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This oversized jackper 
(combination of a jacket 
and a jumper) is made 
out of 100% cotton The 
lightness of the fabric 
ensures the wearer can 
layer pieces easily un-
derneath. The oversized 
pockets are big enough 
to fit in most devices like 
ipad minis and Samsung 
galaxy notes. 

‘People are becoming more comforatable 
in who they are and they dont feel the 
need to label themselves - not even lable-
ing themselves as a gender’

-Faye Toogood | key Driver
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Crow neckline jumper 
made with Merino wool 
with silk. printed silk stripes 
on the oversized sleeves. 
In moonsone pink and 
sand storm nude. 
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Loose cropped hood-
ie in tainted mush-
room purple with front 
patch pocket paired 
with the sand storm 
nude oversized jacket 
made from Naoran 
(an eco alternative to 
leather) consisting off 
2 outter pockets and 
4 inner pockets, finally 
paired with pleated 
silk wide leg trousers.
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The colours of this co-ord 
are in shades that are 
proven to decrease stress 
- much like the Baker 
Miller hoodie by Vollebak. 
100% polyester with elas-
ticatedwaistband paired 
with oversized puffa 
jacket made form gortex 
finished with a satin lined 
printed drawstring bag 
and soft bamboo socks.

‘Jaquard presents a great 
opportunity for brands and 
designers to open a door to 
the future’
Bart Sights 
Levis Strauss.co
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This bomber style hooded jacket 
is the statement piece of this 
trend/collection. Made from 
Gortex and silk with interactive 
Jaquard yarn weaved through-
out. It enables the wearer to 
charge thier electronic devices in 
the left inside pocket.  

A small magnetic 
pad that fuses to 
the charger with the 
Jaquard yarn embed-
ded into it to gener-
ate the electricty. The 
hood can be tucked 
neatly in the collar 
and sealed with an 
invisible zip. 

key driver 1?
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Loose fitted cropped 
black cullotues with silk 
grey striped down the 
seams. The two tone 
hoodie is made from 
100% cotton and has 2 
placket pockets on either 
side. The bag is made 
from the durable water 
proof fabric mentioned 
before; Naoran.

These 95% Cotton, 5% Elas-
tane cullottes have 2 oversized 
invisible pockets and an elas-
ticed waistline. With draw-
strings on the waist and on the 
hem. The high neck jumper is 
made from the same material 
exepmt the bottom being 
100% cotton.

Lookbook.A/W18 Lookbook.A/W18 
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Ankle length . Elasticed cuffs 
and puff ball hem. The 2 piece 
tracksuit is made from 90% 
and  10% elastic

This frosted moonstone pink cropped 
puffa jacket is made of 100% Polyure-
thane and has 2 inside pockets, there 
is a lined gortex hood tucked in the 
collar. Worn with nude printed cotton 
jumper and oversized black mac. 



Final Line up
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A versatile and comfortable collection aim-
ing towards a generation of realists that 
care about the impacts that influential in-
dustries have on the environment and the 
importance of slow fashion with Levi’s 
core values of detail, durability and 
functionality. A collection of classic 
statement pieces including bomber jack-
ets, hoodies, t-shirts along with denim 
jackets and jeans. All calming colour-
ed pieces express equality and freedom 
with the genderless, sporty approach. The 
branding is kept subtle with hints of the 
conceptual print to compliment. The im-
portance of sustainable fashion is in-
creasing and is a clear trend within Gen-

eration Z or as I call them IGen, rather 
than going towards the conventional way 
of ‘eco friendly’ clothing, this collec-
tion is about slow style rather than fast 
fashion. By investing in quality state-
ment pieces that will benefit and coin-
cide with their fast lives, it drives the 
journey to a more sustainable future. It 
will connect to consumer through quick 
personal forms of friendly advertising 
including the ‘style solution’ filter on 
snapchat to capture what style best suits 
the individual. Look books and vide-os 
will be sent through Watsapp and text 
message. This collaboration of Levi’s 
Made & Crafted x IGen delivers comfort

CONCEPT
The fight between human-
ity and human nature is 
getting worse and global 
warming does exist. There 
is a generation that cares 
about the future of our 
planet and the future of 
fashion. Exploring Bir-
mingham for the proof of 
natures power, with the 
trees and plants growing 
anywhere in the man made 
abandoned buildings. With 
more and more people from 
the younger generation 

taking the environment 
into consideration with-
in their everyday lives 
this concept will appeal 
to them. It will stand for 
what they believe in by 
giving them the message of 
culture not con-sumption 
and show them how the col-
lection has been Made & 
Crafted through videos and 
editorials.The streets, 
the plants and the build-
ings will influence the 
design process along with 
the target market.



CONCEPT
With a generation more ea-
ger to enhance and repair 
the environment this trend 
will encourage the well-
be-ing of not only the 
planet but the people and 
the crea-tures that live on 
it. This will be taken for-

ward by design-ing classic 
looks with a contemporary 
approach with every piece 
being an ‘investment piece’ 
therefore the wearer will 
have something that lasts 
and wont spend as much mon-
ey and time being a slave 
to fast fashion

This collection will be unisex as 
it also expresses equality. The 
conditions that manufactures have 
their employees in is usually ter-
rible and this ongoing trend of 
slow style not fast fashion with ‘ 
who made my clothes’ campaign. The 
street style images I’ve gathered 
could be recycled denim and is 
something I will incorporated in 
the design process.



The print will be subtly 
placed in pieces expressing 
the concept of slow fashion 
making people realise how 
beautiful nature actually is 
and how we need to enhance 
it not control and kill it

After having my eyes opened 
with The True Cost documentary, 
I now understand the importance 
and the impacts of the fashion 
industry. This trend is meant 
to be about understanding hu-
man nature and it’s in my human 
nature to care about working 
conditions in the fashion in-
dustry and the wellbeing of its 
employees, from the lady who 
sews on the buttons to the cre-
ative director of a huge fash-
ion house in paris. It is rec-
ognised that Generation z, Igen 
or digital gen are passionate 
about the environment. They are 
highly empathetic towards other 
people and the planet. 



The Tribe
Generation Z is the tribe or Igen hence the 
name of this collection. The tribe has had 
the biggest in-fluence when designing. Their 
re-alists, they worry about the future and 
depend on their electronic devices. Marketing 
to them is dif-ficult as their attention span 
is ap-proximately 8 seconds according to CMO. 
This is the only tribe I would design for and 
represent as their the future and they know 
it. Their multitaskers, self educated and 
globally aware due to youtube and other so-
cial platforms. To me Igen is anyone born be-
tween 1995 - 2010 but that differs depending 
on opinion or sources. The concept of raising 
awareness of culture over consumption and the 
impacts on the environment and human health 
would interest Igen as most of them are pas-
sionate about the environment and peoples 
wellbeing.

Vivienne Westwood encourages 
people to care for the environ-
ment, she respects the world 
around us and understands the 
significance of mother nature 
and wellbeing. She would drive 
this trend forward with her 
passion for the safety of the 
environment as this collec-
tion is about being more sus-
tainable by invest-ing in long 
lasting pieces.



Although Lana Del Rey is a Millennial (born in 
1985) she has the mindset, aura and style of 
generationZ (igen). She would drive this ef-
fortless, sporty trend forward whilst being a 
muse for the collection. The whole con-cept 
of ‘youth is a state of mind’ applies to Lana 
which pushes into the ethos of my FMP. Not 
only I have I used her lips as a template for 
the print, I’ve also incorporated a few of her 
quotes throughout to give the designs vibes of 
the west coast to the overall look.

Print Development 
Originally the print was a traditional floral 
then as the concept and market research grew 
the print developed to a more contemporary 
, relevant style. The shape of the lip comes 
from key driver 1 Lana Del Rey and express-
es humans devouring nature, with he message 
of Culture over consumption’ inspired by Key 
Driver 2 Vivienne Westwood. The sunrise from 
Made & Crafted is embed-ded into the flower 
keeping the original Levi’s font for the ty-
pography.Various logo ideas have been exper-
imented through embroided samples of print 
shown right.



Colour Story & Design Development
Silhouette is loose and free with sporty de-
tailing. Most pieces are uni-sex however some 
jeans would be different depending on what 
style the consumer wanted. Puffas jackets, 
heavy duty denim and waterproof fabrics lined 
with silks dominate the collection and are 
styled to be layered under or over most of 
the pieces.

Colour Story & Design Development
Culottes, joggers, hoodies and 
t-shirts will ensure the collection is 
comfortable with soft combined cotton 
silks and cashmere. Orig-inally floral 
print was going to be placed in each 
look including the inside detailing. 



Design Development 
With slight hints of tailoring 
which would be made of recy-
cled denim this gives the gen-
eration/customer a wider range 
to style sporty with sophis-
tication. Details of prints 
are inside with various pock-
et place-ments to accommodate 
to the digital side of wearing 
the collection i.e pockets the 
size for IPhones and and other 
smart phones

Look One 
Light weight matt pink Gortex jacket 
filled quilted with a combination of silk 
and cotton lining. Two buttoned side 
pockets with zip and buttoned front 
placket Hood is quilted with feathers. 
Jeans are a bleached heavy duty den-
im with invisible hoop zip styled with 
a track jacket made from 87% polyes-
ter / 13% cotton interlock.Full zip with 
ribbed stand-up collar.

Look Two

Look Three
Mens and womens printed boxers would 
be branded in various ways and would 
cater to the particular fit of the jeans so the 
wear has comfort without visibility of the 
underwear. Styled with cropped track top 
similar to look one.



Polyester tracksuit bottoms with 
side pockets and stripes. Would 
also be available with light 
denim on the outside with the 
combination of jeans and jog-
gers. Look is styled with basic 
branded T-shirt.

Look Four

1.

Oversized denim coat with 
silk viscose lining and in-
side pockets. Each pocket 
on the outside is patched 
with integrated side pock-
et and sealed with a light 
magnetic button. Jeans 
are similar to Levis 512 
slim tapered jeans with a 
light lining underneath to 
protect against the cold 
that could potentially pass 
through the rip detailing  in 
the jeans.

Look Five 
Oversized layered bomber 
with stripe sleeves inside 
pockets and patch pockets 
made from polyester and 
styled with thick cashmere 
jumper with elasticated 
hem and cuffs. Jeans have 
a stripe to give the sporty 
edge to the design

Look Six
Loose fitted lined jeans 
with pink patch pockets 
and button front are styled 
with oversized cotton 
T’shirt with the branding 
being less subtle. 



AW17 | TRENDBOOK 

Look Seven 
Cropped thick bomb-
er with high neck colour 
made from gortex lined 
with wool and insulated 
with a light layer of feath-
ers. One of the logos 
would be embrioeded 
onto the back with the 
print wrapping all aorund 
and on the sleeves. Zip  
and belt hap secure the 
warmth inside the jacket. Look Eight 

Turtle neck jumper with 
front zip and printed body 
made from 80% cotton 
and 20% polyester. Styled 
with a similar puffa jacket 
to look one with a longer 
hem and a bigger hood. 
The hood would be lined 
with cashmere wool. 
Ripped fitted jeans with 
patch work of embroidery 
on the hem and waistband.

AW17 | TRENDBOOK 

Final Line Up



Packaging

Packaging is made from 400gsm 
thick card to ensure the buyer can 
use the bags more than once. The 
print would vary on each bag de-
sign and would be an effective way 
of marketing the brand without ob-
vious advertisement. The Levi’s text 
would be clear and bold. Online 
shopping boxes will be small and 
compact.Swing tags have minimal 
information because every person 
who purchased something would 
get a lookbook with all the informa-
tion about the pieces inside



Online Marketing 

Website would be clean and easy 
to navigate with lookbooks, behind 
the scenes videos from editorial 
shoots ( 8 seconds) as IGen have 
the approximate attention span of 
8 seconds according to LSN:Glob-
al. Potential consumers can sign up 
to text message/ watsapp adver-
tisement on the website. This is giv-
ing Igen the choice to have the ad-
vertorial, its not forced upon them 
which would be more effective.

A Snapchat filter that would show the cus-
tomer how certain styles of jeans would fit 
to their body shape. By holding the cam-
era to take a mirror selfie the jeans would 
appear in different cuts,styles and colours. 
So when the customer goes in store on 
online he or she would know how they 
would look. Obviously this wouldn’t work 
as much for fit and feel but more for a 
quick look on how the product.
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Allora is a biannual fashion & culture 
magazine that has been developed and 
designed for a new generation of re-
alists who can relate to the worlds 
problems and who want to join the new 
force of young individuals who are 
shaping the future of publishing. 
Through travelling unconventional 
routes and defying the tradition-
al constraints of fashion and life-
styles, Allora will give you, and col-
laborators, non biased content which 
promotes the individual and curates a 
collection of creative journeys.
Allora brings a diverse range of cre-
ative talents from all over the world 
together, to enhance innovative skills, 
share stories and inspire. Although the 
magazine covers sometimes dark topics, 
political debates and intimate sub-
jects (Taboo Topics) Allora’s meaning 

is the silver lining...to leave the 
reader with a positive mindset. 
All photoshoots follow a conceptual 
narrative and are styled sustainably 
by a collaboration of independent de-
signers, vintage pieces, charity stores 
and used high street products to pro-
mote culture over consumption. Allora 
encourages sustainable style over fast 
fashion and fits your lifestyle, rather 
than the latest fads and trends. 
The launch issue will give you an in-
sight into the fashion industry from 
anonymous insiders who have worked 
in London, New York and Birmingham, 
alongside art and design projects from 
up and coming entrepreneurs, documen-
tary diaries, travel memoirs and more. 
Allora gives you real life, while ac-
commodating the need for pure escapism 
and a break from the screens. 

Introduction   

In the making



The core concept of the publication 
is the Infinite and Tedious Misconcep-
tion of numbers which I will reflect on 
by not having the price for products 
and cast models of all ages and sizes. 
Originally the theme for the first issue 
was ‘youth is a state of mind’ by doc-
umenting people of all ages through-
out, I also contacted Instagram star 
Baddie Winkle but one of my competi-
tors, Debut magazine beat me to it. I 
will however, keep trying, as this is 
a theme I’d like to deploy online and 
in print at some point in the future 
along with themes about followers, 
dress size and anything else that is 
defined by numbers.
The logo of the lips and vomit rep-
resents how sick and tired my market 
are of bias content; with the tape 
texture representing the voice that 
I will let people have in the maga-
zine. No longer will people need to 
be quite about topics that they’re 
afraid to address, I want readers to 

know Allora is a voice for generation 
z, and it’s speaking up. The numbers 
represent the core concept but wont 
be published until perfected and when 
the magazine has more recognition. 
The first issue will have a slight 
introduction to the concept and it 
will build from there, having more 
of a full introduction through online  
content, as my target market are pri-
marily digitally focused.
The theme for this issue developed 
as I progressed and gathered content 
from contributors. ‘The Vizual Issue’ 
is to represent a particular sub cul-
ture within generation Z, who have in-
spired me to set out on this journey. 
The theme also reflects how visual the 
launch issue is with powerful imagery 
from documentary, campaign, fashion 
and street photographers, along with 
conceptual illustrations and a visual 
insight into contributors and collab-
orators work. Turn over for content 
breakdown and previews.

Development  

AGELESS IN ARGENTINA
By Josh Walker

23 : 02 : 2017 Argentina : Tourism : The Flat Age Society

5 Places You Should Visit if  You Want to Shout by La Comunidad and Argentina' s

Presidency of the Nation, Argentina

Watch this video at https://www.lsnglobal.com/briefing/article/20887/ageless-in-

argentina

Briefing Page 1 of 2
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GENERATION
GREY
By Peter Maxwell

01 : 03 : 2017

The Flat Age Society  : Life Expectancy : South Korea

Global – New research into average life

expectancy shows significant increases by

2030.

South Korea is predicted to have the

highest life expectancy of the nations

studied and the US the lowest

The research also showed that the gap

between men and women would start to

close in most countries

Between 2015 and 2030, life expectancy in

the UK is expected to rise from 79 to 82

for men and from 83 to 85 for women

Imperial College London collaborated with the World Health Organization to analyse lifespans in 35 industrialised

countries. While the research showed that people in all these nations would live longer, this would occur faster in

some countries than others. South Korean women were predicted to be the first group to achieve an average life

expectancy of 90.

‘South Korea has got a lot of things right,’ Professor Majid Ezzati told the BBC News website. ‘It seems to have

been a more equal place and things that have benefited people – education and nutrition – have benefited most

people. And so far, it is better at dealing with hypertension and has some of the lowest obesity rates in the world.’

In contrast, Japan, a country renowned for its ageing population, is forecast to be quickly overtaken in terms of life

expectancy. The US will have the lowest life expectancy of those studied by 2030, and professor Ezzati points to

the high level of inequality in American society and the fact that it is the only country without universal health

insurance as key contributing factors.

The top five countries where women are predicted to live longest from birth in 2030 were Australia (87), Switzerland

(87), Spain (88), Japan (88), France (88) and South Korea (90). The top five countries where men are predicted to

live longest from birth in 2030 were New Zealand (83), the Netherlands (83), Canada (83), Switzerland (83),

Australia (84) and South Korea (84).

The Big Picture

As the global population lives longer and longer, the traditional goals and stages that used to structure

consumers’ lives have become increasingly irrelevant. Read our macrotrend The Flat Age Society for more.

The
 VIZUAL
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Jason Dorsey is the Co-Founder of Mil-
lennials and Gen Z Researcher at The 
Centre for Generational Kinetics. He 
believes that ‘Generation Z or IGen are 
already the most influential group of 
technology trendsetters. They offer an 
accurate glimpse into the future of com-
munication, banking, shopping, learn-
ing, voting, working, investing, and much 
more.’ He predicts and recognises trends 
within the new generation that will have 
significant impacts on the older genera-
tions and modern day society. GenZ are 
‘ideally’ born between 1996 – 2010 with 
Millennials born between 1977 – 1995 
however an individual is determined by 
their social and political environments 
along with their parental influence. Gen-
eration Z and Millennials have similar 
traits in terms of education as both gener-
ations see the benefit in having a degree. 
Gen Z are more likely going to self edu-
cate through the internet with the major-
ity pressuring a degree in particular fields 
due to their drive and determination for 
the passion of the subject. ‘64% of Gen Z 
consider earning an advanced degree as 
one of their life goals.’ According to 2016 
Intern Sushi , Coming Soon to Your Of-
fice: Gen Z. With ‘60% wanting to have 
an impact on the world with their jobs 
(compared to 39% of millennials). They 
are realists, enthusiastic. They under-
stand the importance of culture and the 
significance for making a positive impact 
on the world. This is due to the exposure 
of the world through their smartphones. 

They want to make a difference and their 
not intimidated or competitive towards 
older generations , they see the benefit 
of working together as one. That is Gen-
eration Z. That is my market. 
Although Igen are my key market, the 
magazine will be open to other genera-
tions that share similar visions and val-
ues. 
Todays society is bombarded with adver-
tisements through social media and out-
side on the streets. There is almost no es-
cape from product endorsement and bias 
billboards. The marketing strategy will 
be kept exclusive and curious with most 
of the marketing being Gorilla. A form of 
marketing that connects to an audience 
through street art or stickers and any 
other unconventional marketing method 
that maybe used throughout city streets. I 
will also keep readers up to date through 
the website with daily research posts and 
content posts along with newsletters via 
email. Word of mouth would be an ideal, 
effective way of marketing my publica-
tion/work. Business cards and talking to 
specific people on my travels will attract 
the kind of readers I am aiming towards. 
Branding will be graphic with illustra-
tions used with and without the logo. 
There will be posters with the concept/
logo/content which will be randomly 
placed around the globe to attract more 
people and get readers talking about the 
concepts and content within the publica-
tion. 

All images WGSN & i.D magazine (refer to referencing part 1) 
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wELLBEING & bEAUTY
This section of the magazine features 
editor beauty essentials, Pieces from 
contributor and beauty journalist for 
Marie Claire, Elle Sixsmith who shares 
beauty regime. Photoshoot collabora-
tions that reflect wellbeing and any 
specific beauty products/collaborations. 
The first issue will have the work of 
MUA, Chloe Bradley from London College 
Of Fashion, who organised a beauty ed-
itoiral at the botanical gardens and we 
called it bOTANICAL bEAUTY. 

fASHION & sTYLE 
This section of the magazine features 
fashion photoshoots styled following a 
specific narrative, along with designer 
interviews. Fashion projects, styling 
inspiration with the ‘Ways To Wear’ fea-
ture along with any other editorials that 
fit into fashion and style. 

Taboo Topics 
This section of the magazine is for 
more Taboo Topics like disabilities, 
FGM, drugs, terrorism and other topics 
that aren’t addressed much, or proper-
ly. The whole point of this, is to get 
people talking; to open discussions 
and debates, so feel free to disagree 
with me and get your point across. I’m 
open to learn about different perspec-
tives and create new threads of topics 
to address. Expect art work expressing 
no shame in sex ‘Socially Unacceptable 
Environments’ by Evie Henderson, cam-
paign photography from Celie Nigoumi 
and a talk on terrorism. Please let me 
know what you think at alloramag@gmail.
com or on Instagram alloramagazine.
co. Also, I hope you like my Tom Hardy 
sketch for the opener ;) get it?!

Culture
This section of the magazine features 
everything from travel, photography and 
art to film and food. We go to Venice, 
Italy, where the name for this magazine 
came from, Herbert Walters takes up 14 
pages from (pg 171) with his collection 
of photographs from all over the world 
over the past 20 years. My Worldly Wan-
derer shares his visual diary of the 
last America adventure and Kieran Dur-
rant takes us to the streets of Birming-
ham. Finishing with a unique documentary 
insight of ‘under Your Nose’ celebrat-
ing black history month (every February) 
prepare for a culture overload!  



Particular contributors were contacted 
throughout the project to ensure a diverse 
range of   artwork and writing. Entrepreneur 
for bespoke  personalised products opens the 
fashion section with an illustration especially 
for Allora. Fashion design student Hannah 
Walker illustrates New York skyline for the 
working in the fashion industry feature that 
was enhanced with informative information 
on from interns. Dishon Irish, the model 
throughout shares his brand meaning with 
Dante in the making with imagery from Va-
nessa Jane Gott who helped develop and en-
hance the brand.  L6 Graduate Fashion week 
finalist Daisy Earle is interviewed on the real-

ities of  design up to GFW, the overall process 
and her plans for the future. Bronti Bennet 
submits her FMP for Allora readers to relate 
to. which ends concludes the fashion contri-
butions. More contributors submit for the 
beauty and culture section of  the magazine. 
The beauty section starts with a feature from 
beauty features writer for Marie Claire, Elle 
Sixsmith sharing her daily regime following 
with a business woman on a mission Tulie 
Handley who started her own nail business at 
26 and has had tremendous success. Finally 
beauty ends with Wellbeing topic on perfec-
tions from Mevish Javed.

Contributors 

Developing for print with Logical con-
nections was easy as it was just a simple 
PDF sent via We Transfer. Will continu-
os updates which was great. Developing 
for the layouts for print was challenging 
as the screen on the macbook used was 
too small to understand the actual scale 
of  the magazine. The captions for imag-
es are too big with most of  the font being 
too big throughout. The attention to de-
tail needs to be considered more with the 
margins not being the correct size, the 
spine was off and the content sometimes 
too much to one side. 

Developing For Print   

A few final layouts from Allora



The marketing strategy is the  one of  the 
most important steps in creating a success-
ful brand,without customers aren’t aware of  
what brands and publications have to offer. 
Following traditional methods of  promo-
tional material is key as posters and business 
cards are still very effective even in the digi-
tally focused society. HaVing a physical well 
printed image for the reader to have and to 
keep is more sentimental in 2017 than ever 
as images are usually consumed through the 
internet. Having posters with various de-
signs placed inside the magazine will give 
the reader something they can keep in their 

room or gIve to a friend which helps raise 
brand awareness while also giving a 90s ap-
proach to a fashion editorial. Posters aren’t 
usually in publications now so this will be a 
USP of  Allora. It will give the reader that 
extra bit of  detail, it will make them remem-
ber the magazine. Remembering the publi-
cation is highly important as it’s biannual so 
it wont be around for long. Having mailing 
cards,posters,stickers and embroidery sam-
ples gives the customer a more permanent 
impression of  the brand. 

Marketing & 
Promotional Materials

Primary images of promotional ma-
terial and a screenshot of stickers and 
cards ordered especially for GFW 

Primary Images of  examples of gorilla 
marketing Digbeth, Birmingham



A collaboration with Bottle Blonde Studio, Elina 
May Pagett, Dante and Jessie Rose. To curate a 
series of images of a young girl on her way to a 
party in the Nirava room at Malmasion Birmingham 




