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Dedicated to the memory of Liz Tilberis

The brightest star of the fashion constellation,

Liz allowed many of us to shine in her orbit,

her sparkle, elegance, and warmth forever inside us.
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FOREWORD
BY DIANE VON FURSTENBERG

I first met Annemarie Iverson at my then-offices at 757 Fifth Avenue in the early 1990s. She was working in creative at Revlon, which held the license for my fragrance Tatiana, and had accompanied one of its suits to the meeting. For my part, I was thinking to restart my fashion company, bringing everything I’d once created back together again. It was clear to me then—and I probably communicated it rather directly—that Annemarie needed to find a way to get herself out of Revlon and more directly in fashion, so to speak.

It didn’t take long. A year or so later, Annemarie rode with me to my country house to interview me for a fashion feature she’d started writing for New York Woman magazine. It was called “In Her Closet.”

Then, coming full circle a few years later, Annemarie, now the fashion and beauty news director of Harper’s Bazaar, attended a fragrance launch in my then-new Twelfth Street showroom. We were both on our way.

I started doing runway shows on Sunday evenings at the start of fashion week, and Annemarie was usually there. I ran into her at the Couture in Paris one January: The very American optimist who was taking on the fashion world had married a handsome Italian banker and was pregnant with her second son.

Her path intertwined over the years with many others, as well. Through a combination of Midwestern pluck and sheer dumb luck, Annemarie has found herself in the presence of other fashion icons, people like Diana Vreeland, Jackie Onassis, Yves Saint Laurent, Liz Tilberis, and Gianni Versace. Not to mention, my peers, Calvin, Ralph, Karl, and Donna. This access bestowed on Annemarie a rich understanding of the global fashion milieu allowing her to take on in In Fashion a topic enticingly impenetrable to many: How to get your start in the Fashion Industry.

In Fashion is a chunky, humorous, insider-y, but ultimately accessible, manual that will help focus and guide the next generation of young people dreaming of entering this world. My story is embedded here—how I became a designer nearly four decades ago and how I made my return just one decade ago to become an even larger force in fashion thanks, in part, to my role as president of the Council of Fashion Designers of America (CFDA)—but there are also the stories of window dressers (“visual merchandisers”), public relations people, department store fashion executives, and editorial and celebrity stylists here. Through targeted and amusing dossiers of people in these roles, Annemarie plots out lots of different career paths—where they started and how they arrived in the world of fashion.

The point is that there is likely to be a mentor here with whom each reader can relate. Highlighted throughout are the hot twenty-first century jobs (in public relations, online fashion journalism, accessories design, visual merchandising, retail fashion management), where to go now for the best start to your career, and up to the minute advice for navigating in fashion’s ever-changing landscape.

In addition, Annemarie charts out the precise educational path you should follow: If you want to be Vogue’s next cover hairstylist, for example, there is no compelling reason to go to Harvard or Brown or the University of Geneva. If you want to be the next me, however, it wouldn’t be a bad idea. While fashion is big business and involves big brands, it is also craft, handmade and artisan; at any given moment, fashion pivots around a handful of key individuals, but it also touches everyone. Fashion is everywhere, but the heart of fashion is centered in a few fashion capitals of the world. Also, while fashion itself is highly accessible today thanks to the Internet, fashion careers are not. In Fashion understands all that.

Almost every day, I receive letters from students all over the world looking to apprentice with me. I try to hire as many of them as I possibly can. The United States has this amazing institution called the internship that gives young people practical skills and something on their résumé to help them get their first job. In fact, I created the DVF studio in the Meatpacking district in Manhattan as a creative lab in which young people could learn.

But first you must know what to write and to whom to send the letter. I believe this important book will inspire and help young people do just that, to find their way or feel invited into the world of fashion: With In Fashion and your own passion, discipline, and persistence, you can find your way.


PREFACE:
AN UNLIKELY FASHONISTA

From the time I was four or five growing up in deep, dark, desolate Wisconsin, I collected those annoying blow-in cards from magazines that all arrived from the same place—New York City. I filled Stride Rite shoeboxes with my cherished postcard-size offers from Good Housekeeping, the rare Glamour that fell into my hands, House & Garden, Mademoiselle. It was my crude attempt to connect with the fashionable world.

I found Vogue at the Port Edwards two-dryer hair salon. I used these pages to instruct my mother how to knit and sew a collection of couture Barbie doll clothes. She did so, amazingly well. I still treasure these tiny creations. Nail enamel, makeup, hair color, according to this same good conservative mother, were not for ladies. But I instinctively ignored her. I knew I belonged to a different world, one where style and color and elegance mattered, where women were fresh and sleek and well groomed all the time.

I secretly groomed my inner city girl and, eventually, found my way to that magic world of magazine chic where beauty closets bulge with (free!) lipsticks, miraculous mascaras, and weird gadgets that promise to eviscerate cellulite; where models, writers, and photographers roam the halls looking fabulous and original; where editors go click, click teetering on the most dangerous never-worn-out or soiled shoes; where fashion closets spill out the dresses and shoes and bags that are the bright new vision for next season and for how we want to look now; and where sleek publishing executives package and sell everything editors touch and photograph and write about as the latest, best, and brightest. This is a world where you, like me, might find yourself in the same room with superstars like Kate Moss, Calvin Klein, Tom Ford, Courtney Love, Hugh Grant, Sting, Madonna, and Robin Williams or legends like Yves Saint Laurent, Jackie O, Diana Vreeland, or Princess Diana, as I unexpectedly did. Strangely, the superstars inspired less awe in me than the people with and for whom I worked.

I finally did arrive at the epicenter of the magazine universe, but getting there was not easy or obvious. What has motivated me to write In Fashion? To help others as clueless and unconnected as I was find a more direct path while making sense of my twisted journey.

I have experienced more and I have done more than I knew to even expect of myself. I was wooed. Courted. Hired. Lauded. I hired, lauded, congratulated, promoted others. Early on, I was dubbed by Adweek the “fashion girl to watch.” And … I’ve been fired, gently—“There’s this ‘other job’ at Ca-fugly Un-fashion Magazine that we think you’d be great for!”—and much more publicly and brutally.

I sat through my most recent—and let’s hope last—firing as editor in chief of Seventeen magazine while lapping up frozen fat-free yogurt with Heath bar topping, trying to appear as cool as a cucumber. I’d been called back to the city from vacation for an “important” meeting that turned out to be a sham. My termination was carefully planned by the company’s “management team.” As it turned out, no one would survive much longer than I did with the bigger corporate mess they had created. My immediate, annoyingly smug boss, who had been imposed on me only recently, was soon fired herself. The boss’s boss lasted not much longer and is now pursuing a career in either sporting goods or packaged goods, I don’t remember which. None of the rest would be pictured “slipping up” in the New York Post, as I was, which felt brutal at the time but was, in fact, a kind of honor, I suppose. As they say, there is no such thing as bad publicity.

In a twisted, back-glancing way, I guess I won. I never sold out. I didn’t allow myself to be turned into a rat in a maze trying to put out a magazine that some committee of executives determined would sell best, second-guessing every picture and forgetting about The Reader. I left with what I value most about myself—my gut, my passion, and my honesty. All three, I’m happy to report, are still intact.

There’s nothing like deadline therapy to get me past lingering hurt feelings. After several quiet years of freelancing and consulting, I experienced the weirdest twist of my career: I was asked to return to Harper’s Bazaar in my original role of beauty director for six months. While my husband was trying to talk me out of going back to a position I had held a lifetime ago, I saw it more cosmically, like time travel, and going back to a title that was golden for me. It would allow me to leap forward to next season, months before the rest of the world would get there.

Humbly and happily, I returned. It helped that Bazaar is now housed on the twenty-fifth floor of New York City’s most glamorous and green skyscraper, the Hearst Tower. I found I still loved the nutty creative world of magazines, with its mix of young talent and swirl of creative businesses around them. I discovered that things just don’t throw me anymore and that I can write fast, really fast.

Back where the universe clearly wanted me, sitting on a rich heap of advice, products, the newest and the latest, with an eye that can’t help itself but to critique the looks and grooming of nearly every person strutting by my office, I had a great, soothing epiphany: Regardless of where I am physically, fashion is so deeply ingrained in my soul that, come what may, I will always be in fashion.


INTRODUCTION

So, YOU want to be the next greatest fashionista on earth. Maybe you imagine yourself taking the big honors on Project Runway and launching your design career in the footsteps of stars like Marc Jacobs, Stella McCartney, or Tom Ford. Or maybe you see yourself in the realm of The Devil Wears Prada, striking out in the world of fashion editorial and training yourself to be a great fashion editor, like Anna Wintour. Maybe you are the next Rachel Zoe, styling stars like Kate Winslet and Jennifer Aniston, and in the process, transforming yourself into a front row, red carpet star in your own right. Or do you see yourself ON the runway? Are you the next Kate Moss, Tyra Banks, or Gisele Bundchen? Or are you more the behind-the-scenes type—quietly, creatively producing the iconic images of fashion as the next great fashion photographer, a Steven Meisel or Mario Testino? Maybe you want to live it and loosely fictionalize yourself like Candace Bushnell did when she wrote about her modern fashion adventures in Sex and the City?

Or there’s always the high-power corner office you could occupy as a fashion executive wearing crisp white suits and reptile-skin platform sandals twelve months a year, collecting contemporary art, designer bags, and important jewelry, and employing your own team of hair stylist, makeup artist, personal assistant, chauffeur, and housekeeper, all while hauling in more digits than you ever dreamed.

In Fashion is first and foremost a career manual—everything you need to know to enter the fashion business, and then to climb up the ranks and make it. Though I’ve spent the bulk of my career in magazines, I’ve had extensive firsthand experience in the related worlds of design, photography and styling, public relations, and events planning, as well as fashion retail and advertising. When my own experiences wouldn’t give you maximum insight and mentoring, I’ve created profiles, or dossiers, of individuals who’ve struggled just as hard as I did and have landed just where they aimed on the global fashion freeway. Their career stories are filled with highs and lows and very detailed advice for people starting out in fashion today. People like Marc Jacobs’ former assistant from Louis Vuitton, celebrity stylists, Prada U.S.A.’s visual merchandise director, the fashion director of Bergdorf Goodman, a highly recruited Internet fashion writer, Michael Kors’ accessories genius, art directors, fashion photographers, the head of Vince’s global sales, and more. See for yourself whether you feel aligned with these personalities.

Embedded in these stories are nuggets of advice you won’t learn at Parsons, the Columbia Graduate School of Journalism, the State University of New York’s Fashion Institute of Technology, the Wharton School, Brown University, the Rhode Island School of Design (RISD), or Sarah Lawrence College. My conversations with these friends, or friends of friends, or people I found and turned into friends, have always included this one question sent back to me: “Why didn’t this book exist when I was trying to get into fashion?”

The reason I have felt compelled to write this book is that fashion follows no rules. If you want to be a pharmacist, teacher, engineer, doctor, or lawyer, the path is straight and obvious. In fashion, there is no clear path. That’s the reason for In Fashion. Each of us—a total package of education, upbringing, ethnicity, innate style, looks, personality, sexuality—must find his or her own way. If you are blessed with luminous NYC-Paris-London-Milan connections and A-list cool parents, your career might just fall conveniently into your lap.

If, like me, you are an obscure mortal from nowhere—with good Lutheran parents, a math teacher mother and a paper-making chemist father—things are not as clear. You might just feel like a mouse (albeit a chic lab mouse) in a maze. I am here to light your way and to add some humor, mostly at my expense, along the way.

I served as editor in chief of Seventeen and YM magazines, and for seven years, I worked under the legendary Liz Tilberis as the fashion and beauty news director of Harper’s Bazaar. I have written two New York Times bestsellers—Bobbi Brown Beauty and Bobbi Brown Teenage Beauty—and I aided Tilberis in writing her autobiography, No Time to Die. For years, I covered the Milan, Paris, New York, and London fashion shows, and I count among my friends industry power brokers from these worlds.

Besides its central mission as the essential career guide for a quite daunting industry, In Fashion captures the best and the worst events of my career. I feel lucky for the sweet highs and I accept complete responsibility for the blinding lows. I treat both with self-effacing humor, a survival tactic if there ever was one. My hope is that you benefit or learn from or are amused in some small measure by my telling of these episodes. That, for me, is the biggest prize.

In the telling of my experiences, it is not my intent to skewer others; I apologize in case my words bring pain or grief. I harbor no bitterness and know of no enemies. (Okay, maybe there was one, but I’ve long considered us made up.) This is supposed to be funny (!!!) and really useful.

Everything here is true and it absolutely happened, though I sometimes disguise exact places and/or identities. I am often struck by details unnoticed by others; I also get the feeling that I sense things more profoundly than others. These traits have helped me develop into a good reporter, but they have also burdened me with too much information. I’m a classic fashionista type C, a Critic, one who comments on the world around her. You’ll hear more about this later.


HOW TO USE THIS BOOK

In Fashion is a slash kind of book: Glam career manual slash fashionista memoir. Writing instructional copy was my earliest training. Here I’ve applied the how-to format to the daunting exercise of breaking into and succeeding in fashion. I’ve sometimes felt I could find the essential how-to in any topic, and here I condense learning from my twenty-year career into lists of essential dos and don’ts. My intent is to share my story with fellow fashionistas, inviting their most brutal scrutiny while encouraging the next generation to passionately, deliberately go for it.

We’ll start out, of course, with YOU! Explore the Fashionista Aptitude Survey to try to understand exactly what sort of fashionista you’re likely to be and where you’re most likely to fit in and find happiness and success. At the end of the survey, you’ll see which of the four key fashion tribes you were born into, although no one bothered filling you in until now.

Creator Visualizer Critic Seller

Creators are fashion designers and their courts. They exist at the center of the fashion universe around which all the other planets orbit.

Visualizers bring fashion to life. Stylists are Visualizers, occupying what is probably the fastest growing, most appealing new role out there. Also among the Visualizers are photographers, illustrators, models, hair stylists, and makeup artists. Together, these people are charged with the task of capturing the imagination of the consuming audience by presenting next season’s clothes and accessories in advertising and editorial in a compelling way. Sometimes their visuals inspire. Other times, they scandalize. The point is that you notice.

Critics are those who have opinions about what the Creators create. Critics express those opinions in fashion magazines, on fashion television, and over the Internet.

Sellers comprise the business end of fashion. The guy helping you “find your size” in jeans at the Gap is called a “retail sales associate,” but he’s a Seller. So are the entire publishing staffs of fashion magazines and the parts of advertising agencies that scare up business and maintain relationships with clients. While admitting that there’s a lot of creativity and originality that goes into their work, I’ve also taken the old-fashioned view that public relations, merchandising, and marketing fall under this category: Ultimately their performances are judged by what sells.

These are not perfect blunt unyielding categories—just useful lenses through which to see the fashion world. Using these categories will help you make sense of things and, hopefully, avoid false starts and frustrations. If you find that you don’t fall neatly into one or even two of the categories, don’t be discouraged. You might just be one of those rare übertalents whose biggest decision is where to begin his or her most amazing career.

In Fashion is organized according to these four key sectors of the fashion world. But don’t just read about your specific career. Flip through the other sections of the book for general help on doing the perfect résumé, creating a concept book or portfolio, interviewing, what to wear on your first day, and every other little thing that might trip you up.

My dream is that this book will help people realize their dreams. Of course, times are different from when I was growing up in central Wisconsin. Everything is more accessible and open to view. By logging in to www.style.com, you can see Derek Lam’s fall collection online the same chilly February night it is presented in New York. With limited research, you could discover how many Diet Cokes designer Karl Lagerfeld has for lunch with whom, at which table in which restaurant in which city. The next “cool” band or trend or shoe or nail color takes milliseconds, not years, these days to beam into Wisconsin. Thanks to style-democratizing stores like H&M, IKEA, and Target, anyone, anywhere can live with good design, style, and “cool.” If your hometown is anything like mine, Hollywood celebrities are discussed with the same intimacy as the local football team. Yet, while it might feel like this whole shimmering world is at your doorstep, the realization that it isn’t and that you are missing it makes becoming a real fashionista all the more enticing.


FASHIONISTA APTITUDE SURVEY

What’s your fashion fantasy? Do you love clothes and design so much that you dream of becoming a famous fashion designer? Are you obsessed with shoes, endlessly sketching heels and soles and researching trims, buying vintage stilettos at flea markets for your collection? Or do you devour fashion magazines and envision yourself as an exquisitely dressed editor at Vogue? Maybe you secretly imagine yourself in front of the camera, the smoky-eyed model in the Chanel ad, bringing next season’s designs to life for the whole world to admire? Or maybe you see yourself behind the scenes as the fashion photographer or the stylist who brings his or her own original twist to clothes and accessories or as the hair stylist or makeup artist on the shoot. All of these people—and thousands more—populate the world of fashion. Each of them is In Fashion, and that’s where you want to be too. But how can you get there?

Well, you’re already on your way: The passion that’s in your heart and mind for your future career is essential and will help shape your success and happiness almost more than anything else. While your fashion dreams may quickly become reality and you will soon be touted as the next Donna Karan, Anna Wintour, or Kate Moss, chances are there are years of education, tough work, highs, but mostly lows between you and that happy ending. Wouldn’t it be a lot easier to know up front what path to follow? Or at least to know of a path or two that would be so wrong for your personality, so abhorrent to your tastes, that you shouldn’t bother exploring them?

Beyond the passion (or obsession), where do you start? What’s the right educational path and best possible schools, internships, and summer jobs? To get you started, we first need to understand: What sort of fashionista are you?

To answer that question, we need to delve deep inside your DNA to see how your personality is hardwired: What inspires you? And, conversely, what makes you glaze over? Shut down?

Just as millions of young people take the Myers-Briggs Type Indicator (MBTI) test to help determine their best possible career paths, you are about to take the In Fashion Fashionista Aptitude Survey to see where you might best fit in the ephemeral, glamorous, exhausting, and unpredictable world of fashion. The survey explores whether you are naturally outgoing or introverted; whether, when faced with information, you take it in on face value or, instead, you interpret it and add new meaning; whether, in dealing with the outside world, you tend to instantly judge a situation or you prefer to allow elements and details to seep in slowly.

Since there are no right or wrong answers to these questions, go with your first instinct and don’t overthink. It is best to take a couple of quiet minutes to do these questions on your own: Doing the survey out loud with friends will inevitably skew the results. Given that fashion is a visual industry driven by image, creativity, and illusion, even in the hardest of economic times, this survey is designed for those who are naturally drawn to glamour. If you think the survey questions are inane and/or you don’t identify with any of the responses, you might want to seriously question your inclination to the field itself. Let’s face it, if you need something more concrete, there’s always engineering, accounting, medicine, IT …

Those fields aren’t for you? Okay, then. Let’s begin.






	WORD THAT BEST DESCRIBES YOU:


	Outrageous


	Sensitive


	Insightful


	Ingenious





	AS A CHILD, YOU MOST LIKED:


	Performing


	Drawing


	Reading


	Socializing





	PERSONALITIES WHOSE BIOGRAPHIES YOU’D MOST WANT TO READ:


	Karl Lagerfeld, Oscar Wilde, Princess Diana, Stephen Sprouse


	Leonardo da Vinci, Andy Warhol, Lou Reed, Lee Miller


	Diana Vreeland, Nora Ephron, Carmel Snow, Anna Wintour


	Donald Trump, Niccolò Machiavelli, J.P. Morgan, Warren Buffett, Diane von Furstenberg





	EXPRESSION YOU’RE MOST LIKELY TO OVERUSE:


	“Heaven”


	“Cool”


	“Genius”


	“Perfect”





	PERSON YOU’D MOST LIKE TO HANG OUT WITH:


	Sofia Coppola


	Kate Moss


	Christiane Amanpour


	Madonna





	ON SUMMER BREAKS DURING HIGH SCHOOL, YOU WERE MOST LIKELY TO BE:


	Starring in a summer stage production


	Developing black-and-white prints for a photography class


	Winning the prize for the most books read at the public library


	Running a lemonade stand by day and babysitting by night





	HISTORIC PERSONALITY YOU’D MOST LIKE TO MEET:


	Marie Antoinette


	Joan of Arc


	Queen Elizabeth I


	Catherine the Great





	YOUR BIGGEST WEAKNESS:


	Meeting deadlines


	Making conversation


	Being impatient


	Letting go





	WHAT YOU VALUE MOST:


	Originality


	Creativity


	Truth


	Results





	IF FORCED TO PLAY ONE OF THE FOLLOWING SOCIAL SPORTS, YOU’D CHOOSE:


	Bowling


	Croquet


	Tennis


	Squash





	YOUR FACEBOOK HABIT:


	You sometimes forget you’re signed up.


	You log on once or twice a week when you have downtime.


	You compulsively sign in every morning to check flagged photos from last night’s parties and film openings.


	You use it as a research tool, to vet potential new friends or learn more about future clients or bosses.





	BAD QUALITIES PEOPLE SOMETIMES ASCRIBE TO YOU:


	That you’re in outer space, unconnected to daily life, a total dreamer


	That you are unresponsive, inarticulate, lazy


	That you are unfeeling, insensitive, judgmental


	That you’re always “on,” too aggressive, and lacking in basic human values





	YOU ARE MOST LIKELY TO LOSE TRACK OF TIME WHEN YOU ARE:


	Making something


	Watching something


	Reading something


	Planning something





	TRUTH ABOUT PETS:


	My little dog comes with me everywhere.


	I love animals, but I’m allergic.


	I love cats because they have evolved personalities and are low maintenance.


	I travel too much to have a pet.





	FAVORITE WAY TO SOCIALIZE:


	Go out, dropping by as many different kinds of parties as possible, ending up at dinner at 11 p.m. at a cool restaurant with a big group of old and new friends.


	Invite a few close friends over for a low-key dinner at home, then watch a new-release film together.


	Stage a dinner party with heady conversation and an interesting mix of guests.


	Attend a few important cocktail parties, then invite a group of business friends to dine at a good table at a hot restaurant.





	ALWAYS IN YOUR POSSESSION:


	Pashmina or cashmere sweater


	Brush, lint remover


	New Yorker, lip balm


	Electronic agenda, money





	WHEN SOMEONE COMPLIMENTS YOU, YOU FEEL:


	Energized


	Embarrassed


	Deserving


	Suspecting that there must be an underlying motive





	IN HIGH SCHOOL, YOU ARE VOTED:


	Most Likely to Be Famous


	Most Likely to Travel to Faraway Places


	Most Likely to Rule the World


	Most Likely to Be a Billionaire





	IN RELATIONSHIPS, YOU:


	Tend to be the more dominant partner, looking for adulation, support, and structure


	Seek to find your creative equal and would rather stay single than compromise this vision


	Want an accomplished mate, but one who has succeeded in a totally different field, like finance, architecture, or medicine, so you don’t get competitive with him or her


	Love to go out with different kinds of people, but you have a hard time committing





	YOUR DREAM WORKSPACE:


	It is not a traditional office but rather an open space, with the walls filled with inspiration boards; there’s music playing, people are coming and going, and there’s a nice buzz.


	I hate offices.


	It’s a tidy corner office, with white Barcelona chairs and fresh flowers.


	It’s a war room brimming with charts and presentation materials.





	RELATIONSHIP WITH YOUR MOTHER:


	She’s supportive and inspiring.


	She’s practical and likes to nurture me.


	She’s proud of me, but she knows I’m too busy to chitchat.


	She complains that I don’t have a life.





	RELATIONSHIP WITH YOUR FATHER:


	He’s proud of me, but he’s not that involved.


	We’re a lot alike.


	He’s the one who pushes and encourages me.


	Sadly, he doesn’t have much faith in me.





	RELATIONSHIP WITH YOUR IPHONE:


	You like making videos and texting friends but keep losing it.


	You use the camera and e-mail capabilities much more than the phone itself.


	When not at your desk, it’s your lifeline: You keep lists, jot notes, take calls, and write e-mails.


	It’s never out of hand, and the ringer is never silenced, but you actually prefer your BlackBerry.





	BIGGEST INFLUENCES ON YOUR LIFE:


	Tom Ford or Yves Saint Laurent


	Helmut Newton or Richard Avedon


	Anna Wintour or Liz Tilberis


	Calvin Klein or Bernard Arnault





	IF YOU COULD GO BACK AND DO ONE THING DIFFERENTLY, YOU’D HAVE:


	Continued with piano lessons


	Continued with French lessons


	Learned to cook some basic meals


	Taken more history and art classes





	SECTION OF THE SUNDAY PAPER YOU FIRST WANT TO READ:


	Arts


	Style


	News


	Business





	THE BEST DESCRIPTION OF YOUR CLOSET:


	This is one area of my life where I cannot bear clutter—I limit myself to one half-empty rack of clothes.


	It is endless, and its contents spill out into every inch of my personal space.


	Outfits are organized by day, with shoes and extras attached to the hangers.


	Current season is front and center; last season is pushed to the back.





	CLASS YOU LEAST WANTED TO SKIP:


	Home economics


	Art


	English


	Econ





	KIND OF CAR YOU PICTURE YOURSELF DRIVING:


	Restored antique Aston Martin or Citroën


	Jeep or urban SUV


	Mercedes


	Porsche





	YOUR PREFERRED HIGH SCHOOL EXTRACURRICULAR ACTIVITY WAS:


	Drama or glee club


	Yearbook or sports teams


	Debate team or school newspaper


	Prom committee or student council





	SECTION OF A TABLOID PAPER YOU FIRST WANT TO READ:


	Gossip


	Horoscopes


	“Media Ink”


	“Madison Avenue”





	ON YOUR BEDSIDE TABLE WHEN YOU GO TO SLEEP AT NIGHT:


	Sketchbook


	French Vogue


	Notepad


	Women’s Wear Daily





	RECURRING NIGHTMARE:


	You are drowning in a sea of tulle.


	You are frozen speechless in front of a large group of expectant people.


	You are walking down a fashion runway nude.


	A series of obstacles prevents you from reaching your office or school for a big meeting or exam.





	YOUR FANTASY WAY TO SHOP:


	You shop at vintage couture auctions, estate sales, and European flea markets.


	You shop at showrooms and sample sales to acquire unique pieces that were designed but never produced.


	You preorder ready-to-wear with designer showrooms and then fill in your wardrobe using editorial discounts at Prada, Dior, and Gucci.


	Your trusted personal shopper identifies ten to twelve current season looks and four current season evening looks with shoes, bags, and accessories.





	AFTER YOU’VE LEFT AN EVENT, YOU TEND TO BEST REMEMBER:


	The overall mood, colors, fabrics, smells, tastes


	One amazing or novel thing


	Names dropped and catchphrases spoken


	Specific numbers or market trends revealed in conversation











Results: So Where Do I Fit In?

More A answers than anything else means you were born to be a Creator—a designer, a creative force, possibly even the Name on the Label. Characteristics of the Creator type:

You are an extrovert.

You are outgoing.

You love life, beauty, and material comforts.

You are needy and seek out constant reaffirmation from others of your talent, work, and abilities.

You can be spontaneous and unpredictable.

You shield yourself from criticism: It could slow your creative process.

You thrive on being the center of attention.

You dislike structure and are frustrated with strict routine in any aspect of your life.

You enjoy being dramatic.

You are extremely verbal and can express yourself in powerful and original ways.

For you, the process of creation is far more motivating than a deadline.

You are a perfectionist.





If you have mostly B answers, you are destined to be a Visualizer, bringing the world around you to life in a medium like film, video, photography, or illustration. You will be physically participating yourself as a model or, possibly, acting as an agent, representing models or photographers. Characteristics of a Visualizer:

You are, by nature, introspective.

You tend to be quiet, until you feel comfortable with the people you are with or the situation.

You are hypersensitive to criticism.

You “beat yourself up,” anticipating negative comments about your work even as you are in the midst of doing it.

Goals or expectations that are stated too clearly make it hard for you to produce.

You are tolerant of different kinds of people and ways of thinking, and you are flexible to others’ ideas when working in a group.

You prefer to work in a “creative” time frame: nine-to-five isn’t for you.

You are strongly defined by your values and your cultural or religious identity.

Your EQ (emotional intelligence quotient) may well surpass your IQ.

If you are in your comfort zone, you are a tireless, cheerful, and creative collaborator.

You are extremely loyal to the small group of people that is most important to you.

The idea of making a presentation or speaking in front of a large audience is terrifying.

You possess a subtle sense of humor that not everyone gets, and you look for this trait in others.

You are self-contained, on time, and dependable.

To others, you seem to possess a Zen-like calm.

You like to express your originality in the way you dress—cool but slightly off, broken, surprising, or original.

You love to travel and to experience new landscapes, foreign cities, and their cultures.

You trust that “if you do what you love, you’ll love what you do,” more than five-year plans and long-term “objectives.”

You trust individuals, not companies.

You loathe conflict and disagreements, preferring to talk things out calmly.





If you have mostly C answers, you would fit nicely in the editorial world in a function that would allow you to play the Critic, commenting on the world around you and educating others about it. Blogging or teaching would be another avenue to explore, as you like to be an authority and enjoy the challenge of filtering events and personalities in an original way. Characteristics of a Critic:

You are direct and frank.

You love learning, researching, and synthesizing information and then communicating what you’ve learned to others in new and creative ways.

Conflict and competition motivate you.

You are highly verbal and are clear and forceful in presenting ideas.

You connect the dots and are able to see larger social or cultural trends from individual pieces of disparate information.

You feel that you were born to lead.

You like to be the boss, to see your name in print or on the door.

You are judgmental and critical, in the sense that you enjoy dissecting the merits of an object, opinion, or runway creation.

You like order, and you sort ideas and objects to obtain a clear order.

You thrive in structure, routine.

You absorb tremendous amounts of information quickly; you are able to take in and later verbalize countless details after just a glance at a person or a picture.

You take pleasure in long-term planning and goal setting.

You love to read and always want to know what others are reading.

You like to be in the know culturally.





More D answers than anything else means that you have the fierce and irrepressible qualities of a Seller. This is a vast category that encompasses working at a retail store, selling advertising at a magazine, working on the client side at an ad agency, and merchandising and/or selling a fashion line from the designer. Characteristics of a Seller:

You are good with money—how to spend it and how to make it; you get commerce; you get other people.

You are an extrovert: You’d much rather be social and with other people than home alone pondering the problems of the universe.

You were born with thick skin and don’t easily get discouraged by rejection or refusal. Sometimes you actually feel more motivated to get what you want after someone tells you no.

You are realistic.

You are driven.

You are a rational thinker.

You are motivated more by money than ideas.

You value efficiency.

You are practical and matter-of-fact about life.

You are decisive and move quickly to implement decisions.

You are able to organize people and projects in order to get things done.

You don’t dwell on mistakes or embarrassments.

You are open and responsive to criticism and see it as a catalyst for personal and professional growth.

You are ambitious.

You like deadlines and meet them no matter what, often working backward from a drop-dead date to map out your strategy to complete the project.

You like to look sleek, spotless, and well manicured.

You work out obsessively.

You trust institutions and like being associated with a respected company.

You work best with clearly stated goals and objectives.

You could easily put work ahead of all other elements in your life—family, friends, and homelife.

Mixed Results?

The fashion world is, by definition, extroverted, and extroverts dominate Creators, Critics, and Sellers.

Visualizers stand alone in that they make up the only introverted group. If you have a majority of B responses (ten or more), you are a clear-cut B—don’t make yourself miserable trying to convert yourself into a social butterfly. Nevertheless, you should strive to develop your extroverted side to succeed in the fashion business and be a balanced person in general. (The impossible question for me to answer is this: Am I naturally friendly, or have I taught myself to be social in order to be effective at what I want to do?)

A and C personalities adore being the center of attention—the critical difference is that A’s function is to create in a three-dimensional world of forms, patterns, and fabrics for three-dimensional customers while C’s function is to communicate and celebrate the work and creations of others. The message for both is to find time and ways to explore the inward-thinking side of your personality

C’s and D’s are both driven and highly disciplined, which serve them well in the business of fashion.

Unlike A’s, B’s, and C’s, D’s alone possess the divine ability not to take things personally. D’s have removed their egos from the process. If you are clearly a D, you’ll never be an A. But a smart A could partner with you.

Potentially Powerful Combos
When A + C = ME

If you find yourself with nearly equal numbers of A and C answers, you have all the makings of a leader, a communicator, and a creative force in popular culture. Your challenge is to explore in yourself whether you prefer physical expression of yourself via the creation of clothes or bags, or verbal or visual communication of your vision in print or online via words and pictures. Examples of designers who write include Isaac Mizrahi and Josh Patner; editors who design are rare, but include Glenda Bailey, whose early dream was to design her own collection and have it produced in Italy. Either way, the world is your oyster.

When A + D = ME

If you have an equal number of A and D answers, you possess the dual abilities to create and to sell, which will help you no matter which direction you choose. If your heart is really in design, start there. Luckily, you can always fall back on your business smarts down the road. Master designer/marketers like Calvin Klein and Ralph Lauren evidence equally developed A and D sides of their brains.

When C + D = ME

If you have an equal number of C and D responses, you have both the intellect and mental flexibility of an editor and the buttoned-up smarts of a money person. As with the previous combination, it is best to focus your energies on the area you love the most, without thinking about your salary. If you are a great editor, you’ll be paid a great editor’s salary. If you start as an editor and then move to the business side, you’ll understand the process more thoroughly than most anyone else. But beware: There are very few examples in this world of a person who started as a D and then was able to switch to a C. First jobs do matter.




Quirky, Rarer Combos
When A + B = ME

You are truly an artist and an introvert and capable of great genius. But since you won’t want to live your life in public, resentfully under a media microscope, you might consider designing for a label that’s not your own or not your own name. Or consider being a photographer who travels between the worlds of art and fashion.

When B + C = ME

These two qualities work very nicely together and could actually describe a lot of the most talented stylists (or fashion editors) I know at magazines. They are introverted and visually oriented, but they love the structure and prestige of a magazine. Similarly, photographers who develop a regular gig with a publication can play both sides of their personalities—relaxed and creative in the studio and more professional and formal in business dealings and relationships.

When B + D = ME

This is a most unlikely pairing of traits. Living in a big-league business world would prove tough for an introverted artist like you. Yet you may not find true success or satisfaction on the visual side of fashion either. Your best path may be on the business side of visuals—that is, as a photographer’s studio manager or agent, or as a model agency booker or scout, running a retouching business for photographers, for example, or staging runway shows. Explore internships and classes in both fields and see where your interests and talent take you.

Note: If you want to explore career typing beyond the fashionista survey, go to www.myersbriggs.org.


FASHIONISTA BOOT CAMP
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In this section is the scoop you need to drive your career forward. From these few short pages, you will get far better information about the degree or degrees you need to earn to go where you want to go in fashion than you would get from your guidance counselor, well-meaning granny, and know-it-all top fashionista frenemy. (No need to be cocky, but you will.)

It’s natural that people who care about you want you to do the safe thing for your future. School types feel safer recommending that people stay in school. School is what they know. Parents and grandmothers think more school means more money and security for your future. But (here’s the sentence to highlight for them), it doesn’t necessarily work like that in fashion. To be a designer or photographer, you need to be in the right design or photography schools. To be a model, hair stylist, or makeup artist, you probably shouldn’t be in school at all: The world is your education! To be a fashion writer or store buyer? College is your ticket. So … think about what you really want to do, and read on, to find out how long you should stay enlisted in school to get there.

The Education of a Fashionista: Degrees You Need

High School

Probably the coolest thing about fashion is that there are so many ways to play in this world where degrees or education (or lack thereof) make not a whit of difference. With the right apprenticeship or on-the-job training, you can learn to be a studio fashion photographer, or a runway photographer. Attach yourself to a great makeup artist or hair stylist, and your career has begun. The same is true for styling personalities. Your credentials are in your hands. Literally. (See the Visualizer section.) Success in this realm is typically in an inverse relationship to formal education.

Similarly, working in retail sales or at a fashion label’s showroom doesn’t require a college degree. That might eventually be considered if you move up the ranks into management, but, by then, your performance would be the more weighted consideration. (See the Seller section.)

Beyond these areas, there are lots of top fashionistas, including Vogue editor in chief Anna Wintour, for example, who never finished college. Ironically perhaps, for her own staff, she hires only young people who have a college degree, typically from the most prestigious schools in the United States and the United Kingdom.

College

A bachelor of arts (BA) degree with almost any major (art history, political science, English lit, French) is sufficient for an entry-level position in magazines, fashion companies, TV program and advertising studios and producers, and ad agencies in either editorial or sales. For graphic design, you’ll need additional training in graphic arts and understanding of key design software.

“Status” colleges feed top fashion magazines. But the work is anything but privileged: In an unspoken apprenticeship system, you are lucky to find a job as a low-paying slave as an editor’s assistant, for example, and lucky to work your tail off until the day two years later that you’re named assistant editor. The two words are the same—but the order is everything. (See the Critic section.)

A bachelor of fine arts (BFA) degree is another way in, most likely into the art or photo department or, possibly, fashion. Top “design” schools, like Parsons or Central Saint Martins, feed the top design houses, LVMH, Chanel, and so on. (See the Creator section.)

Entering the executive training program of a major retailer such as Macy’s, Bloomingdale’s, Nordstrom, or Saks Fifth Avenue requires a college degree, preferably in business, economics, or something useful sounding. (See the Seller section.)
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Journalism School

I have a bias against undergraduate journalism degrees. I have never found that this trade school–like training prepares you for anything that happens in the Real World, and meanwhile you’ve managed to avoid reading basic literature, you don’t know history, and, thus, you are basically ignorant. If you are especially focused or keen as an undergraduate, keep your hands in journalism through the school newspaper or blogging.

Personally, I was so clueless about getting a job after earning my expensive liberal arts degree that I decided to delay the inevitable by getting a graduate journalism degree. In doing so (and I cannot take credit for understanding this beforehand), I managed to leap-frog past the assistant world of magazines and start my career as a writer/reporter at a small trade publication. This training was key to my magazine mojo. It gave me my reporter’s nose and balls to get the story, plus the research skills to back it all up. My confidence that I can always inhabit my profession is empowering: Drop me in Anytown, U.S.A., any day, and I can get a job.

BEST-BET J SCHOOLS

New York University (in New York City, undergraduate or master of science program)

Columbia School of Journalism (New York City, only graduate work, after work in the field)

University of California, Berkeley, School of Journalism (Berkeley, California)

Kent State University

State University of New York, Syracuse (Newhouse School of Journalism)

Washington University, School of Journalism (St. Louis)

When hiring, I (as does, apparently, Laurie Jones at Vogue) harbor a bias for those with an Ivy League edge, but many bosses have a prejudice against those lofty institutions because those bosses say that those schools produce young graduates who are too cerebral, polished, and privileged to jump in blindly and do the dirty work. It’s a question of one’s own background, I suppose. Find out as much as you can about an interviewer—schooling, hometown, other jobs, and those most recently hired—more as a filter to the interview than as an opportunity to repackage yourself.

Fashion School

If you know you want to be a designer and cannot imagine anything else for yourself, go to fashion school. Best bets are Parsons or the State University of New York’s Fashion Institute of Technology (See the Creator section), both in New York City, or Central Saint Martins in London. If, on the other hand, you have diverse interests and are academically able to do so, attending a four-year liberal arts college before going to fashion school (either in BFA or MFA programs, depending on your skill set) would give you a stronger foundation and a lifetime of references upon which to base your designs. Indeed, admissions officers at both Parsons and Central Saint Martins have noted an increase in graduates from schools like Vassar and Brown entering their core fashion design BFA programs.

Advanced Degrees

Earning an MBA or, as in my case, an MS in journalism doesn’t buy you much in fashionista land. Large fashion conglomerates (LVMH or Jones New York) or large retail organizations (Nordstrom, Neiman Marcus) may find a business degree helpful in analyzing data or working on mergers and acquisitions. Smaller designer brands do things in such quirky individualistic ways that an MBA might go bonkers with the lack of process.

A master’s in journalism says that a candidate is serious and that he or she better understands the rules of journalism than a kid just out of college. In my case, it just meant that I loved being a student and that I was terrified to get out in the real world and earn money. Clearly, I had no clue how much fun it would be. Beauty school might get you the license you need to work in a salon, but it’s not necessary for runway and studio hair stylists.

Homeschooling

Instead of whiling away your underage exile on the couch dreaming about the fashion world, learn about it instead. References from the past are a constant source of inspiration for every type of fashionista, designers, stylists, journalists, and retailers. Research, read, form a bond with an icon who inspires you.

Players

The following is a list of key fashion personalities, past and present. It’s not exhaustive (you’d need an encyclopedia), but it’s a start. You should be able to pronounce and spell these names as well as understand their unique contribution to fashion. You’ll definitely grow from their experiences and examples.

Adrian

Azzedine Alaia (A-lie-uh)

Giorgio Armani

Kevyn Aucoin

Richard Avedon

David Bailey

Glenda Bailey

Cristóbal Balenciaga

Fabien Baron

Cecil Beaton

Geoffrey Beene

Manolo Blahnik (BLAH-nick)

Bill Blass

Isabella Blow

Hamish Bowles

Alexey Brodovitch

Bobbi Brown

Naomi Campbell

Pierre Cardin

Mary Randolph Carter

Paul Cavaco

Coco Chanel

Jimmy Choo

Grace Coddington

André Courrèges

Bill Cunningham

Carrie Donovan

John Duka

Hubert de Givenchy (Jee-von-she)

Loulou de la Falaise

Inès de la Fressange

Oscar de la Renta

Patrick Demarchelier

Christian Dior

Stefano Dolce and Domenico Gabbana (Dolce & Gabbana)

Carrie Donovan

Simon Doonan

Alber Elbaz

Arthur Elgort

Perry Ellis

Fendi Sisters

Salvatore Ferragamo

Patricia Field

Tom Ford

John Galliano

Garren

Jean-Paul Gaultier (Go-Tee-A)

Nicolas Ghesquière (JESS-Key-Air)

Madame Grès

Tonne Goodman

Guccio Gucci

Jerry Hall

Edith Head

Halston

Hiro

Cathy Horyn

Lauren Hutton

Iman

Marc Jacobs

Norma Kamali

Donna Karan (Care-on)

Rei Kawakubo

Kezia Keeble

Calvin Klein

Elsa Klensch

Michael Kors

Christian Lacroix

Karl Lagerfeld

Helmut Lang

Jeanne Lanvin (LON-van)

Ralph Lauren (LAW-ren)

Christian Louboutin

Alex Liberman

Phillip Lim

Claire McCardell

Alexander McQueen

Stella McCartney

Jack McCollough & Lazaro Hernandez (Proenza Schouler)

Craig McDean

Pat McGrath

Tomas Maier

Didier Malige

Martin Margiela

Raymond Meier

Steven Meisel

Polly Mellen

Suzy Menkes

Grace Mirabella

Isaac Mizrahi

Issey Miyake

Kate Moss

Helmut Newton

Camilla Nickerson

Norman Norell

Dick Page

Irving Penn

Phoebe Philo

Stefano Pilati

Orlando Pita

Paul Poiret

Zac Posen

Miuccia Prada (Me-ooo-cha)

Emilio Pucci

Mary Quant

Paco Rabanne

Narciso Rodriguez (Nar-sis-o)

Carine Roitfeld

Yves Saint Laurent

Jil Sander

Elissa Santisi

Elsa Schiaparelli (Sha-per-elle-ee)

Jeremy Scott

L’Wren Scot (La-REN)

Eugenia Sheppard

David Sims

Ingrid Sischy

Hedi Slimane

Paul Smith

Carmel Snow

Carla Sozzani

Franca Sozzani

Amy Spindler

Stephen Sprouse

Anna Sui

Juergen Teller

Mario Testino

Olivier Theyskens

Liz Tilberis

Isabel Toledo

Ruben Toledo

Philip Treacy

André Leon Talley

Stella Tennant

Twiggy

Emanuel Ungaro (UNG-arrow)

Dries Van Noten

Valentino

Donatella Versace (Vair-sah-chee)

Gianni Versace

Roger Vivier

Matthew Williamson

Diane von Furstenberg

Diana Vreeland

Alexander Wang

Melanie Ward

Bruce Weber

Linda Wells

Vivienne Westwood

Anna Wintour

Charles Worth

Jason Wu

Yohji Yamamoto

Zoran

MUST-READ BIOGRAPHIES

D.V. by Diana Vreeland

Front Row: Anna Wintour: The Cool Life and Hot Times of Vogue’s Editor in Chief by Jerry Oppenheimer

Chanel and Her World by Edmonde Charles-Roux

No Time to Die by Liz Tilberis

A Dash of Daring: Carmel Snow and Her Life in Fashion by Penelope Rowlands

FASHIONISTA FICTION

Bergdorf Blondes by Plum Sykes

The Devil Wears Prada by Lauren Weisberger

Little Pink Slips by Sally Koslow

MUST-READ NEWS DAILIES

Women’s Wear Daily

New York Times Style section

Gossip and “Media Ink” pages from the New York Post and MediaBistro.com

MUST-READ GOSSIP DAILIES

MediaBistro.com

New York Post

WWD Memo Pad

WEEKLIES THAT’LL MAKE YOU SMARTER

New Yorker (or at least the twice-yearly fashion issues)

Statistics page from Harper’s monthly (genius—this is all about editing, packing in great knowledge in small spaces.)

T Magazine: The New York Times Style Magazine

ESSENTIAL MONTHLIES

Vanity Fair

W Magazine

American, British, French Vogue

FLIP-THROUGH WEEKLIES

People

US Magazine

OFTEN-REFERENCED FILMS TO NETFLIX

The Blue Angel

Citizen Kane (especially if you work for Hearst)

Metropolis

Nanook of the North

The Ice Storm

8½ by Fellini

Eight Miles High (about 1970s German supermodel Uschi Obermaier)

Pillow Talk

The Birds, Psycho, North by Northwest, Vertigo, Rear Window (all by Hitchcock)

Belle de Jour

Office Killer (Cindy Sherman’s 1997 horror film about the actions of a disgruntled former copy editor at Constant Consumer magazine)

Out of Africa (a Ralph Lauren fantasy)

Pretty Face

Swept Away

The Getaway (Ali MacGraw and Steve McQueen, very Michael Kors)

The Great Gatsby (especially if you work for Ralph)

Factory Girl

Prêt-à-Porter (Robert Altman send-up of 1994 Paris season)

Sabrina

FASHIONISTA DOCUMENTARIES

Grey Gardens (the Maysles brothers’ 1976 original)

Unzipped (Douglas Keeve turns the camera on Isaac Mizrahi at the peak of his stardom.)

Valentino: The Last Emperor (Matthew Tyrnauer)

The September Issue (R. J. Cutler tracks Anna Wintour as she and her team build the biggest Vogue of the year.)

FASHIONISTA TELEVISION

It’s always important to have one tacky TV show to which you’re addicted. This helps you fit in, allows for funny asides, and keeps you real. It was once Ab-Fab, then, Friends, Sex and the City, Project Runway (first three seasons), Ugly Betty, Mad Men. Stay tuned because there’s sure to be something new soon.

Getting Your Manolo (Flip-Flop?) in the Door

Whether you are still in high school or midcareer in finance and looking to make a switch, the following information should set you up. (If too first-step for you, go directly to your career focus category: For the Creator; For the Visualizer; For the Critic; or For the Seller.)

How to Get Your First Fashionista Internship


	Schedule appointments with your current teachers and past teachers (don’t start this process in the last week of school), and take notes at these meetings. Be serious about getting their suggestions, and keep them in the loop if you explore the contacts they share with you.


	Visit your school’s career or internship office frequently. Develop relationships with these people. Don’t be shy—your tuition helps pay their salaries.


	Keep in touch with friends who have graduated and now work in fashion. They may need help where they work, and they will have already established a network in the business.


	Use your personal networks


	

	



Online Fashionista








	INTERVIEW NOTES
	INTERN
	FULL-TIME



	Length of interview
	20 minutes
	30 minutes to 1 hour



	Number of people you meet
	1 to 2
	1 to 4



	Number of times you come to the office (before being hired or not)
	Once
	2 to 3 times



	Don’t
	Be late; make excuses; change your shoes in the lobby
	Mention other companies where you’d rather work



	Portfolio factor
	Important that you have something to show—sketches, clips, blog, web design, etc.
	Critical that you have a brilliant portfolio—it’s how your eye and abilities will be judged



	How long before you’ll hear if you got the job
	Within 1 week
	From 2 weeks to 2 months or longer



	Interview assignment
	None
	Critique four issues of a publication. Write ten headlines. Sketch and think through a small collection for the current season



	Who you’ll meet
	Design assistant, plus possibly a more senior buyer, designer, or editor
	Buyer, editor, head designer, assistant designers, production head, business manager, owner



	What to wear
	Current season; good shoes
	Current or next season, something of your own design; new shoes



	Questions to ask
	“With whom will I be spending most of my time?”
“How can I be of the most help to the team?”
	“What’s working really well currently?” “What’s working less well?” “Is the brand or publication looking to change direction?”



	Questions NOT to ask
	“Do I get my own computer?” “When can I take vacation?”
	“Whom am I replacing?” (That person may still be working there.)



	Good sign
	If they ask when you can start; if you meet the interviewer’s boss
	If you’re asked to do an assignment and told that they like it; if you meet the owner



	Bad sign
	If the person you’re supposed to meet isn’t around; if interview is over before it starts
	If you’re not asked to do an assignment; if the interviewer stops looking halfway through your portfolio



	Follow-up
	Short handwritten thank-you notes to everyone you meet mailed within 24 hours
	Typed or handwritten note to key person(s) attached to beautifully executed interview assignment



	Best possible outcome
	That you adopt your boss as a mentor; that you develop lots of friends and contacts; that you eventually land a job here and love it
	That you get the job, love it, and make your indelible mark on the publication or brand; that the company offers to launch your own






The Real Deal: How to Get Your First Fashionista Job

Seven Sacred Rules of the Search















	

	

	

	




	

	

	





















	

	





Fashionista Frontline: The Interview—Ten Things to Do in Ten Minutes or Less


1. Show a Spark, a Passion




2. Demonstrate a Sense of Humor



3. Give Evidence of Your Hunger and Ambition


4. Be Convincing That You Will Work Hard



5. Prove That You Know Your Stuff



6. Show That You Are a Team Player



7. Bring a Visual Aid


8. Nail the Pet Question

























9. Show That You Have a Critical Eye


10. Say You Want the Job, and Explain Why You Are the Best Person on the Planet for the Position



Foolproof Interview Looks



For a Guy






For a Woman









Interview Wardrobe Don’ts


	

	

	

	

	

	

	

	

	

	

	

	

	

	



Practiced Sound Bites




	

	

	

	





	

	

	

	





	

	

	



Follow-up

Immediately















Within Three Business Days


When You Make the Cut



The Right Way to Accept the Job



Standing Out from the Crowd: Job Fair Basics



What You Need to Bring to a Job Fair


	

	

	

	

	



What You Need When You Leave the Job Fair




	

	

	

	

	

	

	

	

	

	



Shoving Your Fashionista Foot in the Door












	

	

	

	










Now You’ve Got It. How to Keep It.

Making Your Fashionista Job Your Own: Twelve Basic Steps














When Work Works: It’s One Big Cocktail Party
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