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Paris, a talé of
newness and hentage

The temperature may be dropping, but Paris Fashion Week, which
runs from September 25th through October 3rd, is sure to keep eve-
ryone’'sdiaries alight. With 107 fashion houses on the Official Calendar
— 67 shows and 40 presentations — Spring-Summer 2024 is shaping
up to be a colourful season. At the Palais de Tokyo, SPHERE puts the
spotlight on young designers, with Benjamin Benmoyal, Florentina
Leitner, Lucille Thievre, Maitrepierre and Rolf Ekroth. There will be a
number of comebacks, such as Carven, Maison Margiela and Mugler.
There are also a number of firsts, notably Stefano Gallici, a Venetian
who began his career in Antwerp as Haider Ackermann’s assistant,
and who is presenting his first collection for Ann Demeulemeester.
Another newcomer, at least on the women's wear schedule, is Charaf
Tajer of Casablanca who was among the eight finalists of the 2020
LVMH 2020 prize. There's Duran Lantink from the Netherlands who
won this year's ANDAM Special Prize, Marie Adam-Leenarerdt from
Belgium, and Peter Do from the United States). Marni may be an esta-
blished house but will be showing in Italy for the first time.

Lantink gave us a preview of what he will present: «Denim jackets, litt-
le black dresses, white polo shirts — this season I've tried to take the
classics of the wardrobe and give them a Dutch twist » says the desi-
gner, who likes to use the expressions «hand writing,» «uniform,» and
«atelier» to describe his collection, which will show on the last day.

The return of Mugler to the Calendar under the vision of Casey Cad-
wallader, has been generating excitement. It is striking to observe
the rigourous of the cut, the sharp tailoring. The designer earned
his stripes at Derek Lam and Celine and has always believed in well-
made clothes that transcend time.
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Paris remains a laboratory for research and creativity. Rethinking
street style, Charaf Tajer has always channeled the ardent fountain
of French happiness so dear to Apollinaire. Born in Paris in 1984, this
Franco-Moroccan conceived his brand as an homage to the epony-
mous city where his parents, Latifah and Mohammed, both employed
in a sewing workshop, met. His references include Gabrielle Chanel,
Hermes, Yves Saint Laurent, architecture and nature and he cham-
pions a return to beautiful clothes often embellished with ‘paradise’
prints. Founding a label based around these elements almost see-
med pre-destined. His maternal grandfather, worked for five years on
the mosaics at the Royal Palace in Ifrane, Morocco, and taught his
mother the meaning of colour.

Paris has turned this sense of exacting standards into a trademark,
a signature, a form of obsession that cannot be traced back to one
generation or another. The word heritage floats naturally in the air, as
if it were handed down from one generation to the next, and Fashion
Week guests will be able to move from a catwalk show to a «<made-
to-measure» exhibition as they please. Ten years after the major re-
trospective devoted to the couturier at the Palais Galliera, Azzedine
Alaia (1935-2017) is back in the spotlight, with the «Alaia couturier et
collectionneur» exhibition presenting, for the first time, the exceptio-
nal heritage collection assembled by the master of cut through the
years. This extraordinary journey is punctuated by 140 dresses, from
Vionnet to Comme des Gargons, not forgetting Yves Saint Laurent'’s
Trapéze dress at Dior. But there is another aspect, a double vision that
is absolute and masterful, as Alaia’s vision is complemented by that
of Olivier Saillard. The curator of these two exhibitions and director
of the Fondation Alaia has given a new presence to the dresses now
on display, long stored in boxes. In fact, the same dresses are also
currently on display at the Fondation Alaia, which proposes a sublime
interplay between Azzedine Alaia and Madame Gres. Here, we sa-
vour the pure beauty, a moment of silence in this capital buzzing with
a thousand events, launches, inaugurations, restaurant openings and
re-openings, anniversaries and more - all surrounding this Fashion
Week that attracts not only visitors, but builds upon the extraordinary
energy that all Paris enjoys.
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Through A Feel For Fashion, Paris Fashion 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.



[f, by chance, people are unfamiliar with Imran
Amed MBE, they eertainly know The Business of
Fashion, the massive disruptor and respected source
of trade and consumer news alike. As founder and
CEO, he has expanded what began A savvy fashion
blog in 2007 into a 1eadir1g source for breaking

news, detailed designer proﬁles, cogent collection
reviews, and business analyses — with a team nu-

mbering more than 100 and upwards of 100,000

members.

p04

Beyond providing useful career tools and online
1earr1ing on the site, BoF also hosts live and wvir-
tual events throughout the year that allow people to
engage with and 00 deeper INtO VArious aspects of
the industry. Amed's Bol 500 list has become the
ultimate global index of fashion’s most influential
hgures, and the 2023 edition was just revealed this
week. For this 10¢h anniversary, New names to the

total 1,291 total entries include Pharrell Williams,
Style Not Com’s Beka Gvishiani, designers Ni-
colas D1 Felice, Bianca Saunders, Gaurav Gupta,
and Thebe Magugu, and Vogue Ukraine Editor-
in-Chief, Vena Brykalin. With 2 new Weeldy letter

on Saturdays, Amed provides his personal take on
topieal issues — whether ooing publie or self-care.
Tonight, however, will be all about eelebrating as
this charismatic Canadian who has called London
home for decades hosts one of the biggest soirees

of Paris Fashion Week to toast the BoF 500 as a

collective of unrivalled talents.



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

For me, an emotional response
comes from those rare fashion
moments  when  everything
clicks. It might be a show where
everything on the runway works
together in a way that is hard to
explain. It's like magic. | remem-
ber some Haider Ackermann
shows that had this kind of fee-
ling. Let's just say, you know it
when you feel it. You see it in the
collection itself, of course, but
also the music, the casting, the
venue — sometimes even the
scent in the room and the way
the chairs feel as you sit in them.
This is what | love about fashion,
those emotional moments!

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

A lot of people wonder about a
designer’sinspiration.lam more
interested in the designer’s pro-
cess. Every designer has a diffe-
rent way of channeling their
creativity into a process so other
people can understand their vi-
sion. It might start with a sketch
or draping on a mannequin or
creating a moodboard. | love
to know how a designer starts,
and then talk to them about how
they explain this vision to other
people. It's this critical element
of taking an idea and communi-
cating it in a way that others can
get excited about it — and un-
derstand it — that is critical to a
designer’s success. What's the
value of having a grand vision if
you are not able to realise it?

This interview has been lightly edited.

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

| don't think we are making
enough progress. Sure, there are
changes at the margins when
we think about important issues
like sustainability and belon-
ging. But we are still an industry
that produces too many things,
wastes too much, stages too
many events and makes people
feel excluded. The changes we
want to see will take time — |
just hope they happen quickly
enough.

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

A lot of the magic is being lost
these days with the over-em-
phasis on celebrities at fashion
shows. Somehow, it sucks out
the energy and focus from the
designer’s vision. Everyone, my-
self included, ends up gawking
at people, and not enough time
soaking up the ideas and creati-
vity.
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What stands out as the most
potentially  disruptive in-
fluence on fashion in the near
future?

Without a doubt, it's artificial
intelligence and how it will im-
pact every aspect of the fashion
industry in some way. | find it
very exciting, but we are only at
the beginning. We should start
seeing some of that change very
soon.



Khémais BCII Lakhdar-Rezgui ehannels hlS dCCP

understanding of French fashion into an ongoing
examination of Orientalism in Parisian haute cou-
ture at the turn of the 20th century. His compelling
thesis centres around the expansion of Europe s Co-
lonial empires and how this affected the desrgns of
couturiers at the time. Based in Paris, he 1s a PhD
candidate at Sorbonne 1in partnership with the Ins-
titut Francats de la Mode, where his focus 1s art and
fashion nistory. As a lecturer of fashion history, he
shares and expands upon his knowledge at the [FM
and the American University of Paris, among other
institutions. He also has years of hands-on expe-
rience in fashion heritage conservation at esteemed
Paris couture houses, ineluding Maison Lemarié
and Yves Saint Laurent.

This week, Ben Lakhdar-Rezgui
appears on The New Paris pod-
cast hosted by Lindsey Tramuta
(available on Spotify and iTunes)
where he discusses hisresearch
in a contemporary context. His
Instagram, @Khemais_BenlLak-
hdar provides a valuable unders-
tanding of cultural appropriation
and other similar issues that re-
main ever-present throughout
fashion.
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What creates an emotional
response for you in fashion to-
day?

The coherence of the collection.
When the discourse responds
with authenticity to the visual
proposition, and there is a close
relationship between the sto-
rytelling and the clothes. | only
cried once when | saw a show
that really moved me: The Horn
of Plenty by Alexander Lee Mc-
Queen from Fall Winter 2009. It
was a magnificent show, a total
art form that harmonises every-
thing stridently and wonderfully!

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

I'd love to have access to a stu-
dio at the very beginning of a
creative process, to see how
ideas are generated and turned
into designs. As a historian of
material cultures, I'm very inte-
rested in the object: its aesthe-
tics, construction, fabrics and
details. I'm very curious about
this creative process, and espe-
cially about the ideas that some-
times don't make it into the final
collection.



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

That's a very difficult question
to answer. | have my doubts
about the correlation between
the evolution of fashion design
and more global progress in the
world. | would say that I'm op-
timistic and pessimistic at the
same time. | hope that inclusion
and sustainability, which are
key societal issues, will be de-
mocratised in fashion design. |
really hope that fashion can be
in tune with the major challen-
ges facing society today and to-
morrow. And at the same time,
it's clear that fashion is a huge
capitalist machine, driven above
all by the desire for profit.

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

Fewer fashion shows, less pro-
duction, less pretty/disruptive/
shocking images for social me-
dia; and more quality, invention
and precision for clothes. Ob-
viously, this is utopian, but | do
believe in it!

This interview has been lightly edited.
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What stands out as the most
potentiallydisruptiveinfluence
on fashion in the near future?

Decolonial thinking, driven by
extremely dynamic researchers
and newdesigners! Fashionisn't
just a Western concept, fashion
isn't just about big brands, and
it seems to me that the real dis-
ruption is coming from this new
generation of designers who are
working in depth on questions
of representation and coloniality
in the current fashion system.



Isabela Rangel Grutman s 2 Miami-based phi-
lanthropist, model and designer who has become a
rising front-row fixture at Paris Fashion Week, at-
tending shows from Victorian Beckham to Acne

A self-described fashion obsessive, she has deve-
1oped an impressive proﬁle on Instagram (nearly

SO0,000 fOHOWCI‘S) thanks to hCI' PCI’SOHZI] Sty1€ —

d SlCCk blCﬁd Of sportswear and IU.XU.I"y.

Originaﬂy from Belo Horizonte, Brazil, Rangel
Grutman now runs a number of independent pro-
jects 1n Miami. She is partieularly dedicated to a
charitable endeavour called Style Saves, which com-
prises a group of creatives who engage with students
and tomorrow’s young [eaders through the basic
prineiple that fashion can upliﬁ and be a eatalyst for
good. Their initiatives — ineluding fashion-flled
auctions and fundraisers — have benefited more

than 150,000 students and their families.
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« There’s deﬁnitely a broadened openness in fashion,

which has been aided by social media. »

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

| would say finding designs that
bring you confidence.

What are you most curious to
know about how designers
work, and how a collection co-
mes together?

| am curious as to how desi-
gners feel in the moment they
are creating. Do they know what
the end result of the collection
will look like in their head? Or is
it something that builds up and
changes along the way?

This interview has been lightly edited.

In what ways are you seeing
progress in fashion mirror pro-
gress in the wider world?

There's definitely a broadened
openness in fashion, which has
been aided by social media.
Transparency is so important,
and | feel that with the arrival of
social media, fashion fans and
observers can truly see that
much more. | feel like it's all on
display — and | think this is a
good thing. It's not just for a su-
per elite circle anymore.

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

Fashion has never been more
experiential, so what makes it
extra special? | think it comes
down to responsibility. I'd love
to see fashion houses engage
with communities and causes
in ways that might be unexpec-
ted. I'd love to see fashion up
the ante with their philanthropic
endeavours in this sense.

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

Entertainment! We've seen it
already, in lots of degrees. The
power of the headlines made by
Beyoncé's wardrobe on her Re-
naissance tour, for example. The
entertainment industry and en-
tertainers are going to continue
to rise as focal points in this bu-
siness. I'm excited to see what
new, unexpected collaborations
come from it.



An American based in London, Lauren Indvik is

the fashion editor at the Financial Times. Prior to
joining the esteemed newspaper in 2020, she was
the founding editor of Vogue Business in LLondon
and the editor-in-chief of Fashionista in New York.
Whether through her Weekly newsletter, Fashion
Matters, or her column on auctions and antiques,
her voice is at once incisive and relatable, always
providing a sense of the bigger picture.

This interview has been lightly edited.

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

Artistry and honesty. There is
SO much brainless positivity;
I'm moved when designers take
up a political cause or get a bit
bleak.

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

Exactly that. Every designer and
brand are so different in how
they realise a collection, the di-
rection and degree of freedom
they give to their teams. How
do you get the best out of that
talent season after season?

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

Fashion has adopted — and in
some corners perhaps paved
the way for — broader and more
inclusive ideas of beauty.

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

Thinking about the impact our
choices have on farmed ani-
mals, and also on biodiversity
and wildlife. So much of what
we wear — leather, wool, cash-
mere — is taken from them, with
devastating consequences phy-
sically, emotionally and environ-
mentally.

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

Jobs and livelihoods — auto-
mation and, to a lesser degree,
generative Al. How companies
grow and operate environmen-
tal legislation.



When Lolita ]acobs and Jean-Bapuste Talbou-
ret-Napoléone founded their creative design studio,
LIBTN, in 2018, they had already charted success-
ful paths individuaﬂy. Lolita had been the 1mage di-

rector at Chloe and Courreges while |ean-Baptiste
was Working as the art and 1mage director for M Le
Monde. Together, they have developed 4 suCcess-
ful roster of clients such as Chanel, Gucei, Louis
Vuitton, Max Mara, Moncler, Victoria Beckham.
Represented by Art Partner, they bring a distinctive
sens1b111ty to each of their projects through sharp vi-
suals that convey desire while also formmg an elusive
feelmg that connects us to these asp1rat10nal brands.
While |ean-Baptiste 1s now creative director for M
Le Monde, Lolita also oversees fashion direction

for LEnquette Femme, a magazine that trades in
understated cool — also an apt deseription for this
talented eouple. Here, Lolita answers on behalf of

LB|TN,



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

Whenever | see adesignercome
out and salute the audience,
| get emotional. | think about
the amount of work the team
has put into these garments,
the guts it takes to put yourself
out there and own your vision.
| am a little romantic, no matter
if | liked the collection or not.
When | hear the team backstage
scream with relief and pride, it
creates an emotional response.
It is a team effort. | find it beauti-
ful to witness a group of people
do great work together.

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

From our experience, we know
now how a collection comes to
life days before a show - and
a few months before that. The
intensity, the rigour, the eve-
ry-minute-counts kind of fee-
ling. What | am always curious
to understand is how the team
is involved, who does what, who
participates in making this col-
lection special — the butterfly
effect. How does the designer
manage to spark a team on a
different journey each season.
What's the hook. We are actual-
ly dreading Al; we respect the
human touch too much.

This interview has been lightly edited.

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

Embracing diversity — not only
on the runway, but also across
key roles in the industry. Giving a
voice to a wider range of talents.
More women in power, in ge-
neral. | also wish brands would
produce less, as we clearly do
not need as much newness
especially at this current pace.
But that seems to be a utopian
dream.
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If you could change one aspect
of how we experience fashion
today, what would it be?

My answer is ambivalent. |deal-
ly, | would love to ban phones in
order to fully experience the mo-
ment. | wish sharing something
meant more of «| truly loved it,»
rather than «l was here.» On the
other hand, | also appreciate
the visibility that sharing via so-
cial media gives to a broader
audience. And then when we
are not present, being able to
discover and not miss things
via that same phone screen.

What stands out as the most
potentiallydisruptiveinfluence
on fashion in the near future?

The need for more. More wow
effect, more wow destinations.
This sense of the most talk of
the town. We crave less voyant,
more discreet, more efficient
fashion.



Corsican-born and Paris based, Matthieu Morge

/uccont 1s undoubtedly

among '[hC YOUﬁg genera-

tion of opinion [eaders applying a eompeﬂing voice
to fashion. From the pages of the French daiiy news-
paper, Le Figaro, he writes about fashion and trends,
delivering an educated point of view that speaks to

understanding of the ind
discreet proﬁle and says t]

CUitUI'C and NEWS by reac
thC l”ale eaeh morning

UStfy. HC i{CCPS d iOW-i(Cy,

hat he immerses himself in

1ng books and 1istening to

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

When a designer’s vision and
the times we live in align, when
it makes sense and just « works
». When you're sitting at a show,
sometimes, you feel it. It can be
hard to understand why it works,
it just does. And | notice that |
can get quite emotional when
designers come out with their
studio at the end of shows. | like
when the people behind the
scenes get some well-deserved
credit.

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

I'm interested in inspirations
and the starting point. But the
most fascinating part for me is
how those ideas translate into
actual clothes, what techniques
are used and how the designers
pick them... | feel like this is the
most critical moment in the
making of a collection. A good
idea with poor execution never
works. A meh idea with great
execution, however, can...
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« | think brands try too hard to be viral these days: too many “tricks”, too many cele-
brities on the front row that do not always align with what the brand is... »

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

The industry has improved on
a variety of questions, from
sustainability to diversity. But it
still has a lot of work to do on
all these points, and the indus-
try as a whole needs to ensure
that progress is not just a fagade
and image - for example, | don't
think there is enough diversity in
the management positions. The
factthat there are so few women
designers in the big houses, for
example, is a problem.

This interview has been lightly edited.

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

Fashion is a spectacle, and of
course needs the « thrill » that
comes with a moment, a big
show. But | think brands try too
hard to be viral these days: too
many « tricks », too many cele-
brities on the front row that do
not always align with what the
brand is... It dilutes the mes-
sage (when there is one, which
is rare). Creativity then becomes
secondary and | think it is unfor-
tunate. We just need to chill and
slow down a little.

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

Obviously, artificial intelligence
will bring important changes
to the industry. But what | find
the most interesting is the state
of social media right now: on
TikTok, everyone is a critic and
has an opinion on shows, collec-
tions... And as they are comple-
tely free (before being absorbed
by the industry), those influen-
cers are able to say things that a
lot of people in traditional media
are afraid to write. This will have,
iIn My opinion, a strong influence
on how fashion media works in
the future. And italso has a huge
impact on trends: there are so
many niches, micro-subcultures
and social media phenomena
that it's getting harder and har-
der for the industry to catch up.



[t can often feel like no one has better access across
the full spectrum of fashion than documentary film-
maker Loic Prigent. Designers, personalities, and
even the usuaﬂy discreet atelier professionals all adore

him and seem at ease in his presence. This 1s likely

owing to Prigent’s extensive fashion knowledge -
past and present — and his utter devotion to captu-
ring the industry from all angles. Having begun his
career making fanzines and building his portfolio as
a joumalist, he graduaﬂy shifted to ilm production
and made his mark with a short documentary series

on Chanel in 2005. With his film, Louis Vuitton

Marec Jacobs, he gained an audience beyond France:

and ever since, he has developed a seemingly endless
array of series and films, all while bringing his You-
Tube audience - eurrently upwards of 600,000
subscribers — to the frontlines of fashion weeks. As
of this month, he can now be heard regularly on the
new podeast, Louis Vuitton [Extended]. With his
eharming French-inflected English, he is a peerless
storyteﬂer who puts the same level of care into his
content that the petites mains apply to the most ex-
quisite couture creations.
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What creates an emotional
response for you in fashion to-
day?

| am like everyone. It's when
there is the screaming, when
there are the crowds, when there
is the excess, when there is the
sincerity, when there is the sil-
liness, when there is the beauty.
| like to know how many fittings
were done for each piece. The
answer is always very revealing.

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

The way fabrics are produced
and especially when designers
startto be concerned about this.

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

Absolutely nothing!

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

| have no clue about the future,
and it still interests me! That's
why I'm still doing this job!



Minnesotan style influencer Morgan Riddle (@
MOoorrgs on Instagram) has been making inroads in
the fashion community of late, thanks to her po-
lished sense of... let’s say, tennis chic. Riddle has
gamered a growing fan base for her sartorial sensibi-

lity, which blends youthful and trend-driven with a
sporty kick.
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For one, she’s been hired by Wimbledon, one of
tennis Grand Slams, to host their video series «
Wimbledon Threads, » which eyes the fashion sce-
ne during the event. (Riddle dates Taylor Fritz, the
current world no. 8 on the men’s tour.) She was a
breakout name on Break Point, the docu-drama on
Netflix that follows the tennis circuit around the
world. She has also partnered with the brand Lottie
to co-create Well-seﬂing jeweﬂery designs. And, she
landed the cover of The New York Times’s Style
section during September’s U.S. Open, another
premiere tennis tournament. Importantly, Riddle
seems to be good-humoured about her job. Her
[nstagram bio reads: « Not cool, but my outhts are.»



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

Honestly, just getting to be invol-
ved in the world of it. | interned
for a PR company and began
working for fashion weeks when
| was 18 years old. To now be
attending shows as a content
creator, even getting to watch my
partner walk Hermés' runway,
evokes constant pinch-me mo-
ments. I'm grateful it's been de-
mocratized a bit in recent years.
*Fritz, Riddle's boyfriend, mo-
deled in Hermes' most recent
show held a few weeks ago in
Brooklyn, New York.

pl/

« I m maost CU.I’IOU.S about CO]lﬂbOfﬂthﬁS HOW dO they actuaﬂ happen?

FUSlﬁg WO hOU.SC COC].CS O create a COHCC'[IOI] 1S fascmatmg (O Mec.

What are you most curious to
know about how designers
work, and how a collection co-
mes together?

I'm most curious about colla-
borations. How do they actual-
ly happen? Fusing two house
codes to create a collection is
fascinating to me. | would love
to see the behind-the-scenes,
from ideation to execution, of
one of these.

This interview has been lightly edited.

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

As someone who works in so-
cial media and is chronically on-
line, it's clear to me that influen-
cers have joined fashion weeks
around the world. | know many
people feel indifferent or even
upset about it, but there is a rea-
son these brands are putting
money into online personas.
People's attention has shifted
and fashion is now happening
online. Some are better about
accepting —and adapting —than
others.



pl8

When you consider true fashion icons, Carine
Roitfeld immediately comes to mind. During her
tenure at Vogue Paris from 2001 to 2011, her au-
dacious eye and intuition for the time contributed
to the success of many designers, most of all Tom
Ford. Her sleek and Sexy aesthetic also came to ept-
tomise the decade. Following her exit from Condé
Nast in 2012, she launched her own magazine, CR
Fashion Book which referred to her initials and to
the fact the pubhcation would reflect the entrety of
her vision. Today, her influence continues to perco-
late across the industry through Consulting, styling
and olevoloping coveted Capsules and collaborations.



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

It's been a long time since
I've been able to attend many
fashion shows and it's true that
the challenge is becoming more
and more difficult for the desi-
gner. For me, a show is not just
the clothes; it's the music, the
hair and makeup, and of course
the staging. | always like to see
models who talk to me or that |
recognise. It's always very emo-
tional for me. Of course, the clo-
thing is very important; it's more
about the mix of colours, ideas,
and proportions. All this can
move me. | also love stories, and
| like that the designer can tell a
story.

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

| am always very surprised when
| am invited to preview a collec-
tion and | see the mood boards,
because in the end they look a
lot alike. There are often looks
that you know or reference pho-
tos that you know. | like it when
designers mix art and things
that are a bit, let's say, poetic,
in their mood board. What | like
the most is when the designer
thinks of a woman, or an idea of
a woman, or a man. That's the
way we worked with Tom Ford;
we thought of a specific woman.
| like it when shows almost look
like movie scenes.

This interview has been lightly edited.

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

Today, thanks to social media,
we realise what is happening on
the planet, what people are wea-
ring in India, in Mexico, in Swe-
den. | think it's a plus for fashion,
without being accused of cultu-
ral appropriation. Which is very
difficult, because sometimes we
are just inspired, we don't want
to copy. But designers have to
be more and more careful. The
way the front row dresses or the
way designers make fashion
proposals are far from my per-
sonal culture, and | find that ex-
cessively interesting.

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

| think fashion shows and de-
signers have to do collections
too quickly, plus pre-collections,
crazy prices, etc. | don't think a
designer can have enough crea-
tivity and time to make so many
different collections. Fashion
happens with a stop watch and
it must be very difficult for desi-
gners and we really feel it in the
collections — when inspiration is
not always on the agenda.
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What stands out as the most
potentially  disruptive in-
fluence on fashion in the near
future?

Today, for creators who should
have practically total freedom,
they are always afraid of doing
or saying something that could
be misinterpreted. So they have
to be very careful, which is a
good thing. But sometimes it's
a bit too much because fashion
should be very free. And we are
always afraid of shocking, dis-
turbing, hurting people or their
culture. And | think it somewhat
clips the wings of designers.
And it may prevent them from
expressing themselves comple-
tely regarding what they want,
so much so that they are afraid
of being let go at the end of the
show. | think that doing a show
is very brave; it's very long, very
difficult. And when | see a bad
article after a show, as someone
who has done many collabora-
tions with shows, | think of all
the people who have spent six
months behind this show - de-
signers, as well as their assis-
tants.



Lala Takahashi, daughter of |un, the designer of
Undercover, and Morishita Riko, a former model

and desi oner of her brand Dorothy Hendricks, has

bCCﬁ I'OCklﬁg thC faSthﬁ SCENC S1Ncce hCl‘ VCI’Y YOU.I]g

age LlVll’lg and tI’EIVClll’lg 1n '[hC SAMmcC Cl‘CathC cnvi-

ronment as hCI’ fﬂ’[h@f encouraged hCI’ to dCVCl

her own sty]e and arttitude. Now she is among the

most influential faces on the ]apanese scene, and she

regularly model
Not one to foll
:_;)ersonal point of view have become

pression and a

s for global brands and magazines.
ow trends, she believes that self-ex-

even more important now and into the future. She

projects this mainly through her joint passion for

tattoo art and creative makeup.

This interview has been lightly edited.

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

To pursue what you like without
being influenced by trends. |
am conscious of not wearing
clothes like others. So if trends
were to disappear, everyone's
individuality could stand out
more, and fashion would beco-
me more enjoyable.

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

Actually, my father is a designer,
so fashion has been close to me
since | was young. Referring to
the creation part, | would like
to know how to make clothes
using CGIl and Al with the latest
technology!

p20

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

To be honest, I'm not sure about
the environmental issues ari-
sing mainly from the fashion in-
dustry, but | feel that leather and
other items made from animals
should be reduced as much as
possible.

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

I'm aware that this might not
sound realistic, but | would take
away trends. You should be
more free to do your own unique
fashion without the influences
of them.

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

Nowadays, social media is a
must. Trends have been easily
changed by influencers. | think
that is the reason why we are
so easily swept away by trends.
Since I'm also involved in trans-
mitting fashion to the world, |
hope that if | become more fa-
mous in the future, | can help
make trends disappear.



Wendy Yu's passion for fashion turned her into a
bridge builder from East to West. Heiress, inves-
tor, entrepreneur and philanthropist, she 1s a world-
wide respected ﬁgure of the Chinese fashion pano-
rama and she put herself and the Yu Holdings she
founded in 2017/, at support of Chinese des1gners
qelpmg them to spread their creativity worldwide.
In 2020, in association with the Fedération de la

Haute Couture et de la Mode and the Shan hai
Fashion Week and supportedb OTB Grou Raf
fles, Harrods and X1aohongshu she 1aunehed the

Yu Pﬂze the annual award and incubator program
to support the new Chinese ereativity.
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dCSlgﬁCfS arc already hamessmg 1mn a VaI'IC'[y Of WaYS Wthh 1S reaﬂy CXCltlﬁg »

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

| get really emotional seeing
Chinese designers succeed in
the West and seeing them suc-
ceed on the biggest fashion
stages. The young designers
from the East have so much
talent and unique aesthetics
that deserve recognition from
the world.

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

| would love to get insight into
the conceptual work behind a
collection in the initial stages.
I'd love to be in the studio
seeing how a concept materia-
lises into actual pieces through
moodboards, muses, fabric
swatches, etc. The storytelling
behind collections is always so
interesting to me.

This interview has been lightly edited.

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

| think the main areas I'm seeing
progress between the fashion
industry and the wider world
revolve around inclusion and
bridging the gap between the
East and the West. I'm seeing
more and more Asian designers
showing in the West during
fashion weeks which is very ex-
citing. I'm also seeing more di-
versity sitting front row at shows
and spearheading brand cam-
paigns. Thereis stillanimmense
amount of work to be done in
this area, but | do think there has
been great improvement.

p22

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

I'd like to see a resurgence
of pure design. | think some
brands get too caught up in
trying to do something shocking
and revolutionary that the col-
lection doesn't translate to its
audiences. My favourite collec-
tions are those in which you can
feel the passion and love behind
them.

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

| think that Al will be incredibly
disruptive in the fashion space.
These young designers are
already harnessing in a variety
of ways which is really exciting. |
don’t think Al is something to be
afraid of and | don't think it will
erase personal creativity, but it
can help in making processes
more sustainable.
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In the eyes of, personal testimonies from key ﬁgures
in the ecosystem who think and make fashion.



IN

THE

EYES

OF
DANIELLE
CILLIEN
SABATIER

Dantelle Cillien Sabatier, General Manager
of Librairie Galignani, the historic bookshop
that has been located at 224 rue de Rivol:
since 1856, has piayod a koy role in cemen-
ting its reputation as a Cosmopolitan mecting
plaoo for lovers of fine books, and in parti-
cular fashion-related publications. Here we
meet Sabatier, who shares her enthusiasm for
fashion tomes.

Whatroledofashionbooks play
in the Galignani bookshop?

Fashion hasalwaysbeenamajor
part of the bookshop’s business,
in both French and English, and
comprises photography books,
fashion shows, biographies of
fashion designers, historical stu-
dies of the industry, textile pu-
blications, monographs on the
various fashion houses, exhibi-
tion catalogues, etc. It's a cen-
tral subject for us, and we hold
around 5,000 references on the
fashion field.

How do you display them?

We showcase them regularly,
depending on current events, in
particular during fashion weeks.
We create themed showcases,
and of course, we dedicate an
entire space to them, which is at
the heart of the Fine Art depart-
ment. Next week, Diane von FuU-
rstenberg will be honoured with
the release of her book, Wo-
men before Fashion. Then we'll
be showcasing the friendship
between Christian Dior and
Christian Bérard for the book to
be published by Gallimard, Dior
Bérard, la Mélancolie Joyeuse.
We've done a lot of spectacular
fashion showcases.



« A fashion book is as much an object as 1t 1s a form of content, and it must appeal p2>
in the same way as the designers it represents. »

What has changed in recent
years?

We're seeing more production
on legacy or historical subjects,
themed exhibitions or perspec-
tive studies, whereas previously,
we were asked to produce more
photo books on a designer and
his or her catwalks or creations.
As many great couturiers have
passed away, exhibitions, bio-
graphies or simply books pre-
senting the whole of their work
have increased in number. |
could mention books on Pierre
Cardin (Flammarion), Yves Saint
Laurent (Assouline or the YSL
Foundation) or the series on
Dior based on the house's diffe-
rent designers (by Assouline),
or the many biographies on Karl
Lagerfeld (Flammarion, La Mar-
tiniere, Thames & Hudson) or
the excellent Fashion Eye se-
ries by Editions Louis Vuitton,
which often features the fashion
archives of an extraordinary
photographer, such as Jean-
Loup Sieff, Slim Aarons, Helmut
Newton, Peter Lindbergh or
Saul Leiter.

Has the audience changed?

Yes, we're definitely experien-
cing a shift in the younger ge-
neration, with a surge in young
people’s interest in fashion,
thanks in particular to the
Culture Pass that we often de-
vote to the Défilés/Catwalks col-
lection (La Martiniere/Thames
& Hudson) and the strong
trend for young people to de-
velop a real interest in fashion.

This interview has been lightly edited.

Which books have made the
biggest impact in recent sea-
sons?

The book on Pierre Cardin,
Mythe, Mode et Modernite, by
Jean-Pascal Hesse; the biogra-
phy of Karl Lagerfeld by Marie
Ottavi; the biography of Anna
Wintour in French and English;
the Défilés series, notably for
Chanel and Yves Saint Laurent;
and the spectacular mono-
graphs by Assouline on Diorand
its various couturiers (we're up
to number six with Raf Simons).

Your A-list for the season?

I'm looking forward to reading
the biography of Ralph Lauren
by Jérbme Kagan, published by
Séguier. In the fine books sec-
tion, there will be the catalogue
of the Chanel exhibition at the
V&A in London, as well as the
Défilés devoted to Givenchy.
In the Fashion Eye collection, |
would recommend Hong Kong
by Frank Horvat and Deauville
by Omar Victor Diop.

What advice would you give to
publishers?

| would tell them to keep produ-
cing books that are innovative in
form and unigue in design, and
not to be afraid to use unusual
and spectacular materials. A
fashion book is as much an ob-
ject as it is content, and it must
appeal in the same way as the
designers it represents.

Karl Lagerfeld used to visit
Galignani three times a week.
What memories do you have of
his visits?

It was an extraordinary oppor-
tunity to work for a man with
a sharp mind, a man of haute
culture above all. All the Gali-
gnani booksellers who sought
out books for him on a daily ba-
sis, the exceptional collection
that you can see in his studio,
remain deeply marked by this
zeitgeist and he remains very
present to us. We truly adored
him.
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THE

EYES

OF
SYLVETTE
LEPERS

An interview with S [vette Lepers Head of
the Creator and lmage partnerships La Re-

dOU.'[C by L&UI’CHCC Benaim

From a summer internsliip to a full-blown
career. In 1981, when she was [ust eighteen
Sylvette Lepers began her career as an intern
at La Redoute. She progressed from employee
to buyer, from head of the ready-to-wear style
office to head of the press department.
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Her curiosity and eye for detail became her
signature, and thanks to an organisation based
on co-creation at every level, she developed a
genuine trust-based relationship with the de-
S1gners. But Lepers 1S NOt |uSt an 1NNOVAtof:
through her work, she defends fashion, taste
and the desire to share the best of the best
with the general pulolie. It 1s the «loeauty at
the price of ugliness» that Maime Arnodin
and Denise Fayolle turned into a popular de-
s1gn ideal at Prisunic in the 1960:s. Today,
Le :)ers’ commitment is as much about pas-
smg on lmowledge as it 1s about d 1SCOVery and

She was honoured as a Chevaliere des
Arts et des Lettres in 2023 and has been lea-
dmg fashion and interior design collaborations
at La Redoute for more than ten years. Un-
der her leadership, the Roubaix-based e-com-

merce eompany llaS beeome d TCCOgﬁlSCd re-

ference for designers.



What was your first collabora-
tion?

It was in 2011 with Anthony Vac-
carello, following the advice of
Lou Doillon, who told me «This
boy has alot oftalent, you should
meet him.” Two years later, | pro-
posed the same thing to Simon
Jacquemus, as well as Sézane,
Balzac, Dawei, Koché, Vanessa
Seward, Mossi, Yasmine Esla-
mi and Alexandre Blanc. At La
Redoute, collaborations have
existed since 1969: there was
Emmanuelle Khanh, then Lager-
feld, Yves Saint Laurent Azze-
dine Alaia, Rykiel... | wanted to
broaden the spectrum by defen-
ding and supporting young de-
signers, from Chlore swimwear
to Jolie MOmes responsible lin-
gerie, not forgetting Sceur, The
Label Edition or even La Veste.

And the most recent collabo-
ration?

Norman Mabire-Larguier, win-
ner of the 2022 La Redoute x
HEAD-Geneve Prize (Geneva
University of Art and Design) for
a capsule collection. The desi-
gner demonstrates the power
of his world, as precious as it is
rigourous, in three radically ele-
gant black pieces. He has been
selected for this year's Hyeres
Festival. The collection, pro-
duced in collaboration with La
Redoute will be released in No-
vember.

What guides you?

As a jury member for several
schools, including HEAD in Ge-
neva, where we developed a
close friendship five years ago,
| always get the same thrill out
of discovering new talent. Plus,
[I get to] share these revelations
by bringing them to life in ano-
ther reality, that of the general
public. [It's about] creative style
at affordable prices, while de-
fending the principle of quality.

What is a priority for you?

Giving visibility to young desi-
gners, from Benjamin Benmoyal
to Kevin Germanier, as well as
to young brands like Maison
Chateau Rouge. Then there
are more unusual projects like
About A Worker, a project car-
ried out by a creative duo who
gave a voice to textile workers,
in this case employees of our lo-
gistics centre in Roubaix.



What is your way of working?

It's a collaboration that takes
on its full meaning through dia-
logue, meetings, and the crea-
tion of new designs. We're luc-
ky to have a model-maker who
understands the personality of
designers, who can grasp what
they want. | work on instinct. |
need to feel what | want befo-
rehand. | want everything to be
done with trust and transpa-
rency. La Redoute takes care of
production, shoots and commu-
nication.

How do you perceive emer-
ging creation in 20237

The more time goes by, the
more | find these young people
incredible. They are a tremen-
dous source of energy for me.
| feel they are responsible and
very clear-headed. Nothing is
easy, they know that; but they
are driven by passion.

This interview has been lightly edited.

What do you think is their se-
cret?

To innovate. Remaining flexible
and, above all, true to their DNA.
What we like most of all is to
meet a designer’s requirements,
which are strong and inspiring.
Designers come to La Redoute
to explore our fabric library, and
we find solutions together. For
example, Clara Daguin, a guest
for summer 2024, has replaced
LEDs with reflective strips. | be-
lieve in creativity, imagination
and know-how - in values that
are sometimes scorned on so-
cial media. | love meaningful
things. Passion is what drives
us. We are fortunate to be sup-
ported with tremendous un-
derstanding by the Galeries
Lafayette Group. The creative
project has a pragmatic dimen-
sion. While the principle of col-
laboration has become com-
monplace, we always try to keep
things surprising. Our luxury
is to take our time. An image is
built up very slowly and can be
destroyed very quickly. Our real
secret is passion.
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Do you have a dream?

To stage an exhibition showca-
sing all these collaborations.



IN
THE
EYES
OF
LUCIEN
PAGES

His motto 1s « Use your brainpower to think
outside the box. » Lucien Pagés is an indus-
try icon, an insider by whom talent becomes
a name to be reckoned with. He founded his
Paris office in 2006, and his label 1s linked to
the success of Colette, ]acquemus, ]W An-
derson, Courréges and many others. The list
goes on, those whose beginnings he has shared
in and supported: Vincent Darre, Olympia

Le-lan, Yaz Bukey, Elie Top, Charlotte Ches-
nais, Christelle Kocher, Charles de Vilmorin.
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Today, Lucien Pages 1S 2 style a label, a team.
It's 2 medium in its own r1ght a way of sCou-
ting, of darmg, of revealmg, of supporting,
of offering brands a g]obal and wild vision.
Working with empathy and, above all, with
an innate heartfelt oenerosity. |o make people
dream by avoiding cliches — and with style, hu-
mour and agility. On the slate this season are
23 shows, from Saint Laurent to Peter Do,

from Marni to Coperni, Sacat, Schiaparelli...



« The key factor is, of course, the Increasing pace

of di

social media. »

How do you feel about this
latest fashion week?

What prevails is enthusiasm and
vitality. There's a lot of creative
energy, but there's also a very
special, unique atmosphere. It's
like being back with your family.

gital technology and the quest for buzz through

What's the main difference
between Paris and other capi-
tals?

Paris is the undisputed leader
of the fashion capitals; it's here
and only here that you become.
| love New York and London for
the creativity they inspire, and
for finding new designers. Mi-
lan is more traditional, but it's
finally coming into its own with
brands like The Attico, Cormio
and GCDS. A very ltalian, pun-
chy avant-garde is ushering in a
new generation.

This interview has been lightly edited.

What has changed the most
since last season? Over the
lastfewyears?What has driven
this change?

The key factor is, of course, the
increasing pace of digital tech-
nology and the quest for buzz
through social media. And then
the preponderance of celebri-
ties. It's a circus, a wild ride but
one that has the world drea-
ming. There have never been
so many fans outside fashion
shows. During the pandemic,
people questioned the fashion
show. | said it would never di-
sappear because it was our very
own rock concert—and here we
arel Thousands of fans at the
gates preventing guests from
entering.
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What place do you give to in-
fluencers as opposed to the
press when it comes to invita-
tion requests?

Thereare quotasforeach house,
and everyone hastheir own prio-
rities, but it's a good mix. Perso-
nally, | need all the people who
make up our ecosystem, from
traditional media to influencers.

What keeps you passionate
about your job?

Discovering new talent and
being surprised by each col-
lection. I'm always amazed and
seduced by the creativity of the
collection concepts, the cra-
zy ideas of the designers who
tell their stories without ever
repeating themselves. There's
also the emotion and friendship
that this profession constant-
ly inspires and reinvents. There
are some wonderful people in
fashion, and we're also in an
absurd world where anecdotes
abound. In short there's always
something going on.



MAITREPIERRE SS24

SPHERE
PARIS
FASHION
WEEK
SHOWROOM

Accordingl to the dictionary, « In geometry, a
sphere 18 a'sutface formed by dots equidistant

from a poiht caed e centre. » In Paris, the

word reache/s its full dimension with a capi-

tal letter. Funded by Le DEFI and L'Oreal
Paris, SPHERE Paris  Fashion Week®
Showroot "'W;.;ts launched in January 2020
by the FEICM. With four sessions per year
(two each for men’s wear and women’s wear),
1t gathers five to eight brands at the Palais de
Tokyo. Eighty percent are based in Paris, 20

PCI’CCI]'[ from abroad.

What are the selection crite-
ria for joining the showroom?
Most important is to be listed
on the Official Calendar of Paris
Fashion Week or to have won an
international prize (Festival de
Hyéeres, LVMH Prize, ANDAM,
Yu Prize, Woolmark). Entries
are presented to a committee
of six experts who decide on
the selection for each session.
Among the designers who have
participated in SPHERE since
its debut are Arturo Obegero,
Bluemarble, Christoph Rumpf,
EGONIab, Ester Manas, Germa-
nier, Louis Gabriel Nouchi and
Thebe Magugu. More than just
an incubator, SPHERE launched
a digital platform in June 2020
with Le New Black, a partner of
the FHCM.

This season’s line-up includes
five designers: Lucille Thievre,
Maitrepierre, Rolf Ekroth, Ben-
jamin Benmoyal and Florentina
Leitner, an Austrian designer
based in Antwerp who gra-
duated from the Royal Acade-
my of Fine Arts in Antwerp and
whose prints have seduced Lady
Gaga, Kylie Jenner, Charli XCX
among others. “The collection
was inspired by the film Picnic
at Hanging Rock, she says re-
ferring to Peter Weir's 1975 film.
Hence the ultra-delicate fusion
of neo-Victorian lace and pastel
shades with edgy vegan rock
touches. SPHERE was also an
opportunity to further establish
the brand’s presence in Paris, as
shown by her collaboration with
jewellerydesignerHelena Thulin.



FLORENTINA LEINTER SS24

« Without SPHERE, | don’t think | would
have started seﬂing. The first buyers came 1n
the summer of 2021 thanks to this show. We
only had four boutiques then, but now we
have 25. » Benjamin Benmoyal

«SPHERE?It'sabigstepforward,
an achievement, » says Lucille
Thievre, from Brives la Gaillarde,
who studied at the same school
as Marine Serre. « | appreciate
the support of the Fédération
and the industry, and the oppor-
tunity to develop sales in a frien-
dly environment. The showroom
experience can be pretty tough
for young brands. Being in such
an institution, with such high ca-
libre visitors, is very rewarding.
It's an experience that lifts us all
up. » For Spring-Summer 2024,
she updated her signature co-
des: « Ultra-feminine pieces,
lots of pleats, lacing and shiny
materials, glass buckles to hold
the garments closed, » says the
Givenchy alum. « That's what
we're trying to focus on, while
remaining true to today'’s reality.
‘My Eighties’ is a tribute the pe-
riod that captivated my mother. »
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Then there’'s Benjamin Ben-
moyal, who continues to com-
bine documentary and emo-
tional dimensions. He drew
on the naturalist drawings of
Ernest Haeckel, the German
philosopher and freethinker, as
well as his own photos taken in
Yafo and Cesarea, to celebrate
« a very summery and relaxing
» season. The 33 looks mixing
jacquards with floral prints and
Berber weavings. This marks his
sixth and final time at SPHERE. «
Without SPHERE, | don't think |
would have started selling. The
first buyers came in the summer
of 2021 thanks to this show. We
only had four boutiques then,
but now we have 25. »



The creative process, the development of a collec-
tion. Focus gives a voice to the designers of Paris

Fashion Week®.




MAME
KUROGOUCHI'S
PERFECTLY
IMPERFECT
APPROACH

Maiko Kurogouchi’s shows typicaﬂy take place
1N an anonymous gallery space. | his approach
serves her ornate creations well as the space
illuminates the labour and Craftsmanship of
her garments. For Spring-Summer 2024,
however, she has switched things up. The ve-
nue will be Ogata, a sophisticated |apanese
restaurant in the Marais, which was formerly
a private mansion. Here, while ouests sip tea
and nibble on traditional pastries, the show
becomes a transportive escape to [apan, and a
more realistic experience than ever before.

p34

:—Iavmg PI‘CVIOUS]Y 1001{6(], to bamboo bas

ket-weaving, Jomon pottery, and Itapme Shi-

bort, Kurogouch1 has turned our attention to
Arita ware, a broad term for ]apanese porcelain.
[n particular, she was drawn to the imperfect,
broken, or discarded pieces that Correspond
to the Wab1 sabi phﬂosophy This translated
nto pattemed dresses using shibori dyemg
techmques embossed denim resemblmg her
favourite ceramics, and ceramic-beaded jewel-
1ery and buttons. Other highlights include
shimmering organza representing the porce-
[ain glaze and hand-painted motifs. The ou-
ting will prove as beautiful and imperfect as
creation can be.

«| draw Inspiration from ]apanese culture and
my own daily life, but | always try to let them
pass through my filter and | try to be honest
about how [ feel,» wrote Kurogouchi, In an
email.



How did you begin this collec-
tion?

This season the collection
centres around Japanese por-
celain’s rich craftsmanship and
their history of pursuing «ideal»
creation. I've always been inte-
rested in ceramics and | started
to visit Arita ware towns in the
Saga Prefecture, renowned for
early Imari pottery which har-
bours memories of the dawn of
Japanese porcelain in the first
half of the 17th century. I've
always wanted to create a col-
lection around this theme and |
finally started to delve into it for
this season.

Looking athow potteryiscreated
is like witnessing alchemy - how
familiar raw materials turn into a
work of art that can be used in
daily life is magical. | believe it
can be an inspiration for all in-
dustries.lam inspired by the fact
that the magic of beauty arises
from the world around us. This
collection is the result of my fas-
cination and | am happy to share
those memories with you.

How do you go from initial ins-
piration to execution?

| take a lot of time to field re-
search and meet new people. In
the beginning, | search for what
moves me. It's very intuitive in
a way. Then once this takes
shape, | think about what ele-
ments would be interesting to
distill and translate into design.

This interview has been lightly edited.

What part of the creation pro-
cess is the most challenging?

It's getting harder and harder
to create garments. From sour-
cing materials to production,
things we used to do in past
collections are not necessarily
possible now. | want to keep my
creation pure butthere are situa-
tions where adjustments are re-
quired. Itis challenging, but also
the fun part of the creation lies
in contemplating how to make
clothes in such situations.

What aspect of this collection
brings you the most satisfac-
tion or pride?

| cherish every process of
the things that only existed in
my imagination gradually get
shaped and becoming clothes.
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What are the values that mean
the most to you, to your brand?

Being myself and being honest
to my feelings is the most im-
portant thing. It is interesting
to see how seemingly random
events become personalised in
my mind.



PRESSIAT'S
POWERFUL
WOMEN

lt's one thing for a young designer to burst
onto the scene with a transgressive and dissi-
dent perspective that ehaﬂenges preconcep-
tions around gender, the body, and fashion.
It’s another for a young designer to distill that
eccentricity and emotion into a commercial-
1y viable operation with 1ongevity after a few
seasons. For Spring-Summer 2024, Vincent
Garnier Pressiat attempted to reconcile that
predicament without 1osing sight of his initial
(nspiration.

p36

The Pressiat muse — the femme fatale, the
diva, the Working girl — 1s seductive as they
come, her confidence unmatched. However,
n a mostly strict palette of black and white,
evocative of the quintessential Parisienne,
her look 1s also resolutely mature. Oversized
jaekets and coats are cinched at the waist with
corset detailing visible in the back, while wool
satin tailormg and 1onghne leather jackets play
into the demgner S developmg style A punki-
sh turn unfolds with "90s-inspired bomber

]aekets and klltS, Whll@ ﬂashes Of fueh51a and

violet imbue the collection with a rebellious

yet saccharine streak. Of course, the femme
fatale can’t resista ﬂesh-bearing bodyeon dress,
espeeiaﬂy orven that the show’s venue 1s a Pa-
risian nightelub. One senses that Pressiat is
reminding us that life gcts Most exciting after

dark.



« I love a self-assured woman who is afraid of nothing, and | create Clothing
for her to be most comfortable so she can take on the world » said Pressiat over

Z.oom from his Paris apartment.

What was the initial inspiration
for Spring-Summer 20247

This season, | wanted to change
the [preconceptions about the
brand]. You will see a new direc-
tion. It will be more accessible
and commercial. At the begin-
ning, it was very eccentric, dra-
matic. Now, we want this stren-
gth to come from within and to
take Pressiat from day to night.
However, as always, this season
starts with the powerful woman.
It's very much about the bour-
geois Parisienne, the people
from the 16eme arrondisse-
ment, but with a little sensuality.
To me, Pressiat is about women
who can be very comfortable in
their skin wearing strong jackets
and dresses. Every season, |
want them to be confident in
their clothes because we live in
a difficult society that they need
to be well-equipped for.

How do you begin creating a
collection?

I'm always driven by visuals [as
they relate to] the image of the
brand. | love to play with a col-
lage of references. From there,
| create the silhouettes that will
define the season. When it co-
mes to fabrics, it could be as
simple as some details | see
in the street or when | see my
friends and it can relate back
to the story of the collection. |
wonder: what if we mix certain
fabrics, destroy other fabrics,
stitch fabrics together — all the
ways we can play with different
fabrics. It's always about what |
feel at the moment.

This interview has been lightly edited.

What is the most difficult as-
pect of creation?

| think the most difficult part of
the process right now is to find
the next thing because there are
so many clothes out there.
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To what extent does commer-
ciality play a role in the crea-
tion of a new collection?

| don't always create with com-
merciality [in mind]. | worked
with John Galliano at Maison
Margiela Artisanal. It was ec-
centric, there were no limits,
and we never had to think about
being commercial. When |
started to work on my own col-
lection, | wanted to keep it like
that. But it's difficult in current
times with the cost of living cri-
sis because we need to be more
commercial. Of course, you will
still get something dramatic
from me.



METAMORPHOSIS
BY

ALPHONSE
MAITREPIERRE

' \ ‘.—‘

«Ihe starting idea was to talk about fusion.
To increase the number of codes borrowed
from different wardrobes to expiore our re-
lationship with the world...». Wide butterﬂy
Wings wrap around the body, and prints are
plaeed to play with anatomical curves as well
as flowers and leaves. Botanical eamouﬂage?
Handcrafted eoﬂages also merge with texture
effects developed using artificial inteﬂigenee.
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Inspired by all these metamorphoses, Al-
phonse Maitrepierre has designed his summer
collection: a collection shaped by the transi-
tion between past, present and future. And
by this rediscovered link with nature. The
collection’s highly structured lines and cuts
are inspired by three masters: Charles ]ames,
Cristobal Baieneiaga and Christian Dior.
«You need to be anchored in history or reaiity
to be able to create your own,» says Alphorise
Maitrepierre, who even used Quetchua para-
chute bags to create a suit jaeket that looks as
if it came out of 2 1940s haute couture atelier.

Lines of heart, lines of life. A season of
convictions and illusions, with our feet ﬁrmly
rooted in the ground and our heads in the
cloudless sky, with butterﬂy sunglasses made
exelusively by Clara Besnard from reeyeled
materials. The dawn of a promised rebirth.



MARGARET
HOWELLS
REALIST
VISION

[f content creation s waging a war on fashion,
Margaret Howell is a saviour in troubled times.
The 77-year-old British designer 15 blithely
unconcerned with having her clothes func-
tion for social media, let alone anything other
than the srmple purpose for which the were
created: to survive in one’s wardrobe for lon-
oer than a trend Cycl Unlike other dssrgners
preoccupred with likes and shares, and their

carned media value, the humble nature of
Howell’s ethos makes her an enduring fixture
in the industry. Her realist vision is unwave-
ring, a polite but firm refusal to succumb to
most external factors.
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There is nothing out of the ordinary about
Howells Spring Summer 2024 COAICCtiOﬁ
which makes her return each season a pleasure.
Asever, the aerfunctorybears a colossal Weight

over the performatrve and functron :arevails

over fuss. Her namesake Crisp men's shrrtmg
1S Tazor sharp. Washed shirts with pocket de-
tails are buttoned up under slightly oversized
tailoring. Denim dresses and 1oose-ﬁtting
trousers Possess an undeniable ease. Never
one to lose sight of a contemporancous spirit,
boxy tailored trousers have rolled up hems —
an effortless styling trick that makes a world
of difference.



« I think I'm a realist rather than a fashion designer» p40
said Howell, over the phone from her country house

in Suffolk.

What would you like us to know
about this collection?

The collection is a continuum
of what we've been doing for
years. | don't consider myself to
be a fashion designer, but | hope
that our clothes are still contem-

porary.

When | started out, | was desi-
gning what | would like to wear.
| would take traditional British
fabrics and modernise the fit of
certain garments like Burberry
raincoats. They were beautiful
but stiff. | wanted to make mine
more relaxed. | hark back to cer-
tain things but make them feel
fresh. If | wasn't a fashion de-
signer, | think | would've been
another type of product desi-
gner because I'm interested in
the suitability of a material to an
object.

Howhasyourprocesschanged
over the years?

The process is similar, but when
you grow as a company, it's
different. I'm now overseeing
three designers. Things change,
proportions change, colours
change. We're a big team now
and we work with a merchan-
diser but we keep pushing for
what we feel like. The clothes
have to match the purpose they
were designed for rather than
for an outfit. Of course, we put
them together afterwards but
it's about purpose. It's some-
times a rub when the merchan-
diser puts certain colours to-
gether; but in general, we work
comfortably between ourselves.
Also, it's merchandise-led when
you have a retail shop.

| used to draw and my inten-
tion was to design clothing that
felt the way | wanted to. When
you're in the position of design
director, overseeing a team of
people, it's harder to be direct-
ly involved in that but | still try to
keep that same feeling.

This interview has been lightly edited

What values are most impor-
tant to your brand?

It's the quality of the cloth that
interests me. | remember my
mother always talking about
good clothing and how impor-
tant quality was in that. | used to
make my own clothes and what
interested me when | started
making men’s shirts was how
to make them the best they can
be. Luckily, when | first started,
there was a factory near me so
when | placed an advertisement
in the local newspaper | got res-
ponses from amazing shirtma-
kers.

| love when we approach diffe-
rent companies that are experts
in their fields of manufacturing.
For example, it was amazing to
explore the Barbour archive and
modernise some of those items
that we found. | think | have a
strong feeling for contemporary
style and fit.



CASABLANCA
MAKES

I'TS

WOMEN'S
WEAR
ARRIVAL

Imagine the picture-perfect vignette of a
Weﬂ-appointed riad in Marrakech, its cour-
tyard [ush with [asmine and nectarines, its day
beds dotted with jewel-toned pillows as they
flank a discreet marble fountain gurglmg in
the orange tw111ght Dream up a pastel toned
tennis court set within the open atrtum of a
palace and surrounded by verdant VY. FEnvi-
sion coastal Italy 1n hazy summertime, lemon
trees and salt air fragrant in the afternoon heat.

These good life gctaway Scencs have been
Captured, over the years, in wearable form by
the label Casablanca, which leans deeply and
unapologeticaﬂy nto resort-friendly aesthetics
and visuals. In doing so, 1t has built a distinct
and much-coveted sartorial world in [ust five
years.

Casablanca was fOUl’ld@d by Charaf Tﬂj@f n

2018 as a menswear label fusing plush visuals
with  Moroccan-Parisian sensibilities. The
company has since been in expansion mode,
and, for the first time this season, is showing
its collection on the Paris Fashion Week wo-
men's wear calendar.



« Th@ aspect Of clifCStYlC’ fOI' Casablanca iS VCI‘y

important for us », Says Tajer. « It's deﬁnitely a

1ifestyle brand. 1 think we're so Complete that

pCOp:C can almost sme” What Wl” onc day bC thC
Casalalanca scent, or feel What WIH onc day bC d

Casablanca sofa.»

« It's something we had wanted
to do for a long time », says Tajer
over a Zoom call a few days be-
fore his catwalk. «ltcamevery na-
turally to us. We've already been
doing shows that are 50 percent
menswear and 50 percent wo-
menswear, so it's the same
format. We're just now in front
of a new audience.» He adds:
«Men's is about 75 percent of
our business right now. So the
goal is to boost the women's.»

Spring-Summer 2024 is Tajer’s
tribute to his « friends in Nigeria
» and the modernity of Lagos,
Nigeria's country’s biggest city.
The collection is meant to be
contemporary, appealing to La-
gos's large fashion audience,
its entertainment industries
and its worldly culture. Among
the highlights are sunset-om-
bré dyed dresses and suits, and
sportswear with green-and-
white colour schemes reminis-
cent of Nigeria's flag.

« We are focusing more on bags
and shoes for the coming sea-
sons », says Tajer about Casa-
blanca’s evolution as it reaches
the latter half of its first decade.
«And inthe future, we would love
to expand to cosmetics and per-
fume, along with other spaces,
like furniture.»
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The aforementioned dolce vita
scenes, of which many have
been depicted on jersey tees
and silken shirts (one boasting
a graphic of the now defunct
Concorde jet), have helped to
buttress the ultra-posh, in-the-
know lifestyle around Casablan-
ca. Among independent brands
out there, it offers a truly dis-
tinct feeling of immersion into
somewhere far away yet attai-
nable in tandem. For Tajer, it's
all about jet-setting through clo-
thes.



A-POC
ABLE
ISSEY

MIYAKE

At Issey M1yake they are expandmg their
presence in Paris, along with its womenswear
collection, unveﬂmg the next chapter of the
A-Poc Able project as a continuum foﬂowing
the chapter showcased in Milano durmg the

1218'[ Cdlthﬁ Ofﬂ Salone dCl MObllC WC talked
Wl'[l’l YOS}‘IIyU.kI M1yamae, thC hC&d-dCSlgﬁCI‘

'[1’13'[ gllidCS tl’lC Wl’lOlC tcam Of I'CSCE[I'Cl’lCI’S Ell’ld
dCSlgﬁCI’S WhO explamed '[hC Ol’lglﬁS and thC
CVOlUthﬁ Of thlS lﬁﬂOVathC program

The inner meaning of A-Poc is
future. Experimenting to find
new ways of creating things.
How this is developed in the
A-Poc Able project?

A-Poc was presented first in
1998, as one of the first to in-
corporate computer program-
ming to clothes making, and
introduced a completely new
concept of clothes making to
create seamless clothing for-
med in a single process from
a single thread. More than 20
years have passed since then,
and A-Poc's design and ma-
king has evolved to match the
times. To give an example of
A-Poc Able's innovative design
and making, the project «Type-V
Nature Architects» announced
during Milan Salone in April this
year applies the concept of me-
tamaterials to textiles to com-
bine origami engineering and
advanced algorithm technology,
we have created a textile that
transforms (deploys) a flat piece
of cloth into a three-dimensio-
nal shape using only the heat
of steam. This makes it possible
to produce three-dimensional
tailored jackets with minimal
sewing. In addition, the deve-
lopment of this technology will
expand the possibilities for the
design of furniture and architec-
ture in the future.

It started as «one piece of clo-
th» and then it evolved. How
do you keep the original DNA?

«A piece of cloth» is also known
as Mr. Issey Miyake's universal
concept. From an engineering
perspective, A-Poc Able's clo-
thes are designed starting from
a single thread, and we reexa-
mine every single process of
clothes making. In other words,
our mission is to explore what
Issey Miyake's craftsmanship
is all about, starting from facing
against « a piece of cloth ». We
pass onthe DNA of Issey Miyake
every day at the site of our de-
sign and making.



The body is an essential ele-
ment of the genesis of A-Poc,
howitis essentialalsoin A-Poc
Able?

What are good clothes for us?
The value of our clothes is not
just that it is an original ma-
terial. We put importance on
creating functional clothing in
which wearers can spend their
time comfortably in daily life.
A-Poc’s unique manufacturing
process allows you to design
materials and styles in advance
on a single piece of cloth. You
can design items that match
each others, such as stretchabi-
lity and breathability, according
to the movement of the body.
The most important thing in our
manufacturing process is that
clothes are completed when
people wear them.

Since the beginning every
single step of A-Poc has been
the spark for the next chapter.
Which are the next ones for
A-Poc Able? Could you dis-
close something you are wor-
king on?

A-Poc’'s design and making
can be connected to any field.
While working with various ex-
perts across all genres such as
science, art, medicine, space
engineering, etc., we will explore
the future of clothing.

Rather than designing clothes
based on a theme or image for
each collection, we take enough
time to research and develop
each project. Instantaneous
ideas and creations are impor-
tant in the field of fashion, ne-
vertheless we would like to take
our time and enjoy respectfully
making new products.

How A-Poc and A-Poc Able
care about environment?

A characteristic of A-Poc’s ma-
nufacturing is that one piece of
clothing is woven into a single
piece of cloth in advance. We
can produce any guantity you
need, whetherit's 1 piece or 100
pieces. Through manufacturing
methods suitable for small lots
and a wide variety of products,
it is possible to control and pro-
duce only the appropriate quan-
tity that is needed in the market.
In addition, the «Type-I| MM pro-
ject» to be announced in Paris
will use a material developed by
Sony focusing on rice husks as
a biomass material to propose
black formal wear as a new va-
lue of black color. We always
collaborate with partners to
select materials with a low en-
vironmental impact, and put
importance on making clothes
that can be worn for a long time.

The process is an important
part of the project as this will
be the categorization method.
Would you explain it?

A-Poc Able does not drastically
change either the theme or the
design and style of its clothes
every season. For example, we
believe it is important to make
products made from A-Poc’s
unigue process, such as Pleats
Please, which can be worn for
many years. Material making
and techniques continue to be
refined and developed. It is also
an important issue for brands to
consider sustainable manufac-
turing systems with suppliers
who support our manufacturing.

What are you going to present
this Paris fashion week?

We will hold an installation-style
exhibition titled «So the Jour-
ney Continues.» Many people
are involved in making a single
piece of clothing. We introduce
behind-the-scenes of A-Poc's
clothes making, which is diffi-
cult to convey in a moment on
the runway through the latest
documentary footage along
with the magnificent world of
music. Creating the unknown is
similar to a journey or an adven-
ture. | would like to share with
everyone in Paris the joy and
wonder of the exciting world of
design and making.
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AVELLANO’S
LATEX
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The latex drama unfurling on the runway at
Arthur Avellano’s Spring-Summer 2024
show at the Institut du Monde Arabe erystal-
lised an extraordinary year for the young de-
signer. Having won the Pierre Bergé Prize
at the 2023 ANDAM Prize (a €100,000
infusion of funds into his nascent operation
along with mentorship from lLacoste CEO
Catherine Spindler) He was also the cos-
tume desrgner for a new production at the
Paris O era Ballet. He brmgs these worlds
together for his show, which features an ope-
ratic voice as models ﬁle down the catwalk in

tarlormg and evenmgwear — thC SCXy YC'[ Cl
gant POWCI' dI’CSSlﬁg '[1’121'[ 1’1218 beeome SlgﬁﬂtUI'C

A srgmﬁeant development this season 1s that
Avellano s Workmg with a new latex supplier

on board, allowing him to develop his own
colours. He gravitated towards gold to repre-
sent the gﬂded interior of Palais Garnier and
platinum to evoke statuesque beauty. He ma-
nipulated the latex to emulate snakeskin and
astrakhan.

At the core of Avellano 1s a sustainable phi-
1osoph built around his fabric of choice
which ha ppens to be brodegradable Moreo-
ver, people mrght not realise that latex is ac-
tuaﬂy natural fibre. Everythmg 15 produeed

on a made to- OI’dCl" basrs — fOI’ Nnow — by d

small team of artisans in his Paris atelier. His
ereativity and commitment show no signs of
slowing.



« Our customers and celebrities are more in-

terested 1n spending Money on an expensive,
unique dress rather than a t-shirt » said Avel-

lano, over Zoom, from his Paris studio days

bﬁfOl’C thC ShOW.

What would you like us to know
about this collection?

I'm continuing with the style of
the last collection, which is very
dramatic and based around red
carpet dressing and tailoring.
It's about being elegant and
sexy. We're pushing it further
with  more dramatic dresses
with long trains. We're also ex-
perimenting with transparent
effects with the latex to create a
sexy look.

How do you take the collection
from initial inspiration to exe-
cution?

At the beginning, | work around
the colours. Since the last col-
lection, | found a new latex sup-
plier. Before this, | would buy
latex with pre-made colours, but
now | can create my colours and
patterns. |'ve been able to deve-
lop gold that looks like the inte-
riors at the Palais Garnier, and
other metallics like platinum
and silver. With the new factory,
| can send them ideas and they
can develop exactly what | want.

Afterwards, | start to draw the
silhouette and the shapes of the
collection take form. From there,
| try to imagine a character for
each look. Then we fit the looks
and then it's on the runway. It's
a methodical process.

This interview has been lightly edited.

To what extent do you think
about commerciality when de-
signing your collections?

For the moment, | don't design
with commerciality in  mind.
With my old brand, | made com-
mercial pieces, but it didn't real-
ly work. Now, | make what | want
to do and I'm selling more than |
ever did before.

But | am starting to think about
developing something more
commercial because | need
bags or something. The issue
with the business now is that it's
like a wave. There are currently
a lot of interesting projects hap-
pening but next month or the
month after might look quite
different.
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What part of the creation pro-
cess do you find the most
challenging?

The budget. | have so many
ideas, but when you're a young
brand, you don't have the finan-
cial capacity to make exactly
what you would like to do, which
can sometimes create a lot of
frustration. Especially for me, |
work with a lot of bigger brands,
S0 seeing what you can do with
a big budget makes me think
about it more.

What values are most impor-
tant to your brand?

Latex is a natural, biodegradable
fabric and we make the material
here in our studio in Paris. We
don't work with big factories and
we don't do big production runs.
Some brands will say they're
green but it's not true. We try to
protect the planetin what we do.

Also, | don't make the team
work overnight or on weekends.
Some of the big brands in Paris
have very stressfulenvironments
and | don't understand that. We
always try to have a good vibe In
the studio.



SPRING-SUMMER
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2024

READY-TO-WEAR

SHOW

« This Spring-Summer 2024 Ready-to-Wear

collection1san ode to 1iberty and to movement,

and tellsa story thathasits origins inthe gardens

of the villa Noailles » explains Virginie Viard.

A short distance from the sea,
up in the hills of Hyeres, Charles
and Marie-Laure de Noailles’
modernist villa, designed by the
architect Robert Mallet-Stevens
in 1923, bathes in sunlight. Its
many terraced gardens, sur-
rounded by bays through which
the landscape is cut into just
as many images, offer an idyllic
freedom.

Facing south, the villa's volumes
and outdoor spaces — from its
cubist chequered garden to
its sunken flower beds - light
up the Spring-Summer 2024
Ready-to-Wear collection with
an intense vitality. The exhilara-
tion of light and colour, the pro-
fusion of geometric patterns,
the play of contrasting asymme-
tries, patchworks, lines, checks
and stripes give rhythm to a col-
lection that sets out its own idea
of elegance and insouciance,
components of the allure so
dear to the Artistic Director of
CHANEL's Fashion collections.

There are dressing gowns in
multicoloured, black or pink
tweed, and jackets in striped
terrycloth of every colour. Suits
in neoprene, dresses and trou-
sers in lace are adorned with
floral motifs. This joie de vivre
extends to short dresses and a
top in sunray pleats, navy blue
Bermuda shorts with grey, white
and red stripes, and double-
breasted jackets worn open
with hands in pockets.

“Sophistication and informality,
the tweed throughout the col-
lection, sportswear and lace: |
tried to bring one thing and its
opposite together in the coolest
way possible. And the gardens
and swimming pool of the villa
Noailles, that exceptional set-
ting, lend themselves to that
rather well.”
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Bathing suits, organza baby-
dolls, sportswear and evening
dresses all take the same sun-
kissed path. Here, clothes are
liberated from constraint and
emancipated from structure.
Waists are low, heels are flat.
Suits are lightweight and very
supple: no epaulettes, no li-
nings. Gilet-jackets, cardigans
worn like dresses with a sense of
freedom, trousers with pockets,
bloomers, bows and pleats com-
plete this study of life in motion.
A certain idea of sensuality per-
meates the pieces — dresses,
shirts, petticoats, bra tops - in
black organza, whose transpa-
rency permits endless layering.

References to Marie-Laure de
Noailles and Gabrielle Chanel,
united by their strength of cha-
racter and friendships with the
artistic avant-garde, come to-
gether in the black sunglasses
adorned with gold chains.

Buoyed by an ambiance of joy,
sport and celebration, the ele-
gantly carefree Spring-Summer
2024 Ready-to-Wear collection
is an invitation to enjoy life in the
fresh air.
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PREMIERE
VISION:
DESOLINA
SUTER

« A trend involves a lot of information and tiny

bits of intuition. » Desolina Suter, Fashion

Director, Premiere Vision

Desolina Suter has spent her
career between France and lIta-
ly, at the forefront of the fashion
and textile industry. A graduate
of the Ecole Nationale Supé-
rieure des Arts Décoratifs in Pa-
ris and founder of Uragano Stu-
dio, a creative direction agency
based in Milan, she took over
as Fashion Director of Premiére
Vision in January 2021. Suter
anticipates tomorrow’s trends,
materials, and consumer habits,
with an increasing focus on sus-
tainability.

Suter is a pioneering spirit. A
graduate of the Arts Décoratifs
in Paris, she began her career in
the world of home furnishings
at Habitat. Still keeping one foot
in France and the other in Italy,
her passion for design and crea-
tion led her to contact a legend,
Giorgio Armani. «I wrote a let-
ter to Mr. Armani to launch the
Home range.» She stayed with
Armani for almost five years, the
line was launched, and shops
opened all over the world. This
led to her establishing her own
Milan-based agency, Uragano
Studio, dedicated to fashion,
home and decoration. She then
met Premiere Vision and be-
came fashion correspondent for
ltaly.

« | wrote a letter to Mr. Armant. »
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«Irends are a lot of information and tiny bits of

Intuition, Not somethingyou simply make up.»

Her role as fashion corres-
pondent for ltaly for nearly 15
years enabled her to gather in-
formation from players of the
ltalian market, feeding into the
Premiere Vision international
workshop. Premiére Vision is a
key player in the textile industry,
bringing together fabric manu-
facturers, industrialists, and de-
signers. With over 1,300 exhibi-
tors each season, its choice of
materials is based on an extraor-
dinary process of coordination.

AtPremiere Vision, Suterand her
team work ahead of the show to
anticipate market needs. They
coordinate seasonalthemesand
develop new communication
channels to better target how
information reaches the wider
world. Fashion spokespeople
from every country (Spain, Ger-
many, lItaly, etc.) gather infor-
mation, trends and innovations.
They then sit around the table to
analyse the similarities, the links
and differences between the
different cultures ahead of the
next showroom.

«Fabric is 2 medium
that involves so
many hands and so
much expertise »

Suter insists on the importance
of « telling new stories and pro-
posing alternative means of
consumption to lead people
towards other modes. » Pre-
miére Vision creates a real sy-
nergy between exhibitors, en-
couraging collaboration and
mutual enrichment. She em-
phasises the importance of this
collaborative approach: « Fabric
is a medium on which there are
so many hands working, from
choosing the yarns to spinning,
weaving and finishing. It's a
complex process that requires
harmonious cooperation. »
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« Many efforts are being made towards sus-

tainability, with new and alternative fabrics. »

The fashion industry is evolving
with an increasing focus on sus-
tainability and the search for
alternative materials. « There's
always innovation at each edi-
tion, » says Suter. We're seeing
more and more use of alterna-
tive fibres and natural materials.
A space for unused stock has
also been thought up, so that
everyone can serve themselves.
« Each exhibitor will be able to
provide young brands and desi-
gners with leftovers from their
collections. » Ecology is inte-
grated into the creativity of the
collections; it's all about being
aware of a global approach «that
doesn't prevent any highly crea-
tive approachtothe collections.»

Premiere Vision, more than
just a trade show, promotes
collections, creates synergies
between industry players, and
helps to shape the future of
fashion and textiles. Suter em-
bodies this vision thanks to a
career dedicated to exploring
the avant-garde and anticipa-
ting tomorrow's trends.



TRANOI
HINSEGAE

To mark the launch of their BtoB platform,
‘kfashion82 curated by SHINSEGAE' the

cult Korean department store chain Shinsegae
(13 department stores 1n South Korea) took
over the Palais Brongniart and presented, in
a dedicated space, a selection of /7 Korean de-
SIgNers to be found on their platform:

How is the power of korean
showbiz helping young korean
brands?

Currently, various brands with
creativity, not just limited to do-
mestic Korean trends as K-show-
biz is being globally recognized,
are launched every year, while
only some new brands that are
sensitive to internal trends in
Korea could survive in the past.
The common point of newly
launched brands is that they all
have their own confidence that
they can be understood among
Millennials and Gen Z even if
they are not fit to Korean trends.

What is the plus of korean
creativity?

The creativity in Korean fashion
trend is that brands have added
traditional Korean sense based
on Western apparel style. Al-
though the fashion has been
westernized forabout 100 years,
it also has its own feature based
on Korean emotion and its his-
tory. The creativity of Korea,
which is welcomed globally, has
proved its power over K-pop,
K-beauty, and K-food.
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Is it an aesthetic language that
could be understood in the
western countries?

As most of Korean fashion de-
signers developed designs and
had education based on Wes-
tern apparel style, except for
some Hanbok(Korean traditio-
nal clothes) designers, | believe
the creativity mentioned above
could be accepted in Western
countries as well.

What tools could be used to
enter European markets?

We're now planning 3 ways to
introduce Korean fashion to
European market including de-
partment store, boutique, on-
line commerce, showroom, etc.,
The first way is to take partin a
trade show or exhibition related
to K-contents, secondly, to open
an offline pop-up store through
a distributor or showroom, lastly,
to let customers experience and
purchase fashion items through
online platform at any time and
from anywhere.



L OREAL
PARIS
BRINGS
TOGETHER
BEAUTY
AND
FASHION
WITH
RUNWAY
SHOW

TOI]I h'[ marks '[hC SlXth Cdlthﬂ Of’[hC L Oreal

ADaI“IS DCﬁlC '[hC monumental fashmn and

Aaeauty show staged by the brand durmg Paris
ﬂas}non Week

This year, the theme was “Walk Your Wor-

th” taking once again the brand’s world-re-
nowned tagline “Because you’re worth 1t to
new heights.” |Last year, the event was watched
[ive by 150 mullion people on social networks,
with fourbillion views across all platforms. This
year, for the first time, L' Oreal Paris invites
people to live an immersive experience of Le
Defilé on Roblox. With a runway construc-
ted on the forecourt of the Eiffel Tower, this
year 1s poised to be the most memorable yet,
as models and ambassadors wear creations by
fashion houses and designers such as Vik-
tor&Rolf, Elie Saab, Atlein, Ester Manas,
[Lecourt Mansion and Ludovic de Saint Ser-
nin. Here, L'Oréal Paris International Gene-
ral Director Delphins Viguier-Hovasse and
French model sensation Cindy Bruna, an
ambassador since 2020 who will be wearing
2 made-to-measure dress by Viktor & Rolf,
discuss what the event represents to them and
how beauty and fashion in randem can have
an uplifting 1mpact.



Cindy, you have been a L'Oréal
Paris ambassador since 2020.
How did this adventure start?

Cindy: | felt part of a team and a
family very quickly. | grew up with
L'Oréal Paris products. When |
joined the brand, | really realised
how far-reaching it was, and the
values that | completely share. |
used to say the slogan «I'm wor-
th it» to myself in front of the mir-
ror when | was growing up. And
now to be part of it, to find myself
on the other side of the screen,
Isagreathonouranda greatres-
ponsibility. There's this weight
of representation and celebra-
tion of diversity and sisterhood
embodied by the brand. For me,
my values and theirs have come
together. The fight against gen-
der violence, which is also one
of my fights, with a book that
I've written [Le jour ou j'ai arré-
té d'avoir peur]. Thanks in parti-
cular to their Stand Up Against
Street Harassment programme,
which is their brand’s cause, |
was able to find out more about
this subject. I've become even
more aware of it, even though
it's something |'ve experienced
myself. It goes beyond beauty;
it's a message, a fight, a show of
values.

Delphine, why have you de-
cided to promote these values
even more?

Delphine: | like to say that L'Oréal
Paris is a brand for women on
the move, who want to rise intel-
lectually, socially and physical-
ly. Having them walk is putting
them into action. It's not a din-
ner, it's not an exhibition, they're
walking. And we're a partner of
Paris Fashion Week because
we support young designers
by doing make-up for their first
shows. This gives concrete ex-
pression to our partnership with
Fashion Week.

Cindy, do you feel that this
show is different from desi-
gner shows?

CB:What's differentisthe acces-
sibility. It's one of the first fashion
shows to be open to the pubilic.
Before, fashion shows were for
the fashion elite, but now it's a
gathering where everyone is
invited to celebrate women, to
encourage them to be aware
of their values, their self-es-
teem. It's a gathering of women,
passionate about fashion and
beauty, from every background.

Delphine, in your opinion, how
is female empowerment lin-
ked to fashion?

DVH: | think beauty is power, it
makes you feel better. When you
put on a garment, when you put
on make-up, when you arrange
your hair, you look better than if
you don't. Beauty is a power and
physical appearance makes you
feel good, gives you confidence.
It's not the only thing of course,
but it's the firstimpetus that gets
you moving and allows you to
dare. There's a very strong link
between physical appearance
and power.
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CB: | have the impression that
it's about choice. The choice to
wear blue lipstick if you want,
or red or nude, and to take res-
ponsibility for it. To choose your
hairstyle, the way you want to
present yourself to the world.
It's a freedom of expression. We
can all make different choices.



Delphine, the show intended
toemphasise that L'Oréal Paris
is at the forefront of fashion?

DVH: We want to show that
L'Oréal Paris is a brand of Pari-
sian excellence. The brand was
bornin 1908 in Paris, the capital
of fashion. There stillaren't many
challengers. The show demons-
trates what we can do in beauty,
hairdressing, fashion and Haute
Couture. It's definitely a source
of pride for France.

Cindy, do you have any memo-
riesofyourfirstFashionWeeks?

| was scouted when | was 16 and
did my first fashion show when
| was 18. | came to Paris during
the school holidays. | learned
and did my first tests. | did my
first showroom at Alaia. | didn’t
know how to walk in heels. At 18,
| decided to move to Paris and
start my career. What really pro-
pelled me into fashion was New
York Fashion Week with a Calvin
Klein exclusive. | was the first
Black woman to have this ex-
clusive. Then | went on to Paris.

This interview has been lightly edited for length

Delphine, how will you mea-
sure the success of this event?

DVH: Obviously the number of
views, the impact on social me-
dia, in the press. | can see that
every young person around me
wants to attend. Doing things
that are entertaining and fun;
they give emotion. Of course, it's
also a business, and the fashion
show boosts product sales.

indy, how does it feel to see
yourself on posters all around
Paris?

It's still surprising! | saw them
as | was driving with my mother.
We went round again and took a
video!



LYSE
DROUAINE,
DS

X
METIERS
D'ART

2023
WINNER

DS x METIERS D’ART brings to light

traditional know-how, key to creativity and
innovation. | his competition, hosted by a
prestigious jury, 1s dedicated to promotmg
the mtelhgence of the hand and ensuring 1ts
transmission. Lyse _)rouame winner of the
second edition, sculp s i ht. A raduate of

Duperré in 2012 and founder of the LUX-
DAWN brand in 2019, her atelier is located

in the Cit¢ de la tapisserie 1in Aubusson, a

I’CﬁOWﬁCd FI”CHCI’] centre Of craft CXCC”CHCC.

How would you define your re-
lationship with light?

I've been working with light
since | was a student. It's a phy-
sical and symbolic relationship:
in utero, the foetus perceives va-
riations in light, which are very
subtle and muted. This light en-
folds us in a state of well-being,
security and warmth. Luxdawn
or ‘dawn light' refers to this mo-
ment of awakening, this state of
absolute grace, and infinity. In
practice, adding light to woven
materials for interior design pro-
jects reconnects us with this pri-
mitive and universal experience.

To what extent did working
with a car as a support stimu-
late your creativity?

The technical constraints of the
competition, linked to the shape,
volume and illumination of the
calanderobject, meantthat|had
to weave using specially adap-
ted tools, a new technique and
a combination of weaving and
tapestry. | also had the oppor-
tunity to work with DS Automo-
biles’ CMF (Colours, Materials,
Finishes) department during the
competition, which allowed me
to explore new ways of working
with my material.



Why ‘Incidence’ as a project
title?

In physics, the word ‘incidence’
refers to the meeting of a ray of
light and a transparent surface.
| usually work with materials
made of optical fibres or diffu-
sing fibres. But the competition
rules required a different me-
thod: backlighting. A luminous
screen was placed behind the
surface to be worked on. The
name «Incidence» evokes this
idea of transparency and the
handling of light.

Could you tell us about the re-
search you carried outtocome
up with the final version of the
project?

One of my main objectives was
to enhance the brand’'s logo,
which is central here. The pro-
cess of creating ‘Incidence’
took several steps, including
sampling, finding finishes, and
adjusting the weave to fit the
object. The weaving is based on
a gradient pattern, developed
using CAD tools, and fine-tuned
after several sampling phases
and extensive research into fi-
nishes. The project took a total
of five months of work, marked
by the various selection steps in
the competition.

What does Paris Fashion
Week® mean to you?

DS Automobiles, which pro-
motesexceptional French crafts-
manship, is an official partner
of the event. It's a unique op-
portunity for the major fashion
houses and emerging desi-
gners to unveil their collections
through catwalk shows and
presentations, in both physical
and digital formats. | remember
a fashion show in March 2021,
when DS made cars available to
Coperni to ensure that the show
could happen despite the sani-
tary crisis. Paris Fashion Week
thus becomes an opportunity to
encourage encounters between
different artistic fields.
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A CONVERSATION WITH pS7

In partnership with Kitten Production and Sheriff

CLICKON THE PAGE TO WATCH THE Projects, Paris Fashion Week shows the ins and
CONVERSATION outs through designer INLETVIEWS.




p2 p>8 REBECCA
MARDER

&

JEAN-PIERRE

BLANC

- CHANEL

« It's 2 house that 1s very loya] to the artists 1t fol-

lows that lift people up, that nspires them » An

exclusive conversation with Chanel Ambassador
Rebecca Marder and [ean-Pierre Blane, Gene-
ral Direcror of Villa Noailles.

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


https://www.fhcm.paris/en/news/a-conversation-with-rebecca-marder-jean-pierre-blanc

P P> WITH
MARIE

ADAM-

LEENAERDT

« We create surprise with cuts, music or so-
methmg else. Always create surpﬂse timelessness
and Concc:ptuahty » An exclusive conversation

Wlth Mane Adam Leenaerdt ICOI' Pﬂl‘lS Faslnon
WCCl( .

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


https://www.fhcm.paris/en/news/a-conversation-with-marie-adam-leenaerdt

p60 WITH
HARRIS
REED

« So, the first show 1s about making an impact

that \\Ye I’C hCl’@ and A\ e I'C not gOll”lg anywhere »
Aﬁ CXC]USIVC COﬁVCl’SEIthﬁ Wl'[]"l HaI'I'IS RCCd AI’-

tlSth DII’CC'[OI” Of Nma RICCI, fOI’ PZII’IS F&Sthﬁ

Week .

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


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

p83 pol WITH
CASEY

CADWALILADER

- MUGLER

« Mug]er 1S NOt 2 passive brand, it 1s not one to
be pohte it 1s not one to be quiet. And so | [ust
wanted everyone to get excited » An exclusive
conversation with Casey Cadwallader for Paris

Faslnon WCCl(

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


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

p83 p62 WI'TH
LAURA

AND

DEANNA

FANNING

- KIKO

KOSTADINOV

« | think there should be like 2a key part of the

collection that we enjoy Wearing and we want to
wear » An exclusive conversation with Kiko Kos-

tadinov for Paris Fashion Week .

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


https://www.fhcm.paris/en/news/a-conversation-with-laura-and-deanna-fanning
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