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Paris Sull Holds
The Dream

With 23 nationalities represented on the Calendar,
Paris Fashion Week Manages to sustain its power of
attraction. From major established houses to expert-
mental, avant-garde designers, awide range of cultures
and aesthetics come together in the capital, painting
an eclectic scene. s this a reflection of the times?

pO1
CFCL's minimalist knitwear aesthetic has been presented in Paris for
several years, and this season, the show will take place on the ope-
ning day of Fashion Week. Founded in 2020 by Yusuke Takahashi,
who previously worked for Issey Miyake, the brand makes its runway
debut with pop-colored knitwear resulting from computer-developed
3D technology using certified, sustainable polyester yarns. A few
hours before CFCL, Vaquera hit the catwalk. With its subversive crea-
tions combining rave and grunge culture, the New York-based label
made the move to Paris Fashion Week® two years ago and is now a
fixture on the calendar.

From one aesthetic to another, from one idea of fashion to another,
the Paris calendar manages to bring together increasingly eclec-
tic visions, as though refuting the notion of fashion as an example
of standardisation. The possibilities are endless, and this is also due
to the diversity of cultures. This includes the return of Belgian duo,
Ester Manas, known for their body-positive creations, and Swiss la-
bel VETEMENTS, which shook up the fashion world in 2015 with its
post-Soviet aesthetic.

Fashion Weeks modelled on those held in Paris, Milan, London and
New York have been springing up in capitals around the world for se-
veral years. Yet Paris remains an essential crossroads. This is the city
where the profession of couturier was invented in 1848, and which
opened up internationally from 1973 onwards by welcoming Kenzo
and Issey Miyake, then six talented designers from Antwerp (Raf Si-
mons and Ann Demeulemeester among others), and the enfants ter-
ribles (John Galliano and Alexander McQueen) from London who par-
ticipated in the revival of the fashion houses bought by LVMH in the
1990s. Today, some of the biggest names on the international scene
choose Paris: the Olsen sisters and The Row's subdued luxury, or
MiuMiu by Miuccia Prada, named Lyst Index Brand of the Year 2023.

In the collective work «19 regards sur la mode» (Institut Francais de Ia
Mode), management science professor David Zajtman explains that
few other capitals manage to maintain their status because «few ci-
ties are regularly visited by fashion industry professionals.» Whether
it's major buyers, key media or influential personalities, this ecosys-
tem reassures many young designers.



Supporting young designers

This is notably the case for Spanish designer, Paula Canovas Del Vas,
who launched her eponymous brand in 2018 after studying at Cen-
tral Saint Martins: «l spent 12 years in London, where | studied and
founded my brand. This enabled me to develop a strong visual iden-
tity, but at a certain point it wasn't enough. | also had to sell. And I've
always had showrooms in Paris. | quickly realised that it was by in-
tegrating this scene that | would be able to develop and perpetuate
the brand» she emphasises. In addition to the support structures for
young brands, the designer notes the presence of numerous prizes:
ANDAM, the LVMH prize and the D'Hyeres festival, all of which provi-
de opportunities for meetings, exchanges and business and creative
partnerships for start-up brands.

Having founded her brand in 2020, Meryll Rogge is based in Belgium
and presents in Paris every season. «Even if life [costs] in Paris re-
mains high, it's still possible, unlike in other major capitals. This is an
important factor for young people to be able to launch their brands,
and | find that many manage to emerge in Paris. And this young dyna-
mic infuses the whole system.»

Innovation and craftsmanship P02

Rogge adds that the promotion of craftsmanship is an attractive fea-
ture specific to the capital, which is developing several projects to
safeguard and promote this work, notably via the 19M. For Canovas
Del Vas, craftsmanship is an essential way of thinking about sustai-
nable fashion: «The higher the quality of the garment, the more people
will like it and want to wear it for a long time. To develop my shoes, |
need 8 craftspeople. It's a lot of time and work, but it's essential. My
priorities are quality and comfort. | dedicate a lot of my energy to this,»
she explains.

Indeed, the Parisian scene is abuzz with artisanal proposals, whether
it's the long opaline dresses meticulously handcrafted by Roisin
Pierce in her studio in Ireland, or the knitwear adorned with traditional
embroidery by Maxhosa By Laduma, founded by Laduma Ngxokolo
from South Africa.

Cultural emulation

But Paris is also a global myth, nurtured by a palimpsest of represen-
tations — from the writings of Baudelaire to the films of the New Wave
— and most recently the Emily In Paris series. This, in turn, feeds the
imagination. «l have a deep love for this city, which has been my dream
destination since | was very young. | love French films, like those by
Gaspar Nog, and I'm fascinated by Paris’s rich history, associated
with romance, poetry, art, music and, of course, fashion. Presenting
my work in Paris is therefore of considerable importance to me,» ex-
plains Chinese designer Di Di, who founded her eponymous brand
in 2018 in China before moving to Paris, where she feels «surroun-
ded by talented people.» Paula Canovas Del Vas also enjoys meeting
artists from diverse artistic and craft worlds, like her friend the cook
Zelikha Dinga, who leads the highly creative catering company Caro
Diario, often present during Paris Fashion Week® dinners and events.

An economic and cultural crossroads, Paris always manages to se-
duce. It remains to be seen what inspirations the ecosystem will
arouse this season.

Manon Renault



A FEEL FOR FASHION p03

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.
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Elsa ]anssen is the Director of the Musée Yves
Saint Laurent Paris and head curator of the cur-
rent exhibition, Sheer: The diaphanous creations of
Yves Saint Laurent that continues througﬁq August

25, 2024, From the finest sheath of black chiffon

to soft cascades of tulle, the multitude of silhouettes

on view capture the couturier’s avant-garde vision
of revealing and eoneealing the feminine form. Be-
fore ArrIving to the museum in 2022, she was the
director of cultural events at the Galeries Lafayette,
where she realised exhibitions in collaboration with
Hans-Peter Feldmann, Maurizio Cattelan and
Xavier Veilhan. A]ong with Anne Dressen as artis-
tic advisor and Pauline Marchett overseeing the ex-

hibition des1gn ]anssen has conceived an eye-ope-
nmg fashion focus that is often in [uxtaposition with
artists such as Man Ra and Francis Picabia. As the
fashion shows oct underway, this 1s must-see exhibi-
©Thibaut Voisin tion where the designs stand the test of time.



<<Can YOU. suggest d fashion mantra fOl’ ’24> LCSS iS morc.»

What excites you in fashion
right now?

| am amazed by the fact that
young designers keep on drea-
ming and developing their own
singular universe — no matter
the context. They keep pursuing
ideals of beauty and manage to
create moments of grace. | have
been particularly touched by
what we see happening on the
catwalk, such as the latest show
by Jacquemus at the Fondation
Maeght.

What is one reason to be op-
timistic about the state of
fashion going forward?

In today's world, | observe a ge-
neration of emerging designers
eager to reinvent fashion and
its old processes. Being very
conscious of the collateral ef-
fects of the textile industry or
the over-production of some
fashion brands, they look for re-
cycled, recyclable material as
much as upcycling older gar-
ments. Somehow, | see a parallel
with Yves Saint Laurent working
with the best textile manufactu-
rers of this time to give life to his
creations.

This interview has been lightly edited.

In what ways do you think Al
might benefit fashion?

| think it opens many possibili-
ties | am not entirely aware of.
| imagine it can help develop
creative designs beyond the hu-
man’'s mind and vision. Techno-
logies are a tool that can prove
incredible, | think of what Iris
van Herpen did to imitate the
world of nature. Her exhibition
at the Musée des Arts Décora-
tifs really highlights a way to use
all means available to develop
avant-garde clothes.
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Many of Saint Laurent’s crea-
tions are as relevant today as
ever. How does some fashion
transcend time?

Saint Laurent has been active
during an extraordinary period
of change from a social point
of view, and consequently from
a fashion aspect. He was the
key player in this revolution of
fashion designs aiming to serve,
magnify and empower the wo-
man of the 20th century. This
means highlighting her figure,
as much as giving her freedom
in her moves according to a new
contemporary lifestyle. Among
the iconic looks that illustrate
these strong ideas are the tuxe-
do, see-through pieces, jump-
suits or the saharienne. Yves
Saint Laurent proves genius in
creating timeless pieces. Just
like works of art, of music or of
architecture, his designs trans-
cend their context of creation
and remain relevant through
time. We observe that they have
also been disseminated and
reinterpreted across all levels of
the fashion industry. Since their
very first appearance, the sil-
houettes fancied by Yves Saint
Laurent have symbolised the
perfect balance between ele-
gance and originality.



Xavier Romatet spent his early career in marke-

tmg, advemsmg and communication followed b a
pwot to Condé Nast, where he eventuaﬂ became
vice chairman of Conde Nast Intemauonal These
credentials made him well-suited to become dean
of Institut Francais de la Mode mn 2019. Carrying
on the legacy of foundmg pres1dent Pierre Berge

he has tr1pled the number of students, from 400 to
1300 transformmg IEM into one of the most im-

portant French fashion schools and one of the most
fespected worldwide. Students of [FM’s Masters of

Arts present their Graduate Show on the opening

day of Paris Fashion Week.




Can you suggest a fashion mantra for 24? «Never give up.»

What excites you in fashion
right now?

Fashion itselfl The way fashion
IS constantly renewing its crea-
tivity and exploring new terri-
tories. At IFM, I'm impressed
by the passion our young desi-
gners demonstrate towards this
profession and their ability to
bring it to ever-renewed dimen-
sions year after year.

What is one reason to be op-
timistic about the state of
fashion going forward, es-
pecially concerning young
people?

We've beenreceiving 30 percent
more applications every year
for the past three years for our
fashion design courses at [FM,
with profiles from all over the
world coming from incredible
backgrounds. Careers in design
and management continue to
attract and inspire the young
generation, who wish to make a
difference. This new generation
uses design as a means of ex-
pressing their own sensibility,
attracting ever larger commu-
nities of young people. I'm fas-
cinated by fashion’s ability to
adapt to the times and embrace
society as it is, amidst its trans-
formations and crises.

This interview has been lightly edited.

Considering Al, do you think
this might benefit fashion?
What is the perception among
young generations?

Al will definitely have an impact
on fashion. At IFM, we encou-
rage our students, including de-
signers, to use Al to familiarise
themselves with its uses. For
the past two years, we've been
asking our Masters students to
use Al to create one look they
feel is most representative of the
latest Paris Fashion Week. The
results are amazing, showing
them both how difficult it is to
use the prompt properly, and
the strengths and weaknesses
of Al as a generator of creative
ideas. Al can facilitate and sup-
port many creative uses, but it
will never replace the human
hand, which is essential and at
the heart of the creative pro-
cess in fashion. I've noticed that
young people at IFM are aware
of this balance that needs to be
found.

pO7/

Who or what will drive the
greatest change in fashion this
year?

Of course, more needs to be
done on sustainability, which
is much talked about but not
acted upon quickly enough be-
cause the issue is so complex.
But creativity will always serve
as the guiding force behind
fashion, perpetuating its appeal
and igniting desire.

What impact might you hope
to have on fashion through
your work?

At [FM, we train 1,300 students
in craftsmanship, design and
management. I'm fascinated by
the shared passion thatdrivesall
these students, who come from
70 different countries, cultures
and backgrounds. This creates
a wealth of knowledge and an
appetite for progress. Education
has an incredible impact, and
I'm well aware of our responsi-
bility to train the young people
who tomorrow will be running
this industry, making a decisive
contribution to its development.
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Lyna Valérie Ahanda pOSSesses the kind of soft
power that 1nvolves mega celebrities and 1uxury

fashion houses. Based between Paris and LA, the

Cameroonian joumalist and consultant has been

Working with international talents for more than
two decades, brokering deals that range from global
campaigns to MmMagazine COVErs and brand collabo-
rations. Occasionally, her [nstagram will hint at a
pro]ect with ]ustm Bieber or Rihanna; but Ahanda

1S pr1mar1ly d paragon Of dlSCfCthﬁ AS d ]OU.I”I]EI]IS'[

ShC fOU.ﬁdCd hCI’ OoOwn ubhcaﬂon, LURVE maga-

zine, which has featured the likes of Naomi Cam-
pbeﬂ, Cliara, Solange Knowles and Laetitia Casta

on 1ts covers.
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In what ways do you think Al might benefit fashion? «I have no idea. I like to live in the real world.»

What excites you in fashion
right now?

To see more body types on the
runway, on magazines Covers.
More brands dressing all bodies
on red carpet. More inclusivity
in general. There was this big
shift after George Floyd's death.
Every brand decided to take a
stand, but it actually took a few
years for that to materialise on
the runway and in campaign. |
feel like the conversation is final-
ly taking a significant turn. It is
certainly not perfect and some
brands still don't get it, but the
majority of them try. You can
see that shift with more brands
working with artists or athletes.
And also, the funny association
between fashion and the mu-
sic industry. That is the power
of street culture: customers
and sales play a huge part in a
brand’s success, but over the
past few years the public opi-
nion or what we call «hype» has
become way more important.

What is one reason to be op-
timistic about the state of
fashion going forward?

The world is changing, slowly
but surely. The idea that fashion
will stay the same is impossible.

Designers are less political
nowadays, but | think that trends
are making a bigger impact.
So what we see on the runway
translates to meaningful mo-
ments in the streets. People are
bolder, more creative.

Who or what will drive the
greatest change in fashion this
year?

Martine Rose. She is everything
| love about fashion. She is the
present and the future.

Can you suggest a fashion
mantra for '24?

| think more than ever before,
it's «Be whoever you want to be.
Fashion allows us to fantasise
the idea that we have of oursel-
ves. To put on a costume for the
day or forever. To break rules. To
dream about being someone
else even ifitis just for a second.



©Mok Jungwook
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Among the most respected creatives in the industry,
Stephen Gan arrived in New York in the early "80s
and pursued a degree 1n photograph at Parsons New
School of Design. In 1991, he founded the collec-

table and must-have pubheanon Visionaire, along
with model Cecilia Dean and make-up artist James
Kaliardos. The issues were highly conceptual, avai-
lable only in limited edition and impossible to get.
The magazine was also a playground for boundless

expression through images and collaborations with

brands and artists, well ahead of others. In 1999,
Gan launched V, the bimonthly and more affor-

dable spin-off, where he 1s still editor-in-chief des-

pite departing from Visionaire in 2014. Gan 1s also
the creative director of Elle US since 2018.



What excites you in fashion
right now?

Anything that showcases FAN-
TASY. People want to dream
again.

What is one reason to be op-
timistic about the state of
fashion going forward?

That there are new visionaries
being born every day. Maybe a
future Richard Avedon or Chris-
tian Dior is graduating from
school right now.

In what ways do you think Al
might benefit fashion?

In dreaming up fantastical crea-
tions before they are made.
Think of Al as a sketchbook.

This interview has been lightly edited.

Who or what will drive the
greatest change in fashion this
year?

| do not know exactly, but defini-
tely someone is needed to come
along and show us new ways of
looking at things.

pll

What impact might you hope
to have on fashion through
your work?

In my field, it would be to leave
magazine issues that younger
generations will pick up one day,
enjoy and learn from.



©Hayato Takahashi
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Keishan was born in the countryside near Nagano,
]apan in 1997 She is a transgender female model
who 1s actively engaged in changing ]apanese society
that has generaﬂy been closed to the LGBTQIA+
community for too long. She was scouted while
Working at an apparel shop n Tokyo and started
appearing as a TV personality in 2017, Traveling
to New York for the first time in 2019 to build
her modeﬂing career, she experieneed an openness
that motivated her to return to ]apan and ﬁght for
equality. She is the first transgender female model
in a UNIQLO advertising campaign and was also
featured in the Loewe advertisement in ]apan tied
to 1ts DOth anniversary. In 2023 she made Forbes
]apan’s 30 under 30 in the category of Art, Style

& Social.



Can you suggest a fashion mantra for "24? «Fashion trends move too quickly; the same old fashions will
eventuaﬂy return. So | would like to express myself through fashion and | believe that a new era awaits

me beyond my expression.»

What excites you in fashion
right now?

| get very excited when a desi-
gner shows me new values or
conveys a fashion moment that
changes a stereotype.

What is one reason to be op-
timistic about the state of
fashion going forward?

| feel we are looking forward to
seeing certain old rules change.
Human rights issues could even
start changing through the clo-
thes [people wear].

This interview has been lightly edited.

In what ways do you think Al
might benefit fashion?

With artificial intelligence, we
can quickly see what is tren-
ding, so | think we can drop
some pointless topics and dedi-
cate our time to more valuable
things.

Who or what will drive the
greatest change in fashion this
year?

Hunter Schafer. She broadened
my transgender horizons. | am
very honoured to know her.

What impact might you hope
to have on fashion through
your work?

| don't know what you think
about the current fashion situa-
tion, but | didn’t see it as having
the right approach to a diverse
society. As a transgender per-
son, | aim to change all these
stereotypes.
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Named editor-in-chief of Marie Claire (US) in [une

[ast year, Nikki Ogunnaike 1S AMONg a NEW wave of
women driving fresh relevance across fashion titles
(The Washington Post saluted her and her peers in
a recent collective proﬁl e). Previously at Harper’s
Bazaar in the role of senior d1g1tal director, she has a
strong followmg through social channels and an all-

around style that resonates with younger readers. In
this new chapter for the reliable women'’s magazine,

Ogunnaﬂ{e s direction s1gnal broader representa-
tion of faces and voices through fashion, beauty and
News coverage, while appearing sharper and more

©Paola Kudack accessible than ever.



Can you suggest a fashion mantra for "24? «Slow down, think criticaﬂy.»

What excites you in fashion
right now?

There seems to be a new guard
of fashion designers, editors,
and stylists entering positions
of influence and power in this
industry. As someone who is
a part of that change, this ob-
viously excites me. But generally
speaking, | also just love seeing
new perspectives.

What is one reason to be op-
timistic about the state of
fashion going forward?

Change is hard, but change can
be exciting and good! Seeing
creative directors at storied
Houses like Alala, Ferragamo,
Bally, and Gucci continue to play
with new ideas and codes of the
House makes fashion fun.

In what ways do you think Al
might benefit fashion?

Al is only as good as the people
who create it. | hope when inhe-
rent biases come to light, the in-
dustry will work to remedy them
by diversifying who they hire and
the kind of content that is made
and in turn scraped for Al's be-
nefit. One thing | hope does not
continue is using Al to replace
key collaborators like models of
colour or plus size.

This interview has been lightly edited.

Who or what will drive the
greatest change in fashion this
year?

Changes in Al and social media
platforms will drive the greatest
change in fashion. In America,
we're entering into an election
year. That will certainly affect
the fashion industry in one way
or another—there's no way
around that.

plS

What impact might you hope
to have on fashion this year?

Anytime you interact with Marie
Claire, it should feel like you're
in a group chat of your most
ambitious friends. | hope to wi-
den the scope of who is a part
of that group chat—from the
people who are represented on
our site and in the pages of our
magazine to the kinds of stories
we tell.



©Acielle/Style du Monde
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If you read the collection reviews on Vogue Runway,
you have surely come across the writing of Tiziana
Cardina. Reporting from her home city of Milan
with dispatches from Paris, she is a critic for the
indispensable fashion platform and a contributor to
Vogue.eom more generaﬂy. Cardini’s insightful ob-
servations bring us closer to the designers and their
creations, while her previous collaboration with
Vogue [talia under Franca Sozzani attests to her vast
understanding of the industry, past and present.
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«Fashion 1s a resilient, elastic creature. It adapts and evolves. It will always offer 1magination and comfort

to even the harshest reality.»

What excites me in fashion
now?

This isn't a moment for ‘exci-
ting fashion.” There's too much
turmoil in the world for fashion
not taking notice. Designers are
looking to the everyday, making
the ordinary extraordinary, wor-
king on wearability and pragma-
tism —all while keeping the ma-
gic. It's a difficult exercise that
puts their creativity to the test.

What is one reason to be op-
timistic about fashion going
forward?

Fashion is a resilient, elastic
creature. It adapts and evolves.
It will always offer imagination
and comfort to even the har-
shest reality. It has also become
a place of convergence for other
creative media: art, music, en-
tertainment. Fashion is innately
vital.

This interview has been lightly edited.

In what ways do you think Al
might benefit fashion?

Al is a great tool to experiment
with. Fashion has always been
able to absorb innovation, so
it will play with Al as long as it
serves its purposes of refreshing
creativity. Fashion is fickle and
fast — and technology, too. In
the future, they'll both move to
the next level in some different
form.

Who or what will drive the
greatest change in fashion this
year?

Luckily, | don't have a crystal ball
so | cannot make predictions
that most of the time happen to
be inaccurate or proven entirely
wrong. There are no fixed tra-
jectories in fashion, as fashion is
determined by so many external
factors that cannot be pinned
down in one clairvoyant sen-
tence. Yet the state of today’s
world will surely be a driver for
change - both in creativity and
consumption.



Based in Paris, Venya Brykalin has been the edi-
tor-in-chief of Vogue Ukraine since 2023 once the

magazine returned to print after the outbreak of the
war. Beyond developing a trenchant editorial vision
(he previously worked as a stylist and joumalist for
Elle, L'Officiel and L'Officiel Hommes), he has
shown how fashion can function as an act of re-
sistance and coordinated Tripolar, a series of Paris
pop-ups 1n support of Ukrainian art and fashion.
On Sunday, Brykalin and Vogue Ukraine will pre-
sent Ukraine Today, a raw and impaetful photo es-

say by Brett Lloyd.



Can you suggest a fashion mantra for 247

What excites you in fashion
right now?

Humanity. People telling perso-
nal stories and engaging with
their audiences in a sensible
and intelligent way.

What is one reason to be op-
timistic about the state of
fashion going forward?

We see some great examples of
designers and talent in general
who have the courage and the
capacity to stay true to who they
are and what they believe in.

In what ways do you think Al
might benefit fashion?

| would love to see how it can
be applied to tech and func-
tional and sportswear design
practices where science and
engineering solutions can push
the realms of design further.

This interview has been lightly edited.

«Less 1s forever more.»

Who or what will drive the
greatest change in fashion this
year?

The Algorithm. Social media has
totally transformed the mecha-
nics of how we consume infor-
mation and how and what sells
in this way. Thus it's transfor-
ming what is designed and how
it's done. This is incredibly inte-
resting to watch.

pl9

What impact might you hope
to have on fashion this year?

[Vogue Ukraine] is a speck of
dust in the vast cosmos. But I'm
hoping we make a great maga-
zine that inspires people and
creates room for optimism.



Based in Berlin, Alec Leach is an author whose

cogent book, The World is on Fire But We're Suill
Buying Shoes (Casimir Books, 2022) delivers an

eye- and mind-opening manifesto that addresses
consumerism and online culture as they ultimately
impact the planet. The former style editor for l—ligl]
Snobiety pens a Substack newsletter exploring sus-
tainability and ways to bring about lasting Change
in fashion, and contributes op-eds to publications
such as the Business of Fashion.



What excites you in fashion
right now?

Menswear is in such a great
place right now; it feels like no
matter your tastes, someone is
making some really great clo-
thesto cater forthem.|'mahuge
fan of the kind of things brands
like Our Legacy, Mfpen and
Stussy are making, but it feels
like wherever you look there's
something interesting going on,
whether you're into prep or goth
or streetwear.

Can you suggest a fashion mantra for 24?2 «We're in this together.»

What is one reason to be op-
timistic about the state of
fashion going forward?

So many of the industry’s insti-
tutions are falling apart in front
of our eyes — legacy media, in-
dependent brands, multi-brand
retailers — but the one hope I'm
clinging to at the moment is the
fact that people are starting to
really work together to figure all
this out. The Condé Nast Union,
the Black in Fashion Council,
the Fashion Act (which I'm a
part of) — these are all great
examples of people coming to-
gether to fight for a better future,
and that's something that gives
me hope. Working with people
Is also awesome! This whole
ivory tower, «you can't sit with
us» mentality is so ridiculous,
and it makes people miserable
— even the people who benefit
from it.

This interview has been lightly edited.

Who or what will drive the
greatest change in fashion this
year?

People!

p21
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Alissa Aulbekova and Paula Sello are a passionate,
out-of-the-box fashion duo based in London. Inno-
vators to the bone, the two creative directors foun-
ded auroboros.co.uk in 2018, a digital [atform that
arm to push the boundaries of dressmg by mergmg
haute couture, technology, sustamab1hty and science
—all through a strong female-led vision. Aulbekova
studied Fashion Communication & Promotion at
Central Saint Martins and has lectured at Harvard

Business School while Sello graduated from both
Goldsmiths University and the Fashion Technolo-
oy Aeademy. They appeared on Forbes 30 under
30 in 2022 under Art & Culture.
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Can you suggest a fashion mantra for ‘24?2 «Our fashion mantra for 2024 1s Nature-Tech.»

What excites you in fashion
right now?

As a creative director duo, we
are deeply inspired by the ra-
pid advancements in Al and the
development of new materials.
The pace at which technology
IS integrating into our daily li-
ves, becoming more ambient,
excites us. It's the potential for
technology to harmonise with
nature, transforming our eco-
logical relationships, that fuels
our creativity. We are committed
to leveraging these innovations
to foster a more optimistic view
of the future, one where huma-
nity coexists with nature and
technology in a sustainable and
enriching way.

What is one reason to be op-
timistic about the state of
fashion going forward?

Our optimism stems from our
ongoing efforts to pioneer a new
wave of sustainable fashion.
We're energised by the shifting
attitudes among Generation
/ towards more sustainable
fashion choices, be this through
vintage shopping, a resurgence
of DIY, or digital fashion. This
gradual change signals a promi-
sing future for fashion, one that
we're eager to influence. With
Al's transformative power, we're
at the brink of a new era. It's a
thrilling time to be part of the
fashion industry, as we stand
on the cusp of a consciousness
shift that impacts everything
around us.

This interview has been lightly edited.

In what ways do you think Al
might benefit fashion?

Al revolutionises the creation of
fashion imagery, making what
was once a costly and labour-in-
tensive process accessible to
many. While some may view this
as a threat to traditional jobs, we
see it as an exciting evolution.
Embracing Al allows for unpre-
cedented creativity in garment
design, with unexpected and
fresh results akin to collabo-
rating with an alien mind. It's a
journey into the unknown, and
we invite everyone to embrace
this future positively, as we col-
lectively teach and shape this
burgeoning Al consciousness.

Who or what will drive the
greatest change in fashion this
year?

We hope to be the catalysts for
the greatest change in fashion
this year!

What impact might you hope
to have on fashion through
your work?

Through our work, we aspire to
transform the way people envi-
sion and engage with fashion.
We want to inspire dreams of a
future filled with beauty, hope,
and joy, irrespective of the
challenges our world may face.
Our legacy aims to be one of
enduring beauty, inspiring indi-
viduals not just on Earth but po-
tentially in other solar systems
or planets. We dream of a day
when our designs, embodying
the essence of «Nature-Tech»
are worn across the universe,
making those who wear them

feel beautiful and strong.
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Their names are Charles de Vilmorin, D1
Du, Florentina Leitner, Lucille Thievre, Al-

phonso Maitrepierre, Paolina Russo and Lu-
cile Guilmard. Among them, winners of the

Zalando Visionary Award 2023 and finalists
of the Woolmark Prize and the LVMH Prize.

Their names are a cosmopolitan raﬂying cry,
the conquest of difference over uniformity,
and the proof through creativity that an ar-
tisanal and responsible approach today 1s an
asset for the future.
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Supported by DEFI and L'Oreal Paris,
S here Paris Fashion Week' is a creative hub,

an OPCI] bOOk Of POSSlbllltICS WhOSC pages WIH

C)C on displa at thC Palais dC TOl( O frorn FC

bruary 28 to March 5. «Be yourself» is D1

.)U. S Motto fOI' thlS S§€as0on, suggesting that 1mn-
leIduallty €XP1’CSS€S ltSCIf WlthOUt COl’lStl'alﬁt



Colours dance on the white
page. with these emerging
brands, the line becomes reality,
the imagination materialises un-
derthe sun of eco-responsibility.
Charles de Vilmorin is introdu-
cing his ready-to-wear collec-
tion, exactly four years after his
dreamlike figures set Instagram
alight. DIDU, a brand founded in
2019 that is expanding in Paris
as well as Shanghai, is inspired
by the very artistic side of things:
«This Fall-Winter '24collection
is a fusion of inspirations bor-
rowed from the artistic worlds
of Mark Rothko and the poetic
allure of Edgar Allan Poe. | want
to take the public into a dark
and romantic world, adopting
a slightly gothic aesthetic that
builds on the elegance of the
previous season.»

Charles de Vilmorin

Didu

Florentina Leitner

p26

In September 2022, Florentina
Leitner, a graduate of the Royal
Academy of Antwerp and a for-
mer collaborator of Dries Van
Noten, won the Emerging Talent
prize at the Belgian Fashion
Awards. Two years later, her
colourful style burst forth in a
winter dedicated to Marie An-
toinette, «one of the most em-
blematic Austrian women in his-
tory» she says. «The collection
embodies the spirit of a modern
Marie Antoinette: a chic, confi-
dent woman who loves dogs,
bows and a touch of glitter.
Pastel colours — light pink, blue
— mixed with brown tones and
darker colours.»



SPHERE means new begin-
nings, new projects and new
dreams in the making. «The
SPHERE showroom is a great
opportunity for me, as a brand,
to meet international buyers
and journalists, who are some-
times difficult to reach on their
own. I'm really pleased to be
able to be part of the showroom
and to be featured alongside so
many other emerging brands.
The team is fantastic and really
helps to put brands in touch with
fashion journalists and buyers»
Leitner says. Her fashion motto
for 20257 «A girl in a dress em-
broidered with sequins dashing
around with girly rococo snea-
kers on her feet.» Biker jackets
and baroque velvets collide In
an inspiring mix and match,
blending historical references
and modern flair. Without doubt,
the promise of the moment, of a
neo-baroque and narrative aes-
thetic.

Lucille Thievre

Maitrepierre

Paolina Russo

p2/

From the ethical drapes of Lu-
cile Thievre, who previously wor-
ked for Hermés and Givenchy,
to the floral motifs of Alphonse
Maitrepierre, who sublimates
recycled fabrics like a magician,
craftsmanship frees itself from
the picturesque to enter a world
that is both familiar and unfami-
liar, full of surprises and feelings.

«Luxury is a sensation, a touch.
You feel it when you see the ef-
fort that goes into the pieces, so
in a way, it's the love and time
that goes into making things.
It's also a lifestyle, which isn't
just about being expensive, but
also about being selective in
what you consume, in what you
identify with. It's a timeless style,
not just a fashion statement»
concludes Di Du. «Presenting
my work in Paris is of great im-
portance to me. First of all, it's
the most prestigious fashion
week in the world, which allows
me to present my creations to a
wide audience. Secondly, being
in Paris continually reignites
my passion for what | do. And
finally, I'm surrounded by ta-
lented people and artists, which
always keeps me motivated and
inspired for good.»



The creative process, the development of a collec-
tion, the stylism... Focus gIVES 4 VOICE O the desi-
oners and key creative indviduals of Paris Fashion

W€€k®.



ROBERT
MERCIE

- CREATIV
FRE
SPIRIT

(1] (4 A

The act of creation encompasses work, mo-
tivation, and liberation. This s exempliﬁed
by Robert Mercier, an independent artisan
who has collaborated with |ean Paul Gaul-
tier, Maison Margiela, Balmain, Schiaparel-
[1, Mugler, |eanne Friot, and crafted some of
the most viral pleces 1n recent years.

«Our story begins within the
intricacies of the French edu-
cational system. From adoles-
cence onward, young students
must choose between the ge-
neral high school and the tech-
nical high school, between the
‘intellectuals’ and the ‘manual
workers'. The issue lies not so
much in this inherently acade-
mic distinction, but in the social
disdain it generates. ‘We were
called the fleabags, recounts
Robert Mercier with a wry smile,
redirected towards this techni-
cal track because he was seen
as non-academic and too much
of adreamer. Among the options
offered by his school - Accoun-
ting, Auto Repair, Leatherwor-
king — «the choice was quickly
made.» He chose leatherwor-
king, out of resignation. Freshly
graduated, he heads towards
the Louis Vuitton workshops to
become a trunk maker. But rea-
lity sets in, as it was the last year
when military service was man-
datory in France. He was then
asked to join the saddle-harness
department of the Republican
Guard in Paris.

p29

The Republican Guard, then
Louis Vuitton, Hermes, Celine:
Robert honed his skills among
the most rigorous. In 2015, he
founded his own venture, Gie-
nah, named after a star in the
Raven constellation, at the tip of
the wing. ‘It's always been my
animal, since forever, he says.
An ode to discretion, to this bird
of the shadows, like this passio-
nate craftsman for whom exter-
nal recognition is only a conse-
guence of his work, never a goal
in itself. Perhaps that's the key
to success, never aiming for glo-
ry but letting one's work do the
talking.



«I mould fantasised bodies. | can do cosmetic

surgery without pain.»

«| truly have a dialogue with the
material, it is not poetry.»

His career in fashion began
with Jean Paul Gaultier, who
asked him to create a woman's
body moulded in leather. «I had
a week to make it in my studio.
I'd never done that before.» This
first challenge launched a se-
ries of fruitful collaborations.
Balmain (Olivier Rousteing),
Schiaparelli (Daniel Roseberry),
Ann Demeulemeester (Ludovic
de Saint Sernin), Mugler (Casey
Cadwallader), the collaborations
follow one another. Each time, a
three-way conversation begins,
between the Artistic Director,
the artisan and the material. «l
explaintothemthatit'sthe mate-
rial that will lead to a technique.
| truly have a dialogue with the
material, it is not poetry.»

«There are two ways of recrea-
ting a body. Either I'm given the
measurements and | sculpt, or
| plaster the body and recreate
from that mould» explains the
man who never wants to do
the same thing again. «l need
something new, | don't want to
do it again. It's this drive for no-
velty that drives him to constant-
ly reinvent himself. | get bored
very quickly» says the man for
whom design remains nonethe-
less the best antidote against
boredom. Pregnant women’s
bodies for the Jean Paul Gaul-
tier Haute Couture collection by
Olivier Rousteing, muscular tor-
sos for Schiaparelli, a feather as
a statement top for Ann Deme-
leumeester by Ludovic de Saint
Sernin: Robert Mercier carves
and rethinks the body.

This interview has been lightly edited.

«I'm happy to take part in fashion
moments.» Clothes truly exist
when they are worn and embo-
died. In 2021, during the pre-
sentation of Denis Villeneuve's
film Dune at the Venice Film
Festival, Zendaya appeared in
a draped leather dress. At first
glance, it feels like a wet fabric,
billowing against the skin. The
dress is by Balmain, designed
by Olivier Rousteing. When Ro-
bert Mercier shared his proto-
types on Instagram, Zendaya
reached out to him, and social
media went wild. Highlighting
the intelligence of the hand is
what turns a garment from a
practical object into a work of
art, a conceptual object. It hu-
manises the piece, making you
realise the work that went into it.
That's what builds the myth of
a garment. Add a touch of gla-
mour (Zendaya, Beyoncé, Bjork
- he has worked with all three)
and you have a stone added to
the road traced by the history of
fashion, of a fashion house. «I'm
happy to be part of fashion mo-
ments» he confides.
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One day, Casey Cadwallader,
Mugler’s Artistic Director since
January 2018, follows him on
Instagram. Without thinking, |
sent him a message: «When are
we working together?» no hello,
straight to the point. The answer
was even more straight forward:
«Now.» The next thing he knew,
Robert was in their offices, and
he was asked to dress Beyoncé
forher2023 world tour. Although
the singer made her tour a per-
manent fashion show, switching
designer looks every night, one
look recurred regularly: the bee,
signhed by Mugler, conceived
by Cadwallader and crafted by
Mercier. When she wasn't wea-
ring it, it was being repaired,
because she was rocking it on
stage. It was painted by a friend
of mine, a panel beater. The ni-
cest compliment | ever received
was when someone said to me,
‘It looks like a piece from the
Mugler archives.



When I'm Working, I'm hyper-conoentrated,

it’s like being In a trance.»

During Haute Couture Week in
January 2024, Maison Margie-
la Artisanal staged a masterly
show. Remember the porcelain
and leather collars? «To catch an
Artistic Director, you have to im-
press him.» To achieve the por-
celain effect with leather, Mer-
cier began by making plates. He
sends the teams a parcel full of
porcelain plates, which fold up
magically. «It's a secret, I'm kee-
ping the technique to myself.»

Mercier works alone in his ate-
lier, a stone’s throw from Paris,
and his productivity defies all
odds. «lt takes 19 hours to make
a Kelly. When | worked at Her-
mes, it took me 9.50 hours.» He
produces pieces at breakneck
speed. «When | was making the
draped dresses, | draped in my
sleep. | enter deep into the tech-
nigue. And I'm the first one to be
Impressed by what comes out.»

«People can copy me, | don’t mind.» p3l

This interview has been lightly edited.

On social media, he attracts
younger people who want to fol-
low in his footsteps. «l tell them
that | didn't start by dressing
Zendaya, | started by working.»
|deas, even revolutionary, are no-
thing without perfect execution.
«Today, the technique comes to
me spontaneously, but I've craf-
ted a lot of Hermes bags!» he
exclaims. Because once you've
mastered the game, therulesare
no longer the same. Try talking
to Mercier about transmission
and he'll just shrug and smile.
«When | explain to students how
| work, they reproduce what | do.
That's not the point, you must
not get stuck in that.» Of course,
there's no need to fear plagia-
rism; this creative artist, always
on the lookout for something
new, will already have had new
ideas before a copy is even pro-
duced. What Mercier appre-
ciates most about his work is
his freedom. | love my job and
that's why | protect it. And in the
end, | could focus on other arts,
or other material. «People can
copy me, | don't mind.»

The distinction between ar-
tist and artisan has not always
existed. The separation occur-
redwhen anintellectual, referen-
tial, and conceptual dimension
elevated the role of the artist at
the expense of the craftsman,
who was then relegated to the
realm of practicality and concre-
teness. Some, like Robert Mer-
cier, restore the noble reputa-
tion of craftsmanship, allowing
younger talents to begin their
formation as soon as they wish,
without fear of being mocked.



VICTOR
WEINSANTO
- TURNING
GRIEF

INTO
BEAUTY

© Matthieu Delbreuve

This interview has been lightly edited.

«Iransformer le Chagrin en beaute»

How did you envision this col-
lection? Its materials? Its co-
lours?

Initially, it arose as a tribute to
Daphne Guinness, one of the
first people to support me, when
| started in September 2020.
She's an icon whose image
keeps gracing my moodboards.
And then, to be honest, in Oc-
tober, | experienced the loss of
someone very dear to me, Ro-
main Eugeéene, a painter, photo-
grapher and founder of 35 37.
This is a way for me to mourn.
This collection is a bit special;
it's not overly cheerful, but it's
like a passage, an acceptance,
a cycle. So | used a lot of lace,
which echoed a black widow,
with touches of bright colour,
like glimmers of hope and opti-
mism. | wanted to honour emo-
tions that may lie in the realm of
sadness. Let's say it's a meeting
between Daphne Guinness and
Cindy Lauper.

p32

The key look?

A draped, sculpted wedding
dress themed on witchcraft and
Medusa.



How do you define WEINSAN-
TO DNA?

There's always drama, whether
it's funny or sad. | like that thea-
trical side. | like the irony. | like to
play with humour. Weinsanto is
cabaret, but also the construc-
tion, the contrast between the
characters, from the ultra-sexy
to the ultra-opulent. No fear of
exaggerations, volumes, taking
up space. | like the very visual,
graphic side. There's something
architectural about the propor-
tions. Multiply the big swings,
between the corset and the ex-
tra-large, combining the two.

And Weinsanto woman?
That's the name of my dog, a
Cavalier King Charles (the dog
from Beauty and the Tramp),
who I've just adopted.

This interview has been lightly edited.

You created your brand in
2020. How far have you come?
What have you learnt?

I've learned that I'm tenacious.
Like Jeanne Friot, Alphonse
Maitrepierre, Kevin Germanier
or Charles Vilmorin, we were
lucky to have received help and
support. | feel very grateful and
very lucky. We've also realised
that we still have a long way to
go. I'm lucky enough to be able
to play and carry on creating.

p33

What about the eco-responsi-
bility aspect of this particular
collection?

We're always very pleased to
work with Nona Source. Se-
venty percent of the collection
is made from deadstock fabrics.
Sophie Hallette gave us se-
cond-hand lace, which means
we have some beautiful pieces
in the collection.



© Matthieu Delbreuve

How did you conceive the
show?

| didn't know where | was going.
| wanted to pay tribute to Ro-
main, to transform his grief into
beauty. | wanted people to be
moved.

What are you fighting against?

We're bringing a fairly common
message when we talk about
acceptance. We'd like people’s
attitudes to change. I'm fighting
for the freedom to be yourself,
without feeling constrained by
intolerance. Minorities are ta-
king up more space and feeling
heard. We still haven't achie-
ved true gender diversity on
the catwalks. Drag queens are
booked as «talents» but not of-
ten as runway girls.

This interview has been lightly edited.

What's your favourite weapon?

| don’t necessarily have one. But
| do have shields: my dog, my
husband, my pillars.

Your dream for 20247?

For the brand to grow. To keep
my business going while feeling
creatively free, while remaining
a child.
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Weinsanto signifie Vin Sacré.
Qu’est-ce quivousfait pétiller ?

L'humour . Le sourire des gens,
avant méme qu'ils m'aient dit
bonjour.



MATTER p35
AND
SHAPE:
THE
NEW
DESIGN
SALON
BOWING
IN
PARIS

An innovative design salon 1s set to unfold in

Paris’ ]ardin des Tuileries from March 1-4,
alongside Paris Fashion Week'. Dan Thaw-

ley, eminent author-editor-curator, has been
appointed creative director of this initative
powered by WSN, spotlighting the expansive

naturce Of dCSigﬁ. ©Ronan Bouroullec



The very word design is an
open treasure chest, as it en-
compasses fashion, architec-
ture, technology, and creation
in general. It's the art of concei-
ving, combining savoir-faire and
creativity. This blend embodies
Thawley's personal and sensi-
tive approach to creation, which
took root in his native Australia,
where he closely monitored in-
dustry evolutions. «l was adop-
ted by the internet» he quips.
He then flew to Europe, where
he entered the fashion industry
«at a very young age, by mode-
ling and styling.» Antwerp, Lon-
don, Paris — he built his vision
across these European fashion
hubs. In 2010, when he took the
reins of A Magazine Curated By,
founded in 2001 by Walter Van
Beirendonck, he discovered «a
multidisciplinary approach with
the magazine.»

He observed a vibrant conver-
gence of some of the most crea-
tive minds, such as Francesco
Risso, Delfina Delettrez, Simone
Rocha, Thom Browne, Grace
Wales Bonner, Lucie and Luke
Meier, Iris Van Herpen among
others. These were «people
with strong opinions and a high
taste level» that fascinated him
and allowed him to witnhess the
«wide hybridity in fashion, the
way industry has developed.»
That array of experiences natu-
rally led him to pilot the creative
direction of an innovative and
unprecedented design salon.
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«We only selected thirty-three designers.»

Matter and Shape presents the
work of thirty-three carefully se-
lected designers. The curated li-
neup features renowned names
like Rick Owens, the ongoing
collaboration between Sacai
and Astier de Villatte, Flos and
Charlotte Chesnais, alongside
emerging talents fromall around
the world - France, Japan, Italy,
Colombia, South Korea, Spain,
and beyond. «It was important
to keep it international; I'm an
expat» says Thawley, citing «the
flourishing French art market»
as a driving force. Having dedi-
cated his careerto meeting crea-
tives, Thawley initially compiled
a list of participants. «l made my
shortlist of key players — compa-
nies | came into contact with.»
In the meantime, an open call
was initiated. The result was this
assembly of designers who «fit
aesthetically together but ne-
ver met and have never had the
conversation, soitisinteresting.»

Fashion designer Rick Owens
will unveil an exhibition by the
French-American artist Scarlett
Rouge, alongside a selection of
bronze and crystal objects from
the Rick Owens Object Collec-
tion. Additionally, RDAI, the his-
toric architects of the house of
Hermes, will present an exhibi-
tion of their B2B service Mate-
rial Curator, showcasing their
cutting-edge material research
facility available to decorators,
architects, and designers.



Matter and Shape introduces a
new concept to the design fair
landscape by emphasising im-
mediate and short-lead delive-
ries for showcased products.
The idea was not to solely bring
together creations «with a 5-fi-
gure price tag» but to attract
and gather the aesthetes at-
tending Paris Fashion Week®,
«the modern consumers who
want to buy a handbag but also
have a beautiful interior» asserts
Thawley. It was important to us
that this happened during Pa-
ris Fashion Week® because the
press, buyers, creatives, desi-
gners are all gathered in Paris at
that time. There is a confluence
of design enthusiasts, people
interested in beautiful things.
Whether you're an established
designer, a gallery owner, a de-
corator, or a student, this venue,
which is free to access if you re-
gister online before visiting via
their website, is open to enthu-
siasts of artistic flair.

«lt was important to us that the salon happens during Paris Fashion Week .»

«ltisa place to meet people, to make 1t happen.»

p3/

The venue was conceived as an
agora, a place «where designers,
creatives can meet and for stu-
dents too» explains Thawley,
recalling: «I didn’'t know anyone
when | started out in fashion.»
For the salon’s first edition, the
design of the space was entrus-
ted to LA-based architect and
designer Willo Perron of Per-
ron Roettinger Studio. Yes, the
same one who, last year, de-
signed the staging for Rihanna's
performance at the Super Bowl
or Jay-Z's concert at the Fonda-
tion Louis Vuitton. However, visi-
tors will be welcomed in a much
more intimate setting. «My idea
was to have a cocooning place»
explains Thawley. «l felt like this
place should be quite neutral,
no logos, no corporate texts,
and light coming from the out-
side.» With a central space to
gather and attend conferences,
a restaurant by We Are Ona
(«already sold outl»), and a bou-
tique, Thawley aimed for «a fee-
ling of lightness, and for people
to feel comfortable being there.»



CREATIVE
EMOTIONS
EMERGE
AT

MOSSI

For Fall- Winter 2024, Mossi Traoré mused

on what it means to channel one’s emotions
into a fashion collection hy 1ool<ir1g to the wor-
[ds of art and Haute Couture. While he kept
his cards close to his chest, one oets the sense
that the desrgner wanted to explore the multi-
pheity of man and how elothing can be used as

a tool to communicate our sense of self. In his
eomplexly layered collection, a couture-infor-
med spirit underpins craft and construction
with nods to the quotidian throughout.

As rich and eornplex as the human condi-
tion, his colour palette journey spans bott-
le-green, carmine, and orey to classic black
and white. The designer has explored a va-
riety of fabrics and techniques within the col-
lection, from elemental items like |apanese
denim to Korean cotton and hand-woven In-
dian cotton. Alongside familiar tropes, he has
introduced innovative textiles made from dis-
carded mattresses and reeyeled milk proteins.
Elsewhere, he pushes the needle forward with
his advanced drapery skills hy using a wrin-

kle-resistant triacetate. | he swishy drapes of

an Indian sari are oiven a Haute Couture
makeover, while he looked to installations hy
Korean artist Lee Bul, who uses mixed me-
dia to produee sculptures with a socio- pohti-
cal context, to mnspire a passage of asymmetric
and arehiteetural silhouettes. Moreover, he
conjures Madame Gres, a recurring motif in
his collections, in the pleats and folds that orve
everything a sophisticated touch. Somehow,
he ties together disparate ideas with aplomh.



What was the point of depar-
ture for this season?

Emotion was the point of depar-
ture for my collection. | wanted
myself to be guided by everyday
emotions, my creative emotions,
and be able to share these with
people through my designs.

What will the presentation for-
mat entail?

We'll be opening the presen-
tation with a fashion show,
followed by a more intimate
showroom format to present
and explain the collection to
the press and buyers. It will be
more of an intimate insight into
the collection which will give
people time to understand our
silhouettes, construction, and
Haute Couture details.

What learnings did you take
from your first show in Paris
through to this season?

It's important to be yourself and
to be authentic. The show must
tell our story: who we are, what
we do and, above all, guide our
guests through a journey.

What excites you in fashion
right now?

I'm excited by being in the stu-
dio with my team. We work to
challenge each other and the
people we collaborate with. We
challenge ourselves to come up
with ideas and how we channel
them into our clothes. It's about
the experience of experimenta-
tion and setting goals for our-
selves. Those things keep us
happy and motivate us. With the
Haute Couture school we've set
up, we enable young people to
join Haute Couture workshops
and our work in fashion, which
Is bringing nobility back to the
suburbs. The excellence of
couture inspires our ready-to-
wear and the bridges we build
between art and fashion. The
positive social impact of our
brand, which promotes diversity
and integration in fashion and
our working relationship with
artisans, is also very important
to me.

On a phone call, Traore explained that «the 1dea is to mix couture with art and the urban.» p39

What is one reason to be op-
timistic about the state of
fashion going forward?

Collective awareness, even
though there’s still a lot of work
to be done. But young people
seem to be taking things in
hand and that brings optimism.
Industries including fashion are
looking to reinvent themselves
and prepare for the future, so
that's a positive sign. Passing
on and preserving savoir-faire
is at the heart of my priorities.
For my part, | would conclude
by saying that we might need to
think about earning differently,
but living better.



ALESSANDRO
VIGILANTE

Alessandro Vigilante’s first love 1s dance. Born
1n Puglia, he was a professional dancer until
the age of 23, when he oot injured and had
to stop his career. Fashion was his other pas-
ston so, after graduating from TED (Istituto

Europeo di Design) in Milano, he started to

work for brands like Dolce & Gabbana, Guc-
cl alongside Alessandro Michele, Philosophy
by Lorenzo Serafini and The Attico. Now his

role is to carry on Marcel Rochas’s heritage.
Unsurprisingly, orven his dance background,
the body is at the centre of his creative process
and he expresses it sensuaﬂy through the clo-
thes. At Rochas, he will add French sophis-
tication and the celebration of womanhood
bringing modemity, chartsma, sophistication
and timeless beauty.

What is one reason to be op-
timistic about the state of
fashion going forward?

| think a fashion brand today has
to keep its feet on the ground
and take one step at a time.
The Rochas brand is restarting
from the archives of its foun-
der, Marcel Rochas, to rebuild
solid foundations based on the
brand’'s precious heritage re-
read through my eyes.

Never before has the Rochas
brand been as close as it is to-
day to women and their femi-
nine and sophisticated feeling
—never exaggerated but confi-
dent and above all personal and
free.

The collections being released
are consistent in order to offer
quality and uniqueness on diffe-
rent occasions of use, keeping
the brand’'s DNA and the cha-
racteristics of the Rochas wo-
man very clear.
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In what ways do you think Al
might benefit fashion?

| believe that no artificial intelli-
gence can replace or achieve
the intensity of the many
nuances that a real body in mo-
tion can express, as it carries
with it all the experiences made,
recorded and transferred out-
side through the senses.

What impact might you hope
to have on fashion?

The biggest goal for me would
be to have the sensitivity to an-
ticipate or, at least, feel the de-
sires of women in a gentle way
and with respect. Adress has no
meaning until a woman wears it,
giving it life and personality.



How do you see the evolution
of women’s wardrobe?

The next women's wardrobe, by
now overflowing with comfor-
table garmentsinspired by street
style and leisure time, is ready
to devote a space for newness:
well-made clothes, quality gar-
ments starting from the choice
of raw material, passing through
the study of the shape, up to the
attention to tailoring, details and
uniqueness. These characteris-
tics all work together to create
a wardrobe that makes you feel
free to move comfortably, but
not unkempt or fake unkempt.
| believe that the wardrobe
should not only contain flashy
garments but also pieces that
allow you to go unnoticed if you
want to, while remaining sophis-
ticated.

In an unstable world like the one
we are living in, | believe that
fashion should be able to help us
feel closer to our inner, everyday
feelings. Sometimes we want to
feel powerful, but | believe we
should not be afraid to show
ourselves as fragile with delica-
cy. No woman today wants to
follow a trend or to dress up like
a model during a fashion show;
she seeks her own expression,
selecting garments in line with
her own sensibility and taste;
combining pieces freely without
following the looks seen on the
catwalk. Those who choose to
be themselves stand out from
others by being unique and
consistent.
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Can you suggest a fashion
mantra for 20247

| will suggest four: Play with
clothes, following your perso-
nal taste. Find your expression
playing with clothes. Express
yourself freely. Unlock your pos-
sibilities (my favorite).
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Are there any other fields you
would like to explore apart
from fashion?

| would like to collaborate with
contemporary dance and thea-
ter. | believe in the mixing of
artistic languages to create so-
mething new. Many before me
have inaugurated this kind of
collaboration: from Gianni Ver-
sace for Bejart to Dior for Sharon
Eyal. Marcel Rochas himself de-
sighed some costumes for the
Ballets Russes in the late 1920s.
The difference with me lies in
the fact that, having studied
dance, from the Cunningham
technigue to Pina Bausch's
dance theatre and Ohad Naha-
rin's Gaga technique, | unders-
tand the body in movement and
its needs. And this is inevitably
at the centre of my work.



GABRIELE
COLANGELO

Self-taught [talian designer Gabriele Colan-
gelo is a theorist of purity, minimalism and
excellent fabrics channeled through timeless
yet 1nnovative silhouettes. He launched his

brand in 2008 after winning the Who's On
Next Award from Vogue [talia and in 2014,

he was the only [talian among the finalists of

the LVMH Prize. In 2015, he was also ap-

pointed creative director at Giada, a Chinese
brand owned by Redstone Group which also
became a partner of Colangelo’s eponymous
brand. With them, he develops retail strategy
in the Chinese market with the goal to deve-

lop the brand worldwide.

What is one reason to be op-
timistic about the state of
fashion going forward?

| think optimism can only reside
in the dream that fashion is ca-
pable of creating — the image-
ry it evokes — as a unique and
wonderful expression of art ap-
plied to people’s real lives.
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©Ritratto Ge

In what ways do you think Al
might benefit fashion?

Al has the potential to help the
fashion industry by making it
more efficient, personalised,
and sustainable, optimising the
processes to reduce waste and
environmental impact and to mi-
nimise overproduction.



Who or what will drive the
greatest change in fashion this
year?

| think that the change can be
driven by the need to slow down,
to create garments that have
a longer life and durability and
therefore also a higher intrinsic
value, but perhaps mine is more
of a wish that it will happen.

Can you suggest a fashion
mantra for 20247

Definitely ‘less is more’.

In terms of style, this motto re-
presents my fashion concept,
where subtraction suggests a
reflection that does not take
away, but rather adds value to
the dress. In terms of sustaina-
bility, it expresses the hope to
produce less, but qualitatively
better. Ultimately this should be
the objective we should all aim
for.

This interview has been lightly edited.

What impact might you hope
to have on fashion?

| have always thought of my work
as a form of art. The creation
of clothes is expressed in the
high quality of the materials, in
the preciousness of the crafts-
manship with great attention to
details (even the smallest ones).
This is what makes the design.
Perhaps more than an impact, it
is the message of a fashion de-
signed, cared for and loved.
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How do you see the evolution
of women’'s wardrobe?

| believe there is a dichotomy
between what you see on so-
cial media, where fashion is
flashy and exhibited to the li-
mit of costume, and real life in
which women are looking for
something that represents them
without being overwhelming,
making them most confident.
A wardrobe is made of timeless
pieces, which they wear on eve-
ry occasion and maybe at diffe-
rent ages of their life.

Are there any other fields you
would like to explore apart
from fashion?

Lately I've been rather attracted
to pottery, the tactile experience
it represents and its multiple
creative expressions.



SARAH
ANDELMAN
READS

THE
MOMENT

[f Sarah Andelman needs no introduction,
her latest project adds a new chapter to her pro-

fessional story arc. On February 24, Le Bon

Marche unveiled Mise en Page, an exciting
store-wide programme where the department
store 1S celebrating the Widening culture of
books and our eternal love of reading. Andel-
man, as tapped into the ZEILEISts as anyone,
has overseen the artistic direction and cu-
ration; think merchandise from bookshops
around the world; unique items from statione-
ry brands and lifestyle brands; collaborations
with fashion and beauty brands — and much,
much more.

©Amelie Ambroise

There is also a cafe and retail space with long-
time Colette artist |ean ]ulion, who has cap-
tured Andelman for the publicity as an idio-
syncratic illustration, her head in a book.
Andelman, who 1s also now in the business
of oditing books through her ]ust An ldea
Books series, offers a glimpso of Mise en Page
(which runs through April 21) while under-
scoring how fashion’s embrace of bibliophilia
is more than a trend.



Books always had a strong
presence at Colette. Then you
launched your own series of
books and now you are a cura-
tor of an ambitious project de-
dicated to the world of books.
What is it about books that
speaks to you so strongly?

They'relike the bestfriendsever!
Always there when you need
them, always inspiring, always
reassuring that some things ne-
ver change in this crazy world.
A classic will always be a clas-
sic; and each time you read it,
you'll get it in a different way. |
like the contact with paper, the
fact someone picked a font for a
reason, etc.

Books aren’t ever in or out of
fashion, but it does seem as
though we are in a wave of bi-
bliophilia. Why do you think
so?

Absolutely! | am seeing books
everywhere recently — and in
association with some fashion
brands. Again, | think the fact
they remain the most authentic
«accessory» can help to carry
some messages for the brands
who can show their support with
something so timeless. Books
give such value instantaneously!

This interview has been lightly edited.

©Amelie Ambroise

Similarly, people have always
used books to project their
tastes and interests. Now
with social media, we see this
in a more public-facing way
(the new notion of ‘bookshelf
wealth’ for instance). What are
your thoughts?

It can be strange to see people
posting themselves reading on
Instagram. But at the end of the
day, what counts for me is that
people actually read! The more
books the better: on shelves,
backstage or in the front-row of
a show — just read!
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Tell us some ways that Mise en
Page stands out beyond what
people would ordinarily find at
a bookstore or in other retail
environments.

Mise en Page is a tribute to
the world of books, without
books! We bring together iconic
bookshops, merch, publishers,
exclusive collabs, beauty, jewel-
lery, and even chocolates re-
lated to literary worlds.

There will be Jean Julien’s Paper
People with an amazing story
from the windows to his space
on the second floor. And «Just
an Idea Books & Friends» on the
first floor for more surprises.



What differentiates a book that is purchased to read from one that 1s collected?
«Both are inspiring! Books around you make you a better person.»

Why do you think more and
more fashion brands are ex-
panding into library spaces
and bookstores? How does
this contribute to the retail ex-
perience?

I'm so happy for Babylone by
YSL, Rare Books with Alaia,
Courréges with Dizonord; it's
just happening and that's for the
best. Like | said earlier, the more
books the better. | also invite you
to visit Pascal Monfort's pop-up,
Ephemera.
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©Amelie Ambroise

Can you recommend a book
or two for people once Paris
Fashion Week® is over?

Obviously for all the PFW® lo-
vers, the Stylenotcom Fashion in
2023 is a must; otherwise if you
want to escape, cry and laugh,
a classic like Everything On It by
Shel Silverstein.



LISA
FONSSAGRIVES
- FASHION
ICON

AT

LA

MAISON
EUROPEENNE
DE

LA
PHOTOGRAPHIE

On the third floor of the Maison Europeenne
de la Photographie, her personality 1S magni-

ﬁCd thI’OU.gh an extraordinary COHCCtiOﬁ Of

PhOtOS taken by th@ greatest phOtOgl‘ﬂphCI‘S,

Horst. P Horst, lrving Penn, Louise Dahl-
Wolfe and Erwin Blumenfeld - all between

1935 and 1958. «My beloved mother» as Tom
PCH].’], 1’161’ Ol’lly SOn, hl(CS to say. HC SU.ggCSt@d

this projeet to the Museum and donated some
of the images.

©Lillian Bassman_LFP

Lisa Fonssagrives was first and foremost a mul-
ti-faceted personality, whose body and allure
embraced all fashions without ever submitting
to them. In a swimsuit on the beach, or hidden
behind a mask, in a neo-classical draped dress
by Madame Gres or a surrealist ensemble by
Elsa Schiaparelli, she s unique, inimitable.
So what is there in common between the Lisa
Fonssagrives daneing in a field photographed
by Andre Steiner in 1936, and the divine wo-
man with her hieratic face veiled in chiffon,
SO majestic 1n a Baleneiaga «Cocoa dress»
immortalised by Irving Penn? The answer
undoubtedly lies in the meaning she gave o
the body, which became her instrument, the
source of an extraordinary expression, that of
a true artist.



«My whole expertence s linked to dance. |
started out daneing, and | fuﬂy devoted my-
self to 1t. As a model, | considered My poses as
frozen dance movements» she asserted. Born
Lisa Anderson in 1911 in Uddelva, Sweden,
she began her career by discovering museums
and teaehing art, before opening a dance
school in Stockholm. In 1936, in Paris, she
met Willy Maywald in a lift and posed for a
series of hats published 1n Vogue. She be-
came the first supermodel in history, posing
for over 200 covers (Vogue, Harper's Ba-
zaar) for 20 years. This 1s an extraordinary ex-
hibition to see again and again, as the woman
who married [tving Penn in 1947 1s sull held
in cult status. In 1949, she was even featured
on the cover of Time magazine. More than
[ust a muse, she established herself as a ﬁgure
of the 21st century, moving from the status of
model to that of fashion designer, artist and, OLisa Fonssagrives
to eomplete her ﬂight, pilot. She was known

a5 MIHIOH Doﬂar Baby A 10V€1’ Of th and Lisa Fonssagrives-Penn «Fashion Icon» from 28 February to 26 May.
beauty, her name will shine forever. https://www.mep-fr.org |



SATOSHI
KONDO

- ISSEY
MIYAKE

From Touareg blues to polar whites, Satoshi
Kondo explores the entire palette of huma-
nity 1n this collection, where earth and sky,
water and desert overlap, as in the 1ay€ring
and curling that stretch and enhance the sil-
houette reﬂecting inﬁnity. Unshackled, the
body cbbs and flows with pleats and flaps, li-
quid mesh and controlled shifts, from toga to
trench coat, from antiquity to science fiction.
Bengal roses emerge among tachist prints;
gecometric volumes open up to undulation;
[ine recomposes itself in the movement that
restores a timeless dignity to every presence.

Sovereign Issey Miyake.

p49
«It1s not created afresh or from out of the blue.

It has existed since ancient times,

Within the act of Clothing the human body,

In the motion of a piece of cloth.

It is found within reach, and also somewhere
far beyond, In the past, in this very moment,
as well as in the future.

Unbound by time and space and across histo-
ry and cultures, Exists a sense of beauty and
strength (and of [oy and hope).

There, we explore, feel, and orasp,

What has always been, nothing more and no-

thing less.»

Sarochi Kondo



NIKITA
VLASSENKO
- FIGUR|

O

STYL

(11 "1 (1]

Shaved and tattooed head, smoked glasses,
draped in black from head to toe, and a orin.
Nikita Vlassenko, an independent sty]ist,
cultivates his own uniform and those of others,
and advocates fashion as a tool for smashing
the norms of representation.

©Tsuvasa Salkusa

A stylist composes and imple-
ments a creative vision. It is
a shadowy profession, which
suits Nikita VIassenko just fine,
dressed all in black, yet ne-
ver blending in with the crowd.
Born in Ukraine, Nikita grew up
in Germany before settling in
Paris at the age of 18. «| knew |
had to come to Paris» enthuses
this fashion fanatic since his
early childhood. He took the
Beaux-Arts and ESSEC Bu-
siness School entrance exams
at the same time, reflecting the
high degree of unclassifiability
of this creative mind. «I chose
ESSEC. | needed a framework.
| learned how to present myself
and sell a project.» At BETC,
VTMNTS then Ritual Projects,
Nikita explored the various pro-
fessions in the sector: «l learnt a
lot about what | liked and what
| didn't want to do.» He then
joined the Institut Francais de la
Mode while working at Antidote
Magazine. «That's when | rea-
lised that | wanted to become a
stylist.»



The path opened up. He even
co-founded a concept store,
«L'Insane.» Wandering between
pieces signed by Mugler, Hel-
mut Lang and Palomo Spain,
little strokes began to spark. In
November 2021, the turning
point arrived: Nikita went free-
lance. «I'd already met a lot of
people and had a ot of support»
he admits. His first steps on his
own were outstanding: «In three
months, | styled an editorial
for Tétu Magazine that caused
quite a stir with two men in Miu
Miu sets; | dressed Léna Situa-
tions for the Met Gala; and |
started my first project with Bilal
Hassani.»

<<WC have to 162111] hOW (O trust What \\Ye dOI]"[ kﬁOW.»

When Nikita and Bilal met at
the beginning of 2022, the sty-
list knew straight away what
he wanted to build: «<He's a po-
larising figure in France with
a whole fashion universe to
create.» The singer, who repre-
sented France at Eurovision in
May 2019, was then dusting off
the standards of representation
in the French media sphere but
had not yet acquired the sta-
tus of fashion icon that he now
holds. To introduce «the new
Bilal, the fashion character» it
was therefore essential to start
with a blank canvas —araw linen
canvas to be precise. The refe-
rence for Nikita was obvious:
Martin Margiela’s Spring-Sum-
mer 1997 collection.

This interview has been lightly edited.

In May 2022, Bilal Hassani ap-
peared at the Cannes Film Fes-
tival in a hollowed-out Stockman
mannequin bust. A Couture sup-
port, where imaginations can
summon up the infinity of textile
creation, like an echo of the intel-
ligence of the hand, of ancestral
know-how and its transmission.
In short, the history of Couture
packed into one piece —and one
that was particularly difficult for
a stylist to unearth. But Nikita
was determined: «| knew | abso-
lutely had to have this piece.»
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From then on, the stylist
handpicked pieces from both
prestigious and  emerging
fashion Houses, constantly rein-
venting Bilal Hassani's fashion
universe. From Issey Miyake's
first Pleats Please to Jean Paul
Gaultier, Alain Paul, Alaia, Avel-
lano, Comme des Garcons, Va-
lentino Couture, Nikita shaped
the singer’s image with meticu-
lously chosen, rare and powerful
pieces. «BilalHassaniisthe most
professional person | know. The
only time he ever showed me a
grudge was when | made him
wear a bald cap with an Iris Van
Herpen dress» he recalls with a
smile. And the fashion moments
flowed, «Looking at all the looks,
| think | worked without realising
it.» This is the very essence of a
vocation, when work becomes
playful, exploratory, and instinc-
tive. In October 2023, Bilal Has-
sani joined the Hyeres Festival
fashion jury, chaired this year by
Charles de Vilmorin. Nikita pre-
pared 18 outfits for three days.
Chanel, Julien Dossena, Romain
Kremer, Marine Serre, Sébas-
tien Meunier... Nikita and Bilal
«pay tribute to those who have
left their mark on this competi-
tion and its history.»



«A stylist’s fashion culture has to be encyclopaedic.»

Fashion is much more than
just layering clothes; it's a cen-
tral pillar of our identity. It's a
powerful way of self-expression,
of presenting oneself to the wor-
Id, and of asserting who one is.
«If you want to fight something,
you go all out, and it becomes
a norm,» insists Nikita, refer-
ring to Mary Quant and her re-
volutionary miniskirt circa 1960.
Together with Bilal, they create
new fashion images that enrich
our imaginations and push back
the boundaries of representa-
tional norms. In his handbag,
black of course, lies Dana Tho-
mas's bestseller, a fashion bible
of sorts, Gods and Kings (2015),
dedicated to the titans Alexan-
der McQueen and John Gallia-
no. «l've already read it several
times, but it's incredible. A sty-
list's fashion culture has to be
encyclopaedic. | need to have
the looks running through my
head to work.»

Nikita also works with sin-
ger-songwriter Eddy de Pretto,
with a different approach. «Eddy
expresses himself through his
songs.» The fashion work must
therefore «effectively combine
his own identity with his uni-
verse. With Bilal, it's about crea-
ting a universe» he suggests.
Instead of fitting artists into a
system of trends, it's a matter
of thinking about their charac-
ters in the long term: «l avoid fol-
lowing everything that's going
on too much, otherwise you get
lost in it. What interests me is
the virality of certain pieces.»

This interview has been lightly edited.
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«] knowhowto step aside at the right moment.»

One summer, at the age of 13,
Nikita met Karl Lagerfeld in Saint
Tropez, where he was on holi-
day with his family. «\We spoke
a few words, a few minutes, and
it changed my life.» At this age,
it's quite difficult to be accepted
by your peers when you're a bit
different; the sometimes bum-
py school paths of young, effer-
vescent creatives. But when the
Kaiser grants you his time, if he
gives you value, then there's no
longer the slightest reason to let
hatred win. Nikita is humbly ins-
pired by this idea of a uniform
and has built himself an instant-
ly recognisable visual identity.
«It's all calculated», he says as
he raises his smoked glasses,
covered in black from head to
toe. Today, the fans of those he
dresses recognise him, but Niki-
ta points out: «| know how to
step aside at the right moment.
| don't want to be visible, just to
be recognised. | just want my
work to be acknowledged by
people | respect.»

Whether at fashion shows and
presentations, at events along-
side Paris Fashion Week, or at
the Villa Noailles, Nikita Vlassen-
ko is always surrounded by his
close friends. As if those who
share the same passion always
end up reuniting and re-forming
a group of friends in the play-
ground - that of fashion from
now on.



THE
MYSTICAL
GENIUS
OF

NOIR

KEI
NINOMIYA

©M¢élanie Rey

The mysticai genius of Noir Kei Ninomiya
transports us to UNIVErSes seldom explored.
Never one to be bound hy the confines of a
speciﬁc nspiration to speﬂ the mood of the
season, the ]apanese designer started with the
loose concept of ‘Iridescence’ for Fall- Winter
2024. Through an ongoing exploration of
silhouette, colour, and texture, the ]apanese
designer zeroed in on the reflection of 1ight
to push the needle forward in his collection.

Shimmering blossomswere carefuﬂy construc-
ted to resemble a poiychromatic sheath of
armour; iridescent flowers encase models
frames: and gem-like cubes are draped over a
quiited olive green coat like 2 harness.

While technically marvellous and mature with
pienty of protective 1ayers, there is nonethe-

less a 1ightnearted Whimsy to his work. It’s best
seen in the childlike wonder that he applies
to his playful use of colour. A swirl of wires
bounces with every strut. Synthetic fur jackets
are stiffened with resin. A bolero thick with
black blooms 1s overlaid against an ultra-fe-

minine skirt hursting with layers of pink tulle
and satin. All of this is juxtaposed against a
rebellious streak: piaid coats and jackets styied
with shrunken waistcoats as well as leather ties.
Meanwhile, a oreen velvet jacket inset with a
tulle bustle suggests something grander. Ditto
the painstaking macrame construction punc-
tuated throughout the collection that attests
to the excellent craftsmanship.



Do you seek inspiration from
the physical world or do you
feel more connected to philo-
sophical concepts?

My inspiration doesn’'t come
specifically from the physical
world, nor from philosophical
concepts. It comes from my will
to create something new, that
people have never experienced
before. In order to achieve this, |
try to create using different tech-
nigues other than the traditional
sewing technigues. These new
technigues give shape to my
creations.

Can you suggest a fashion mantra for ‘247

What colours, fabrics, and sil-
houettes are you exploring?

This season is very colourful.
You will find some khaki, white,
yellow, orange, and many other
colours in addition to black,
which remains the DNA of the
brand. We worked with different
textures and techniques such
as macrame, tulle, iridescent
materials, fake fur and resin.

This interview has been lightly edited.
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«| wish for people to be able

(O wear What makes them happy.»

©MEélanie Rey

Hair, makeup, and accesso-
ries are always crucial to your
shows. Can you explain the di-
rection this season?

The hairwas made by Ryoji Imai-
zumi and the accessories by the
ceramic artist, Takuro Kuwa-
ta. The makeup is by Kakuyasu
Uchiide. | gave them some key
words regarding my direction,
and they created from there. It
is the result of the collaboration
between these three creative
artists.

What is one reason to be op-
timistic about the state of
fashion going forward?

Recently, we're seeing more and
more diversity; some limits that
existed in creation and in what
people can wear are disappea-
ring, and | think that this is very
positive.



SHIATZY
CHEN
FALL-WINTER
2024/2025:

A

FUSION

OF

EASTERN
HERITAGE
AND
WESTERN
INFLUENCES

«Chinese culture is the essential DINA of the
brand» explains Wang Chen Tsai-Hsia, also
known as Madame Wang. In 1978, the de-

signer founded Shiatzy Chen in Taipei and
has been driving the house to ever-increasing
success ever since.

pSS

A pioneer in blending traditional Chinese

Craﬁsmanship and design with Western 1in-
fluences, Shiatzy Chen’s deeply rooted heri-

tage rans through CVCI‘Y aspect Of thC brand’s

Fall-Winter 2024 collection.

As Madame Wang tells it, «The
theme of the new collection is
‘Scene of Ink’. We wanted to re-
create the ink flowing, spreading
on the Xuan paper» elaborating
on motifs such as ink stamps,
highlighting the in-depth study
of «ink phenomena.» In Traditio-
nal Chinese culture, there's the
notion of “The four treasures of
the study, comprising brush,
paper, ink and ink stone. «Those
elements have become the four
treasures because of their abi-
lity to integrate Chinese pain-
ting, calligraphy, artistic sculp-
ture and cultural decoration.»
she explains.

Shiatzy Chen has earned world-
wide recognition for its excep-
tional expertise in embroidery
and weaving techniques. To re-
create «the spreading of ink on
paper» the creative team used
different patterns, metallic jac-
quard and a layering process to
recreate «the energy of ink» and
its movements. The collection is
also inspired by the artistic and
cultural heritage of the Song dy-
nasty, renowned foritsadvanced
art, culture, and technology. The
brand integrates its silhouettes
and cutting technigques into its
creations, creating a fusion of
Eastern elegance and Western
sophistication. That's why this
collection «is also inspired by
the Western-style costume of
the 1960s» she says.



«lt's the consistency that is
passed down to different gene-
rations.»

Madame Wang emphasises the
brand’s commitment to creating
long-lasting designs that trans-
cend fleeting trends, insisting
on the importance of spirit and
consistency in each season’s
creations. «We hope our clas-
sics can reach the younger ge-
nerations» she adds when dis-
cussing how these elements
contribute to the distinctiveness
of Shiatzy Chen’s collections.
Shiatzy Chen's mission is epito-
mised by the term «neo-Chinese
chic» which Madame Wang
describes as the brand’s com-
mitment to honouring tradition
with a contemporary edge. She
reflects on how «consistency
has been passed down through
different generations» noting
the brand’'s ongoing efforts to
create designs that honour its
Asian heritage. At Shiatzy Chen,
style maintains substance over
time, undiminished.
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«Debuting menswear at Paris Fashion Week'

marked d NCW chapter.»

While the company added a
menswear line in 1987, it only
showcasedthe collectionduring
Paris Fashion Week in March
2023, marking a new chapter in
the brand'’s evolution. «After Co-
vid, we thought it was time for
a new departure. When discus-
sing the adaptation of ancestral
techniques and the fusion of
Eastern and Western influences
into menswear» Madame Wang
says, «Menswear is more com-
plementary than womenswear
with Eastern codes. It has the
same concept, the same spirit
as in Eastern [dressing].» Shiat-
zy Chen collaborated with Brazi-
lian artist Daniela Busarello for
the Spring-Summer 2024 show
and is open to future collabo-
rations that celebrate Chinese
culture and creativity. «The last
collaboration left a great impres-
sion, and it seems like there was
a common language between
the artist and Shiatzy Chen.»

Shiatzy Chen debuted at Paris
Fashion Week in October 2008,
a significant milestone in the
brand’s global presence and re-
cognition. By November 2009,
the company became a member
of the Fédération (known at that
time as the Chambre syndicale
du prét-a-porter des couturiers
et des créateurs de mode),
which solidified its position wit-
hin the fashion industry. This
new collection is a testament
to the brand’s ongoing commit-
ment to honouring traditional
Chinese craftsmanship, while
embracing the spirit of innova-
tion and creativity.



THE

ROW'S
PROTECTIVE
- ARTISANAL
VERVE

After days of cold rain and sheet-metal clouds—
the kind that hang low yet 1ight over Paris, like
a veil-the sun broke through. At this hour,
about noon, the fashion crowd was standing
in the Courtyard of 19 rue des Capucines,

where The Row, the label run by Ashley and
Mary Kate Olsen, has its French headquar-
ters. They were waiting to sec the twins’ latest
collection (Winter 2024), and they were
Chatting about an email that had been sent
out from the label’'s PR earlier: there were to
be no phones and no content creating (more
on this shortly). The palest warmth filled the
square as the flock shuffled inward, boding

WCH fOI” Wha[ was to come.

A great collection, though, is
standard for the Olsens. Their
course of excellently made, un-
derstated-chic and sometimes
craft-forwward  wardrobing s
highly consistent (and, in turn,
consistently acclaimed).
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Yet stood out in Winter 2024 -
making it an especially great
lineup — was something of a
gently  protective, artisanal
verve. See, for example, a huge
coat in white shag, belted with
a knot and accented with tas-
sels dipped in red ink. Or an
oversized, ultra-round-shoulde-
red almost A-line khaki jacket-
dress. Or a lush bronze-hued
ensemble of what looked to be
fine cashmere, as if the model
had fallen into a perfectly cut
blanket. This element of super-
sized swaddling departed from
their Fall 2024 offering, in which
silhouettes skewed tighter.



© Jamie Hawkesworth
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There's been a lot of media at-
tention around The Row's phone
ban (I did see some attendees
sneaking finale videos, but most
followed the request). News out-
lets have called it the ultimate
«quiet luxury» flex — | don't know
if the Olsens would agree. They
have long been known for guar-
ding their privacy and for their
understated aesthetics — in fact,
they kind of paved the way for
it in modern American fashion.
When you think of discreet and
chic in the U.S., you think of The
Row. Keeping the phones down
was another way to emphasize
this — and perhaps it was pres-
cient, too, as so many talk about
social media fatigue. It made
for a heightened viewing ex-
perience, and the wait for the
lookbook images, released days
after the show, all the sweeter.



COMME
DES
GARCONS
FALL-WINTER
2024/2025

She could be a Herero queen
whose Victorian attire bes-
peaks the outbursts of an en-
raged tribe. Or perhaps the
African goddaughter of a Ma-
rie Antoinette or a Countess de
Castiglione stranded amidst a
stormy ocean. The skirts are ri-
sing waves, these black torrents
pouring out on either side of the
shoulders, giving the silhouettes
that advance, retreat, stamp
their feet, the monumental air of
swelling anger. Their names are
Yuliya, Athiens, Charlotte, and in
front of an audience of stunned
guests, caught up in these ap-
paritions, they stand out in the
half-light like divinities whose
movement is amplified by jag-
ged spirals and black polyester
craters.

You don't know where these
dresses begin and end, they're
almost sonorous finery, and
what springs forth through
them is the stroke of the chisel,
the one that transforms these
Age of Enlightenment baskets
into survivalist ready-makes and
gives these neo-punk meninas
the trappings of a high-voltage
couture apocalypse.
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Here and there, hundreds of
upturned cones and balloons
seem to deflate and inflate as
they walk, giving them an unreal
presence yet so materially an-
chored in a history whose se-
crets the Comme des Gargons
designer has mastered. Impres-
sive. A story of volumes, decons-
truction, of surpassing oneselfin
matter. The hair eccentricities of
the 18th century are enhanced
by Takeo Arai's black and fiery
red wigs. Beethoven's Moon-
light Sonata resonates with the
torments of passion. When the
music stops, everything falls si-
lent; backstage; everything is
almost wrapped up; everything
disappears. You think you've
been dreaming with your eyes
open. And Rei Kawakubo’'s mes-
sage appears on a screen, like a
rebus: «This collection is about
my present state of mind. | have
anger against everything in the
world, especially against my-
selfy



CHANEL
FALL-WINTER
2024/25

READY-TO-WEAR

COLLECTION

«Deauville is where everything
started for the House. 1912, the
creation of her hatshopandthen
very quickly the first clothes with
their visionary, radical style. It's
where it all began for Gabrielle
Chanel. This story is very close
to my heart» confides Virginie
Viard. On the racecourse, on the
seaside, at the gaming table,
In restaurants and palaces, on
the «Planches» boardwalk: eve-
rything is about elegance and
self-staging.

«For this collection, we recreated the Deau-
ville boardwalk, she adds. Giant screens on

which 10ng, romantic silhouettes stroll in the
1ight from dawn to dusk.» Shrouded in mys-

tery, the models walk along the beach. The
1920s and 70s cross paths and intertwine.

Androgynous and cinematic, the
CHANEL Fall-Winter 2024/25
Ready-to-Wear collection ima-
gined by Virginie Viard draws
its femininity from Gabrielle
Chanel's own wardrobe and
its masculinity from the subtle
elegance of winter sojourns by
the sea. Broad-shouldered pea-
coats and long dressing-gown-
style belted coats are worn over
tweed suits — box-pleated skirts,
culottes or cropped trousers -,
drop-front trousers or trousers
with tabs at the back.

Chunky sailor sweaters and
knits featuring the landscapes
of Deauville alternate with silk
blouses with middy collars, her-
ringbone prints, low-cut tops
with flounces, jumpsuits and ne-
gligees whose delicacy evokes
gentle waves breaking and a
soft wind blowing.
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«It's a very warm collection, with 1ayers of materials, colours and volumes. It pays tribute to Deauville,

'[hC 1Cg61’1d21fy place WhCI’C Gabrieﬂe Chanel’s dCStiﬁy Changed fOI‘CVCI’.»

The palette takes its vibrant or
pastel shades of pink, mauve,
orange and pale blue from the
ever changing colours of the
Deauville sky, along with brown
and gold lamé. 35mm film and
cinema tickets: prints refer to
the town’s connection with the
7th art, its American Film Festi-
val and Claude Lelouch’'s A Man
and a Woman, to which Inez
and Vinoodh's film opening the
runway show pays tribute.

«The silhouette of David Bowig,
the magnetism of film stars walk-
ing on the sand, like Anouk Ai-
mee, a great friend of Gabrielle
Chanel... this collection pays ho-
mage to these familiar figures.»

The iconic bags are omnipre-
sent, as are the pastel-hued
wide-brimmed hats, colourful
silk scarves, heeled knee-high
boots and thigh-high boots in
sheepskin, a direct nod to Anouk
Aimée’s coat in A Man and a
Woman.



BASIC
COLOUR
INSTINCT
WITH
/OMER

Relying On 1NStINCt OVer INspiration, designer
Daniel Aitougariov and styiist Imruh Asha

underscored Zomer's values and beliefs at

the brand’s official debut show in Paris. For
Fall-Winter 2024, the duo started with the

radical slashes of Lucio Fontana, the Argen-

tinian artist famed for his Spatialist paintings
and languid sculptures. From there, without
being beholden to the inspiration, the studio
embarked on their own artistic odyssey with
painting sessions. The prints were scanned
and superimposed on fabrics. The impaetfui

works of Fontana fed into a rich textile story

which saw wool, leather (a sponsorship from

ECCO Leather), and silk accentuate depth
of field within each look.

The contrast between Aitouganov’s love for
drapery and Asha’s sculptural touch mani-
fests 1tself in silhouettes. The former plays
with volume and proportion while the latter’s
touches can be seen in slits in dresses and the
expert styling. Embedded in the world of high
fashion, the two bring a sophisticated touch
to an otherwise theatrical and playfui oeuvre.

Every look bursts with colour and texture, an
honest and pointed refusal of the quiet luxury
trend. What's more exciting than that? «This
is a continuation from our first season. We
looked at what worked and felt closest to our

shared DNA. It’s 2 mix of all these elements»
said Asha, sharing the call with Aitouganov.

By Paul McLauchlan



What was the initial starting
point for this collection?

Daniel Aitouganov: Our starting
point this season was the artist
[Lucio Fontana]. We like to have
references to art in our collec-
tions and Fontana is very dear
to us so we dove into his work.

Imruh Asha: [His work] plays
into the overarching move in
the collection. It kind of reflects
the time that we live in poetical-
ly. We don’t want to portray any
negative emotions but it's like a
little cut in the world. However,
we've done it in a very positive
way in the show. We also work
with more instinctive shapes;
it's not always a straight refe-
rence through other eyes.

What has been a takeaway
from your debut collection last
season?

DA: We had quite some time
with the first collection because
we were laying the foundations
for the brand and everything ran
quite smoothly. Of course, this
season, you have to deal with
production, which takes a big
chunk of your time, meaning you
have less time for the collection.
We're learning even more this
season so we'll take those lear-
nings into the third season.

|A: Both of us have been working
in the industry for quite some
time and developed a certain
skill set. The first season was
way smoother than we expec-
ted. We had a network, we had
people who wanted to collabo-
rate with us; we understood the
logistics of hosting a show. We
stepped into things on a higher
level than if we had started when
we first met eight years ago.

What excites you aboutfashion
today?

DA: Everyone is talking about
the Margiela moment and how
[John Galliano] is bringing back
the theatrical spectacle of the
1990s. It's a nice example of so-
mething exciting. [It's a similar
idea] to why we wanted to start
the brand because we felt so-
mething was missing in fashion.
We wanted to bring a certain
playfulness and sense of hu-
mour into our visuals.

|A: | love being surprised by a
fashion show. It happens at eve-
ry show and the surprise for me
IS being able to see new things
as soon as the model walks out.
It's the newest thing that you
can see every hour. | like to see
new things, innovation, the mo-
dernity of brands, and certain
brands pushing their designs.
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What’s something you're opti-
mistic about in the industry?

IA: When | go to shows, | want
to see artistic expression, and
a lot of brands are placing the
clothing that you will see in the
shop on the models. We love to
dream more about a narrative or
the story of a brand rather than
just looking at the clothing that
is going to be in the shop. To us,
it's an artistic expression. It's
always optimistic. It's made to
spark people's imaginationsin a
positive way. That's something
I'm optimistic about.
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What's a fashion mantra you
would like to suggest?

DA: Wear more colour! People
feel safe in black and beige and
it's so mass market.

|IA: | agree. In Western culture,
people wear more black, navy,
beige because of the environ-
ments they live in — cities like Pa-
ris, New York, London or Milan.
When you travel to places like
South America, Southeast Asia,
or Africa, [you feel] the environ-
ment, nature, food, animals, and
people adapt to their environ-
ment in the way that they dress.
We should try to bring this glo-
bal colour palette back.



CECILIE
BAHNSEN'S
DARK
EVOLUTION

Given the ethereal quality of Cecilie Bahnsen’s
oeuvre, leather might not be something you’d
expect to see on her runways. For Fall-Win-
ter 2024, the designer subverted our expec-
tattons with the introduction of the material,
2 tough counterpoint to the fi‘othy creations
that we have come to expect. There were exa-
mples of workwear, too, in chocolate brown
shades. Chunky knits were sported over Vic-
torian-inspired nightgowns. One might have
anticipated that Bahnsen was preparing to swit-
ch gears: 1n recent seasons, she’s worked with
]apanese denim to ground those signature dia-
hanous dresses. That was here again. While
the Whimsy of her organza 1ayers and ]acquard
]ackets prov1de a visual treat, a realistic appli-
cation makes her work all the more appetizing.

This interview has been lightly edited.
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The designer explained that she
wanted to explore «a darker side
of romance.» She deployed the
motif of the apple, which she
connoted to desire, love, and
strength. Of course, the biblical
representation of the apple is
associated with temptation and
that undercurrent of darkness
was pervasive in the opening
passage of 13 all-black looks,
many in high gloss leather. What
ensued were myriad takes on
nightgowns. It was, she said,
about «leaving the innocence
behind a little.» The Danish de-
signer also alluded to the ordi-
nariness of the apple which ex-
plains the grounding elements
of the collection including over-
sized jackets by way of a collabo-
ration with Technical jackets and
oversized coats in collaboration
with Mackintosh are hand-em-
broidered with laser-cut flowers.
Her footwear partnership with
ASICS (trainers given the quin-
tessential CB treatment) conti-
nued while newly-introduced
footwear comes from Diemme.



From your first season in Pa-
ris to where you are now,
how would you describe your
growth as a designer?

With each passing season my
confidence grows. Showing at
Paris Fashion Week now feels
natural, not just like a dream as
it once did.

This interview has been lightly edited.

Can you suggest a fashion mantra for ‘247 «Take your time, create with passion.»

What is one reason to be op-
timistic about the state of
fashion going forward?

Right now, fashion feels more
collaborative than ever. We need
to come together creatively and
think outside of the box if we
want to be more sustainable
and create for the future.
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What excites you in fashion
right now?

I'm very excited about female
led brands.



A CONVERSATION WITH

CLICK ONTHE PAGE TO WATCH THE
CONVERSATION

In partnership with Bureau Future, Paris Fashion
Week shows the ins and outs through designer 1n-
[erviews.



Production; Fédération de la Haute Couture et de la Mode & Bureau Future

BRYN
TAUBENSEE
AND
PATRIC
DICAPRIO
(VAQUERA)

«We're always trym to kind of figure out how to
deﬁﬁc OUTSC]VCS 1 t%\lﬁl{ lt S PfCtty hafd to deﬁﬁe
bfﬂﬁd bUt WC WCIC Sﬂ}flrlg that WwC Stlll fCCl 111(6
faShIOﬁ aﬁd ]Caﬁ]CICtIOﬂ 1S klrld O]CthC most felevaﬂt

]’lfase o dCSCflbe us.» Aﬂ CXC1U51V€ conversa-

thﬂ Wlth BI’ n TZ[U.bCI”lSCC and PatI'IC DlCZlPl’lO
CO- fOU.ﬁdCI’S OFVaquera ICOI‘ PE[I’IS Faslnon WCCl(


https://www.fhcm.paris/en/news/a-conversation-with-bryn-taubensee-and-patric-dicaprio-vaquera

Production; Fédération de la Haute Couture et de la Mode & Bureau Future

ESTER

MANAS

AND
BALTHAZAR
DELEPIERRE
(ESTER MANAS)

«For the first time, we can propose a complete
vision of Ester Manas, not the DNA, not the
1mage but the Complete vestiaire.» An exclusive
conversation with Ester Manas and Balthazar

Delepierre, co-founders of Ester Manas, for Pa-
ris Fashion Week .


https://www.fhcm.paris/en/news/a-conversation-with-ester-manas-and-balthazar-delepierre-ester-manas

Production; Fédération de la Haute Couture et de la Mode & Bureau Future

DURAN
LANTINK
(DURAN LANTINK)

<<Th€ WhOlC ldCZI Of puttmg VO]U.mC n and Plﬁg
lﬁtO tOWZlI'dS thC ClOSlﬂg plCCCS IS reaﬂy Commg
from th@ sort Of ObSSCSSIOﬁ agam gOlgﬁ back to
C]aSSICS » Aﬁ CXC]U.SIVC conversation Wl'[h Duran

Lantmk fOI‘ PaI‘IS FﬂSthﬁ WCCl( .


https://www.fhcm.paris/en/news/a-conversation-with-duran-lantink-duran-lantink-0

Production; Fédération de la Haute Couture et de la Mode & Bureau Future

DANIAL
AITOUGANOV
AND

IMRUH ASHA
(ZOMER)

«I'his season we sort of gathered a lot of work
from Fontana and then we sort of Collaged i
together, created an overall mood to see what
kind of colors does he use, what kind of tex-
tures. | hen we started the research for our own
fabrics and silhouettes.» An exclusive conversa-

tion with Danial Aitouganov & Imruh Asha for
Paris Fashion Week .


https://www.fhcm.paris/en/news/a-conversation-with-danial-aitouganov-and-imruh-asha-zomer
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