
others began buying them more. That has been a
nice change to see." And the increase in awareness
fit Sanders' interests perfectly.

Sanders and her sister were joined by their
mother, Martha, in the operation of Yo-San. Caleb
took the marketing reigns. Sanders and her mother
Martha focus on design and production. The busi-
ness was originally named The Scarf Factory, but
the team of three soon decided they were ready
to branch out into other products.

Yo-San is primarily an online business, though
they do feature wearable pieces at local shows.
They are in the process of creating a new website
and an Etsy store (an online store for handcrafted
items) to test products and expand their market.
Their new series" Metalling with Fibers," which uses
metal pieces - zippers, rivets, etc. - incorporated
into the scarves, will debut on their new website
this summer.

A challenge for Sanders is to find the time to
devote to the day-to-day business needs of Yo-San,
but she is looking at the business with a new vigor.
This summer and into the fall, Sanders plans to take
the company in a new direction by adding in gar-
ments - jackets will likely be their first undertaking.

An artist first, it is often difficult for Sanders to
find the balance between price point and the labor-
intensive nature of her handcrafted scarves. "Part
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of what I do is to take those pieces and distill them
down into something that is marketable or pull ele-
ments from them that I can reproduce more quickly
for Yo-San. It is a challenge, but one that I enjoy."

For more information about Sanders and Yo-San
Studio, visit her website at www.yosanstudio.com.

Designs with a Message
Heidi Olinger took a circuitous path to designing,

though she had the drive at a young age. Olinger,
at age 10, would design and sew her own clothes.
She had decided to be a fashion designer, but her
love of writing and literature took over, and she
majored in journalism at the University of Wisconsin.

"At the time, I just didn't have the smarts to
blend the two," says Olinger. She worked as a
writer in West Germany for years, traveling much
of the world via cargo plane. "I started looking for
clothes that looked great pulled out of a duffle bag,
that would carry me from one stop to the next with
the least amount of wrinkles."

Olinger began to look for lines and fabrics that
could go from day to night, dressed up or down.
When she returned to graduate school in 1988,
she chose Colorado and decided to stay.

A few years ago, Olinger moved from Lyons to
Fort Collins with the goal of starting her clothing
line. The line was inspired by a shopping trip for a
gift for her 7-year-old niece. Looking for something
smart, intelligent and fun, Olinger was left wanting.
She realized there was a gap in the market.

Originally, Olinger targeted "tweens," ages 7 to
14, to fill this under met segment of the popula-
tion. She based the line on the observation that
women were seldom considered both pretty and
intelligent. Society, more often, labeled them as
one or the other.

"It began with a joke," recalls Olinger. "If I can
re-label all the girls in the world 'pretty brainy' then
the world would begin to see them in that light."
The phrase stuck and her branding was born.
Olinger started Pretty Brainy with a basic T-shirt in
a substantial fabric than is not typically found in
most girlswear. She added the Pretty Brainy logo
across the top and an inspiring biography of a
famous woman down one sleeve. She uses as her
tagline "You have a Heroic Mission."

Olinger quickly found that women loved the
name and the concept. "Women find an emotional
resonance with Pretty Brainy. They love the logo
across the front. They think it is funny and inspir-
ing." She noticed mothers were buying the largest
sizesshe carried for themselves. In response, Olinger
began to target "smart girls of any age" with her
2010 line, opening it up to a wider range of sizes.

As with Yo-San, Pretty Brainy's web presence is
a large part of her marketing platform. During her
first few years, Olinger realized that her product
was best suited to the gift category. "Mothers,
grandmothers and professional women love Pretty
Brainy as a gift item."

Teesand tanks remain Pretty Brainy's mainstay,
"but the line is in evolution." The newest release,
their take on the little black dress, is slimming,
graceful, elegant, yet can be dressed up or down
according to style and occasion. The dress, on the
inside bottom hem, still carries with it the "brainy"
theme with a glow-in-the-dark multiplication table
printed inside.

Olinger is also releasing a line of accessories
with a "design it yourself" element. The accessories
(scarves and jewelry, initially) can be purchased
along with a kit that allows it to be personalized.
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The idea came in response from customers who
had purchased a Pretty Brainy tee and wanted to
add another element to it.

"I want our design to always reflect our mis-
sion, which is improve the perception of how
women are seen and the expectations of what
they can do in the world," says Olinger. "When
you reach people emotionally, it is really some-
thing. We will keep designing our mission into
whatever we do."

For more information about Heidi Olinger and
Pretty Brainy,visit the website www.prettybrainy.com.
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