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    The best way to celebrate a 125th anniversary, according to 
Vogue Magazine, is with a cold-pressed juice. Pressed Juicery 
(a California based industry leader in highly nutritious, cold-
pressed juice) offered signature “Blue and Pink Lemonades” 
for the 2017 occasion, allowing customers to appreciate 
the magazine’s industry success as they enjoyed the drinks’ 
superfruit and antioxidant benefits simultaneously. In true 
Vogue fashion, the outward appearance of  the two juices are 
just as attractive as its vitamin-packed makeup, with vibrant 
fuschia and glowing aquamarine standing out against the 
other cold-pressed sips on the shelf. 
   Vogue isn’t exactly a pioneer in its attraction to  to clean-
eating (in this case, drinking) and the skin-brightening elixirs 
of  the world. In recent years, millennials have become 
fascinated with wellness, as the definitions of  the term have 
shifted and continue to shift quite frequently. With the rise 
of  social media, according to a June 2017 article in the New 
York Post, celebrities are perpetuating certain wellness trends 
and products that may not be necessarily effective, from 
detox tea that supposedly causes a flat stomach, to biotin-
rich gummy bears that are thought to cause hair growth. 
The tea, according to the New York Post, reportedly causes 
vomiting, while the biotin supplements, while cute, do not 
seem to produce any significant results. These different fads 
seem to reach their popularity through a game of  wellness 
telephone, most without any scientific backup. University 
of  Alberta health law and policy professor, Tim Caulfield, 
commented on this whirlwind of  opinions and statistics from 
the vast wellness community. “Studies tell us that the general 
public is already confused about how to live a healthy 
lifestyle. Science-free advice only confuses things more,” he 
said in the 2017 article. 

   There’s no denying that wellness has taken the fashion 
industry by storm as well — calcium has become  just as 
important as couture. Luxury fashion brands have hopped 
on the wellness bandwagon themselves; in addition to 
Vogue’s collaboration with Pressed Juicery, Stella McCartney 
maintains their 2005 partnership with Adidas in order 
to inspire women to incorporate her quintessential Stella 
McCartney modern femininity look into their workout 
routine. The two concepts — wellness and style — seem to 
mirror each other in today’s world. Like fashion, wellness 
has shifted away from measuring the intensity of  one’s active 
lifestyle to how balanced a person feels about their lifestyle 
in general. Wellness, like style, has become a state of  mind 
in this day and age. 
   The wellness influence in luxury fashion is a result of  
millennials’ preference for indulging in experiences over  
acquiring more and more goods. Dr. Nigma Talib, a 
naturopathic doctor, stated in Business of  Fashion that “What 
I find is that the new fashion is now health and wellness. 
People want experiences, they want to feel transformed — 
not to continue to collect more clutter or more things.” Talib 
alluded to what is known as “The Experience Economy,” 
a book by Joseph Pine that describes this generational shift 
towards experiences in consumerism. Pine told Business 
of  Fashion that the concept is evolving even further, as 
“experiences that actually make us fitter and help us achieve 
our aspirations for health and wellness is where things are 
shifting.” 
   Wellness remains a state of  mind, the same way a certain 
ensemble affects one’s mood. In 2012, Vogue covered what 
is known as enclothed cognition, a phenomenon in which a 
person associates types of  clothing with certain attributes. 



entirely gluten-free, then it was filled with the dusty, earthy 
smell of  matcha green tea, due to its jitter-free energizing 
capabilities. Now, words like turmeric and activated 
charcoal have become everyday vocabulary in the wellness 
community. With a multitude of  fads and false labels, people 
critique wellness in similar ways that fashion critics comment 
on this season’s couture. Like fashion, wellness has no true 
definition or parameters, which causes debate over what’s 
truly “right.” But the lack of  a definite meaning suggests 
that wellness, like luxury fashion, is (at its heart) subjective to 
people’s own tastes and lifestyles. Because the “Experience 
Economy” illustrates how fashion has become even more 
established by inhibition, it projects that feeling whole and 
balanced remains the most important aspect of  style. Jason 
Wachob, the founder and chief  executive of  mindbodygreen 
agreed, telling Business of  Fashion in December of  2016 
that “The [wellness] market is monstrous and there is a shift 
in consumer habits.” As for traditional luxury companies, 
Wachob predicts “There is a big opportunity” in entering 
the wellness space. 
  So, the question becomes whether fashion and wellness 
remain as mutually exclusive categories, or if  they have 
merged to create a new era of  balanced style. According to 
Wachob, the latter takes hold in today’s society that focuses 
on mind, body, and soul. As Wachob told Business of  
Fashion, “I think looking good is important, but feeling good 
in a lot of  ways has become the new looking good and the 
better you feel, the better you are going to look.”
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And while this article — despite its presence in the early 
beginnings of  the wellness movement — explains why 
wearing a perfectly tailored, signature Stella McCartney 
yoga top can inspire someone to hit the gym, it also takes 
the psychology a step further. To explore how enclothed 
cognition affects women in other venues besides the gym, 
Vogue asked women in a variety of  careers which style 
choices — and why — inspires them to produce their best 
work. Co-founder and creative director of  Moda Operandi, 
Lauren Santo Domingo, reflected on the fashion choices 
she opted for when launching her successful company. “I 
quickly shuffled around my wardrobe and relied on Céline 
with sprinklings of  Acne to get me through these intense 
meetings without letting my true eclectic fashion roots betray 
me,” Santo Domingo told Vogue. Students at Michigan 
feel similarly about their clothing choices in an academic 
environment. Rachel Brandes, a student studying social 
media in the School of  Information, said that she usually 
gravitates towards pieces by Zara when venturing to the 
library or taking tests. “I wear a lot of  Zara because I like 
that the pieces are comfortable and practical, but fashionable 
at the same time,” she stated. “It has a crisp and sleek look to 
it, which helps me keep my mind clear when I’m working.” 
These fashion choices showcase how unique pieces produce 
confidence, often leading to successful results. In other 
words, a phenomenal outfit can make a person feel just that 
— phenomenal. 
   Clearly, style choices can create a balanced and powerful 
state of  mind However, like fashion, wellness has faced some 
ambiguity about what is considered the “correct” way to live 
a healthy life. It seems as if  there is one hot trend after the next 
in terms of  wellness. First, the health-conscious world was 


