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an effortless purchase experience with one of
our custom order concierge team members.
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A Bold Woman of Faith - Founder of A Child’s
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%ﬁ the recent passing of my

mother, I find that I am seeing this pro=
cess of living in a-new-light. After all,
how can a person be here; present in this
life, and the-next second they are not?
They are gone. They are no more. It is
sobering. It is supernatural. But, it is
indeed part of the life process. So, I have
made a declaration to myself on-an en-
tirely different level 4o live my life lo the
Sudlest one day at a time. One minute at
a time. :
There is a really fun fashion book that 1
wrote, andnever took the time to send to
the printer. Also there is one that I know
[ should write, but nevermoved forward
past:a few notes. There-are designs [ see
in my spirit that [ have never taken the
time lo create. I have procrastinagted. 1
pul them off until “the time s right.” 1
think I can always do it later. 1t is my
sincere belief that whatever we visualize
or see wilth our imagination, is meant Lo

become a tangible useful part of the

world we lroe in. This is our.gifl to man
kind. Our contribution. We can't take
it with us, but we can.leave something

behind.

[ am' reminded that David said’ in
Psalms, that my life is but a-vapor and
mytimesare in God’s hands. So is yours.
[ have many talents. Each one'l will ex-
plore with more focus. I admonish you
lo do the same. Live life on purpose. Be
in-the moment. 1 oflen heard my-inom
encourage people:to learn howto enjoy

the journey. If we remember to be’kind,

lo lake care of the planet, to lean in-to';

the task at hand; and atways love God,

we- will have traveled well: ‘From my

heart to yours...Be blessed!

Regards,
Paulette Whitfield Black

Facebook/Fashion-and Faith Week
Facebook/Coverings Magazine
Instagram: Coverings Magazine
You'lube: COVERINGS Live

VERSACE
Medusa Oval Plas-
tic Sunglasses

MICHAEL KORS
Chesterfield Sequined
Douable-Breasted

Coat
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TRUNK SHOW
CONTEMPORARY ART MUSEUM

[O.11.22

12:00-6:00PM

[10.12.22

10:00AM-4:00PM

10 % of sales support Saint Louis Fashion Fund
WEDNESDAY, OCTOBER 12 —

~ &

TRUNK SHOW

12:00-6:00 PM

Contemporary Art Museum of St. Louis (CAM)

3750 Washington Avenue, Grand Center

Step into the colorful, print-filled world of Diane von Furstenberg
and meet the DVF teams from New York, LA and London.

TRUNK SHOW

10:00 AM-4:00 PM
Contemporary Art Museum of St. Louis (CAM)
3750 Washington Avenue, Grand Center
Refreshments available all day in the CAM cafe.

10% of sales benefit Saint Louis Fashion Fund.

The first 100 guests through the door will be eligible to enter our Trunk
Show sweepstakes — one lucky shopper will win the distinct opportunity

to meet Ms. von Furstenberg the following day while she’s in St. Louis!
#DVFINSTL

HAPPY HOUR

4:00-6:00 PM ) /%géq\ )
Sip while you shop the DVF line! o o

FASHION
RESERVE HERE FOR OCT 11 FUND
WWW.SAINTL OUISFASHIONFUN D.ORG
3333 WASHINGTON AVENUE , SUITE 144 + SAINT LOUIS, MISSOU RI 63103
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EVOKE MEDIA MARKETING

Evoke Media Marketing is a partner, ready to serve your Business Marketing
Communications. We offer Social Media, Print Media, Online Videos, Websites and
Advertising Campaigns to reach your targeted markets.

ALENTINO COLLECTION FALL 2022

/

CIANEvon FURSTENBERG

SOCIAL MEDIA MARKETING & ADVERTISING GROUP

We have served clients Full Service Design
Ad Agency

- Creative,

- Power-packed

- Digital Campaigns

for over 25 Years.

Campaigns that will

promote your - Aggressive Media
- Award winning
business objectives . Fashion
 Products

goals and sales!

- Websites & Design.

EVOKEMEDIAMARKETING.COM
EVOKEMEDIA2020@GMAIL.COM
(310) 719-5043
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VALENTINO

In 1964, Jacqueline Kennedy had seen a woman wearing a two-piece ensemble
in black organza at a gathering. It made such an impression that Kennedy con-
tacted her to learn the name of the ensemble’s designer, which was Valentino. It

so happened that Valentino was scheduled to be in the United States

to present a collection of his work at a charity ball at New York’s Waldorf-As-
toria Hotel. Mrs. Kennedy wanted to view the collection but could not attend
the event, so Valentino decided to send a model, sales representative and key
pieces from his collection to Mrs. Kennedy’s apartment on Fifth Avenue. Mrs.
Kennedy ordered six of his haute couture dresses, all in black and white, and
wore them during her year of mourning following President John F. Kenne-
dy’s assassination. From then on, she was a devoted client and friend. Valentino
would later design the white Valentino Gown worn by Kennedy at her wedding
to Greek tycoon Aristotle Onassis. In 1966 he moved his shows from Florence
to Rome where two years later he produced an all-white collection that became
famous for the “V” logo he designed.

In 2012-2013 a major new exhibition opened at Somerset House in L.ondon
celebrating the life and work of Valentino, showcasing over 130 exquisite haute

couture designs.

14
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visit online @ valentino. com
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Michael Kors ;s - world-renowned, award-winning designer of
luxury accessories and ready-to-wear. His namesake company, established
in 1981, currently produces a range of products under
Michael Kors Collection, MICHAEL Michael Kors

and Michael Kors Mens, including
accessories, ready-to-wear, footwear, wearable tech-
nology, watches, jewelry, and a full line of fragrance
products. Michael Kors stores are operated in the
most prestigious cities in the world, including
New York, Beverly Hills, Chicago, London, Milan,
Paris, Munich, Istanbul, Dubai, Seoul, Tokyo,
Hong Kong, Shanghai and Rio de Janeiro. In
addition, Michael Kors operates digital flag-
ships across North America, Europe and Asia,
offering customers a seamless omni-channel
experience.

*MNOCYS
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MICHAEL
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MICHAEL KORS




A t the center of it all,
is a designer who has
created an enduring
and iconic luxury lifestyle
empire with a distinctive
point of view and global
reach. Michael Kors has
a sharp focus on provid-
ing his customers with
accessories and clothes
that are consistently
polished, chic, relaxed
and glamorous. Kors has
also been the recipient
of numerous industry
awards and accolades
within the fashion indus-
try, been honored for his
philanthropy, and earned
the respect and affection

of millions.
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YOUR HOME ——
DESERVES AMERICA'S

THE BEST |"“couranes
PROTECTION ==

“Hello,

My name is Felicia Miller and | am currently an
American Family Insurance Agency business owner
located in Florissant, MO. We are a full service insurance
company. | began my career at American Family Insur-
ance in 2007 as a customer service representative.
In 2017 | joined the corporate storefront
channel as a Family Risk Advisor. | grew up in Saint
Louis and attended Normandy High, Florissant Valley
Community College and earned a Bachelor of Science
Degree from Lindenwood, University.

My personal goals are to continue to build great rela-
tionships with my clients and my team as we strive to
maintain long lasting family of satisfied customers.

We are so very proud that we have established the
Williams Children Scholarship Foundation to assists
students with funding for their educational goals.

I enjoy spending time with my family, shopping, serving
in our church ministry and relaxing outdoors.”

MILLER AGENCY & ASSOCIATES,
LLC FELICIA MILLER, AGENT |
AMERICAN FAMILY INSURANCE
Pronouns: She | Her | Hers
572 N HIGHWAY 67 |
FLORISSANT, MO 63031
Office Phone: (314) 254-5166
Fax: 844-597-8355
email | map | my account
MYAMFAM Mobile App
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Vera Gray — Owner of the
“Salon V Experience, " in Florissant, MO

Salon V Experience, is a full-service hair
salon in Florissant MO., that specializes in
solutions for hair loss. Vera Toliver-Gray the
owner, began as a hair stylist 35 years ago
unaware her “gift” was connected to up-
lifting spirits, enhancing self-esteem, and
building confidence.

The salon is on a mission to eradicate hair loss that
make women and men feel less themselves because
their outer-selves do not match their inner-selves.

Salon V Experience hair loss eradication begins with
knowledgeable hair stylists on techniques for healthy
hair-care. Healthy hair-care principles are used as well.
These principles are periodically applying a professional
product for damaged hair, frequent hair-end clipping,
shampooing and conditioning the hair underneath the
freatment, and less wear-time and frequent changes for
treatments. The hair stylists are skilled in various treat-
ments that complement the principles. Conditions where
most hair is present, sew-in extensions can meet a vast
number of needs.

Where there is less than half the hair, a combination of
hair integrates (strand by strand), micro-weft integrated,
and segmented weft integrations may be appropriate.
With complete baldness, lace pieces and wigs are go-to
solutions as well. These treatments cover a wide-range
of situations for undesirable hair length or sporadic
fullness.

CALL FOR APPT. 314-801-8801

We don’'t know what you are doing with your hair
and we don’t care...
Be a guest in our salon it will change yourfife!

Hair Loss Solutions

Extensions

RIVETING REFLECTIONS

PHOTOGRAPHY

Experience the difference
of a customized portrait session.

RivetingReflections.com
314-651-2040
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Ms. Leandra Flucker author
The book “Unapologetically
“The Stolen Bible,”Waterwell Ministries

@orn in Clayton, Missouri She grew up in University
City. A woman predicted, Leandra would be a Mission-
ary Evangelist and that she would travel to Africa to
preach. Leandra only wanted to be a doctor. Her future
had changed, but it was not something she embraced.
In her personal life she was being moved around like

a chess piece. However, in the end, she still applied to
Spell-mans College and was accepted for the winter
quarter. This book is an

excellent read for anyone who is running, knowingly or
unknowingly, from a “call of God”. She said this is how He
could get her, to a designated end. This is the first, in a
series of books.

Leandra She also has her own Youtube channel
called “Water Wells Ministries” and a $5 Patre-
on at https://www.Patreon.com/WaterWells .On her
YouTube channel, Facebook, and Patreon she has a
program called “Morning Manna” where she gives
an encouraging word from the Bible. She attends
“Rock of the Valley Church” @rockofthevalley.org
and on Facebook, she teaches Friday night Bible class.
She now knows that one day she will be in Africa. With
many more adventures to come. You can purchase
Leandra Flucker “Unapologetically CALLED, the Sto-
len Bible” Order online, $15 paperback, $25 hardback.

Delivered in 4 - 6 weeks.

https://www.lulu.com/shop/leandra-fluck-

er/unapologetically-called-the-stolen-bi-

ble/paperback/product.

Shhh...We have UnCovered a Secret!

187 million people in America
attend Church, Synagogue or Temples :

80% are women!

THEY ARE...The most Trusted Consumers.
THEY ARE... Affluent and influential.
THEY HAVE... Purchasing Power.

Fashion Health & Beauty for Women of Faith
WE ARE...The vehicle with direct access
WE TAKE... You there in style!
and WE OFFERING, 20% Off!
STARTING NOW! WE WILL MARKET YOUR AD
FOR OUR DECEMBER + DIGITAL E-MAG

+ SOCIAL MEDIA. FACEBOOK & YOUTUBE.
@ COVERINGSMAG@GMAIL.COM

FULL PG | HALF PG | 1/4 PG

#:

1/2 pg Horizontal
$425.00
11” x 4.25

full page 1/2 pg
$875.00 $425.00
8.5” x 11” 5.5”x 11”
1/4 pg
$250
4.57x5.5”

COVERINGSMAG@GMAIL.COM ask for YOUR DISCOUNT!
CALL ERICA 314-651-2040
TO RESERVE YOUR ADS SPACE FOR 2022-2023!
Or email her @ erica@coveringsmagazine.com
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[RETURN OF THE GENTLEMEN |

A trailblazer in
“Sustainability”

is t roud
IK RIV

and FOU
the Board
S.M.A. WhICh

is the largest textile
recycling association
in the world.
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”ElShiOIl
has a JOT of BW

thin gS about it.

COVERINGS: What is
sustainability?

RICK WOLF: To me, sustainabil-
ity is something that keeps on going. It
is sustained. We know that our role is to
be the “end life” of clothing. We always
have feedstock. We know that people
will always be wearing clothing, so we
don’t have to worry about that. When [
go inlo meelings and fashion situations,
I always downplay the role that I play.
[ am the gatekeeper to the landfill, be-
cause what people don't understand is
that the majority of clothing and textiles
©ill meet its doom in a landfill. How 1
would look at sustainability is probably
different from the way a twenty year old
would look at it.

We're 100 years old, we have been do-
ing this for a century, and all of a sud-
den everyone has come to us. We're hot,
but we're really not! The bottom line is,
something that is sustainable means we
can give it an additional life. Our feed-
stock will always be there because fash-
ion has a tendency to over produce. We
are getting more and more creative with
where we are going with our products.
Our goal truly is to find any use, as long
as it is another use for that product.

When you talk to a designer, the last
thing they would like to knowis that their
product ended up in a coal mine or an
otl well. That’s not exactly a dream, be-
cause there again, fashion is ego driven.
We are looking for alternative use, which
is why we have FOUND. Found is where
we are selling our clothing on-line and
we have boutiques. Our Mission State-
ment is “One More Use.” My definition of
sustainable is taking products that are

the marketplace, that «ill always be in
the marketplace because there will never
not be clothing, and see if we can' find
other uses. Our outreach is with the col-
leges and universities, and working with
the fashion students. We are trying to
partner with the younger people so that
there is an awareness and knowledge
that there is more that they can partici-
pate in on the before production than the
afler production. The young kids accept
what we have more than the older gener-
ation. The older generation used (o look
at it as “secondhand’ or “thrift”. It was
looked down upon if “youw're shopping at
a thrifl store.” Whereas, now, according
to CBS it’s a badge of honor to be able to
mix vintage and secondhand with first
quality goods.

Sustainability is a movement, but it
has always really been there. I think
what fashion manufacturers and fash-
ion designers are realizing now tis there
s an audience there and that not only
is it current, but its demanded now!
The days of green-washing? People are
starting lo see through when you have
limited success promoting your product,
whether youre using a recycle tote bag
or if you're buying back, lile Made Well
buys denim back for insulation. Lileen
Fisher will bring their product back, but
a little story about that is, say you've gol
35 stores in the Uniled States and you
give back three articles of clothing out
of 100. Yow're promoling sustainabilily
on the buy back program, but all of those
stores have to take three pieces, put it in
plastic, put it in a box, UPS driver pulls
up (carbon_footprint there), he takes it to
the UPS truck, then drives it to the plane.
The plane flies it lo a clearing house. The
box is opened up. The plastic is recycled,
maybe. They have to dry clean it. They
hawe to repair it. They have to put it back
in plastic, back in a box, back in a UPS
truck, put it back in an Eileen Fisher
store and then say, “We are sustainable.”
So, if you look at the effort, the carbon

Jootprint and the labor that went into

gelting that second hand product back
into the marketplace, it's astronomical.
And then, they have to price it below

cont. pg. 34

There first quality goods. So I would call
that green washing. Fashion has a lot of
bad things about it; whether its the sec-
ond largest polluter, or the amount of
child labor that is used in fashion pro-
duction. Go on-line and look up the UN
statistics. There 140million children un-
der the age of 12.

COVERINGS: What do you
think about "Made in Amer-
ica?"

RICK WOLF: Great, as long as you
are willing to pay the price. If you think
you can have something manufactured
domestically using U.S. labor and selling
it in a U.S. facility, and you're going lo
buy that same flannel shirt at WalMart

Jor 812, il’s not going lo happen. I like

American made. It’s not my preféerence.
At some point there is probably, in an
American made item, something thal’s
made offshore, and assembled in the
United States. You have to watch how
they market it.

[ think that COVID-19 really showed
that we can't rely on the world, even if il’s
a global business. Warehouses are now

Judl, because people can’t do just in time

delivery. I think that COVID changed
the world in a lot of ways. I think it
changed fashion. Imagine how many
clothes were stuck on the water: how
many of yesterday’s and last year’s fash-
tons. How many pairs of Leoi’s did Ma-
cy'’s strand throughout the world when
the world shut down. They owned those
goods. Are they silling in a warehouse in
Singapore? Or are they in Anchorage,
Alaska? Where are they? They werenl
selling them.

COVERINGS: So, what do
ou do with sustainability?
o you manufacture 0?

shore?

RICK WOLF: The only thing that we
manufacture is custom made loweling.
We follow the donation cycle. Years ago,
when [ was in this business, I was able
to buy locally. We would buy all of our
clothing that gets cut into wiping rags
and s turned into fiber.

We could buy that

35



cont. from p. 33

WEWOULD BUY ...

locally, because it was a localized

effort. Then, around the late 90’s we
started seeing a lransilion away from
expensive labor. St. Louts was always
expensive because there was a union.
My manufacturing plant here is union.
We have always been pro union. The
Jirst deal I ever did was in the carly
90’s. I bought some product off of the
Mexican border, deep in south Texas.
That was awkward. Then, as labor costs
conlinued lo accelerate il became cost
ineffective. to do what we do domesti-
cally. Whereas, when you donate an
iltem, and there’s the thrifl market, there
are two ways of getting secondhand
clothing.

Credential is when you literally buy
the contents of a bin that's untouched.
There's a certain markel price for that.
Institutional thrifl, which is pretty
much the largest supply of used cloth-
ing in the world, is the secondary mar-
ket for thrifl. Once it enters the thrift
market it exits now, and within, I'd
say 45 days is in, primarily, Central,
South America, India and Palkistan.
Then, it is sorted there. Clothing that
leaves the thrift market I always tell
people, when I talk about thrifl, always
donate. Always, no matter what: one
shoe, a shoelace, if'it’s got a hole, always
donate it. Don't ever throw anything
away. The reason that clothing recy-
cling is not really in the forefront is
that it can’t be curbside recycled. You
can put out paper and glass. You know
about aulo parts. You know aboul
recycling metal and aluminum. You
know about the basics that you can put
out on your curb. The problem with
recycling clothing curbside is moisture.
The cost of cleaning a garment in the
secondary market, unless il is a very
expensive garment, exceeds the value.
The consumer market has always relied
upon non-for-profits to donate clothing.
When people donate to a non-for-profit
they are doing a really good thing. Is the
clothing going to the homeless and peo-
ple in need? Some. But, the majority of
the benefit of the non-for-profit receio-
ing the clothing is financial income.

It provides for outreach, community
projects, drug and alcohol rehabilita-
tion, and education.

It pays for a mission. And so they use
clothing as a source of income.

34

COVERINGS: We know that

vou award young up and coming
fashion designers. We know you have
a heart for fashion designers. People
should understand that there are two
sides to you here. You are not saying
that you hate fashion designers. You
are just telling a truth that we need
to look at and sce the cirele of it all.
Tell us about the Award you present
to new designers.

RICK WOLF: We have a partner-
ship with Sam lox School of Design.
It started in 2019. It was a cold call. 1
always believe that one thing leads to
another. I said hello to a gentleman in
one of my stores. Nothing more than
that. Thirty days go by. I see him again
and I say, ‘Thank you. Welcome back.
what do you do?” He had worked on
the campus of Washington Universily.
said I'd always liked to deal with fash-
ion students, so if you now somebody,
here’s my card. And, I got a call. He set
up an appointment with Dr. Mary Rup-
pert-Stroescu. My manager, Molly Be-
nini, and I showed up. We were a little
over our head, but we hit it off. Her Re-
claim Project was easy for me from the
recycling aspect to kind of reverse engi-
neer, because she was grinding t-shirts
and mixing with bonding agents to
then create yarn goods. One thing led
to another where 1 felt it was import-
ant to get to the current designers, now.
1 think that where you want to be is to
educate the kids who are really in tune
to what the mission statement is. We

Sigured if we could get to the design stu-

dents and work with them and promote
sustainability, whether it was up-cy-
cling, recycling, down-cycling, we have
a better chance of getting the mission of
sustainability and secondhand into the
system. So, we started working with Levi

Jackets letting them deconstruct and re-

construct. Then Dr. Stroescu said they
would like to have me work with the kids
on up-cycling for the runway show. We
started working with them. They would
come to the stores and would oulfit them,

and they would cut and sew. We gave
a nice award and put some money

behind it.
COVERINGS: It's the

Riverbend Textile Sustainability
Lecadership Award!

RICK WOLF: Yeah, and when
you're sitting there..and I always feel
don’t think very highly of myself and
then yow're sitting there with the guys
SJrom Saks Fifth Avenue and Susan
Block (The Designing Block), and you

realize you've got a good fraternily of

[riends right there. I never try to pretend
that we are forward fashion. Quite the
opposite. We're here to say, ‘Hey! You're
producing too much. There’s a downside
lo fashion. You have a responsibility to
the next generation. You have a respon-
sibility to the earth. Oh, and by the way,
I do this for a profit. The younger kids
When I'm on campus I always say, ‘you
know I own FOUND. They're familiar
with us. They don't think twice about
buying a used sweatshirt. They don't
think twice of getting a vintage 1-shirt.
They don't think twice. They mix and
blend. I thought sewing went away, but
all these young kids know how to sew. [
mean, most of my employee’s are sewing.

It’s a good time because we can produce
recycled feedstock to young designers
that can incorporate the design using
or incorporating, originally as of right
now, il’s clothing. But, when you have
Titan Bioscience and Renewcell, which
are two leading chemical recyclers,with
their new processes they are able to re-
cycle clothing and then reproduce virgin
thread. Then they can produce up, using

recycled products. That is the future of

recycling. Thats the future of sustain-
ability in _fashion, because you are not
technically using a used garment. The
used clothing becomes the feedstock , be-
cause it becomes the virgin yarn using
reprocessed clothing.

COVERINGS: We like your
style. Talk to us about tailor-made
men’s clothing and why it is
important.

RICK WOLF: Tailor-made. It’s a
process. It doesn't start out like that.
First you have to get your kids through
college and you have to pay your bills.
I'm at a différent point in my life right
now. Ils the truth. What is the saying?
On the rack clothing is made for all,

His clock and mine often conflict. However, I've
learned that He’s not slow (as men understand slow,
but is patient with me). While I'm praying, crying, feel-
ing the pressure of the situation, thinking HE doesn’t
understand the urgency, He’s patient with me...

Patiently waiting on me to rush into a position of rest.

Rest... in the stillness of trust! Rest beyond my timings,
my anxieties, my strategies of knowing how He can do

ee When I need

it... to the still, scary place of “if He doesn’t do it at all!”
Real trust puts you right there! My soul, resting in the

completeness of His timing and His Will in all things.

G()D to really
Hurry up...

He seems
to move slower. ’,

God is not slow, but absolutely sure and every promise
in His Word is fulfilled on time, if | trust and enter into
His rest. Be encouraged this week and choose to let
Him handle it all. It’s going to be alright!! For His deci-
sions are always perfect and His workings are always
for our good!

We are praying for you!

Minister Wilma Walker

ME SINCLAIR .-
| S DODGE, JEEP, & RAM
“davesinclairjeep.com "

davesinclairchryslerdodgejeepram.net
SPECIALS & FINANCING - LIFETIME WARRANTY*

gvgsainclair

*No cost lifetime limited power train warranty. See sales associate for details.
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Shhh...We have UnCovered a Secret!
out of 187 million people in America who
attend church, synagogue or temples : 80% are women!

THEY ARE the most trusted consumers.
THEY ARE affluent and influential.
THEY HAVE purchasing power.

Fashion, Health and Beauty for Women of Faith!
COVERINGS MAG IS ... the vehicle with direct access to this market!
WE WILL take you there in style! WEOFFER €Il extra 20% Off!

Starting NOW! 20% off
Saves you S$S as we promote your
. 1/2 pg Horizontal
products, business, books, & more. full page 1/2 pg $425.00
+ Digital E-Mag + Social Media. $875.00 $425.00 11”x 4.25
COVERINGSMAG@GMAIL.COM 8.5 x 11" il [ oy
CALL ERICA 314-651-2040 $250
TO RESERVE YOUR ADS SPACE 4.5"x5.5”

FOR 2022-2023! Or email her
@ erica@coveringsmagazine.com




“Sweat Yourself

9

S tr O n go’ ’ by Shannon Fingerhut

Weather is beginning to get cooler and

| love seeing a lot of people start to take
advantage of enjoying
the outdoors again!
Easiest thing we can
do is just go for a walk!

Hello,

I am Erica Brown Gayles,
the Owner and Certified
Funeral Celebrant for
Virtual Closure Memorial

Services. in November 2020,
my sister-in-law passed very
unexpectedly from heart failure
in Houston, Texas. Her daughter
lives in California, and her
brother (my husband) and I live in
lllinois. There was no family local
at the time of her death.

Iwas determined to try and
find a virtual memorial service so that all
my sister-in-law's loved ones could get
the closure we all needed after her sud-
den death. While a few options were
available, such as drive-through funer-
als, there was a lack of opportunities for
a truly personalized memorial service
at an affordable price. | was inspired to
assist others in this situation, and hence
God planted the seed for Virtual Clo-
sure.
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However, have you
thought about adding
some challenge to
your walks?

| began hearing
about Rucking (urban
hiking, as they say.) Basically stemmed
from military training workouts. All you

need is a,backpack with some added
weight to it ( you can use shoes, filled bot-
tles, dumbbells; rocks,"books, - anything
that you can fill your bag with ). Put it on
and hit the ‘'sidewalks! -Start'small and
build your weight as it gets easier.

BENEEFEITS: Increases some strength,
burns up to 3x more calories ( than walk-

ing without weight’), and.improves your

Due to concerns about Covid-19,
the desire to gather, share stories,
and bring about the closure we
each sought during times like these
was unavailable. While my story is
not unique, we've all either experi-
enced this or know someone who
has. Having planned my parents and
siblings' services, which consisted
of a home-going, memorial, and
celebration of life service, | knew
the importance of having a person- [
alized service vs. a generalized ser-
vice. It was crucial to my family that
we honored and had a tribute that
reflected their lives. | felt a calling to
provide a service that allows fami-
lies to personalize their loved one's
virtual memorial experience and
to create a tribute page that digi- -
tally encapsulates their loved one
story and life for all to enjoy and
provide comfort for years to come.

HOW

Irecent/y lost my fur baby,
and while | had sympathy for others
that had lost theirs, the empathy kicked
in when we lost Harmony. | now offer a
Pet Tribute Page because our animals
are a significant part of our families.

WE SERVE

Virtual Closure eliminates
distance and circumstantial
barriers. We provide a platform
for family and friends to gather
when you need each other

posture! Plus- just an‘added little goal for
yourself - see how much'weight you can
walk with over time! - and you can. do it
anywhere you can walk.

LET’S GO RUCKING!
Shannon offers individualized nutrition
coaching services to get youson track.
Find her on Facebook.

Erica Brown Gayles
ke e

Funeral Celebrant ®

SERVICE COORDINATION & PLANNING
We take you every step of the way so
that nothing falls through the cracks.

VIRTUAL MEMORIAL SERVICE FACILITATION
We manage the tech, presenters, & display
supporting materials such as videos, music,
etc.
TRIBUTE PAGE WEBSITE
We create a sharable tribute page for all to enjoy
and provide comfort for years to come.

HONOR YOUR LOVED ONE IN A TRULY SPECIAL WAY AND CREATE
AN EXPERIENCE THAT EVERYONE CAN JOIN IN ON. WE FOCUS ON THE
DETAILS SO THAT YOU CAN BE FULLY PRESENT WITH FAMILY AND FRIENDS.

Far too often, family and friends miss the opportunity to
pay their respects and show support. Virtual Closure stands
in the gap to meet the need to be together. We provide you
with the tools you need so you can focus on what matters

most- each offes .

Based in lllinois serving clients Nationwide

Website Scheduler

or schedule a consultation

O opEn
r Scan QR Codes to visit our website

ek ]

\; VIRTUAL

53 CLOSURE

VIRTUAL MEMORIAL SERVICES

cont. from p. 34

Jits none. I have always had problems
Jitting rack clothing, and I'd always go
and have them shortened and happy
sometimes not. It started with a sport-
coat here and there. I decided to splurge
on myself. That led to tailor custom
made suits. Once you have something
tatlored for you, it fits perfectly and it’s
hard to go back. You can't afford every-
thing. I've always prided myself on how
[ appear. Moreso in the last 15, 20 years.

COVERINGS: Why is that?
RICK WOLF: I entered the point

where 1 could start affording it. But, 1
have always put myself together. I've al-
ways made sure that the outfit matched. 1
do judge people, specifically men. Women
drive fashion. I think that most women
know how to dress and when to dress ap-
propriately. Not true with guys. I do look
at what other people wear. 1 currently
have been using lom Fames, and Ben
Lawler is my custom clothier and he just
nails it. And just so you can have your
linings and your name (showing off the

lining of the jacke)...there’s a little bit of

ego tnvolved...a lot of bit of ego involved.
[ get a little bit of slack from my family
because I like to put things together, and 1
do make sure that my shoes are polished
and my ties are matching with my shirts,
and things are pressed and dry cleaned
and the creases are there. It's really im-
portant and 1 get a lot of compliments.
More than you think. I think that’s be-
cause when you say the “return of the
gentlemen’] then that means the gentle-
men lefl at some point in time.

[ think that for men in general fashion
is pretty stagnant, to be honest with you.
Maybe not so for the twenty year old
kids with tapered legs and tennis shoes
with suits. It's not my style. 1 prefer to
think that I am representing either my-
self, or my family, or my business 24/7.1
Never go anywhere unless I feel that I am
appropriate for where I am going. I will
never be under-dressed. Hands down.
Lver. If you can experience it and if you
need to save your money up a litile bit,
you should try it. You should dabble. You
can get down to the shirts and the jeans
and the pants. Whatever. Everything can
be reworked. Customer service is incredi-
ble. Picking your fabrics. The choices are
amazing! Picking your linings is the fun

part. Having your name on it is prelty
cool too.

N YN .
COVERINGS: What two picees
of clothing would you advise a guy
coming out of college to invest in?

RICK WOLF: An absolutely killer suit,

a dynamite sport-coat and professional
slacks. You have to have at least two or
three outfits. One of the really positive
gtoe backs that the company Tom Fames
does is they solicit all of their customers

Jor suits and sport-coats and slacks that

are past their prime or don't fit anymore.
Maybe the styles have changed. They
ask for those to be donated. Then Tom
Fames, probably about once a month,
picks a charity around town and will
custom re-tailor those clothes for either
the minority, the underprivileged to get
their first job. Or, they will pick some of
the kids coming out of school. They do a
really good job.

COVERINGS: Rick you are
known as a gentleman of moral char-
acter, both personally and profes-
sionally. tell us about your religious
background.

RICK WOLF: You're going to gel a
basket. My religious background? My

Jather practiced Catholicism. I grew

up in a Catholic family. My brother
and sister have stayed in the Catholic
Church. My mother was Southern Bap-
tist, so afler a stint in Catholic Chuich
my mother won the argument. She put
us all in a Baptist Church, which my
grandmother was very appreciative of-
She was pretty much a holy roller. Then
there were some explostves between my
parents when I went to high school. Both
of them lost and they went half way.
They said, “Ok. Iine. We're going to put
all the kids in a Presbyterian Church.”
When I went off to school, I met my
current wife. She is Fewish. We were
married in Temple. We have raised our
kids Fewish. We are members of Central
Reform Congregation where my two
sons were bar mitzoahs and my daugh-
ter was confirmed. Since then we have
pulled away a little bit. I do donate to
Fewish causes. I do donate to ecumenical
causes. I'm pretty comfortable anywhere.
1 guess I could say 1 should pick a lane,
but I'm all over the board. I've seen it

all. But 1 fit in about 80%. I'm ok. Am [
uncomfortable wearing a yam-aka? Am
[ uncomfortable genuflecting? We were
at a service where they were saying the
Lord’s Prayer the other day. I didn't say
much. 1 just kind of go with the flow. My
youngest son is the most Fewish of all

of them [myKidsJ]. His middle name is
Solomon. Rabbi Susan lalve has been a
big family friend for years and years.

COVERINGS: She is such a

trailblazer.

RICK WOLF: 100%. So, if you're go-
ing with faith, I've got them all covered.
sot into bricks and mortar. We have
vintage on-line. Now, we're sitting
here having an interview. One thing
leads to another. 'm (cont. p. 44




B. o. B. s.A.
Will help YOU...
To Grow Your Business

EXPONENTIALLY!

CEO & FOUNDER
Sam Ennon

Founder of B.O.B.S.A.

Join today' Become a Member 17\[7'. qu]72 E’l non,
Register on-line www.bobsa.org

For over 35 years, Mr. Ennon has managed to
66 create and support new business start ups within the
o e | N U Billion dollar hair care industry city by city, nation-
There are over 2.4 million upper wide. He started B.O.B.S.A, in 2004. He partnered
and worked tirelessly to uplift small businesses
and direct them through workshops, training and
business events. Building from within the black
manufactures, salons, and beauty supply slores.
Today, 22 years later, Mr. Sam Ennon continues
to promote the vision of B.O.B.S.A as a true Advo-
cate for the black hair care industry. Networking
businesses to work together within the association.

income African American households
with an annual income
0f'$129,319 or more. >’

B.O.B.S.A. MISSION

1o assist Black Entrepreneurs with
owning and operating Beauty Sup-
ply stores internationally. Also,
providing  vocational  training,
Jjob  placement, and educational
scholarships to the Black communi-
ty. The 9 billion dollar Black Hair
Care & Cosmetic industry is fully
supported by Black Americans.

It is the Hair Care Industries
responsibility to repossess this rich
heritage, in order lo generate eco-
nomic growth within our cities
across America.

MISSION STATEMENT
B.O.B.S.As mission is to establish
African American to find Black
owned beauty supply stores nation-
ally and internationally. We are
advocates for black institutions that
depend on beauty supply stores and
their distribution networks to op-
erate compelilive hair care services
nationwide.
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B.O.B.S.A. CONNLCTION

Our success is marked by connect-
ing Black business to Black busi-
nesses to Black consumers, and to
our communities. The achievement
of our goals will come about through
networking, education, and train-
ing, both in and outside of our orga-
nization. Mastering relationships
with our partners will continue
as the pathway to long-standing
economic freedom. B.O.B.S.A. will
always provide the best to achieve
excellence within members within
the Black community. Satisfaction
will achieve excellence within the
Black Business community and
industries.

B.O.B.S.A. is a non-profit organi-
zation dedicated to the education,
motioation, and redirection of con-
sumerism and economics all over
the world. B.O.B.S.A.s mission is to
CONNECT manufacturers to Black
distributors, retailers, to consum-
ers in our communities. Helping to
build economic growth and prosper-
ity within the Beauty & Hair Care
Industry.

(650) 863-3491
sam@bobsa.org
www.bobsa.org

B.0.B.5.A. MEMBERSHIP

VENDORS AND PARTNERS

CONSULTING SERVICES

3

B e

ABOUT US
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$
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The U GO Glrl braiding hair brand was created for women on the go. Easy to
install. High qualify products that can be used to create trend-setting styles. We offer
various colors, lengths and textures. Using the best technologies available, we guar-
antee that all of the hair carrying the U Go Girl label is of top-notch high quality. For
more information call 650.863.3491 or email sam@bobsa.org.

Visit our website @ www.blackboxdistributioninc.com #UGoGirl
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Founder/CEO,
Cassandra Steptoe-Sampson

Tounder/CLEO, Cassandra Steptoe-Sampson.
“We must continue to realize the needs of our
under-served communities and maintain
compassion for our A = B
children.” | f
“What we could not do alone--We do Together”.
Collectively we are able to maximize our out-
reach efforts which give us the ability to connect
to those in need of tangible enrichment; while
simultaneously continuing to build a strong
network of affiliates, sponsors, and community

partnerships.

At our Christmas events, evcery boy and girl is given a chance to
select any toy they choose of their hearts desire. Absolutely free! It’s
a_joyous exciting time for everyone, especially their parents and
Sfamily members. Mom's and Dads really love the spirit of giving, as
much as children love il. A loving moment of happiness that flows
Jrom families to tears of joy. Child Wellness in all Areas of their
Lives... A Child’s Dream-CA (ACDCA), provides resources needed
Sfor children to become healthy and responsible citizens in their com-
munities. Thanks to our sponsors and donors.

Visit our website and videos, please if you can, give a donation to
help children in need of our support, donations and love.

@ https://www.achildsdream-ca.org CA

Cassandra Steploe-Sampson-Founder/President

Phone: (424) 209-2352 info @achildsdream-ca.org

Address: P.O. Box 56423 Los Angeles, CA 90056-0423

A Child’s Dream is an extension of Living Waters-West 1..A. Nonprofit;”
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A Child’s Dream-CA
“Helping to meet essential needs through
practical means; one man, one household,
one street, one community al a time.”

The first ecent is the Back-to-School Outreach held

in August where children (K-12) in need are provided
with free backpacks (school supplies, personal hygiene
products) along with shoes and haircuts.

A second event, the Holiday Outreach held in December is
structured the same and includes canned goods, nutritional
snacks and holiday gifts included as part of what the
children receive.

A . ‘
Toys for boys
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cont. from p. 39

COVERINGS:

Q ' Is there anything
that we did not
ask, that you
would like to
cover?

RICK WOLF: Yes. I recently took some
friends out to a nice restaurant. In a
short period of time I saw a lot of peo-
ple I had not seen for two and a half
years now because of COVID. I'm 65
years old and people are assuming
that T am retired. And I am like, “Oh
my gosh! I'm hoping [ have another
twenty to twenty-five years into this.”
They look at you really weird. But, 1
got to the party late. I had a partner
for many, many years, and I was finally
able to finish the stock buyout a little
under six years ago, even though I had
been here that long. I got to the dance
late, so I've got a lot to prove. The vehi-
cle of FOUND and the reason we are
here having this interview is because 1
keep finding new ways that we can be
important and relevant. We are not just
recycling textiles for wiping cloths. All
of sudden we got into vintage. Then, we
got into working with the college stu-
dents. Then, I'm going to keep putting

my foot in the door until someone says
get your foot out of the door. Because
someone’s going to let me in.
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Join FGI Saint Louis on
October 6th, 22
for “Fashion’s Afterlife:
Trends to Trash &
Back Again”
Hosted by Rick Wolf.

The future is what you make of'it.
I just think there is so much out there.
Change is happening so fast. T think
that adapting to technology is going to
be tough for me personally, because it’s
so fast. I like to be more visionary. 'm a
big picture thinker. But, if T have people
to surround myself with, a great team
of people, we have good ideas, we have a
good marketplace, and we have capital
to fund, then I think that we can make
a difference. Whether it’s through St.
Louis Fashion Fund, FGI, or FOUND,
or Mednik Riverbend, or SMART, that
we can make a difference. As long as
people start looking at climate change,
sustainability, and secondhand not as
something bad, then we have a chance.

Take every opportunity we can
to stand on the soapbox, and to ’ ’
preach that there is another use.
Give us one more shot. Give

us one more use. Then, | think
we’re going to win!




