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The spirit of Beauty

In Paris, the world could come to an end and seamstresses would
still try to adjust a model by a few millimetres. This week, 32 haute
couture shows are scheduled, with some of the most eagerly awaited
including Julien Dossena, artistic director of Paco Rabanne, who has
been invited by Jean Paul Gaultier to sign the winter 2023 style exer-
cise, and Thom Browne, who launched his brand in New York in 2003
with five grey suits. “The idea of uniformity to me is interesting be-
cause | think it does show true individuality, and | think that it shows
true confidence” says Charles de Vilmorin, who is showing his Haute
Couture collection on the first day of the calendar.

What is individuality? This is undoubtedly the most burning question
posed by haute couture, the ultimate luxury in the age of ChatGPT, XL
“Wikipedia Editor” sweatshirts from Vétements, or Kim Kardashian's
Skims bodysuit, which is a big hit on TikTok. Individuality is primarily
about embracing the imaginary, enhancing it. “Movement sculpts the
fabric. Fabric is linked to the breathing of a body. We build volumes
that don't have to weigh anything..." says Sofia Crociani of Aelis. When
she talks about haute couture, it's first and foremost to evoke this “un-
leashed geometry,” this alchemy that transforms discipline into free-
dom, the small stitch into a moment of grace. The Paris Opera'’s flat
tutus were thus recycled to create dresses. Her woven dandelions
blossom on the theme of “Under the Ground.”

Then there's Julie de Libran. “I'm delighted and proud to have this
opportunity to be in Paris: I'm amazed by the passion and discipline
of this profession, which still makes me dream,” she says. “I'm explo-
ring new volumes and new materials, there's a little '80s feel to it, the
glitter is always there, it's a material that makes me smile. Haute cou-
ture means being able to build your dreams on a body, highlighting
shapes and femininity that can’t be reduced to clichés.”

Iris Van Herpen, whose retrospective is scheduled for this Autumn at
the Musée des Arts Décoratifs, is undoubtedly living proof that the spi-
rit of beauty has never been more essential. It is a form of resistance,
of elevation. Her celestial-wave draperies, her way of combining art
and science, 3D printing and fine craftsmanship, propel the profes-
sion into another dimension. What would haute couture be without
such lessons in poetry, the kind that elevate it, freeing it from all forms
of academicism and standardisation by the community of followers?
Van Herpen expresses the swell and whirlwind of the clouds and the
ocean in dresses, in much-needed dreams that propel us far beyond
the digital and terrestrial mayhem. In the words of Ovid, “l endeavour
to sing of the metamorphoses that have clothed bodies in new forms.”

Laurence Benaim



A FEEL FOR FASHION

ThroughA Feel For Fashion, Haute Couture Week

INVItes you to see and read the analyses, observa-
tions and comments of experts in the sector and the
fashion ecosystem. Give us the opportunity to see
and think about the issues, chaﬂenges and horizons

of fashion.



Photo shot by Francgois Goizé at the Devotion Gala, December 2022

There 1s an ineffable couture Spirit to Catherine
Baba - not just her singular style which turns heads
whether at paruos or when spotted cyclmg through
Paris. But also in how she remains a true original in a
worldofi INCreasingsameness. Ongmallyfrom Sycnoy,

she has spent more than two decades in the fashion
world. A creative director, stylist, and costumier she

founded DEVOTION PARIS last year in order to

develop creative collaborations for cancer research.

p3

A celebration of life for life,” it is an ongoing

initiative that s close to her art and will in-

volve some forthcoming projoots that reflect

her doop connections and incomparable flair.

What creates an emotional
response for you in fashion to-
day?

More storytelling! Personal, glo-
bal, inspirational, aspirational.
Brilliant techniques, attention to
detail & a heavenly global vision
for future timelessness. Where
all senses are seduced and sus-
tainability is a reality and not
an afterthought. Less copy and
paste, social media, disposable
sensationalism inferno!

What are you most curious to
know about how designers
work, how a collection comes
together?

JADORE elevated research
and a celebration of creativity,
construction, thought process.
New dynamics and aerodyna-
mic execution with a concrete
preservation footprint!

In what ways are you seeing
progress in fashion mirroring
progress in the wider world?

Fashion is lagging. More needs
to be done with new technolo-
gies to sustain longevity in luxu-
ry and mainstream!

If you could change one aspect
of how we experience fashion
today, what would it be?

Consuming less. More quality
than quantity!

What stands out as the most
potentially  disruptive in-
fluence on fashion in the near
future?

Obviously Al. Especially in fast
fashion. Ideally, producing less
& more conscientiously. Educa-
ting consumers and elevating
awareness!



Their visionary and pioneering mindset has led
entrepreneurs Daria Shapovalova and Natalia
Modenova to become a guiding Iight in the realm
of digital fashion, stll unfamiliar to many. Their
successful DRESSX project it 1s not just a «Me-
tacloset» of digital-only clothes, NF'T fashion items
and AR looks; it 1s the world’s 1argest digital fashion
store targeting Gen Z and Millennials who demand
new shopping solutions. A]ready, the two founders
have been recognised with various awards from both
the fashion industry and tech world.

In what ways are you seeing
progress in fashion mirroring
progress in the wider world?

Daria Shapovalova: Fashion and
the wider world have always
been intertwined, with fashion
reflecting progress and embra-
cing positive changes in the
society. Technological advance-
ments have brought a wave of
innovation to the fashion indus-
try. With augmented reality (AR),
virtual reality (VR), and digitalisa-
tion, we're witnessing new pos-
sibilities — developing clothing
production, enriching shopping
experiences, and fueling crea-
tive exploration. Recently, sus-
tainability and ethics have taken
centre stage in fashion. People
are becoming more aware of the
environmental impact of their
choices, and fashion is stepping
up to the challenge.

From eco-friendly materials to
fair labour practices and trans-
parent supply chains, the in-
dustry is aligning with societal
concerns, embracing a gree-
ner and more ethical future. In-
clusivity and diversity are also
gaining momentum. Fashion is
celebrating the uniqueness of
individuals and embracing di-
verse cultures, body types, and
identities. There is a growing de-
mand for fashion that caters to a
wide range of consumer needs,
which results in more inclusive
sizing, adaptive clothing, digital
fashion, and increased repre-
sentation of underrepresented
groups.



Natalia Modenova: The digital
revolution has played a pivotal
role in transforming the fashion
landscape. E-commerce, social
media, and influencer marke-
ting have revolutionised how we
discover, purchase, and engage
with fashion. The transforma-
tion of traditional fashion into its
Metaverse counterpart, which
we call “metafashion,” happe-
ned and continues to happen
very naturally, supporting the
overall change in how we live
and explore the world around
us. Digital assets were in place
in gaming for a while; but the
game is actually changing and
we already became “the avatars
of ourselves” in the multiple so-
cial media channels, messaging
and streaming services. The
growth of people’s online pre-
sence and digital lives through
social media and video calls
created a demand for digitally
native features, which natural-
ly would also mean digital clo-
thing. The pandemic has acce-
lerated the growth of the digital
fashion industry by highlighting
the issues — of sustainability in
fashion, overproduction, and
overconsumption, as well as
an increased online presence
forced by the spread of covid
and lockdowns.

Digital fashion was born as a so-
lution for several main problems
of the industry, with sustainabi-
lity being at the very core of the
concept. Ultimately, fashion has
always been a powerful means
of self-expression. It reflects
and responds to societal shifts
in attitudes, values, and cultu-
ral movements. Fashion trends
are not just about clothing; they
embody changing perceptions
of beauty, challenge traditional
gender roles, and encapsulate
evolving social norms.

If you could change one aspect
of how we experience fashion
today, what would it be?

NM: Without a doubt, we would
update the traditional indus-
try processes with the recent
technological advancements,
to empower creativity and al-
low fashion to become more
sustainable without losing its
newness, excitement and fun.
Imagine being able to play with
digital outfits, mix and match
styles effortlessly, and express
yourself without relying on phy-
sical garments. By reducing our
reliance on physical garments
and embracing virtual outfits,
we can significantly minimise
waste, energy consumption, and
pollution associated with tradi-
tional clothing production. Digi-
tal fashion allows us to create,
experiment, and style without
the need for physical produc-
tion, transportation, or disposal
of garments.

DS: We anticipate that, in the
future, every fashion brand, re-
gardless of their style or price
point, will have a digital fashion
line, just like how high-fashion
luxury brands offer perfumes
or accessories. Digital fashion
offers a more accessible and
eco-friendly way for customers
to experience luxury fashion,
while still providing a sense of
exclusivity and excitement that
comes with wearing designer
pieces in a digital space. With
digital fashion, we can create
immersive virtual experiences
and reduce the need for physi-
cal production and waste. Let's
reimagine fashion with creati-
vity, fun, and a focus on the pla-
net!



What stands out as the
most potentially disrup-
tive influence on fashion
in the near future?

DS: In our opinion, in the future
the most exciting and disruptive
influence on fashion will come
from the combination of inno-
vation, digital revolution, aug-
mented reality (AR), and artificial
intelligence (Al). Digital fashion
is already changing the game
by offering virtual clothes and
accessories that can be worn
and shared online. Now, with AR
technology, customers are able
to try on virtual outfits in real-
time using their smartphone.
We are basically bringing digital
fashion into the physical world,
transforming the way people
experience fashion. Recent-
ly, Al has been making waves
in fashion by personalising re-
commendations and fitting ex-
periences. At DRESSX, we are
integrating Al into our technolo-
gy to enable digital fashion dres-
sing to be performed as fast as
possible, improving the digital
fashion experience and taking it
to a whole new level. This virtual
fitting technology will not only
enhance your shopping expe-
rience but also reduce the need
for physical try-ons and returns,
making fashion more conve-
nient and sustainable.

NM: Although we believe that
metafashion will shape the fu-
ture of the fashion industry,
we acknowledge that digital
fashion cannot fully replace phy-
sical clothing in its current form.
Physical clothing will still be ne-
cessary as long as physical life
exists. However, at DRESSX, we
aim to substitute a minimum of
one percent of traditional phy-
sical clothing 150 billion pieces
produced annually) with digital
alternatives for instances when
consumers purchase clothing
for content creation or their on-
line presence, such as video
calls and online conferences.

This interview has been lightly
edited.



On Monday morning, ]ordan Roth was taking 1n
the Sehiapareﬂi show from the front row. By the after-
noon, he was among the models in Thom Browne’s
first haute couture show, ernbodyrng a pigeon dressed
in a fantastical ensemble of the desrgner S grey sul-
ting. Roth brrdges the worlds of theatre and fashion
with incomparable aplomb. Based in New York, he
1S a seven-time Tony-Award winning producer who
1S recognised as a theatrical innovator, style influen-
cer, and talented creator who exudes mild-manne-

I”Cd panaehe.

As President of |ujameyn Theaters, he oversees five
Broadway theatres, presenting some of the most in-
fluential and successful shows on Broadway inclu-
ding the recent revival of Into the Woods, as well
as the Tony Award-winning Hadestown, Moulin
Rouge! The Musical, Springsteen on Broadway,
Kinky Boots and The Book of Mormon. And he
brings a theatrieality to his love of fashion as a model,
muse and connotsseur. His red carpet appearances -
partreularly when attendrng the Met Gala in Haute
Couture — are among the most 1ntrep1d et always
well-considered. He 1s a regular on best-dressee. lists
from Vogue, V, WWD, GQ), and more. Roth is
also committed to supporting and uplifting the LB-
TGQ community and was reeognised, along with
his husband, Richie ]aekson, with a Trevor Project

Hero Award in 2016.




What creates an emotional
response for you in fashion to-
day?

Clothes speak very loudly to my
body and to my heart. Both their
physical form and sensation as
well as the ideas and meaning
they carry. They tell me how to
move in them by accessing and
activating different parts of me.
So when a designer creates a
piece that has these layers | can
connect to, it provokes an im-
mediate emotional and physical
response in me.

What are you most curious
to know about how a haute
couture collection comes to-
gether, the creation process?

I'm always so fascinated by
the layers and legacy of crafts-
manship that go into these
pieces of art. And | especially
love when a material is impos-
sibly made to look like another.
When | first tried on the White Pi-
geon at the fitting for the Thom
Browne show, | was so taken by
the feathers that were so sen-
sitively placed throughout, as
though they had fallen there,
not grown there. It tells such a
powerful story so subtly. And
their extraordinary detail that
made them even more life-
like than feathers — almost hy-
per-realistic because they were
not actually feathers — so the ar-
tists who made them had to in-
vestigate deeply what a feather
is. Just sewing a feather on the
sleeve would not have required
that kind of intimate exploration.
Multiply that by every elementon
a couture piece and it's beyond
fascinating to understand and
learn about and celebrate.

In what ways are you seeing
progress in fashion mirroring
progress in the wider world?

All the ways in which fashion
has and can continue to being
a mode of self-expression for
all of us. Rather than telling us
who we are and who we can be,
[fashion is] giving us the tools
to discover and express this for
ourselves -—especially around
gender. Clothes are not inhe-
rently gendered, and the more
fashion can reinforce that, the
freer we will all be.

Haute Couture is rooted in
craftsmanship; how do you
see it also nudging fashion
forward?

At its best, Haute Couture is
the purest form of the art. The
canvas on which these extraor-
dinary artists can dream and
create unencumbered, to show
us everything that can be pos-
sible [through] materials, forms,
ideas. And this can inspire so
much more — both for their own
work and the work of others.

If you could change one aspect
of how we experience fashion
today, what would it be?

| would love us all to get to sa-
vour fashion more; to have the
time it takes to see the work; to
understand it; to be in dialogue
with it. That's hard to do as we
scroll by. As Georgia O'Keefe
said, “To see takes time, like to
have a friend takes time.”

This interview has been lightly
edited.



[n 2020, Mike Obenson took over the resoected
biannual System Magazine as the new owner and

Chief Publications Officer. Since then, the ac-

COmPIISth media CHITCPTCHCUT has playod d DlVOtal

role in transformmg System Magazme 1nto an even
more influential media brand. Today, all of System S
publications are interconnected and cater to an au-
dience consisting not of mass consumers but of in-
dustry professionals and fashion enthusiasts.

With 10 years of experience in business dovolop-
ment and 1mage, Obenson’s prior roles include
collaborations with renowned architectural designer
Ora lto and the luxury brand LL.a Reserve Hotels
[nternational Group. Recontly, in 2023, System
launched a third publication, System dot-com, a se-
rious and passtonate digital platform that primarily
promotes insightful fashion documentaries through
captivating videos.



What creates an emotional
response for you in fashion to-
day?

Having access to fashion ar-
chives and witnessing the re-
vival of past designs always
evokes a strong emotional res-
ponse. The opportunity to bring
back iconic pieces created by
revered figures from the past is
truly inspiring. Drawing inspira-
tion from history holds great si-
gnificance for me, as it allows
me to connect with the rich he-
ritage of fashion and appreciate
the craftsmanship and artistry
of bygone eras.

What are you most curious to
know about how designers
work, how a collection comes
together?

| am fascinated by the diverse
approaches that designers take
in bringing a collection to life.
Each designer has their unique
process, and | enjoy exploring
the innovative methods that
transform an initial inspiration
or reference into a cohesive and
compelling collection. Unders-
tanding these various perspec-
tives not only deepens my ap-
preciation for the artistry behind
their creations, but also enables
me to gain insights into the me-
ticulous craft.

In what ways are you seeing
progress in fashion mirroring
progress in the wider world?

While significant progress mi-
ght not be apparent in mirro-
ring wider world advancements,
the realm of fashion thrives on
limitless creativity. Although
commercial considerations of-
ten influence decisions, the es-
sence of fashion lies in allowing
creativity to take the lead. This
openness to innovation is cru-
cial and can reflect progress
within the fashion industry.

If you could change one aspect
of how we experience fashion
today, what would it be?

| believe that fostering a more
conscious and mindful ap-
proach to fashion would great-
ly enhance our overall expe-
rience. In our consumer-driven
society, the relentless pursuit of
trends and constant accumula-
tion often overshadows the true
essence of fashion. Instead, |
would advocate for prioritising
quality over quantity, investing
in timeless pieces, and valuing
the craftsmanship and stories
behind our garments. By shif-
ting our focus from fast fashion
to a more sustainable and mind-
ful fashion culture, we can culti-
vate a deeper appreciation for
the artistry and creativity that
the industry has to offer.
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What stands out as the most
potentially  disruptive in-
fluence on fashion in the near
future?

The democratisation of fashion
poses a potentially disruptive in-
fluence. The traditional exclusi-
vity and elitism associated with
the industry are being challen-
ged. The barrier to entry is dimi-
nishing, and anyone with sales
potential can now become a
creative director. It will be intri-
guing to see the boundaries pu-
shed by this departure from the
industry’s originally exclusive
nature.

This interview has been lightly
edited.
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The creative process, the development of a collec-
tion. Focus gives a voice to the designers of Haute

C outure WCCl(.



THE
MATURING
OF
CHARLES
DE
VILMORIN

Charles de Vilmorin found himself at a pivo-

tal moment in his career. He had exited Ro-
chas foﬂowing a tWO-year stint as creative di-
rector. With his namesake label back on the
Haute Couture calendar after a yearlong hia-
tus, the 26-year-old designer has reasserted
himself with a declaration of maturity. For his
first runway show, he has channeled his time
at Rochas, where he learned about tailoring,
fabrication, and production, into his most
tightly edited collection to date.



The newfound sophistieation 1S apparent from
the opening looks: a passage of all-white to
serve as a palette cleanser or, as de Vilmorin
put it, “the blank page” that one is presented
at the beginning of the creative process. Of
course, his predileetion for colour and volume
has not slipped into the ether, even as he ma-
tures as a designer. His eye for colour, his
signature painterly brushstrokes, and outsize
proportions defined the middle portion of the
collection. He tied this new tale of creation
together with a procession of all-black looks
that revealed his IMproving tailoring prowess.

“When you think of me, you can 1magine big
dresses and painted colours, but | wanted to
show somethmg very precise, " said de Vilmo-
rin from his Paris apartment.

Can you tell us about the col-
lection?

The collection is about the
pressure of creation. It opens
with some white looks like the
blank pages at the start of crea-
tion when you're unsure about
what direction you will head in.
They're followed by some very
colourful, voluminous looks—
something a bit more crazy. The
finale is full black, it's very cou-
turel

What part of the creation pro-
cess excites you most?

The freedom to create without
limits in couture.

Howhasyourprocesschanged
over the years?

This is a more mature collec-
tion from me. Of course, | need
to show the more extravagant
looks in the middle of the show
but | wanted to show that | can
doreal clothes with perfect tech-
niques.[The lasttwo years at Ro-
chas] helped me a lot in this col-
lection because | know how to
ask myself the right questions to
understand the most important
points and details that | need
to put on different looks and to
create the flow of the collection.

When developing the col-
lection, how much are you
thinking about its commercia-
lity?

Not at all because it's couture. |
wanted to show real clothes but
it's not a commercial collection.

Paul McLauchlan

This interview has been lightly
edited.



WEST
TO
EAST,
THE
ARMANI
ROSE

« A journey from West to East through elon-
gated silhouettes and an afﬁnity for evoca-
tive and seductive decoration. The collection
reinterprets the most iconic of all flowers, the
rose, without any sense of artiﬁciality. Three
colours - red, black and gold - blend in en-
dless combinations, in a vision at once ethe-
real and decisive.»

Giorgio Armani
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DEFIL

HAUT!
COUTUR
AUTOMNE-HIVEI
202324

DE

CHANEL

polesleslieses

Faite de contrastes et d’équilibre, [a collection
Haute Couture Automne-Hiver 2023/24
imagince par Virginie Viard brosse le portrait
d'une parisienne sensible et audacieuse.

let, son charme singulier et souvent indefinis-
sable reside précisément dans son goﬁt ren-
versant les académismes et unissant ce que
par commodite, l'on prefere separer, classer,
hierarchiser.



« ]OU.CI' dVECC 168 OPPOSlthﬁS ct ICS contrastes, p16
12. nonchalance ct 1 1egar1ce C CSt SC tCﬁlI’ Sur
unc hgﬁC cntre fOI’CC ct dOU.CCU.I', qU.C, ChCZ

CHANEL, on appelle lallure », precise-t-

elle.
« Transmettre des emotions, réunir des éle-

ments qu1 ne sont pas PI’éthS pOU,f é'[I’C cn-

Ce que la parisienne porte, ce
qgu’elle lit ou pense, son attitude
face a la vie, est inspecté, étu-
dié de pres. Aux quatre coins
du monde, par opposition ou
imitation, son modele en nourrit
d'autres. Traversée de cinéma,
de littérature, de musique, son
allure voyage collection aprés
collection. Ici, 'assemblage des
tweeds, mousselines de soig, or-
ganzas et dentelles incrustées,
la composition des motifs flo-
raux et graphigues, témoignent
de 'effervescence d'un univers
créatif riche et féminin. « Si nous
sommes a Paris, ajoute-t-elle,
nous sommes cette fois-ci dans
Parisméme, surles quais. Larue
et les pavés colorés appellent a
la fois de la sophistication et de
la simplicité.»

semble, faire a sa facon, rever, tout simple-

ment. »

Imaginer un défilé Haute Cou-
ture sur les berges de la Seine,
avec Vanessa Paradis comme
incarnation de [l'allure pari-
sienne, c'est cheminer a travers
un monde d'images et d'émo-
tions, de permanence et de
beauté. Symbole de I'énergie
créatrice qui parcourt la ville, le
fleuve parisien, romantique et tu-
multueux, ouvert sur le monde,
dessert en effet les hauts lieux
de I'histoire de I'art. La corbeille
de fruits, motif cher a |'art pic-
tural, fait écho au panier d'osier
fétiche de la parisienne des an-
nées 70, tandis que les fleurs
délicates et les fruits sauvages,
fraises des bois et mdres, jail-
lissent dans les broderies.

Longs pardessus d'inspiration
masculine, blouseslégerescein-
turées sur des jupes en tweed
doré aplis plats, débardeurs pré-
cieux, pantalons a rayures ten-
nis et gilets d’homme, longue
robe noire en mousseline d’'une
|eégereté infinie, lunettes peintes
etbabies bicolores : |la collection
joue avec les codes de CHA-
NEL, la rigueur et l'asymétrie,
les couleurs discretes et les
nuances éclatantes, I'assurance
et la discrétion.



THOM
BROWNE'S
DREAM-LIKE
COUTUR
PREMIER

(4] (4] (&

With a runway show held at the Palais Gar-

nier, American designer Thom Browne de-
buted his first haute couturecollection under
a barrage of the color orey (as 1s, notably, his

preferred tone).



The quote-unquote ‘audience’
featured three-thousand cu-
tout onlookers, possibly depic-
ting the commuting everyman,
dressed in grey. Browne's show
notes would repeat the word
“‘grey"multiple times, back to
back, interspersed by his stylized
use of ellipses. Attendees were
asked to “wear their best grey.”
And, every single look in the col-
lection featured the colour. You
get the picture. Yet while grey
is often associated with things-
less-pleasing — grey days, grey
areas — it becomes something
galvanizing and twisted in
Browne's fairytale-slash-night-
mare-fueled mind.

The loose story for his couture
outing was that there was a main
character (played by model Alek
Wek), seemingly forlorn, wai-
ting in a train station. Her mood
turns around upon seeing the
personification of her fantasies
walk in — the grimness of the
scene brightened by the gaiety
of the surreal. People as pi-
geons (one modeled by Jordan
Roth), people wearing coats
embroidered with lavish under-
sea vignettes, people with head-
pieces that were either equine
or snail-esque. Passersby wea-
ring bell-shaped hats or bell-cur-
ved sleeves on their coats. A
bride in super-skinny tailoring
(there was excellent tailoring,
throughout). All of it theatrical
yet interpretable at will — you
know how artists refer to blank
canvases as starting points?
Browne's canvasis a wall of grey
smoke, through which beauties
and beasts emerge, one after
the other and each more extra-
vagant than the next.

pl8

Browne  famously  doesn't
over-narrate his work. His col-
lections do tend to follow a sto-
ryline, but much of it is left up
to the viewer to determine. And
there's a distinct specialness
in this — it makes said viewer
feel a little bit more enthralled
to see the blueprint of the anec-
dote butto then colourit(grey or
otherwise) with his or her own
imagination. It's cerebral enter-
tainment, and Browne does it
better than anyone. Bell-shaped
hats off to him.



[ULIE

DE LIBRAN'S

~ WORLDLY
DEBUTANTES

]ulie de Libran’s debutantes are not begin-
ners. At her Fall-Winter 2023 haute couture
show, in front of a selected audience of press,
clients, and friends, daughters of the desi-
gner’s friends coasted through the salubrious
confines of her Paris home. Nepotism babies’
they may be but de Libran wanted the next
generation to impart her 11ghtwe1ght taffera
dresses and slick tuxedo ]ackets with a sense
of their self-assurance and forthrightness n

hOW thﬁy dfCSS.



As tney snaked around her verdant garden
and into her well-appointed living quarters,
the young women ernerged in eiegant eve-
ning wear and perfunctory daywear 1nc1ud1ng
poplin separates and a smattering of tarloring
De Libran took sartorial cues from the upco-
ming generation and their carefree and often
restless approach to styiing: a black and goid
sequin dress with a scooped neckline reveals
a bathing sutt — a newly introduced category
— enclosed with a jewei detail. Popiin shorts
rift on men’s boxer shorts, afﬁrming the dis-
solution of gender boundaries. Yoga 1eggings
poke out underneath voluminous taffeta
dresses. The collection is rounded out with
some classic tailoring and sequined gowns, 1n
de Libran’s signature navy, black and goid.
Her desired 1mpact 1s to show audiences how
Ciothing, best observed as heirlooms, can
transfer from generation to generation.

“Fashion 1s about understanding who women
are today but also about pushing them to try
different things and the kindness to let them
expiore who they are. | The women that [ de-
s1gn for| are so busy but they love fashion soit’s
very speciai for me to spend time with them,’
said de Libran, the morning after her show.

How did you begin this collec-
tion?

The starting point is always
about what's going on in the
world, what women are doing
and how they're dressing. It's
also about life which is what
fashion is about. | work in a res-
ponsible way — we don't like to
have any waste — and | like to
stay true to the savoir faire here
in Paris and celebrate French
craftsmanship. This collection
has details of quiet luxury which
is an interesting trend to me be-
cause it's true to my values. I'm
quite a discreet person and |
don't like my clothing to have lo-
gos; | prefer things that are quie-
ter and more elegant.

The collection is shown on girls
who have never walked before
and some young models. I'm
surrounded by these young gir-
Is who are getting their start in
the world, mostly because I'm
friends with their mothers. One
of them is my niece who has
just graduated from high school
and is about to start university in
Scotland. Two girls are daugh-
ters of an old friend from when
| lived in California. It's lovely to
be around the new generation
and listening to their inspira-
tions and how they find ways to
be included in fashion. For me,
| wanted to show them Paris
craftsmanship, the versatility of
layering, and how clothing can
be worn across generations, as
well as passed down to younger
generations.



How has your process evolved
over the years?

I've been in the industry for
many years and I've had the
opportunity to be in many ate-
liers that are technical and dis-
ciplined. My brand turns four
this month. We're a small, per-
sonal, family-owned business
with a wonderful clientele who
have followed me over the years
and prompted me. Last year, we
opened a boutique and atelier
in St-Germain-des-Prés which
is by appointment. It allows me
to interact with my clients, to un-
derstand what they like, and ex-
change ideas.

We've also been developing new
categories like a yoga material
that we used in pants under the
dresses and bathing suits with
a jewelled closure that we've
styled with tuxedo jackets. We're
continuing to expand our gloves
made by Causse. With that, in
particular, it's exciting to share
that history of craft with the next
generation.

When developing the col-
lection, how much are you
thinking about its commercia-
lity?

| am attentive to commerciality. |
was trained at the school of Pra-
da for 10 years where we were
making creative, beautiful clo-
thes that were designed to be
worn. [Commerciality] was a po-
sitive thing there. | don't think it
becomes fashion until it's worn.
| meet women all the time who
work, who live active lives, and
they need clothes that don't
overwhelm them. They need
something that brings them
power, force, and makes them
feel comfortable. More and
more, women are sensitive to
what they're buying; they want
to know the provenance; they
don't want waste. Commercia-
lity, to me, means that they will
come back happy and will want
to build their wardrobe each
season.
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Where would you like to see
change in fashion this season
and beyond?

There is always so much change
in fashion. The industry moves
so quickly that we just have to
adapt to it. | wanted to show the
young girls in the show that it's
not just about social media. It
can be great but sometimes it
can be a lot, especially for young
women finding their way in the
world. | wanted them to feel the
craftsmanship of the clothing
and see it as something that can
last forever.

This interview has been lightly
edited



Coinciding with the end of the Haute Cou-
ture calendar, Le Diner de la Mode, the gala
event jointly organised by the Fédération de la
Haute Couture et de la Mode and Sidaction,
takes place n ]uly instead of the usual ]anuary.

This year’s edition s particularly spectal, as it
marks the 20th anniversary of the fundraiser
for the ﬁght against AIDS. The dinner will
gather the a fashion who's who along with Pro-

fessor Francoise Barré-Sinoussi, President of

Sidaction and winner of the 2008 Nobel
Prize for Medicine; Line Renaud, Vice-Pre-

sident of Sidaction; |ean Paul Gaultier, Am-

bassador of Sidaction; and Bruno Pavlovsky,

President of the French Federation of Haute
Couture and Fashion. Three-starred Miche-

lin chef, Yannick Alleno, conceived the menu
while the visual identity has been conceived

by uber creatives Mathias Augustyniak et Mi-
chael Amzalag from M /M (Paris).



We had a conversation with Florence Thune,
Executive Director at Sidaction, about the
current state of the disease and future hopes,

as well as her impressions regarding this 20th

anniversary edition.

Since 2003, the Sidaction din-
ner allowed to raise more than
11 millions for the research
which allowed to reach many
goals, which are the next and
most urgent?

| can say that the urgency is to
try to end this epidemic. We are
funding research projects but
also committee-based organi-
sations that are working in the
field on prevention and taking
care of people affected with
HIV. Today the main challenge
is to push people to get tested,
because they are unintentional-
ly the most contagious, as they
are not aware of their positivity.

Wherever working, France or
Africa for example, these orga-
nisations are the only ones that
could reach the people who
don't know about their HIV sta-
tus and that are far or excluded
from care or prevention, most
of the times. It's a big effort as
we know that today once you
are diagnosed HIV positive, you
can receive assisted treatments
that keep you healthy for the
rest of your life besides avoiding
to transfer the virus. Moreover,
on the research side, the prio-
rity is to find a once-in-a-lifetime
treatment. The first step was
everyday therapy, now you have
injectable solutions every two
months, but we are trying to find
single solution. We don't think
that HIV could be eradicated,
but we could make lives better.

The situation is not like was in
the ‘80s when HIV was disco-
vered but remained unknown.
But data suggests that, since
2021, the number of cases
hasn’'t decreased. How is the
situation at today?

We still don't have the statis-
tics of 2022, which should be
released by the end of July, but
with the pandemic we didn't
observe a decrease and even
iIn the previous years the data
were not good. United Nations
was planning to have less than
500.000 infections in the world
in 2020, but they were around
1.500.000 — three times more.
It's true that we have made a
lot of progress compared to the
past, but we are aware that the
last mile to succeed is the most
difficult. There are many coun-
tries where people discover too
late that they are HIV positive
and this increases the morta-
lity. But if you go testing and you
find the disease at the very early
stage and you could easily be sa-
ved and live a normal life. Many
of the people that died of AIDS
in France are the one that ne-
ver tested and were diagnosed
late. Comparing to the ‘80s, to-
day's cures are way more effec-
tive and helpful, but it's also true
that without testing even these
could be useless.
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Is some hopeful news regar-
ding the research and some

vaccines and/or cures for
AIDS?

This virus is so complex that it's
very difficult to find a vaccine;
it's still a long way. People think
that having found a successful
Covid-19 vaccine in a such short
time would let scientists to do
the same for HIV, but they are
completely different and it's not
that simple. Of course there are
many different trials around the
world, but we are still far from
finding one. | could say that we
are a bit more optimistic to find
a cure. At today if it is diagnosed
in time, the quality of life is very
good and we could reach the
possibility to take one pill once
in a lifetime. Also when you
are being treated, you cannot
spread the virus; so as more as
people get diagnosed and un-
dergo cures, the less spreading
there will be.



How do you engage new gene-
rations as the feeling among
them is that AIDS is kind a di-
sease of the past even if this is
not the case?

They are not engaged also be-
cause they don't see people
with HIV anymore. So that's why
it is very important to let AIDS
be visible, to keep talking about
it and show that the life of po-
sitive people will not end but
can be normal. They also don't
care; but this doesn’t meant that
HIV doesn't exist anymore. Also
adults are careless. For example
in France the most affected
people are over 50 rather than
under 25 years old. Maybe also
because we are encouraging
prevention and sensitisation
in French schools because we
realised that there was a lack of
communication.

The good news is that when
young people are well-informed
they are good in engaging their
communities, and this very im-
portant. We speak alotwiththem
as they are important actors in
the prevention campaigns. But
even if one of the objectives is
to give as much as possible vi-
sibility to HIV and today'’s cures,
thereisstillalotofdiscrimination.
They are not marginalised as it
was in the ‘80s, but still they feel
rejected from their environment
or workplace. Coping this issue
Is another important challenge,
it is also part of the misinfor-
mation. Also, when it comes to
new generations, surveys sug-
gest that 97% of young people
believe that condoms are safe
to prevent HIV, but when asked
if they would have a sexual rela-
tionship with someone positive
using a condom almost 20% of
them refuse. This is contradic-
tory as even if they know that
it would be safe, the physical
contact still worries them. It's a
cultural thing, we need to fight
also against this.

How can digital platforms
help spread awareness about
AIDS?

They are helpful to popularise
correct messages as unfortuna-
tely you can read a lot of fake
news that causes alarm and
confusion. This really doesn't
help us with generations who
live constantly connected. Wor-
king with influencers and cele-
brities helps to properly inform,
too. For us these means are
useful as well to direct people
to the correct source of informa-
tion, to not be mislead. But the
best strategy is still to keep re-
peating these messages both
online and in real life.
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Let's talk about Le Diner de
la Mode, this is the 20th an-
niversary. What is the most
remarkable moment from the
past editions?

| can definitely say that the last
one was incredible. After almost
three years of pandemic, the
feeling at the event was comple-
tely different. People felt more
enthusiastic and and joyful, and
even if it was a charity dinner
against one disease, the fashion
world felt part of something big-
ger, the sense of community
and hope were there. The per-
formance of Drag Race France
(imagined by Jean Paul Gaultier
and hosted by Raphaél Cioffi
and Daphné Burki, ed.) boosted
this mood. It was not anymore
just the fight against AIDS but
as well for inclusivity, respect
and friendship.

What do you expect for this
edition?

Last year was special, but this
year will be even more enga-
ging. People realise that we all
must gather and walk this last
and very difficult mile together.

This interview has been lightly
edited.



P A R 1T N E R § P20

Every season the Fedération de la Haute Couture

et de la Mode highlights 1ts partners.
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DS Automobiles launched the DS x ME-
TIERS D’ART call for creations in 2021, to
further 1ts ongoing support for arts and crafts
and to hi hl ht the value of eraftsmansh
For its seeond edition, DS x METIERS
D’ART ehaﬂenged artisans to explore the ef-
fects of 1ight through materials, by applying
their concept on the New DS 3 E-TENSE,
2 100% electric model.

Working with leather and fabrics, stitehing,
unexpected materials such as feathers or straw
marquetry, unique treatment of details and fi-
nishes using clous de Paris guiﬂoehe patterns...
DS Automobiles has made a speeiality of in-
corporating unpreeedented eXpertise 1nto 1ts
produetion models and concept-cars.



Dozens of projects were submitted for the se-

cond edition of DS x METIERS D’ART.
Nine projects were shortlisted and d1sp1ayed
during Révelations, the biennial showcase of
creative arts and crafts at the Grand Palais

Ephémére in Paris.

These artworks were designed by Michela Ara-

ont and Ludivine Loursel, Morgane Baroghel
Cruc . Noue Atelier Charlotte Winne and
_4udov1c Buron, Paulina Okurowska, Atelier
Douarn Sandrme Ramona, ]ustme Durand

Line&Raphael, Lyse Drouaine Luxdawn_LD

Création and Maison Pavane Anne Leroux.
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The [ury was composed of Herve Lemoine,

Chairman of the Mobilier national, Chair-
man of the DS x METIERS D’ART 2 -
DS LUMEN ury, Anne Lopez, Creator
of artistic universes, winner of the first edi-
tion of DS x METIERS D'ART, Cécile
Feilchenfeldt, Textile designer specialising n
knitwear and founder of Knitwearstudio Paris,
Coperni, with co-founders Arnaud Vaillant
& Seébastien Meyer, ]ulien Dumas, Miche-
lin-starred chef at the Restaurant Bellefeuille

in the Hotel Saint James in Paris and DS Au-

tomobiles 0astronomy ambassador, Beatrice

FOU,C NCrT, Managmg leCCtOf Of DS AUtO

mobiles, Thierry Metroz, DS Automobiles
Style Director and ]ean-Phiﬂipe Vanhulle,
Head of the DS Automobiles Upholstery

Workshop, selected three finalists who were

invited to showcase their creations on a2 New

DS 3 E-TENSE model in three dimensions.
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Faced with the major chaﬂenges of our time,
the fashion industry is committed to reducing
its environmental footprint thanks to manu-
factuting processes that integrate 1nNNovation,
Circuiarity, traceability, and sustainability. Sea-
son after season, the growing commitment of
industry professionais enriches the eco-res-
ponsibie offer of Premiere Vision exhibitors.
A richness that today demands greater ciarity
and transparency.

To better understand this mul-
ti-faceted offer, Premiere Vision
islaunching ‘a better way’, a new
sustainable programme based
on 5 essential criteria. Social
initiatives, impact of production

sites, traceability, sustainability, To find out more about the 5
products composition and end- criteria of the ‘a better way' pro-
of-life, this innovative system for gramme, download the new
analyzing the responsible initia- Premiere Vision white paper,
tives of Premiere Vision exhibi- and meet the 290 exhibitors ta-
tors aims to facilitate the sour- king part in the programme at
cing of visitors, starting with the the forthcoming Premiere Vi-
next edition of Premiere Vision sion Paris show, from July 4 to 6

Paris. at Paris Nord Villepinte.



A CONVERSATION WITH p29

In partnership with Kitten Production and Sheriff

Projﬁcts, Haute Couture Week shows the ins and
CLICKON THE PAGETO WATCH THE outs of Haute Couture Week through designer in-
CONVERSATION tErVIEWS.



WITH
CHARLES
DE
VILMORIN

« | wanted to talk abaout all these questions about
creativity. For me, it's like you take a piece of fa-
bric and you put 1t on the model. And this is the

most beautiful gestures In creation »

Production: Fédération de la Haute Couture et de la Mode / Kitten Production / Sheriff Projects


https://www.fhcm.paris/en/news/a-conversation-with-charles-de-vilmorin

WITH
IRIS
VAN
HERPEN

« ThCTC 1S 4 10t Of Chaﬂenges ahead Of us bll'[ I
'[I'y to ICOCU.S on aﬂ Of thC PfO]CCtS and thC PCOPl
that arc WOI’kIﬁg on nature, on SCICHCC and art. I
reaﬂy bCllCVC that thOSC dlSClpllﬁCS tOgCthCI’ arc
able to transform t1’1€ WOI’ld mn a muc]"n morc PO-
SlthC ICU.'[U.I'C. »

Production: Fédération de la Haute Couture et de la Mode / Kitten Production / Sheriff Projects


https://www.fhcm.paris/en/news/a-conversation-with-iris-van-herpen-0

WITH
VIKTOR
HORSTING
&

ROLF
SNOEREN

« We always try to take something that exists, that
people know and then turn it upside down or
Change 1t1n a way that becomes new and fresh. »

Production: Fédération de la Haute Couture et de la Mode / Kitten Production / Sheriff Projects


https://www.fhcm.paris/en/news/a-conversation-with-viktorrolf

Considering the horizon
of Haute Couture
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<<E'[h€1’€211 Symphony » ThlS 1S What Chat GPT re-

pllﬁd Whﬁﬁ I askec lt to dCSlgﬁ mec a haute couture

COHCCthﬁ II]SPII'CC. by thC ]UX'[&POSI'[IOI] Of nature

and mu51c ThC rep 1y <<Eth€f€211 Symphony embo

dlCS d harmomous blCﬁd Of orgamc elements and

musmal mOtlfS »

The colour palette: «Soft pastels and vibrant jewel
tones dominate the collection, with colours ranging

from delicate rose quartz and pale lilac to deep eme-

rald, saj

The sill

Qphire blue, and amethyst.»

nNoucttes: <<T}‘I€ COHCCtiOl’l showcases d Variety

of silhouettes, from voluminous ball gowns to sleek,

structured designs. Each piece exhibits meticulous

attention to detail and expert Craﬁsmanship.»



| didn't have a clear idea of what the «Floral Symphony Dress» and
this «Melody Jumpsuit» would look like, with the «celestial motifsy» of
the finale gown. | know that dreams don’t come to life as you please.
And that I'm fortunate enough not to have to design these dresses,
but to appreciate what they convey - in all their depth and boundless
diversity. To discover in Paris the essence of what makes the capi-
tal so unique. It's a place for all kinds of wonder, for all kinds of ex-
tremes. This week was a living illustration. What do Thom Browne's
Bob Wilson-esque apparitions have in common with Imane Ayssi's
polychrome Queens? The commonality between Daniel Roseberry’s
exuberance at Schiaparelli and the muslin caresses of Charles de Vil-
morin, who sews feelings into space, giving black a sculptural pre-
sence? What do references to Schiaparelli's art have in common with
Julien Dosséna’s references to Jean Paul Gaultier, his sailors, his shell
breasts, his apron dresses, this Parisian cartography embroidered
with dreams?

Between lines and arabesques, night and day, tributes from some
and quotations from others? We can measure the maturity of some
designers, like Viktor and Rolf, who, for their 30th anniversary, were
able to create a tremendous amount of effect with a minimum of fa-
bric, taking fragments, giant knots, the «NO», from their body of work —
and using these like a parody of the Miss Universe contest, with tuxe-
do-clad models clinging to them. Call it smoking attitude! This is the
attitude we're talking about, whether in the regal silhouettes of Maria
Grazia Chiuri at Dior, or in the silhouettes sculpted by the light of Sara
Chraibi, we find the quintessence, the purity of an unrestrained line -
this writing of transcendence that breaks free from the material. And
it is at this very moment that the craft reveals the most absolute ex-
pression of itself; when the hands, united to the eyes that direct them,
reach for the sky, picking out its stars to adorn a cape of sapphire
velvet. Despite everything. Here, perhaps against the mainstream of
everything that crumbles, fragments, polarises and inflames this «age
of anxiety» in the words of Cecil Beaton referring to the 1940s. Haute
couture is a way of defending oneself, as Demna Gvasalia attests
with this iron lady and her oversized silhouettes that magnify a mes-
sage. “In today’s world of couturiers, Balenciaga has a place apart,
like some wrathful Elizabethan meditating on fashion, its weaknesses
and excesses..." wrote the same Cecil Beaton decades ago.
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Haute Couture is about staring at a silhouette and taking flight with
it, like Iris Van Herpen's “floating cities,” inspired by the aquatic ar-
chitecture of starchitect Bjarke Ingels. Oceanix versus Netflix? Solar
panels versus permanently lit screens, a bit of utopia to reinvent time
instead of reconstructing or rewriting it?

Activism evolves into a poetic, absolute gesture, a singular experience
that restores luxury to its primary dimension: individuality, personality
and temperament. «Haute couture is an osmosis between the intelli-
gence of the hand and the know-how of ateliers focused on innova-
tion,» says Pascal Morand, Executive President of the Fédération de
la Haute Couture et de la Mode.

At Valentino, Pierpaolo Piccioli affirms that Haute Couture is a tale
of unconstrained constructions, where nothing disturbs the allure;
where the body just seems naturally adorned, haloed by a woven pre-
sence. In this age of extremes, the luxury of Paris means celebrating a
form of universality. Away from the fragments, where memory and the
here-and-now become one - united by talent, a demand for beauty,
and the writing of transcendence. This is something that is as irredu-
cible to Chat GPT as it is to strategy; something that is fragile and un-
quantifiable by metrics. It's the exception that means a haute couture
garment can't be measured by the number of times it's been washed
(100 for a ready-to-wear garment), but by another, endless durability:
that of emotion. It is also the soul of transmission. As Nicolas Boulami
wrote for Romain Brau celebrating the 20th anniversary of Sidaction:
“A memory is like a well-cut garment. It allows us to wear life better.”
Thank you and sorry, ChatGPT.

Laurence Benaim



