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SOFIE WOOD

EDITOR-IN-CHIEF

LETTER FROM
THE EDITOR

To our readers,

We have specially crafted this once in a lifetime trendbook

just for you. Our team worked effortlessly to understand the

deeper meanings behind new fashion trends and their

evolution in order to best forecast the next season’s look. In

our trendbook, you will see the current trends and styles,

trends on their way out, and even an understanding of the

spirit of the time in fashion. We have curated images related

to the major trends of this year as well as those of the next 5

years. Our show-stopping forecast focuses on two upcoming

themes in next year’s fashion trend, and we delve into the

colors, materials, and styles related to such themes. According

to our forecast, we believe the two biggest trends of next year

will be one focused on sustainability and minimalism, coined

Sustain, and one that helps us relive the best parts of the

1970s and the freedom that comes with it, called Endless

Youth. As you work your way through our trendbook, I hope

you better understand the necessity of looking to the future of

fashion and the details that go into new trends, and I hope

you enjoy this trendbook as much as our team does!

Sofie Wood
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ZEITGEIST
SPIRIT OF TIME  

VoiceADAPTIVE COMMUNITY
2019 – 2020 has been a
time for speaking up
and fighting back.
Younger generations
have been voicing their
opinions and standing
up for what is right.
Protesting has been an
on-going form of public
expression and 2019 –
2020 has seen a lot of it.
There has been a fight
for equality and a call for
change within the world.

No one expected a
pandemic to occur,
but society has had
to learn how to
adapt to this new
way of living.
Standing six feet
apart and wear
masks are the new
norm. Our world has
had to adapt to this
new way of living in
order to protect
ourselves and the
ones around us.

Along with COVID-19,
our culture has shifted
to online living.
Technology has been
at the forefront our
society for many years,
but this past year it
has been used to stay
connected with loved
ones and friends.
There has been a
growth in community
as we fight this virus
and remain connected
six feet apart.
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Pierpaolo Piccioli
Piccioli Fall/Winter 2020 fashion show, “portrait[s] a

moment with no categories”. He wanted to create an
environment that “encourage tolerance and equality”. He
achieved his goal by stripping away all vibrant, distracting

patterns so that the model would shine through the
clothing. He had transgender, male, female, and varies

races. He also had the women dressed in more masculine
clothes and vise versa. His message aligns with the on-

going issues happening today. Piccioli goal wants to portray
individuality and allow a greater message to be shown

through clothing.

STELLA MCCARTNEY 
There has been an on-going move towards sustainability

within the fashion world. Designers have been
acknowledging the need for change and have shifted to

eco-friendly fashion by the reduce in toxic waste and
microfibers. Stella McCartney is one of the many

designers that are changing to more sustainable pieces. In
the Fall 2019 collection, McCartney designs pieces that are

“centered on her new ‘There She Goes’ initiative that
strives to protect endangered rain forests”. With the

fashion industry being one of the top polluting industries,
designers and consumers have formed this community in

coming together to shed light on an issue and make a
difference.

DESIGNERS

Calvin Klein
With the shift to be all online, consumers have moved

towards more loungewear attire. Designers are looking to
create pieces that are more functional and comfortable,
while remaining on trend. Calvin Klein is one of the many

designers realizing the demand for more leisure wear. Calvin
Klein has increased its production with joggers, hoodies,

sweatshirts, etc. Designers are needing to act fast with these
new changes and create products that are going to serve the

consumer.
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EMERGING
TREND

THE TREND: MATCHING SETS
Who What Wear, a fashion blog by Hillary Kerr and Katherine

Power, initially reported the trend of matching sets as a

popular staple in 2019. They said that these allowed people

with busy schedules to stay chic and simple throughout their

days. In the early stages of quarantine, matching sets rose in

popularity. With many people being stuck at home due to

being laid off or remote, matching sets allow people to keep

comfort and trendiness at the forefront of their mind. As of

late, Who What Wear has produced many reports showcasing

the continued popularity of matching sets. Many fashion

experts believe that this trend will likely continue due to the

versatility and comfort matching sets provide. 
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In 2020, ELLE magazine reported that the initial

necklaces were on the way out while anklets were

beginning to make a come-back. The trend of wearing

one's initial on a necklace originated around 2018 right

after the popularity of monogrammed bags. People

donned a unique dainty necklace representing their

initials or someone else's.  ELLE describes the necklace as

being "spotted on the chest of every It-girl, street style star

and celebrity." Following the movement of the trend,

these necklaces will surely reappear in the future. 

ENDING
TREND

THE OLD TREND: 
LETTER NECKLACES
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TRENDSETTER
Kim Kardashian 

 

Kim Kardashian is an actress, socialite, and
businesswoman married to Kanye West.
She got her start as a friend and stylist of
Paris Hilton, and one of her major breaks
was her family’s reality show, Keeping Up
with the Kardashians which first aired in
October of 2007. Since the beginning of
her career she has become a social media
influencer, created a beauty brand and
underwear company, and gained fame
through her family and husband’s drama.
Kim Kardashian lives in Los Angeles,
California, but could be seen anywhere
from New York to Paris due to her work-life
and extravagant traveling.

Style
Kim Kardashian West is considered one of the
ultimate trendsetters in America. Her high
profile following and marketing strategies on
social media, has paved the way for her career.
She is known for being very hands on
throughout the design process and has worked
side-by-side with top designers from all over the
world. Her style is iconic and has set the tone for
many fashion trends. Her current style has
aligned with the loungewear trend and circulates
around neutral tones, simplicity, and body lining
pieces.

QUEEN OF NEUTRAL 
SIMPLISTIC STYLE

TARGET MARKET 

According to Nielson Media Research,
approximately 1.3 million viewers
watched Kim and her family on Keeping
Up with the Kardashians on a weekly
basis. Nielson Media further outlines that
viewers and followers are typically 18 - 34
years old. However, as a target market,
Kim Kardashian typically reaches
followers as young as 15 years old.  Most
of Kim Kardashian's fans are female, live
in urban areas, and are social media
savvy, avidly using Instagram. An article
on LinkedIn states, "Kim's audience is
self-invented and they are always in tune
with what she says and does."
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MAJOR TRENDS OF 
FALL/WINTER 2020

 DANS MA MAISON

 

Organic Cotton
Denim
Jersey Knit
Rib Knit

Fuzzy Slippers (pastel blue)
Hot Coffee (medium brown)
Favourite White Tee (white) 

"Dans Ma Maison" is French for "in my
house."  Because of the current COVID-19
pandemic, people have been required to
work from home. Fashion has adapted to
this change, incorporating comfortable, work-
appropriate attire.  

Dans Ma Maison reflects the casual, work-
from-home chic fashions that have appeared
over the past few months. People value
comfort and versatility while also being
fashionable to appear in Zoom meetings.

Fabrics

Colors

Cropped Wide Leg Pants
Crew Neck t-shirts
Flowy, Loose  

Silhouettes
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FASHION NEWS:
SUSTAINABLE
INNOVATION

Up until the 1980s, most people did not care about sustainability in fashion or even have
it on their radar. While there was a push for green movements during the hippie era of the 1960s,
this is not considered to be as prominent a time for the push for sustainability as there was in the
1980s. Between the years of 1980 and 2010, many consumers and fashion companies alike,
started realizing the need for more sustainable practices in the fashion industry. There have been
countless anti-fur movements, marches to promote domestic manufacturing, and protests against
fast fashion during this time. All of these efforts have not gone unseen, and most companies in
2020 are understanding the importance of making their products and processes more sustainable.
 
Because of the call to action brought about by both consumers and members of the
fashion industry, Fashion United published an article about some of the top sustainability efforts
that have taken place in April and May of 2020 alone. These efforts included the partnership
between Allbirds and Adidas to create an athletic shoe with low carbon impact, Mango’s launch
of their sustainable recycled clothing collection called Second Chances, and various companies
contributing to the 2020 Fashion Transparency Index. This article, entitled 33 Sustainability
Efforts of the Fashion Industry in April and May 2020 by Simone Preuss, focuses on the ways
that companies have been able to remain profitable and afloat during the COVID-19 2020
pandemic. The main way that these companies have been prospering is by truly listening to what
the consumer wants: a more sustainable approach to textiles and the fashion industry (Preuss,
2020).
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FASHION NEWS
SUSTAINABLE
INNOVATION

Environmental movement, commonly under the umbrella of sustainability, is likely to
continue growing at an exponential rate. More people than ever before are concerned with the
topic of sustainability and working towards a safer and more sustainable planet. As different
company consumer bases and the world as a whole becomes more knowledgeable about the
issues related to the fashion industry and sustainability, such as the overuse of water, the
detriment of fast fashion, and the pollutants released from chemical processes utilized to produce
clothing, they become more aware of the change that needs to occur. Companies have been
putting in a lot of research during the downtime of the pandemic to best use their resources for
more sustainable practices. With this initiative towards environmental movement, the textile and
fashion industry will become less and less harmful to the environment. Various companies, such
as Mango, are already making efforts to reduce water usage in creating their clothing collections,
and vegan clothing, such as the shoes created by Ethletic, are better for the environment by being
easier to dye and work within textiles and by reducing unnecessary animal deaths (Preuss,
2020). As a whole, the environmental movement has made great strides in the fashion industry
over the past twenty to thirty years, but more can be done. The efforts companies are utilizing
and taking into consideration at this time are a great launching pad for future initiatives in
reducing waste and increasing sustainability and efficacy of meeting consumer wants. If
companies are able to progress in their tactics, then the textile and fashion industry will prosper
in a less uneconomical and profligate fashion.
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FASHION NEWS:
ENVIRONMENTAL

MOVEMENT

The fashion industry is one of the top polluting industries in the world that greatly impacts global
climate. It has greatly contributed to plastic pollution, water pollution, and greenhouse gas
emission. Many people have remained uneducated on the topic and are unaware of the issues
within the fashion industry. Society has gotten into a routine of only wearing their clothes a hand
full of times before never touching it again or completely discarding the item. The rise of fast
fashion and the high demand for quick and affordable options, has contributed to this on-going
issue. The repercussions of the fashion industry have greatly impacted our planet and has left
designers searching for alternative solutions.
 
“Fashion Industry’s Carbon Impact Bigger than Airline Industry’s” by Megan Cerullo, uncovers the
unfortunate truth of the fashion industry and what designers and consumers are doing about it.
Cerullo addresses how both are “embracing consignment sales to prolong the life of well-made
garments” (Cerullo, 2019). Overtime, many designers and consumers have shifted towards more
eco-friendly fashion and have brought sustainability back into the fashion world.
 
Moving towards more sustainable options and bringing awareness to the issue, has allowed both
the consumer and designer to change their outlook on the fashion world. Top designers like Stella
McCarthy are one of the many that have completely redirected their brand to an eco-friendly
fashion line. Her passion for change and shift towards helping the environment has sparked a
movement among the fashion world. McCartney uses “reengineered versus virgin cashmere,
viscose fibers from forests, organic cotton and other responsibly sourced and recycled materials”
(Cerullo, 2019). Changes like this are making a difference in the fashion world and by educating
others it will create a lasting impact. 
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Fashion Industry  
is a Big Source
of Emissions... 

The business RealReal has “extended the life of luxury goods with the quality and craftmanship
that make it possible for them to stay in circulation for longer” (Cerullo, 2019). RealReal wanted
to not only provide quality items but inform their consumers that the value of investing and
“consigning their wardrobes as an alternative to constantly turning over their closets” (Cerullo,
2019) will help with the waste of material. Over the years, research has uncovered that once
more consumers become aware of the issue, that “environmental impact” and “sustainability” are
key motivators to consign (Cerullo, 2019).             

Designers shifting towards sustainability and bringing awareness to the rest of the industry, will
allow for the continuation of the environmental movement. Consumers need to be exposed and
aware of the issues that occur so that there is a demand for change on both ends. There has
been a new trend arising from the younger generations who have a hunger for newness. They
embrace change and stride for making a difference within society and the environment. “No
single solution is the answer and that efforts to preserve the environment complement one
another. We really have to come at it from every direction” (Cerullo, 2019). There must be
constant growth and passion towards making a change for the environment so that the fashion
industry completely moves towards sustainable and eco-friendly goals.

https://www.cbsnews.com/news/earth-day-2019-fashion-
industrys-carbon-impact-is-bigger-than-airline-industrys/

1 5



TREND
FORECAST

16



ZEITGEIST OF TOMORROW

There has been a move toward a more sustainable and eco-friendlier lifestyle.

Consumers and brands have recognized the need for change within our society

and the need to "do good" globally. With the fashion industry being one of the

top polluting industries in the world, designers have shifted to recycling and

discovering new techniques that are needed to save our planet. It is important

that businesses listen to consumer's values and embrace diversity. There has

been a call to action for businesses to actively participate and put people, earth,

and ethics at the forefront for future success. 

 

Save Our Society 
The world rediscovers a social conscience of ethics, passion, and compassion.

One of 17 known cultural and societal undercurrents, first identified by Faith

Popcorn, whose shifting dimensions reflect the human experience as it evolves

to define future consumer behavior.

Influence On Business Decisions  
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Everlane has effectively provided a breakdown of each item including the process and

mucheach stepped cost so that their consumers know that the item they are buying Is

not overpriced. This allows for more transparency between the brand and consumer.

“Everlane hit $100 million in revenue in 2016, according to Privco, a firm that analyzes

private companies. Everlane’s forthright messaging, coupled with its spare, fashion-

forward aesthetic, has turned customers into emissaries—and inspired a slew of upstart

fashion brands” (Segran, 2018).

EVERLANE
"At Everlane, we want the right choice to be as easy as putting on a great T-shirt. That’s

why we partner with the best, ethical factories around the world. Source only the finest

materials. And share those stories with you—down to the true cost of every product we

make. It’s a new way of doing things. We call it Radical Transparency."
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TREND FORECAST  
FALL/WINTER 2021

THEME 1: Endless Youth

THEME 2: Sustain 

Endless Youth captures the carefree, youthful spirit of the 1960s and 1970s. This theme
encourages people to hold on to cherished articles of clothing or memorabilia and adapt these

pieces to current trends.

 Sustain is derived from the term "sustainable", a process that utilizes natural and recycled fibers
and limits the amount of pollutants during production. The theme of Sustain encourages people

to invest in quality pieces and purchase less often while saving the environment.
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ENDLESS
YOUTH
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MATERIALS
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COLORS

Peace and
Sunshine

Even in the colder
months, the longing
of warmth, joy, and

new experiences
takes precedence.  

Disco Ball
It's like the moment

when the lights go up
on the disco dance floor

and the feeling is just
right.

Burning Amber
Is the burning for the

desire in people's heart
to be free or for the

fiery longing to leave
the current situation

and move on to better
things?

Free Forest
In carefree times,
everyone has their

vice. Maybe this
generation will

relearn the
importance of

nature and all it has
to offer.

Kaleidoscope 
Whether we have

found peace or are
still searching, life

through
kaleidoscope lenses

tops any reality.

Volks Van
Volks meaning

people, and van
meaning travel.

Experience is what
we long for, and

connection is what
we need.



MATERIALS

Denim Crepe

Leather Wool Knit
22

MATERIALS



The story of Endless Youth is focused on the

consumer who aspires for individuality and

freedom of expression. The Endless Youth theme

centers on vibrant colors and various fabrics and

material. The Fall/Winter 2021 collection includes

chunky sweaters, flowy tops, denim on denim, and

so much more. Our theme symbolizes the free-

spirited that longs for creativity in the clothes they

wear. No piece is ever the same. Our goal is to

emphasize the qualities that make everyone

different and unique.

SILHOUETTES /STYLES 
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SUSTAIN
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COLORS

SUSTAIN

Terrarium Moss

Field of Wheat

A popular fixture in

interior design and

a small piece of a

larger ecosystem.

Terrarium Moss

accentuates the

beauty of  our

planet.   

Wind russles tall

stalks of wild

wheat in the

fields of

America's

heartland. It is a

neutral tone that

evokes a sense of

tranquility and

gratitude.    

Rain Cloud

 

 

Clean Cotton  

Drift WoodGranite Rock

A color that is

reminiscent of rain

falling outside the

window, Rain

Cloud is also

reflective  of

nature's essential

element. 

A nod to  the most

comfortable textile

fiber. Clean Cotton

is representative of

naturally grown

cotton's organic

color.  

Granite Rock is a

color inspired by

hikes in the

Smoky

Mountains,

viewing the

natural rock

formations.  

An earth tone

reflective of

towering red oaks

in the forest and

floating drift

wood along the

coast. 
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MATERIALS

SUSTAIN

Organic Cotton Vegan Cactus Leather

Organic Linen Organic Bamboo Fabric   
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The story of Sustain is centered around consumers who are

conscious of their actions and long for a more sustainable world.

The Sustain theme focuses on muted and neutral tones and has

more natural and organic textiles. In Fall/Winter 2021, this theme

includes Peter Pan collars, button-up dresses, and tassled shirts,

amongst others. The theme symbolizes the longing for a

minimalist, clean look with a goal of representing the importance

of the wearer's ideals.

SUSTAIN
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EMERGING 
DESIGNER
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EMERGING
DESIGNER

BACKGROUND

TOVE was created by Camille
Perry and Holly Wright. These
founders met as Head of Buying
and Head of Design at Topshop,
respectively. They launched
their London-based company in
May of 2019 hoping to create a
capsule wardrobe that the
market had yet to see. The name
TOVE comes from Danish
origins of beauty and strength.

PERSONAL AND BRAND
HISTORY

After launching their company
in May 2019 through a direct-to-
consumer business, they have
put out multiple collections.
They also have moved to
incorporating exclusive designs
solely sold on net-a-porter.
TOVE is working to develop
their company and plans to put
out around two collections a
year.

PURPOSE

The purpose of TOVE Studios,
as depicted by Camille Perry
and Holly Wright, is to balance
femininity and modernity
through clothing. They want to
make luxury clothing that is
focused on sustainability. Tove
is more focused on producing
quality and ethical clothing for
the consumer than selling large
quantities.

METHODS OF SELLING

TOVE has an online shop at their site, tove-studio.com (under
the site's navigation tab of "Shop"). Consumers can purchase
Dresses, Coats, Tops, Trousers, and Skirts in women's French
(FR) sizes  FR34 to FR42. Also, using Instagram's "Shop" feature,
TOVE allows consumers to view and  purchase items directly
from the TOVE Instagram page.

PRODUCT INFORMATION

TOVE has products that exhibit where luxury and sustainability
meet to create the perfect pieces for every occasion. The
company has a target market that focuses on minimalism and
direct-to-consumer strategies. The consumer wants a balance
between luxury and everyday wear, sustainable options, and the
ability to wear these pieces for any occasion. Tove's consumer are
modern women who are mindful of the quality of clothing they
wear, but resourceful in how they wish to wear each piece over
and over. The price point of these products range from $250-
$875 USD
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TIMELESS.

ENDLESS.

 

 

 

 

IT IS CALLED, FASHION


