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Alow me to ntreduce mysall, my nome is
lenny and | am delghted to be the
editor-in-chief far Sassy end Co, This month's
issue s summarised infe one waord: journey
The idea of “making it big® is the ultimate
destination, hawever nel many stop to think
about haw they gat there. The bload, sweot
and tears all culminate into o series of hord
ships thot makes a person who they are loday

In this month's issue, we mest Yvanne Baker, o
tashion designer with o creative knack and
she will be teling us about her journsy. Cur
cover girl, Arundhati Banerjee who tells us
about her journey as a persan of colour In the
modeling industry and the performing arts:

Here's to more journeys being showeased in
Future |ssues of Sassy and Co,

Jermy Hu
Editor-In-Chief

EOUAL IMAGE SALON

Equal Image Salon Balmain is o welcoming salon located in the heart of Balmain. We are a smal

Boutique Salon that s able to offer the ultimate one on one experience. Faual Imoge Salon specialises
in the lotest trends from c_'n:||-:-u1'|r|;|. precisian aufting, and various :n:|:|j,-‘-:|g5 techniques.

Customer satisfaction is our priority. When you visit Equal Image Saolon Balmain, your visit will be
greeted with o smile and with a cnsultotion in which we'll discuss the condition of your hair, scalp,
preference style. and colour

Products we carry: La Biosthetique <& Olaplex
Services Offered - Cut % lodies Cut « Wash + Blowdry % Men's Cut « Wash « Blowdry < Kids Cut <

Blow Dry % Colour % Regrowth %+ Foil / Highlights % Baloyage [ Ombre % Keratine < Fermanent
Straightening % Treatment and many marel

I

SPECIAL OFFER: 20% OFF ANY COLOUR SERVICES FOR THE MONTH
OF JUNE WHEN YOU MENTION “STARCENTRAL MAGAZINE"

EQUAL IMAGE SALON BALMAIN CUSTOMER SATISFACTION IS OUR PRIORITY
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DESIGINER S PO ITEIGE

YVONN

Yvonne Baker is a fashion designer to watch out for in 2021, From an early age, Yvonne Boker
hod quite clear ideas, she was o very creative child. She dressed her borbies, and she drew
and ployved with her imogination. Growing up. she wenl fo Art School with o spacialization in
Fashicn, After complating her studses, she enraliad and graduated from the Academy of Fne
Arts ir Fashion Design,

Sassy & Co magazine recently cought up with Yvonne to discuss her journey in the fasheon
industry and hare's what wenl down:

What do you like most about being a designer?

Thea imagination, Because being o deasigrer for me maans imagining, sesing colors, pattens,
places, natura, everything that surounds ws to bang us ideos and craate every doy.

Downside to being o foshion designer?

| don't think | have or feal any disodvontoges about my profession. Suraly every day | lsam
samething o add fo my weolth of expanence.

What hos been the most memorable experience of baing in the fashion industry so far?
Wone, in about five yeors of work factivby | can say 1've had planty of memorable expeansnces,
| drassed a couple of people from show business, as well as athilates and TV stars hare in Italy
and it fesls great to see my clothes waorn by such prominant people.

Who have been the most interesting people you've met so far?

've mat many peopla, ot nona hat porficularly imprassad me. Otharsise, | would
ramambar.

What has been the most valuvable lesson you've learned while in the fashion industry. This can
be about the industry or about yourself.

I high schoal, my fashion feachear Lucia adploined how to finish garmeants weal and how 1o
buikd them in o failored woy. Thesa are valuable lessons that | will oheays camy with mea. Often
hes was amazed at mea bacaussa in a shart fime | was able 1o craate greal works.

If you could go bock in a fime machine to the fime when you were just getting started, what
would you do differentiy?

SASSY AND CO 7




FEATURE FEATURE

What are your fulure plans? Inside your career or
out of it







DES|GMEH FPOTLIGHT

ATURED DESIGNER:MAGDELENA

OWd

Magdolena Mowak is a 19-yeor-old fashion designer and stylist bosed in Poland, She actually
started her fashion adventure quite early; she sewed her first design of the age of 17 and a few
manths later, she had her first photoshoot, She inifially starfed by pesting photos of her creations on
Instagram, After some time, a number of people started sending her messoges and inguires for o
potenticl colaboration, She gredually gained mare messages and requests for new colloborafions
and orders, efc... the rest you con say is histony,

==

Sassy & Co mogazne recently cought up with Mogdaleno to discuss her joumey in the fashicn
industry and here's what wenf down;

How did you get info the fashion indusiry?

| did net finish any scheal that prepared me for the profession of o designer. All | have achieved is
thanks to hard work and patience. | have colloborated with many celekbrity shylists via Instagram,
Focebock. efc. One day they sow my projects onling and they wanted to colloborate. | was very
lucky. | am very happy that | work with 5o talenfed people.

What do you like mest aboul being a designer?

| love that ecch day is different, Mo one decides about me, | hate my daily routine especially when
somebody imposes their ideas on me. | olso love that | can finally implement my crazy ideas. The
implementation process for the enfire project is veny long, but it's worth the woit! Imogine seeing o
farmaus singer wearning your creaticn kater or seeing it on the cover of o magazine. Priceless]

Downside to being a foshion designer?

The work of g fashion designer is not perfect, unforfunately, there are alse downsides. but I'm trying
to Bmit my complaints, The biggest downside & probably that the music labels don't have the
budget to bomow styling from a designer (or they just say so), Several fimes a week | get questions
about bomowing clothes for o music video, of course, for free, Nothing beats commercial advertis-
ing without o budget. Recently, I've been offered an adverisement for a transport company, o
madelng agency, and a university in Foland ... Of course, all without the slighfest remuneration.
How would | benefit from this? | have noideaq... | do not cccept offers of this fype and | recommend
vounger designers to not do it as well,

‘What has been the most memorable experience of being In the fashion indusiry so far?

It's hard to choose one experence, | think all “first fimes” are memorable, | sl remember the first
publicafion in a magazing, fhe fist cover, the first music video, the first fry-on with the singer, etc.
Bock then, | was full of joy and a bit of stress. | love that feeling. Getfing out of your comfiort zone
and breaking your barmiers is great|

Who have been the mest interesting people you've met so far?

Some fime ago | storted working with Sonah, She is the most populor singer of the young generaticn
in Poland, | must admit that | am very happy about it and | om proud of myself, | om veny glod that
people from the industry frusted me and entrusted me with fhis task,

Sonah is touring right now and my dresses con be seen during fhe performances,
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What has been the most valuable lesson you've learmed while in the fashion industry. This can be about the industry or about yourself.
Fortunately. I'va naver had any unpleasant experiances. However, | will mention tha confracts. Over tima, | realized that it is worth
signing it with everyone. Mo matter if it's a good fnend or a stranger, Stylists often keap things at home for a long time. If you include o
retum date in your cantract, it will be sasier to get it back in time. That's a lithe advice fram me.

If you could go back in a fime machine fo the time when you were just getfing started, what would you do differently?

surely my aducation would be diffarent. | think, If | could go back in a time machine, | would choosa another school in a differant city.
Basicdes, | don't really ragrat anytning.

What is the best advice you have ever been given?

Honestly, | don't think | have aver gotten any advica, because | had no one to gat il from. | put everything down o experience and
fram the dips of the dedggners, | abserve on tha Infamel.

What are your future plans? Inside your career or out of if.

After graduating from high schoal, I'm planning to start a fashion brand. | already have e first ideas for clothes, aven the name. Bul
we hove to wail af keast a yvear bafara my online store can take off. At the moment, | am saving maney for this project.

| can tell you that | am working on a new collection that will e coming soon! it will b pink and shirny!

SASSY AND GO 16
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FASHICMNISTA SPOTLIGHT

Abiodun Dosu = Stoggers Gilyvard hos been o fashion stylist
and image consultant for the past 5 years. Even though she
got her Fine Arts degree in Theatre from Hunter College New
York, her love for costurne design lead her to pursue emiploy
ment in the fashion industry. Furthermore, the education she
received from the Foshion Institute of Technology has guided
herin a more orgonized and applicable way.

Living in NYC has allowed her to work closely with hundreds
of model, and designers within the post few yeors. However,
assisting others in doing what comes so naturally fo her s
whot makes her feel fulfilled. That is why she created her
blog, AbzStylz, She wanted to provide services foar women
who needed help in enhancing and expressing their individ
ual styles, She usually posts fashion inspirction, shopping
guides, reviews on beauty products that | use, and lifestyle
content,

Sassy & Co magazine recently had a one on ong interdiew
with the talented Abiodun and here's whot hoppened:

Where do you usually shop?
| lowve shopping at ZARA, Mastygal, ASDS, and Farfetch

Are there any hidden gems when It comes fo snapping up
some awesome designer clothes?

I think shopping sustainably has given me the opportunity to
get unigue peces without breaking the bonk. | would chwioys
suggest thrifting or shopping from sustainable bronds that sell
designer pieces that ore reputable such os The RedlReal and
Farfetch,

What are your top Hips when It comes to fashion for the cooler
manths?

Fabrics are important in the cocler months, so you would wont
to wear linen, sik, efc. Also, don't be ofroid of color and fun
prints.

Where do you look for creative Inspiration?
| abweys get credtive inspiration from content creators on

Instograrm and Pinterest. Sockal media 5 the eosiest way o
stay up to dote on what is frending.

I5 it hard to stay fashionable?

It's mot hard to stay fashionaoble once you have the right
pleces In your closet. The key to stoying fashionable & 1o
dlways have classic pleces fhat always ook good on your
body type.

How do you walk the line between being unigue and having
commercial appeal?

when | style modek for o mogazine or brand website, | ke
showing how | can subtly fransform a ook and showing how
practical it would be for most people to wear. If It's not a look
trat most women will feel comfortable in, | kmow T will not
rmake much of an impoct,

Are there any key trends you've seen for this year?

The key fashion frends 've been sesing this yeor are: “Hot
Fink™ which will be the color this vear, widedeg jeans, and
hourgkass blozers.

What do you think about the state of fashion today?

There 15 o sustainable trend happening, and | think fashion
brands ore naw trying to be more ethical in ow they crecte
thelr products. | see that more brands are moving away from
fast fashion, and hove started 1o crecte eco-fiendly clothing
and accassones. | love that slow fashion has become mone
popular, whkch has slowed down fashlon seasons and has
Incredsed fhe longevity of our clathing.

What are the clothes we can rid our wardrobes of that are
considered very 'last season'?

Ay thing that is super tight B out of secson. For Instance, skinmny
leather leggings you can give up. However, wide-leg leatner
pants are still in.

What tashion advice would you give an emerging fashionista?

O mot feel ke you hove to spend a ot of money 1o be stylish.
Abwicrys rasearch whene you con get the best deak for
designer pieces. Ako, try 1o work with emerging brands that
need more exposure. They usudlly are wiling to give you
pleces to promate for free once they see your wark.
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BANERJEE

Arundhati Banerjee believes in creating thoughtiul
experiences and expanding the frontiers of tradition
and art through the medium of performing arts

and modelling.

Arundhall Banengeea's joumey frem a South Ausiraliaon Women
af the Year - Emerging Lecder, performing artlst, pogeant
winner, homanitarian services fo being welecled among the
top 25 medels in AustraBan SuperModel has been rewording

and fulfilirg.

Arundhall also fondly known as A is o teanages, pursuing a
first-year Bachelor of Crealive Indusiies (Theatre and Parform-
ing Arts) from Flinders University with a vision 1o wark and
coentribule to the performing ars indusiry.

Sassy and Co Magazine recently had a chal with Arundhatl to
discuss her journay in fhe ndustey plus her axparience Joining
the austroian Supersodel of the Year cempetilieon and here
what wenl devwn:

How did you get into the modelling industry?

It waz at the age of 14 when | began my jourmey inte model-
ling by enraling with Tanya Powell Models. There has been
no loaking back since then, be It walking the ramp, baing
offered Cover Girl opportunities, being leatured In various
magazines, winning pagaant titles, or fundraising for hurmani-
taran causas like Domestic Viclence by walking the runweay
for varous fashion shows, The journey has been gratifying

and I leok farsard te leaming and confributing further to my
futura.

Whalt do you like most aboul being a model?

Modaling givas me a sense of freedom. The foct that | can be
rmyself in frent of the camen without any limitations keeps me
laving It and coming bock for more. The kilk of pose and
confidence | gathered aver the years through medeling have
alse halpad me transier the skils to other areas of my life. The
opporunily to fravel to interesting ploces and meet fascinat-
ing people from different bockgrouncs, work in diverse
projects such as sustainability, bedy positivity, and diversity is
wary fulfiling.

Downside fo being a model?

The emational, and physical sfress s guite common in this
industry given the requirement te lock and behave a eerain
way. The need to achiave and reach your mosimum potential
al a very young age, given the life span within the industry is
very lazz and limited, puts a high amount of stress, leading to
unhealiny compeatition, mantal health lssues, and many other.
The envirsnment needs to be conducive: the Industry needs
to ba regulated just like any ather workploce.

SASESY aMND oo 2
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What has been the most memoroble experience of being in the
madeling industry so far?

el of the Year also ::liigrus
r mamorable

. r-=-.*.-1r-:||n-:|

argnces has bean memorable

1 from theam that modeling s not just about

traveling fo exolic ploces. or mesting people, but making a
difference.

Who have been the most interesting people you've met so far?

cand | believe all those w
aughl rme i
“h evary othe

What has been the most valuable lesson you've learned while in
the maodelling/industry. This can be obout the industry or about
yourself.

- |u;1 be unl-:|u-—
L."‘F!l" and othars, Coloborate and no

ht me. Enjoy the jourmay and stive for

Auvstralian 5 b i . O unigque platform
rh-_.r metic | . { n align with the
S0, sisternood.

([=dp s =N
:IE-:I iy wncerst i nd appraciation, --r
wikding nehworks, -:|r|-:| sisterhood,

Why did you decide to join ASOTY?
Tha Austrobon Supearmodsl of tha Year competifion 5 not just a
The salacted contestants complate

womionths o acquirs
nclude ondine trainin

far 1"‘F' incus
reason to be port of it

What do you hope fo goin from joining ASOTY?

we that | have alreody started
an attending the

and sustainobl
gainful take
Coming weaseks,

What do you hope to see happen in the near future for models and
beauly queens all over the world?

"rnru__r rn Build, 'We need our modals and I:n=-::|uII
and kings o be infleenc ng for the greater couse
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TV ONE AUSTRALIA

TV1 is an entertainment and |ifes’ry|e g|ObD| streqm-
ing platform cffering Australian content. TV] pro-
motes the most exhilarating events, the most glam-
orous and successful people, the most in-demand
celebrities, the hottest rising stars 8, and the most
exciting trends down under. TV] may be new but
it's most certainly in demand and 100% Australian.
We are committed to making Aussie local talents,
events, and entrepreneurs easily accessible to both
our local and international audiences via the high-
est quality streaming technology.

Co-founded by the StarCentral Media Group and
the Australion Milionaire Business Network, the
TV1 channel is the home for independent Austra-
lian Screen content. We very much welcome our
local screen practitioners from emerging through to
the established to make TV their home. By stream-
ing your content on TV1, you join a family of rising
stars, entrepreneurs, celebrities, and various artists

MISSION: Qur mission is to present the most
unique and compelling original Australian content
by tapping into the hottest local talents and events.
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Mew lingerie brand Hustler is a bold. fun, and flirty Brand fhat has recently launched in Australio and exclusively sold onling at Playful
| N I I t D U | N N E W L | N E R l E B H A N D Fromises [wew,aus.playfulpromises.com). They commissioned Australion moedel and international sensafion Belle Lucia as one of

fheir modelsfombassadaors,
Bom and raised in Sydney, Lucio's modeling carser has taken her all over the world many times cver ond gornering her o massive
social media following, with an impressive 1,30 followers on Instagram while her YouTube channel boasts an imprassive 19M views,
Lucia looks absolutely stunning in Hustler's new range of sexy styles perfect for the boudoir, as well as simple styles that lef her body
da the talking. Hustler has been pionsearing for sexual liberafion since the 705, which naturally made them the perfect people for
Lucia to team vp with and medel their lotest collection for Australia. Hustler Lingerie wants to moke people feel sexy and empow-
gred ond that's exactly what it does!
Hustler's lingerie is inclusive for all body sizes and includes a size range of 328 — 42F in bras and AU 8-24 in knickers and
g-sfrings.

26 sassy aND D SASSY AND OO 27



FEATURE STORY

SUMMER & W,
WARDIRO

COULD BE A THING OF THE

I an ever-pressing need for the fashion indusiry to becoma more sustainable, getting rd ef the seasonal wordrobe
iz a llkety next ttep. sayvs GlobalData. The leading data and analylics company notes that a seasonal feshion
calendar i ouldated and shifting 1o o seasonless calendar can present a real opporunity for local clothes makers,
Howaver, |15 success i enfiraly dependent on greater trusl and batter communication betwesn clothas suppliers
and buyears.

Hannah Abdulla, Apparel Corespondent al GlebalData, comments: “The seasonal fashion calendar has fast
become redundant as the lashion landscape evolves. People are fraveling maore, the weather i@ becoming
Increcsingly unpredictable, and we've sean the COVID-19 pandemic throw the fashion supply chain into funmoll -
leaving brands sitting on bilions of dollors of invertary they couldn 't shift.

“Further, leaving seasonal changes behind allews brands to meeat demands far greater sustainability and enviran-
meantal changes such a: unpradictable weather and Increased travel. This follows in the loolsteps of luxury Tashion
housas Ralph Lauren, Burberry, and Tam Fard, which hove shifted to a 'see-now-buy-riow” modeal.”

Carmen Bryan, Consumer Analyst al GlobalData, adds: “Cansumer atfifudes toward fashion ara changing, with the
pandemic obliiferating typical secsonal loaks as people were locked away Indoors. Interestingly, aver fhe kst 12
months, GlobalData's latest global survey found that 51%* of people aged 1424 yeors olds have been buying
second-hand ar ‘vsed’ clothing more often. People are actively looking for alfemafives to fast fashion, which hoas
come under fire recently for s harmiul Impact on the envirenmeant, and brands should toke note - n fact, one third
[32%) of thesa youlhs actively want fo knaw what steps brands one laking fo tockle sustainalbility issees.

‘It s elaar that consumears ara lass concamead with the hotfest 'seasenal’ frend, and more se with clothing that aligns
with thar personal values and vear-raund aeslhetics. It's aka clear that there is heavy potential for big brands 1o tap
Inte this demand, as the majorty [52%) of global consurmar s still buy clothes fram major intemational brands, whila
only ane-fifth [20%)" shop al independants.”

Moving 1o o seasoniass calendor means greater dependence on limabess and core pieces, shorter turnaround
times, and smaller drops, which can mean brands are relatively wall Insulated cgainst challenges such as samea of
the ones wa've sean in recan! yaars.

Abdulia continues: "Seasonless could prasent a real apportunity for local manulacturers as brands seek smaller
dadivarias, more oftfen. However, this will only work if factorias and brands work much mare closely together. Retallers
must be ready and wiling to frust and Irvest in their parfners. We've seen successaes such as fne collaboration
batwean Asos and Fashian Entar, whare the two partnerad with Kamlt for on-dermand fexdile production. Had Asos
nat backed tha project, Fashion Enter wouldn't have been able to deliver the proof-of-concept tral.

The supplier-buyer relalionship nesads 1o be viewed as ona thal ks long tamm - a porinesship - and cerfainly less
price-drivan. If & this teamwaork fhal will enable ideas ke seosanless fashion (o delver resulis.”

Abaul GlabalDaolta

4,000 of the world's largest companies. including aver J0% of FTSE 100 and &0% of Fortune 100 companias, make
more fimely and better business decisions thanks 1o GlobalData's unigue data, expert anafysis, and innavalive
salutions, allin ene platform. GlobalData’s mission is to help our elients decodea the future o be maore succassiul and
innavative acrass a range of industres, including the healthcars, consumar, refall. financial, techrology, and
professional services sectors.
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MEDUSA HIR

ELEGANCE WITH VE

]’lmlug‘l‘al:li:::l |l|'| GEORGE AZMY
Maodels NICOLE MORALES, GEGRGIA ROPER, CHLOE
L FREBIEC, SHERIDAN MORTLOCK, STEPHANLE MACIDHL -
GALL, PAIGE TONKIN, CALI LLOYD and WINTA
Location MEDUSA HIRE HOp | Styled by MEDRUSA HIRE Lrnl
Clothes VERSACE courtesy of MEDUSA HIRE
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Phavtogrraphesd by GEORGE AZMY

Model GEORGIA ROPER

Lowation MEDUSA HIKE FO) I Ht_\'l['.l' |:r_|. MEDUSA HIRE
Clothes VERSACE courtesy of MEDUSA HIKE
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MEDUSA HIRE

ELEGANCE WITH V

Medusa Hire is the world’s first and ONLY Versace table-
ware and decor hire company. It adopts the embodiment
of Versace’s DNA that is defined by the emblematic
Medusa head and gold tones, they each truly capture the

gssence Df [I.LIIJIJ'_}’

Medusa Hire translates the Versace allure into a Versace
experience by servicing the exquisite demands of
high—end events and special occasions. It injects a touch
of luwxury talian glamour into your event with signature

Versace statement pieces.
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I'|Ill|l-'r;ril-|-'|ll'l| |l_'. GEORGE AZMY

Wowdels NICOLE MOBRALES, SHERIDAN MOBRTILOCK,
STEPHANIE MACDOUGALL, and CALI LLOYD
Laseation MEDUSA FITRE HO | Styled by MEDLESA HIRE
Clothes VERSACE eourtesy of MEDLUSA HITRE

Photographed by GEORGE AZMY

Mloalel SEEERTEAN MOUTLOW R

Laowation MEDUSA HIRE I“_’ .""ll\:l'll I-.\ "!H DUSA HIRE
Clothes ¥ ERSACE courtesy of MEDUSA HIRE
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Wioade] WINTA

Location MEDUSA HIKE H} | Soded by MEDUSA HIRE
Claothes VERSALCE couriesy al MEIM'SA HIBE
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