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Nostalgic, colorful, multi-textural—these are just some of 
the core descriptors for The Bird Lady collection by fash-
ion designer, Gunnar Deatherage, shown in this spread. 
An artist in the midst of an image rework, Deatherage 
is a Hoosier transplant now residing in Louisville. He 
differentiates himself from others in his field with his 
bold confidence, drive for success, and desire to serve 
all people: male or female, wealthy or wallet-conscious, 
those of high style or low maintenance. 

His affinity for fashion stemmed from his time in beauty 
school, when he threw caution to the wind and created 
costumes without previous experience in clothing 
design. “It was just one of those make-it-work moments 
where I had to figure out how to make clothing over-
night,” he says. “I think that my biting off more than 
I could chew really helped me in the end. It made my 
brain start to think about how to deconstruct the idea of 
clothing, and make it attainable to me.” 

Deatherage’s appearance on Lifetime’s Project Runway 
launched his career. He shined bright in Season 10, 
where his outspoken attitude and chic designs pro-
pelled him all the way to showing at Mercedes Benz 
Fashion Week. 

“Fashion Week was crazy because I created this collec-
tion in three weeks, and here I was, presenting on one of 
the largest platforms in the fashion world—what people 

strive to do probably their whole life as a designer.” 

Though commentary from the judges seems short and 
snappy on TV, Deatherage explained that it’s much 
more thorough than it appears. “Each of us that are 
at the top or the bottom get about an hour with the 
judges while you’re standing up there. They elaborate 
on your look and talk about your process. It’s a lot more 
constructive than what they show, and I think that’s 
great because we know, at the end of the day, they had 
positive and negative things to say about everybody, 
even the top.” 

His return on Project Runway All Stars was an entire-
ly new experience. “[It was] less like a competition, 
because in regular Project Runway, they kind of desen-
sitize you to the outside world,” Deatherage explains. 
“You have no access to anything culturally that’s 
happening. You were in that bubble; you were in that 
competition. In All Stars, it felt like it was a job; like going 
to work and competing and doing our best.”

During their downtime, contestants had the opportunity 
to get to know each other better and hang out together., 
which Deatherage says was great. 

Fashion photographer, Clay Cook, approached 
Deatherage to style this seventies-set photo shoot 
for PATTERN. Of Deatherage, Cook raves, “I’ve known 
Gunnar for a long time and, over the years he’s come up 
with a lot of different pieces and a lot of creative, cool 
lines... I love everything that Gunnar does. It’s always 
very dramatic... It feels free, almost.” 

The two work together shaping Louisville’s fashion and 
cultural scene through their creative work for The Voice-
Tribune, formerly Nfocus.

To match the groovy aesthetic of the shoot, Deatherage 
pulled his Wes Anderson-inspired pieces from previous 
seasons. However, his colorful and retro aesthetic is 
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turning a corner toward something more fitting to his 
own personal style. 

In terms of his latest collection: “It’s completely mono-
tone. It’s a lot of black,” he says. ”I think, going forward, 
I’m going to be operating this way.” 

This makes perfect sense, since his favorite design-
ers and brands include the likes of Rick Owens and 
Vetements. “This is the most ‘me’ I’ve ever designed. I 
wear on the daily everything I have in my collection, and 
I think that’s to make sure that it fits right, it works, it’s 
functional, and it walks as well as it wears.”

Deatherage is progressing toward making pieces that 
span a wider audience. His new brand, Circle of Salt, will 
have almost everything under $50. The androgynous 
line aims to cater to the alternative fashion client, which 
Deatherage labels as himself, also.

 “If I can look like an art teacher and a witch at the 
same time, that’s my goal.” He is a strong advocate for 
genderless clothing. “I don’t want to design with gender 
in mind,” Deatherage says. “I think that really bothers 
me. That’s always bothered me. I shop in the women’s 
section, and I feel judgement when I’m in the women’s 
section, which is bullshit.” 

Deatherage broadcasts his opinions about culture, 
fashion, and his artistic self through social media. He 

touches on topics such as remaining original in a world 
that’s so saturated with all types of art and design. 

“We’re so overstimulated via social media, specifically, 
where the ideas that you’re creating are kind of based 
off of other things. I’m not saying no idea is original, but 
I’m going to tell you, for the most part, the things I want 
to do are based on things that I’ve seen before, unfor-
tunately. And the things that I want to create and make 
original, I can’t make a living with. You have to kind of be 
unoriginal to make a living, so that you can support your 
original ideas... It’s a weird dichotomy.”

As for the future of the fashion industry, Deatherage has 
a surprising, though understandable, opinion. “I know 
this is going to sound awful, but I kind of want a market 
crash with fashion, and I think it should have to rebuild 
itself,” he says. “Brands like Forever 21 and H&M have 
destroyed us, and it’s impossible to compete with them.” 
He hopes people begin shopping small and supporting 
the talent in their community. 

“I would love to see fashion go small again, or at least 
go to the actual designer, because that’s what’s hap-
pening,” Deatherage says. “These stores are destroying 
us, and then the only jobs we can get are with these big 
fashion companies that are stealing our designs.” 

This fall of fast-fashion is already in the works. “These 
companies will go under. We saw it with American Apparel. 
Forever 21 is backing out of stores [malls] right now. It’s 
happening. The mall system is not working anymore.”

Where does Deatherage see himself going in the next 
few years? “I want to have a base of fans and custom-
ers that feel like I ‘get them.’ I just want to be making 
clothing,” he says. “I think in five years, that’s all you 
can really ask for in this society, and the way the world 
has gone. I want to be able to make my art, pay my bills 
with it, and be happy doing that.” ✂
gunnardeatherage.com | Instagram @gunnardeatherage


