
The New Guard Issue

The hipster was supposed to mark the end of fashion. 
After all, superficially appropriating clothing and acces-
sories from different eras and mixing them together 
ever so ironically was perhaps the fated premonition T. 
S. Eliot was talking about in The Wasteland. With more 
cans of PBR, of course.

But the hipster didn't kill fashion, and normcore didn't 
save it. The dawn of the internet era may have given 
us fast fashion, but it also gave us a looking glass into 
every part of the world and a platform to share our 
ideas and designs. Because of this, millennials are not 
the selfie-obsessed narcissists they've so ignorantly 
been made out to be. Today's pioneers have single-hand-
edly shown us that fashion has far more unchartered 
depth than we've ever given it credit for. Meet four of the 
industry’s most important game changers in New York.

Words by Vicki Hogarth 
Photography by Justin Bridges
Styling by Corey Kelly
Hair & Makeup by Derek Medina 
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Hair & Makeup by Derek Medina 

Elliott Sailors

Suit, Frank & Oak
Turtleneck, Lacoste 
Shoes, Elliott’s own



The New Guard Issue

Opening one of Vivienne Westwood’s menswear shows would be a career-making 
moment for any model. But given the fact that New York-based Elliott Sailors orig-
inally began modeling in womenswear, it was more than just a personal highlight. 
On a macrocosmic level, it was an industry-defining moment as the fashion world 
furthered the concept of gender fluidity. 

Your first New York photoshoot was for none other than 
Bruce Weber for Abercrombie & Fitch. Did that set the 
tone for your early career?
Absolutely. I would say right up until I cut my hair 
short, I was mostly seen as the classic all-American 
girl. It's amazing how much a haircut alters the way 
people see you.

Looking back, did you have a different perspective on the 
industry than you have now? 
In the beginning, I literally knew nothing about fashion. 
I knew who the supermodels were but had no idea what 
or who they were wearing. Now I have a tremendous love 
for fashion—for the stories designers tell and the stories 
we get to tell as we choose our clothing. 

In general, I've found working in menswear more 
relaxed than working in womenswear, but I would never 
want to leave behind the enthralling complexities in the 
world of women's fashion. I am only hired as a female 
model—who is wearing menswear, womenswear, unisex 
clothing, or a mixture. I am never hired as a male model. 

The Landmark Forum inspired you to cut your hair and 
opt for a more androgynous aesthetic. Why or how did it 
inspire you? 
The Landmark Forum is about authenticity, living life 
powerfully, and living a life you love. I just saw that a 
powerful and authentic choice for me would be to recre-
ate my career in a way that would be creating a life I love 
and potentially inspiring others to do the same. 

For both men and women, hair is strongly tied to our sense 
of identity, for better or for worse. How did you initially 
respond to your short 'do? 
I was excited about cutting my hair from the moment 
I chose to do so, mostly because I was excited about 
why I was cutting my hair—to also work in menswear. 
The moment the buzzer started, I did get a little teary 
because it was, in a way, like letting go of everything I 
already knew both in how I was perceived and the work 
I knew. [It was] stepping into the unknown. At the end 
of the day, though, it is just hair. The funny thing to me 
is all the people who have so many opinions about my 
hair, people who I've never met. It is pretty wild how 
much hair changes the way people see you, and I'm just 
excited about continuing to make authentic choices as 
life evolves. 

What do you make of the relationship between hair and 
identity in mainstream culture today? 

Hair seems to be many people's most valued physical 
asset and their primary identifier. Hair can always be 
used to make a statement, like this gray/white/plati-
num hair we're seeing all over that could be argued as a 
statement on ageism and embracing the inevitable. It has 
almost become an oddity to have what could be called a 
"traditional" hairstyle. There's a lot to be said for the fact 
that we are letting go of things having to look a certain 
way, which could be said to be progressive. 

Hair has always been a big statement, like in the ’70s, 
when both men and women grew their hair longer than 
was previously considered normal and hairstyles began 
to look more gender neutral. The hairstyle I've chosen 
now I chose for exactly that reason—because I see it as a 
gender-neutral look. 

What inspired you to look for work as a male model? 
Androgyny—though I didn't always know to call it 
androgyny—has been a longtime appreciation of mine. 
I love the soft line between what is perceived as masculine 
and feminine and find it truly beautiful. I was very much 
inspired by Andreja Pejić at the time; I had previously 
been inspired by David Bowie, Vivienne Westwood, Tilda 
Swinton, and the interest I have always had with the hippie 
movement. 

How did you present yourself to potential clients? Did they 
know your backstory? 
I go to castings for menswear usually dressed in a T-shirt 
or tank and men’s jeans, and castings for womenswear 
dressed in a T-shirt or tank and women's jeans (some-
times I bring heels). 

Many know my backstory and many don't, but almost 
everyone sees me as female when they meet me. There 
were a couple of times at men's castings they asked me 
to take off my shirt, and when I said I was female, they 
were completely surprised; we laughed, and they said 
never mind. 

You recently opened Vivienne Westwood's menswear 
show in Milan. What have been the highlights of your 
career thus far?
Opening Vivienne Westwood's menswear show was 
indeed a wonderful highlight, as was the Diesel runway 
show in Venice. I loved traveling to Santiago, Chile, where 
I got to shoot the cover of Paula magazine twice in a row! 
It was such an honor to be the first androgynous model to 
be on the cover of any magazine in Chile. 

Shooting with photographer Ellen von Unwerth was 
another incredible experience—one that had nothing to 
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do with the clothing I was wearing but with getting to 
work with a photographer who was so vividly creating 
a captivating scene for the day. That was the first time I 
had a billboard in Times Square. More recently I got to 
do the H&M campaign “No Rules in Fashion but One—
Recycle Your Clothes.” That was really cool to see the 
video in Times Square, being featured with Iggy Pop! An 
altogether different highlight was shooting the Athleta 
campaign in Kauai, where I learned paddleboarding and 
aerial yoga. 

What I always enjoy about modeling is all the 
opportunities for enrichment: learning athletics and 
dance, exposure to new cultures and alternative world-
views, and the ongoing history lessons of how and why 
we are where we are today. 

Who do you think is pioneering the new school of thought 
on androgyny? 
Eddie Redmayne is an amazingly talented actor honor-
ing the stories that need to be told about gender. I am 
very much looking forward to seeing The Danish Girl. 
My current favorite designer honoring gender fluidity 
is Alessandro Michele for Gucci. I love all of what he 
is doing in menswear and womenswear. An artist I love 
who loves gender ambiguity is Olimpia Soheve. 

Stav Strashko is one of my favorite models of the 
moment. 

But in all of this I think it's important not to see what's 
happening as a new school of thought but as a long, over-
due acceptance and appreciation of what has always been. 

People sometimes confuse you and your husband for a 
gay couple when you're walking the streets of New York. 
Have these experiences as a whole enlightened you about 
society in interesting and/or discouraging ways?
Whenever people thought my husband and I were a gay 
couple, it was clearly people who had no idea who either 
of us was. The times we were seen as a gay couple were 
discouraging situations, because each of those times the 
only reason we actually knew we were perceived that way 
was because of the derogatory comments people made. 

What impact do you hope your career has on the industry?
To be honest, when I first cut my hair to work in mens-
wear, I didn't think I was doing anything that was that 
big of a deal. Now that I see the greater impact there has 
already been, I am unbelievably grateful to have been a 
part of something that has made such a difference for 
so many people. I want to see gender becoming less and 
less of an issue and instead another aesthetic to enjoy in 
fashion. 

And what about on people who follow your career?
Honestly, I just wish everyone would chill out and let 
people be. Just do you. 
#BeYouBeTrue  



The New Guard Issue

Daniel Saynt

Sweater, PLAC
Pants, CWST
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Daniel Saynt basically invented the concept of the professional fashion blogger 
with his website FashionIndie.  He then went on to establish a successful influencer 
casting agency, Socialyte, and worked as CMO of Rebecca Minkoff, which is why 
his decision to become co-owner of NYLON makes sense, despite the waning of 
traditional magazines. What does this digital-age ingénue have in mind for these 
so-called old-school venues? His answers will surprise. 

You pioneered the archetype of the self-made fashion 
blogger while you were still CMO of Rebecca Minkoff. How 
did you first take notice of that growing phenomenon and 
what business potential did you originally see?
When I launched FashionIndie.com, it was a transfor-
mative time in fashion. MySpace was giving fashion 
brands a first introduction to millennials, designers 
were questioning Net-a-Porter’s relevance, and Vogue’s 
digital flagship was still called VogueMagazine.com. 
Being a “fashion blogger” wasn’t a career choice; it was 
a hobby. But I trusted in the disruptive nature of digital.
That was almost 13 years ago, and, at the time, the web 
was coming out of its first major bubble. Brands valued 
at billions were shutting down, but media was growing 
with blogs like Huffington Post becoming major brands 
competing against traditional newspapers. Year after 
year, I’d notice these trends and predicted that it was only 
a matter of time before fashion blogs like FashionIndie 
would become more relevant to the fashion conversation. 
The industry at the time was so guarded and anti-blogger; 
I would have to crash fashion shows. 

In 2006, I snuck into the Marc Jacobs show and posted 
a video of the runway on YouTube. In a few weeks, it 
reached 100,000 views, and, shortly after that, I started 
getting contacted by brands looking for coverage. Pretty 
quickly I went from some unknown posting stories from 
my apartment to someone brands were inviting to shows 
and showrooms. IMG reached out, and I was one of the 
first five fashion bloggers allowed to register for Fashion 
Week and attend. This opened up so many opportunities 
as it established credibility for bloggers.

Advertisers needed to be where the customers were, and 
I knew magazines weren’t where it was at. The world was 
shifting to immediate satisfaction, and the three-month 
print windows of magazines wasn’t enough to handle the 
growing appetite for fashion content and editorials.

I knew as social networks and blogs evolved, it would 
be only a matter of time before the money would shift as 
well, going from print to more independent digital voices.

How did you first turn the idea of creating online celebri-
ties into a business? How have you advanced this idea in 
such a short time?
My articles for FashionIndie were focused around the 
new faces in fashion. We were the first to report on Tavi 
and Bryanboy, and we would regularly feature other 

popular blogs like Refinery29 and Bag Snob. There was 
always money in banner advertising, but the trend of 
making money as a personality or for content was still 
in its infancy. We’d charge $50 for a sponsored story on 
FashionIndie.com, more if our editor-in-chief and my 
current partner, Beca Alexander, had to be in a shoot.

Each month it seemed as if the price we could charge was 
increasing, with more requests from brands to be featured 
in the stories we were producing. Around this time, I met 
Jonah Peretti of BuzzFeed. He was working on BuzzFeed 
with a crew of 10 people in Chinatown and called me into 
a meeting to discuss launching a fashion magazine that 
would live exclusively on iPad, which had recently hit the 
market to massive fanfare. In conversation, he told me 
his prediction that content would become the future of 
advertising and that those who know how to distribute 
said content will win.

At the same time, there was a growing movement in 
“real beauty.” People were growing tired of magazines’ 
and fashion brands’ impossible-to-achieve standards 
of beauty. In the industry, booking an ad campaign or 
in-book editorial is big business for everyone involved, 
but everything was so overproduced and Photoshopped 
that the final product always felt disconnected from 
reality. The work was beautiful, but it wasn’t aligned 
with the growing voice of the millennial consumer who 
was demanding authenticity. The blogger phenomenon 
really hit a nerve because these girls and guys were in 
many ways the reality stars of fashion. They were real 
people who people could connect to, and, as their 
audiences grew, so did their impact on the industry.

I saw how effective these new influencers were at con-
necting to their audiences in a personal way but also saw 
how successful they were at amassing millions of fans 
across their social profiles. They were creating daily con-
tent and reaching millions while projecting authenticity.

Socialyte was launched after my time at Rebecca 
Minkoff. I’d seen how effective fashion bloggers were at 
driving sales and helping increase our own social pro-
files, and I knew other brands could benefit from the 
relationships I established over my years as a blogger.

Who were some of the first big-name digital influencers you 
helped catapult to international fame, and how, exactly, 
did you help their business grow?
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Aside from FashionIndie’s regular coverage of street-style 
stars in the early days of fashion blogging, I worked on 
hundreds of campaigns and partnerships that helped these 
talents gain international fame. I was asked by Steven 
Kolb of the CFDA to help select influencers to join the 
voting board for the CFDA Awards, I put Rumi Neely 
and Leandra Medine on the Rebecca Minkoff runway, 
and launched the Bloglovin’ Awards in the U.S., giving an 
international spotlight to Chiara Ferragni, Scott Schuman, 
Garance Doré, and Cupcakes & Cashmere.

At Socialyte, we’ve represented a number of talents who 
grew to become massive influencers, including Anna-
belle Fleur of VivaLuxury, Nadia Aboulhosn, Adam Galla 
of IAmGalla, Olivia Lopez of Lust for Life, Krystal Bick 
of This Time Tomorrow, Cara Loren, Marcell Flourus of 
One Dapper Street, Marianna Hewitt of Life With Me, 
Bryanboy, and Negin Mirsalehi. Danielle Bernstein 
of We Wore What was a former Socialyte intern who 
learned the ropes with us before becoming a phenom in 
the space. She’s now one of the highest-paid influencers, 
commanding $15,000 an Instagram.

Our work has helped influencers appear in films, 
television shows, and get features in magazines like 
Vogue, Vanity Fair, and Elle, all deals which have 
helped expose them to millions of new fans, further 
increasing their influence.

What are you looking for in an aspiring digital influencer?
First, our focus is on people who have a true editorial 
eye. We’re looking for talents who create amazing con-
tent, whether featuring themselves or featuring original 
editorials that feel luxury. Second, we look for people 
who are dedicated. We look at the frequency of their 
social and blogs to determine if they have enough work 
ethic to make a career out of being an influencer. Lastly, 
we look at their social reach and engagement. New faces 
with high amounts of comments, shares, and likes 
often have the fastest growth trajectory. We currently 
have a waitlist of 750 influencers looking for represen-
tation by Socialyte, so some of it also factors into how 
quickly we can grow our internal management team to 
meet the demand of talents looking to align with our 
agency.

Does a digital influencer necessarily have to have an 
existing fan base before you begin working with him/her? 
Do you ever work with yet-to-be-made online stars?
There are many influencers we’ve taken on when their 
fan base was below 20,000 fans on Instagram. Over the 
years, through our management, we’ve seen these talents 
increase to hundreds of thousands of fans. We also look 
for influencers who aren’t big on social or who don’t 
have blogs, but who are established personalities in the 
industry. My dream is to build out the properties of 
The Misshapes, a DJ group made up of Leigh Lezark, 
Geordon Nicol, and Greg Krelenstein. I was a regular 
at their Don Hill parties back in the early 2000s, and I 

feel they have so much potential as a media property and 
as influencers. There’s so much untapped talent that is just 
being poorly managed by people who don’t get digital and 
who aren’t aware of how much money there is to be made.

What is your opinion on the Fashion Week backlash in 
recent seasons that saw designers who once had bloggers 
front row no longer prioritizing digital influencers? Was this 
a mistake on their part, or has the era of the fashion blogger 
been eclipsed by YouTube stars, etc.?
There will always be a place for fashion bloggers in the 
front row, and the trend of a few designers doesn’t really 
impact how much the overall industry has embraced 
them. There was a long time that Vogue had vowed to 
never put a Kardashian on the cover, a promise Anna 
quickly forgot once she realized the power of the K-Klan 
brand. I think any designer backlash will go away as 
they realize that everything in this is a numbers game. 
One Instagram or Snapchat by a top influencer has so 
much reach that it’s silly to ignore the impact.

As for YouTubers, I definitely see a trend happening 
as more brands embrace these talents as the next new 
thing. They’re young, have millions of dedicated fans, 
and tend to have huge Instagram, Vine, and Snapchat 
channels. I predict we’ll see more of these personalities 
elevating their personal style to have a more permanent 
place in the fashion industry, but we’ll also start seeing 
more fashion bloggers embrace YouTube and Snapchat as 
a way to further increase their impact on their audiences. 
Fashion brands can no longer ignore the power of 
celebrities like Zoella or Bethany Mota, so we’re definitely 
going to see more YouTubers vs. fashion blogger clashes 
in the front row.

Do you see the YouTube trend evolving? How so?
It will definitely evolve.

Currently, beauty and mass brands like H&M and Forever 
21 have been the major players among YouTubers, but 
we’re predicting this will change as more and more brands 
realize their potential and influence over their viewers.

The audiences many of these influencers have 
amassed have grown up with them. I’m predicting that 
the median age of their fan base has risen, hitting that 
millennial sweet spot and making them better suited 
to feature contemporary and luxury brands. As they 
continue to write best sellers and produce movies and 
television shows, their celebrity power will be too 
large to not pay attention to.

Many of them are in desperate need of closet make-
overs before they’re sitting front row at Louis Vuitton, 
but considering the millions of dollars many of them are 
making yearly, it’s only a matter of time before someone 
gets a Barneys card.
What do you think the next type of digital influencer will 
be and why?
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This year, we saw a sharp increase in the amount of asks 
for Snapchat and YouTube talent.

I’d say, over the next few years, there’s going to be more 
request for talents who are popular among niche groups 
of followers. Dance groups on YouTube have been blow-
ing up, amassing millions of fans in the millennial set. I 
see a lot of opportunities with this growing group and it’s 
been untapped by fashion and beauty brands. We are get-
ting an increase in requests for influencers outside of fash-
ion, including tech founders, restaurateurs, DJs, artists, 
travelers, musicians, and young Hollywood talents with 
huge followings. Honestly, I see a space where brands are 
looking for a mix of influencers in multiple industries to 
keep campaigns exciting and fresh. Fashion’s constantly 
changing, and with that change comes asks for talents 
outside of the traditional fashion blogger.

What's your best advice to aspiring digital influencers wish-
ing to make a profit on their traffic and loyal following?
Accept that being an influencer actually takes more time 
than a full-time job, especially if you want to reach the 
level of top talents. In the beginning you’re going to have 
to be an expert on managing your editorial calendar, pro-
ducing shoots, communicating with your fans, market-
ing your brand, establishing relationships with brands, 
networking and partnering with existing influencers, 
negotiating legal contracts, acting like an entrepreneur, 
and remaining current on new platforms like Snapchat. 
You need to establish your brand early but always be 
ready to evolve, to pivot to where the market is going. 
You need to always be producing high-quality, relevant 
content. You need to constantly innovate and improve 
and always be ready to invest in yourself. Also, always 
keep your receipts, because you’re going to be buying 
and returning a lot of clothes.

In an era in which magazines are dying, why did you want 
to take ownership of NYLON?
Being the first fashion blogger to be an owner of a 
fashion magazine seemed like a nice notch on my belt 
of accomplishments, but really it was about getting a 
better understanding of how brands were spending in 
media and what they were expecting out of their spend. 
Also, the magazine has access to the celebrities and 
musical talents I predict will be of growing interest to 
brands looking to diversify their influencer strategies.

When we partnered with Diversis Capital on the purchase, 
I presented them a vision for a female millennial media 
giant, one that could offer brands print, digital, events, 
international opportunities (we have NYLON editions in 
Singapore, Latin America, Japan, Indonesia, Thailand, 
and Korea), and, of course, digital influencers.

This vision has proven to be very fruitful, and we’ve 
used the connections from NYLON to help further build 
Socialyte. Soon we’ll launch Socialyte Studio, which 

will take advantage of NYLON’s editorial expertise to 
help brands act more like media properties. The mag-
azine is a marketing vehicle that we use to further the 
growth of all things under the NYLON Media umbrella.

What mistakes are dwindling magazines making that's 
losing them potential profit? How should magazines work 
with advertisers and brands these days?
Magazines that don’t expand their reach beyond print 
are definitely doing it wrong. Not having a strong social 
presence or strategically run digital flagship is death.

Also, not having an influencer strategy or failing 
to feature talents who can help amplify your reach 
is going to hurt many magazines in the long run. 
We’ve been smart to align the goals of Socialyte with 
NYLON. The companies are run independent of each 
other, and most of my focus is on global domination, but 
we’re constantly collaborating to ensure that innovative 
influencer concepts are being considered by NYLON’s 
advertisers.

How do you hope to take NYLON into the future?
The vision is to continue to grow the digital presence. 
Our audience on Nylon.com has gone from 250,000 to 
5,000,000 monthly readers since we took over the com-
pany about a year ago.

We also plan to grow video, recently producing a highly 
viral video that had Daniel Radcliffe spending a day as 
our receptionist (4,000,000+ views). I predict NYLON-
Shops will have a growing presence, proving that we can 
not only talk to millennials but persuade them to buy.  

We plan to launch Socialyte international outposts in 
the countries in which we currently have NYLON mag-
azine licenses, starting with Latin America and then 
extending across our Asian outposts. We also have a 
few new print launches for NYLON in countries where 
we’re also expanding Socialyte. Within a few years, 
I see NYLON Media becoming the female millennial 
mega brand I envisioned.
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Bradley Rothenberg 

Sweatshirt, pants, and shoes, Frank & Oak
Shirt, Won Hundred
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His work has been featured in InStyle, Marie Claire, and Style.com, and he's collabo-
rated with brands from Alexander Wang to Victoria's Secret, but Bradley Rothenberg 
doesn't consider himself a fashion designer. His wearable 3D art makes him more 
of a programmer or software architect, in his opinion, and publications like The New 
Yorker and Wired—both of whom have featured Rothenberg's work—tend to agree. 
Meet the man redefining the space in which technology and fashion intersect.

You studied architecture at Pratt. When did you first get 
interested in 3D printing and how did your career begin to 
take shape working in that medium?
I first became interested during the second semester of 
my second year at Pratt, when I worked in the 3D print-
ing lab. It was then I started to really get excited about 
3D printing and the potential of making parts that were 
not possible previously. My interest really started taking 
off when I realized you could use geometry to manipu-
late material properties. 3D printing allows you to make 
shapes and forms that could not be made any other way—
in fact, you can almost make anything if you use this one 
process, Selective Laser Sintering. In addition to being 
able to make almost anything, you now also have con-
trol over the structures from a very micro scale to macro. 
Around 2011-2012, there were no flexible materials that 
were durable enough to be printed with, so in order to 
make flexible textiles, I needed to use geometry to make 
something that was as textile-like as possible. 

In layman’s terms, can you describe how 3D printing works 
and why it's become a burgeoning industry in and of itself?
A more descriptive term is additive manufacturing, which 
implies that you are making something by the addition 
of material. This is compared to subtractive manufac-
turing, where you are making something by removing 
material. There are many different technologies within 
additive manufacturing, but throughout all of them, they 
make an object by taking in a digital file, then, layer by 
layer, building an object. Those layers can be very, very 
thin—even smaller than a human hair in some cases—
or much larger, for example in the 3D printers that are 
building houses. The processes most exciting to me are 
still mainly in the industrial sector, one of which is called 
Selective Laser Sintering. A laser melts powder layer by 
layer to build an object. After the object is printed, some-
one needs to extract the part from a big block of powder.

You work closely with fashion brands but don't consider 
yourself a fashion designer. Why not? 
I don't consider myself a fashion designer, because I am 
not designing fashion. The title I most prefer is pro-
grammer or architect—for software, not the building 
kind. What we are doing is developing new tools, work-
flows, and methods around how products are made. 
Throughout school, and even after, I was frustrated by 
the lack of programs that existed to allow you to make 
what you want, or tell you if what you are making is 

good. So I needed to learn to program. 
However, I do think there is a huge amount of potential 

for what we are doing in the fashion space as fashion starts 
to embrace technology. 

Victoria's Secret first approached you to work on its 
world-famous annual fashion show a couple of years ago. 
What work did it commission you to create and what was 
the process like preparing for the event? 
Shapeways, a New York-based company, actually made 
the intro between me and Victoria’s Secret. Victoria’s 
Secret asked for a snowflake-based 3D-printed garment 
for the Snow Angel section of their show. The project 
took approximately six to eight months, as this was 
before we had our software built out, and [there was] a 
lot of code we had to develop for this project. Shapeways 
played a big role in actually printing the pieces.

You've said that 3D printing can change the industry. In 
what major ways would you like to see it change fashion? 
I think new manufacturing methods, like 3D printing, allow 
for customization without the price traditionally associ-
ated with buying fancy customized stuff. Beyond just cus-
tomization, I think it enables a whole new set of garments 
to be developed, because the restrictions of making stuff 
with 2D cloth are no longer an issue. For example, mak-
ing patterns that have to come from flat pieces of fabric.

Can an up-and-coming designer benefit from 3D printing or 
is it considered more of a luxury or big-brand investment?
Definitely. I think it allows up-and-coming designers 
to have access to faster prototyping today and, in the 
future, access to producing smaller production runs.

When and how did you begin teaching at Parsons? How 
was the course received by the students? 
I taught for the first time last year. I was teaching a com-
putational geometry class, which also introduced the 
students to Python. I would say 50/50 reception from 
the students initially, but by the end of the semester, it 
seemed to be received really well. 

Where do you hope to see yourself in 10 years? 
To continue to be on the forefront of software for 
advanced manufacturing. We see ourselves as almost 
like the Microsoft of advanced manufacturing—taking 
what was an expensive and hard-to-use technology, and 
allowing easy access to it.
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Morgan Bogle

Top, shirt, and shorts, Won Hundred
Bag, Freedom of Animals 



58 | 59

B
. C

o
n

n
e

ct
io

n
s

Thanks to designers like Morgan Bogle, the terms “ethical” and “fashion forward” 
no longer seem to contradict each other. Bogle's chic line of accessories, Free-
dom of Animals, has already attracted the attention of industry heavyweights and 
the type of stars just as likely to make headlines at an animal rights rally as they 
are on the pages of a best-dressed list. 

When did your love of animals become more of an ethical 
mission, and how has your interest in animal rights shaped 
you as both an activist and as a consumer over the years? 
I grew up with dogs, was raised a vegetarian, and have 
always volunteered at shelters, so I've been an animal 
lover since birth. But it was about six years ago that I 
really became a true animal activist. Through fostering 
pitbulls, I became acutely aware of the amount of ani-
mal abuse and neglect that takes place in New York City 
alone, which led me to travel around the world volun-
teering at animal sanctuaries with hopes of making a 
bigger impact. This then led me to launch the bag line 
two years ago because I witnessed how desperately the 
environment and nature needed responsible action to be 
taken. I knew I had to be a part of the solution instead 
of just carrying on in the fashion industry when I had 
witnessed a world that was deeply impacted by our lack 
of knowledge. Freedom of Animals has partnered with 
PETA, the Sheldrick Foundation, the Humane Society 
of the United States, Mr Bones & Co, and now the Ian 
Somerhalder Foundation.

What animals do you currently have at home? 
I have fostered 17 dogs and currently have one. I lost my 
dog earlier this year from a freak situation where my dog 
walker at the time "misplaced her," and I've since become 
even more of a voice for these creatures as I lost my best 
friend and favorite rescue of them all. The one I have now 
is so sweet, and she comes very close to being as incredible 
to me as my dearly missed Sugar (#findsugarnyc). 

What about as a stylist? Have you had to take ethical stands 
on what you will and won't pull for shoots over the years? 
Oh, yes. I went from working on major fashion shoot 
sets to only doing commercial styling to walking away 
from fur and exotic skins. 

When did you decide to start an accessories line, and what 
were your main motivations for creating a 100% vegan line?
Two years ago, we launched out of an understanding 
that sustainable, ethical fashion is the only direction 
to go in, and as an animal activist, I could never use 
leather, even if it was recycled, because it didn't con-
nect with my personal journey. My biggest focus is the 
sustainability factor, though, because I believe that 
at this point we have to be responsible and only use 
post-consumer materials, as we do. 

Aside from being cruelty free, how else do your products 
help consumers reduce their carbon footprint?

By not purchasing a leather product, you reduce the car-
bon emissions the leather industry and cattle industry 
create (leading pollutant), you support wearing post-con-
sumer plastic that recycles plastic and gets it out of land-
fills and our oceans, and since our fabrications have such 
a low chemical content and use 90% less energy to pro-
duce, you are supporting an eco-friendly business.

Faux fur, pleather, and the like are often unfairly charac-
terized as visibly cheap and unstylish. Where do you look 
for design inspiration, and how do you manufacture such 
cutting-edge materials that are both ethical and chic?
Well, PVC, which is what is mostly used for synthetic bags 
and shoes, is not very nice-looking and is terrible for the 
environment, so I can understand not being excited to 
wear most faux leather! We use polyurethane and are 
very specific about which vendors we use as well as being 
aware of what shapes work and what shapes don't work 
with our materials. Faux fur I actually like and am happy 
to see that many designers are using these days.

What's your favorite bag of the moment and why?
My favorite bag at the moment is the Boromo circle bag. 
It is the perfect shape and sits really comfortably against 
the body.  

What's the next big career or life milestone you hope to 
celebrate soon?
We have partnered with actress and conservationist 
Nikki Reed for a collection, and we hope to continue to 
grow with her as well as expand into other accessories 
like shoes, hats, belts, and wallets.

You've said that one of the most significant ways any per-
son can change the world is to be mindful of what he or 
she purchases and consumes. What are approximately 
five rules of thumb every environmentally and socially 
conscious consumer should adopt?
I wish this were easier, but, unfortunately, it isn't so. 
Research is needed to know where what we purchase 
comes from. Supporting ethical factories is extremely 
important, knowing what materials you are purchasing 
and researching what the process is to make them is so 
important, because you will find how many chemicals 
are in our everyday clothing and accessories. So much 
leather that people wear is actually dog skin—18 million 
killed annually for their skin/fur/meat—so being mindful 
of where you purchase your leather from is key. Anything 
post-consumer, recycled, and organic is good! Support-
ing locally made products is great as well. □


