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WHAT- U-WEAR

by jerome Ryckborst

Designers come a dime-a-dozen. Few
deserve attention. The fashion industry is a
tough business, not at all as glamorous as
the fashion press would have us believe.
Success comes only to those who under-

stand why the business works. This holds
throughout the industry — for marketing,
manufacturing and designing alike.
Stanley Carroll is a designer who under-
stands fashion. Carroll is Edmonton-based
by choice. The back-stabbing politics of the
big city fashion scene restrict a designer’s
freedom and creativity. Besides, if you're
good you can make it anywhere. Stanley
Carroll is making it big in Edmonton.
A common view in the industry is that
designers should sense what consumers
want. Carroll takes it a step beyond.
"A designer should do more than pro-
vide clothing. Clothing is a commaodity, but
fashion is more. It is the responsibility of
the designer to challenge people’s minds.
Clothing is fashion if it is done well.”
The commercial industry sees fashion
differently. Fashion is what the public sees
as currently appropriate. Manufacturers
and retailers'introduce new styles to con-
sumers. New fashions are contagious —
they spread like a social disease. Commer-
cial fashion leaves little room for the
designer’s ideas.
True design reflects social trends, social
thinking. Carroll says his designs are
revolutionary in nature. He wants to over-
throw, to turn the tables, because "by the
time the ideological design decision is
washed down to the retailer” there is
nothing left of the designer. What you see
on the racks "are not design creations,
they’re business decisions.” By designing
and selling in his own store, none of Car-
roll’s ideology is lost.
"Fashion is a tool for expression.” Clo-
thing is the real fashion medium; clothing
delivers the message. Says Carroll: “People
have short attention spans, so a fashion
message should be graphic.” For a

fashion show designers will emphasize the
new design line. The audience can see at
first glance what the designer has to say.
"The message gets overstated during the
shows. It’s revolutionary thought put into a
graphical context.”

Fashion can be political too. Few
commercial lines dare to make overt
comments. BENNETTON clothing stores
are very conscious of the growing political
interest in world affairs. For the past year
Bennetton’s advertising has been selling
both their clothing line and their view of
world peace.

Stanley Carroll’s collection also reflects
what people think about and talk about on
a daily basis. His fashion shows typically
include foreign flags, garments bearing
political symbols or badges, and models
with messages written on their faces:
C.C.C.P. or Gainers. "Fashion should make
people think.”

It is unlikely you’ll see Stanley Carroll
designs sharing the stage with other
designers. This ensures ideologies will not
conflict.

Carroll stays away from hiring
professional models for his shows.

"Beautiful people need the least clothing
help.” Carroll emphasizes that his fashion is
for everyone. “I've seen people with far-
from-perfect figures look better than
models in my clothes. Using professional
models can backfire. People have a hard
time identifying with the models.” The
audience may not believe they could wear
what a model is showing.

Stanley Carroll’s garments are
manufactured in Edmonton. They have
sold in Toronto, Montreal, Saskatchewan
and Vancouver. In Calgary they are
available at PRIMITIVE near Kensington

Stanley Carrol

on 10th; in Edmonton at BOUNCE , Stan-
ley Carroll’s boutique on Whyte at 104th,
and at MAD RAGS , downtown on 101st
Street.
What's fascinating about these clothes is
the attention to both silhouette and detail-
ing. Carroll calls this the "total look.”
It is great to see this attention. It reflects
dedication. Each time | return to the store
(BOUNCE) it’s busy. That’s a great sign. It
shows that design can viably and success-
fully hold its own in the fashion business.

It may be the last letter in the alphabet,
but in the world of computers Z stands
for Zenith—the first choice of an increas-
ing number of students, educators and
institutions.

Since 1981, Zenith has been receiv-
ing rave reviews from educators for the
most complete line of PC compatible

It's by choice, not chance, that
Zenith PCs have become an institution
in most major colleges and universities
across North America. In Canadian
universities, 47% of micro purchases
will be Zenith PCs*. They’re getting Z’s
in the classrooms, libraries, offices and
dormitories. Zenith computers are first
choice for excellence of
design, superb docu-

mentation and flexibility.
Of course, with
computers as with edu-

cation, the objective is
to excel to higher
levels of learning.
To help you
achieve this,
Z-171 Portable PC  Zenith PCs are
specially design-
ed to grow with you, and are expandable
to meet the demands of your workload
when you need it. And all are very com-
petitively priced to suit your budget.
So, if you're searching for the highest
in technical expertise, the latest in
product innovations, plus a tradition of
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C  Quality and dependability, go through
the alphabet for a computer and see for
yourself why more and more institu-
tions of higher learning are ending up

Z-158 Desk-Top P

desk-top and portable microcomputers
available today. Here are three of the
most popular models: the Z-158 PC, our

most widely used product, the Z-171 wilhiae
‘; portable PC, featuring dual floppy disk
' drives and a backlit LCD screen in a
compact package weighing less than 15
*Source:

pounds; and the Z-241 AT-compatible
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for maximum speed and data storage.

Buyers' Intentions Survey

Z-200 Advanced PC

AVAILABLE AT: University of Alberta
Microstore
S.UB.
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THE QUALITY GOES IN BEFORE THE NAME GOES ON
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