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Dear readers,

In this part of the publication, we bring you Culture Shock, a theme that focuses on the darker side of 
2020. When brainstorming the theme for our second term as Editors-in-Chief, we knew that we want-
ed to go with something that was very representative of Generation Z’s life experiences so far. This 
past year, we have had to adjust our lives to try and find a sense of normalcy while recognizing that 
some of what has happened thus far has been the “normal” for a very long time. 

We decided to take inspiration from the students who help create TREND and visualize how we make 
beauty and unity in each other, in the world, for our futures. Our directors and committee members 
chose to show grit and vulnerability and valor and determination. The strength that we have been 
forced to demonstrate this year only goes to show that there is hope for the world. It’s difficult at 
times to find the light, but Culture Shock is about making that light for ourselves. 

The color palette is dark not because issue 29 will have a dark cloud over its head, but because it will 
serve as an example of showing the light that comes from darkness. With each turn of the page, Cul-
ture Shock will manifest peace and authenticism and pure love. 

The year 2020 was a shock to us all to say the least, however, we know this year will pave the road to 
a brighter future ahead. Everyone a part of TREND has chosen to take inspiration from society right 
now and create something beautiful with it, exposing the flaws of the system yet choosing to try and 
heal it rather than let it fester. We can’t express enough gratitude to our directors and committee 
members for working hard with us to keep TREND the publication that it is, only improving as the 
semesters go on. It hasn’t been an easy year, but it’s one that we’ll all remember. 

Signing off,

Hannah Mauser and Meghan Shouse

Letter From the Editors
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“You Should Care” is a topic with a great deal of meaning in 
today’s society. 2020 has been nothing short of wild, bringing 
a pandemic, protests and an election into an already intense 
year. This concept strives to serve as a thought-provoking re-
minder to not turn a blind eye and instead be aware of all that 
is going on in the world right now. “You Should Care” wants to 
get people involved in society while forecasting what people 
should be doing in the future.

Co-directors LaQuetta Buchanan, Madeline Egbert and Breann 
Weishaar envisioned a photoshoot that captures different 
issues that are happening in the world. They incorporated 
different aspects that are of importance right now to help indi-
viduals understand the importance of critical issues. Examples 
of this include showcasing plus-size models, voting stickers, 
empowering outfits and protest signs to represent controver-
sial topics that need more recognition. 

“We aren’t blind to what’s going on,” said Egbert. “We want to 
make sure other people are being more informed. With fash-
ion forecasting, we can forecast what people should be doing 
in the future and starting now.” 

The theme is meant to inform readers about important topics 
that cannot be overlooked while showing that fashion is more 
than clothes. The theme is also about vocalizing important 
issues and getting people to think more in-depth.

“We are encouraging people to think, we want people to get 
out and vote and be informed,” said Buchanan. “We overall 
want people to learn stuff that isn’t necessarily just about them 
and where they’re from but other cultures and even care about 
politics a little more and ultimately to be empathetic.” 

You should care about what is happening around you and 
become a part of a better future. Don’t look the other way and 
instead voice your opinion. Support one another and become 
inspired to be a part of something bigger than yourself. Em-
power others to be kind and get involved. 

YOU SHOULD CARE
YOU SHOULD CARE
YOU SHOULD CARE

YOU SHOULD CARE

FASHION FORECASTING

WORDS BY EMILY UITERMARKT

DIRECTORS 

LaQuetta  Buchanan

Madel ine Egbert

Breann Weishaar
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An important topic arose time and time again 
this past quarantine: racism in America. The 
Black Lives Matter movement created noise 
and presented the world with a piece of reality 
to call for action in change within systemic 
racism. 

Racism most com-
monly transpires in-
ternally, interperson-
ally, institutionally 
and structurally. The 
tendencies of cul-
tural appropriation, 
white privilege and 
insensitive actions 
occur in our institu-
tions, more specifi-
cally the apparel in-
dustry. Whitewashed 
runways, designers 
and business owners 
exist. 

In 2019, the Design 
Census reported 
71% of white, Cau-
casian populations 
are designing while 
8% are Asian, 7% 
Latina/Latino/Lat-
inx/Hispanic and 3% 
Black/African Amer-
ican. Turning a blind 
eye to racism in the 
apparel industry has 
gone on for too long. 

“There needs to be structural, institutional 
change at every single level that addresses 
racism, homophobia, transphobia, ableism, 

fatphobia and other biases,” said Dr. Kelly 
Reddy-Best, Associate Professor in apparel, 
merchandising and design.

The representation of marginalized communi-
ties is bare. Especially within the media outlets 

like magazines, 
there is little to 
no representa-
tion of people 
of color, people 
of disabilities or 
people of reli-
gious minorities. 
According to a 
research study 
by the University 
of Mississippi 
School of Jour-
nalism and New 
Media profes-
sors, magazine 
covers are 
making growth 
by portraying 
Black subjects in 
a positive light. 
In fact, in the 
past 90 years, 
Black people are 
featured three 
times more. 
Reddy-Best said 
there are rep-
resentations of 
them but they’re 
invisible; there 
are no clear-cut 

examples of an indigenous person. Instead, we 
question if one is indigenous because of their 
“light skin.” 

“People who are in privileged situations don’t 
think about racism, people who are in mar-
ginalized positions think about racism a lot 
because they’re continuously experiencing 
microaggressions,” said Reddy-Best.

Aliyah Monet, a model and student at Madison 
College, has faced racism in the apparel indus-
try. She has experienced situations where her 
natural hair is an issue for modeling agencies. 
Photoshoots would ask of her to show up with 
her natural hair but when she arrived it was 
not “perfectly curled,” yet it was her natural 
hair. When she changes her hair into braids it 
is considered a “no, no” through the eyes of the 
modeling industry.

“Whenever I go to a photoshoot, I’m basical-
ly the only person of color there, me and the 
other models,” said Monet. “I never really see 
Black photographers, Black designers or Black 
set directors. It would be nice to see more 
Black people in positions behind the scenes as 
well because if it's all white people creating a 
look for a Black person it’s bound to get white-
washed.”

Cultural appropriation is when dominant cul-
tures appropriate from marginalized cultures 
for their own personal interest. On the other 
hand, one can appreciate another culture by 
seeking and learning about it in an effort to 
understand and broaden their connection with 
cross-cultural communities. This goes hand in 
hand with cultural exchange, which is sharing 
ideas and traditions with someone who may 
come from a different cultural background. 

There are various fashion trends that have been 
appropriated by those who do not belong to 

the culture that created them. For instance, 
Dapper Dan, a pioneer of streetwear created 
Logomania, also known as monogram print. 
Illegally from his boutique, he reinvented 
luxurious brands like Gucci, Louis Vuitton and 
Fendi in innovative designs that they have yet 
to do. During the ‘80s, Logomania was a hot 
trend within the Black community and worn 
by famous rappers like LL Cool J, P Diddy and 
Jay-Z. In 1989, the police shut down his oper-
ation and those brands filled their stores with 
his work. Soon after, Louis Vuitton’s logo and 
Gucci’s “G” became famous with the help of 
Dapper Dan’s creative juices. 

The lettuce hem is another popularized trend 
to highlight. Currently, fast fashion and high 
fashion brands incorporate the lettuce hem. 
Little do they know, the lettuce hem was cre-
ated by an African American fashion designer, 
Stephen Burrows in the ‘70s. Velour tracksuits, 
sneakers, hoop earrings, nameplate jewelry 
and bucket hats are a few examples of how the 
Black culture of fashion has escaped onto the 
runways of high-luxury brands like Dior, Pra-
da, Fendi and more. 

“If a Black person is wearing something, they 
get more backlash or get treated differently if 
a white person was wearing it,” said Monet. 
“That's where the appropriation term comes 
from. I think a lot of the time it doesn’t come 
from a hateful place. I feel like people want 
to look cool and see other [people of color] 
wearing fashions that they don’t, and they try 
to emanate it then that's when they receive 
backlash.”

Monet experienced cultural appropriation first-
hand when attending a predominantly white 

Whitewashing the runway
STORY BY Julia Meehan

Whitewashing the runway
A new wave of activism for racial justice and equality within America transpired 
this past quarantine targeting all industries including the apparel industry.

PHOTO Paige Duckler
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The future of racism in the apparel industry 
and in the world weighs heavy on our hearts. 
Reddy-Best said we need “equitable treatment 
and reparation,” where we pay back for what 
has been done. Consider promoting a queer 
fashion designer, read a novel from a Black 
scholar or purchase from a Black-owned busi-
ness. 

Consider who’s funneled into these industries, 
as there are biases at all levels. Larger issues 
manifest and result from the cultural climate, 
which is “highly turbulent.” There is a real lack 
of representation in the apparel industry and 
in the media and that’s where it starts. Imagine 
picking up a Vogue magazine for the past 100 
years and witnessing Black models instead of 
white.

“Think to ourselves how are we honoring, con-
sidering and critical of what we're producing in 
magazines, designs and in anything,” said Red-
dy-Best. “If we don’t have courses that make us 
critically think things, things will continue to 
go unsaid.”

high school. She admits to following their lead 
and trying to fit in because she felt like she 
didn’t. Some of her classmates would sunbathe 
to become darker in complexion or edit their 
photos to appear Black. 
“Dressed in Dreams: A Black Girl’s Love Letter 
to the Power of Fashion” by Tanisha C. Ford 
highlights knockoff culture and Black innova-
tion.

“I wanted to embrace the girls who survived 
on a steady diet of Vibe and Honey magazine 
and got called ‘ghetto’ for rocking two pairs 
of huge, door knocking earrings, turquoise 
wet n wild lipstick and dookie braids, only to 
see white girls be praised as fashion-forward 
when they did,” said Ford. 

If you’re wondering what can be done to elim-
inate this social issue within our society,  take 
action. Reddy-Best said, “Read. Read Doctor 
Tanisha C. Ford. Read our [apparel, merchan-
dising and design] department chair, Doctor 
Eulanda Sanders on the history of slaved 
people’s clothing. Read and really make sure 
what you're reading comes from marginalized 
communities. Don’t read it through a white 
lens.” If you want to learn more about racism, 
you need to consume yourself with the history 
of those who endeavored oppression.

“I think what really needs to happen, which 
rarely happens across the curriculum in any 
institution, is that the courses that talk about 
diversity and inclusion are typically electives,” 
said Reddy-Best. “They're not the core so what 
needs to happen is a structural change across 
the curriculum. So, every single student is ask-
ing themselves, “How can I reduce oppression 
for society at large?” It took Black and brown 
people to stop dying because of the police 
force or racist incidents, we can’t stop until 
that happens.”
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Each season, there are seemingly new and revolutionary 
trends. Styles may be changed, combined or even reinvented, 
but everything that comes around eventually goes around; 
fashion follows a strictly circular path and permeates in every 
facet of society.  

Ready-To-Wear Issue 29 photoshoot, “Youth Quake,” focuses on 
this cyclical nature and relays the necessity for an apprecia-
tion of the past and true originality. Heavily inspired by Mary 
Quant’s trailblazing movement in the 1960s, the photoshoot 
incorporates elements from all decades within the past century 
and follows no fashion guidelines. It purposefully strays from 
all forms of guidelines. Each look is styled without the intent 
of cohesion and combines pieces from various decades with 
no boundaries. 

The 1960s were an unconventionally innovative time in the 
span of fashion history - much because of Quant’s creativity 
and willingness to stray from the norm. There were bright 
prints galore and the once-controversial miniskirt was every-
where. After the conservative zeitgeist of the 1950s, women 
sought a way to express themselves and be free. It is this 

expression that intrigued the co-directors, Lexi Stumpf, Mollie 
Henning and Michelle Jiang and what they portray in “Youth 
Quake;” a title taken from one of Quant’s groundbreaking 
campaigns itself. 

Fashion creates a common understanding. It offers a broad-
er perspective of the world and allows for pure expression. 
Fashion is connected. Given the current circumstances, society 
has shifted and people are seeking comfort. Stumpf thinks 
that fashion can contribute to the need for comfort and hopes 
that “Youth Quake” evokes this sentiment. Stumpf believes that 
looking at historic fashion trends and recycling them gives 
people comfort in “the past and what works.” Though times are 
messy and things may not seem normal for a while, it is the 
perfect time to be free and experiment with fashion. 

As Quant once said, “Risk it; go for it. Life always gives you 
another chance, another go at it. It’s very important to take 
enormous risks.” 

YOUTHQUAKE
YOUTHQUAKE
YOUTHQUAKE
YOUTHQUAKE

WORDS BY AUDREY MCMILLAN

DIRECTORS 

Mol l ie  Henning

Michel le  J iang

Lexi  Stumpf

R eady  to  wear



26 27

hot st uf   hot st uf   hot st uf   hot st uf   hot st uf   hot st uf   hot st uf   hot st uf 

just
  fo

r k i
ck 

s j
ust 

 fo
r k

ick 
s  

juf
or 

kick
 s 

 ju
st  

for
 ki

ck 
s

f rom lef t  to  r ight  PHOTO 1  Aashray Mehta PHOTO 2 Paige Duckler 

PHOTO 3 Cla i re Corbin PHOTO 4 Aashray Mehta PHOTO 5 Cla ire Corbin 

model  f rom lef t  to  r ight  BLACK & WHITE DRESS Goodwi l l  $7 WHITE HEADBAND 

Directors  Owned PATTERNED SHIRT Director  Owned (Fossi l )  DENIM SKIRT Director 

Owned (Goodwi l l )  BOOTS Committee Member Owned SILK HALTER TOP Dpop $10 

DENIM MINI  SKIRT Goodwi l l  $3 .49 BROWN TIGHTS Goodwi l l  $1 .99 SHOES Director 

Owned GREEN PURSE Director  Owned BROWN TANK TOP Director  Owned BUTTON 

DOWN SHIRT Goodwi l l  $4  PURPLE PANTS Director  Owned ( I .AM.GIA)  PURSE 

Director  Owned METAL BELT Director  Owned BROWN KITTEN HEELS Goodwi l l  $7 

FLORAL DRESS Goodwi l l  $7 SUNGLASSES Director  Owned BROWN BOOTS Director 

Owned (Goodwi l l ) 



28 29

YOUTH
QUAKE
Y outh

quake

READY TO WEAR

60’s SLANG  60’s SLANG
60’s SLANG  60’s SLANG
60’s SLANG  60’s SLANG
60’s SLANG  60’s SLANG

just for kicks

stoked

far out
hot stuf

PHOTO 1  Aashray Mehta 

BLACK & WHITE DRESS Goodwi l l  $7 WHITE HEADBAND Directors  Owned BLACK 

SHOES Director  Owned SOCKS Director  Owned (Dol ls  Ki l l )

fro
m

 le
ft to

 rig
h

t P
H

O
TO

 2 P
H

O
TO

 3 C
la

ire
 C

o
rb

in
 P

H
O

TO
 4 Pa

ig
e

 D
u

ck
le

r 

G
O

L
D

 S
H

IR
T

 D
ire

cto
r O

w
n

e
d

 (G
o

o
d

w
ill) P

IN
K

 S
K

IR
T

 M
o

d
e

l O
w

n
e

d
 W

H
IT

E
 S

H
O

E
S

 D
ire

cto
r O

w
n

e
d

 O
R

A
N

G
E

 JA
C

K
E

T
 G

o
o

d
w

ill $
10 

PA
N

T
S

 D
ire

cto
r O

w
n

e
d

 (R
e

w
in

d
 V

in
ta

g
e

) C
O

R
S

E
T

 D
ire

cto
r O

w
n

e
d

 (D
o

lls K
ill) S

H
O

E
S

 G
o

o
d

w
ill $

7 PU
R

S
E

 M
o

d
e

l O
w

n
e

d
 D

R
E

S
S 

D
ire

cto
r O

w
n

e
d

 (P
lu

m
e

 M
K

E
) H

E
A

D
B

A
N

D
 D

ire
cto

r O
w

n
e

d
 (C

V
S

 Ph
a

rm
a

cy
) B

L
A

C
K

 B
O

O
T

S
 D

ire
cto

r O
w

n
e

d
 (G

o
o

d
w

ill)



30 31READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR 
READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR
READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR
READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR
READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR
READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR
READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR
READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR
READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR
READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR

READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR 
READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR
READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR
READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR
READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR
READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR
READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR
READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR
READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR
READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR   READY TO WEAR

youthquake
f rom lef t  to  r ight  PHOTO 1  Cla i re Corbin PHOTO 2 Paige Duckler

model  f rom lef t  to  r ight  S ILK HALTER TOP Dpop $10 DENIM MINI  SKIRT Goodwi l l  $3 .49 BROWN TIGHTS Goodwi l l  $1 .99 SHOES Director  Owned GREEN PURSE 
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FASHION
FASHION
FASHION! !

from lef t  to  r ight  PHOTO 1  Aashray Mehta PHOTO 2 Paige Duckler 

model  f rom lef t  to  r ight  BLACK & WHITE DRESS Goodwi l l  $7 WHITE HEADBAND Directors  Owned SHIRT 

Director  Owned (Goodwi l l )  Denim Pants  ASOS $25 SHOES Director  Owned (Goodwi l l ) 
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youthquake

ready to wear
f rom lef t  to  r ight  PHOTO 1  Cla i re Corbin PHOTO 2 Paige Duckler

ORANGE JACKET Goodwi l l  $10 PANTS Director  Owned (Rewind Vintage)  CORSET Director  Owned (Dol ls  Ki l l )  SHOES Goodwi l l  $7 

GOLD SHIRT Director  Owned (Goodwi l l )  P INK SKIRT Model  Owned WHITE SHOES Director  Owned
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PATTERNED SHIRT Director  Owned (Fossi l )  DENIM SKIRT Director  Owned (Goodwi l l )  BOOTS Committee 

Member Owned P INK PURSE Director  Owned (ASOS)  BLUE SHIRT Director  Owned (Goodwi l l )  SKIRT Urban 

Outf i t ters  BOOTS Director  Owned (P lume MKE)  CD EARRINGS Dpop $3 WHITE HEADBAND Director  Owned
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To Begin
A global pandemic. Racial injustice. The pres-
idential election. Months-long lockdowns plus 
protests and riots. Sounds like an equation for 
declining mental health.

In a year such as the one we’ve endured, the 
one thing that should be taken as a top pri-
ority in our state of wellbeing. Whether it’s 
physically (due to COVID-19), mentally (due 
to depression and anxiety) or a myriad other 
reasons to be stressed in today’s age, health is 
no joke in 2020.

So, how do we cope?

“Depression seeds itself in the past, anxiety 
seeds itself in the future and we’ve definitely 
been very anxious going forward with the sit-
uations that are ahead of us,” said Benedictine 
University junior and mental health advocate 
for the Scars and All Project, Michael Henehan.

In the whirlwind that’s taken our realities by 
storm since March, it’s been hard for some to 
see the light at the end of the tunnel. And this 
year, there has been nothing short of this men-
tal health cocktail that Henehan mentions.

We often find ourselves asking if we will ever 
go back to normal. But perhaps this part of our 
lives is not meant to be normal – it is meant to 
shape us for a better future. It’s getting to the 
point where we have to aid ourselves through.

Caused by the events of this year, according to 
the Center for Disease Control, statistics show 
that depression and suicidal ideation was more 
prevalent among males than females, most 

heavily in the age ranges of 18-24.
These statistics have not been lost on mental 
health professionals. Caleb Thomas, a ther-
apist and founder of Thomas and Associates 
Counseling and Consulting in Iowa City, Iowa, 
prophesied that seasonal depression will be-
come an even bigger issue when accompanied 
by COVID-19. 

“Now at least you can go out and walk, but [the 
changing seasons are] just something you have 
to get prepared for when dealing with depres-
sion, anxiety and more,” said Thomas.

In a time where freedom to do as we please is 
almost obsolete, Thomas said that the loss of 
warm weather and outdoor events may harm, 
not only those who suffer from mental health 
issues, but the ordinary person as well. 

When asked about the concerns in male pa-
tients since the COVID-19 lockdowns and 
racial injustice issues, Thomas responds, “As a 
therapist, what I say to that is when structure 
isn’t in place and something like this throws 
you off, then issues will come to the surface.” 

Problems that were perhaps unnoticeable or 
buried have swam their way to the surface in 
these periods of elongated isolation with a 
lack of human interaction. “We never thought 
we’d get to this point where we would be stuck 
at home all the time. We’re used to freedom,” 
Thomas said.

To Endure
Entering the spring and summer seasons began 
a tumultuous experience. The absence of social 
experiences began to take a negative toll on 
many minds, which only worsens pre-existing 

STORY BY Alyssa Brascia

Coping in 2020Coping in 2020
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WHITE TEE Target  $6 CARDIGAN H&M $39.99 JEANS(  Model  Owned)  SHOES (Model  Owned)  GLASSES (Model  Owned)
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issues such as depression and anxiety, as many 
rely on the help of others to better their mental 
health.

In a heartbreaking statistic, the CDC reports 
that out of the number of people who complet-
ed their June 2020 mental health survey, 30.4% 
of men experienced the beginning or resur-
gence of an anxiety or 
depressive disorder, 
27.9% of those affect-
ed being attributed 
to COVID-19 related 
issues.

Henehan shares that 
he had experienced a 
dip in mental health 
during these times as 
well, attributing much 
of it to the lack of social 
interaction. Phone 
communication had 
never been his strong 
suit, so being forced 
into going fully remote 
began to put a strain on 
his relationships.

“Once everything was 
shut down, I started to 
notice that my rela-
tionships were deteriorating quickly as I wasn’t 
able to see people in person, and I lost a good 
amount of friends who thought we just weren’t 
close anymore. And the reality is… that I just 
didn’t know how to,” Henehan said.
 
It wasn’t solely coronavirus that affected the 
livelihood of these men, but the issues of racial 
injustice as well. As a Black man, Thomas re-
flects on these issues and offers his professional 
insight.

“This is one of the reasons Thomas and Associ-
ates exist because this is bigger than an individ-
ual problem. It’s more of a community prob-
lem. One of the things that we want to do is go 
in and talk to communities about some of these 
racial injustices. One of the things we want to 
do is go and talk to police forces about some of 
these racial injustices.”

Getting to the root of the 
issues, the frustrations in 
communities and oneself is 
one of the most prevalent 
ways that Thomas believes 
these problems can be 
resolved. 

Another aspect of healing 
that Thomas touches on 
is the ability to be vulner-
able and the willingness 
to be open to seeking and 
accepting help.

“It has always been harder 
for male patients to open 
up because there’s kind 
of a hero complex… that 
we can’t be vulnerable, we 
can’t break down, we can’t 
be sad,” Thomas said. “We 
need to be able to recog-

nize that ‘Hey, this is becoming overwhelming, 
this is becoming too much.”’

To Cope
While this has been a time of trials and trib-
ulations, by no means should that be a deter-
minant of permanent mental health. It may 
seem hard to find ways to see the upside to 
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zation in our remote world is by establishing 
a daily routine. Henehan finds this comfort by 
doing the simple things to create a routine in 
these times of daily uncertainty - cleaning his 
room, keeping up with his hygiene and having 
a schedule.
 
But on those days when even exercise, medita-
tion and routines can’t help, the next important 
step to healing is to understand when – and 
that it is okay – to ask for help. 

 Regarding this topic, Thomas remarks, “There 
are these stigmas that you can’t go to a ther-
apist. I want to change that perspective for 
individuals and really build those communities 
and help individuals understand that it is okay 
to see a therapist. It’s very healthy.”
 
Explaining how he challenges this stereotype, 
Thomas adds, “If you break your arm, you’ll go 
to the doctor. But when you’re having emotion-
al pain, where do you go?”
 
No one person’s mental health journey is the 
same as the other’s. Henehan touches on the 
importance of diversity when it comes to find-
ing your happiest mental state. 

“We’re all coping in different ways. If we try to 
conform to the nearest person to us, we’re not 
going to find the way that works best for us,” 
Henehan said. 
 
Closing out his monologue, Henehan reflects 
back on the year we’ve had. “If there’s anything 
that we’ve learned so far, it’s that nothing is 
certain in life. And all we can do is try to be 
better today than we were yesterday and that’s 
by doing it with an open mind.”
 
We can all cope in 2020 by being better today 
and approaching this coming year with a clean 
slate.
 

the events of our current period, but there are 
many avenues to take to re-channel and heal 
anxiety and depression, even now.

In an article by HelpGuide, one of the best 
ways to aid declining mental health is by boost-
ing endorphins, and a fast way to achieve this is 
by exercising. 
 
Henehan swears by his workout regimen, ex-
pressing his gratitude for the solace and stabil-
ity it has granted him. Becoming an instructor 
at CycleBar during this time, he has discovered 
not only the mental benefits of exercise but has 
cultivated a motivating community as well.
 
“Exercise is not about physical appearance. 
It’s about confidence. It’s about the commu-
nity. Increasing serotonin. Establishing goals. 
Working through adversity. You’re taking all 
of these aspects and learning something new 
about yourself throughout the entire process,” 
Henehan explains.
 
However, since exercise isn’t the most opti-
mal option for some, Henehan’s next piece of 
healing advice was the practice of and power in 
mindful reflection.
 
“If you can take a step back and take a less 
emotional approach to something and try to 
understand another person, try to understand 
yourself, I feel like we can start working to-
wards solutions instead of having a conflict,” 
Henehan said.  

Henehan employed this tactic through many 
aspects of lockdown as he digested the stream 
of one serious world event after another.
 
As Thomas mentioned earlier, a lack of struc-
ture is something that causes the first pull to 
unravel. A way to create some sort of organi-

PHOTO Claire Corbin
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“Flight For One” strives to normalize women’s independence. 
Whether someone wants to take a vacation alone or simply 
dine out at a table for one, Runway co-directors Olivia Fuegen, 
Rishima Varma and Natalie Rock want to institutionalize a life 
in solitude.

The committee was initially inspired by a photo of a woman 
leaning over a car with an airplane flying over in the back-
ground. “Our idea has developed so much more and [was] only 
strengthened by having ‘Culture Shock’ as the overall theme 
for [TREND 29],” said Rock.

A travel companion’s sudden cancellation may leave some 
frantically delaying plans due to the fear of being judged by 
those around them for going solo. “Flight For One” speaks to 
people on both sides of this scenario. Not only does it instill 
confidence in those embarking on travels by themselves, but 
it also makes bystanders aware there should be no scrutiny 
when they observe someone enjoying something unaccompa-
nied.

“You can essentially romanticize your own life just by doing 
things as simple as going to a restaurant or going to an art 

museum or even taking yourself on a vacation,” said Varma.

This photoshoot features a model wearing bold and extrava-
gant attire and makeup to portray a sense of empowerment. 
An array of serious poses and facial expressions mixed with 
more playful shots showcase the committee’s artistic vision 
while also conveying the model’s true enjoyment of her solo 
excursion. 

“If you were to go do something by yourself, normally people 
would want to blend in,” Fuegen said. “We just wanted to show 
that you shouldn’t settle for blending in. Wear what makes you 
feel like your most true self.” 

The Runway directors hope individuals accept solitude as an 
empowering concept and are not afraid to book a “Flight For 
One.”

FLIGHT FOR ONE
FLIGHT FOR ONE
FLIGHT FOR ONE
FLIGHT FOR ONE
R U N  w a y

WORDS BY EMERSON LATHAM

DIRECTORS 

Oliv ia  Fuegen

Nata l ie  Rock

Rishima Varma
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“You can essentially romanticize your own life just by do-

ing things as simple as going to a restaurant or going to 

an art museum or even taking yourself on a vacation”

PHOTOS Paige Duckler 

DRESS Thr i f ted BAG Committee Member Owned JEWELRY Committee Member Owned SHOES Director  Owned 
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A travel companion’s sudden cancellation 
may leave some frantically delaying plans due 
to the fear of being judged by those around 
them for going solo. “Flight For One” speaks 
to people on both sides of this scenario. 
Not only does it instill confidence in those 
embarking on travels by themselves, but it 
also makes bystanders aware there should 
be no scrutiny when they observe some-
one enjoying something unaccompanied.

confidence

f rom lef t  to  r ight  PHOTO 1  Paige Duckler  PHOTO 2 Cla i re Corbin 

DRESS Thr i f ted BAG Committee Member Owned JEWELRY Committee Member Owned SHOES Director  Owned 
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TREND: ISSUE 29
SHOOT: RUNWAY

DATE: OCTOBER 11th
TIME: 7am-4pm

T
he Runway directors hope individuals accept solitude as an 

empowering concept and are not afraid to book a “Flight For One.“

PHOTOS Aashray Mehta 

BLAZER Revolve $129 PANTS Revolve $109 BAG Director  Owned RED BUTTON UP Director  Owned 

JEWELRY Committee Member Owned WATCH Director  Owned SHOES Director  Owned 
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Runway
“If you were to go do 

something by your-
self, normally people 
would want to blend 
in,” Fuegen said. “We 
just wanted to show 

that you shouldn’t 
settle for blending in. 
Wear what makes you 

feel like your most 
true self.” tru
e s

elf
FLIGHT FOR ONE

flight for one
FLIGHT FOR ONE 

flight for one
FLIGHT FOR ONE

flight for one
FLIGHT FOR ONE

flight for one
PHOTOS Paige Duckler

BLAZER Revolve $129 PANTS Revolve $109 BAG Director  Owned RED BUTTON UP Director  Owned 

JEWELRY Committee Member Owned WATCH Director  Owned SHOES Director  Owned 
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In the past few years, fast fashion has come un-
der scrutiny for being a non-environmentally 
friendly, unethical and unsustainable practice 
within the fashion industry.

For many, deciding where to put their money 
can prove to be difficult as 
individuals want to support 
ethical and sustainable fash-
ion, but may not have the 
money to do so all the time. 
Because of this, many have 
found themselves trying 
to find alternatives to fast 
fashion that are still within a 
good price range. With this 
search for new methods of 
attaining trendy and indi-
vidual pieces, one practice 
has come to the forefront 
and created a whole industry 
underneath it.

Thrifting, for many, has be-
come one of the easiest ways 
to add new pieces to your 
wardrobe at an affordable 
price and still be kind to the 
environment.

“I think it’s gaining in popu-
larity,” said Carrie Sarno, an assistant manager 
of Hillcrest Thrift Shop in Kansas City, Mis-
souri. “The reason I think younger people are 
catching on is because of the difficulty many 
have with earning money right now. I think a 
lot of people realize they are able to make their 
dollar stretch more here than other places.”

Though passing down clothing is not at all a 

new idea, thrift stores themselves have been 
a more recent creation. In the 19th century, 
cities within the United States grew rapidly and 
with population growth came the rise of the 
industrial revolution. As clothing became more 
heavily produced and affordable, many began 

seeing clothing as “dis-
posable.” Though there 
was a stigma around 
thrifting, as it showed 
having less wealth and 
the idea of wearing oth-
ers used clothes was of-
ten frowned upon. After 
the Great Depression, 
The Salvation Army and 
Goodwill stores boomed 
with business and from 
there the industry kept 
growing.

Today, thrifting is gen-
erally no longer looked 
at with the same stigma 
that it previously held. 
Thrifting is often seen as 
trendy in today’s world 
of fashion influencers. 
However, with the in-
dustry gaining popular-
ity so quickly, there has 

become an issue of balancing those who shop 
for necessity and those who shop for pleasure.

“I do think the popularity hurts a little bit the 
people who shop out of necessity,” said Emily 
Van Gent, event volunteer and coordinator at 
Many Hands Thrift Market in Grimes, Iowa. 
“I think there's plenty of stuff to go around 
but I would say the trendier side of thrifting is 

STORY BY Hannah Scott

The Trials of Trendy: Balancing Thrifting Fundamentals with Fun
The Trials of Trendy: Balancing Thrifting Fundamentals with Fun

55

looking out more for name brands and newer, 
nicer items. The people who shop out of neces-
sity don’t always have as much access to those 
things.”

With the rise in the popularity of thrifting has 
also come the rise of side businesses that have 
often sprung off of individuals buying thrifted 
or consignment clothing. 

Resale has become a side 
hustle all it’s own and has 
often materialized off the 
backs of thrift or con-
signment stores. Many 
times, individuals will buy 
“trendy” or superior pieces 
and then take them home 
and sell them for a general 
upcharge price. Though 
the practice of reselling 
can help individuals who 
need some extra income, 
for those who are trying 
to use the thrift store as a 
necessity, it can oftentimes 
cut down on the level of 
options and quality of the 
clothing that is left behind.

Resellers and the trendi-
ness of thrifting have caused businesses to raise 
their prices. Because businesses know they 
can make more money out of an item that is 
seen as “vintage” or “unique” they will hike up 
the prices. Businesses have to think about the 
worth of their product and that if somebody 
buys a piece from them at an inexpensive cost 
but then resells it, they are losing money. Un-
fortunately, throughout this process, the stores 

will often leave those who first used the thrift 
stores as a primary outlet behind.

“I do worry about this because I have seen 
prices rise,” said Jillian Gabby, a senior in lin-
guistics at Iowa State University. “It does bother 
me because the clothes are donated and so you 
know the increase in price is just giving more 
money to the corporation.”

For many stores, finding the 
middle ground of pricing 
items fairly but still turning a 
profit can be difficult to find. 
However, many stores are 
discovering ways to try and 
serve both demographics in 
an equal manner.

“There is definitely a temp-
tation to really capitalize and 
market on the trendiness of 
thrifting, and I think that 
is going to crash and burn 
if that is solely what people 
focus on,” said Van Gent. “We 
have set the pricing on our 
clothing. For example, all of 
our tops are $4.50, but if we 
find something that is a name 
brand those do get upcharged 

a little bit. I think that’s kind of a way to co-ex-
ist.”

For those wanting to thrift but also be mindful 
of others, there are definite ways to keep thrift 
stores nice for those who need it while also 
allowing those who hope to experiment with it 
to find special and unique items. 

PHOTOS Aashray Mehta 
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“I think just setting boundaries for yourself and 
just taking what you need is the message we’ve 
always sent to our customers,” said Elizabeth 
Gindt, co-director of Harmony Clothing Closet 
located in Nevada, Iowa. “We always just tell 
people to be mindful of your friends because 
you never know what someone else needs and 
you can always come back.”

There are alternative methods of thrifting that 
allow individuals to find new pieces for their 
wardrobe but leave physical stores with a good 
amount of items for those who are limited to 
options.

“There are a lot of options out there to shop on-
line for second-hand pieces, like Depop,” said 
Gabby. “These options are a little pricier, so if 
you are able to afford it, you can choose these 
routes. You will still get the benefits of reusing 
and the ability to find very unique pieces.”

Though thrifting has often been touted as the 
best way to shop sustainably nowadays, there 
are still issues that have arisen from the indus-
try becoming more popular and mainstream.

While it may be sometimes easy to forget, thrift 
stores were originally made for those who had 
minimal options for new clothing, and many 
people still use the thrift store out of necessity 
today. Even though it may seem difficult to find 
a middle ground for these two demographics, 
thrifting can and should co-exist for everyone 
who wants to appreciate it.

“I think it just has to come down to a personal 
level,” said Van Gent. “There's plenty of stuff to 
go around, but it’s just important to be mindful 
because otherwise you just perpetuate the cycle 
of stuff.”

PHOTOS Aashray Mehta 

models  f rom lef t  to  r ight  TURTLENECK Committee owned SHIRT Thr i f ted $3 PANT Committee owned SHOES Committee owned ACCESSORIES Committee 

owned JACKET Char lot te  Russe $30.00 SHIRT Target  $12 .00 SHOES (Model  owned)  CHAINS (Commit tee owned)  JEANS Walmart  $13 .00 LONG SLEEVE 

Thr i f ted $5 .00 SHIRT ASOS,  $23 .00 ,  COLLARED SHIRT Thr i f ted ,  $3 .00 SOCKS Target ,  $5 .00 SHOES Doc Martens ,  $60.00 NECKLACLACE (Commit tee owned) 

TURTLENECK Asos $28 SHIRT Thr i f ted $3 FLANNEL Thr i f ted $3 PANTS (Model  owned)  SHOES (Model  owned)  BELT (Model  owned)
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TOUCH DEPRIVED

A hug, a kiss, a handshake; simple acts that seem so 

minuscule yet can carry dramatic weight and the 

most basic sense of humanity.

Even the simplest touch can connect us with the 

feeling of living and belonging to the deepest 

degree. Just as other former perceived rites of 

passages were demolished in the merciless path of 

COVID-19, the normalcy of touch slipped through 

our fingers. Many felt cheated and disoriented as 

our means to physically communicate and display 

affection were stolen almost instantly on a cruel, 

unassuming mid-March day. Months later, the 

return of touch remains ambiguously pending. 

TREND Accessories directors Dana Gehrls, Julia 

Tighe and Savannah Miller found themselves 

inspired by humanity’s starvation for touch and 

determined that “Touch Deprived” would highlight 

the emotions experienced by so many in 2020. 

“Touch helps with so many things: anxiety, being 

productive, etc. and we were all deprived of that 

while in quarantine,” the directors said. “We think 

it had a bigger impact on us than we realize and 

wanted to make this shoot almost a remembrance 

of 2020.” 

Through their shoots, which they pursued 

intending to “incorporate some awesome 

accessories while reflecting on the last few 

months,” the directors cleverly coupled items 

currently essential to the lifestyle of the conscious 

person, such as unique gloves and masks with 

standard accessories such as jewelry.

Through visual manifestations of such desolate 

emotions, the directors hope to instill a feeling 

of belonging in TREND readers. “Our theme is 

something we hope everyone can relate to and 

we want them to know they’re not alone.” 

“Touch Deprived” shows that even amid this 

critical absence of physical connection, we are 

all alone together at the end of the day. What 

separates us physically can connect us spiritually 

in an even deeper way.

WORDS BY JESSICA MOUW

DIRECTORS:
Dana Gehrls
Savannah Miller
Julia Tighe
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With the many events and instances that have 
contributed to the dumpster fire that is the 
year 2020, many individuals are coming to 
terms with and recognizing their mental health 
struggles. 

Spending prolonged 
time in isolation left 
many with their inner 
feelings and thoughts. 
Paired with constant 
news about the pan-
demic, Zoom fatigue 
and the presidential 
election, processing in-
formation isn’t as easy 
as it once was. 

“It is definitely more 
prevalent,” said Leisha 
Ristau, licensed ther-
apist at Clear Brook 
Counseling. “I think 
people are noticing it a 
bit more, they can’t just 
work to avoid it, they 
just can’t hang out with 
friends to feel better 
all the time. People are 
more aware of their 
own mental health, 
they’re noticing their symptoms, they’re ac-
knowledging it.”

Ristau has been practicing therapy since 2011 
and specializes in EMDR therapy, a method 
used to decrease PTSD and work to disprove 

an individual’s negative thoughts about them-
selves. 

Millions of Americans seek therapy for mental 
health disorders and along with school, work 

and day-to-day activities 
like grocery shopping, ther-
apy moved online. 

Telehealth systems in-
creased while in-person 
therapy posed risks of 
transmitting COVID-19. 
Suddenly, those seeking an 
escape from triggering en-
vironments have no choice 
but to stay in the confines 
of their home. 

“Teletherapy is a really 
good resource, I have cli-
ents who have tested posi-
tive for COVID-19 and had 
to quarantine, but I could 
still see them,” Ristau said. 

Being surrounded by 
hundreds of peers per day 
to living solo or only with 
a handful of roommates 
or family members has left 
many college students feel-

ing a heightened sense of isolation. 

“I’m in a sorority and have lived in this house 
for three years now, so I’m always around peo-
ple,” said Chloe Coldagelli, senior majoring in 

STORY BY SIERRA HOEGER

Don’t Be Afraid to Feel Your Feelings: Seeking Help During a Pandemic
Don’t be afraid to feel your feelings
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apparel, merchandising and design. “I’m such a 
people person, that’s when I’m my happiest, I’ve 
noticed. When we got put into isolation, that 
was really hard. Yes, I’m thankful for Facetime 
and things like that, but it’s not the same. So 
that really did affect me for the longest time.”

Coldagelli has been diagnosed with both de-
pression and anxiety and takes medications to 
treat her mental health disorders. Coldagelli 
has given much thought to seeking therapy but 
has found herself struggling to fit it into a busy 
schedule. 

“The one thing that really helped was letting 
myself feel the emotions and not trying to be 
okay,” Coldagelli said. “That was one thing I’ve 
always struggled with, was I’ve always avoided 
telling people that I have anxiety and depres-
sion because I’m known as the ‘happy friend.’ 
It’s okay to be feeling all these emotions, they’re 
all valid, so just giving myself the grace to feel 
my emotions was a good coping mechanism.”

Self-recognition and the willingness to take 
the first steps to acknowledge one has a mental 
health disorder is crucial when deciding what 
to do next. According to Ristau, throughout 
quarantine, Clear Brook has experienced an 
increase in patients requesting therapy sessions 
and new patients. 

Hesitation towards wanting to be vulnerable 
and open with a stranger or hesitation towards 
wanting to take prescribed medication are both 
reasons individuals put their mental health 
struggles on the backburner. 

PHOTOS BY Aashray Mehta 
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“I find a lot of comfort and joy in other peo-
ple,” Benson said.  “So not having that, I think, 
was really difficult. It had a negative impact on 
me in kind of the way that I no longer had a 
routine and I no longer had a schedule in my 
day. I’m someone who I need consistency and 
I need a schedule in order to maintain positive 
mental health.”

Wanting to remain safe, Benson continues to 
receive care via telehealth. The commute to Des 
Moines to visit her therapist has been elimi-
nated and Benson now receives care from the 
comfort of her home. 

“I personally haven’t noticed too much of a dif-
ference,” Benson said. “It’s still the same experi-
ence. In-person it’s a different level of commu-
nication and understanding you can have with 
one another than there is online, but ultimately 
we’re still having the same conversations we’re 
always having, it’s just on a screen.”

Clear Brook Counseling, located in Ames, IA, 
sees patients both in-person and via telehealth 
systems. If a patient feels willing and able, they 
are more than welcome to receive therapy 
in-person, otherwise via telehealth is always 
there for those more at-risk. 

With the presence of COVID-19 and the new 
territories that have risen since March, there’s a 
lot of unknowns that can take root and live in 
one’s mind. 

“I am really big on feeling feelings,” Ristau said. 
“So for me, I would say acknowledge those 
feelings. Go with them. It’s part of the process. 
It’s kind of like falling in love, it’s super excit-
ing, but it’s really scary; those feelings don’t last 
forever. So just try it, reach out. Once you’re in, 
it’s so worth it.”

While waitlists can hinder one’s experience 
with therapy, Ristau encourages individuals to 
never give up on practicing self-care and doing 
what’s best for themselves. 

“I kind of go on and off again, I always find 
myself coming back to it,” said Logan Benson, 
senior majoring in apparel, merchandising and 
design. “My decision for going [to therapy] was 
more just having someone hold me account-
able and using the tools I’ve been given.”

Benson suffers from anxiety and has found 
therapy as a coping mechanism that works best 
for her. Benson has been going to therapy on 
and off again since she was 14-years-old. The 
style of therapy Benson attends uses cognitive 
behavioral therapy, which helps one to view 
situations rationally, rather than with emotions 
at the forefront. 

Throughout quarantine, Benson emphasized 
the fact that loneliness and isolation took hold 
and affected her mental health greatly. She 
added that she also suffers from an adjustment 
disorder, meaning that change takes a toll on 
her mentally, especially the always-changing 
aspects of living through a pandemic. 

PHOTO BY Aashray Mehta 
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“It’s not all black and white,” is a common phrase that 
holds enormous meaning, especially in  today’s climate. 
In the past, many things were defined as either right or 
wrong. However, societal norms now are not so easily 
put in a box and many definitions can have a gray area, 
or in this case, a bit of color.  

The Beauty team, co-directed by Bailey Green, Irma Guz-
man and Alyssa Shropshire,
 Are using the colors black and white to represent how 
our generation was previously conforming, as well 
as pictures in bright colors to represent how we now 
boldly stand up. The color black represents a dark past 
while the neon colors in makeup show a brighter future 
where people are more outspoken. Our candid genera-
tion is using their voices to spread awareness and make 
an impactful change. 

This change focuses largely on social issues. What was 
acceptable even months ago is no longer acceptable 

now. Many social issues stem from words and hateful 
speech, which were often ignored in the past. Today’s 
generation has decided that this ignorance is no longer 
acceptable.  

“We are seeing a generation who speaks up about 
injustices and doesn’t take injustice from anyone,” said 
Guzman.

The co-directors of the Beauty committee hope that 
through their shoot, individuals will be inspired to stand 
up for what they believe in, to not be scared to speak 
out about injustice and to be a part of the change that is 
happening now. 

“Just because it doesn’t affect you doesn’t mean you 
can’t be an ally or speak out,” said Guzman.  

ITS NOT ALL
BLACK & WHITE

WORDS BY J ILL IAN GABBY
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Zakiya Johnson, a sophomore majoring in 
psychology, can pinpoint a specific moment 
where she first realized her hair was different 
than everyone around her. The Dubuque, Iowa 
native remembers embarking on another day 
of elementary school with her hair fashioned 
in two puffs on the top of her head. Wearing 
her cutest dress, Johnson thought nothing of 
her hairstyle and carried 
herself with the giddy en-
thusiasm of a child ready 
to show off a new outfit to 
her classmates. Johnson’s 
initial excitement towards 
her look quickly gave 
way to insecurity and 
shame, however, as her 
hair gained the attention 
of her peers and provoked 
the same comment over 
and over again through-
out the course of the day: 
“You look like Mickey 
Mouse!”

Though some may want 
to brush off this remark 
as childish playground 
commentary, these words 
had a lasting effect on 
Johnson’s self-image. Once she got home from 
school that day, Johnson tearily told her mom 
to never put her hair in puffs again — and she 
meant it. It wasn’t until the summer before she 
left for college, nearly a decade later, that John-
son finally felt comfortable enough to wear her 
natural hair once again. 

Unfortunately, this is not an isolated incident. 
Johnson, along with countless other Black 

women, have and will experience discrimina-
tion and alienation because of their hair nu-
merous times throughout the course of their 
lives. 

Natural Black hairstyles and protective hair-
styles, such as cornrows, twists, braids and 
weaves, have long received backlash when 

worn by Black women. Whether 
it be in the workplace (where 
Black women are 1.5 times 
more likely to be sent home 
from work because of their hair, 
according to the Dove CROWN 
research study conducted in 
2019), at school or anywhere 
in between, Black women face 
negative comments and dis-
crimination due to their appear-
ance each and every day. 

This becomes even more frus-
trating to the Black community 
when white or non-Black celeb-
rities and influencers wear the 
same hairstyles and are instead 
met with accolades and praise. 

One notable example of this 
double standard occurred at the 

2015 Oscars Award Ceremony where Zendaya 
famously sported locks on the red carpet. This 
look created quite the storm and garnered 
many negative comments on social media and 
in the press from people around the world, 
including a notable fashion commentator who 
claimed the hairstyle meant Zendaya likely 
“smells like patchouli… or weed.” 

Flash forward a year later to the Marc Jacobs 

STORY BY Averi Baudler

Finding Power in the Puff
Finding Power in the Puf
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spring New York Fashion Week show. Just 
months after Zendaya was publicly humiliated 
for her choice in hairstyle, white supermodels 
like Kendall Jenner and Bella and Gigi Hadid 
were revered by entertainment and fashion 
outlets for wearing colorful locks down the 
runway. 

This blatant appropriation runs rampant in the 
fashion and beauty industry and is not only 
frustrating but incredibly disrespectful. Black 
hair has a rich and storied history and wearing 
these hairstyles without acknowledging the 
tradition and decades of oppression that comes 
with them is invalidating to many Black wom-
en.

“There is power in being a Black woman,” 
Johnson said. “When enslaved people were 
coming from Africa on the boats, they used 
their hair to hide rice. Our hair is so versatile 
they used it to create maps on how to get out of 
the South. Our hair is powerful and there is so 
much history in it.”

Aliah Sow, a freshman majoring in mathemat-
ics, has also dealt with negative hair comments 
her entire life and agrees that the double stan-
dard between Black women and celebrities is 
frustrating.

“If a Black woman were to wear a neon-colored 
wig they’re seen as ghetto or ratchet, but if Ky-
lie Jenner does it everyone thinks it’s so cool,” 
Sow said. “If Black women wear weaves it’s a 
problem or they’re bald and don’t have hair, but 
if a non-Black person does, it’s stylish.”

Not only is this frustrating for members of the 
Black community, but it can also be extremely 

PHOTOS  BY:  Aashray Mehta 
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“The issue is a lot of hairstylists do not know 
how to do [Black] hair,” France said. “How do 
you call yourself a hairstylist when you only 
know how to do one type of hair? I think the 
problem here is finding someone who can 
braid our hair or wash our hair properly… 
Finding those resources around you is so hard, 
especially when you’re in a predominantly 
white area.”

Many of us don’t realize the privilege that 
comes with non-Black hair. Having a plethora 
of hairstylists who are equipped to style our 
hair, not needing to worry about if our hair-
style will get us sent home from work and even 
knowing we can walk into Target and have 10 
variations of one hair product to choose from 
are all privileges we don’t realize we take for 
granted. 

Like with any privilege-based conversation, 
Johnson says the most important thing people 
can do is continue to educate themselves as 
much as possible and be more actively aware of 
microaggressions they may be committing. 

“Educate yourself,” Johnson said. “Read books, 
watch movies, listen to podcasts, documenta-
ries, TV shows. It’s all out there and it really 
just comes down to if you care to learn about 
it… I’m not the spokesperson for my race. You 
need to go out and do it on your own.”

harmful to girls and women who are actively 
working to accept their natural hair. 

“Every Black girl I know has heard comments 
on her hair that have made her feel uncomfort-
able or insecure for years,” Johnson said. “To 
see our hairstyles on TV, not on us, and getting 
praise? It’s so frustrating and so invalidating to 
our culture. Our hair is our culture and it’s very 
offensive to me at least.”

Discrimination against Black hair is not limited 
only to impudent or uneducated comments on 
the hair’s aesthetic, though those comments are 
plentiful. This deeply-rooted ignorance spreads 
into Black women’s personal and professional 
lives and is much more prevalent than most 
truly realize. 

Natalie France, a sophomore majoring in 
business, can cite multiple occasions where she 
has felt uncomfortable or out of place because 
of her hair. Growing up in Ankeny, Iowa and 
moving only 20 minutes away when starting at 
Iowa State University earlier this year, France 
is familiar with the lack of diversity that comes 
with suburban Iowa. 

Not only has France felt the societal pressures 
to chemically straighten, or “relax,” her hair in 
order to fit in with her white peers throughout 
her life, but she stresses how difficult it can be 
to find a stylist who can help her with any other 
style. While most Iowa State students can sim-
ply Google “hair salon” and call up any listing 
to ensure a reliable trim or new color, France 
says finding an accommodating local salon for 
Black hair can be nearly impossible. 
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“We are born as canvases and we each tell a sto-
ry by the way we dress and accessorize.”

TREND For Men Accessories directors Maura 
Ortner, Phoebe Lawrence and Lizzy Benoit were 
heavily inspired by the Tabula Rasa theory. This 
Latin phrase which translates to “blank slate,” 
means exactly this, that humans are born with 
a blank slate- no ideas, experiences or charac-
teristics. Because of this, TFM Accessories went 
with “Blank Slate” as their theme for TREND 29.

The theory suggests that everything a person 
comes to believe and feel is from their own 
sensory experiences and upbringing. Although 
it has been debunked, it is true when it comes 
to fashion. 

“Throughout our lives, the way we accessorize 
has been strictly female equals feminine, male 
equals masculine and that’s not true at all,” Law-
rence said.  “Accessories themselves are gen-
derless and regardless of what they are, people 
should be able to wear them without any sort of 
judgment.” 

It is easy to fall into society’s traps of what 
someone can and can’t wear. However, these 
rules are make-believe and defying them allows 
you to be your truest self. So be artistic. Wear 
that funky necklace. Defy toxic masculinity. Shut 
out any negative judgment and be yourself. 

BLANK SLATE
BLANK SLATE
BLANK SLATE
BLANK SLATE

tfm accesories
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According to the Oxford Dictionary, the defi-
nition of racism is, “The inability or refusal to 
recognize the rights, needs, dignity or value of 
people of particular races or geographical or-
igins. More widely, the devaluation of various 
traits of character or intelligence as ‘typical’ of 
particular people.” Looking at this definition, 
the majority of society would want no part 
in promoting this kind of hateful behavior. 
However, watching the media grow and evolve 
throughout the years, the question boils down 
to whether or not the media promotes this 
kind of thought process. 

It is no question that racist actions have 
always been frowned upon, but the fact of 
the matter is the same problems arise time 
and time again. The United States has been 
at a crossroads over the past six months with 
protests against police brutality and the unfair 
treatment of people of color. The Black Lives 
Matter movement has sparked a worldwide 
movement of protesting and standing up to 
racial discrimination and those who are allow-
ing it to continue. Dr. Michael Bugeja, distin-
guished professor in the Greenlee School of 
Journalism at Iowa State University, is witness-
ing the same thing happen that he watched as 
he was growing up. 

“They are covering it as they did in 1968 
through 69. I have flashbacks,” Bugeja said. 

Bugeja has been in the journalism industry for 
48 years. He states that bias in the media can 
stem from a couple main points: institutionally 
and stereotypically.

“Sometimes racial bias stems from reporter 
ignorance in the form of stereotypes,” Bugeja 
said. “Often it is related to too few editors and 
reporters of color in newsrooms. And univer-
sities, including journalism schools, are also 
to blame for not sufficiently recruiting under-
represented students and faculty members. 
Finally, there is an institutional bias in journal-
ism, the notion that newsrooms do not change 
to become more proactive, covering new 
demographics and practicing social respon-
sibility—taking stands about diversity, equity 
and inclusion.”

Bugeja spent the beginning of his career as 
a wire service editor in the Dakota’s in the 
1970s. He covered the Pine Ridge and Rosebud 
Reservation. He reported social and communi-
ty issues, including tribal and federal policies 
and disagreements. In that part of the country, 
he was a part of a rare group of journalists 
that covered these issues, unless there was na-
tional interest or a crime had been committed. 

“What does that say about journalism when we 
fail to cover communities because of skin col-
or?” Bugeja said. “Well, that was the rule when I 
was a reporter in the 1970s. Gradually, this has 
diminished, thanks in part to education.”

Dr. Novotny Lawrence, associate professor in 
the Greenlee School of Journalism, currently 
teaches diversity in the media course. 

“One of the things that happens when you 
teach or say things like this is sometimes 

STORY BY Jaclyn Fraise

Is the Media to Blame?Is the Media to Blame?
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people tend to view you as a naysayer because 
you're always talking about history or you are 
demonstrating that there is a problem,” Law-
rence said. 

Lawrence is not discrediting the progress that 
has been made on this issue but instead ad-
vocating for the work that needs to be done. 
Lawrence explains that there are forms of 
media that do get it right. 

“What we are seeing at this moment in cinema 
is there are advancements in representation,” 
Lawrence said.  

Cinema on Hulu such as “Antebellum” or “High 
Fidelity” are representations of filmmaking that 
are doing it right. However, the same stereo-
types are coming across the board for people 
of color. The angry Black woman stereotype is 
something that has come up in films countless 
times. 

“It’s those images in the absence of every-
thing else because then you pigeonhole Black 
women as one thing. It’s the same looking at 
Latinx women, and they are always portrayed 
as maids,” Lawrence said.  

Some strides have been made in cinema, but 

PHOTOS BY Claire Corbin
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The tragedies of summer 2020 that have been 
heavily broadcasted have shifted the media in 
many ways specifically within sports media. 
Lawrence states that Colin Kaepernick created 
an uproar in 2016 when kneeling for the Na-
tional Anthem to protest against police bru-
tality. After opting out of his contract with the 
San Francisco 49er’s and not getting signed to 
another National Football League team since, 
Kaepernick hasn’t played in an NFL game since 
January 2017.  

Today, we are seeing athletes in a variety of 
sports kneel as a form of protest, along with 
merchandise  being made in support of BLM 
and remembering the tragic deaths of so many 
that have been lost. The NFL came out with a 
statement that they should have stood with 
Kaepernick after the death of George Floyd 
and are now allowing players to protest. 

“Colin Kaepernick still does not have a job, so 
the NFL has not gone far enough in my opin-
ion,” Lawrence said. 

The way the media covers topics can change 
the course of how individuals are going to 
react depending on how journalists cover 
the story. Regardless, racism in the media is 
happening in all forms, and standing up and 
calling out those who are behind these of-
fensive habits is how we can push for better. 
Lawrence spoke about why acting on this is so 
important. 

“If you don’t talk about something, a problem 
does not reconcile itself. Not talking about 
it is not going to exact change. The people 
who do not want you to be talking about this 
are people who are bound up in systems of 
oppression,” Lawrence said.

there is also a lot more work that needs to be 
done to get rid of stereotypes. 
 
There has to be accuracy in truth in reporting: 
we hold people accountable, and train them 
to work in an equitable society. Lawrence 
covered a specific example of post-Hurricane 
Katrina. The news reported  Black families 
going into grocery stores that were flooded to 
get necessities to live, claiming the stores were 
being looted.  On the other side, white fami-
lies going grocery shopping were reported as 
trying to survive. This is where you see the 
division of reporting and the improvements 
that need to be made. 

Fast forward to today, compare the different 
ways news stations cover the BLM movement 
and other protests surrounding other issues in 
our society. Some outlets negatively illustrate 
protests while others present in a brighter 
sense. For instance, when armed protestors 
presented themselves outside of statehouses 
demanding COVID-19 restrictions be lifted, 
there was silence on certain news outlets. 

“You would think that these are some of the 
vilest people in the world.” Lawrence said  “Yes, 
there was looting after the death of George 
Floyd. Ninety-three percent of the protests 
that occurred were peaceful. If you protest 
peacefully and say that Black lives matter be-
cause you want people to come to understand 
that Black lives should matter, then you’re vile, 
you’re violent and you’re anti-police.”

Those reading and viewing the news deserve 
transparency and honesty from those report-
ing it. 

“If you don’t, you will lead to polarization and 
divisiveness in this country, and you’re part of 
the problem and not the solution,” Lawrence 
said.
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TFM  Runway

ORDINARY UNREST

WORDS BY MADISON UITERMSTKT

TREND For Men Runway challenges apparel gender 
norms by cultivating the “Femboy” style and 
aesthetic by blurring the lines between men and 
women’s fashion. Capturing what it means to live 
in this ever-evolving world, TFM Runway creates a 
form of a culture shock to redefine gender norms 
and create an environment where clothing does 
not possess a certain gender.  
 
The year 2020 has been shocking to everyone, but 
it has also shaped our culture today by forcing 
individuals to not only quarantine, but spend time 
with, find, and love themselves which eventually 
lead to new trends and identities including the 
newly emerged “Femboy” aesthetic that remains 
the focus for TFM Runway. 

“Things have happened in society that has shaken 
up the normalcy of life and probably for the better. 
Shocking things have been coming into the light 
that is shaping our culture,” said TFM Runway Co-
director Gabrielle Brainard while discussing what 
the theme “Ordinary Unrest” means to her. 
            

Heavily inspired by the “Femboy” aesthetic, friends, 
and social media platforms, TFM Runway bring 
aspects from both men and women’s fashion for 
their shoot by pairing feminine styles such as a 
lace dress with knee-high glitter boots and corsets 
with masculine styles such as men’s loafers, 
collared shirts, and oversized suits. 

“We wanted outfits that showcase shock value and 
are unexpected,” said Brainard. 

What may seem like a new, unique trend to most is 
in reality, a huge step towards redefining fashion 
and gender norms by creating a new era where 
individuals can wear whatever makes them happy 
without being branded based on their gender. 
Not only is TFM Runway supporting the freedom 
of self-expression, but they are defining what it 
means to live in the year 2020 by allowing the 
boundaries between men and women’s fashion 
to disappear, creating an environment of love and 
acceptance for millions. 

DIRECTORS:
Gabrielle Brainard
Elli Peller
Izacc Quisling

PHOTO BY Cla ire Corbin
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PHOTO BY Cla ire Corbin

GOLD CHAIN NECKLACES member owned SHEER 

TOP Dol ls  Ki l l  $45 SLIP  DRESS We Are Hah $98 

PHOTO BY Paige Duckler

models  le f t  to  r ight  SUIT Jaded London 

TOP $136 BOTTOM $75 AIR FORCE 1 ’ s 

Nike $90 ONE SOULDER TOP Zara $30 

LATEX PANTS Dol ls  Ki l l  $48 COMME DES 

GARCON X CONVERSE Nordstrom $140
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TREND 
FOR MEN 
ISS. 29 
CULTURE 
SHOCK

PHOTOS BY Paige Duckler

models  le f t  to  r ight  ONE SOULDER 

TOP Zara $30 LATEX PANTS Dol ls 

Ki l l  $48 COMME DES GARCON X 

CONVERSE Nordstrom $140 GOLD 

CHAIN NECKLACES member owned SHEER 

TOP Dol ls  Ki l l  $45 SLIP  DRESS We Are Hah 

$98 NIKE CREW SOCKS Nike .com $12 3989 

BROGUES IN BLACK Doc Marten $130
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PHOTO BY Cla ire Corbin
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PHOTO BY Paige Duckler
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Originally launched in 2016, the largely popu-
lar app, TikTok, has encouraged an abundance 
of new fashion trends to emerge - helping dis-
mantle gender norms within modern fashion.

Whether that be through the newly popular-
ized trend of men wearing skirts or supporting 
a freshly cropped top, to applying makeup or 
nail polish. TikTok has opened a new space for 
male creators, regardless 
of their sexual orien-
tation, to express their 
individuality through 
trends that are labeled 
as being traditionally 
feminine.

And who is at the fore-
front of this movement? 
Generation Z. 

Gen Z is the generation 
in between millennials 
and Generation Alpha. 
This generation was born 
sometime between the 
mid-’90s through the 
early 2010s, and they’re 
tired of being told what 
they can and can’t do and what they must con-
form to. Their message is one of confidence and 
pride. A message that hopefully will continue 
to spread to younger generations.

Roger Rivera, a senior at Iowa State University 
majoring in advertising, has seen this new-
wave of empowered young men reflected on his 
own TikTok “for you page.” 

“[TikTok] has allowed for so many men to step 
out of their comfort zones in how they dress 

because they can see others doing the same,” 
Rivera said. “It is no longer taboo because with 
so many others stepping out of their own com-
fort zones, they feel connected.”

And connected they are. Taking a scroll 
through the popularized hashtag, #femboys, 
you’ll find hundreds of video clips of these men 
encouraging one another and being authenti-

cally themselves. This connec-
tion bridges the gap between 
countries as TikTok trends find 
themselves being completed by 
people across the globe.

Maks Shevelov, an internation-
al student attending Zeppelin 
University in Friedrichshafen, 
Germany has noticed this new 
culture’s effects on redefining 
gender norms from over 4,000 
miles away from Iowa. 

“TikTok is connecting all the 
different fashion styles men are 
influenced by,” Shevelov said. 
“This connection promotes 
creativity, as well as bravery, as 
it is difficult to express your-

self through clothing, which is not seen as the 
norm.” 

Where this trend originated from is hard to 
exactly pinpoint. One TikTok creator, Seth 
Williams who goes under the username @
thatsusboy had a video go viral overnight as he 
presented himself wearing a tennis skirt with 
his nails painted. From there, a flurry of vid-
eos began to appear where other creators who 
identified themselves as male took inspiration 
from Seth’s style. 

A New-Wave of Trends, TikTok’s Influence on Men’s Fashion A New-Wave of Trends, TikTok’s Influence on Men’s Fashion 
STORY BY Allison Martyr
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popular forms of media’s negative influence on 
body positivity.

“All forms of media have begun to push this 
idea that beauty is based on how thin some-
one is, but not to say that being thin is wrong,” 
Rivera said.

So where do we go from here? Amidst the hate 
comments and negative stereotyping, there 
has been plenty of positive changes. Positive 
changes that hopefully will lead to a brighter 
future, a more accepting future. A future where 
fewer hate comments are allowed to slip into 
the cracks, simply until there are none. 

There is no doubt that TikTok has made an 
impact on the world around us, particularly on 
male fashion and expression. 

To Rivera, this change is evident even in the 
ways men are dressing during their day to day 
lives.

 “I definitely believe that TikTok has helped 
break common gender stereotypes,” Rivera 
said. “You can see it every day from painted 
nails to sheer shirts on men. I think it's a posi-
tive change that helps defeat norms.”

This isn’t the only movement on TikTok that 
has helped deconstruct social stereotypes, and 
it is surely not to be the last. As more creators 
log on to the app and create unique content - 
inspiration will continue to flourish, grow and 
spread. 

That being said, TikTok is a melting pot of 
fashion and creativity where many new trends 
and terms have exploded within the last couple 
of years, and it’s hard to name every single cre-
ator who has been a part of these movements 
as there are so many. 

To Shevelov, these creators are a new genera-
tion of heroes in a sense. 

“By spreading these trends and showing every-
body that these gender stereotypes aren’t the 
‘norm’ any longer, we will lose them,” Shevlov 
said. “I think anyone who works against these 
existing stereotypes is a hero by starting to 
change the path our parents made for our 
future.”

We’ve lived in a society where modern culture’s 
outlook on gender has been littered with harm-
ful stereotypes for too long. Gender norms 
work to constantly restrain individuals from 
expressing themselves in a safe and comfort-
able environment. With an app such as TikTok, 
a new kind of environment has been created. 
A safe haven of sorts for those who wish to ex-
press themselves, however they please, as well 
as see others express themselves in ways they 
may relate to or gain inspiration from. 

That being said, the openness and accessibil-
ity of TikTok can of course lead to negative 
repercussions such as rude and insensitive 
comments. This concern is valid and has been 
witnessed by many. 

“We shouldn’t forget that these platforms pro-
mote superficiality, which can turn into bully-
ing and ironically to new minorities,” Shevelov 
said. 

Rivera also commented on TikTok and other 
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A few creators to check out: 

@wisdm - with a style that is au-

thentic and eccentric, Wisdom 

continuously expresses his own 

unique style shamelessly on the 

app.

@boykawa - provides straightfor-

ward and interesting content that 

typically revolves around one key 

fashion item. Kawa’s sewing skills 

are quite impressive as well. 

@seannaltman - Seann’s energy is 

infectious. Constantly coming up 

with new and colorful looks, Se-

ann’s channel is incredibly fun to 

scroll through and gain inspiration 

from. 

PHOTOS BY Paige Duckler
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Brown tank: thrifted Brown plaid trousers: thrifted Dr. Marten boots: director owned Pearl necklace: thrifted
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Wyble, the directors of this year’s TFM 
RTW committee, wanted to blur the lines 
between fashion and gender through 
this shoot. With the emotions and feel-
ings of nostalgia, love and acceptance, 
the directors and the 11 committee 
members created a space where men’s 
sexual exploration and intimacy are 
encouraged. 

When asking the directors of this year’s 
TFM RTW what they hope readers take 
away from the “Coming of Age” photo-
shoot, they said, “We hope that the read-
ers go out of their comfort zone and try 
new things without worrying about what 
society says is acceptable.” 

Close your eyes, and think of the feelings 
you felt when you had your first kiss, 
your first crush or the first time you felt 
what it truly means to be alive. Now, dive 
deep into your indie film with this year’s 
TFM RTW: “Coming of Age.” 

Coming of age can mean a lot of differ-
ent things to a lot of people. For some 
people, coming of age might be reaching 
adulthood and transitioning into civilian 
life, but for some, it takes on a deeper, 
more magical meaning. 

This critical time in a person’s life is the 
period where sexual exploration and 
self-identification arise in an air of lust 
and confusion. Coming of age is where 
you find yourself, your true self. This 
period allows you to explore the side 
of yourself that you were never able to 
before. Embracing your individuality can 
be a shock to yourself and the people 
around you, that’s why the directors of 
TREND For Men Ready-To-Wear decided 
that their committee’s theme, “Coming 
of Age,” would be the perfect theme to 
match the overall theme of TREND’s 29th 
issue, “Culture Shock.” 

Kaelyn Wright, Julia Dunlavey and Carley 

WORDS BY ZACK BROWN

TFM ready to wear

COMING OF AGE

DIRECTORS 

Kaelyn Wright

Ju l ia  Dunlavey

Car ley Wyble
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PHOTO BY Aashray Mehta

Silk blouse: committee owned, Scarf: committee owned, Jeans: committee owned Shoes: dr 
martens - model owned
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PHOTO BY Aashray Mehta

Model left to right Brown tank: thrifted Brown plaid trousers: thrifted Dr. Marten boots: direc-
tor owned Pearl necklace: thrifted Green shirt: thrifted White tank: thrifted Brown Wranglers: 
thrifted Pearl necklace: thrifted Dr Marten sandals: director owned Crap Eyewear sunglasses: 

Director Owned Gucci scarf: director owned
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PHOTO BY Claire Corbin

Model left to right White button up: thrifted (painted by Kaelyn Wright) Levi jeans: 
committee owned Dr. Marten boots: Director owned Vest: thrifted Black trousers: 
thrifted Dr Marten boots: model owned Pearl necklace: thrifted Sunglasses: 
director owned Scarf: committee owned Shirt: thrifted Belt: model owned Pearl 
earrings: thrifted Corduroy pants: committee owned Dr. Marten sandals: director 
owned 
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PHOTO BY Claire Corbin

Brown tank: thrifted Brown plaid trousers: thrifted Dr. Marten boots: director 
owned Pearl necklace: thrifted
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Coming of Age
Coming of Age
Coming of Age
Coming of Age
Coming of Age
Coming of Age

PHOTO BY Paige Duckler

White button up: thrifted (painted by Kaelyn Wright) 
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PHOTO BY Aashray Mehta

Scarf: committee owned Shirt: thrifted Belt: model owned Pearl earrings: thrifted Corduroy pants: 

committee owned Dr. Marten sandals: director owned 
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PHOTOS BY Claire Corbin and Aashray Mehta

Model top to bottom Vintage bomber jacket: director owned Silk blouse: committee owned, Scarf: committee owned, Jeans: committee owned Shoes: dr martens - 

model owned Green shirt: thrifted White tank: thrifted Brown Wranglers: thrifted Pearl necklace: thrifted Dr Marten sandals: director owned Crap Eyewear sunglasses: 

Director Owned Gucci scarf: director owned
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PHOTO BY Claire Corbin

Model left to right Vest: thrifted Black trousers: thrifted Dr Marten boots: model owned Pearl necklace: thrifted 
Sunglasses: director owned Scarf: committee owned Shirt: thrifted Belt: model owned Pearl earrings: thrifted 

Corduroy pants: committee owned Dr. Marten sandals: director owned 
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PHOTOS BY Aashray Mehta

Model left to rightVest: thrifted Black trousers: thrifted Dr Marten boots: model owned Pearl 

necklace: thrifted White button up: thrifted (painted by Kaelyn Wright) Levi jeans: committee 

owned Dr. Marten boots: Director owned 
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PHOTO BY Paige Duckler
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PHOTO BY Claire Corbin

Model left to right White button up: thrifted (painted by Kaelyn Wright) Levi jeans: committee owned Dr. Marten boots: Director 
owned Vest: thrifted Black trousers: thrifted Dr Marten boots: model owned Pearl necklace: thrifted Sunglasses: director owned 
Scarf: committee owned Shirt: thrifted Belt: model owned Pearl earrings: thrifted Corduroy pants: committee owned Dr. Marten 

sandals: director owned 
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See office for details.

ISUCAMPUSTOWN.COM

SINGLE - URGENCY - 1UP

Looking for 
Fall 2021 housing?

Now open for in-person tours!

Scan here for 
more information

OFFICIAL SPONSOR OF
IOWA STATE ATHLETICS™
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WE
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Meredith is a proud supporter of the
Greenlee School of Journalism and Communication 

and TREND Magazine
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