Mature style

Over 50 doesn’t mean underdressed

By Mary Martin Niepold

There's a new woman out there. Ac-
tually, =he’s heen alive since the
1930s. Bul the over-50 woman has in-
spired onc of the hottest new seg-
ments of the apparel business. And as
her numbers grow, =o do her fashion
needs.

“This growing market wants more
up-lo~date  clothing,” notes Ray
Sessler, president of Leslie Fay 11, a
size-14-1o-24 division of Leslie Fay. It
was crealed one year ago.to satisfy
the new fashion nceds of this older
woman.

“She may be larger,” Sessler notes,
"Bl she doesn’t want to wear somne-
thing that’s old-looking. Stores are
spending more money (n this market,
and they understand, as we do, that
Lhis woman is more fashion-conscious
than she's ever been.”

In the year 2000, there will be 23
million American women aged 50 to
65; they will represent 17 percent of
the total Iemafu pulation. Many
baby boomers will be a ripe 50 to 55
years old at the turn of the century.

Right now, there are almost 20 mll-
ilon women it the 50 to 65 age range,
and what they want [rom fashlon is
decidedly different from what their
mothers and grandmothers saw as
proper, "mature” dressing.

Forget dowdy. Forget head-to-loe
black or navy, lace-up shoes or tea-
time lace coltars, The over-50 worman
is vibrant. She keeps up with styles,
feels good about herself and probably
exercises. At least hall of this age
group works. As she reaches her mid
203 and B0s, her discretionary income
iz 30 percent higher than {he national
average, according to & comprehen-
sive survey of this market by Celan-
ese Textile Fibers.

Come One, Come All...
to the Sale Celebration
of the Season!

LAZY DAY /z
 BLUES

IS the place to gather up
a whole Spring Selection
of Fashions Savings for all!

Loacted at: The QOld Bank Shops
78 Main St. South

Georgetown

873-2233

What ix her fashion philesaphy? Ask
China Machado. One ¢f the top models
of the 1950s and "60s, she is naw over
30 hersell, She is the fashion and beau-
ty director of Lear's magazine. The
glossy fashion- and lifestyle-orienied
publication. which was launched ear-
ly this year, is aimed specifically at

the over-40 woman.
I —

“1 think good taste is the philoso-
phy,” answers Machado. “Clothes of
quality. This woman has bought all
the trends, and, for the last 20 years,
she's learned much more about dress-
ing for hersell and her siyle of liviog.
There's no reason why she should be
covered from the neck to the ankles.”

In keeping with its philosophy that
women over 40 feel good about them-
selves — and are spending fashion
dollars Lo prove it — Lear's pulls no
chronological f‘unchu. it photographs
real women who are over 40 and pro-
{essional models who are 33 1o 60 —
facial Ilnes and all.

"And the pictures are not re-
touched, even the cover,” stresses Ma-

chado — a technique unheard of at
other fashion publications.

“She’s not a widow, for God's sake,”
Machado continues. *There's no rea-
son why she can't look exciting. It's
terribly impartant that she see glam-

orous pictures of hersell. Because'

she's so used to seeing glamorous pic-
tures of 20-year-olds, she should feel
good about herself and proud to be
just who she is.”

To that end, Machado directled the
Lear's advertising campaign, a series
of seven photographs of real women,
nude from the waist up, backs turned
to the camera — and alt of them 42 to
55 years old.

“If these warnen kad been 15, no gne
would have taken a sccond glance,”
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Thursday & Friday
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CLOSED MONDAYS

10:00a.m.-9:00p.m.
10:00a.m.-68:00 p.m.

Machado siates. *If 1 had dressed
them in business suits or even with
jewels, no one would have paid any at-
tention. But jusi because these (nude)
wamaen were over 40, people gasped.”
The campaign has just won the na.
tional ANDY advertising award for
excellence.

Even il older women can't alford
the Geolfrcy Beenes and Calvin
Kleins Icatured in Lear's they siill
want fashion-savvy looks NBC's pop-
ular “Golden Girls,” [or example,
dresses its three over-50 stars {and

their characters) in pastels, prints,
warm-up suits, “statement” jewelry,
swirly skirts, sequins and silky
fabrics.

“Number one, I think this woman is
looking for fashion: number two,
price,” observes Bernie Blue, presi-
dent and owner of a flrm by the same
name that manufactures moderately
priced sportswear and dresses for this
market and is carried in stores like
Sears Roebuck. '

“The older woman is looking for
semething that can be worn for a
longer period of time. Something that
is not going to make her look like she's
trying to chop aff 30 years,” he
continues.

Machado is also aware that this
woman tends to llke classics. She
wants clothes that fit, but aren't tco
tight. and she avoids styles that are
too trendy or difficult to care for.
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In styling, Machado says, “She can
wear just aboul anything. She should
not, however, be extreme. That would
be the enly criterion,”

50 forget miniskirts, bustiers and
really extreme, huge shoulders, But
besides that, well, today's older wom-
an looks just as exciling as anyone
clse,
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Nu Dynasty

Ask For: CAROLYNNE We Honar
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DID YOU KNOW?

Of all the Canadians who are
diagnosed as having cancer during
1988, 50% will be alive and con-
sidered well in 1993, That's a
whole lot better than it used to be.
Cancer can be beaten.

132 Guelph St., Georgetown
873-2027

Hours: Tues. - Frl,, 9:00 to 700 p.m.
Saturday 8:00 10 4:00 p.m.
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A Hair Treatmeant (*5* Valus)
With Every Service of *20"
COr More!

Sale Extended T May 7thiss

Below is the professional helpand  *
advice you're looking forin your . f
wedding plans. These advertisers ;"
will provide the experience and
expertise to help you with a
successful wedding day.
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Engaged!

Now Is The Time For
Your Wedding Invitations.
See Qur Selection
From "Sunset™
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Photography
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THE WORKOUT THAT
MWONTWEAL YOU OUT: ™

310 GUELPH ST., UNIT &
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St Bridal Shops

Pax Hedding Decoratisne
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Bes!tar lor your PREFERRED
BRIDAL CARD & Recalve
10% O all Invitations and
Bridal Supplies.

455 Maln 5t E., Milton
(Parking & Enirance Al The Apsr)
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WEDDING INVITATIONS

Coneenfent
Shop-ot-Home Service
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