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PERSONAL STATEMENT

My name is Sophie Squire, and Lam currently studying BA (Hons) Fashion EvL"tna.gemcnt
and Communication at Shefficlkd |Hallam University, | am an extremely driven, ambitious,
amne] ent buosiastic student with many skills aned attribaotes toshowease, Uhal my coorseeandd
previous work experience has provided me with. Currently, lam sn:eklng aroleina fast-
paacer] enviromment = u'J.'.i'.'-tli.h;:iug iy raAr ket i g, tren | o e-cormimero for when Ig_r.'i:hml o
ik Chee surmmier of 2022 Some ol my specialist skills inchade report makin g, [rhta rgrupl:}',
styling, videography. and analytical rescarch. Being sulficient in various arcas of Adobe
and Microsolt such as h !Hwiign. Flhustoshuop, Worchano Power point, Tcan apply these skilks
1o an industry environment scamlessly, Likewise, my dcgrr.::e has also provided me with
useful experience in collaborating with brands and communicating with members of the
industry to generate my scope of experience. Previous collaborations include a
marketing and management project with sustainable brand Olivia Annabelle, a trened
book module with Unigue Style Platform and a live plmmgmph}r briel with Weckday and
Miles Drury. In my spare time, [enjoy reading books, watching documentarics, and
lisstesning to podcasts based on contemporary relevant topics within the Fashion industry.
Mot only does this provide me with knowledge on current affairs but it also develops my
literacy skills and anderstancin g ol therinchustry, Asan extremaely hard-workn 1 sk lexmnt
wilh theabilily to meel deadbines amd prodoce work toan excellent stancard, | heliove
that lcan apply this approach to future employment positions, Previous achievements
inchude my second-vear work being displaovecd on Uniopoe Styvle Platformes weelbsite and
sockal el oot s, Moreosver, | Ft.n'-l"-'i.'. ke inteweslsin ﬂg.'uli:iru aned sustainaliility,
especially within the second-hand clothing market., due toits benefits for the planet. |
[requently use Depop and have persomally sold over 90 items on tie platfonm., with 3°
reviews, My ability to work in a group has ben cemented within university and previous
work expericnce. From this, | have been able to develop my communication skills
alongside my ability to juggle tasks, reflecting my tme management skills too. I'm also
very approachable and [riendly as acknowledged by my tutors, friends, family and peers,
Please find my CV attached and feel free to view abstracts of my work at

www snphicsquirc.nmwportfoliocom and (me .mkﬁmm Kindly, feel free to contact
mies willyany further gquestions or information. Liaokaond for your time,

Yours sincorely

Sophie Squire
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WORK HISTORY

H&M (Sales Assistant)

(December 2020 - present)

“ Social and communication skills - communicating with staff anc
customers

07805600978 ~Working in a fast paced environment

- Visual merchandising

SO])hiC SC]L[H"C (g} Organising and tidying the store

hotmail.co.uk UNIQUE STYLE PLATFORM ( | rendl Forecasting Iniern)
(June 2020 - August 2020)
(@fmc_sophiescuire *Rescarch into future trends for the company

“Laid out trend report documents on InDesign
linkedin.com/in/ - Gathered images for trend reports

T X O T T - Gave input into topics of future trend reports

SO )th _Squire : Organisation skills - sticking to deadlines and attending tecam
00259bIh8 meetings

https://sophicscuire. BOBBY RABBIT (Merchandlising Assistant)

(February 2019 - October 2019)

- Working closely alongside the business owner, and by interacting
with customers via email and telephone,my communication skills
were heightened

“ Adobe sKills. For example editing images on Photoshop

myportfolio.com

PERSONAL - Styling assistance on photoshoots for new collections
STATEMENT - Daily use of Shopify

- Packaging and shipping items to customers via Royal Mail
- Stock counts and stock organisation

BOOTS (Sales Assistant)

(November 2018 - January 2019)

“Improved social sKills by working with employees and customers
“Working in a fast paced environment (Christmas)

- Cooperatively working with changing in- store events and points
svstems

- Cash handling at the till

HOLLISTER. (Brand Representative)

(July 2018 - November 2018)

“Improved ability to communicate by working with employees and
customers

- Money management at the till

- Stock checks, stock counts and organising stock

HOBBIES AND INTERESTS

lenjoy ::mk.lngmnfn:ﬂaulhmnapau@ for
sustadnability. |ove toesercise and regularly go o
the gy Dhane completed NISA bee shating tests
uiph o beved T anc IDFA dance examsup o lovel Gin
varicars stybes of clancing inchucling tag, Gallet and
modern g, Lalso sell Rems on Depop, having sokd
94 ems with 37 reviews,

EDUCATION

SHEFFIELDHALLAMUNIVERSITY
B (sl Fashien '~'|.1rmg.*.|m it e
Clormmmuinication

(Seprember 2009 - prisent)

First year:

“Passcd averaginga 21
Collaborated with Weekday on a five el Toar a
corrimunication module

“Collaborated with Miles Drury on a photoshoot +

Second year:

' hm&dmnm@ng_aﬂﬂ‘chmlﬂum
‘Callabomated ona nmrhﬁlngﬂnd managerent
project with Olivia Annabelle, providing imagery
for theslr website ancl social media

* My Fasbiion trened moouke work was featureed on
Ui Styde Patfonm's webisite and Instagram

TAPTOMN SCHOCNR,
iSepremier 200 o 20181

ALEVELX

“lextikes - A
“English Language  #
s Sociology - B

IO GOSES graded A C including Maths and
anhh

Y SKHIS

*Crentive

 Fegward thinking
- Microsolt Cffice (inclacding Powerpoint and

Wored
“Addobe linchucing Inbesign, Bustrator, Photoshop
anel Premilere Pro)
“Faocellent coammrunication skills, both written aned
verbal
<kl clean :h'hrlnglbmn?
} r'llltunlk_:in_m clezladl
P‘Iﬂﬂgmph}'
"lr"lrimgmﬂ'iy
CCUSLENMET SeTvice
- Shopliy
CCreative outhook
“Time managerment
sCommercial awnreness

Team work

SEMINARS, ACTIVITIES
« VISILS

* Dinereed HIC wisit March 2022
“Charbes JelTrey (Lenerbeoy)
-~ Alasedair Mclellen ﬁ‘bgl-l."ll

Kt Whalley - Fayne (Showstudio)
- Miles rury (ASOS)
Wicky Grout (Fashion Fhotograpty)
- Natalie |ughies { The Fashion Digital)
Jermaine Francis (D Vice)
* Luey Warwick ([azed & Confused)
Jane Boddy (WGEN)

Lara Albous {Unicue Styke Platformm)

REFERENCES

ol Lagh -

Steefleld Halbam Universaty

Fashion ?-Iamg:.tmi_ aibich Cormbiiibeition
Course Leader

prhube@ishu,acak

Nicky King
Bl Rabibit
CEO

nicky @ bobbyrmbbit.couk
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DOES THE IPROCESS
FASHION
INDUSTRY RELY A AL MIA

ON THLE PAST FOR
I'TS PRESENT AND

FUTURETRENDs? | HEORY

A CRITICAL RESEARCIT PROJECT

OBSERVING WHY FASHION TRENDS
REPEAT THEMSEILVES / N L l l L e
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VALY WA WAALA VAL WIALK WA ) SNASASC A . A
INTERVIEW QUESTIONFIIII f

. 3 ( _ W

,r' | : Do you think that trends are always repeated from the past, or isany —~ L UESTIONS

.' thing ever new? ¥ 1{'-"1\ iF y : ]Ir La{.___i 1 _Jf\_’ T\ N A L ” L L A

' Duc to new innovations i 1n science, technology and new social media trends there are always new
I ends yes, although styles of the past also have a big influence but are reinvented for the future.
J |
2 1f ves, what do you think are the main repeated trends that have been

popular it mlgccntyoalsf?“' {u.'—'.' }"'_"'n____‘,ﬁ.-; 1 1 Lr"_""' ™, _{',’J

The 1970's madle a big comeback last year, and the 90's/Y2K era has slowly been galnlng popu-
arlty for the last few years due to the rise of Depop amongst other factors such as Paris Hilton's
etfhx scries.

Why do vou think t hﬁiursm of fashion repeat themseehreg?

{ LINnK PEINEIOOK [0 #E ast & i) "’-'I;'L.l" rose Liried @iassos arvd e5m Vol

fhie Pask '”I"--' 2 I I‘-_-"

ASE (Liite EASiY | Caamiviic gl thiniggd idedas _,.!‘1
Eh. }.”.' 7 il Mg 7 i) e

de lock back and u-r_nr.l'm;f'-r serse of erm § "J o J"?'-'-' -”.'h_ i i
 Hhern fes ; excxd. Jalso think that when yvouw lock J'a.e-.,-'m fream a fashion

know get excited by the e SigIS fhat wesaw g s Ko

Fatl Know nes

'li'.;'l.-f.lll'ﬂ'. = |
perspertive it alwaysseam _f_ipﬂ glamourous as well Likke when vou think

iy
ri'y‘q-'f_ 1t “ﬁh_,il'” o i “J% ,15;._1

, ' AT e Te ? s B
43 How often do you think that trends are repeated ;'I'.l Il.a"|L L'{ ) . . ;;,
a;e.!fﬁa-=-:5;' yriourofls e Yty Lo L.

['wouldn’t say there’s a timescale, it is more influenced by pop culture or social media/apps.

L _E';.'IJ.’;'L"'- e

4. Do you think the consumers who buy into nostalgic trend eras are most-
Iy consumers who lived through the actual trend, or consumers who buy
into it anywaxulbut have not actuallx}experienced it themselves“? L
ore often it is the younger generations optmg for nostalgic trends, so those who dldn texper i
ence it first time round. S

5. Why do you think that consumers feel nostalgic for certain tr. end eras?

They may feel reassurance and wmfort when looking through rose - tinted glasses at happlness
s m\ pAS

6. How do you think Covid-19 has dffepted dethH trends?

Definitely, as loungewear and ‘zoom’ outfits hd\ © l)eu)me so much more popular due to

E¥ockdowns. i
C ™ - e

I.-‘_"l-n.

They lIc'hange due to new innovations etc.

7. When trends are repeated, do you think that they are exactly the same
as how they were originally, or do you think they change at all?

';t weardro c Wi af'}n.’
: TEWRaIngs Coigs f"'- i AR
crrm and { think fast fashion is somel .!'h'.f.:_'_i' from our times
from the reconl sart off 10 years not ar vou ki
Ar11 h"l.'.-'.!_,-_’j te: cder with the peast.

How do you think the increased speed of the fashion industry has impacted
upon repeated nnﬂn!gic trends?

L [ ehink it has,

these

just very different

w il docsn 't realh-have

T Py - = LT e ey DO S N B o e
LAl 58 ll\.."_l o -:'-"-'f.lllll WA, .Illlr.IJHJ.'.l'l. i T .!.r.'.."'_l L E“’-‘luu'll'l

;L g5 fmes .n.&ru’n

' " Yleas tm

of the companices

'\‘___/ within recent years, stayed the same, or decelel ated?

JS 'Bo y‘éu Thlt t%at.h’ff cdo trz‘rg being r&t%%

ind idcas, if thore is a nostalgic trend thore then they will sort of like latch
vipon it. Plus if vou think a

5L _EE;HT trends, that s very much abgy

z
=

The rise of TikTok has accelerated the passing of trends rapidly, so much so that consumers are bout, like vou know for exampie the ninetics
linding it more difficult to keep up. For example, the term Cheugy was created by a 'Tik Toker to
name anything associated with millennials, such as vintage sportswear or Ugg boots, out of date
and ‘unfashionable’ only a few months back, but the style has suddenly been embraced by influ-

encers in particular the return of the Ugg is prominent.

St s aried i 5 14 .’._.u- Fx

‘.:,Iam.uf L,-"raf_r't__ﬁ;"'-]

v arrd thomim some
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cases, some items that can be produced can be turned around very guickh

. ] A
s Impa P r{_‘nF‘m.cd s o
AT A

IIII“Q How do you think soagl media impacts the repetition of nostalcnc B e e b e o

trends? .
R

As mentioned above, social media has a massive impact as a place where Iﬁlost people both

younger a and older generations now look to [or style inspiration.
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CHAPTER PLANI

CHAPTER TITLE : WHY DO CONSUMERS WHO BUY INTO REPEATED TREND ERAS,
FEEL NOSTGALIC FOR A TIME THAT THEY HAVEN'T LIVED THROQUGH? (1,250 WORDS|

SUBSECTIOM 1= MILLENMNIAL GEN £ KEY AUTHORS:

CONSUNMERS FEEL MEXSTOGALRRS FOR. A TIME

THAT WASKNT TECHNOLOGY PDRINEN[GO0 +  Bathan Byder - Create Tomorrow, The WiGSN Podcast (2020
WORDS] ALSOPOPULARIZED BY SOCIA = Block - TV Shoows Set The Fashilon Tremds These Doavs - Heee's All

e Frowol AR

= Gopnlk - The Forty Year ich (2012

* Kleat - Wiy Wi Keep Returning To The Best” Decades in Fashion
B ERA

MEDHA

«  Eg YIKtrend amongst milkenovals (popular flip phone
asTelerence)

e .
THAL THEY ROMANTICEALE BN PAST-SET TV (600
e " KEY QUOTES:
& [.:I % l a 0

& Brdgerton recently = “Whal drives the cycle iso't the people walching and listening - it's
PRH“I&RYREE;&HCH;&PPLED the prostucers whio helpereate and nuriure the preferred past and

then push their work on the audicnce”™ - Gopndk

+  [nberms of vintage clothing this would mean that the consumer
rrdghit act o6 o subeonsclons imapridse e rememnber o past thiat
nlﬂumghmm il b b oo sl ones nevera part o, it nevertheless

instigates “fond memorics’ - Cronberg

It rviends stk nclustry perdessional
| Rk ::lhyl:uqr

= 111" 5

 Phadoeicitation - comgarimg twosimagess of tha saime
I:I|.'|||.1 ll1L'||.:|||.:| [k 7. &

CHAPTER PLAN 2

CHAPTER TITLE; ARF BRANDS ARE HAVING TOREPFAT THEOLD BECAUSE THEY ARE
STRUGGLING TO KEEP UP WITH THE NEW? 11,250 WORDS|

SUBSECTION 1: FAST FASHION IS BECOMING

INCREASINGLY FASTER [600 WORDS|

= Ohver ime fast fashion companies hwe-offered meorc and mare: { dehet. (3021 How the N Wirve of Fast Fashi
I.H‘I:Ithb;:le.mh:u:puwn'ilhm}chlln'-:.ﬂ:lrl-_.‘_l;-_.;-'-.t'l.lhltu:n:asllig_!j}'shr.ﬂu:r Braricls Reslly u;:ﬂh L:‘w .r“ b
lifesprans, Noww corngraries like Shein . s Desley, (MY, Can Asos Hanelle Fast Fashion”

= Sl Fashicm reaction against 1ﬂxfahwf15h|nn brand? - its more IIL';th.iI;EH'r."‘Ii.‘L“L:]I ot izt i e
sustainable to repeat trends . Sintisia

¢ el cvebes shorte I:'||.I|.1__r bnviers Linw! gl g

SUBSECTION 2: FAST FASHION BRANDS THEMSELVES STRUGGLE TO THINK
OF NEW TRENDS TO COMPETE WITH COMPETITORS - LOOK TO THE PAST
ITTTLE NEEDS WORK] [H00 WORIS]

*  Increasing competition . Harms the i|1l::~|_1,n1 v of winkage clolhing

= b brands copying cach other? - authenticity, Adliclas isa oo o

»  Onverconsumgition. "It 1s whats available in shops™ quote

dEL LS

EE‘I'MJTHDRS‘

PRIMARY RESEARCH APPLIED:

*  Interview with industry professional
»  Focus group
= Burvey



liv thwes of crisi it = nedueal o Gl combor
in places of miliarty (Turra, 20208 Thus,
ther pandeimic has Taccolerated  nostaldia”
(Byeder, 2020, Uncertain periods have :Ir:m:ﬁr:d
in consumers having more time 1o reflect on
thie livies, and |H‘:".'.i'm & eras, as a4 welcomed
distracton”  (Gamrmons amid Ramnsbess,
20200 frewmy the challe :1-|_In[_ thnes, which a
prarlicipant in a surgey felerred 1o as “meone
timwe Lo rescarch trencls awd repeat them”,
Prandwaich Consumer Hesearch (2002 bovned
that mmentiens of the worcds ulh'll.'.-u'l.il.]giil- ared
"nostalpic” have sipnificantly increased sinee
the: |:~.1|:"T:[c‘.n1.lu: anline.

When  ashed Do

they think nostalgic

ircnels hanie becn

afTected Ty Caonviel - 19,

A participant  in

a SLvey statel

[Tt "ol brius

crscoumged poopde o

bl e Limes when

they were happy or

felt "free™.  Further,

clusiry Professior:l

2 arpued that “there’s

several trends  that

have come ot of

the wiwle panclemic

arml oA Ry one s

resladgia [0 [ think

['.rmi:uh': kinct o fincl

pesslaldia like a

comiort blanket, so

[ think this has really

fnpaacted the e of

nastalpia™

As  argued Iy
Polty (2020, “the
pranideanic Pas Canksocd
consumers o Gwour
the  familiar o
bestak sl evervithings withy o rose- lintead view
the past™. Thus., highlighting how consumers
prostenitially reflecterd on the past as being
mese faeouralsle Osicrra & MoChainy, _',UU'.'?J
thaan they would have if the pandemic dicd s
occur. However, when beoking back, It may
rcd just generate feelings of Faumiliarity ared joy
b feclhings of sadness and loss 1o (Sean el
al, AN A Berswes! remingder armousced via

reliving foowd memories held within ganments
{Jenss, 1L 2015) bt realising that tilmm%um.' [
changed, which in irm :;i.'lf'..' chelor consumers
Lo wear certain repeated  trencls. Moreower,
this method was not a new phenomenon, yel
a coping moechaniam which has abvays been
wsedd i proeviously, For example, Spaid noted
i 20013 that “challenging tmes, lor instnce
Uy pecenl recession, are most Tkl v pesuldt in
sapceesslv] mnarketing moessges thal allusde toon
brciter, simpler past™. .-‘L:EriHE:nmll_r. iredivichosals
also revisited products tilu'ing the panclemic,
such as Chanel NoS whose sales increased by
180%  (Ryder, 20020)
angd  therefore likely
revisited previous
sivices they enjoyed in
the past. Althougl,
this could be due to
CrEeers lasving Loy
redy o e COmmerce,
and  thorebore were
Jeesy Cxperimental
with products,

Morcover,  although
there has been an
influs  in repeatec
trencls since thee
pernclermic, it is
al=y  redabde that
Tewress’ canme o oa
standstill when  the
parwiemic  ocourmecd
Cvu-Cheong Yewng,
200, and therefore
the  indusiry had
nervhere ey furn
ey bt the past. A
participant - in a
survey refercnced
this as “chue 1o convicl
putting a bl on
Fashicn <lightly,
repeating oloker asiion treniels has Boen casicer”,
.-".]E]!I'-uﬂ‘]. (his is not the case for all braeds as
lincs like lungewear and sportswear thriveed
[ nasainesa, .'l-U.IU' WILES Ao oulils” Beings
popularised (ndustry Professional I, Flowever,
it s alsoaroucd that such trends were uncderaimy
aryway, ard Covid - 19 merely accelerated them

( Balcharsclani. H{:r_g__g,. 0210
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HOOA HALAYVIED

DOCUMENT DESIGN

Vinage ck:ltmlﬁl:ulkmﬁ CONSUITIETS 10 EXress
their individuality (JenB, 2005), by tapping
into treawls that have not been mainsiream
fow soume time, The Idea of such ganmments as
111;‘i!1¢|_ attheniie cralsles b o lml:liu:u. which
is argual iy i "powerful force in a-;-ll:n!,__ o is”
(Heike Jon B, 20040, Nostalgic  ganments
ht'm? authentic in this sense refers Ir:-nrig_:ilmj
prosducts o the tme of pulilishiment be In}[_’
worn chue o their respectabbe credibslity, whic
also apypbies o reliable revivaks of such products.
Although, Postred C20008) AargLes that # s only
uriﬁlnzﬂ_ products that can be described as
authentic. Likewise, Farm (2020) arpues that
“If vou wanit a dress that's actually unigue then
vintage is vour best option”™. Jones
(19927 refers to such concern for
authenticity as erﬂn:_, alongs=ide
comsumer's inlerest in revivalism.
Foar  Instance,  Adidas th@‘umh
icnls  with this  narrative,
ensuring that the tminers remain
to b seen as authentic to this diy
despites. being reprocuced  since
W) (Campitelli, 200G However,
Inchustry Professional 2 arpoed thai
“l don't think [fast fashion affects
the integrity of nostalgc clothing|
at all. Youw've ol fast fashion that's
ﬁf}j]}'h’lg m.'e-l.:nlglc ch‘.nl]:ﬂng. Bt
can never ch the craltsmanship
hat poes ido clothes (rome the
FEL‘iI-:-.

Further, alter urr.'dil@c ‘I_E;EIFJI'H.'IIL"'&-
are plcked up as on-trend pleces,
fast fashion undoubiedly enables
retrd trencds 1o ecome accessille,
wihiilst "gh‘im_: oo A sense of
fantosy amkl cscapisin® (Industry
Professional 2).  Some brandds
inchude “Fara, Motel Rocks and
PET® (Incustry Professional 1), Howeser, as
last [ashdon has enablbed -a Lurg.:r cobiort of
consumers 1o buy iInto retro trendds, this has
resultecd in the tremdds lacking  Incividuality
(Cassichy, 200123, andl becoming malnstream,
thus lhml"llLlill'lE their lm-_gru'..‘%-"almt-r [ 205
describes this as 1.1m:|gr_ has now  shilted
from subculture to mass culiure because of
the fact that Gshion today s rarcly exchisive”
Conseruently, the rl'l.l”"l[."'l'ﬂ]'l.'l.l\ of fast fashion
garments  inspired by nestalgic sayles s

16
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VINTAGE
CLOTHES
CAN ALSO
STIMULATE
MEMORIES
OF OTHERS 4

AN HA LAV Y

DOCUMENT DESIGN

CILAFTER TWIY

i3

Wololitioneadly, duc o the nature ol
thee inhustry spreccding up, trencd
CYehEs Dave bocome shorter and ane
rey ll.'-fI'IIIZILLf lhl.'ll'lhx'|".'l'ﬁif[|:|b..'|-".l_'!' witlkn
recent vears, For example, Forbes

Badl (2020 aroaes that " whal we're
noticing is that nostalgia oycles arc
shortening, and R IL::TI.' are kecner
te purchase near vintage' tems, thal
being, styles which were present
during their childhood ather than
ones before they were born”, A
kiry reference being the w2k trendd
amongst  generation-z who  lived
through the era when they were
\nllnﬁur. Similarky, Hycler (202])
argues that “i's a shorior twenty

:l.'l:':'lt' cyvche, often w ith L with”™, This
craitrasts with G H ik’ .'|]'II__II.II1|.-:'I|.I

clescribing nostaleia as being a
forty _'-.1.'.|J‘T evele biL-c.-}:-l ik, 2012)
aned Laver™s law', which outlines the
trend ovcle as Boings 150 vears long
(Laver, 19371 Weston  Thomas),
Conseopcntly, this Tiglalighins
the clear evolition ol el\il':'-llil :-:I-:I W
nostalgle rend cycles, Allernately,
when asked In an interview “how
often ko vour think that trends are
repeated)” nchustny Prodessional |
statea] that °1 wouldnt say there's
o timescale, © s more Influenced
by pop culture or social media®,
therelore suggesting  that  there
iy T .|:_|.Tl HH, I.'I.:t\'.' i e at .'|||.I

ver B iy Dee miore sulbjective.



BIOPHILILIA

-

PROJECT  THEORISING
HE  TREND  BIOPHILILIA
(AN INNATE AFFINITY
O HUMAN BEINGS WITH
THE NATURAL WORLD
IN A COVID19 WORLD).
THE STRENGTHS OF THIS
PROJECT IS A RAW ACCOUNT
OF MY PERSONAL CCOPING
MECHANISM FOR DEALING
WITH THE STRUGGLES FACED
IN LOCRDOWNS. BIOPHILILIA
EXPLORES THE ELEMENTS
ALSO INFLUENCED BY
NATURE. THIS PROJECT WAS
FEATUREDON UNIQUESTYLE
PLATFORMS WEBSITE AND
INSTAGRAM.

-

ANSPIRATION
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N ' /BIOPHILLIC ARCHI
2 TECTURE

/FENG SHUI
/ROOTED IN NATURE
/NATURAL DYES
/EARTHY COLOURS
/BIOTECHNOLOGY
/MYCELIUM
/MENTAL HEALTH

/WEARABLES
/REROOTEL
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5/5 22 LIVE BRIEF R
SHEFFIELD HALLAM UNIVERSITY '

Second Year BA Fashion Management &
Communication

We have collaborated with the Second Year
BA Fashien Management & Communicatien
students from Sheffield Hallam University
on a live brief based on our 5/5 22 Macro
Trends.

Using our macre ideas as inspiration, the

students developed their own micre trends

and accompanying trend books. Their final

submissions were original and thought

provoking, with the trend books designed to By e
reflact the biggeér picture thinking behind

their trends, while also including their own

priginal imagery

a
:

OFML GDPEESDUTHE
y ¥ @PHOEHESTEPHENSSH
We have selected the three students whose @FMC_ADANHALL iV
work we feel was particularly insightful and :
Add thei 85 your iloey 3 Ard Thi 85 your aloey 3 Add thai 85 your slocy 3

creative to showcase on the USP site.

L Land reaurr aa

widG W 13:42 & | e AS A RESUIT
, e OF MY
s s ACHIEVEMENTS
ONMY
BIOPHILLIA
PROJECT, MY
WORR WAS
SELECTED TO BE
FEATURED ON
UNIQUE STYLE
PLATFORMS
WEBSITE AND
INSTAGRAM
2 IN ORDER TO
A .. GENERATE
Lf d gide  Ecrlh A G INDUSTRY




A PROJECT
DEMONSTRATING THE
TREND ANEMOIA (GEN Z
CONSUMERS FEELING
NOSTALGIA FOR LERAS
IN WHICH TIHEY HAVE
NOT LIVED THROUGH).
THE STRENGTIIS OF THIS
PROJECT INVOLVE A RAW
REPRESENTATION OF A
GEN 7 OUTLOOR OF THE
PAST IN A CONTEMPORARY
MANNER. ANEMOIA
EXPLORES THE ELEMENTS
WHICII ARE PERCEIVED AS
BETTER THAN THE NOW.
OUTCOMES INCLUDE A
TREND BOOR, TREND FIILM
y, EXIIIBITION STRATEGY
AND PHOTOSHOOTS.

HIN S P HUATIC JN
M ( (A

/I REND
(EXEIB] FHON
/FILM



INSPIRAT

/RETRO INTERIORS
/FILM/ TV

/RETRO TECH
/TCONIC GARMENTS
/VIBRANT PRINTS
/RAVE

/DISCO

/NO SOCIAL MEDIA

/NOSTALGIA
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INTERNING AT UNIQUE
STYLEPLATFORMPROVIDED
ME WITHH VALUABLE LIVE
INDUSTRY EXPERIENCE
ALONGSIDE A SCOPE OF
REY SRKRILLS WHICH HAVE
BEEN USEFUL WITHIN MY
FINAL YEAR AND WILL
Bl BLENEFICIAL POST UNL
RLEY SRKILLS BEING REPORT
MARING ON INDESIGN AND
PHOTOSIHOP, ANAILYTICAL

TREND RESEARCIH AND
VERBAL AND WRITTEN
COMMU NICATION. THIS

PROJECT FOCUSES ON THE
curT ouUT AND CROPPED
TREND THAT WAS ACTIVE
DURING SPRING' SUMMER
21.

INTERNSHIP AT UNIQUE
STYLE PLATFORM

[INSPIREE TON

'PROCLESS
/SR IN D
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PIRATION:

/POST LOCRDOWN
/'SUMMER
/CREATIVITY
/BRIGHT
/VIBRANT
/INFLUENCER LED






ELDEE TD SEASON: CHDFPED & CUT ouT NEW PROPORTIONS CLOSE TO SEASON: CUT OUT & CROPPED CIRCULAR
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The Jacoquermus efect J New erogenous rones / Layered body con § Asymmietric details R B e K i = ; : Wi o I 5 / Leather & virgd
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De-condtructed co-onds £ Colaur Blocked ¢ Subtle slashing f Barely-there cardigans / Contemporary bandeaus The Love Island effect f Swimwear as outwear | The return of the body / Wrapped f Unexpected propartions



DURING THIS PROJECT 1
WORRED IN A GROUP AND
COLLABORATED WITH
LUXURY, SUSTAINABLE
BRAND OLIVA ANABELILL.
TOGETHER, WEK
COOPERATED IN ORDER TO
DELIVER PHOTOGRAPHY
AND MARRETING
OUTCOMLES FOR THE
BRAND WHO  UTILISED
THIS ACCORDINGLY. THE
STRENGTHS OF THIS
PROJECT WAS OUR ABILITY
TO WORRKR WELL AS A TEAM
RESPECTFULLY, ALONGSIDE
OUR REPORT MARING AND
WRITTENCOMMUNICATION.
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DURING THIS PROJECT
I WORRED IN A GROUP
IN ORDER TO CREATE A
ZINEWHICHADDRESSES
THE PROBLEM Or
PERIOD POVERTY
AND PROVIDES A
SOLUTION FOR THIS,
WHILST  INCREASING
AWARENESS AROUND
THE TOPIC. THIS
PROJECT WAS IN
COLLABORATION
WITH THE ENTERPRISE
DEPARTMENT AT SIIU.
THE STRENGTHS OF
THIS PROJECT INCLUDE
OUR RESPECTABLE
TEAMWORK AND
COOPERATION.
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