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WHO ARE 
MATRIX?
Matrix are leading product 
design and procurement 
specialists with 20 years’ 
experience across retail 
and brands, and 10 years’ 
experience providing 
amenity solutions to 
global airlines. This has 
enabled us to refine our 
supply chain management 
to ensure an unrivalled 
customer experience, 
from concept through to 
delivery; on time, every 
time.

Our extensive factory 
network and exclusive 
brand partnerships enable 
us to offer unique 
products across multiple 
categories such as beauty, 
tech, bags, pyjamas and 
bedding. Our customer 
focused approach means 
every product reflects the 
lifestyle of the audience, 
and the values of your 
customer. As achiever 
members of the Ethical 
Trading Initiative (ETI), 
we work collaboratively 
with global brands to 
drive positive and 
sustainable changes in 
working conditions through 
improved productivity and 
HR studies within our 
partner factories. With 
our culture of sharing and 
understanding we are able 
to meet the demands of 
today’s market, where we 
strive to improve overall  
quality, productivity and 
sustainability of our 
sourced products and the 
prosperity of our workers 
and factories supply 
chain.

We make amazing products. 
Our services include 
Brand Elevation, 
Innovation, Product 
Development & Sourcing 
and Customer Profiling. 
We focus on creating 
trend led and desirable 
products for our clients 
and their customers.

The magazine has been 
crafted by our in house 
creative team who have 
specialist skills 
including 3D modelling; 
editorial and graphic 
design; photography and 
video editing. 

“ E V E R Y T H I N G  W E  D O  B E G I N S  W I T H 
A  C O M P E L L I N G  I D E A  F O R  A  U N I Q U E 
A N D  E X C I T I N G  P R O D U C T  –  O N E  T H A T 
D I S T I N G U I S H E S  Y O U R  B R A N D  A N D 
H O O K S  Y O U R  A U D I E N C E ”

WHAT DO WE DO?
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TREND INTELLIGENCE

Trend Intelligence is the 
secret to making sure that 
our ideas are bold and 
different. We spot the 
latest trends, stay up to 
date with what’s happening 
in other countries and 
this empowers us with 
the knowledge to develop 
market leading product.

PRODUCT DESIGN AND 
DEVELOPMENT

Our product development 
and graphic design teams 
dream up and develop 
relevant, new product 
ideas and concepts 
inspired by our trend 
research. Our products 
are tested to the latest 
regulations and we provide 

HOW DO WE DO IT?

PRODUCT DEVELOPMENT

GRAPHIC PROPOSAL

GLOBAL LOGISTICS
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full safety assurances and 
certifications.

GRAPHIC PROPOSAL 

Our design team will 
create exciting graphic 
proposals according 
to your own concept 
selection. 

SOURCING AND GLOBAL 
LOGISTICS 

Using our award-winning 
supply chain, we are 
able to source the 
highest quality goods at 
exceptional value and 
ensure your goods are 
always delivered on time. 
Quality, ethics, efficiency 
and sustainability are at 
the heart of our supply 
chain.



Hello again, we are 
glad you could make 
it. Welcome to the 
latest edition of 
our seasonal trend 
publication - we 
hope you enjoy it. TH
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HERE 
COME THE 
PIVOTALS 

Are you ready for it?

There is no defined age 
range for this generation 
yet, but we consider 
them to be teens who are 
younger than 18-years-
old.

There is an estimated 82 
million of them in the 
U.S. today, equating to 
23 percent of the total 
population.

Because of this, Pivotals 
today are becoming one of 
the most powerful forces 
in our market.

What makes this 
generation pivotal?

by their traditional 
work ethic and radical 
liberalism. 

HERE WE GO 

In order to stay in touch 
with global trends, 
we travel extensively 
to key fashion and 
design hubs. We immerse 
ourselves in the graphics, 
retail environment and 
conversation. This allows 
us to identify current 
global trends and foresee 
future ones. We then apply 
that knowledge to the 
products we develop. 

We publish seasonal trends 
biannually, and have a 
live feed trends website.
www.thisismatrixtrends.com

So, without futher ado, 
we are proud to introduce 
spring/summer 2019!

Earnest, hardworking and 
driven by traditional 
views of success (money, 
education, career), 
Pivotals resemble Boomers 
in their attitude; 
however, don’t expect 
them to be conservative 
in their beliefs. This 
generation are writing 
new rules that favor 
liberal – almost radical – 
viewpoints on things like 
race, gender, identity and 
sexuality.

This is what makes them 
pivotal; socially and 
technologically empowered, 
they are effectively 
harnessing a lever that 
will move the world 
forward just as we are 
reaching a crucial moment 
in history. Whereas 
Millennials dreamt of 
changing the world, 
Pivotals will actually do 
so through a grounded and 
practical approach, driven 
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Maximalism is back and 
EXTRA AF for the summer. 
Our Eccentric Romance 
trend is a vibrant oasis 
away from everyday 
turbulence and mundanity, 
with its primary concern 
being bold expression and 
energetic eccentricity. 

We have entered the global 
age and our individual 
style is following, 
bringing together a 
multitude of influences 
from every far-flung 
destination you can 
imagine!

The trend is refreshingly 
led by the visual; make 
your Insta-feed stand out 
from the sea of boring 
pastels with a pop of 
neon or get on board the 
Mexican wave with some 
Frida Kahlo inspired 
florals.  Although this 

trend tends to appeal 
to our frivolous and 
individualistic ideals 
- don’t be fooled. 
Especially present in many 
of the SS19 runway shows, 
there is an underlying 
celebration of community 
and cultural pride against 
the often tense political 
landscape we currently 
live in.

No holiday booked? NO 
PROBLEM. Think tropical 
botanicals, texture 
clashes, afro-futurism, 
vintage fabrics and 
statement finishes, 
inspired by a variety of 
cultures and hot-spot-
destinations. It’s time  
to show your colours, 
bring your style  
WORLDWIDE and join the  
global party!

A KALEIDOSCOPIC 
SUMMER FLING

BLACK PANTHER

@ASHISH

@ANTHROPOLOGIE
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A VIBRANT 

DOING 
IT FOR
THE LIKES    
 
First there was the 
celebrity, then there 
were the bloggers and the 
vloggers and then the 
influencer came along.

Gen-Z & the Pivotals 
idolise experience - 
travel being just about 
one of the trendiest 
things you can be doing, 
nothing seems to get as 
much engagement as holiday 
snaps. 

Many clothing and cosmetic 
companies are sparing no 
expense, taking curated 
groups of influencers on 
vacations to benefit from 
their significant and 
relevant followings.

They’re cultivating this 
new cool-girl lifestyle, 
sending influencers on 
vacations across the 
globe, to of course, post 
all about it. 

The hotel they stay in, 
the places they visit and 
new cuisines they ‘tried 
and just cant get enough 
of!’ can all benefit from 
the influencer’s exposure 
and  lifestyle promotion 
- as well as the fashion 
companies. Bringing the 
two industries into 
a mutually beneficial 
partnership.

This glamorisation of 
travel filters down into 
all of the prints, colours 
and ingredients in this 
trend.
______

It is getting harder 
each year to find an 
original holiday spot or 
festival to put on your 
feed. Here are our top 
recommendations for the 
rest of 2018 and next 
summer!

Snowboxx - Avoriaz, 
France. 
All day après-ski events 
and big time DJs at night 
along with parties in 
pools, igloos and ice 
caves. Things can get 
crazy at this one!

The Big Feastival - 
Oxfordshire, The 
Cotswolds.
This relaxed and family 
friendly festival is run 
by Alex James and makes 
for a perfect country 
retreat.

Oasis
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TACTILE FINISHES

PORTABLE TECH

LUXURY PRICE TAGS
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CREATING
THE 
ROMANCE
We see this trend being 
particularly strong for 
both male and female 
product lines within:  

- TEEN
- BEAUTY
- LIFESTYLE
Here is an example style 
guide created from our 
research and then applied 
onto product:
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BODONI 72
Reman Script
SINHALA

Avenir Next
Big Caslon Medium

Autumn Chant

S T Y L E  
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PHONE/IPAD ACCESSORIES
Tech is increasingly becoming an exciting area for fast fashion

BATH AND BODY + FRAGRANCE 
Our specialist lab and team are always developing new ingredient led products



最
小
限
の
有
用



“There’s an 
exhaustion with 
trying to seem 
different. People 
are genuinely tired 
by the fact that to 
achieve status you 
need to be different 
from everyone else 
around you.” 
 
Minimal Utility stems 
from Normcore, which 
began its life as anti-
fashion. Normcore was 
about anti-style; looking 
conventional, non-
descript, anonymous and 

although they might not 
be the ones marching and 
screaming for change, 
they are actively making 
a difference with the 
everyday, educated, 
lifestyle choices they make 
and promote.

The trend is effortlessly 
unisex and forward-
thinking, with practical 
shapes and muted neutrals 
paired with pops of colour.
____________ 

Minimal Utility concerns 
itself with owning and 
consuming less, having 
fewer possessions of better 
quality. 

low key. Fashion has 
long been about making 
impactful statements 
- but in a world where 
everyone’s trying so hard 
to stand out, blending 
into the background is 
suddenly a way of being 
seen.

Minimal Utility is a 
combination of core 
classic essentials with 
a utilitarian feel and 
durable fabrics.

People in this trend are 
aware of what’s going 
on in the world and 
issues around them; they 
consciously consume and 

T H E  N E W  N O R M C O R E  

ノ
ー
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ル
は
ク
ー
ル
で
す
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Planet-friendly cleaning products. 
@METHOD

5. Let go of things, not 
just material things this 
speaks for itself and 
really summarises the 
book and this whole trend 
in our opinion. You are 
your choices, not your 
possessions!

Japan’s expert declutterer 
Marie Kondo will help 
you tidy your rooms once 
and for all with her 
inspirational step-by-step 
method. Here are some of 
our favourite lessons from 
the book!

1: Respect your belongings 
appreciate what they do 
for you and suddenly your 
clothes don’t deserve to be 
screwed up in the corner.

2: Nostalgia is not your 
friend if a possession 
does not serve a purpose 
or ‘truly spark joy’, let 
it go!

3: The vertical fold sounds 
weird, but storing your 
clothes like this is a game 
changer!

4: Purging feels GREAT 
dedicate time to the 
process, focus, enjoy it 
and always keep in mind WHY 
this will benefit your life.
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最小限のライフスタイル

MOVE
MOUNTAINS

Unisex body products 
with fresh scents and 

ingredients.

M I N I M A L I S T  L I F E S T Y L E

Authenticity within a brand 
is so important to the up and 
coming generations. 

Brands like North Face have had 
a revival amongst hipsters and 
are still going strong. These 
digital natives love to indulge 
in the idea of returning to 
nature and escaping their 
screens, even if it is just by 
glorifying all the gear and 
looking the part. This genre 
of brands also appeal to the 
many conscious consumers within 
this trend.

North Face genuinely fight for 
global change and the work they 
put in becomes part of their 
campaigns.
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Weatherproof, durable 
and portable tech.
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Bags using 
natural & 
recyclable 
materials.

Planet-friendly cleaning products. 
@METHOD
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Organic 
textures 
and shapes. 
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Unisex body products 
with fresh scents and 

ingredients. @
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CREATING
THE
LOOK   
 
We see this trend being 
particularly strong for 
both male and female 
product lines within: 

- TECH
- LIFESTYLE 
- SKINCARE 
Here is an example style 
guide created from our 
research and then applied 
onto product:
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自然

KIONA 

K E N Z O

Acumin Pro Condensed

Andale mono

オサカレギュラー

K E E P  C A L M

(Osaka regular)

N
o
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S T Y L E 
G U I D E
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Sound and Audio 
We have extensive and innovative tech knowledge and production capabilities

LIFESTYLE PRODUCTS
We are able to produce and develop a huge range of lifestyle products

最
小
限
の
有
用





A BOLD 
CELEBRATION 
OF YOU  ! 
 
SS19 has given self-care 
a strong and active re-
brand.

We’re living longer; 
social media is getting us 
down; there’s still stigma 
around opening up about 
mental health, especially 
for men, and we’re all 
losing track of how many 
calorie counting apps 
we’ve installed.

This trend is focused 
on the daily tolls and 
issues modern life throws 
our way; educating us 
with kick-ass, natural 
solutions and positive 
celebrations to combat 
them. Empowering us to 
take back control of our 
emotional well-being and 
fight back!

Whether you choose 
exercise, ingestible 
beauty, meditation, 
a plant-based diet 
or a social media 
cleanse – project YOU 
is underway and ready 
to help you look, and 
more importantly, feel 
INCREDIBLE. You got this! 

Beauty...Everything we do 
feeds the skin... 
We exist to share the 
products, practices and 
knowledge that create true 
radiance. We stock over 
150 brands of products 
that are always 100% 
natural and teeming with 
nutrition and life force. 
At CAP Beauty the power 
of plants are at work 
to create change, both 
outside and in. 

____________
 
We discovered CAP Beauty 
via @EsteeLalonde’s 
Instagram, she has a 
beautifully filmed tour 
of the New York shop and 
interview with one of the 
co-founders on her youtube 
channel too!

CAP Beauty have two 
stores; one in L.A and one 
in New York, they go by 
the philosophy of ‘Beauty 
is Wellness. Wellness is 

18.



Sleep cycle alarm clock
‘Waking up easily is all 
about timing. This App 
tracks your sleep patterns 
and wakes you up during 
light sleep. Waking up 
during light sleep feels 
like waking up naturally 
rested without an alarm 
clock.’ This sounds crazy, 
but it really works.

Forest - Stay Focused
If you need to put down 
your phone and focus, 
you plant a seed in the 
virtual Forest. The seed 
will gradually grow into a 
tree. If you cannot resist 
the temptation and leave 
the app, your tree will 
die. 

The idea is that this 
sense of achievement 
and responsibility will 
encourage you to stay away 
from your phone - and it 
actually does!

Use it at your desk, 
whilst watching a film or 
at the dinner table. Stay 
focused. Be present!

NIKE+ training club
People are becoming more 
and more educated about 
fitness - there is no one-
size fits all fitness plan, 
but personal trainers can 
be expensive.

This app is loaded with 
workouts, instructional 
audio and video clips 
from personal trainers 
to help you master your 
technique and get the 
most from every move. 
The app will create a 
personalised training plan 
based on your needs, then 
continually adapt it as 
you go and progress - to 
help you get fitter, faster 
and stronger than ever.

Step inside our world and 
embrace the shift. High 
Vibrational Beauty starts 
here.’

We love their ingestible 
beauty products - most 
famous for their ‘Daily 
Hit’ oil. The Daily Hit 
claims to boost your 
body’s ability to handle 
the stressors of daily 
life, sharpen your focus 
and energize your mind. 
Cannabidiol is known 
to have potent anti-
inflammatory effects, a 
friend to body and soul. 
Can you show us one person 
who doesn’t want more 
energy, better sleep, 
inflated well-being and a 
clearer complexion?
____________

There is so much 
circulating about how our 
phones are damaging our 
mental health, but here 
are some apps attempting 
to do the opposite. 

FEEL
GOOD

19.
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PROJECT 
YOU HAS 
BEGUN
We see this trend being 
particularly strong for 
both male and female 
product lines within: 

- BEAUTY
- LIFESTYLE 
- TECH
Here is an example men’s 
style guide created from 
our research and then 
applied onto product:

STYLE
GUIDE
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Sea Salt and Minerals.

Wash away the day with this 

post work out shower gel

Vegan
D

erm
otolocially

Tested

M
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ith 75%
 

less plastic

POST WORK OUT
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SKIN CARE 
Our lab is always working on the next big skincare trend!

FRAGRANCE 
Each season we produce a huge range of fragrance products for different markets 
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THE 
FUTURE OF 
FEMINITY
This is the year of the 
woman – we are taking up 
space and lifting each 
other up to heights our 
grandmothers could only 
dream of!

The on screen stories we 
follow impact our lives, 
they shape who we think 
we are and who we aspire 
to be. We have grown up 
smothered by images of 
sexualised women, women 
being rescued for being 
too weak or mocked for 

being too strong: women 
aimed at (and portrayed 
by) men.  

‘If she can see it, she 
can be it’

A new day is dawning and 
we are slamming more 
responsibility onto the 
media. We all deserve to 
see ourselves 
represented, not 
inhibited within this 
new future and 
intersectionality within 
feminism has never been 
more important!

This trend is making 
sure that the next 
generation of girls will 
witness floods of 
ambitious, diverse women 

championed in society 
for their femininity, 
complexity and bravery! 

This is the year of the 
woman – we are taking up 
space and lifting each 
other up to heights our 
grandmothers could only 
dream of!

The on screen stories we 
follow impact our lives, 
they shape who we think 
we are and who we aspire 
to be. We have grown up 
smothered by images of 
sexualised women, women 
being rescued for being 
too weak or mocked for 
being too strong: women 
aimed at (and portrayed 
by) men.  

‘If she can see it, she 
can be it’

A new day is dawning and 
we are slamming more 
responsibility onto the 
media. We all deserve to 
see ourselves 
represented, not 
inhibited within this 
new future and 
intersectionality within 
feminism has never been 
more important!

This trend is making 
sure that the next 
generation of girls will 
witness floods of 
ambitious, diverse women 
championed in society 
for their femininity, 
complexity and bravery! 

12 .SS/19
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THE  
FUTURE OF 
FEMININITY   
 
This is the year of the 
woman – we are taking up 
space and lifting each 
other up to heights our 
grandmothers could only 
dream of!

The on screen stories we 
follow impact our lives, 
they shape who we think 
we are and who we aspire 
to be. We have grown up 
smothered by images of 
sexualised women being 
rescued for being too weak 
or mocked for being too 
strong: women aimed at 
(and portrayed by) men.  

that #GIRLGAZE inspired 
online. We decided early 
on that our New Woman 
trend would be built and 
curated only by the women 
here at Matrix - no boys 
allowed! We interviewed 
women throughout the 
company asking them what 
being a woman means 
to them, about their 
relationship with feminism 
and how they would like to 
see themselves represented 
in the media.

#GIRLGAZE is a digital 
media company, that 
promotes the work of 
female Gen Z photographers 
and directors. 
 
   GIRL:
Taking back the word girl, 
pushing back against the 
cultural projections 
imposed upon girls from 
the outside world! It is 
up to those who identify 
with being a girl to 
break the boundaries 
and determine their own 
identity, sexuality, and 
beauty. 
 
    GAZE:
Telling stories and 
creating images by taking 
the camera (or any medium) 
into your own hands to 
express your viewpoints, 
state of mind — and to 
show the world how we see 
it. 

‘If she can see it, she 
can be it’

A new day is dawning and 
we are slamming more 
responsibility onto the 
media. We all deserve to 
see ourselves represented, 
not inhibited within 
this new future and 
intersectionality within 
feminism has never been 
more important.

This trend is making sure 
that the next generation 
of girls will witness 
floods of ambitious, 
diverse women championed 
in society for their 
femininity, complexity and 
bravery. 
We love the work, 
discussions and movements 
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^^ This has been a huge 
buzz word this past year - 
but what does it mean? 

A lot of feminist 
discussions have been 
criticised for only 
being concerned with the 
limitations straight white 
men have historically put 
on straight white women. 
This kind of thinking 
only brings to the table 
a fraction of the issues 
women face today and has 
left many people feeling 
excluded or marginalised 
by the movement. 

Intersectionality 
brings forth the idea 
that sexism, racism, 
homophobia, classism, 
ageism, and other social 
inequalities are connected 
and should be important 
to the feminist agenda. 
The issues overlap and 
many cross and effect a 
person’s path at once.

Women experience 
oppression in varying 
degrees of intensity, 
influenced by the 
intersection of prejudices 
put upon them by society.

If feminism’s aim is 

INTERSECTIONAL FEMINISM
to liberate women from 
inequality: it must tackle 
and consider all these 
issues that hold back 
women today.
“MY FEMINISM WILL BE 
INTERSECTIONAL OR IT WILL 
BE BULLSHIT!” - Flavia 
Drozdan 
________

Although there is a long 
way to go, it is amazing 
how much headway has 
been made over the last 
few years with breaking 
down a variety of social 
prejudices. Many brands 
are jumping on the band 
wagon and creating 
‘inclusive’ campaigns. 

However, so many companies 
are getting it all wrong. 
Gen Z audiences can see 
through an in-genuine 
message a mile off and 
many campaigns come across 
as just patronising. You 
need to inspire people, 
speak their language and 
stand out!

Actions speak louder than 
words, if you want to use 
a ‘girl power’ slogan in 
your next campaign - can 
you also say that you pay 
your female staff members 

@COLDPICNICK textiles

@ASOS nudes

Goodnight stories of 
heroic women

the same as their male 
equivalents? If not, the 
internet might come for 
you!

Here are some examples of 
campaigns, brands, people, 
artists and products that 
we feel are leading the 
way with this trend... 
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Inclusive colour ranges

Sexual liberation & equality

Standing together online!

Celebrations of the female form
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STYLE 
GUIDE 
CREATION   
 
We see this trend being 
particularly strong for 
both male and female 
product lines within: 

- BEAUTY
- LIFESTYLE 
- KIDS
Here is an example women’s 
style guide created from 
our research and then 
applied onto product:

DIDOT

MOON

Traveling Typewriter

Clement e

Cooper Black

Abuget

S
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Y
L
E
 
&
 
E
X
P
R
E
S
S
I
O
N

S T Y L E  G U I D E
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TEXTILES
We produce a large variety of bags and textiles for clients in different industries

PACKAGING 
We love designing innovative and exciting packaging to house our products

STYLE GUIDE

S T Y L E  G U I D E



OVER AND OUT.

 
Eccentric Romance > Minimal Utility

Project Me > New Woman
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w o k e



 
What happened last season? Let’s rewind to our 
AW18/19 trends and how they inspired a selection 

of our products >>

AW 
18
/19 

THROWBACK.

32.



% ME FRAGRANCE COLLECTION 
Stripped back, minimal designs and ingredients geared at promoting positivity and 
self-care, the % me fragrance range embodies the core values of our Self-rituals 
trend. 

Just take a moment.. 

Our #mood is the filter 
through which we see the 
world – mental health, 
well-being and digital 
fatigue continue to be 
the buzzwords of the 
decade.

AW/18 case study



AW/18 case study

SUPERFOOD 
Created to reflect the Raw Origins trend, the Superfoods skincare range is 
ingredient-led using antioxidant rich extracts from kale, blueberries and 
pomegranate for naturally effective skincare.

Honest Luxury. 

Vegan beauty, superfood 
ingredients, sustainable 
packaging, ethical sourcing 
- this trend wants to save 
the whole planet (but feel 
pampered whilst doing so!)  
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Milk bath and body collection 
Inspired by the colourful palettes of our AW 18/19 trend Woke, the Crème body care 
range has been created to be an inclusive, fun alternative to boring, everyday 
essentials. 

GEN.Z are coming for you. 

Generation Z are loud and 
proud about who they are. 
Educated by the internet 
and fuelled by social 
media, this generation are 
woke, active, and ready to 
change the world!

AW/18 case study



AW/18 case study

Stag head men’s fragrance 
Luxurious finishes, rich colours and quintessentially British designs are at the 
heart of the Eclectic Heritage trend. With wildlife inspired shapes and designs 
particularly present in  fragrance ranges.

Be fearless, indulge. 

MORE is more. British, 
eccentric and opulent, it’s 
all about luxurious texture 
clashes, vintage pieces and 
a rock-n-roll ‘I woke up 
this cool’ attitude.
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So that’s SS19, we look forward to 
seeing you next season! If you just 
can’t get enough (we understand) 
there are a few ways to keep in 
touch between seasons:
 
INSTAGRAM  
@thisismatrixtrends
WEBSITES
www.thisismatrix.com 
www.thisismatrixtrends.com 
NEWSLETTER 
www.thisismatrix.com
 
If you would like to get in touch 
for business opportunities contact:
ben.read@thisismatrix.com

FANCY KEEPING  
IN TOUCH?

BOY
Until Next Season...



For our trend research  
we pull inspiration from 
sources all over the real 

and virtual world. 

The images in this 
magazine are no different, 
we highly recommend you 

look up all of the amazing 
artists and content 

creators responsible for 
the beautiful imagery we 
have borrowed for this 

trend report!
______________

IMAGES 
 

cover/ @andotherstories

p0/ Teen Vogue

p2/ @Zara

p3/ Teen Vogue

p4/ Teen Vogue

p5/ @andotherstories  
@houseofhackney 

p6/ p11/ Under Air,  
@Anthropologie, Black 

Panther, @Ashish 
 

p7/ @thepatriciabright,  
@revolve, @songofstyle

 
p8/ @Nyane, Coachella, Tom 
ford, Anthropologie, Urban 
ears, Urban Outfitters, 
Pinterest, House of 

Hackney, Roksanda, Batise

p11/ @Weekday

p12/ Arket Kids

p13/ Northface, Bellissima 
Interiors.com

 
 
 

p35/ thisismatrix.com
Scott Moore

p36/ thisismatrix.com

______________ 

The magazine’s content and 
design is pulled together 
by the creative studio 

here at Matrix.
______________
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& Product Design:
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Magazine Design:
Gabie Shadbolt 
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Jo Kidson
Gabie Shadbolt

p19/ @NewBalance,  
@Birkinstock,  

@Bangolusfsen, @Aesop,  
@Method_UK, Haeckels, 
COMME des GARCONS, @
Millican, The Life 

changing Magic of Tiding, 
Marie Kondo

p17/ Pinterest

p18/ @ASOS

p19/ @Capbeauty, @ASOS,  
@Puma, @Ivypark Beyonce,

p20/ @Huel, the New York 
Times magazine, @apple, 

ASOS

p21/ @Nike, Madmars

p23/ @andotherstories,  
@TopShop

p24/ @Savagefenty, Rihanna 
@badgalriri, @Fenty

p25/ @girlgaze, @
coldpicnick, @ASOS

p26/ @Topshop, @Im_home,  
@Shethinkx, @Gucci,  

@pollynor, @fentybeauty,  
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@apple emoji’s

p27/ @Lucywilliams02, 

 p30/ Teen Vogue
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SHOUT OUTS.
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