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IT ALL STARTED with T-shirts. 
Back in the late 

90’s, I was a college student in Tampa, Florida, and like most 
college students, I needed money. Now, what do most college 
students do, besides maybe drinking too much and studying 
too little? They wear T-shirts. I had always been interested in 
clothes and design, but in “The Sunshine State” fashion pri-
marily consisted of cut-off jeans and flip-flops. So instead of 
waitressing or folding T-shirts at The Gap, I decided I would 
make and sell my own tees. There was a ready-made market, 
and I was ready to serve it. Well, almost ready.

New York’s City’s Bridgette Morphew has taken her passion 
for design and vintage prints to spin un-appreciated “old” 
clothes and fabrics into entrepreneurial gold. Bridgette’s two 
successful businesses, Morphew and Paradox, have become 
fashion’s “dirty little secret”. Her keen eye, curated clothes 
and fabrics—and her business savvy—have made her much 
sought after by celebrities, stylists, and high-end brands 
around the world.

First, I taught myself to silkscreen and made up designs 
I thought would sell. I tracked which designs sold best—my 
first but hardly my last foray into market research—and 
adjusted my wares based on sales. I was doing okay, but 
why not expand? Still in school, I took a chance and spent 
$800 on a small ad in Rolling Stone magazine for T-shirts 
with my most successful design, a picture of Jesus with out-
stretched arms saying, “Put Down the Drugs and Come Get 
a Hug.” Well, my gamble really paid off. That $800 invest-
ment earned me $12,000 in sales, plus stories on VH1 and 
in The New York Times! 
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After graduating with a Bachelor’s Degree in Fashion 
Design and Marketing from the International Academy of 
Design, I left Tampa with nothing but an entrepreneurial 
streak and two bags of salvaged clothes, and I headed to New 
York City. Other vintage purveyors sold on eBay or at flea 
markets, but I thought I’d zig where they zagged. I learned 
that designers often get inspiration from prints and other 
details in vintage clothing–that’s when I got my “aha!” mo-
ment. Through a friend I dug up a list of design house con-
tact numbers–literally, it had been thrown in the garbage! I 
started cold-calling design houses to set up appointments to 
show my wares. Did I know what I was doing? Well…no, but, 
in the best “fake it ‘til you make tradition” I acted like I’d been 
doing it all of my life and learned along the way. My gamble 
paid off, and I ended up selling my entire stash.

So once again, with just a bag of clothes, I started a busi-
ness. Buoyed by my ‘proof of concept’, in 2005 I created 
Paradox NYC. I carved out a new niche in the fashion in-
dustry by curating vintage clothes and fabrics and making 
them available to inspire fashion companies and designers 
worldwide. Designers around the world pay to use Para-
dox’s archive of more than 6,000 prints and items to in-
spire anything from the cut of a sleeve or the replication 
of a beaded motif to a flapper’s favorite gown. We started 
working with top designers and companies including Val-
entino, Chloe, Christian Dior, The Kooples, Ralph Lauren, 
Topshop, ASOS, Billabong, to name just a few. As a B-to-B 
design-consulting firm, I continued to look for opportuni-
ties to monetize my know-how and my collection. Eventu-
ally, I began having Paradox also broker reproductions of 
vintage prints for designers’ use.

The company’s niche was that of a special resource that 
no one in the fashion industry wanted to share or acknowl-
edge. Becoming international design houses’ best-kept se-
cret was its strength—and a limitation. I wanted to step out 
from behind the curtain and share my know-how and col-

“Other people’s ideas 
are other people’s ideas…
staying authentic to 
yourself is the only road 
to success.” 

—BRIDGETTE MORPHEW
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BRIDGETTE'S TIPS
1. Being in business for oneself is not for every person. 

It takes determination, risk, sacrifice and strategy. In 
this world, we have innovators, connectors and the 
masses. Some people make it look easy, but being 
an entrepreneur isn’t easy at all; it takes an innovative 
personality with no fear of taking the leap, strong 
confidence, and a backbone that’s even stronger. As 
a business owner, you have to take on a lot of jobs and 
do a lot of things to figure out what sticks. 

2. Understand long leads and long sales. What might 
open today could close years later. 

3. Continuously network. Treat everyone you meet 
as a possible connection and opportunity because 
you never know what’s going to pan out in the future. 
You never know where the connections are going to 
lead you. You have to be patient. Some connections 
just take longer than others to mature and bear fruit, 
if ever. Don’t ever assume a contact isn’t good just 
because you never know what it will connect you to. 

lection with the public. As a savvy vintage-clothing shopper, 
I had a hunch my expertise and intuition for discovering 
treasures among trash could be monetized with the pub-
lic as well as with behind-the-scene stylists and designers. 
Still, I knew any new B2C (business to consumer) business 
I started would need to stand out from the over-crowded 
noise of everyday eBay and Etsy stores. I saw that the vin-
tage clothing market was over-saturated with vintage retail-
ers, so as a savvy entrepreneur I created a niche that would 
separate my new brand from the crowd.

Now that my first company, Paradox, was thriving with 
a sustainable product, I decided to create my second brand 
aimed at the public, selling directly to high-end consumers 
who’d be wearing and treasuring the product. After eight 
years behind the scenes, in 2013 I built upon Paradox’s suc-
cess with an eponymous retail brand, Morphew. With my 
dear friend, college buddy and co-designer, Jason Lyon, we ac-
cumulated a large collection of rare and iconic vintage pieces.
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Early on, I made the decision to make Morphew a luxury 
brand. The majority of vintage aficionados can go to stores 
or shop online. What Morphew offers is a well-curated se-
lection of the crème de la crème of vintage clothing. Our 
brand is targeted at customers who really appreciate fab-
rication, history and provenance. Hard-to-find, exquisite 
pieces can be very expensive and are often accumulated 
much like a collector might acquire art, and are largely 
sought out by celebrities, stylists and influential artistic 
women. We’re currently housed in a 3,000 square foot 
showroom in Manhattan’s famous Garment District. For 
fashion lovers, entering its doors is like walking into an 
endless gallery of one amazing piece of clothing after anoth-
er. The space is a treasure box of amazing fashion history 
where stylists and high-end shoppers can browse the racks 
by appointment only. Not wanting to limit our audience and 
consumer base to just those in New York City, our wares are 
also available to discriminating online shoppers. For ex-
ample, we are a top seller on 1stdibs (1stdibs.com), a luxury 
resale website for those looking to score that special piece.

Ever the restless entrepreneur, I identified yet another 
opportunity to expand our market and leverage our goods. 
I have a fashion design background, so with my friend and 
colleague Jason Lyon, Morphew’s Creative Director, the 
Morphew Collection was born. We started rescuing wor-
thy-stained and torn clothes and revamping them into new 
pieces that highlighted their prints and designs and added 
a contemporary spin. Our Manhattan showroom houses 
an atelier where we make one-off pieces that make use of 

WISE WORDS
“If it doesn’t work, don’t 
force it… be organic.” 

—BRIDGETTE MORPHEW
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vintage textiles to create modern designs. Each one-of-a-
kind, hand-made piece is crafted with rare and no longer 
produced materials and textiles. We sell these unique pieces 
to well-known fans including Kate Moss, Naomi Camp-
bell, Miley Cyrus, the Kardashians and Florence Welch. We 
also sell our vintage items alongside a variety of high-end 
boutiques’ modern clothes via traveling trunk shows from 
Greenwich to Miami. Our first boutique location saw our 
collection sell out in three hours!

The businesses have grown so much that Jason and I are 
no longer able to scour our secret stash of flea markets and 
estate sales by ourselves. Now we partner with “pickers” 
who send in items based on the specific directives we give 
them (when delegating, clarity and specificity are enor-
mously important).

Savviness, creativity, delegation and diligence have 
seen the two businesses bring in a combined average of 
$70,000 a month. That’s a long way from T-shirts to the 
flip-flop set! In fact, some of the treasures we uncover are 
museum-quality and may even go for tens of thousands of 
dollars, but, money isn’t why I do this—well, not the only 
reason why! I make and sell clothing to educate creative 
people with full closets but who are still looking for that 
special piece. 

MORE ON BRIDGETTE
ShopMorphew.com

I love and appreciate the product, and I love and 
appreciate my customers. And that spells success in 
anyone’s dictionary. 
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