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Hermes Wanderland
FExbibition at the Saatchi Gallery

1t has been source of inspiration for fashion designers

for a long time, as for example the famous Mondrian-in-

spired dresses by Yves Saint Laurent or Raff Simons first
Haute Couture collection for DIOR which incorporated paint-
ings by Sterling Ruby. Nowadays there are many different ways in
which the fashion world and art can interact. It not only enables
the creation of new products and looks, but also is a highly effec-
tive way to increase sales and gain publicity. One of the pioneers
tists was Louis Vuitton: their
idea of developing limited collections with invited artists has

of such collaboration with living :

been incredibly successful and has achieved huge recognition.
But now it is questionable how it can be beneficial for the career

of an artist to be so commercially oriented, and there are debates
in the art world about this, and how the fashion companies ap-
pear to be the winners in such collaborations.

One of the recent trends is to organize single-brand exhibitions,
usually curated by in-house teams. Not just exhibitions of famous
dresses and looks, but also telling a story of the brand and reveal-
ing the personality of the designer. The Alexander McQueen ret
rospective, Savage Beauty, at V&A Museum became most the pop-
ular show ever staged at the museum, attracting 480,000 visitors
in 3 months. This type of blockbuster show attracts huge crowds
and gains public attention, and fashion companies are eager to

invest money and time
in doing so.

In 2015 London host-
ed another three dif
ferent exhibitions of
well-known fashion
brands: Wanderland
by Hermes in Saatchi
Gallery; Mademoiselle
Privé by Chanel in
Saatchi Gallery; Louis
Vuitton Series 3 close
to Somerset House.

They all were distin-
guished in their real-

ation and appmach,
and united by similar
aims and ideas.

Wanderland was set up to celebrate the Parisian

concept of Mlanerie. This theme runs through-

out the French brand and highlights the appreciation of nature
that has always been inspiration for its classic collections. The show
consisted of eleven rooms that showcased vintage walking sticks,
talking floor panels, graffiti, a café dedicated to lost nhj(‘rm and
other installations created by a diverse range of artists.

The Mademoiselle Prive exhibition took up the entire three floors of
the Saatchi gallery space, and began with a specially commissioned
garden outside. Tt showcased Haute Couture, the re-editions of the
High Jewellery “Bijoux de Diamants” collection created in 1932
and CHANEL N°5. Apart from the beautifully curated space and
detailed look at the brand’s key codes — from black and white, to
lucky numbers, to the camellia (the totem room), the exhibition fo-
cused more on brand experience than historical
detail. A workshop programme also portrayed

ditionally used.

Louis Vuitton’s Series 3
ras debuted in Los An-
geles and Tokyo, and
aimed to expose the

creative  process and
show how innovation
and craftsmanship are
bonded together in
the 160-year old com-
pany. Creative Direc

tor of Louis Vuitton
since 2013, Nicolas
Ghesquicre has devel-
oped a new concept of

Le Café

des objets oublies

Louis Vuitton
Chanel in a more approachable tone than is tra Series 3

globally-reaching  ex-
hibitions focused on
revealing recent col-
lections and history of
the brand. Exhibitions
spanned three floors
and thirteen rooms, al
lowing visitors to have
varied experiences
from weaving through
high-speed videos, la-
ser beams and 3D man
nequins, models of the
designer’s muse Marte
Mei Van Haaster o
meeting  with actual
crafismen.

So what's the motivation behind these expen
sive and complex endeavours? According to a
new ranking from the research group Millward
Brown and the advertising conglomerate WPP,
Louis Vuitton is the most valuable fashion brand ($24.7 billion),
Hermes holding second place ($19 billion) and Chanel fourth
($9 billion). However in order to compete with younger brands,
have wider reach and sustain their profit, major fashion companies
must pay closer attention to their positioning, brand and market-
ing strategy. This would mean positioning their products not only
as luxury goods, but as an asset and lifestyle, while also keeping up
with technological development and innovative spirit. Organizing
a show in a cultural space allows the achievement of this in a more
engaging and creative way than the average advertising campaign.
With both an artistic and curatorial approach, those exhibitions
were filled with technical devices, bespoke apps and Instagram
hashtags. Results can be expected quickly! Such exhibitions may
be just a small example but a very relevant one
to track the development of a company strat-
egy on a bigger scale. By way of evidence, in

2015 Louis Vuitton and

Chanel were the only

international [ashion la-

bels whose brand value

increased, growing 6 and

. 15% respectively. Even
4 though it is difficult to
'. say exactly what factors

. > <
have influenced such an

[ = :

increase, the constant
‘ search for creative prod-

uct  development  and
bespoke solutions of
interacting with poten-
tial buyers surely played

arole.
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BbICTABRU
MO/IHbBIX BPEH/IOB

CKYCCTBO

peerga 6nio

HCTOTHHKOM
BIOXHOBEHMS JUIs AH3ait-
Hepos, IIpuMep ToMy-
KOKTEIILHEIE TIATHA OT
HB Cen-Jlopaua B crue
pacor ITura MoHApHa
HA MM NepRas Kowlek-
s Haute Couture of
Padpa Ciamonca s Dior,
e GLUIH BOCIIPpOH3Bee
HEl KapTHHE! CTepinHra
Py6u. B Hacrosimee Bpe-
Mf CYIECCTBYET MHOrO
PAANMYHLIX BAPHAHTOR
VIS B3aMMOJNeHCTBHA
MHPa MOJH! H HCKYCCTRA,
PESYALTATAMM KOTOPLIX CTAHOBATCSH He TONL-
KO HOBBIC KOJUICKITHH, HO W 3HAUYHTENLHbIC
yBeAudeHHs [POJAK W MHpOKas pekaMma.
OAHAM U3 TICPBEIX, KTO HATAI COTPYAHHIATH ¢ XYLOKHHKAMH, GHUT
MOAHLIA ioM Louis Vuitton: WX HAes BLITCKATL AMMHTHPOBAHHLIE
KOJUICKITHH, IIPHIZIAINAS COBPEMEIHEIX XYIOKITHKOB, CTala HeBepo-
SITHO YCTIETTHON, A KOJIEKTIHH JI0 CHX TIOp OYeHk Y3HABAEMbI. ITO

MOXET HeIATUBHO HOBAHSATL HA KAPLEPY CAMOI'0 XyAOKHHMKA —Ta-

KHC KOMMEPUCCKH OPHECHTHPOBAHHKLIC POCKTH BHIZHIBAIOT IC6A
TH Y HPO(eCCHOHANOR B MIPE HCKYCCTRA,
HO U1 MOAHOTO JOM3, KOHEUHO, TAKOe CO

T})\','lHH‘l(‘("YRU OYEeHbL BRITOAHO.

Onpolt 3 nocheHxX
TeHJIeHIHI Qpagercs
OpPraHH3aIHg MOHO
BLICTABKH OpeHj:

9TO BIOYAET B cedd
HE TOJLKO BKCHO3H
HHIO JlereHjapHuIX
TUIATHCB M 3CKH30B, HO
H pacckas o0 MCTOpHH

AOMAa MOJIbI, PACKphI

BAOMUE JIHIHOCTL
CAMOro aHsaiHepa.
PeTpocnexTHra Anek
cappa Makkyuua
Savage Beauty g Mysee
BUKTOpHE B AALGep-
Ta CTaJA CaMOH noce
MaeMoit BHICTARKOM
B HCTODHH My3es: 33

Chanel Totem Room

Saatchi Gallery

Chanel Lemarie Workshop
Saatchi Gallery

TPH MecA1a Ha HEH 1o
GLiBio oxono 480000 ye-
NoBeK. MOJHKE GPCHE
FOTOBLI MHBECTHPOBATL
U YBeAHIHBATEL GIOLKETH
JUISE HHBECTHITNI B OA0G:
HLle LPOEKTHl A8 TOrO,
YTO6K AOCTHYL TAKOI'O
HHTEpEeCca M BHHMAHHA
CO C IUI)UIH-I oblecTsen

HOCTH

B 2015 roay B Jlonpone
COCTOANKCE TPH (ramu-
BHICTABKH H3BCCTHBLIX MOJL
HBIX jJjomon: Wanderland
oT Hermes B Caarus;
Mademoiselle Privé ot

Ilaueis B Futepee Caarun i Louis Vuitton
Series 3 s6anan Comepcer-Xayc. Bee onn
OTIMYAIMCE peaiMsaueii M H0IX00M, HO

MOTYT OLITH OOBCACHBI TOXOXKHMH [CISAMH H 3a/Ia9aMH

Bricraska Wanderland 6bu1a NpHABAHA NOAYEPKHYTH [APHKCKYIO
KOHI eI flanerie. 310 Tema IllmXUJllr ‘l(‘|)(“l BCIO HA‘TUPHMJ
(hpPaHIyICKOro AOMA H HOAYEPKMBAET LIPHUIHATENLHOCTL HPHPOJE,
KOTOpas BCer/ia 6bU1a HCTOUHHKOM BAOXHOBCHHA JUIA BCEX KJac
cuueckux komexiprit Hermes. Bricraska
PASMECTHAACH B OAHHHAANATH KOMHATAX,
B KOTOPEIX IEMOHCTPHPOBANHCE CO3AAM
HbEle PAsHLIMH XyA0X
HHKAMH HHCTAASITHN
BHTPHHA CO CTAPUHHLE
MH l'pn('l'wun, KOMHATA
¢ rpathpirm, Kage no-
TepSIHILIX Bemei 1 ap.

Macmrabuas BLICTAB-
ka Mademoiselle Privé

3aHIA BCE TPH ITAKA

rajepen CaaTum, JJaxe

BXOJl B rafaepein Ol
Nepepenal B pocKol-
HEIH cainaGupHHT. Ha
Heil GLUIM POJeMON-
CTPHPOBAHKBI HE TOAb
ko TROpenus Haute
Couture, HO H CO3MA
HAS BHOBhL KOJUICKITHA
IOBEAHPHEIX M3AeNHiH

Axd

“Bijoux De Diamants” 1932 roaa, a Takke
KOMHATA, TOCBANEHHAA H3BECTHOMY APOMATY
Chanel Ne5
rO PeNiCHHS ¥ ACTANLHOIO BITASAA HA KO

HERLe KOJLI GPEHA — OT YePHOro M 6e0ro, CYACTIHBLIX YHCen
H KaMeHit, — BLICTABKA GOJIbIe HAIOMHIIALA llilll)\».’(‘l!ll(‘ B CaMYy
CYTh (')p(’ll,‘!:l Ilanens, HEXENH 110KA3 UC l'()')H‘l(‘('KHX l\'ll,’[ﬂ(‘KllHﬂA
“Il()l [)Z!\Hl.! Nl.l(‘l(']l KJIaccos 1o [)\ KOJeAHIO TAKXKe Il[)l‘,l( TaBiaa
ITlanens B Gosee IEMOKPATHITHOM, OTIIHTHOM OT TPAHIHOHHOTO
BOCHIPHATHH CBETE,

Louis Vuitton Series 3, nepaiie iBe BLICTABKA KOTOPO#H AeGI0THPO-
s B Jloc-Awgkenece H ToKHO, TIOKA3KIBANA NIPOLECC COZAANMS
BeTiel, yienas BHAMAHHE TOMY, KaKk HHHOBAITHOHHLIC TEXHOJIOIHA
H pyqHOe MaCTePCTBO IMAPMOHHYHO cocylecTsyor B 160-1eruei
KommannH. Kpearaerniil gupexrop Louis Vuitton ¢ 2013 roga, Hu
Ko leckbep paspaboTan HOBYIO KOHLEIIHIO BLICTABOK, KOTOpLIe

NOKAKNBAIOT H("lul)lﬂn ('yp(‘ll.’l:« H CAMEIC TOCJICTHHC KOANICKITHH, 1TY

3aHAN

TEMECTBYH 110 BCeMY MHpY. BLICTABK: PH LKA M TPHHAX-
IATHL KOMHAT, npejaaras HOCETHTEJSM HOHAGIIONATE 32 [OCAC(ITHMH

TEXHOJNOTHAMHA, BRICOKOCKOPOCTHRIMH BHJIEO

AEPHLIMA NyTaMH
# 3D manexenamy (Mojensimu Mapre Moait Bau Xaacrep — mMyan
,'lHil:lﬂHl'p:l} H BCTPETHTHCA € pEUTHHBIMH l)il(\( YTHHKAMH KOMTIAHWH.

Fak Kakas JKe MOXeT OLI'TH MOTHBALIMS VIS TAKHX JC IPOIUX M CIOKHBIX
npoexTon? COmIacHO HOCHeHEMy PEHTHHIY HCCNEI0BATEALCKOMN
rpymisl Millward Brown  peiaMuoro konromepara WPP, Louis

Hermes Wanderland

HHomumo KpPaCHBOIO KypaTOpCKO- _l_'f(llﬁfi

Vuitton SBiseTcst CAMbIM JIOPOIHM GperyioM Ha
ceroHsHAH ieHs ($24,7 mupy), Hermes aanuma
er Bropoe Mecto (§19 mapj) u Chanel uetseproe
($9 MIPA). ONHAKO VI TOTO, UTOOL! KOHKYPHPO:
BaTEL C 60IEe MOJOJILIME GPEHIAME, IIPHRIEKATE HOBYIO 2y TOPHIO
H NOVIePIKHBATE CBOIO IPHOLUIL, IVIABHEIE MOAILIE AOMA OGPAIIAIOT
NPHCTATLHOE BHHMAHKE HA CHOE NOAUIMOHNPOBAHNAE, 1PARMILHLIN
GpEeHHIT H MAPKeTHHTOBYIO CTpaTerdio. Hanpumep, ¢ ofnoi cro
POHEL, 3TO MOXET O3HATATE O3NTHOHUPORAHHE CROEH IPOJYKITAH
He TOJILKO B Ka4ecTse [IpeMeTOn POCKOMM, HO ¥ KiK BIOKeHUs
H ONPEACACHHOTO 06pasa XusHM. C ApyroH CTOPOHEI, 5TO 3HATHT
HTTH B HOTY CO BPEMEHEM H PA3BMTHEM TeXHONOrHH. Opranuaanus
BLICTABKH B KYALTYPHOM [POCTPANCTBE HO3BOMT JOOHTECH BCEIO
8TOr0 GoJiee HHTEPECHLIM H TBOPTECKHM CIIOCOGOM, 2 He OGLITHOMN
pexaaMHO#A Kamianueit, C XyA0KeCTBeHHLIM B KypaTOPCKMM LIOA-
XOAOM, 9TH BHICTABKH GhUIH HANOJHCHB TCXHAYCCKAMHA YCTPOHCTRA
MM, CHENHAILHLIMU [PHIOKEeHHSIME 18 CMapTQOHOB, XallrTeramu

B HHCTArpaMe. .. PE3yJIkTaT He 3aCTABHT ce6sl 0T KAATH! HecMoTps

Ha TO 9TO Bhi

IBKH MOTYT OBLITE JIHINL IIPHM(“)(\M. aTo NO3BOAseT
lll)lx',ll';lH ™ ])l\lll(H e ('lp]\‘l(‘l HH KOMIAHWH B SOALIOM MaciuTabe
Kax Tomy TIOATREPRKICHAE, B 2015 roay Louis Vuitton w Chanel 660
€JIHHCTBEHHLIMH _\lt’}(\')l}ll‘lpl MHEMM KOMIIAHMAMHY, CTOMMOCTL |">[K‘H’
Jia KOTOPHIX Beipocaa: Louis Vuitton— Ha 6%, a Chanel — na 15%
COOTBETCTBEHHO. CA0MNKHO CKAIATEH, KAKHE (;lllk‘ﬂ\pld HMEHHO NORINS-
MM, HO HOCTOSHULIA TOHCK HOBRIX MHCTPYMEHTOB M HeCTAIIAPTHRIX
CPEJICTR JUISt BRANMOJIEHCTRISA C TIOTEHNMATEHEIMH TTOKYTIATEAAMA
TOYHO ChI'pal CBOIO POJIb.



