghanaian glass 
beads, is made on the premises in the small workshop by silversmiths next to the Hakim Jewelart showroom. 
The importance of using the Adinkra symbols in their design is to embrace the Ghanaian symbols in their jewelry 
pieces. The Adinkra symbols are a unique representation of cultural expressions, concepts, values and traditional 
mythology for the Akan of Ghana. These symbols originated from the Akan people, the dominant ethnic group 
of Ghana and the Ivory Coast located in West Africa. The Ashanti Empire was an Akan empire and Kingdom in 
what is now modern-day Ghana from 1670 to 1957. There are around 400 known Adinkra symbols and are used 
to express various themes that link history, beliefs and philosophy of the Ashanti people. These symbols mostly 
have rich proverbial meaning as proverbs play an important role in the Ashanti culture, and the use of proverbs is 
considered as a mark of wisdom. 
 Furthermore, several prominent figures have visited Hakim Jewelart such as Bill Clinton the Former US 
President, Kofi Anan the Former Secretary- General of the UN, and John Rawlings the Former Ghanaian Presi-
dent. If you ever visit Ghana, you should stop by Hakim Jewelart for beautiful pieces! 

Written and photos by Maria Kassabian 



An inside 
look to 
being an 
Instagram 
Influencer
 Written by Orianna Guzman
Photographed by Thimo Grantz



Alicia, Guya, and Ivania (Ivy), come from 
very different backgrounds but share similar 
stories in how they came to be bloggers, gath-
ering a large following on Instagram. All start-
ing in their hometowns they began to see their 
engagement and followers increase during their 
travels, summer vacations, and when they each 
made the move to London. 

Q: How did you start becoming an Instagram 
influencer?
Guya: I started in Italy as a model when I was 
younger, my following started growing, and 
then brands reached out to me to review their 
products so it became my part-time job. 
Ivy: I don’t really consider myself a blogger be-
cause I am just me. I use Instagram for fun, for 
my love of photos, and my followers just grew. 
Alicia: I also don’t really consider myself a 
blogger since I don’t blog anymore but I started 
posting more frequently like one year ago which 
increased my following as well. 

Q: I see none of you aspired to be Instagram in-
fluencers it sort of just happened for you, so what 
made you keep going?
Guya: I enjoy it even when I don’t have brand 
deals and make money. It’s something I love 
and provides me a lot of opportunities as well as 
meeting new people. 
Ivy: I understood people liked my posts and I 
get paid to do something I love and that others 
do too. 
Alicia: For me, it’s also my love for pictures and 
fashion. I get inspired by a lot of people on Ins-
tagram so I wanted to inspire others. 

Q: Have you always been interested in fashion, 
beauty, & lifestyle? If so, what sparked that 
interest? 
Guya: I’ve always had an interest because my 
parents work in the fashion industry and I’ve 
been exposed to it since I was little. I enjoy more 

fashion and lifestyle than beauty since I travel a 
lot and don’t spend too much time doing make-
up.
Ivy: My dad always loved taking photos of me 
and he was always carrying a camera around 
so since I was little I’ve enjoyed taking photos. 
I also look up to my mom a lot because she 
taught me to have my own style and showed me 
the basics of how to use makeup. 
Alicia: When I started reading blogs at 10 years 
old my love for fashion sparked. Also playing dress up 
and doing photoshoots with my sister made me 
realize I wanted to do this. Youtube has taught 
me a lot about beauty and makeup but fashion 
is my main interest. 

Q: When did you start working with brands? 
Guya: After a couple of months of living in Lon-
don I started going to events and working for 
apps such as InDash. 
Ivy: I started back in 2015, mainly just Portu-
guese brands that fit with my image. Now with 
the business profile I receive a lot more emails 
from brands than DMs. 
Alicia: PR agencies in Sweden started contacting 
me one year ago, at first I said yes to everything 
but now I’m more selective and prefer paid col-
laborations. I think it’s unfair if they don’t pay 
because you put a lot of work into your posts 
and it’s so much cheaper for companies to pay 
an influencer who does their own hair, makeup, 
editing rather than an actual model. 
 
Q: So, do you think the business profile on Insta-
gram helped your platform grow?
Ivy: In my opinion, it did the exact opposite 
because of the new algorithm Instagram char-
acterizes you as a brand itself so it gives you less 
exposure. The order is also no longer chrono-
logical it’s based on the interactions with your 
posts so that’s a wasted outfit and time editing if 
people aren’t viewing your post. “It’s an honest 
shame.” 



“I think I can speak for 
all of us when I say we 
bloom in summer be-
cause we’re tan, on va-
cation, and have more 
free time” said Ivy Silva.

Guya: The only thing that is really helpful is the 
Insights but I agree with what Ivy said. 

Q: What’s the hardest part about your job? 
Guya: It takes a lot of planning to keep up with 
posts and schedule when to take photos, pick out-
fits, locations, and during winter it’s more difficult 
since it gets dark faster. 
Ivy: I’d say it’s time management because with all 
of us being full-time students I also have a part-
time job while Instagram being another part-time 
job that’s why I see it more for fun because I love 
sweatpants and I don’t want to wake up put make-
up on, pick an outfit, and take a photo. I take my-
self seriously but I have to prioritize at times. 
Alicia: I agree with 
what they both said. 
It is hard to keep up 
since I try to post 3 
times a day which 
can stress me out 
when I don’t reach 
that or I fall behind. 

Q: What’s the biggest 
obstacle you’ve had 
to overcome? 
Ivy: Honestly, having a boyfriend and managing 
the two things together. I didn’t really manage it 
and I lost around 7,000 followers in the course 
of three years because I wasn’t posting as much. 
Also, my boyfriend at the time didn’t always agree 
with what I was posting and didn’t want me to be 
self obsessed but I’m two different people one on 
Instagram and one in real life. 
Q: Finally, what does being an Instagram influ-
encer mean to you? 
Guya: Although sometimes I get sad or upset 
about the algorithm or losing followers I do it 
because I love and enjoy it. At the end of the day 
it’s more for myself. 
Ivy: I love it. That’s why I haven’t stopped, person-
ally I don’t think I am even if I lose followers 

or go negative. I 
do it for myself 
because it em-
powers me al-
though I don’t al-
ways enjoy all the 
attention it brings 
it makes me feel 
empowered and 
confident. 
Alicia: I like that 

I can reach out to people with positive messages 
and talk about feminism and other important 
topics. It’s not just inspiring people with fashion 
but encouraging them. 





Alicia Franzen
@aliciafranzen
Swedish, 23
Studying: Communications & 
Public Relations
Favorite blogger: Natalie Hel-
gerud
Must have item: Laura Mercier 

translucent powder



Ivania Silva
@ivysilva97

Portuguese, 21
Studying: Marketing 
and Public Relations

Favorite Blogger: Mar-
ta Lozano

Must Have Item: Carmex 
& Phone



Guya Ghedini
@guyaghedini
Italian, 22
Studying: Fashion Busi-
ness and Marketing
Favorite Blogger: Chiara 
Ferragni
Must Haves: Dior Lipstick 
and Powder 



 During the glorious days between the Christmas and the New Year, I decided to treat my 
feet to a new pair of trainers. Of course, being in my late 30s, I felt I should indulge myself with a 
designer pair. I was leaving home to Harrods when my lovely husband, Toby, asked me where I was 
going. I said I was going to Harrods to buy a new pair of trainers. He sounded surprised as he was 
expecting me to go to Nike or Adidas shops. He decided to join me for my shopping.
 Upon arrival to Harrods I went to Shoe Heaven on the fifth floor, looked at Valentino, Sal-
vatore Ferragamo, Prada, Burberry, Gucci and of course Balenciaga trainers. I looked at Burberry 
trainers and they looked bulky and blocky, Toby said I looked like Japanese tourists. I tried Balen-
ciaga and surprisingly they weren’t comfortable, I say surprisingly as if you spend around £600 for 
a pair of trainers, you expect them to be comfortable. . When I tried Salvatore Ferragamo trainers, 
Toby said, are you going to the space? I wore Valentino and Toby said, why the logo is written all 
over them; bad taste. And Gucci trainers were hideous, there was a colourful lion embroidered on 
each pair. I better not to talk about Toby’s reaction when I wore them, he was laughing at them say-
ing “what is wrong with a simple design? Is ugly fashionable
now?”
 Good question. Although, I’m sure, shopping would have been easier without my husband 
(I’m sure many ladies agree with me), however, I started to think where we are going with the cur-
rent fashion? Would I buy any of these trainers if we exclude the ‘brand/logo effect’ from them? 
Looking with a pair of fresh eyes, I’m sure many of us agree, many of the fashion products and 
accessories are not beautiful and they are more likely to make a statement rather than making us 
beautiful.
 But does beauty matter in fashion? Or we just purchase a dream, a higher status or a par-
ticular image. One of my students showed up in a lecture last semester with a brand-new pair of 
Alexander Mc Queen trainers and said she saved £20 per week for a few months to purchase them. 
When I asked her, what did she like about them, she said, “I don’t know, they are Mc Queen”. It 
seems branding is a constantly gaining power in the decision-making process of acquiring fashion 
and luxury products, therefore, branding is a blistering topic amongst fashion businesses, marketers, 
designers and executives. Everyone wants brand value. Most struggle to achieve it. Few brands truly 
accomplish it but when is achieved, does it matter what the brand sell?

Is Ugly Fashionable?
by Nastaran N Richards-Carpenter, Associate Professor of Market-
ing-Richmond University



LDN Places to Be
Written by Emma Davies

London has one of the most diverse culinary scenes in the world. Having lived in London I have 
been to my fair share of great and not so great London restaurant and bars. Amongst the chains, 
fast food and expensive restaurants there are some truly unique, inventive and memorable plac-

es you must go and visit. This is my guide to some great places you must pay a visit to.

Restaurant Ours

Restaurant Ours is located on Bromton Road in Knightsbridge. They have a restaurant, serving 
inventive cocktails, fusion international food (highly recommended is the Tuna Tartare with avo-
cado and chilli or the Venison Crudo beetroot). They have another area called The Living Room 
where you can find a bar overlooking the restaurant. This area is great for a Friday or Saturday 

night out, as they offer live DJs, phenomenal cocktails (“Follow the petals” is their signature cock-
tail) and a great London atmosphere. 

Picture provided by Restaurant Ours



Picture provided by Restaurant Ours

The Real Greek, Berwick Street, Soho

With a few tables outside and large open windows at the front of the restaurant, the place has a very open and airy 
feel. Highly recommended are the Mezze platters, such as the “Mykonos” or the “Tonia’s Filoxenia”. Fun to share with 

a large group. 

Embargo Republica, King’s Road, Chelsea 

This Cuban themed club has amazing drinks and a great rooftop bar. Hidden amongst King’s Road, this is a 
great insider’s tip! An intimate club which would be a great place to go for a birthday. Come on Wednesdays 

for WNE student night and try some of their exquisite cocktails. 

Picture provided by Embargo Republica

Picture provided by The Real Greek



Buddha Bar, Knightsbridge

Excellent Pan Asian restaurant with amazing cocktails. Expect live DJ sets, celebrity 
spotting and great food at this restaurant in the middle of Knightsbridge. The beautiful 

décor inside will make you want to spend all night in this restaurant.  

Scandal London, Wells Street, Fitzrovia

Amazing nights can be expected here. Once “Project London” club, Scandal has hosted 
famous DJ’s and amazing nights. The club offers table service across the whole club and 

is a great place to go out with friends on a Saturday. 

Bluebird, Chelsea
If your looking for three things at once, Bluebird is a bar, lounge and restaurant in 

Chelsea. They have a popping outdoor space open winter and summer to enjoy a great 
cocktail. This hot spot is always busy and is perfect for a night out with friends or for a 

mid-summer refreshment. Editors Cocktail Recomendation: Maid in Chelsea

The Churchill Bar and Terrace, Hyatt Regency London
This stylish cocktail bar offers outdoor and indoor seating all year round. They offer craft 

cocktails, some of them made with churchill’s very own craft gin. In addition to this is 
also acts as a cigar bar and offer a full range. 

Picture provided by Copita



Kinni/natasha/

Copita, “D’Arblay Street”, Soho

A hip and lively bar and restaurant in Soho. The small plates are perfect to share with friends and 
family. If you are looking to have a quick bite in between bar hopping in Soho, this is the place.. The 
food (inventive Spanish tapas) and the drinks (the Beefeater 24 G&T’s with grapefruit are great), are 

exquisite and worth waiting in line for a table. 

Picture provided by Copita



Frida Kahlo: Making Herself Up 
Review Photos and Text by Orianna Guzman

 The first words that come to mind when I think of 
Frida Kahlo: painter, feminist, artist, and proud Mexican. 
I think about the influence she brought and still brings to 
artists, especially those within the Latino community.
Victoria and Albert Museum (V&A) recently opened up 
a new exhibition titled Frida Kahlo Making Her Self Up 
displaying Kahlo’s personal artifacts and clothing. Howev-
er, I did not expect the name of the exhibition to be taken 
so literally with her pill bottles, ointments, makeup, aspi-
rin, vitamins, and nail polish on display. Although Kahlo 
suffered from polio as a child and was involved in a bus 
accident that left her with multiple fractures and a lifelong 
disability, Frida was known for the courageous way in 
which she channeled her pain into her artwork and the 
emphasis of this exhibition is more on her memorabilia 
than her actual work.  But, would she want the contents of 
her medical cabinet in an exhibition dedicated to her?
 The exhibition was curated and designed by Gib-
son Thornley Architects and theatre designer Tom Scutt, 
whose aim is to take visitors through Kahlo’s Mexican 
home ‘The Blue House.’ As you enter, you are met with 
soft electronic music and blue lighting shining on a big 
white column that has an inverted black and white pho-
to of Frida laying in bed wearing a traditional Tehuana 
dress.
When you make your way through the side of the col-
umn to embark on the journey of Kahlo’s life, you face a 
long white narrow hallway that displays portraits of her 
background, her father and upbringing, family life, and 
culture. The majority of the portraits are black and white 
with standardized caption cards explaining the cultural 
context behind it.
 Matt Thornley, director at Gibson Thornley Ar-
chitects, said the exhibition “promises to offer a unique 
window into the life of Frida Kahlo, exploring her life 
and work in a sensitive and personal way.” Moving fur-
ther down the hallway was quite difficult, due to the large 
crowd in such a tight space, all of us trying to read and 
see the photographs, paintings, and immerse themselves 
in the AV experiences. Perhaps the designers did not 
expect so much interest here. So, the space is used poor-
ly.  In the middle of the hallway, we start to see more of 
Frida’s personal work. For instance, her piece ‘Gringolan-
dia’ resembles what she disliked about the United States 
although 

she made great friends, connections, and took the oppor-
tunities presented to her for work. Kahlo did not enjoy 
being away from Mexico and this piece illustrates those 
feelings. The reaction among the viewers including my-
self slightly chuckled while reading the title of the piece 
and the irony in her dislike for the United States but still 
choosing to have worked and shown her art there.
 At the end of the narrow hall, the space en-
larges into a rectangular shape with your eyes meeting 
two mannequins sitting down behind a glass door that 
resembles Frida with her iconic braids. The mannequins 
are modeling pieces of her traditional Mexican dress; this 
part was titled ‘Locked Wardrobe’. This is supposed to be 
a recreation of one of her most powerful self-portraits, 
The Two Fridas 1939, which was completed after her 
divorce from Diego Rivera. The portrait shows Frida’s 
two different personalities, one with a broken heart 
dressed in Tehuana costume, sitting and holding hands 
with an independent, modern-dressed Frida. They both 
have visible hearts and the heart of the traditional Frida 
is cut and torn open with blood dripping onto the white 
dress. However, the exhibit’s recreation contains no open 
hearts, blood, or emotion. It is simply a showcase of her 
wardrobe with no added significance to her artistry.
 Drawing people to the middle of the room is a 
stand illustrating the blueprints to Kahlo’s Mexican home 
“Casa Azul” or “The Blue House.” On the right wall, a 
caption card details the significance of “The Blue House” 
and how Kahlo and her husband Diego Rivera, renovat-
ed and painted it blue to represent their Mexican herit-
age. Photos and portraits of Frida and the house cover 
the walls as well as photographs of her on a New York 
City rooftop in colorful Mexican clothes while smoking a 
cigarette. I personally thought the photographs of Kahlo 
in New York City felt out of place in this section, because 
it mostly emphasized her life and home in Mexico with 
Rivera. However, I could see how the curators placement 
creates a juxtaposition between Frida’s self-portraits and 
how she saw herself with photographs taken of her from 
someone else’s point of view.
Exiting this segment to the left, there’s an entrance into 
the next room (which I call the “red room”), where the 
walls transition from white to red. The same music that 
was playing can be heard projecting out of the speakers 
into this room.



 The small square space contains portraits and 
paintings of Frida and in the middle of the room, a large 
clear rectangular case contains one of her morrales (bag), 
a pair of earrings, a shawl, and a blue beaded jade neck-
lace from an ancient Mayan site that Rivera acquired with 
his pre-Colombian art collection. This bead necklace 
caught my attention because the beads used to be part of a 
classic Mayan burial practice of placing jade in the mouth 
of dead Mayan lords. They believe it takes the breath, soul, 
and spirit of the person. Frida loved to be in tune with her 
heritage and I presume she knew where they came from 
and the history attached to them. Walking out of the red 
room and entering the blue room, you are met with six 
twin beds each with four big white leg posts that serve as 
display cases. Each case holds different personal belong-
ings; for instance, hair accessories, nail clippers, a sewing 
box, and perfume.
 It is no coincidence that the curators placed the 
majority of her intimate objects in the blue room as it 
represents her home, Casa Azul. One case exhibited the 
Lithograph, (1932 Detroit), the single corset she made 
after her miscarriage, accompanying the corset were ana-
tomical and Aztec manuscripts. The walls were filled with 
photos of her, some with the belongings shown in the 
room, letters from and to her doctor/friends, and the back 
wall projected black and white photos of her. This felt like 
she was watching us look through her personal items, and 
it made me quite uncofortable as if I was invading her 
space.
 Another bedpost showcased her prosthetic leather 
lace-up boot (1953, Mexico) that inspired a similar boot 
featured in Dolce & Gabbana’s spring 2013 collection. Her 
crutches (1954, Mexico) were also shown creating the full 
picture of how her illness affected her life but through art, 
she found meaning and healing. Exiting the blue room 
into a black hallway with a color-changing ceiling that 
moves with the rhythm of the music playing there are a 
couple of photographs of Frida topless. This caused a dif-
ferent sensation of shock from some of the previous items 
like the corset and her prosthetic leg. I think people, in-
cluding myself, didn’t expect to see photos of Frida topless 
in this exhibition, but their placement allows the viewer 
to end with the visual of a bare, exposed, and vulnerable 
Frida, yet acknowledge that her body empowered her and 
she tried to accept it despite at times not feeling feminine 
enough. The end of the hallway leads you into this grand 
open room and the first thing that your eyes make contact 
with is a massive display of Kahlo look-alike mannequins 
with her iconic braid, wearing her traditional Tehuanas, 
huipils (tunic), shawls, and skirts. Surrounding this huge 
presentation were modern self-portraits, her paintings, 

screens sharing videos/images of her life in Mexico and 
cases displaying her shell bangles, more jade necklaces, 
and silver jewelry.  People were paying more attention 
to her clothes and gasping at her jewelry than interpret-
ing her actual paintings.
 Will Gompertz, BBC, states that we are fixated 
on Kahlo’s personality which obscures us from focusing 
on her art, but “it’s become more apparent that with 
Kahlo there is no separation between art and artist: 
they are one and the same.” Fashion was a big part of 
Kahlo’s life and she was constantly adorned with jewel-
ry, therefore, its display in this exhibition makes sense 
but it should not have taken primacy over her artwork. 
The last corner of the room contained another manne-
quin resembling Frida who is staring at her reflection, 
wearing a white huipil dress, her braid decorated with 
flowers, and with rings on her fingers.
 This is how her family and friends presented her 
when she passed and was to be buried, which takes you 
a bit by surprise as you were just staring at her jewelry. I 
believe it intended to impact the viewer and leave them 
feeling uncomfortable or closer to her as they did see 
every aspect of her life including what she looked like 
on her deathbed.
 So to answer the question, would Frida want the 
contents of her medical cabinet in an exhibition dedi-
cated to her?  
 The answer is yes, the effect of the atmosphere 
of the exhibition was interesting in that people were 
behaving as if they had come back from her funeral 
into her home and started looking around. Their body 
language resembled that of funeral behavior with lots of 
whispering, hands clasped together and heads bowed 
down. Considering this, it was fitting that the final piece 
tied the whole message of the exhibition together.
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Ooh la la: Your Guide to Paris
 Paris the deserves the reputation as the 
most romantic city in the world. With its breath 
taking architecture, delicious patisseries, grands 
boulevards and elegant boutiques- getting lost is 
half the fun. Although it is famous for food and 
fashion, lets talk about the nightlife in Paris. After 
a full day of sightseeing, wander down the streets 
to happy hour and begin to enjoy a glass of wine 
from a side walk café to another, sitting facing the 
street (of course) and people watching until its get 
too dark to see. Stop by Café de Flore where Blair 
and Serena were once spotted sharing a glass of 
wine. Situated in the heart of the chicest arron-
dissement. A bubbly ambience will surround you 
with typical Parisian décor (red sofas, low-hang-
ing lighting, mahogany furniture and vintage mir-
rors). It is also a legendary spot for Models such 
as VS Model Alessandra Ambrosio. It’s impossible 
to pass through Paris without indulging in the 
City of Lights gastronomic goodness. Be sure to 
look out for the recently opened restaurant Frou-
frou. New to the market, it presents night birds of 
paradise amidst a gastronomic oasis in the heart 
of the Edouard VII theatre in Paris. Or if you’re 
looking for something more health conscious be 
sure to check out Wild and the Moon’s new res-
taurant at Place du Marché Saint-honoré.

Photos and Text by Alexa Chanliau

 The menu is 100% organic, locally sourced 
and ethical. In the city of lights you have many 
options for a night cap, you can just about find 
any bar that will meet the vibe you’re going 
for. If you want true sophistication but in the 
“real Parisian style” you will want to try Maison 
Lautrec in Pigalle. The bar is chic, delicate, full 
of small details, hidden rooms and plays of light 
and lines- there is even a “club privée” for those 
late nights. Paris has the most breath-taking 
views day and night, but what better way to see 
these views then on a roof top bar? 
Le Perchoir is the dreamiest roof top bar with 
360 views of Paris particularly the Sacré Coeur 
which is beautifully lit at night.  This place has 
a very trendy and hipster vibe which seems 
to be emerging left right and centre in every 
city across the world. Complete with wooden 
benches topped with cute patterned pillows and 
string lights you can unwind with a cold beer 
and cosy up, the ideal spot in the summer to sit 
and have a chat with your friends on a warm 
evening. My personal favourite rooftop view 
is the steps at the Sacré Coeur. Here you can 
watch the dreamiest sunset whilst entertainers 
perform music and shows for their audience all 
the while enjoying a bottle of rosé and a deli-
cious crepe from Les Abbesses (The best



crepes in Paris).  True Parisian style! 
 If you’re wanting to spot a Model or two at PFW, make your way down to Hotel Costes; a 
regular location for Fashion Week after parties with live DJ sets until the early hours of the morn-
ing. It’s no secret that Parisian’s love to party til early hours, it’s the perfect city to party with unique 
night clubs tucked away on river barges, nestled in old factories and kept as classy secrets on the 
Champs Élysées. Boasting a range of hip-hop, commercial to techno, here are the top 5 that are 
highly rated in no order. Dancing under the stars, Wanderlust offers an open air dance floor, it’s a 
club that rises to all expectations of an electro, new disco and house club. The modern complex is 
dedicated to fashion and design by day, which means that it attracts a young hipster crowd, before 
being commandeered by strobe lights and loud music by night. If you’re looking for the ultra-ex-
clusive scene in Paris, head down to Le Montana. Situated right next to Café de Flore, the vaulted 
cellars in the basement is where the fun happens. Expect to see bronzed beauties just back from 
St-Tropez here in the summer time. Sip on the only fitting drink: champagne, and if you can pass 
the door, you’ll be dancing long into the night, with the free-spirited group of creatives, models, 
and actors. In the 7e Arondissemment, Faust is a new spot that recently opened on the Seine under 
the iconic Pont Alexandre, late into the night the Tunnel comes alive with DJ performances from 
Techno to Hip Hop depending on what night you go. It’s a promising venue in an attractive setting. 
At the doorstep of Arc de Triomphe L’Arc is the top hip-hop place to go to with an elaborate space 
for dining and dancing. Led by international DJ’s such as DJ Magnum, during the summer months 
the club opens up a unique terrace that is often used as an extension to the dance floor. 
 

Hotel Costes Wild and the Moon
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