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Shirt £10  Cancer Research, Dulwich 
Trousers £15 Pringle (Depop) 

Rollneck £15 Asos Sale 
Skirt  £10 What the Butler Wore, 
Lower Marsh London
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Cardigan £7 Depop 
Blouse £5 Depop 

Skirt £8 American Apparel (eBay)
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Students in Fashion
Fashion

It’s the fifth consecutive day in 
your sixth form jumper and sweat-
pants: Cicero has preceded Céline, 
Bentham reigns above Balenciaga, 
Voltaire sits smoother on the tongue 
than Jean Paul Gaultier. It’s assumed 
that haute couture has no place in the 
depths of your college library, and 
saying the word ‘atelier’ during JCR 
tea would probably result in being 
served suspiciously burnt cheese-
on-toast (not the nice type either)

That doesn’t necessarily mean we 
have to live in a fashion-less world. 
High fashion doesn’t have to be pre-
tentious or inapplicable— there is no 
need for (much) French, or for an in-
depth knowledge of the strange trends 
that befall each Fashion Week season 
(cf. The Chanel ‘Croissant’, Paris cou-
ture shows of January 2016.) Instead, 
everyday fashion can be chic, aesthet-
ic and most importantly, make you 
feel great. Take these trends, drawn 
from the pages of British Vogue 
and couture week, and upgrade that 
‘jumper and sweatpants’ combination.

1Instead of sweatpants wear origi-
nal fit jeans. Denim always looks 

great, but sometimes the thought 
of squeezing into skinny jeans just 
makes you weak in the knees. The 
upswing of original fit jeans in their 
modern form is to be welcomed.

What is the original fit jean?  
Why do we need so many types 
of denim? Is denim on den-
im ever acceptable? Hold tight.

The original fit jean is, essentially, the 
looser and more rigid version of the 
predictable skinny jean. It’s androgy-
nous, nonchalant, and, most impor-
tantly, there’s actual breathing space 
between leg and denim. You can wear 
yours with silk for a timeless textured 
contrast, pair it with a belt and leather 
jacket to go full on Cindy Crawford 
circa the 90s, or channel boudoir with 
an open shirt and neckpiece. Either 
way, the original fit is something you’ll 
slip into, not squeeze into, and on lab 
days, that makes all the difference.

2Welcome the rise of the cullotte. 
Culottes are everywhere (there’s a 

new section dedicated to it on Asos 
and that’s how you know a trend 
has hit hard), and they are comfort-
able and aesthetic; a rare combina-
tion in a worl where trends have 
included leather pants and fishnets. 

Similar to the original fit jean, 
culottes (singular: culottes or 
culotte? The debate rages on) are 
painfully androgynous and ergo, 
very elegant on the female form. 
They’ll take you from brunch to 
Bod without looking out of place.

They’re made in almost every ma-
terial known to man, and in almost 
every colour too; from leather to 
corduroy and linen, making them in-
credibly flexible as a wardrobe staple. 
Pair them with a shirt and heels when 
you want to look especially intelligent 
reclining amongst books, or with 
sneakers and a tank top for sports lux.

3Instead of a jumper wear
neutrals. Keep wearing knits, 

just in neutrals. Beige has been hav-
ing a heyday for a while now, and it 
doesn’t look to stop soon. Peeks at 
couture week in Paris show designers 
like Aouadi and Ellie Saab featur-
ing washed out nudes and barely-
there pinks and mauves. We say: 
Neutrals for spring? Truly ground 
breaking. The best part is that they 
look devastatingly great with denim 
and a heeled Chelsea boot as well.

4Invest in a bomber jacket.  
Bomber jackets need no intro-

duction. Created in America for 
military pilots. the bombardier jack-
ets, or bomber jackets, are now seen 
in off-duty celebrity looks—a much 
more glamourous turn of events for 
the humble jacket. They’re warm, 
androgynous (brownie points if you 
spot the trend in this article), and look 
sleek compared to the usual fur-lined 
parkas oft-seen on High Street. Wear 
them in earthy colours such as khaki 
and rust, or stick with the classic 
black bomber. Introduce colours and 
textures with a suede brown legging 
(as seen on Miranda Kerr) or rusty 
brown jumper for a classic earthy look.  

Nathalie Koh
Staff Writer

When the only 
front row seat you 
have is in the Bod

The fashion world is a fickle world, 
one where ambition, talent, and 
hard work have been considered for 
decades the passepartout to success. 
Figures like Giorgio Armani are still 
a great inspiration to young girls and 
boys who live surrounded by stashes 
of Vogue and dream of conquering 
Paris. More than fifty years ago Mr 
Armani worked his way up from be-
ing a window dresser at a famous store 
in Milan to becoming the emblem 
of tailored garments made in Italy. 
Similarly, Ralph Lauren started his 
career by selling ties. Even nowadays, 
the myth of ambition is perpetuated 
by successful bloggers who encour-
age self-starters to network online in 
order to achieve their dreams of star-
dom. 

However, the days of hard work and 
good luck are long gone, and while an 
Instagram account and being handy 
with a selfie stick might work in the 
blogosphere, determination is no 
longer the only key to success when it 
comes to finding a job in fashion. Not 
only is the industry more competitive 
than ever but it also fails to offer more 
permanent positions as interest in 
fashion increases exponentially. Thus, 
from journalist and advertisers to as-
piring designers, young dreamers are 
seeking another means of entry into 
the fashion world, which involves a 
formal education. 

De facto universities, fashion and 
art schools are often different from 
traditional institutions as they give 
focus to both theoretical and practi-
cal knowledge of the business thus, 
studying fashion design might involve 
learning about the history of costume 
as well as sketch and cut. Anne Marr, 
course leader of the BA in textile de-
sign at Central Saint Martins, one 
of the leading fashion schools in the 
United Kingdom, points out that the 
students’ curriculum gains much more 
than simple theoretical knowledge 
from a fashion education at university 
level. “Formal education supports the 
individual interest and learning jour-
ney of the student,” she explains. “It 
can nurture excellent creative skills –
and push out of comfort zone. Most 

importantly it expands existing net-
works and learning from other stu-
dents.” The time spent at university 
is therefore the perfect playground 
for experimentation – a place where 
the student is given the opportunity 
to find their own voice and to learn 
the best way to translate their ideas 
visually and tangibly. Schools like 
Central Saint Martins and the Royal 
Academy of Fine Arts in Antwerp 
are famous for taking an artistic ap-
proach to fashion, as they identify 
originality and the ability to experi-
ment with forms and materials as the 
key elements of a successful career in 
the business.  

Although a penchant for innovation 
and a certain sense of aesthetics are 
crucial to designers it’s also impossible 
to learn how to be the new Alexander 
McQueen or J. W. Anderson by sim-
ply following a design course.  What 
happens then to young students who 
graduate and are thrown in a busi-
ness that requires them to deal with 
numbers, profit charts and a network 
of companies that depend from each 
other? What is often forgotten in 
fashion schools is that the industry 
is first and foremost a business: while 
it has the extravagant flare of art and 
can be inherently conceptual, it still 
needs to sell. It isn’t surprising then 
that according to a global survey car-
ried out by The Business of Fashion 
“only 10% of students at London’s 
Central Saint Martins said they were 
“satisfied” or “very satisfied” with the 
business education they received at 
BA level.  Parsons The New School 
of Fashion, the New York institution 
whose alumni include Donna Karan, 
Marc Jacobs  and  Tom Ford, scored 
only 17 percent student satisfaction.”

A lot of the dissatisfaction has to do 
with the fact that while the number 
of students who graduate from fash-
ion colleges has increased, the busi-
ness remains static and offers limited 

possibilities. Furthermore, a great part 
of students who plan to be fashion 
designers don’t realise that there are a 
variety of jobs within the business (or 
even within an Atelier) that have to 
do with the creation and management 
of a fashion collection, beside the po-
sition of creative designer. While am-
bition is admirable, one needs to be 
realistic also. In such a competitive 
business, without the right financial 
resources, good entrepreneurial skills 
and a solid vision for your company it 
is hard to break in. 

That’s why colleges like Polimoda in 
Florence offer a good balance of theo-
retical, practical and entrepreneurial 
knowledge to all of their students, also 
thanks to a body of teachers who are 
leaders in the industry. Thus, aspiring 
journalists learn about the use of social 
platform for self-promotion as well as 
how to write under pressure and how 
to recognize fashion photographers 
only from their style. Those who study 
design learn about customer behav-
iour, as well as sustainability and mar-
keting. The inputs are endless and the 
student is given enough independ-
ence to learn from their own mistakes 
and seek assistance when needed. In-
ternships and collaborations are also 
integral parts of the programmes so 
that student can test their abilities and 
have a glimpse of the business while 
still within the protective academic 
environment. 

It is by no means easy and the fashion 
world looks for nothing short of ex-
cellence. However, when that is found 
it is indeed supported. In the UK in 
particular, the British Fashion Coun-
cil does an incredible job at sponsor-
ing, financing and educating young 
fashion entrepreneurs who leave their 
mind free to wonder for inspiration 
while keeping track of their financial 
assets. It is also thanks to the Coun-
cil that the like of Mary Katrantzou, 
Erdem Moralioglu and Christopher 
Kane are now some of the most cel-
ebrated designers in the world. While 
fashion schools still have a long way to 
go in reforming their programmes to 
better suit the demands of both stu-
dents and the industry, they are also 
the best chance for those who are not 
afraid to work hard to achieve their 
dreams of fashion splendour. 

Alice Demurtas
Staff Writer

Dreams of splendour
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“Young dreamers are seek-
ing another means of en-
try into the fashion world.
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OxStu Interview: Students of Design SODS
Sherry Chen
Fashion Editor 

Street style: 3rd week’s best dressed

This week, our Fashion Editor 
Sherry Chen gets in touch 
with Students of Design  
(SODS), a newly-established, 
multi-distribution and 
marketing platform generating 
opportunities for talented 
students and young designers. The 
founders of SODS, Anoesjcka, 
Lindy, and Michelle, come from 
very different backgrounds, but 
are brought together because of 
a shared passion for fashion and 
design. 
SC: Tell us a bit about the 
founders of Students of Design 
(SODS)!
Anoesjcka: I studied fashion 
design and pattern making in 
Milan and did various short 
course in London, focusing on 
fashion business. I refined my 
skills on Savile Row and Sackvile 
street, after which I returned 
to Milan where I had a chance 
meeting with the master of design 
himself, Mr Giorgio Armani, in 
one of his restaurants and asked 
him for help and advice. With 
his recommendation, I was put 
in touch with one of the most 
renowned factories in Italy where 
I started producing collections 
and learnt the craft of quality 
from some of the finest artisans in 
Italy. I had grown an impressive 
contact base before moving back 
to England. Soon after I counted 
many celebrity clients  amongst 
my catalogue of clients and 
launched a handbag brand on 
the back of that. Today I have 
2 fashion brands under my belt 
and want to use my experience 
to help emerging designers leap 
years ahead with SODS.  
Lindy: Prior to starting SODS 
I worked mainly in marketing, 
brand management and events. 
I have hosted city based events 
and managed venues all over the 
Square Mile. In 2012 I returned 
to university as a mature student. 
I enjoyed my job but wanted to 
work in event design. I have a BA 
interior design but completed 
an FdA graphic and spatial 
design leading up to my BA. 

While at university I met and 
interacted with so many talented 
students. I realised how difficult 
it was for students to get working 
experience and earn money. 
Not everyone has the ‘right’ 
connections, the confidence or 
ability to market themselves. 
All too often talented painters, 
sculptures and fashion designers 
end up doing any old job while 
the incredible work they have 
created gathers dust.
Michelle: My background is 
in marketing, communications 
and business development. I 
studied Communications at 
Brunel University; I worked 
many sectors throughout, 
funding my education, and now 
consult for various clients and 
have launched a couple of my 
own businesses. It seems that 
the common trend that has 
always prevailed in my work and 
experience is my passion for the 
art of communication. Whether 
it is through words, music, design, 
media, art or personal grooming 
choices, we can see, read and hear 
so much from the way people 
convey their information, and 
SODs excites me for this very 
reason. Many new talents all 
communicating their messages 
through their designs. My 
inspiration comes from seeing 
undiscovered talents... The new 
talents behind SODs are those 
who understand good quality 
products and then combine it 
with visually appeasing creations, 
this is why we are passionate 
about what we do!
SC: When and how was the 
idea of SODS born? 

    SODS: At the beginning 
of 2013 we discussed and 
refined the idea for SODS. 
The idea evolved over time; we 
experimented with ideas ranging 
from exhibiting designers work 
to raising funds for designers. As 
fashion conscious shoppers the 
appeal of owning something not 
readily available to the public was 
a huge draw . We were all strong 
women who were prepared to 
swim against the current and 
had such fun coming up with the 
name. We loved the strong brand 
identity. Our circumstances at 

the time formed the present 
business module. Lindy was at 
uni and had first-hand experience 
of how her peers struggled to 
make ends meet while creating 
fashion and art;  Anoesjcka was 
launching a second fashion brand 
selling to buyers online and could 
sympathise with the struggle of 
these designers; and Michelle 
was consulting across the EU 
and all too quick to point out 
the opportunity. We registered 
the company in October 2013, 
but unfortunately Anoesjcka 
had to leave for  Los Angeles 
and Michelle for Paris. We kept 
in touch and started putting a 
business plan together. Putting 
her degree on the line, Lindy used 
the initial SODS idea as her final 
major project. Presenting the 
work to a large group of students 
served as our first market research 
a barometer if you like, to test the 
idea. The feedback and support 
from the students was just what 
we needed to give us the final 
push. The quality and talent 
was evident in these items and 
a breath of fresh air in a market 
full of  mass-produced items. As 
soon as we received comments 
from our friends asking where 
we bought what we were wearing, 
we knew we had a market. April 
2015 saw us all living in London 
with a marketplace website as 
the answer to connecting these 
designers to the world. We are 
launching it first to British 
designers with the aim of adding 
our international designers in the 
near future. 
SC: “SODS aims to champion, 
empower and nurture young 
designers in Britain”. What 
difficulties do you think young 
designers in Britain are facing? 
Are these the same for local 
British designers and overseas-
born designers who are based in 
UK? 
SODS: We can’t pretend to 
know the plight of every designer,  
some have financial backing 
from families, or have no trouble 
attracting investment or support 
from the BFC or ACME, whereas 
others simply don’t know where 
or how to start. It is easy to load 
your work onto a free site and try. 
It isn’t easy taking on Industry 

with an idea you love. The 
international market recognises 
Britain’s edgy creativeness and 
there is a huge market for it. 
With luxury and high-street 
brands dominating the market, it 
is almost impossible for a young 
designer to establish a brand 
without financial support and a 
marketing machine. Eventually 
these creative geniuses get 
worked into these dominants and 
the industry has lost remarkable 
talent and products. It is evident 
in the profit margins that the 
industry is changing with luxury 
and high street brands losing 
appeal. With our marketing 
machine and strong brand 
identity we want to offer exciting 
new talent and products to a 
conscienscious buying market 
who now wants individual quality.
SC: How exactly does SODS 
create “an income revenue stream” 
to help young designers fund 
their studies and practice their 
skills? And how does SODS 
itself make profit? 

SODS will be a way for fledgling 
brands to work creatively without 
taking financial risk. Designer can 
sell their university collection, or 
a small factory production. This 
way they can earn money and 
exercise their craft. Designers 
are able to add a single item and 
gauge the public’s reaction, learn 
what it takes to be successful 
without racking up debt and if 
they sell work, they will earn 
money. They are in control of 
their own stock, they are aware 
of how fast and at what prices 
products are selling and can adapt 
their offer accordingly. Some 
designers have a second job until 
they can draw a salary from their 
business; this is the ideal way 
for them to run a business until 
they can afford to go it alone. We 
want to motivate designers to be 
entrepreneurial and we want to 
help them achieve independence. 
Nothing would make us happier 
than students working creatively 
to pay their bills using the 
SODS portal. We charge 15% 
commission on items sold and 
have a 20p listing fee renewable 
every 3rd month, ensuring we 
push the designer to produce 
creations for a buying market and 
also that we do not collect dead 

stock on our site. In comparison 
to the industry standard costs, 
this is a very inviting proposal.
SC: As a multi-distribution and 
marketing platform, how does 
SODS differ from many other 
“fast fashion” online platforms, 
e.g. ASOS, Boohoo, or eBay? 
SODS: We are a marketplace 
website unlike Boohoo and 
ASOS. We do not sell fast 
fashion and we don’t hold 
stock. We won’t offer or sell 
second hand clothing, unless it’s 
reinvented and you won’t find 
bric a brac. We also provide the 
services one finds on any good 
retail, e-commerce websites. We 
are able to offer our designers 
the chance to market themselves 
directly to the wholesale market 
and we offer buyers a way to 
safely make purchases. All too 
often buyers are reluctant to place 
orders from young designers as 
the risk of late deliveries and 
payments are high. SODS acts as 
the facilitator, holding the monies 
in escrow which offers security to 
both designer and buyer making 
the transactions more appealing 
to both. 

SC: SODS has a vision for 
fashion designers to “collaborate 
and be introduced to professionals 
working in exhibition, event 
management, surface design and 
other creative industries”. What 
kind of plans do you have in 
mind to make this happen? How 
do you think these can benefit 
students of design?

SODS: We have a private 
log-in for all our designers who 
can view articles and online 
interviews from various industry 
experts, some of whom have 
helped us along the way, others 
are industry heavy weights. This 
is a case of “I wish I knew then 
what I know now” where we aid 
the designer’s to successfully 
reach his goals by interviewing 
experts. We are currently in talks 
with a prestigious venue to exhibit 
our top selling designers to 
buyers and industry professionals 
creating an added incentive to 
our designers to work hard to 
grow their business.
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