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Dear Readers,

For some of you, this might be your first time receiving an issue of G Magazine. In the midst of the
COVID-19 outbreak, school closures and the shelter-in-place order, our staff has chosen to sacrifice our
usual, beloved glossy pages so that we could mail this issue to Paly students’ homes. Fortunately, this
means that many members of the Paly community might be getting their first glimpse of a magazine that
1s typically only distributed on campus. While this has been a stressful time, we sincerely hope that this
magazine serves as a bright spot in your day. We applaud our staff members for creatively navigating the
challenges of working remotely in order to see this April 2020 issue through. Most of all, we are deeply
appreciative of the doctors, nurses and essential workers who are putting their lives at risk in order to
protect our community.

As Paly students, we are sad to have to spend this semester apart; as seniors, we’ve especially struggled
to accept the fact that our time at Paly, and in this school district, is behind us. However, we are truly not
apart, as we are connected both online and in spirit. So as passionate student journalists, we are beyond
excited to share G Magazine with our community to help us all get through this difficult time together. To
provide some normalcy, we decided to continue on with our original coverage of arts, culture and music
rather than focusing on the current events that are engulfing our news and media.

Despite the cancellations of many major school events, we wanted to give students the opportunity to
proudly wear and share what would have been their Prom 2020 outfits. Despite all the stress and sadness
going around with the severity of this crisis, we wanted to take a moment to celebrate prom for the iconic
milestone it is in many students’ lives. While we know this does not begin to compare with the memories
and traditions that students have lost, we do hope that this lookbook will bring a smile and moment of
happiness to our readers.

We are currently in the midst of a monumental year, not only with the tragedies we have faced so far in
2020 but also with a presidential election. Living in Palo Alto, we may feel like we are in a bubble; while
it may feel safe and protected, not everyone is given the luxury of feeling that they can freely express their
opinions. For the cover story, staft writers Alexa Gwyn, Sam Mutz, Atticus Scherer and Emma Stefanutti
expose the polarized political atmosphere within Paly. In interviews with current students and alumni on
all sides of the political spectrum, this feature sheds light on the importance of recognizing diversity in
thought and political opinion in our community. Created by Sam Mutz, the cover itself shows a bubble
being popped, to represent the need to expand our exclusive partisan climate to differing thoughts and
opinions.

Our featured artist for this issue 1s Paly senior Ena Zou. Staff writers Samantha Feldmeier and Sophie
Jacob take readers on Zou’s journey as a budding fashion designer. Providing a unique perspective on the
challenges of juggling school with starting a new fashion line, Zou proudly presents Reverie, her clothing
line that features bohemian pieces with fun prints in a message that encourages people to follow their
dreams.

Through this unprecedented time, the production of our fifth issue has been a bittersweet task for our
2019-2020 leadership team. We are sad to say goodbye to our roles as editors and leaders in the magazine
that taught us so much, yet we are so excited to see where our new leadership team takes the magazine in
the future. Thank you for staying with us through our journey this school year and giving us the chance
to learn and grow with such a supportive audience.

Happy reading!

Ellie Fitton, Ashley Guo, Chloe Laursen and Hazel Shah
Editors-in-Chief
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Publication Policy

C Magazine, an arts and culture magazine published by the students in Palo Alto High School’s Magazine
Journalism class, is a designated open forum for student expression and discussion of issues of concern to its
readership. C Magazine is distributed to its readers and the student body at no cost.

Printing & Distribution
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While there are the would’ves, could’ves,
cancellations and uncertainties, prom is a sig-
nificant high school experience that we don’t
have to completely miss out on. For many,
getting ready and taking photos is as much a
part of prom as the dance itself. These Paly
juniors and seniors brought out their would-
be prom outfits to show that shelter-in-place
doesn’t have to take away from the fun of
prom. To our readers, we strongly encour-
age that you stay at home and practice social
distancing. In the meantime, kick back and
enjoy these amazing prom outfits of 2020!

Text and design by ASHLEY GUO
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Text by SOPHIE JACOB and SAMANTHA FELDMEIER - Design by ASHLEY GUO

Photos by NATALIE SCHILLING
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Through her newly-launched brand,
Reverie, fashion designer Ena Zou
uses fashion as a unique art form,
allowing for freedom of expression
and style.

urrounded by textiles of various

colors and patterns, Paly senior

Ena Zou quickly stitches fabrics
together in hopes of repurposing the
materials sprawled across her work-
space. From old bedsheets, she sees the
rt. From her
father’s old pocket squares, she intends

potential of a trendy s

to make hand warmers for the winter.
Zou sits at her sewing machine and
works into the night, fueled by her com-
mitment and a few cups of coffee.

Zou has had an interest in fashion
for as long as she can remember. From a
young age, she began pursuing her pas-
sion by sketching in a notebook, DIY-ing
her clothes and watching fashion videos
on Youtube. “I was drawn to all sorts of
bright prints and designs and would go
digging in my mom’s closet a little too
often,” Zou said. “I was fascinated with
the prints, colors, attention and detail that
were put into each and every piece.”

At 10 years old, Zou was gifted her
first sewing machine and began to gain
a deeper understanding of the structur-
al and artistic side of fashion. “From this

point on, I spent a good amount of time
sewing and altering anything I could get
my hands on,” Zou said. Whether it be
from her parents’ closet or a thrift store,
Zou sees the underlying value of used
articles of clothing or material and con-
stantly strives to recycle and repurpose
these fabrics.

Zou always dreamed of creating her
own clothing line. Over the past two years,
this dream slowly but surely became a re-
ality. After emailing various clothing pro-
ducers, Zou received a response from one
based in Alameda, California, and they
began working together to bring Zou’s
vision to life. “I showed [the producer] a
bunch of different sketches that I'd done
in a little black book full of patterns and
taped-in fabrics,” Zou said. “After looking
at them, she gave me the whole overview
of the process, which involved grading,
marking, pattern-making and finally cut-
ting the pieces into the actual production
cycle.” After their original meeting, Zou
and the producer kept in touch and met
every five months to further discuss the
project.




'If you find something you
oursue and tinker with it

Throughout these beginning stages
of this process, Zou would constant-
ly search for patterns and buy square
inch samples of fabrics online to test
out different materials. Once Zou
collected the fabrics she wanted her
brand to feature, she gave them to the
producer and the long process of the
production cycle began. From one size,
the samples were altered in increments
to make different sizes, and Zou had to
pay close attention to details that rare-
ly would cross the minds of consum-
ers. “I learned that there were a lot of
small yet imperative aspects to clothing
that I had never thought of before—1I
spent days thinking about the tiniest
details,” Zou said. “The production
cycle changed my perspective on how
much attention is needed while design-
ing simple pieces of clothing.”

The production cycle of manufac-
turing the clothes ended around Au-
gust of 2019, which allowed Zou to
work on the other aspects of launching
a brand. Using photos of her friends
wearing her clothes, Zou worked on the
website, and soon after, she registered
for a business and sent her taxes to the
state capital. Over the course of two

e,
(1

and a half years, all while balancing
the work of a busy high school student,
Zou was able to successfully complete
the process of creating a business. Her
brand, Reverie, was officially launched
at the beginning of March 2020.

The style of clothing presented by
Reverie reflects Zou’s own style and
ongoing interest in fashion. “My type
of fashion is bohemian with a lot of
different prints and colors,” Zou said.

“I'm into patterns, denim and funky

ike,

shirts but nothing too crazy.” Through

tops, skirts and bags, Reverie features
various prints and unique pieces of
clothing while prioritizing maximum
comfort to the wearer.

The purpose of Zou’s brand direct-
ly relates to its name Reverie, meaning
a daydream. “I hope to send a message
of genuinely following your dreams,”
Zou said. “If you find something you
like, pursue and tinker with it.” For
years, creating a business and fashion

line was nothing more than a dream
for Zou, but through hard work and
determination, she was able to take her
passion and make her dreams into re-
ality.

Moving into the future, Zou hopes
to expand her brand and reach more
customers. “Alot of people wearing my
clothes and having them in a couple of
boutiques locally would be amazing,”
Zou said. She recognizes, however,
that there are possible struggles of jug-
gling her brand and her future studies
outside the world of fashion. “Anoth-
er launch with the same pieces of dif-
ferent customizable tops with prints
on them i1s the hope,” Zou said. “But
making completely different patterns
might be more difficult because of col-
lege.” As Zou transitions into the next
stage of her life, she hopes to continue
to build upon her interests in fashion
and maintain this passion throughout
her life.

“Follow your dreams,” Zou said.
‘And shop Reverie!”

"Follow your dreams.
And shop Reveriel”
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INSTAGRAM RECENTLY INTRODUCED A LIKE-FREE CULTURE, PROMOTING A CREATIVE AND LESS RESTRICTING ENVIRONMENT.
HOWEVER, THIS RAISES THE QUESTION OF WHETHER OR NOT THIS SOLUTION TRULY RESOLVES THE ISSUE OF ARTISTS CREATING
ART FOR LIKES AND NOT FOR THEMSELVES.

14

he number of likes was once a
Tkey focal point of Instagram.

However, that all changed
with the recent launch of the
Daisy Project, an initiative that
targets to create a less pressurized
environment by removing likes
from the original Instagram pro-
gram. But do likes truly influence
people’s freedom and creativity
with their artistic posts?

Although the Daisy Project al-
lows only the creator to view how
many likes they got on a post, cre-
ators of this new program claim
that hiding likes will create an
atmosphere where individuals
are allowed to express their full-
est creative potential without the
fear of other people’s opinions.
This would hopefully abolish the
mevitable comparison of the quality of a post to the number
of likes.

VSCO, as well as other social media platforms, never had
likes as a feature of their site. Many believe that this opens to
a safer environment where people feel more comfortable ex-
pressing themselves.

Mariia Pashchenke, an artist originally from Kyiv, Ukraine,
allows her emotions and personal experiences to create paint-
ings. Living in a media-filled world, Pashchenke must display
her art on different platforms to target multiple types of audi-
ences.

“There are so many things that I can’t say with words but
I can show in my art. I love to draw and paint portraits be-
cause each time is a different character with my own story,”
Pashchenke said. “Mostly I use VSCO, Instagram and Tum-
blr. Each of them is different because of people using each of
them.”

For artists like Pashchenke who have a love for the arts, so-
cial media platforms such as VSCO provide an outlet where
creators can freely express their visual art without the thought
of how many likes a post will get obstructing one’s creative
freedom.

“You don’t see how many people liked your work or how
many followers you have,” Pashchenke said. “You just do what
you love and share it with the world.”

Max Wolf, a photographer who constantly tests the limits for
the perfect photo, has several years of experience with VSCO.
He feels a distinct freedom for exploring and experimenting on
VSCO due to its purpose and the design of the platform.

“I have had a great deal of success throughout the years
on the VSCO platform; while I would imagine many of my
select pieces have thousands of interactions and that my fol-

Text by FAITH CHOW and SUKHMAN SAHOTA
Design by SUKHMAN SAHOTA
Artwork courtesty of MARIIA PASHCHENKE and MAX WOLF

lower count likely matches
over thousands, I do not have
the numbers to support that,”
Wolf said.

Wolf still does not feel
the satisfaction of knowing
the number of connections
people make with his photos.
While VSCO has proven to
be an effective tool for Wolf
to expand his art, Instagram
1s home to Wolf’s marketing
side.

Although Instagram may
simply be a social media out-
let for many, it serves as an
important platform for cre-
ators to interact with possible
partners for business.

“Instagram 1s a masterful
tool of marketing,” Wolf said.
“It functions for an artist like myself as a clear and concise net-
work for developing collaborative relationships and scouting for
clients. It 1s likely my Instagram is visited far more than my
website.”

Artists like Wolf support this new change to the like culture
and find it much more beneficial, especially for those that use
their social media platform for business purposes. This new pro-
gram allows for these artists to “closely analyze the reception of
[their] pieces on Instagram through its insight features—not in
the name of gratification, not in the name of deciding which
sorts of work are worth creating, but to build a strategy that
ensures [their] work can expand its audience and that [they]
can build a clientele and personal brand as an artist,” Wolf said.

Wolf believes that making likes private only to the creator
allows the creator to get the most out of their post. Rather than
conforming to the number of likes that are socially acceptable,
artists could create new pieces of art without any limits.

“Let’s just be ourselves and make art with passion,” Pash-
chenke said. “The number of likes and followers changes every
day, but our art is going to stay with us forever.”
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Behind
the Lille SI

Whether it's a movie title,
billooard or a logo, there

ies a deeper meaning within
different typefaces. Choosing
a font that best enhances o
design relies on much more
than one may think.

Text by ISABELLA MOUSSAVI and FIZA USMAN - Design by ASHLEY GUO

he essence of an arts magazine is

I in its design. But while the imag-

es and intricate shapes that scatter

across the pages may be eye-catching and

the main attraction, the artistry behind

the design and fonts of the story is unex-

pectedly just as provoking.
Different designs
can call forth a range

‘Depending on the kind of
of emotions, even from piece I'm working on,

narrow down the list of potential fonts.
The more artistic aspect of typogra-
phy involves understanding what exact-
ly the story is intended to articulate and
how the audience should feel while read-
ing it. What exactly do designers hope to
portray to grasp the true essence of the
story? Should it be
playful or serious?

Qo Is it a classic or an

a seemingly basic body about ChOOSiﬂg the type- edgy story? This

text font. Deceiving-

essence varies with

ly simple, there is im- faces to use Considering the each work between
mense intricacy behind  glternatives from both the  business cards or

the choice of a font due
to its power to set the

In a study conducted by
Wichita State Universi-
ty’s Software Usability
Research Laboratory, people perceived a
varying array of fonts differently, label-
ing script fonts as “feminine” or “casual”
while serif fonts were seen as “mature” or
“practical.” For better or for worse, an au-
thor’s choice of font can impact readers’
initial perception of their work.

Emil Stefanutti, a graphic designer
and CEO of a tech company based in
Silicon Valley, acknowledges typography
to be one of the most critical aspects in
any design, requiring as much thought as
any other art piece. In order to choose the
perfect embellishment, a designer must
consider the goal of the design. “Depend-
ing on the kind of piece I'm working on,
I go about choosing the typefaces to use
considering the alternatives from both the
technical and ‘feeling’ points of view,”
Stefanutti said.

On the technical side, designers con-
sider audience statistics, legibility, medi-
um—web, print, or other media—and
the final product format. Paying attention
to these details easily helps eliminate and

technical and ‘feeling’ points
tone of the entire story. of view.”

Emil Steffanuti

posters for an up-
coming sports game.
However, these are
only a few of many
aspects to consider
when selecting the
proper fonts for a story.

“Understanding the scope of your
work from a technical
perspective and then
finding clarity on what
you need to express

“Designing a typeface—a
really good one that can

my opinion, truly great at,” Stefanutti
said.

Although all designers approach this
concept differently, the process usually
involves constructing every character by
hand and often takes multiple tries to
make sure that everything remains cohe-
sive. As surprising as it is, writing by hand
is the fastest way to achieve the best re-
sults.

Graphic design is a division of art that
takes into even greater consideration the
weight a certain font or text holds. Those
who enjoy the craft apply it to other as-
pects of their lives, and in the case of
Stefanutti, who was enamored with the
digital art form from a young age, he still
looks at his work through the lens of a de-
signer.

“On a daily basis I rely on my design
skills to collaborate with my team on user
interface design, corporate identity, on-
line and printed
marketing mate-
rials and corpo-
rate presentations

and how you want your ’rruly communicate somefhing which we give to

work to feel will get you
almost there,” Stefanut-

special and be technically

clients, partners
and investors all

G said. sound—is not an easy task and  he time” Stefa-
In some scenarios, deﬁn]ﬂ\/e|y someThing Oﬂ|y o nutti said. “More

the perfect font doesn’t
exist. So, designers
choose to make their
own. Because of the
lengthy process of start-
ing from scratch as well
as the surplus of pre-existing fonts float-
ing across the internet, however, it is quite
rare that one will choose this route.
“Designing a typeface—a really good
one that can truly communicate some-
thing special and be technically sound—is
not an easy task and definitively some-
thing only a handful of designers are, in

handful of designers are, in my
opinion, truly great at”

Emil Steffanuti

importantly, I ap-
ply design think-
ing to everything
I do at work,
from product to
finance and ev-
erything in between.”

Clearly, fonts are more complex than
often perceived at first glance. Although
an overall design may initially capture
readers’ attention, the font is the base of a
story that keeps audiences hooked on the
content. Fonts are the ribbon that ties the
entire package together.
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Ha(s/he)ion

Androgynous fashion combines traditionally
female and male items of clothing into a uni-
sex outfit. In the 21st century, this neutral

is growing in popularity, and the variety that
comes with gender-fluid clothing allows for
everyone to have a place in fashion regardless
of gender identity.

Text and design by SOPHIA BAGINSKIS and ELLEN CHUNG
Art by ELLEN CHUNG




igures such as David Bowie, Fred-
E die Mercury, Tilda Swinton, An-
nie Lennox and Prince all have
one thing in common: their androgynous
style. Even if you are no Elton John,
fashion can give many a way to make a
routine lifestyle more exciting. Some view
fashion as an important form of expres-
sion, and their often unique style choices
are a defining characteristic to their per-
sonality. Many people who wear androg-
ynous fashion, whether intentionally or
not, can often create a bold impression,
making many fashion-forward dressers
chase this eye-catching look.

Though it’s difficult to pin down its
exact origin, the birth of mainstream
“gender-fluid fashion” is often attributed
to public figures experimenting with gen-
der expression in the limelight. Musician
Elvis Presley was one of the first to bring

reflected [by] their own personal image.”

LGBTQIA+ and feminist movements
brought new light to methods of com-
bating pressing issues through the lens
of fashion. “Although clothing is usually
constructed with a particular gender in
mind, it is the social discourse around
fashion that actually imbues it with gen-
dered meaning,” Finamore said. “Gen-
der-bending sartorial choices may be a
reflection of gender identity or of sex-
uality, yet each individual’s narrative is
uniquely theirs.”

For many, androgynous fashion has
opened doors for increasing open self ex-
pression, free from constraints of domi-
nant gender roles and expectations. “You
can express yourself without the barriers
of gender stereotypes,” Paly senior Jas-
mine Gao said. “Fashion is a form of art.
Gender stereotypes are a huge obstacle

it to the world of rock

in expressing yourself

and roll with his liking “Ag society becomes through fashion be-

for bedazzled bub-
ble-gum pink jump-
suits, floral prints,
and crop-tops. Other

stars followed, such as feminine clothes
and men wear

David Bowie with his
radiant spandex cat-

more inclusive
I see females
wearing less our gender.”

cause as a soclety, we
are prone to dress a
certain way based on

Androgynous fash-
ion is now much more
wide-spread not only

suits, and Mick Jagger, less tP&dlthIl&lly among non-binary
who famously per- magsculine clotheg.” people, but also with
formed once in white cisgender people.
dress-like attire . In a Dansa Tousgien Growing up in the 21st

perspective piece for

century with extreme-

the Museum of Fine

Arts Boston’s exhibit, “Gender-Bending
Fashion,” Curator of Fashion Arts, Mi-
chelle Tolini Finamore, comments on the
essential role these figures have played in
the emergence of androgynous fashion.
“Individual stories are essential, bringing
to light wearers and designers who have
pushed against established norms to dis-
rupt commonly held assumptions about
gender dress” Finamore said.

Many people follow fashion standards
set by the media, so after a rise in unisex
fashion among the stars, androgynous
looks became more common among the
general population.

Paly sophomore Dana Toussich be-
lieves that social media has a heavy im-
pact on style especially amongst teens.
“Seeing [androgynous fashion] in the
media is normalizing it to me,” Toussich
said. “What people see in the media is

20

ly different cultural
norms has allowed many young kids to
have a free range of their fashion pieces,
regardless of their gender. “As society be-
comes more inclusive I see females wear-
ing less feminine clothes and men wear
less traditionally masculine clothes,”
Toussieh said.

Clothing choices are often person-
al and reflect a person’s self expression.
“The way you are perceived is your
fashion. People judge you about what
you wear, so they can characterize you
and your personality based upon what
you wear,” Toussich said. Fashion can
be a great outlet of expression and one
of the few ways people can outwardly
demonstrate their personality in a matter
of glances. Androgynous fashion gives
many an outlet to put forth their person-
ality and style. For others, androgynous
fashion gives people a place of safety and

an option they don’t always get in other
aspects of their life. “I feel like androgy-
nous fashion makes me feel included in
fashion in general,” Gao said.

Feminist movements have played a big
part in androgynous fashion. Many fem-
inists wear androgynous fashion as a step
in not conforming to gender roles and
stereotypes as well as a tool to convey a

viduality over conformity and the ability
to create ourselves to who we want to be,
Hourani continues to design genderless,
ageless and timeless fashion.

Additionally, the brand NotEqual and
its creator Fabio Costa seck to push the
boundaries of unisex fashion. Born in
Belo Horizonte, Brazil, Costa is greatly
influenced by his grandmother, who 1s a
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skirts and corsetry,” Finamore said. In
the past, many women in male-dominat-
ed industries have adopted androgynous
fashion as a method of rapidizing their
success. To them, wearing more mascu-
line clothing allowed them to fit in with
their male-counterparts. Feminist and
local businesswoman Debbie W., recog-
nizes that women’s workplace fashion
has shifted over the years to be less about
what women thought men wanted them
to wear and more about women making
fashion choices for themselves. “Early in
my career, I wore a suit jacket because
men were wearing suit jackets,” Debbie
said. “Today, women have more choices
about what to wear at work.”

Rad Hourani, a Canadian designer,
is a leading designer in the androgynous
fashion scene and the first to present a
unisex couture show. Through his use of
photography, film, sculpture, sound and
fashion, Hourani expresses his emphasis
on individuality. In his art, Hourani strives
to create a freer way of life. Born in Syria,
Hourani moved to Montreal and took on
a job as an art director before moving to
Paris to explore the art of photography
and video. Soon after, he designed the
first gender neutral ready to wear col-
lection by any designer and launched his
brand. Inspired by his boundless youth,
he looked to his background of no teach-
ers and no boundaries to start designing
and pursuing art. With a focus on indi-

“Project Runway.”
With his line NotEqual, Costa contin-
ues to delve into avant-garde genderless
designs by draping each piece to ensure
each piece is distinct. His focus on expres-
sion of personality and identity through
fashion is representative of androgynous
fashion, pushing for increasing freedom
of expression and breaking down of
boundaries.

The efforts of brands, designers and
