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Fashion's New Era of Product Discovery
AI-powered curation across content and search is helping shoppers overwhelmed by
choice to find the items they want, with benefits for brands and retailers, according to the
BoF-McKinsey State of Fashion 2025. Key insights

50 percent of fashion executives see product discovery as the key use case for
generative AI in 2025.

82 percent of customers want AI to assist in reducing the time they spend researching
what to buy.

The latest AI model of GPT-4o from OpenAI is 15 to 20 percent more accurate than its
predecessors, exhibiting fewer hallucinations.

The volume of choice is working against fashion brands, negatively affecting conversion
as shoppers increasingly abandon carts. 74 percent of customers report walking away
from online purchases due to the volume of choice.

In response, some retailers have reduced the size of their offering to increase relevancy
and reduce choice paralysis. Asos, for example, announced it will offer fewer but more
relevant brands to customers, reducing stock intake by 30 percent year on year in the
first quarter of 2024, and is planning a further 16 percent reduction in stock by the end of
2024.

Search remains the primary mode of online product discovery. 69 percent of customers
state they go directly to a retailer's search bar when shopping online. However, 80
percent are dissatisfied with the search experience and leave the site as a result. 41
percent cite irrelevant results as a main barrier to shopping.

Fashion brands are starting to address the challenges by using generative AI. While
promising, these efforts are a work in progress. Revolve has reported significant
increases in customer engagement from its experiments with generative AI-powered
search. Kering, on the other hand, introduced Madeline, a ChatGPT-powered shopping
assistant, in 2023 on KNXT, a site it uses to test digital innovations, only to later disable
the feature.

In The State of Fashion 2025 , BoF and McKinsey explain how industry shifts and
technology developments are set to offer customers increased curation in search and
discovery in the year ahead.

Reinventing product discovery will be a key focus area for fashion players in 2025

Customer product discovery and search is the top-ranked use case for generative AI in
2025, according to fashion executives.

This is thanks to a number of converging factors:

Growing customer demand for AI-powered shopping experiences

79 percent of customers surveyed by Google say they would find it helpful for AI to
understand their specific needs and recommend products. 82 percent say they want AI
to reduce their time spent researching what to buy. To address this, 84 percent of
organisations say hyper-personalised experiences across customer touchpoints are a
priority for the next 12 months.

Increased competitiveness in quality and cost

Intense competition among technology players such as Google, Meta and OpenAI has
driven significant improvements in model quality while decreasing their cost-to-deploy.
Google DeepMind's latest AI model, Gemini, will offer AI overviews featuring refined
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recommendations, multi-step reasoning, planning and multi-modal capabilities. In
October 2024, the company introduced a new shopping experience centred on AI
features such as a personalised shopping feed and guides that summarise relevant
product information. Meta has also upgraded its open-source AI model, Llama 3.1, with
monthly users increasing 10x from January to July 2024.

Greater accuracy of AI tools

Competition has also driven accuracy improvements. For example, OpenAI's GPT-4o is
15 to 20 percent more accurate than previous models, generating fewer hallucinations
across a range of tasks. Similarly, start-ups such as Anthropic are entering the space
with models such as Claude 3.5 Sonnet, demonstrating greater accuracy compared to
incumbent models.

Emerging commercial success stories

While experiments have produced mixed results, some brands have started to realise
the impact of AI investments on product discovery and their bottom lines. Zalando
credited an 18 percent year-on-year increase in profitability in the second quarter of
2024 in part to the roll-out of several generative AI features aimed at lowering costs and
increasing customer engagement, including a ChatGPT-powered shopping assistant,
personalised product recommendations and curated content.

Emerging AI challengers are redefining product search for the fashion industry

AI-powered shopping platforms

Daydream

Brands and retailers have recognised the power of optimising search to solve for
consumers' increasingly contextual and colloquial search terms, leveraging natural
language prompts to curate a shortlist of relevant options.

Daydream leverages generative AI, machine learning and computer vision to deliver
highly personalised search results using natural language and image recognition with
detailed product catalogues. Daydream has raised $50 million in seed funding and
closed partnerships with brands such as Alo Yoga, Jimmy Choo and Dôen, among
others, with the objective of launching a beta version in Autumn 2024.

More than 2,000

Capsule

Consumers are using multiple modes of search, such as image recognition, to identify
looks they want to shop. The likes of Google and Amazon leverage this technology,
while new start-ups such as Y Combinator-backed Capsule are focusing on perfecting
these alternative search methods for fashion discovery.

Capsule's on-demand product discovery platform includes a unique product index, based
on over 20,000 scraped data points per day. The app works similarly to the music app
Shazam, using computer vision and deep learning to identify similar styles to those
uploaded by users.

AI-powered discovery partners

Constructor

Increased appetite among brands and retailers to enhance the online customer
experience has sparked interest in AI partnerships with players such as Lily AI,
Bloomreach, Vantage Discovery, Constructor and others.

Constructor's B2B platform enables brands and retailers to embed AI in product search.
Valued at $550 million, it has tripled revenues since 2022. Constructor partners with
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brands such as Under Armour and Birkenstock to deliver personalised search
experiences and has powered more than 100 billion customer interactions in the first six
months since launch.

20x

Multi-brand retailers with vast product data are driving change in content curation

Taobao and Tmall, Alibaba Group

Alibaba set up a “digital tech” firm under its e-commerce unit TTG in August 2024.

Search: Taobao and Tmall Group (TTG) introduced Wenwen, a large language model
chatbot that provides personalised recommendations to consumer queries using
multi-modal outputs such as text, image, video and audio, and is the first fully integrated
AI e-commerce user application in China. Wenwen was used more than 1.5 billion times
in one month during the 11.11 shopping festival in 2023.

Content: The platform's curated content and personalised short inspiration videos has
improved its click-through rate.

Zalando

Zalando is investing in generative AI to become a “one-stop” destination for customers,
spanning both product discovery and inspiration as well as seamless search.

Search: Zalando's AI assistant, which leverages ChatGPT technology, has been used by
over 500,000 customers since its launch in 2023. It leverages data from ongoing
interactions with users to refine and improve output and accuracy over time.

Content: Zalando Stories use generative AI to show curated content to users based on
real-time data. Similarly, Trend Spotter, a B2B tool, identifies emerging trends on
Zalando across six fashion capitals, enabling brands to create styles and content that
resonate with real-time customer preferences.

Over 7M

Social media will continue to change the way shoppers discover and purchase fashion

Brand discovery through social media is now equally as common as through search
engines, with 38 percent and 37 percent of customers using the discovery methods,
respectively. While in-app shopping on social media is a core part of the e-commerce
market in China — short video app Douyin has a 15 percent e-commerce market share
and saw total transaction volume grow by 256 percent in 2023 — social commerce has
yet to pick up pace in the US and Europe.

However, social media's growing role in discovery may finally unlock its potential in the
West in 2025. The social commerce market in the US and UK is expected to almost
double by 2027. This is due to:

Predictive algorithms: The TikTok algorithm is distinct in its focus on content discovery
with the “For You” page predicting what users will enjoy based on their individual
preferences, enabling them to explore new brands and products.

Content tools: TikTok Shop has launched a suite of generative AI creative solutions for
brands to produce quality content faster, enhancing commercial prospects for brands.

Integrated shopping journeys: TikTok Shop had 33 million users in the US in 2023, up 40
percent since 2022. It is estimated that approximately 43 percent of users will purchase
through the platform by 2027. Following its launch on TikTok Shop, brand Princess Polly
generated a 350 percent increase in purchase value and a 5x increase in purchase
frequency through targeted search, with 60 percent of customers new to the brand.

Pinterest credits its AI investments in in-app commerce for making the platform more
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shoppable, including features such as AI Collage, which enables shoppers to curate
shoppable content. On Pinterest, posts with shoppable products are 300 percent more
likely to generate engagement. It also plans to invest in a dynamic AI ad solution that will
allow brands to optimise adverts in real time, prioritising users and products with the
highest return.

How should executives respond to these shifts?

1. Build AI foundations

Embed AI literacy in the hiring criteria for adjacent roles, such as in marketing functions,
in relation to customer experience and brand perception. Upskill the existing workforce
on the appropriate use of AI.

Establish a technology backbone (including tech stack and infrastructure) that provides
flexibility to adopt and scale search and discovery use cases.

Identify relevant tech partners for cost-effective generative AI deployment or build
in-house capabilities through acquisition. Ensure product data is optimised for AI search,
identifying relevant product features and attributes, for both organic search and
content-led discovery.

2. Prioritise value and accuracy, then scale

Apply a prioritisation framework to identify the discovery and search use cases with the
highest value based on customer insights. Employ a test-and-learn approach, starting
with use cases that perform specific tasks with consistently accurate results before
scaling more broadly across a larger customer base or set of activities.

Assess on an ongoing basis the trade-offs retailers may need to make between showing
customers the most relevant products to improve conversion and monetising search
results by allowing brands to sponsor listings.

3. Manage risks and ethics

Implement AI best practice frameworks to guide teams through the appropriate use and
communication of AI in content and search to gain customer trust.

Consistently monitor how AI models are developed and trained, incorporating broader
data sets that consider all customers. Monitor search accuracy and model output
through human validation and A/B testing to ensure resonance with customers. Balance
changes with brand tone of voice, prioritising authenticity and avoiding rigid
algorithm-driven outputs.

This article first appeared in The State of Fashion 2025 an in-depth report on the global
fashion industry, co-published by BoF and McKinsey & Company.
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Let It Snow
Well, perhapsnotin Miami and certainly not on Eiza González,seenhere,who wascelebratingat theparty

Guccithrewduring Miami Art Weekto markthe debutof its festivepublicart installation,a giantsnowglobe that pays
homage to its travel heritage.TheGuccieventwasjust oneofa slew of festivitiesaroundtown Tuesdaynight.

AsJanelle Monáesaid attheCartier bash:"Tonight we party,” For more, seepage20.

PHOTOGRAPHBY LEXIEMORELAND

Coming Into Focus
PVH'sstrategic plan

iscomingintoplace
as´thecompany

toppedO3 estimates.
Page2

Overseas
Expansion

Abercrombie& Fitch and

Hollisterwill open stores

in India througlspartnership

Page6

Madison Move
Michael Kors hasmoved

his new Collection

boutiqueto Madison

Avenue and6lstStrect

Page7
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eve ‘You
Havethe
Beach,
You Have
TheArt”
On Tuesdaynight, Miami’s
Design District wasabuzz with

partieshostedby Gucci, Cartier
and J Balvin, while Pucci kept the
fun going backon Miami Beach.
BY KRISTEN TAUER

PHOTOGRAPHS BYLEXIE MORELAND

J Balvin met MattiasGollin, his partner
in the new designstudioVita VeloceTeam,

asonedoesthesedays:onthe internet.

“He did these boots. That’s the way I
foundhim,” said JBalvin earlyonTuesday

night in Miami’s DesignDistrict, gesturing
towardhis bedazzledTimberland boots.
Themusicianwasalso wearingafull camo
Vita Veloce Teamoutfit, but stressedthat

their studio’s projects won’t just be limited

to clothing.
VIPS like Design Miami founder

Craig Robinswereintroducedto the

VVT universethrough acocktail party
celebrating the two-part“Pa La Cultura”
auction,hosted on Pharrell Williams’
Joopiterauctionplatform.On onesideof

the DesignDistrictboutiquespace,items

from JBalvin’s personalcollection were on
display, includingseveral rareLouis Vuitton

piecesdesignedby Virgil Abloh; on the
other side ofthe room, camo-forward Vita
Veloce Team pieceswereup for grabs,with

the online auction open through Dec.12.

Asked abouthis Art Baselplans,JBalvin

lamented.“I don’t think l’m going to have
the timeto bearound.I have a lot of work

to do,” hesaid. “But I love Art Basel.”
Although Miami Art Week is underway,

onTuesdaynight Gucciremindedthe crowd
that the holiday season is also in full swing.

The fashionbrandhostedanoutdoor
cocktail party at theSweetBird North
Plaza in Miami’s Design District to

installation,a giantsnowglobethat pays
homageto the brand’stravelheritage.

DesignDistrict developerCraig Robins

andwife JackieSoffer stoppedby shortly
after attendingJBalvin’s Joopiter cocktail

partynearby,joining otherVIP’s including
Karolina Kurkova,AlessandraAmbrosio,
VenusWilliams, Eiza González,Yara

Shahidi andmore.
“I do think that Guccihas the most fun

partyalways,” said González. “They’re an
incrediblebrandthat is very ‘vanguardia,’
wesay in Spanish. They’re always pushing
theboundariesand they’retrendy and
understandwhat the vibe is. And it’s cool.

It’s fun, it’s chic, it’s sexy. It’s always a

different vibe.”
The actresshasattendeda fewArt

Basels,but thisyear sheis looking atthe
artfrom a differentperspective.

“Right now l’m moving home,so l’m
purchasingand l’m looking for pieces,” she

said. “Soit’s an exciting week to be hereto

look for special pieces for my newhouse.”
A few blocks away,JanelleMonáe stepped

behindthe DJ boothonthetop floor of

Cartier’s Trinity 1OO exhibition installation.

“Tonight we dance,”thestar told

theroom, queuing upPrince’s “1999.”
“Tonight we party.”

Guestswanderedthroughtheimmersive
exhibition’snumerousrooms,which
highlightthe collection’shistorydating to
whenLouis Cartierdesignedthe first piece
in 1924.On theupper floor,amirrored
photowith theexhibition logo= giant
interconnectedTrinity rings = kept

partygoersentertainedastheysipped

Champagneand navigatedthe room’s giant
winding photostrip installation.

BackonMiami Beach,Pucci brought a

FunFair to the theMiami BotanicalGardens

ontheeveofArt BaselMiami Beach’s
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festival included a smatteringof colorful

Pucci-codedactivities for guestslike Future
and Gunna,from a fortune teller to carnival-

style gamesandsweettreatslike cotton

candy, gelato and cannolis.

“I thought,you know, we needto do

something.If we’redoing somethinghere,

we needto bedifferent,” saidPucciartistic
directorCamille Miceli. “You’re in Miami,
you’re in this wonderfulcity with lotsof

art, lotsof beautifulpeople.So you needto
surprisethem.”

Casein point: onthe dancefloor, guests
werenavigatingunderneathapink bar,
doingthe limbo asGiuseppeSavoni,aka

Disco Bambino, set the moodwith Italian
disco tunes.

“I sawsome images of Emilio Pucci

in the archivesdoingthelimbo with his

friends, I thought,OK - we haveto do a

limbo,” addedMiceli.

And whatbetteroccasionthan at Art

Basel?
“I thoughtit wasexactly the best place

to do it,” sheadded.“The energyis

amazing. It’s something thatyou don’t have

anywhereelse.Youhavethebeach,you
havethe art- what more canyou expect?”

eve

Williams

Pritika Swarup

Tous droits de reproduction réservés

PAYS : États-unis 
PAGE(S) : 20

SURFACE : 76 %

PERIODICITE : Hebdomadaire

DIFFUSION : (61000)

JOURNALISTE : By Kristen Tauer…

5 décembre 2024 - N°nc

Page  7



(3/4)  KERING - LUXE

.JBalvin

Karolina Kurkova
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Janelle Monáe

Camille Miceli Yara Shahidi

The sceneatArt Basel
2024 PuooiFunFair.
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Gucci, installazione a Miami celebra le
origini del marchio

FIRENZE, 04 dicembre 2024, 15:07

Redazione ANSA

Dopo le luminarie sulla facciata del palazzo della mercanzia a Firenze, edificio storico di
proprietà, Gucci firma un'altra opera per celebrare le festività del Natale a Miami (Usa).
E' un'installazione immersiva che rievoca l'esperienza giovanile di Guccio Gucci,
fondatore della maison, durante il suo lavoro come porter presso l'hotel Savoy di Londra.
L'opera nella città della Florida è ospitata in Sweet Bird North Plaza, nel Design District,
e sarà visibile fino al 7 gennaio 2025.
    Nell'installazione le creazioni da viaggio di Gucci - dalle iconiche valigie, agli eleganti
bauli decorati con il distintivo monogramma 'GG' - prendono vita sullo sfondo di edifici in
miniatura minuziosamente riprodotti. Le scene rappresentano luoghi simbolici nella
storia della maison, tra cui il palazzo in piazza della Signoria a Firenze, la boutique di
Wooster Street a New York e i flagship store di Avenue Montaigne a Parigi e New Bond
Street a Londra. Inoltre, nella piazza di Miami è esposta una serie di Art Walls create in
collaborazione con l'artista americana Corydon Cowansage. Celebre per le sue opere
che fondono elementi astratti e figurativi, Cowansage ha adattato una delle sue
composizioni per dar vita a tre murales imponenti. Caratterizzati da forme biomorfiche e
ondulate, ricordano delle labbra fluttuanti.
   

Riproduzione riservata © Copyright ANSA
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Bottega Veneta célèbre l’artisanat
vénitien
Publié le
4 décembre 2024

Avec son projet "Bottega for Bottegas", Bottega Veneta met en avant l’excellence des
ateliers artisanaux. Pour cette quatrième édition, elle ne voyage plus à travers le monde
comme lors des éditions précédentes, mais se focalise sur Venise et ses alentours. Une
manière pour la griffe italienne, fondée à Vicence en 1966 par l’artisan Renzo Zengiaro
et son associé Michele Taddei, de renouer avec ses racines vénitiennes.

Les objets réalisés par les artisans vénitiens pour la griffe - Bottega Veneta

La bottega en italien signifie magasin, mais aussi petit laboratoire dédié aux métiers
manuels, comme celui dans lequel débuta la griffe, à l’origine spécialisée dans la
maroquinerie et les sacs en cuir.  Cette année, Bottega Veneta, rachetée par le groupe
de luxe Kering en 2001, donne donc de la visibilité à six maîtres artisans vénitiens, peu
connus mais possédant une expertise chacun dans leur domaine.

Il s’agit de la Fonderia Artistica Valese, dernière fonderie active dans la cité lagunaire,
réalisant des objets en laiton comme le lion ailé ou le "fero da próva", le fer de proue
typique des gondoles avec ses six branches métalliques, symbole de la ville.
L’entreprise Signor Blum, spécialisée dans le bois, propose un puzzle en bois
reproduisant les classiques palais vénitiens.

Ne manquent pas bien sûr les verriers de Murano, à travers un vase réalisé par
Laguna~B, un objet en verre soufflé par Wave Murano Glass ou encore l’étoile de mer
fabriquée, elle, dans l’atelier vénitien de Bruno Amadi. Enfin, situé à Trieste, à l’extrême
est de la région du Frioul-Vénétie Julienne, le fabricant de cartes Modiano propose le jeu
des cartes régionales Trevigiane.

Dans le cadre de son initiative de fin d'année, Bottega Veneta va braquer ses
projecteurs pendant tout le mois de décembre sur ces six artisans alliant tradition et
innovation, à travers son site, sa newsletter, des espaces publicitaires et ses vitrines.
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Bottega for Bottegas è una vetrina sul
sapere artigianale, ma anche un invito a
non dare per scontata la bellezza
Alla quarta edizione, il progetto di valorizzazione dell'artigianato di Bottega Veneta è un
omaggio alle radici della maison: dando spazio a sei realtà basate a Venezia e dintorni,
ci ricordano quanto sia importante coltivare l'unicità «Rendiamo omaggio agli artigiani
contemporanei della città, la cui maestria e dedizione innovano e danno nuova energia a
tradizioni secolari». Bottega for Bottegas nelle parole di Leo Rongone, CEO di Bottega
Veneta: un progetto di valorizzazione dell' extra ordinario

Un ripostiglio, un magazzino, nel suo significato più generico un luogo per riporvi oggetti
di ogni sorta. Quindi un locale, generalmente a pianterreno, dove vengono esposte e
vendute le merci o dove gli artigiani esercitano, spesso su commissione del cliente, la
loro attività. Una bottega è questo, o almeno sul vocabolario Treccani. Nel Rinascimento
era un termine che si utilizzava anche per gli studi degli artisti più affermati. Alessandro
Manzoni invece ne I Promessi Sposi lo usa per indicare un traffico illecito, un'azione
poco onesta compiuta per trarne guadagno: “per tutti gli altri, era manifesta impostura,
cabala ordita per far bottega sul pubblico spavento” - parlava della peste e dell'approccio
dei medici alle informazioni sul contagio.

Nell'etimologia emotiva di chi è cresciuto in provincia, però, sono luoghi da maneggiare
con cura, inevitabilmente legati a una dimensione cui coesistono resistenza e fragilità,
immancabilmente legati ai ricordi. Non che in città non ce ne siano - anche se vanno via
via scomparendo - ma se nelle metropoli sono rarità, nei piccoli centri sono un'abitudine.
Le botteghe sono sempre state il luogo della delizia, del sublime, dell'eccellenza, di una
qualità che non ammette compromessi, in cui a fare la differenza era il fattore umano
dell'intimità.

Si stanno lentamente trasformando in una nicchia (anche se il processo si avvia ormai a
conclusione), e spesso rischiano di essere vittime del concetto di cui sono figlie. Pensato
come cassa di risonanza dell'unicità coltivata nelle botteghe artigiane, è proprio per
questo che il progetto Bottega for Bottegas di Bottega Veneta è così speciale.

Nato come celebrazione del sapere artigianale, Bottega for Bottegas 2024 è un omaggio
alle radici della maison fondata a Vicenza

Ormai alla quarta edizione, questa volta è un'enorme finestra aperta su Venezia e i suoi
dintorni. «Fondata in Veneto nel 1966, Bottega Veneta è profondamente influenzata da
Venezia: dai suoi materiali, motivi, dall'artigianalità e dalla sua storia unica di incontri
interculturali. Con l'edizione di quest'anno di Bottega for Bottegas , rendiamo omaggio
agli artigiani contemporanei della città, la cui maestria e dedizione innovano e danno
nuova energia a tradizioni artigianali secolari , dalla lavorazione del legno alla soffiatura
del vetro» ha dichiarato Leo Rongone , CEO di Bottega Veneta.

Gli oggetti in ottone della Fonderia Valese , un puzzle in legno di Signor Blum , un set di
carte da gioco in una custodia in pelle di Modiano , le creazioni in vetro di Laguna~B
Bruno Amadi e Wave Glass : nel mese di dicembre il sito web, gli spazi pubblicitari, le
newsletter e le vetrine delle boutique Bottega Veneta sono dedicati a sei realtà basate a
Venezia, fatta eccezione per Modiano che ha sede a Trieste, che con Bottega Veneta
condividono la passione per l'innovazione artigianale.

Pensati per valorizzare il patrimonio culturale veneto, gli oggetti sono caratterizzati da
design densi di significati storici: il puzzle a blocchi di legno di Signor Blum è una
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riproduzione la tipica architettura veneziana; le carte da gioco di Modiano presentano il
mazzo Trevigiano , noto anche come “mazzo Veneziano” o “mazzo Veneto” e utilizzato a
Scopa o a Briscola; gli oggetti in ottone della Fonderia Valese rappresentano il leone
alato, emblema della città sin dal XII secolo, e il fero di prua di una gondola che
simboleggia le tre isole, i sei sestieri e il ponte di Rialto.

Presentata per la prima volta nel 2021, Bottega for Bottegas nasce come iniziativa a
sostegno dei piccoli artigiani che sono stati particolarmente colpiti dalla pandemia

Da allora il progetto è diventato espressione dell'impegno nella celebrazione
dell'artigianato di Bottega Veneta . Nella prima edizione sono state coinvolte botteghe
provenienti da tutta Italia. L'anno successivo l'iniziativa ha visto la partecipazione da tutto
il mondo, ispirati dalla cultura italiana. Nel 2023 invece le quattro realtà selezionate
rappresentavano una rivisitazione innovativa dell'artigianato tradizionale proveniente da
Italia, Taiwan, Cina e Corea del Sud.

Matthieu Blazy , direttore creativo della griffe, nel corso degli anni ha costruito un
progetto di sublimazione dell'ordinario. E l'idea di amplificare il valore inestimabile di ciò
che le botteghe sono e rappresentano nell'immaginario collettivo si inserisce
perfettamente in questo contesto. Elevazione della semplicità come complessità risolta
Bottega for Bottegas ci porta a riflettere su quanta bellezza nasca e prenda forma
lontana dai riflettori nel nostro Paese. Rientra nel patrimonio genetico della nostra unicità
e dovremmo sempre coltivare la capacità di prendercene cura.

Leggi anche:

Vuoi ricevere tutto il meglio di Vogue Italia nella tua casella di posta ogni giorno?
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Lamborghini passe à la vitesse
supérieure avec Balenciaga
La maison Balenciaga signe une nouvelle collection de mode inspirée des supercars du
constructeur Lamborghini. Si un premier t-shirt en édition limitée vient d'être dévoilé, une
ligne entière sera disponible au printemps 2025.

Balenciaga et Lamborghini prennent la route ensemble

Le premier jour de décembre, Balenciaga et Lamborghini teasaient sur leur compte
Instagram une mystérieuse collaboration. Le lendemain, le projet a été dévoilé pour le
plus grand bonheur des passionnés de mode et de voitures. La maison a imaginé une
collection pour l'automne 2025 inspirée des designs des supercars de l'automobiliste
italien.

Voir cette publication sur Instagram

Une publication partagée par Balenciaga (@balenciaga)

La premier opus de cette ligne mariant les codes des deux firmes se traduit en un t-shirt
à manches longues avec une coupe carrée, arborant la Lamborghini Temerario 2025.
Symbole de l'innovation prônée par cette gamme, ce véhicule de sport est la deuxième
hybride de l'entreprise, comprenant un V8 et trois moteurs électriques pour un total de
920 CV. Il faudra être rapide pour se procurer ce t-shirt en vente à 630 exemplaires dans
certaines boutiques Balenciaga du monde et sur le site de la marque.

Parallèlement à cette sortie qui tombe à quelques semaines des fêtes de fin d'année ,
une collection complète sera disponible au printemps 2025. On y retrouvera des
bombers en cuir, des vestes de course, des t-shirts, des pantalons de survêtement, des
bijoux et des nouvelles versions des sacs emblématiques Rodeo et Hourglass de
Balenciaga ornés de l'emblème Shield. Plusieurs produits font directement référence à
l'univers des excursions , avec des mugs de voyage et des étiquettes de bagages en
cuir, davantage accessibles pour le grand public.

©Balenciaga x Lamborghini

Si les deux marques se sont souvent distinguées au sein de collaborations avec
diverses industries éloignées de leur activité, comme le rapprochement remarqué de
Balenciaga avec Lay's, Lamborghini poursuit ici sa route vers la mode . Le constructeur,
qui a vu ses ventes grimper de +20% sur les neuf premiers mois de son exercice 2024
(un record), a déjà noué des partenariats avec le spécialiste du beachwear Orlebar
Brown, la marque de souliers Tod's ou encore le label streetwear Supreme.
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Balenciaga imagine avec Scholl les talons « les

plus confortables jamais réalisés »

Pour sa collection automne 2025, la maison de couture a revu et corrigé les

mules emblématiques (et orthopédiques) de Scholl.

Balenciaga vient de dévoiler sa collection automne 2025 à travers une série de photos

capturées à l'iPhone par son directeur artistique, Demna. On y découvre les silhouettes du

designer géorgien, portées par des mannequins au naturel, sans maquillage ni coiffure,

prenant la pose au milieu du studio de création bouillonnant de Balenciaga, où se mêlent les

portants des vêtements numérotés et les panneaux épinglés de photos d'essayages. Une

phase du travail et un cadre habituellement bien gardé duquel aucune photo ne fuite. En

présentant ainsi sa collection, Demna nous montre les coulisses en toute simplicité et

transparence, faisant écho au fil rouge de sa nouvelle garde-robe centrée sur l'idée de confort.

Côté vêtements, le créateur s'est en effet amusé à réinterpréter le T-shirt sous différentes

formes : en mini robe semi-ajustée, en robe longue et fluide ou en simple T-shirt imprimé des

visages des égéries de la maison (Isabelle Huppert, Kim Kardashian ou encore Michelle Yeoh).

Les vêtements d'extérieur sont drapés et enroulés sur le corps comme des écharpes, les

survêtements et sous-vêtements repensés comme des pièces casual ou de soirée. Cette idée

d'aisance se retrouve également sur les chaussures. Souhaitant réaliser les « talons les plus

confortables de la saison », Demna s'est tout naturellement tourné vers Scholl pour imaginer

la collaboration chaussures la plus cosy (et la plus surprenante) de l'automne prochain.

Le sabot emblématique de Scholl revu par Demna pour Balenciaga

Le directeur artistique de la maison de couture a réimaginé à sa manière l'iconique modèle de

sabots Pescura de Scholl, lui greffant des talons aiguilles ainsi qu'une semelle en liège

orthopédique. De quoi gambader toute la journée en étant haut perchée ! Ce n'est pas tout,

puisque les deux griffes ont imaginé deux autres paires de talons confortables : une paire de

mules en cuir à bout carré ainsi qu'une paire de bottes en cuir souple et à bout carré

également. Assurément les chaussures phares de l'automne prochain !
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Finanza

ModaUe in missioneaBruxelles:
«Hegoleatuteladell’ eccellenza»
Efa-Europeanfashionallianceavviaildialogoconlanuovacommissioneperevitarecheprevalganoleragionidelfast
fashion.All’incontrointervieneancheCarloCapasa,presidentedi Cnmi:«Salviamolafiliera». AndreaGuolo(Bruxelles)

E
fa-Europeanfashionalliance
ha presentato il suo manife-

sto-decalogo per la tutela della
modaeuropeacome industria

creativa.Lo hafatto ieri aBruxelles, in-
contrando in unadelle sueprimeuscite
la commissariaeuropeaall’ambiente e
all’economia circolare, lasvedeseJessi-
ka Roswall, e chiedendochele regole
daadottarea livello comunitarioper la
transizione sostenibile tengano conto
dell’identità della fashion industry.
Che,comehasottolineato il presidente
diCnmi-Cameranazionalemodaita-
liana, Carlo Capasa:«Rappresenta
qualcosadi unico,perchénon C1 limitia-

mo a creareprodotti. Noi realizziamo
sogni».Occorreintervenire sulle rego-
le prima che il Parlamentoeuropeosia
chiamatoa votare unapropostasbilan-

ciata versole esigenzedel fastfashione

nonrispettosadel bello eben fatto, per-

ché ci sonoconcetti fondamentalidella
moda sostenibilechenon sono attual-

mente tenuti nelladovutaconsiderazio-

ne, comela durabilitàdei prodotti, l’im-
patto deimateriali alternativi rispettoa
quelli naturalie il pesodellasostenibili-
tà sociale. Dalla neocommissariaè arri-

vato un segnaledi apertura:«La transi-

zione sostenibile della moda non si fa
con le regole imposte, macollaboran-

do». Il ruolo di regista dell’incontro è
statointerpretatodall’europarlamenta-
re tedescoChristianEhler,nel suoin-
carico di coordinatoredel comitatoper
l’industria, la ricercae l’energia, cheha
indicato la stradaper il dialogo tra fa-
shion industrye istituzioni europeenel-
la definizionedi una strategiacondivi-

sa, dametterea terra entroil primo an-

no di legislatura. Il risultato di questa
missionedi Efa a Bruxelles è promet-

tente e risponde alle necessitàeviden-

ziate dal presidentedell’ alleanzaeuro-

pea, il tedescoScottLipinski, perla tu-
tela dell’eccellenzadella modaconti-
nentale e perle garanzieche i consuma-
tori richiedononei loro acquisti.L’in-
contro istituzionaleèstato accompagna-
to dalla presentazionedel report sullo
stato della fashion industry nel quale

compaionoaspettinegativi,comeil fat-

to cheil 66%del campioneintervistato
abbia un’idea negativadell’immagine
dell’industria, maanchepositivi, come
l’88% delle impreseche ha già avviato
un percorsodi sostenibilità.A comple-
tare il programma,i talk acuihannopar-
tecipato 1 protagonisti della moda tra
cui la global sustainabilitydirector di
Balenciaga,Annika Mohr Storfält, e
CostanzaMaramotti,componentedel
boarddi MaxMara, evidenziandoco-

me nei capi prodotti dal suogruppo ci

sia: «Quella durabilità che consentedi

trasferirli daunagenerazioneall’altra,
e questo plus non può esseresoltanto
un valoreintangibile madeveemergere
in termini di sostenibilità».Capasaha
conclusoche:«Le regoledevono tutela-

re la supplychaina cui dobbiamola no-
stra eccellenza. Dobbiamosalvare 1pic-
coli brand».(riproduzioneriservata)
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Alcuni partecipantidell’incontro
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Kering : avec son concept de cafés,
Ginori 1735 passe à table
Rachetée par le groupe de luxe Kering en 2013, la Maison italienne spécialisée dans
l'art de vivre renforce sa diversification gastronomique amorcée il y a quelques jours à
peine. Ginori 1735, de l'assiette à l'assiette

Il y a le contenant... et le contenu. Réputé pour ses collections d'arts de la table et de
décoration, Gironi 1735 accélère son extension dans le domaine de la restauration avec
l'ouverture d'un Café Ginori à Rome.

Annoncée pour le 8 décembre, cette initiative est le fruit d'un partenariat entre la marque
et l'Hôtel de la Ville (groupe Rocco Forte Hotels). Sur place, Ginori 1735 y présentera un
concept hybride mêlant boutique et espace de dégustation avec des recettes
spécialement conçues par le Chef Fulvio Pierangelini pour sublimer certaines des lignes
les plus emblématiques de la griffe telles que Oriente Italiano Il Viaggio di Nettuno et
Labirinto

©Cafe Ginori

À la carte, Cacio e pepe au homard, Salade César à la truffe ou encore Scampi à la
mangue caramélisée, artichauts et caviar Asetra, ainsi que des plats du jour valorisant
des ingrédients locaux.

©Cafe Ginori

©Cafe Ginori

View this post on Instagram

A post shared by GINORI 1735 (@ginori1735)

Cette ouverture est la seconde du genre pour Ginori 1735 qui avait annoncé fin
novembre la conclusion d'un partenariat international avec un autre groupe hôtelier,
Marriott, visant à installer des Cafés Ginori dans les hôtels et complexes de la marque
St. Regis. Dans la foulée, une première adresse avait été dévoilée à l'hôtel St Regis de
Florence.

par Journal du Luxe
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lnterviste

Pavlovsky;«Nuovaeraperlamalson»
«Stiamovivendounperiododitransizionechedureràancorapermesidopolanominadeldirettorecreativo.Laforza
più grandedelnostromarchioèessereuncollettivoditalenti»,diceaMFFil presidentedelleattivitàmodadi Chanel
in occasionedellasfilataMétiersd’art di Hangzhou.«LaCinatorneràacrescerenel2025».ChiaraBottoni (Hangzhou)

I
1 ritorno della Cina, il rebounddel
businessattesoper il 2025e la fase
di transizione che sta attraversan-
do la maisone che la porteràa con-

solidare ancora di più il suo status di
«collettivo di talenti». Sono questi al-

cuni degli argomentiaffrontati daBru-
no Pavlovsky,presidentedelle attività
modadi Chanelepresidentedi Cha-

nel sas in occasionedella sfilata Mét-
iers d’art di Hangzhou.A poche setti-

mane dall’annuncio, attesoentro Nata-

le. di una nuova guidastilisticaper il
marchio da 19,7 miliardi di dollari di
turnover nel 2023. «Chiunque verrà,
sarà molto protetto.Gli lasceremoil
tempodi salirea bordo», ha specifica-
to a MFFPavlovsky.
A novembreavetesfilato aHong
KongeoraadHangzhou.Perché
dueeventi in Cinain unmese?
Durantegli ultimi tre anni Chanelha
raddoppiatoil businessinCina. Siamo
cresciutiadoppiacifra eattiratomoltis-

simi di nuov clienti, confile neinego-
zi. Questodimostrail poteree l’attratti-
vità del marchio. Oggi il paesesta af-
frontando una recessioneeconomica
cheha un impatto non sui very impor-
tant clients, ma sugli one time clients.
Restoperòmolto ottimista,continuere-

mo a fareun grandebusinessedi quali-
tà. Stiamolavorandosodoesiamopiut-
tosto ottimisti per il 2025eil 2026.
Vedeteunconsolidamentoo una
crescita?
I cambiamenti sonopartedel business.
Ci sonodei brandmoltopiù espostidi
noi, qui siamo relativamentepiccoli.
Abbiamo solo18 boutiquein dodici cit-

tà, mentremolti dei nostri competitor
nehannopiù di 50. Il motivopercui il

nostrosviluppo è statogradualeè
per-

ché vogliamo vendere il readyto wear.
Ci sonovoluti circa dieci ann per edu-

care il consumatorelocalead apprezza-
re l’abbigliamento. Avremmo potuto
vendereenormi quantitàdi borse e ac-
cessori manonè il nostroobiettivo.Co-

me sempre,andiamo al nostro ritmo,
gradualeesolido.
Oual è la percentualedi busi-
ness cherealizzatenel paese?
L’Asia, compresoil Giappone,incide

per unterzo sulturnover, unaltro terzo
derivada EuropaeMiddle easte un ter-

ZO dall’America, il che rende il busi-

ness delmarchio molto solido e bilan-
ciato.
ll vostrorapportoconla Cinaèbi-
lanciato anchesottoaltri puntidi
vista...
Lavoriamodadiversotempocon forni-
tori cinesi. La maggior partedelle no-
stre sete arriva dalla Cina, così come
parte del cashmereO della pelle di

agnello per le borse.Il motivo percui
C1 riforniamo da loro è perchégaranti-
scono lamigliore qualità. euno scam-
bio reciproco.
Apropositodi supplychain,alcu-
ni marchi del lussosono stati
coinvolti in operazionipoco tra-
sparenti relativeallasubfornitu-
ra in ltalia.Voi comevi muovete?
Chanel investesulla filiera italiana da
10/15 anni,quando ancora non c’era
tutta questaattenzione,e abbiamo dei
rigidi criteriin termini di sostenibilità.
Abbiamo acquisito produttori perché
vogliamo mantenere alti standard e

avere il controllo su tutto. Garantisco-
no .la qualità migliore e la pienatrac-
ciabilità. Lo abbiamofatto in Franciae
in Italia, doveci sonoaddirittura più
personeche lavoranoperChanel.eun
temacheaffrontiamo conserietà.
Presto annuncereteil nuovodi-
rettore creativo.lnizieràunanuo-
va eraperChanel?
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Lacosapiù importante èchestiamoat-

traversando unperiododi transizionee
quandofaremo questoannuncio nulla
cambierà.Chanel è prima di tutto un
collettivodi talenti.Questoapproccio
ci hapermessodi essereciò chesiamo.
Ovviamenteci serveunleaderchearri-

verà. Ma gli (O le) daremoil tempodi
salirea bordo. Questo è il motivo per
cui, qualsiasicosaannunceremonelle

prossme settimane,aprirà un proces-
SOgradualee non ci porteràallafine di

questoperiodo di transizione, chepro-
seguirà permesi, forseper un anno.

È il lavoro più desideratonelmon-
do dellamoda...
Holettosullastampamolti nomi di per-
sone che avrei interpellato, è interes-

sante.
Guello cheècertoè chesaràun
rapportodi lungo termine?
Lo saràma noncerchiamo una super-
star chelavori da sola.Vogliamo qual-

cuno che sia felice di unirsi a Chanel,
di supportaree sviluppare il marchio,
di portareunavisione su quelloche sa-

rà il nextstep.Pensochesiaunanuova
fase per il brand, che amo moltoper-
ché, daun lato, vediamo cheabbiamo
tanti talenti, dall’ altro perchévoglia-
mo costruirequalcosadi solido, non
basatosu un solonome.
Nel 2025presenteretela cruise
in ltalia. Comemai?
È un nostro sognoda tempo, il lago di

Como è semprestatauna destination,
abbiamoun grandebusinessnell’ area
e mi domandoperchéChanel non ab-

bia mai sfilato lì.

Comesichiuderàil 2024?

Non male, le cosesarebberopotutean-
dare peggio.Non è statoun anno sem-

plice in termini di businesscon molti
mercati in difficoltà. Alla fine, abbia-

mo fatto un buon lavoro. Certo, non è

statoil migliore annodi sempremasia-

mo fiduciosi nelle nostrepossibilitàdi

avereunreboundnel 2025.Non sipuò

semprecrescerea doppiacifra. Inizia-
mo avedereperòdei primi segnalidi ri-

presa.
Sarebbestranosovraperformare

n questomondo cosìcomplesso.Ci so–
no molti brandin sofferenzae, altri, co–
me Brunello Cucinelli che continua-
no a faremolto bene.(riproduzione ri-
servata)

BrunoPavlovsky
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Why Fashion Needs the Art World More

Than Ever

Art Basel Miami Beach has become a cultural tentpole that attracts America's wealthiest and

an evolving art customer base that may prove key in reversing the luxury downturn.

By Lei Takanashi

VIP previews for Art Basel Miami Beach opened on Wednesday, alongside plenty of activations by the

world's leading luxury brands who are swarming into town for Miami Art Week. (Getty)

The art market has seen better days. Galleries are closing in Manhattan, and according to The

Art Newspaper, aggregate global auction sales at Christie's, Sotheby's, and Phillips fell 27

percent in the first half of 2024.

But one very important demographic is still banking on fine art: luxury fashion brands. Just

this week, Louis Vuitton announced a re-edition of a popular aughts-era collaboration with

the artist Takashi Murakami, and several labels, including Gucci, Hublot and Cartier, are

currently putting on activations at Miami Art Week.

The luxury world's lasting affinity for art will be readily apparent at Art Basel Miami Beach,

which opens to the public on Friday. On Tuesday, Pucci hosted a private "fun fair" at the Miami

Beach Botanical Garden next to the convention center itself with invite-only guests such as

the rapper Gunna in attendance. On Wednesday, when VIP previews for Art Basel Miami

Beach started, LVMH opened a five-day pop-up in Miami's design district to host panels with

artists, LVMH Maison executives, influencers, and more. Other high fashion brands are using

Art Basel Miami Beach as an opportunity to energise new releases. Off-White will celebrate
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the release of its debut golf capsule with Paris Hilinski at its Miami design district flagship on

Thursday, right after Maison Margiela unveiled an artist collaboration with the tattoo artist

Kozo at its own Miami flagship on Wednesday.

President of OTB Group, RenzoRosso,greeting Kozo, atattoo artist that the OTB-owned label Maison

Margiela collaborated with for anMiami Art Week activation at its design district flagship. (Sansho

Scott/BFA.com/Maison Margiela)

The last major annual art fair of the year will draw in 286 galleries around the world, making

its host city a magnet for traditional blue-chip collectors and new-money crypto

entrepreneurs. Luxury brands are counting on both to help reverse a downturn that's seen

sales stagnate or decline at most major brands. Art Basel Miami Beach serves as ground zero

for a new class of American luxury consumers who are feeling flush post-election: the USstock

market has hit an all-time high, the Fed handed another interest rate cut in November and

Bitcoin's value surpassed $88,000 for the first time a few days later. Crypto wealth drove sales

for luxury brands in the immediate aftermath of the pandemic, and while the market has

cooled in recent years, it's coming roaring back: Justin Sun, the Chinese crypto entrepreneur

who made headlines in 2021 for spending over $100 million on blue-chip artwork by both the

coveted 20th century sculpturist Alberto Giacometti and the graffiti-artist-turned-pop-art-

phenomenon Kaws, also came back in the news last month for purchasing Italian artist

Maurizio Cattelan's "Comedian" (aka the viral duct-taped banana) at Sotheby's for $6.2

million. The Crypto entrepreneur's interest in contemporary art clearly has not waned.
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Beyond the crypto millionaires, today, Art Basel Miami Beach - and fine art at large - is

reaching a broader cross-section of consumers, which is why even non-luxury players such as

the hybrid streetwear magazine and retailer Complex NTWRK and BDG-owned publication

Nylon are activating on the event's periphery. Complex NTWRK is partnering with the

Japanese artist Verdy to debut two new sculptures and release collaborative merch; Nylon will

host its annual party on Dec. 6.; Highsnobiety will host a series of events in the design district

that are partnerships with brands ranging from the sportswear label Hoka to the Pharrell-

owned auction platform Joopiter.

"Hundreds of thousands of people come into town to check out parties, fashion pop-ups,

sneaker releases, and other non-endemic brand activations," said Complex NTWRK CEO Aaron

Levant, "All these people have a huge crossover into young pop culture, streetwear, hip-hop,

all the way into the blue-chip art market. Things are democratising and there isn't a wall up."

(Disclosure: The author previously worked at Complex.)

A Growing Crowd

That intersection could still be found in the enduring popularity of artists such as Kaws, best

known for his skull characters and an approachable take on pop art that references his

previous practice as a subversive graffiti artist. Nearly half a decade after shattering auction

records at Sotheby's in 2019, he continues to be embraced by not only luxury brands but mass-

market fashion labels. In November, the American artist unveiled a new capsule collection

with Dior and a watch made in collaboration with Audemars Piguet, while in August, Uniqlo

also revisited a Kaws collaboration to promote an ongoing exhibition that juxtapositions Kaws'

artwork with pieces in the Andy Warhol Museum. The everlasting nature of these

collaborations speaks towards the new American luxury customer and evolving art consumer

that could be found in Miami this week.

So while luxury labels are targeting those likely shopping for blue-chip canvasses at Art Basel,

Levant sees potential in a broader crowd in Miami that he likens to those who attend his

brand's own annual streetwear festival ComplexCon. He points out how the same brands that

show up for his convention are also activating and sponsoring events in Miami's design district

alongside luxury players. For example, this weekend, Nike will activate at the Miami outpost

for the heritage American streetwear boutique Concepts to promote a highly-anticipated

reissue of a sneaker collaboration by the graffiti artist Stash. That's what's bringing Sky

Gellatly, co-founder of the creative agency Icnclst, to Miami this year while also supporting his

client Futura-who's also set to release an exclusive collectable in what will be the third and

largest iteration of the Art Basel Shop curated by Sarah Andelman of Colette.

"Art Basel Miami, compared to Art Basel Paris, there's always far more presentations of artist

fashion collaborations. As a function of that, the design district has this plethora of stores and

brands that traditionally prioritise artist collaborations in general," said Gellatly, whose agency

forges art partnerships with brands such as Louis Vuitton and Comme des Garcons. "The

Miami design district provides the best hotbed to launch experiences around artist

collaborations in adjacency to the fair."
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Generally, commercial art collaborations are thriving culturally with the rising merch-ification

of art that has led to a boom in everything from branded museum apparel to omniscient

collaborations with fine artists such as Daniel Arsham - who was recently named the first

global creative director of ComplexCon after releasing his own watch collaboration with

Hublot this year. According to Licensing International, a trade organisation for the larger

licensing industry, global sales revenue from licensed merchandise and services connected to

art properties reached $3.68 billion in 2023, a 3.5 percent increase over 2022 and up from

$2.71 billion in 2018. Andrea Fisher-Scherer, a managing director for merchandise licensing

for the Artist Rights Society, which represents over 122,000 artists worldwide, added that

2024 was a more fruitful year for licensed art collaborations.

Gellatly believes that, aside from the commercial success of such collaborations and the

shared creativity between fashion designers and artists, what has accelerated fashion-art

collaborations is how art has become democratised within the past decade. People now have

greater connectivity to artists via social media, leading art fairs such as Art Basel or Frieze to

become larger cultural tentpole moments.

"There's a level of virality around that type of [collaboration] work whereas in the nineties or

eighties, it would appear just in a print magazine ... " said Gellatly. "It could just be hidden in

the annals of time almost, whereas now, everyone sees it in real time. The level of visibility

and function is way higher for it."

And perhaps why we won't stop seeing art collaborations with the same big pop artists is also

why we won't see luxury brands decamping from Miami anytime soon.
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Miuccia Prada, fashion designer defying the luxury gloom
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Charity

BULGARI, 15ANNI CON
SAVE THE CHILDREN
Grazieallapartnershipla maisonhasupportato
oltre2,3milioni di bambinida39Paesidelmondo
e haraccoltodonazionioltre 1 15milioni di dollari

auindici anni di collaborazione
e una festaper celebrarli.Lau-

ra Burdese,deputyceo di Bul-

gari, e DanielaFatarella,ceo
di Savethechildren Italia, hannoaccol-
to ieri a Milano gli amici del brand e del-

la ong per brinda-
re alle feste e al

traguardoraggiun-
to. All’evento,
svoltosinellacasa
d’infanzia di Mar-
tina Mondadori,
hannopartecipato
anche Martina
Colombari, Mi-
chele Bravi, Vir-
na Toppi, Nicola
del Freoed Eva
Riccobono.«Bul-

gari e Save the
children condividono da 15 anniunapro-
fonda convinzionenelpoteredellaresti-

tuzione. creandoopportunitàsignificati-
ve per le generazionifuture attraverso l’i-
struzione e il diritto fondamentale alla sa-
lute» ha spiegatoBurdese a MFF. «Nel

corso della partnershipabbiamovisto

l’impatto tangibile di questoimpegno,
checi hapermessodi supportareoltre

2,3 milioni di ragazzibisognosiin tuttoil

mondo».Dal 2009. lamaisoncontrollata
daLvmh ha realizzatoben 139 progetti
volti a garantire l’istruzione di qualità a

bambini e ragazzi
provenienti da 39
Paesi, ma pensati
anche per rispon-
dere alla lotta alla
povertà. In questi
15 anni Bulgari ha

raccolto oltre 115
milioni di dollari
(pari a 109,5 milio-

ni di euro al cam-
bio di ieri) a livel-
lo globaleattraver-

SO le vendite della
collezione di gio-

ielli creataappositamenteper lo scopo
benefico.Ne fannoparteduecollane,un
anello,un braccialee l’ultima nata, una
collanaconpendentein argentosterling
ispirataalla collezioneB.zero1 Rock.(ri-
produzione riservata)

DonatellaPerrone

lgioielli BulgarixSavethechildren
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Beyond history and artistry, what does
Hangzhou offer Chanel?
Hangzhou has a rich history in craftsmanship, which made it an ideal location for
Chanel's Métiers d'Art show. At the same time, the city boasts significant consumption
power. On Tuesday night, Chanel took over Quyuan Fenghe, a lakeside park located at
the northeastern point of Hangzhou's West Lake, to present its 2025 Métiers d'Art
collection. A 20-minute boat ride to the show venue was mandatory for all attendees,
letting them fully immerse themselves in the serene waterside backdrop. The location of
the Unesco world heritage site draws parallels between the maison's illustrious Métiers
d'Art and the Chinese city's silk traditions and artistic heritage.

Celebrities from China and around the world — including Chanel's long-standing muse
Tilda Swinton, Chinese brand ambassadors Zhou Xun and Xin Zhilei, Taiwanese actor
Zhang Junning, Hong Kong music artist William Chan and Japanese actor Sakura Ando
— sat front row alongside Chanel CEO Leena Nair and president of fashion Bruno
Pavlovsky.

At the brand's Hong Kong cruise show last month , Pavlovsky teased: “We did not invent
anything for Hangzhou. Everything was there.” Indeed, Gabrielle Chanel may not have
set foot in China during her lifetime, but the city of Hangzhou remains significant to the
house's legacy nonetheless. The late designer's residence at 31 Rue Cambon houses
eight folding Chinese coromandel screens, the biggest of which contains an intricate
painting of West Lake.

To amplify the relationship between Chanel and Hangzhou, the brand enlisted acclaimed
filmmaker Wim Wenders to create a short film featuring Swinton alongside regional
ambassadors Xin Zhilei and Leah Dou. Swinton, in her role as protagonist, is captivated
by a coromandel screen in the Parisian apartment — and its beautiful portrayal of West
Lake. She then travels to Hangzhou to fully immerse herself in its splendour, exploring
its tea gardens, oriental architecture and renowned waterways.

In its 2025 Métiers d'Art collection, Chanel has intricately blended the oriental elements
of Hangzhou with French savoir-faire. In the opening look modelled by Liu Wen, a floral
pattern embroidered along the collar of a black, wide-shouldered coat appeared to pay
homage to Chanel's collection of ebony lacquer screens. The oversized coat in another
look featured flowers and birds typical of traditional Chinese ink paintings,
complemented by buttons and a satin lining crafted by Paloma, an artisan of Le 19M —
the Parisian workshop that's home to Chanel's Métiers d'Art — as revealed by the brand
a day after the show.

Hangzhou has a rich history of craftsmanship, renowned for its silk techniques, only
adding to the city's draw, otherwise led by the balancing of savoir-faire with innovation.
The city also boasts significant consumption power and a high-spending consumer
circle, which Chanel greatly needs given the rocky macroeconomic climate.

“Chanel's client relationship management has been exceptional over the past few years,”
says Lena Yang, a Yiwu-based Chanel VIC (very important customer) who attended
both the show and pre-show dinner at West Lake's Four Seasons Hotel. Yang shares
that her sales associates invited her to the collection reveal. “I believe my yearly
expenditure at Chanel ranks within the top 20 in the eastern Zhejiang province — hence
the invitation.” Yang declined to disclose the specific figure.

Zhejiang, home to Hangzhou, stands as one of the most economically advanced
provinces in China, consistently ranking fourth in total GDP for 30 consecutive years. In
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2023, Hangzhou's GDP hit RMB 2 trillion ($275 billion), positioning it as the eighth city in
China to join the ‘two trillion club', alongside Shanghai, Beijing, Shenzhen, Chongqing,
Guangzhou, Suzhou and Chengdu. In 2023, Hangzhou's economic size was comparable
to that of the Czech Republic and Finland in USD, based on average exchange rates at
the time, surpassing Portugal and New Zealand.

Zhejiang's appeal is heightened by its collection of vibrant municipal cities, including
Ningbo, Wenzhou, Taizhou and Huzhou. In addition to their collective affluence and
robust industrial foundations, Hangzhou in particular serves as a central hub for the
region's consumers, encompassing all facets from luxury spending to art and culture.

Yang outlines today's typical Chanel VIC: a wealthy, second-generation individual from a
prosperous family, whose parents amassed their fortune during China's significant
economic 20-year growth period. Yang's family is involved in international trade, while
her friendship circle participates in a range of businesses, including property, textile
production and financial investment.

“I always travel to Hangzhou when I need to purchase luxury goods, particularly Chanel,
since there is only one boutique in Zhejiang,” says Yang. Chanel's limited retail presence
in Zhejiang may soon be changing. Reports suggest that several luxury shopping malls,
including Hang Lung Plaza, K11 and Kerry Project, are set to open in Hangzhou over the
next couple of years. When speaking in Hong Kong back in November , Pavlovsky did
not dismiss the idea of establishing another boutique in the region. “What we love to do
is to invest more,” he said.

Comments, questions or feedback? Email us at feedback@voguebusiness.com
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ƆǵȢˍƆŭǣʙŞˎƆ ǰʷɷʙ
ˎĢȐʙ ʙȢǇȢǘȢȉƆ
ĢȐŭ ȉĢǲƆȉȢɮƆ
ȉȢȐƆ˔Ƣǒ ɂǐ ¨Ȑ Ģ
ĢŭȢɮƇŞ ȐȢʷɷ
ȐɫĢˍȢȐɷɀǵʷɷɠʷɫī

ɮƆȐʙɮƆɮɀȢʷɮ ǇĢǇȐƆɮɀǵʷɷ ŭɫĢɮǇƆȐʙǒɈɑ

ɮȢǣɷƇƆɷŭĢȐɷ ǵɫĢɷŊƆȐɷƆʷɮŭʷ ZȢʷɮ
ÑƆĢɷȢȐɷŭƆhĢȐǇˠǘȢʷĢʷɮƆʙȢʷɮŭʷ ŭƇƨǣǵƇ

ŭɫĢɮʙʭˤʭƼǝʭˤʭưŞ ŭƆʷ˓ ǘǣȐȢǣɷƆɷ
ŭƆ ȐǇƆǵƆɷŞƆȐǐƨʷǵǵǒ ǘĢȐƆǵŞɷȢȐʙ
ɀɮƊʙƆɷī ɮƆɀɮƆȐŭɮƆǵĢŊǵĢɷɷƆĻʷɷǣȐƆɷɷ
ŭĢȐɷǵƆɷƆȐɷǣȐˍƆɮɷƆɀȢʷɮ ĢɀɀɮȢˍǣɷǣȢȐǝ
ȐƆɮǵɫ ȉƆ˓ɑ ƆɷŊǵǣƆȐʙƆɷŭƇŊȢȉɀǵƆ˓ƇƆɷ
ȐɫƆȐɷȢȐʙɀĢɷī ǵƆʷɮŊȢʷɀ ŭɫƆɷɷĢǣŞƆǵǵƆɷ
ŊȢȐȐĢǣɷɷƆȐʙǵƆɷɀɮǣ˓ŭƆ ŊƆʙʙƆŊȢǵǵƆŊʙǣȢȐ
ƆȐŊȢɮƆɀǵʷɷɷȢɀǘǣɷʙǣɠʷƇƆɂƆʙŊǘƍɮƆɈɠʷƆ
ǵƆɀɮƊʙǝīǝɀȢɮʙƆɮŭƆ ǵĢȉĢǣɷȢȐŞɀȢʷɮ ǵĢ
ĻȢȐȐƆɮĢǣɷȢȐŞɠʷƆ ŊȢȉȉƆ ɷȢȐȐȢȉ ǵɫǣȐǝ
ŭǣɠʷƆŞƆǵǵƆƨĢǣʙǵĢɀĢɮʙĻƆǵǵƆĢʷ˓ ĻɮȢŭƆʷɮɷ

ʙƆǵǣƆɮ ɀǵǣɷɷƆʷɮ
ǇȐȢȐɈŞɀǵʷȉĢɷɷǣƆɮ ŊǘĢɀƆǵǣƆɮ

ƆʙĻȢʙʙǣƆɮ ƨĢǝ
ŏȢȐȐǣƆɮɂÃĢǵȢȉĢɈŭƆǵĢǇĢǵĢ˓ǣƆǘĢȐƆǵɑ
pǵ̝ ĢɠʷǣȐˠƆĢȐɷŞǵĢȉĢǣɷȢȐŭƆ ǵĢɮʷƆ
ĢȉĻȢȐ ĢˍĢǣʙŞɀȢʷɮ ǵĢɀɮƆȉǣƍɮƆƨȢǣɷŞ

ȉǣɷƆȐɷŊƍȐƆǵƆɷʙɮǣĻʷǵĢʙǣȢȐɷŭƆ ȢŊȢ ī
ÑǘĢȐǇǘĢǧī ǵɫȢŊŊĢɷǣȢȐŞŭƇǰīŞ ŭɫʷȐ ɷǘȢˎ

ŭɫĢɮʙɷɑ ǵɫƇɀȢɠʷƆŞƆǵǵƆȢʷˍɮĢǣʙ
ɷĢŊǣȐɠʷǣƍȉƆĻȢʷʙǣɠʷƆŭĢȐɷǵɫƆȉɀǣɮƆŭʷ

ɂŊȢȐʙɮƆŭǣ˓ǝǘʷǣʙĢʷǰȢʷɮŭɫǘʷǣɈɑ
ǵɫƇɀȢɠʷƆŞ ƨĢǣɷĢǣʙŞƆȐʙɮƆ
ĢʷʙɮƆɷŞŭƇƨǣǵƆɮŭƆɷɷĢŊɷī ŊĢɷɷƆǝŊɮȢʺʙƆŭƆ
ǵĢ ǘǣȐƆȢʷˍɮǣƍɮƆƆʙŭƆɷŊǘĢɀƆĢʷ Ŋ˓ȢȐǣǝ
ɠʷƆɷŭƆɷŊȢȢǵǣƆɷɑ ɫƇʙĢǣʙĢˍĢȐʙǵƆɷɠʷƆɷǝ

ʙǣȢȐɷŭɫĢɀɀɮȢɀɮǣĢʙǣȢȐŊʷǵʙʷɮƆǵǵƆŞŊɫƇʙĢǣʙ
ĢˍĢȐʙ ǵƆ ĻȢȢȉ ŭʷ ȉĢɮŊǘƇ ŊǘǣȐȢǣɷŞ
ŊɫƇʙĢǣʙĢˍĢȐʙǵƆɷʭˤ ȉǣǵǵǣĢɮŭɷŭƆ ŭȢǵǵĢɮɷ
ŭƆ ŊǘǣƨƨɮƆŭɫĢƨƨĢǣɮƆɷŭƆ ǘĢȐƆǵŞĻɮƆƨŞ
ŊɫƇʙĢǣʙǣǵ˔ ĢʷȐ ɷǣƍŊǵƆɑ

ǣǵƆɷʙĢʷɷɷǣŭƆɷ ɀƆɮȉĢȐƆȐŊƆɷ
ŊȢȉȉƆ ŊƆɷǵƇǇƆȐŭĢǣɮƆɷɀĢɮĢˍƆȐʙɷŭƆ Ȣǝ
ɮȢȉĢȐŭƆǵƆȐǵĢɠʷƆŊǘǣȐȢǣɷƆŭȢȐʙɷɫƆȐǝ
ʙȢʷɮĢǣʙ\ĢĻɮǣƆǵǵƆǘĢȐƆǵɑ ŊȢʷʙʷɮǣƆɮĢǵǝ
ǵƆȉĢȐŭ ĢˍĢǣʙ ɷƆʷǵƆȉƆȐʙ ƆƨƨǵƆʷɮƇ
ǵɫǘǣɷʙȢǣɮƆŭƆ ŊƆɷɀĢȐȐƆĢʷ˓ƆȐŊȢɮƆ̱ǣɷǣǝ
ĻǵƆɷŭĢȐɷǵɫĢɀɀĢɮʙƆȉƆȐʙŭʷ ʞȬŞɮʷƆ Ģȉǝ
ĻȢȐɑ ʷǰȢʷɮŭɫǘʷǣŞǣǵɷɷȢȐʙǵɫǣȐɷɀǣɮĢʙǣȢȐ
ŭƆǵĢŊȢǵǵƆŊʙǣȢȐŞƆȐɀĢɮʙǣŊʷǵǣƆɮŊƆǵʷǣƨǣǇʷǝ
ɮĢȐʙǵƆƨĢȉƆʷ˓ ǵĢŊŭƆǵɫ¨ʷƆɷʙŭƆ hĢȐǇǝ
ˠǘȢʷŞ ˍǣǵǵƆī ʷȐ ɀƆʷ ɀǵʷɷŭƆŭƆʷ˓ ǘƆʷɮƆɷ
ŭƆ ˍȢǣʙʷɮƆŭƆÑǘĢȐǇǘĢǧŞŭȢȐʙ ǵĢɀɮȢŊǘƆ

ȐĢʙʷɮƆƆʙǵƆɷɠʷƆǵɠʷƆɷɀƆʙǣʙɷȬʭȉǣǵǵǣȢȐɷ
ŭɫǘĢĻǣʙĢȐʙɷǵʷǣ̱ĢǵƆȐʙŭɫƊʙɮƆɠʷĢǵǣƨǣƇƆǣŊǣ
ŭƆƖ ǐŊĢȉɀĢǇȐƆǒɑÝȢʷɮǣɷʙǣɠʷƆŞǵĢŊĢɀǣǝ
ʙĢǵƆŭƆ ǵĢɀɮȢˍǣȐŊƆŭʷ ĚǘƆǰǣĢȐǇĢĻɮǣʙƆ
ɀǵʷɷǣƆʷɮɷɷǣƍǇƆɷɷȢŊǣĢʷŭ˓ƆǇɮȢɷɷƆɷƆȐǝ
ʙɮƆɀɮǣɷƆɷŊǘǣȐȢǣɷƆɷŭȢȐʙǵĢɀǵʷɷƆȉĻǵƇǝ
ȉĢʙǣɠʷƆ ǵǣĻĢĻĢɑƆɠʷǣƆ˓ɀǵǣɠʷƆǵƆƨȢɮʙ
ɀȢʷˍȢǣɮŭɫĢŊǘĢʙƆʙǵƆɷʙɮƍɷĻƆǵǵƆɷɮƆŊƆʙʙƆɷ
ŭƆǵĢĻȢʷʙǣɠʷƆ ǘĢȐƆǵǵȢŊĢǵƆɠʷǣƆɷʙŞƆȐ
ʙƆɮȉƆɷŭƆʙɮĢƨǣŊŞǵĢɠʷĢʙɮǣƍȉƆȉȢȐŭǣĢǵƆƢ

ƆȐƨǣȐŭɫĢɀɮƍɷǝȉǣŭǣŞɀǵʷɷŭƆ
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(2/3)  CONCURRENCE - LUXE

ȬȬˤˤ ǣȐˍǣʙƇɷŭȢȐʙ ʁˤˤ ˍƆȐʷɷŭƆɷƆȐˍǣǝ
ɮȢȐɷɮƆǰȢǣǇȐƆȐʙɀĢɮĻĢʙƆĢʷɀ˓ĢǇȢŭƆɷ̫ȐƆ
ĻƆɮǇƆŊȢȐɷʙɮʷǣʙƆŭƆ ʙȢʷʙƆɷɀǣƍŊƆɷɀĢɮǵĢ
ȉĢɮɠʷƆɑ ŊƇǵƇĻɮǣʙƇɷƆʙ ŊǵǣƆȐʙƆɷ
ŊǘǣȐȢǣɷƆɷĢƨƨǵʷƆȐʙɑÝǣǵŭĢÑˎǣȐʙȢȐƆʙĄǣȉ
ĄƆȐŭƆɮɷŞ ī ǵɫĢƨƨǣŊǘƆŭƆ ǵĢ ˍǣŭƇȢ
ǐʙƆĢɷǣȐǇǒŭʷ ɷǘȢˎŞ ŭƇʙȢȐȐƆȐʙɑ
ɠʷĢʙɮƆZɮĢȐŏĢǣɷŭƆÃǘȢƆȐǣ˓ŞɠʷǣǰȢʷƆɮȢȐʙ
ƆȐŊȢȐŊƆɮʙǰʷɷʙƆĢɀɮƍɷŞƨƆȐŭƆȐʙŭǣɷŊɮƍʙƆǝ
ȉƆȐʙ ǵĢƨȢʷǵƆɑ ÃɮǣǇƆȐʙȐĢʙǣȢǝ
ȐĢǵƆʙǵɫĢȐǣȉĢʙɮǣŊƆɷʙĢɮŭƆǵĢʙƇǵƇŊǘǣȐȢǣɷƆ

ŊȢȉȉƆȐʙƆȐʙ ǵɫƇˍƇȐƆȉƆȐʙ
ƆȐ ŭǣɮƆŊʙɷʷɮĄƆǣĻȢŞǵƆɮƇɷƆĢɷ̫ȢŊǣĢǵ
ɀǘƇȐȢȉƇȐĢǵśǣǵɷŭƆˍɮĢǣƆȐʙŊʷȉʷǵƆɮ ɀǵʷɷ
ŭƆ ƎưȉǣǵǵǣȢȐɷŭƆˍʷƆɷƖ ȐʷǣʙʙȢȉĻƆŞ
ʷȐ ɀĢˍǣǵǵȢȐĢȐʙǣɠʷƆƆʙǵƆɷĢɮĻɮƆɷǣȉȉƆȐǝ
ɷƆɷɷƆŭƇʙĢŊǘƆȐʙŭƆ ǵɫǘȢɮǣˠȢȐŞŭƆɷȉʷɷǣǝ
ŊǣƆȐɷƨɮĢɀɀƆȐʙŭƆɷʙĢȉĻȢʷɮɷ ʙɮĢŭǣʙǣȢȐǝ
ȐƆǵɷŞǵĢȉʷɷǣɠʷƆŭƆ ÇȢʙĢɷɫƇǵƍˍƆŞǵƆɷ
ȉĢȐȐƆɠʷǣȐɷɷɫĢˍĢȐŊƆȐʙĢʷ ǵȢǣȐƆʙʙɮĢǝ
ˍƆɮɷƆȐʙǵɫƇʙƆȐŭʷƆɷʷɮʷȐƆɀĢɷɷƆɮƆǵǵƆĻĢǣǝ
ǇȐƇƆɀĢɮ ǵĢĻɮʷȉƆɑ 1ƍɷ ǵƆɷɀɮƆȉǣƆɮɷ
ǵȢȢǲɷŞȢȐ ŭƆˍǣȐƆǵƆ ʙǘƍȉƆŞ ŊƆǵʷǣŭʷ
ˍȢ˔ĢǇƆŞŊƆǵʷǣɠʷƆ ǘĢȐƆǵȐɫĢǰĢȉĢǣɷĢŊǝ
ŊȢȉɀǵǣŞȉĢǣɷɠʷƆǵƆɷɀĢɮĢˍƆȐʙɷŭƆ ȢɮȢǝ
ȉĢȐŭƆǵ ǣȐɷɀǣɮƆȐʙĢʷ ɷʙʷŭǣȢŭƆ ŊɮƇĢʙǣȢȐ
ɂɀȢʷɮ ɮĢɀɀƆǵŞǵĢɀɮƇŊƇŭƆȐʙƆŭǣɮƆŊʙɮǣŊƆ
ĢɮʙǣɷʙǣɠʷƆŞĂǣɮǇǣȐǣƆĂǣĢɮŭŞĢ ɠʷǣʙʙƇǵĢ
ȉĢǣɷȢȐĢˍĢȐʙǵɫƇʙƇʀɷȢȐɷʷŊŊƆɷɷƆʷɮŭƆǝ
ˍɮĢǣʙƊʙɮƆĢȐȐȢȐŊƇɷȢʷɷɀƆʷɈɑ

ƆʙʙƆǇɮĢȐŭƆƨǣǵǵƆŊǘǣŊƆȐǵȢȐǇȉĢȐʙƆĢʷ
ŭƆǵĢǣȐƆȐȢǣɮƆƆȐʙĢȉƆɷȢȐɀƇɮǣɀǵƆŭƆÃĢɮǣɷ

ī hĢȐǇˠǘȢʷŞŊǘĢʷɷɷƆɷƆɷĻȢʙʙƆɷɮǣŊǘƆǝ
ȉƆȐʙ ĻɮȢŭƇƆɷƆʙɷȢȐŊǘĢɀƆĢƆ̫ȐŭĢǣȉʙǣǝ
ɮƇɷŭɫʷȐ ɀȢɮʙɮĢǣʙŭƆ ĢŊŊʷǝ
ȉʷǵƆ ǵƆɷɷĢŊɷī ɷȢȐƨǵĢȐŊǝ ʷȐ ǵĢɷɷǣɠʷƆī
ƨƆɮȉȢǣɮŭȢʷĻǵƆ ƆȐĢǇȐƆĢȐ̫ȢǣɮŞ̫Ȑ ĻĢǝ
ǵʷŊǘȢȐǝǵĢȉɀǣȢȐŞ̫Ȑ ƼƎ ǘƆʷɮƆɷƆȐŊʷǣɮ
ĻɮǣǵǵĢȐʙɑŭƇʙĢǣǵɷʙǣɮƆȐʙǵƆƨǣǵŭƆɷʙɮĢŭǣǝ
ʙǣȢȐɷƆʙŊʷǵʙʷɮƆɷŊǘǣȐȢǣɷƆɷŞŭƆǵɫǣɮɮƇɷǣɷʙǣĻǵƆ
ɀƆʙǣʙɷĢŊZȢɮʙʷȐƆ ȢȢǲǣƆī ǇǵǣɷɷƆɮĢʷɀȢǣǝ
ǇȐƆʙŞĢʷ˓ ŊȢǵɷȉĢȐŭĢɮǣȐɷŞȉĢȐŊǘƆɷɀĢǇȢǝ
ŭƆɷŞŭȢʷĻǵʷɮƆɷŭƆɷĢʙǣȐŭƆɷȢǣƆŞĻɮȢŭƆɮǣƆɷ
ŭƆɀȢɮŊƆǵĢǣȐƆɷƖǵĢɷɷǣɠʷƆɷŭĢȐɷǵƆ̱ ȢŊĢǝ
ĻʷǵĢǣɮƆǘĢȐƆǵȉĢǣɷɮƇǣȐʙƆɮɀɮƇʙƇɷĢˍƆŊ
ƆƨƨǣŊĢŊǣʙƇŞǵƆɷʙĢǣǵǵƆʷɮɷƆȐʙˎƆƆŭ ɂˍƆɷʙƆī
ĻɮĢȐŭƆĻȢʷɮǇɷʙĢǣǵǵƇƆŊȢʷɮʙƆʙȉǣȐǣǰʷɀƆɈ

ƆȐƨǣǵƇɷɷʷɮŭƆɷŊȢȉĻǣȐĢǣɷȢȐɷƆȐǰĢŊɠʷĢɮŭŞ
ŊɮȢǣɷƆȐʙŭƆɷʙʷȐǣɠʷƆɷĢʷ˓ ŭƇŊȢɮɷǐ ȢɮȢǝ
ȉĢȐŭƆǵǒ ĻɮȢŭƇɷɷʷɮɀĢȐȐƆĢʷƆ˓ʙŭƆɷǇǣǝ
ǵƆʙɷȉʷǵʙǣɀȢŊǘƆɷɷʷɀƆɮɀȢɷƇɷɑ ȐȢǣɮɷ
ɷŊǣȐʙǣǵǵƆȐʙŞʷȐƆ ŊȢȉĻǣȐĢǣɷȢȐƆȐ Ŋʷǣɮ
ĢǇȐƆĢĻ̫ȢʷʙȢȐ ŭɫȢɮǣǵǵʷȉǣȐƆǵĢɀɮȢŊƆɷǝ
ɷǣȢȐɑÃʷǣɷǵĢŊȢǵǵƆŊʙǣȢȐƆ˓ɀǵȢɮƆ̫ Ȑ ˍȢ˔ĢǇƆ
ɀǵʷɷǣȐʙǣȉƆŭƆ ǵĢȐʷǣʙŞŭƆɷŭȢʷŭȢʷȐƆɷ
ɀȢʷɮ ŭȢŭȢŞŭƆɷɀ˔ǰĢȉĢɷ ƆȐʙɮǣŊȢʙŞŭƆɷƆȐǝ
ɷƆȉĻǵƆɷƆȐŭƆȐʙƆǵǵƆĻǵĢȐŊǘƆƨǵȢɠʷƇƆŭƆ

ȐȢǣɮɑŊǘĢɠʷƆɀĢɷɷĢǇƆŭƆĻɮȢŭƆɮǣƆɷƇˍȢǝ
ɠʷĢȐʙǵƆǵĢŊŞǵƆɷƇŊɮĢȐɷɷƆǵƍˍƆȐʙŞǵƆɷʙƇǵƇǝ
ɀǘȢȐƆɷƨǣ˓ƆȐʙǵɫǣȐɷʙĢȐʙɑǵɫǣɷɷʷƆŭʷ ɷǘȢˎŞ
ǵƆɀʷĻǵǣŊĢɀɀǵĢʷŭǣʙŞŊǘȢɷƆɮĢɮƆŭƆ ȐȢɷ
ǰȢʷɮɷŭĢȐɷǵƆɷŭƇƨǣǵƇɷŭƆȐȢɷŊȢȐʙɮƇƆɷɑ

ɀǵʷɷƆȐʙǘȢʷɷǣĢɷʙƆɷŭƆˍɮȢȐʙŭȢȐŊ
ĢʙʙƆȐŭɮƆǵɫĢɮɮǣˍƇƆŭƆɷɀǣƍŊƆɷƆȐĻȢʷʙǣǝ
ɠʷƆ ƆȐ ȉĢǣ ɀɮȢŊǘĢǣȐɑƆ ˍƆɷʙǣĢǣɮƆɠʷǣ
ȐɫƆ˓ǣɷʙƆɠʷƆ ŊǘƆˠ ǘĢȐƆǵŊȢȐȐĢǦʙƆȐǇƇǝ
ȐƇɮĢǵ̫Ȑ ĻƆĢʷɷʷŊŊƍɷƆȐ ɷǣƆŞĢʷȉƊȉƆ
ʙǣʙɮƆɠʷƆ ǵĢŊȢǵǵƆŊʙǣȢȐŊɮȢǣɷǣƍɮƆǝ ƆȐʙƇǝ
ȉȢǣǇȐƆǵƆɷʷŊŊƍɷŭʷ ŭƆɮȐǣƆɮȢɀʷɷɂɀɮƇǝ
ɷƆȐʙƇƆȐȉĢǣʭˤʭƼ ī ɠʷǣĢĻĢʙǝ
ʙʷ ŭƆɷ ɮƆŊȢɮŭɷ ǵȢɮɷ ŭƆ ɷĢ
ŊȢȉȉƆɮŊǣĢǵǣɷĢʙǣȢȐī hȢȐǇǲȢȐǇǣǵ̝ Ģ
ɠʷƆǵɠʷƆɷɷƆȉĢǣȐƆɷɑƆɮʙĢǣȐɷȢĻɷƆɮˍĢǝ
ʙƆʷɮɷŭʷ ǵʷ˓Ɔ ɷȢȐʙɀƆɷɷǣȉǣɷʙƆɷƆȐŊƆʙʙƆ
ɮƆȐʙɮƇƆĢǵȢɮɷ ɠʷƆ ǵɫǣȐŭʷɷʙɮǣƆƆɷʙ
ŊȢȐƨɮȢȐʙƇƆī ʷȐƆĻĢǣɷɷƆŭƆɷ̱ƆȐʙƆɷŞɷɀƇǝ
ŊǣƨǣɠʷƆȉƆȐʙƆȐ ǘǣȐƆɑɮʷȐȢ ÃĢˍǵȢˍɷǝ
ǲ˔ŞɀɮƇɷǣŭƆȐʙŭƆɷĢŊʙǣˍǣʙƇɷȉȢŭƆ ŭƆ
ǘĢȐƆǵŞɮƆɷʙƆŞǵʷǣŞɮĢǣɷȢȐȐĢĻǵƆȉƆȐʙɀȢǝ

ɷǣʙǣƨɑÇĢɀɀƆǵĢȐʙɠʷƆ ǵƆɷŊǘǣƨƨɮƆɷƆ˓ʙɮĢˍĢǝ
ǇĢȐʙɷŭƆɷŭƆɮȐǣƍɮƆɷĢȐȐƇƆɷƇʙĢǣƆȐʙǵǣƇɷ
Ģʷ˓ ɮƆɷʙɮǣŊʙǣȢȐɷŭƆ ˍȢ˔ĢǇƆŭʷɮĢȐʙǵĢ
ɀĢȐŭƇȉǣƆɀĢɮǵƆǇȢʷˍƆɮȐƆȉƆȐʙŊǘǣȐȢǣɷɑ

ɮƇɷǣŭƆȐʙɷȢȐʙŞŭʷɮĢȐʙŊƆʙʙƆɀƇɮǣȢŭƆŞ
ŊȢȐɷȢȉȉƇ ŭƆɷ ɀɮȢŭʷǣʙɷǇɮǣƨƨƇɷŊǘƆˠ
Ɔʷ˓ŞƆʙȐȢʙĢȉȉƆȐʙ ʷȐƆȐȢʷˍƆǵǵƆŊĢʙƇǝ
ǇȢɮǣƆǣɷɷʷƆŭƆ ǵĢŊǵĢɷɷƆȉȢ˔ƆȐȐƆ ŭƆ
ŊǵǣƆȐʙɷȢŊŊĢɷǣȢȐȐƆǵɷŭƆ ɀĢɮƨʷȉɷ Ȣʷ ŭƆ
ɷĢŊɷɑƆ ɷȢȐʙɀɮǣȐŊǣɀĢǵƆȉƆȐʙƆʷ˓ ɠʷǣ
ƨȢȐʙŭƇƨĢʷʙĢʷǰȢʷɮŭɫǘʷǣŭĢȐɷǵƆɷĻȢʷʙǣǝ
ɠʷƆɷŭƆɷǇɮĢȐŭƆɷȉĢɮɠʷƆɷĢǵȢɮɷɠʷƆ ǵĢ
ǘǣȐƆɷȢʷƨƨɮƆŭƆ ǵĢŊɮǣɷƆǣȉȉȢĻǣǵǣƍɮƆɑ
ŊǵǣƆȐʙƆɷǵƆɷɀǵʷɷĢǣɷƇƆɷŞŊƆǵǵƆɷɠʷǣȢȐʙ

ĢŊŊƍɷĢʷ ɀɮƊʙǝīǝɀȢɮʙƆɮ ǘĢȐƆǵƆʙɠʷǣ
ƨȢȐʙǵƆǇɮȢɷŭʷ ĻʷɷǣȐƆɷɷŞŭƆȉƆʷɮƆȐʙ ɮƆǝ
ǵĢʙǣˍƆȉƆȐʙƇɀĢɮǇȐƇƆɷɑɫƆɷʙɷƆǵȢȐǵƆŭǣǝ
ɮǣǇƆĢȐʙŞɀȢʷɮ ǵɫǣȐɷʙĢȐʙŞȉȢǣȐɷʷȐƆŊɮǣɷƆ
ɠʷɫʷȐ ɮƆʙȢʷɮī ǵĢȐȢɮȉĢǵƆɑ ȉĢɮɠʷƆ
ŭɫĢǣǵǵƆʷɮɷɷƆɀȢɮʙƆĻǣƆȐɑ
ǐ ĢȐŊɮĢǇƆǣŊǣƆɷʙɀǵʷɷɮƇŊƆȐʙɠʷƆ

ɀȢʷɮ ȐȢɷŊȢȐŊʷɮɮƆȐʙɷɀĢɮŊƆɠʷɫǘǣɷʙȢɮǣǝ
ɠʷƆȉƆȐʙŞŊƆɀĢ˔ɷƆɷʙ̫Ȑ ȉĢɮŊǘƇŭɫĢŊŊƆɷǝ
ɷȢǣɮƆɷŞȢɮȐȢʷɷˍȢʷǵȢȐɷŭɫĢĻȢɮŭƆ˓ǣɷʙƆɮ
ɀĢɮǵĢȉȢŭƆɑ pǵȐȢʷɷƨĢǵǵĢǣʙŭȢȐŊɀǵʷɷŭƆ
ʙƆȉɀɷ ɀȢʷɮŊɮƇƆɮ̫ȐƆƆ˓ɀƇɮǣƆȐŊƆĢˍƆŊȐȢɷ

ŊǵǣƆȐʙɷǵȢŊĢʷ ī˓ ǵĢǘĢʷʙƆʷɮŭƆȐȢɷɷʙĢȐǝ
ŭĢɮŭɷŞƆ˓ɀǵǣɠʷƆ ɮʷȐȢ ÃĢˍǵȢˍɷǵ˔ ɠʷǣŞ
ĢˍƆŊɷƆɷƇɠʷǣɀƆɷŞʙɮĢˍĢǣǵǵƆɷƇɮǣƆʷɷƆȉƆȐʙ
ī ŊƆɀɮȢǰƆʙŭƆŭƇƨǣǵƇŭƆɀʷǣɷȐƆʷƨȉȢǣɷɑ
ǘǣȐƆƆɷʙŊƆɮʙƆɷ̫Ȑ ȉĢɮŊǘƇŊɮʷŊǣĢǵȉĢǣɷǣǵ

ƆɷʙĢʷɷɷǣ̫ȐƆɷȢʷɮŊƆŭɫǣȐɷɀǣɮĢʙǣȢȐŊʷǵʙʷǝ
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LesnuitsdeChinedeChanel
Le 3 décembre,lamaisona défilésurles rivesdu lac

de l’Ouest, àHangzhou. Une célébrationdesmétiersd’art
commeunvoyagedansun paysageonirique,

entremanteauxaucolscintillant,broderiesflorales

etvestesdoubléesdesoieblanche
MODE

L
ejob le plus convoitéde toutel’in-
dustrie dela mode esttoujours à

pourvoir. Chanel se cherche un
directeur artistique depuis le

brusque départdeVirginie Viard, en juin.
A peuprèslesnoms de tous lesdesigners
ont étéévoquéspour ce poste, mais, de-

puis quelques semaines, celui de Mat-

thieu Blazy, actuellementà la tête de

Bottega Veneta,semble le plus crédible.

Pour l’instant, Chanels’abstient de tout
commentaire,et laplanètemoderesteen
ébullition en attendant un communiqué
officiel, qui pourrait arrivermi-décembre.

Car, avant d’amorcer un tournantsty-

listique majeur,la maison doit s’occuper
des affaires courantes, notammentde
son défilé annueldes métiersd’art. Le

3 décembre,pourprésentersa collection

2024-2025, elle a choisi Hangzhou, en
Chine, à 19Okilomètres au sud-ouestde

Shanghaï.Laville de prèsde 12 millions
d’habitants est unpôle industriel et ter-

tiaire important,qui abrite entreautres
le sièged’Alibaba, mais c’estaussiunlieu

de villégiature prisé des Chinois, avec
son richepatrimoinearchitectural= in-

cluant les répliques de la tour Eiffel et
d’un quartier haussmannien = et sur-

tout, sonlacdel’Ouest, inscrit au Patri-

moine de l’Unesco.
Les arbres,pagodes,pavillons etjardins

du lac ont inspiré les artistes depuis le
IXE siècle. Parmi eux, les artisans la-

queurs qui sculptaient les paravents de
Coromandel, ces objetsd’art apparusau
XVIIE siècleen Chine,et rapidementex-

portés par les marchands européens

auprèsdescourset dela noblessequi s’en
servaientpour décorerleur intérieur. Ces

paravents étaient aussi du goût de
Gabrielle Chanel,qui enpossédaithuit
dans sonappartementparisien du31, rue
Cambon: celui desonsalon, qu’elle a en-

châssé dansle mur, représenteen grand
et en détail le lacdeHangzhou.

« En cette périodede transition, où lon
n’a pasdedirecteurartistique, le studio va

puiser son inspiration dansnotre his-

toire », explique Bruno Pavlovsky, le pré-
sident desactivités mode de Chanel.En

octobre, la collection de prêt-à-porter
printemps-été2025 présentée à Paris
faisait déjàallusion au passéde la mar-

que
à travers la publicité de 1991 signée

Jean-Paul Goude pour le parfum Nu-

méro 5, qui représentaitVanessa Paradis

enoiseaudansune cage.
Pour cettecollection métiersd’art, qui

met en valeur les savoir-faire des diffé-

rents artisans affiliés à Chanel(brodeur,

chapelier,plumassier..), le studio a ima-

giné unsautdans le paysageduparavent,
incarné par une voyageusequi arpente
le paysage onirique du lac à la nuit tom-
bée, nimbée dans la brume, entourée

d’oiseaux etde fleurs.
Le vestiaire seveut àla fois pragmatique,

avec desvêtements confortablesadaptés
au voyage; des mailles superposées,un
duffle-coat court à capuche,de grandes
bottes tout-terrain, des sacs à foison (du

grand fourre-tout au petit qui s’emporte
partout). La garde-robecherche aussi à

évoquerunesilhouettefantasmagorique.
Le studio adonc imaginé desmanteaux

longs jusqu’aux pieds, au col scintillant,
brodédefleurs ensequins.L’idée dela nuit
est représentée à travers desvestes en
tweedsombresdoubléesdesoie blanche,
douces comme desPyjamas, ou des dé-

tails phosphorescents,les galonsou les

gansesd’unevestepar exemple.

Dentellebrillantecommedela laque
Même si les collections métiersd’art sont
souvent présentées à l’étranger, Chanel

ne fait pas intervenir d’artisans locaux.

Dans ce défilé, que Le Monde a suivi de

Parisparécransinterposés,laChineestfi-

gurée, en pointillé, à travers l’usage du
vert jade, de manches pagode, de cols
mandarins, de motifs sur des foulards

rappelant laporcelaineoud’une dentelle
irisée brillante commede la laque. La

nature luxuriante du lacseretrouvedans
les broderiesflorales,souventappliquées
sousforme depanneauxsurl’avant d’une
veste, pour rappeler les formes rectan-

gulaires des paravents de Coromandel.
L’ensemble brille par sa qualité d’exécu-

tion plus quepar soninventivité. Les allu-

sions discrètesà la Chine tranchent avec

l’atmosphère du défilé métiers d’art
2009-201O, quelamaison avait présentéà
Shanghaï,sousl’égide de Karl Lagerfeld.

Le designer avait livré une version plus

stéréotypée, en rouge et noir, avecdes

chapeauxenvannerie de cueilleur deriz

et descasquettesduGrandTimonier. «Il y

aquinze ans,on avait une autre vision de
la Chine. On partaità sarencontre,alors

que, aujourd’hui, on esten terrain connu.
Hangzhou est la quatrième plus grande
boutique Chanelaumonde en termes de
chiffre d’affaires, et on invite 50O clientes à

cedéfilé», explique Bruno Pavlovsky.
Avec le concoursde stars localesam-

bassadrices de la marque, après le show,
ces clientesont été invitéesà participer à

desateliers,àdesconversations et à des

expositions autour dessavoir-faire Cha-

nel. La maison dela rueCambon cherche
à leur montrerque la Chinen’est passeu-

lement un vivier deconsommateurs,elle

estaussiun fournisseur dematières pre-
mières de qualité pour la soie,le cache-

mire oule cuir d’agneau.«EntreChanel et
la Chine, il y a uneforme de circularité»,
défend Bruno Pavlovsky, qui admet
aussi: « Ce n’estunsecretpour personne, le

luxe traverseunepériodedifficile en Chine.

Il est important d'identifier ce qui nous
permetde connecternosclientes àla mar-

que.» Solidifier ses fondations avant le

grand sautdans l’inconnu que représen-

tera l’arrivée d’un nouveau directeur ar-

tistique, celanepeutpasfaire demal.

ELVIRE VON BARDELEBEN

La Chine
estfigurée,en

pointillé, à travers
l’usage du vert

jade,de manches
pagodeOL decols

mandarins

Tous droits de reproduction réservés

PAYS : France 

PAGE(S) : 30

SURFACE : 47 %

PERIODICITE : Quotidien

DIFFUSION : 275310

JOURNALISTE : Elvire Von Bardel…

5 décembre 2024 - N°24860

Page  32



(2/2)  CONCURRENCE - LUXE

Chanel.
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Ledamedellagodi Chanel
a maisondelladoppiaC sfilacon lacollezioneMetiersd'artsuunapasserellasospesa

sulleacquedelWestlakca Hangzhoutra1.000guesttrac uiTildaSwinton,Charlotte
CasiraghieLupitaNyongo.Vanno in scenacapiipe r preziosidallelavorazionicouture,
trariferimenti alledecorazionidei paraventiCoromandel,piumaggi,cristallie tweed

L eacquedel Westlakedi Hangzhousi tra-
sformano inunapasserellasospesaavvol-
ta dall’oscurità al calare del sole.Mille
persone,arrivateabordodi barchetradi-

zionali, siedonoattorno alpalcoscenicoricreato
nel puntopiùsimbolico della località turisticaci-

nese per assisterealla sfilata ChanelMétiers
d’art 2024/25.Tradiloro ci sonoTildaSwinton,
protagonistadel film di lanciogirato da Wim
Wenders,CharlotteCasiraghi,LupitaNyong’o
e ambassadorasiatici comeWangYibo, Zhou
XuneLiu Wentragli altri. Il fil rougeèunpara-
vento di Coromandel.Quello chedecoravalo
studio di mademoiselle Coco Chanela Parigi.
La leggendavuolechefossestatorealizzatopro-
prio adHangzhou,città nota per il suoartigia-

nato, equestoricrea il dialogocon il savoir-faire
deiMétiersd’art protetti dallacasadimodane-
gli spazidi le19MaParigi.Il suonolivedi quat-
tro tamburitradizionaliapre il sipario sulle
femmedellamaisondelladoppiaC. Dameiper
prezioseavvolte in silhouettedalle proporzio-
ni allungateo cortissime,esaltateda seducenti

continuaapag.ll
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seguedapag.l

cuissardescreati da Massaro. I

tweed delle giacchecroppateab-

binate apiccole gonneO a coulot-

te si illuminano dei bagliori di cri-

stalli, fili d’oroaccendono1 vellu-
ti elegantidei lunghi coatmentre

plissécandidi danzanosul COIpO,
valorizzando il lavorodi Lema-
rié e Lognon.i nomidei dodici
Métiers sono evocati passodopo

passosulla scena.Montgomery e

giacchecorte oversize sono im-

preziositi daalamari realizzati da

Paloma,i ricamidi AtelierMon-
tex arricchisconole taschedi se-

ta, le manicheapagodaei colletti
allacOreana.Tutta l’expertise vi-

Ve nei dettagli, dai piumaggi che
rivestono le giacche trapuntate
nei colori pastello, per evocare i

toni dei paraventi, ai decori che
neriproducono i disegnitradizio-

nali. Motivi di camelieefiori di lo-

to ricamati daLesagecorronoper
tutta lalunghezzadegli abiti.L’o-
ro si impossessadel pizzo. Jeans

blu sbiaditievocanoleincrespatu-

re sulla superficie dell’ acquadel

lago,mentre il nero,il marronee i

toni più scuri rimandanoal legno
robusto.Fiori efrutti ispiranome–
daglioni e polsini creatidaGoos-

sens. Cappelli realizzati da Mai-

son Michel, berretti e sciarpe
completanole silhouette. In una
commistionemagicatra tradizio-

MF fashion il primoquotidianodellamodaedellusso AnnoXXXVn.239 DirettoreededitorePaoloPanerai_ DirettoreStefanoRonoato
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neepresentecheaccompagnatut-

to lo show immaginato dal team

creativo della maison. Nell’atte-
sa che vengasvelato, a brevissi-

mo, il nome del nuovo o della

nuova leaderallo stile.
Giudizio. Un applausoa scena

aperta risuona tra le file del par-
terre. «Il marchio è più forte di

qualsiasi nome», sottolinea a
MFF il presidentedelle attività
modaBrunoPavlovsky.Non si

stenta a credergli. La forza di

Chanel è insita nel suo heritage
indiscutibile.Unafigura leader
arriverà ma,nel frattempo, la ca-

sa di moda continuaa coccolare
il suo consumatorenelmondo re-

galandogli il sogno.(riproduzio-
ne riservata)

ChiaraBottoni

I finaledello showMétiersd’art2024/25diChanelsuWestlake di Hangzhouealcuneproposte
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Burberry unveils kidswear made from
surplus fabrics
Published
November 28, 2024

It’s easy to forget that only towards the end of the last decade Burberry was at the centre
of a sustainability scandal as it was found to burning some clothes and other materials
that it hadn’t sold. But after being singled out for doing something that was actually
common practice in the industry, the company has been something of a pioneer in
implementing new sustainability initiatives.

Burberry

This year, that has included a scarf partly made from lab-grown fibres (produced through
the fermentation of plant-based, renewable ingredients). Then there’s its Made in UK
initiative with Johnston’s of Elgin and its partnership with Vestiaire Collective on resale,
among other, more under-the-radar moves.

And now it has unveiled a new childrenswear Remake capsule, a collection of more than
30 styles “where the main materials are crafted from surplus fabrics and yarns from
previous collections”. Launching for the festive season, the capsule “reinforces our focus
on circularity through design”.

The company has a long history in kidswear and was creating it using surplus fabrics as
long ago as 1911.

It said today’s Remake capsule “spans all key product categories, including outerwear
styles in miniature proportions, alongside a range of jersey hoodies, sweatshirts and
mouliné knits that can be layered with shorts or a kilt in contrasting checks. Selected
designs feature a new multiple owners label, encouraging pieces to be passed down”.

The capsule also features “playful reinterpretations of Burberry motifs” including the duck
and the Thomas Bear teddy. Inspired by an archival embroidered design used across
Burberry childrenswear in 1992, the duck emblem has been a recurring motif in creative
chief Daniel Lee’s designs and features throughout the ready-to-wear garments as well
as on cashmere blend socks and a knitted baby gift set comprising a cashmere hat and
sweater. The Thomas Bear teddy also receives a makeover in a new patchwork iteration
to further reinforce the circular theme of the capsule.

The Remake capsule features in its ‘Wrapped In Burberry’ campaign, a series of
portraits and videos "that capture the spirit of the season".

Caroline Laurie, its VP, Corporate Responsibility, said: “Our rich history in craftsmanship
spans many categories including childrenswear, and we are delighted to bring this
special capsule to life in time for the festive season. Through our dedication to circularity,
we were able to transform our surplus fabrics and yarns into a capsule that will add
another chapter to this wonderful story.”
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Burberry opens pop-up in Flannels' new
Leeds flagship
Published
November 29, 2024

Frasers Group continues to attract big names to its Flannels operations with the latest
development being that its still-new Leeds Flannels flagship is hosting a Burberry festive
pop-up.

The Leeds store has only been open a month and the new Burberry  space is the first in
a programme of nationwide exclusive launches and pop-ups.

The plan is for the Leeds store to “continue to provide a platform for the best of Flannels’
brand partners’ worlds — from product capsules and collaboration launches to
workshops and experiential activations”.

This inaugural pop-up is a UK exclusive for Flannels with Burberry running its British
parks-inspired outerwear pop-up in the shop’s brand takeover space for the next two
months. Burberry will also roll out the concept to a further 11 global retail locations.

As mentioned, it’s inspired by the traditional characteristics of a British park, with
Burberry putting its heritage and hero product centre stage, “bringing the outdoors in with
a design that replicates a park pavilion to provide shelter”. Among the clothing display, “a
sense of community is built-in with a ‘park bench’ for shoppers to dwell in the space”.

The product range includes pieces from Burberry’s ‘It’s Always Burberry Weather’
campaign, the short film series featuring British contemporary culture heroes from Olivia
Coleman to Little Simz.

A Burberry coffee cart also takes residence in the pop-up at launch, serving a range of
hot drinks as customers enter the space. In time for the festive season, Flannels said
“these two proudly British brands will be donating all proceeds from the coffee cart to
Onside Youth — Burberry’s national charity partner supporting young people”.

The Leeds Flannels branch opened in October covering over 70,000 sq ft across six
floors and carrying fashion, beauty and homewares.
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FASHION beenspotlightingMonclerGrenoble,
andtheshowinSaintMoritz,inthe
Clavadatschlodgeanditsforestwithaview
ofthetonySwissresorttown,attractedthe
likesofAnneHathaway,WillowSmithand
KateMoss,amongothers.InDecember
lastyear,thefirstMonclerGrenoblestore
wasunveiledinSaintMoritz,thetown
wherethebobsledwasbornandwhichfor
yearshasbeenknownasaluxurywinter
destinationforthejet-set.

Moncler Grenoble Rolls Out

Fall Campaign, Plans March Show

· PhotographedbyMario
Sorrenti,theimages
capturebrandambassadors
ShaunWhite,LucasPinheiro

BraathenandPerrineLaffont.

BYLUISAZARGANI
MILAN- AfteritsimpressiveMoncler
Grenoblefall2024fashionshowin
SaintMoritzlastFebruary,thebrandis
rollingoutthatseason'sadcampaign,
photographedbyMarioSorrenti,while
revealingthedateofitsnextevent.

Thefall2025collectionwillbeunveiled
withabrandexperienceandashowon
March15,butdetailsaboutthelocation

arestillunderwraps.Chairmanandchief
executiveofficerRemoRuffinisaidinSaint
Moritzatthetimethathesawitinerant
showsinthefutureofGrenoble,whichwill
contributetoheightenitsvisibility.

OntheSwissAlps,Sorrentiphotographed
MonclerGrenoble'snewestglobalbrand
ambassador,WorldCupchampionslalom
skierLucasPinheiroBraathen.Theimages
alsoincludefellowbrandambassadors,
thethree-timeOlympicgold-winning
snowboarderShaunWhiteandOlympic
goldwinningandfive-timeWorld
ChampionskierPerrineLaffont.

Theathletesarecapturedposing
againstthestrikingbackdropofZermatt's
craggedpeaks,wearingthebrand's

high-performancepieces,ranging
fromcorduroyorwoolflannelupdated
withinnovativeweather-proofing
manufacturingtechniquestodiamondor
chevronquiltedskijackets.

Forthesecondtime,Whitehas
co-createdaMonclerGrenoblex
Whitespacesnowboard,availableinselect
storesandonlineasalimitededition.The
Montanosnowboardisengineeredwitha
premiumwoodcore,duallayersofultra-
densefiberglass,andreticulatedcarbon-
fiberinserts.

ModelsYasminWijnaldumandHeCong,
aswellasactorClémentChabernaud,also
appearinthecampaign.

Ruffini- apassionateskierhimself- has

ShaunWhiteinthe
MonclerGrenoble
fall2024campaign.

"Grenoblehasallowedusovertheyears
tokeepafootinthesportsworld,inthe
mountains,skiing,activesports,hiking
andbiking,aworldthatisbecoming
increasinglyrelevant,especiallyin the
U.S.,andweneedtoraiseawareness
aroundourproduct,aroundGrenoble,
whichcompriseshighperformance,après
ski,andperformanceandstyle,where
weexpressourmaximumcreativityon
theslopes,andI thinkthisisstillnotvery
cleartotheendconsumer,"Ruffinitold
WWDinFebruary."Wehavealwaysbeen
committedtoGrenoble,butwedidn't'
reallycommunicatethiscommitment."

MonclerGrenobleowesitsnameto
thecitythathostedtheOlympicGames
in1968,whenthebrandwastheFrench
nationalskiteam'sofficialsupplier.The
firstGrenoblecollectionwaspresentedin
NewYorkinJanuary2010duringthecity's
fashionweek.

BeforeSaintMoritz,thelastrunway
eventheldbythebrandwasinFebruary
2017,awinterballstagedatManhattan's
HammersteinBallroomduringNewYork
FashionWeek.

In2022,MonclerrebootedGrenobleas
thebrand's"highperformance"division,
flankedbythefashion-forwardMoncler
GeniuslineandthelifestyleMoncler
Collection.InOctober,thegroupunveiled
itsMonclerCityofGeniusspectaclein
Shanghaiwithitslatestrosterofcreative
talentsshowcasingtheircodesigned
collectionsintheirrespectiveboothsatthe
ChinaShipPavilionbytheHuangpuRiver.

Asreported,salesoftheMonclerbrand
intheninemonthsrose5percentto1.57
billioneuros.
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The Reviews

Stella McCartney
Likesomanybrandsaredoingright
now,StellaMcCartneyhasgonebackto
basicsandtowhatshedoesbest- gutsy
tailoring,drapeddresseswithatwinkle
ofdiscoglamour,andmake-an-entrance
divapieces.

Thedesigneralsolookedbacktothe
clothesherparents,PaulandLinda
McCartney,woreinthe1970s,theWings
erawhenthecouplewereraisingtheir
childrenbetweenLondonandtheEnglish
andScottishcountryside.

Thiscollection,liketheothersthat
camebeforeit,wasmoresustainable
thaneverandbrimmingwithdeadstock,
recyclednylonandforest-friendlyviscose.

Theclothesfeaturednewmaterials,
too,includingabio-basedvegan
crocmadefromfungimycelium,and
trainersusingpineappleleaffabricand
compostablesoles.

Those1970svibeswereeverywhere,

fromthelongsuedetrenchtothedouble-
belted,double-denimstraplesstopand
longmatchingskirtwithaslitupthe
front.Apairofchaps-styletrouserswith
glitterytileschanneledglamrock,whilea
sheerwhitetanktop,wornsansbra,hada
freewheelingfeel.

Dressesweredraped,sometimesslinky
- andbestofall,easy.

Aone-sleevebluesatindresshadalong,
built-inscarf,whileaburgundysheath
camewithaflutterycapethatmorphed
intodrapedsleeves.Ablackturtleneck
stylewasasspareasaleotard,while
anotherhadpowershoulders,batwing
sleevesandlotsofsilverysparkle.

Tailoringwasslouchy,mannishand
oversized,asinacocoabrownsuitwith
alow-slungwaistandlongcoat,while
statementpiecesincludedachubby-cum-
stolemadefromthickloopedyarn,and
alovelywhitegownwithahighneck,a
singlesleeveandabillowyskirtmadefor
hotnights.- SamanthaConti

pre-fall

2025
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Cedre,lecentrederecyclagedesproduitsde luxe

0
n connaît les perteset le problème écologique que

représentenotre consommationde vêtements
(200000 tonnesdetextile jetéesen Franceparan)

etdeproduits cosmétiques.Cedre,le Centreenvironne-

mental dedéconditionnement et recyclageécologique,

est une plateforme de démantèlementcréée en 2010

par deuxgéophysiciens,Antoine Avril etPascalPrasil, à

Pithiviers (Loiret). C’est, audépart,le fruit d’une collabo-

ration entreNordechetsetplusieursmaisonsdu groupe
LVMH pour créeruneunité de recyclagedesparfumset
des cosmétiques.Et, depuis 2023, son champd’action
couvrele traitementdutextile etducuir pour lesmaisons

demode etdemaroquinerie du groupe.La coopération

s’est égalementétendue à d’autres maisonsdu secteur,
tellesqueKering,ChanelouL’Oréal.

Depuisledébutdecetteinitiative, Cedrecollectearticles

de conditionnement, produits alcooliques obsolètes,

éléments de publicité, testeurs utilisés enboutique et

emballagesvides ramenésenmagasin.C’est loin d’être
négligeableetnécessitedesprocéduresparticulières.Le

siteestnotammentintégralementsécurisé car il reçoitdes

produits finis : lesinvendus. À réception,ledéchargement
s’effectuedonc enprésenced’huissier.Puisles produitssont

démanteléset lesmatièrestries pourêtreréutilisées. Il en

vaainsi pourvêtementsetchaussures.98% de la matière

est récupérée.Cela va mêmeplus loin. Un partenariat

a étésigné entre Cedre etWeturn, structurecrééepar
SophiePignèreset qui fournit undispositif clé en main

pourLOO % devalorisation.L’idéeestdefavoriserle don,

le réemploi etle recyclageenbouclefermée,notamment

pour lesinvendus.En effet, depuisl’adoptiondela loiAgec

en2022,cesderniersnepeuventplusêtre détruits.C’est
grâce à ce cerclevertueuxqu’ont étéréaliséesles tenues
desremettantsdemédaillespour les.Jeuxolympiquesde

Paris2024.

Céline Cabourg
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BUSINESS

MadisonAvenue’sBig Fashion
BrandsSupport ‘Miracle’ Fundraiser

Giorgio Armani andRalph

Laurenjoin more than 70

otherbrandsin Saturday's

event thatwill benefit the

pediatric programat Memorial

SloanKettering CancerCenter.
BY DAVID MOIN

With balloons,carolersandcaring
canines,Madison Avenuewill turr
especially festive this Saturday,all in the

spirit of charity andtheholidlay season.
That’s when the MadisonAvenueBusiness

ImprovementDistrict (BID) stagesits38th
annualMiracle On MadisonAvenueevent
to benefit theSociety of MSK’s initiatives
at MSK Kids, the pediatric program at
Memorial SloanKettering Cancer Center.

At least76 storesare participatingby
dlonating20percentof their sales On the

day,Or up tc $15,000perstore. The event
will beheld from 1O a.m. to 5 p.m. along

MadisonAvenue from 57thto 86th streets
andon adjoining sidestreets.

“Having SO many brandsand stores

»articipating S a testament to how they

areworking togetherandcontributing
togetherto such an important cause,” said
Matthew Bauer,presidentof the Madison

AvenueBID.

Shopperswill begreetedwithstrolling
holidaycarolersandtheMSK Caring

CaninesTherapyDog Team. And with

the weather turning cold, Oscarde la

Renta,Bucheron,Mackage,Frette and the
Carlyle Hotelareproviding hotchocolate

andother hot drinks, andTanya Taylor is

preparingfood,all complimentary
“They are really extending hospitality

insidle their storesandout on the
sidewalks,” saidBauer.

Also new to the event thisyear is an
outdoorexhibitof uniquedressescallecl

“Everyday Is aHoliday,” in partnership
with the Schoolof Visual Arts and the BID.

Eachstudentdesigned a dress celebrating

aholiday,includingsomerather obscure
occasions.Onestudent,for example,
designedadressfor National Skateboard
Day; anotherdid onle for National Umbrella

Day. “It’s all about creating afestive,
cheerful mood,” said Bauer. BighteenOr

SO dresseswill be displayedin }-foot-tal

Lucite display cases.

Bauer pointedout that this year 39
businessesopenedalong Madison Avenue
within theBID’s boundaries including
Boucheron Baudoin & Lange, Delcore,
Giorgio Armani, JimmyChoo, Michael

Kors, Houseof Matouk,and theMemor
Museum,which will all participatein the

event. Apple, RalphLauren andFrettewill
alsobejoining in.

To makeshoppingeasierandfun, stores
will lisplay “miracle” gifts and peoplecan
follow theblueandwhite balloons to shop
in participating stores and businesses.

Thoseunableto attendtheeventcanmake

apurchaseat oneof the participating
storesto supportthe Societyof MSK by

calling oremailing that retailer’s Miracle
PersonalShopperlistedon the Madison

Avenue BID website.
The Societyof MSK hasbeenthe

beneficiary of the event for 13 consecutivc

years.The organizationwasfounded in
1946 to raise funds forpatient care. The
volunteerorganizationis dedicatedto

promotingthe well-beingof patients,
supportingcancer researchandproviding
public educationon theprevention,
early detection andtreatmentof cancer.
Memorial SloanKetteringCancerCenteris
considereca world leader n patient care,
researchandeducation.

The BID is a partnershi of
propertyowners,merchants,residents
andelectedofficials workingto continually
enhance the community and its appeal to
visitors.
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GiorgioArmani participating ir tne
Miracle onMadiso AvenueeventSaturdav
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Le sport, extension du domaine du luxe

Par Anaïs Guillemané Mootoosamy, directrice générale en charge des stratégies chez W Conran Design

Le sport, ca entretient aussi la desiderabilité des marques de luxe. Comment ? En leur

permettant de couvrir un champ plus large.

Luxe et sport furent longtemps deux univers de passionnés aux audiences quasi exclusives l'une à

l'autre. Alors, bien entendu, on pourrait citer les quelques exceptions, qu'il s'agisse d'Hermès dont

l'origine le lie irrémédiablement à la sellerie et la pratique hippique, ou encore la présence des

marques horlogères dans l'athlétisme, le tennis, le golf ou encore la voile comme témoin de leur

précision et de leur inscription dans une pratique plutôt élitiste si ce n'est classieuse. Nous étions loin

des tribunes aux clameurs populaires et des tifos. Pourtant, nombre de sponsorings et d'actions de

communication récentes font démentir cette règle qui semblait immuable.

Kylian Mbappé égérie de luxe ; la tendance blokecore sur les podiums parachevée par la collaboration

entre Able Made - la marque inspirée par l'univers du football anglais - et Burberry ; le sponsoring du

Paris FCpar la famille Arnault ; sans oublier le coup de maître du groupe LVMH lors des Jeux et

l'incursion remarquée et célébrée dans le monde de l'e-sport en faisant de sa marque patronymique

la tenante du championnat de League of Legends.

Transgression symbolique

Assistons-nous à une nouvelle ère, celle du sport pop'luxury ? Derrière ce mouvement se dessinent

des courants différents, voire opposés. Tout d'abord celui, bien connu de l'univers du luxe, de la

transgression symbolique. Le sport y est ici un Ailleurs, chargé de symboles, de pratiques, aussi

éloignés - sociologiquement - qu'une contrée lointaine l'était pour Yves Saint Laurent. On ne parle
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plus de collections inspirées par le Japon, la Chine ou la Russie - qui pourrait être frappées de

l'infamant épithète de réappropriation culturelle -, mais d'un voyage convoquant, comme un

exotisme, les pratiques d'une autre classe sociale et de ses icônes culturelles. Le football anglais, les

mulets, les danses de rue deviennent ainsi une source inépuisable pour qui veut transgresser les

conventions du luxe, opérant une transsubstantiation de l'infamant en élitisme de niche, donnant -

s'il le fallait encore - la preuve symbolique d'une société éminemment archipélisée.

Mais un autre mouvement s'opère, qui lui, dit plus de l'évolution du core-business de cette industrie

et de ses enjeux. Il s'agit de l'extension du domaine du luxe. Le luxe s'est défini historiquement par

une forme de rareté. Étaient luxueux certains pigments qui, une fois leur production en masse permise

par des inventions scientifiques, perdaient toute leur valeur. Mais à mesure que le luxe s'est

transformé en une industrie, présente dans le monde entier, se pose la question de comment

recharger la machine à rêver et nourrir la rareté.

C'est là que se met en œuvre un mouvement contre-intuitif. Pour continuer à être rare, les marques

de luxe se doivent de couvrir un champ plus large. Plus visibles, plus présentes dans la société, elles

accentuent le différentiel entre le nombre de personnes sensibles à leurs charmes et celui pouvant y

accéder, nourrissant la pénurie par l'extension de la demande. Ce ne sont pas moins de 77% des

prosumers - ces consommateurs en avance de phase - de l'étude Havas qui se disent désirer plus

fortement les marques de luxe qui ont su collaborer avec des grands noms et acteurs de la culture pop.

Apposer un logo ne suffira pas

Le sport et l'e-sport, qui comptent parmi les passions les plus largement distribuées, permettent de

nourrir cette équation. Mathématiquement, cela fonctionne, mais ce n'est qu'avec un certain doigté

que la mécanique et la magie opèrent. En n'apposant pas simplement un logo sur les espaces sponsors,

mais en transformant les sports eux-mêmes, de l'intérieur. En faisant de l'arrivée des joueurs un défilé

haute couture, en ritualisant les remises de prix avec une attention au détail jamais atteinte

auparavant, en signant des athlètes qui se feront porte-paroles et investiront leur image de marque

par-delà les terrains, en somme en s'insérant à la culture d'excellence sportive et en renforçant sa

portée symbolique et transformant ses pratiques.

Entre sports populaires et luxe, nous pourrions penser que les opposés s'attirent. Dans les faits, nous

assistons à un mariage qui transforme ses parties prenantes et réussit, à la condition de faire projet

commun.
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Scenari
Lussoin Cina,luci eombresul2025
BranddaMonclera BrunelloCucinellicredonoancorainquestomercatoediversianalistiipotizzanounaripartenza
deiconsumidalprossimoanno.MenofiduciosanelbrevetermineGam,cheguardainveceal2026.FedericaCamurati

I
n questoannodeludenteper il

lusso, la crisi dei consumi in
Cinaha giocato unruolo cru-

ciale. Ma larecentepreferenza
dellamaisonChanelperlacittà di

Hangzhou e lo scorsoottobre la

sceltadi Moncler.VivienneWe-
stwood e Brunello Cucinelli di

portare i loro show a Shanghai
sembraindicarecheil fashion& lu-

xury credeancorain questogran-
de mercato.eDeutschebank ve-
de rosasul2025,chesecondoil ca-

lendario lunaresaràl’ annodelser-

pente. «Il serpenteè spessoasso-
ciato al rinnovamentoeallatrasfor-

mazione, in quan-
to si libera della

suapelle,e sugge-
riscesfideeoppor-
tunità per l’anno a
venire»,commen-

tano gli analisti
dellabancad’inve-
stimento. «Rite-

niamo chela debo-

lezza deiconsuma-

tori cinesi sia più
ciclica chestruttu-

rale e vediamoun
allontanamento
dal quiet luxury

conil ritorno della fiducia deicon-
sumatori in Cina, sostenutadagli
stimoli». D’altra parte,quello del

Paesedel Dragone è un mercato

importantecaratterizzatoda unara-

pida crescita su cui l’industria
dell’alto di gammafa molto affida-

mento, poiché si prevede che il

consumodi lusso cineseraggiun-

gerà il 35-40%del totalemondiale

entroil 2030.Intanto dopoun ter-

ZO trimestrenegativoper la spesa
luxury cinese(-5%), a ottobre la
domanda sembra essere legger-

mente miglioratanellaCina conti-
nentale. Dalleultime rilevazionidi

BofA-Bank of America risulta
che all’inizio delquarto trimestre
2024le venditeretail nell’areaso-

no aumentatedel5%.con levendi-

te di gioielli rimaste piatte e un
boom del 440% del settorebeau-

ty. «I riscontri dainostri viaggi in
Cina hannoconfermatocheil sen-

timent dei consumatoririmane un
ostacolo,ma c’è la possibilità di

unariduzionedegli affitti peri ne-

gozi
di lussocine-

si nel 2025»,preci-

sa l’istituto ameri-

cano. Altri esperti
di settore, tutta-

via, hanno ragio-

ne
di credereche

la spesadi lusso
continueràa esse-

re piatta anche il

prossimo anno.
«Unnumerosigni-

ficativo di cittadi-

ni facoltosi ha la-

sciato il Paesee
più cinesi bene-

stanti sonoin gradodi viaggiare e
fareacquistiall’estero,dovei

prez-
zi sonopiù bassi»,spiegaFlavio

Cereda,co-investment manager
luxury brands di Gam. «Molti
marchi sono statitroppo avidi in
fatto di prezzi,conaumentidi oltre
il 50% negli ultimi dueO tre anni
cheil mercatononèriuscito adas-
sorbire. Bi consumatorilocali sof-

frono diunachiaramancanzadi fi-

ducia nell’immediato futuro».
Una sfiduciadovutaagliscarsiren-

dimenti delmercatoazionarioede-

gli investimenti immobiliari, all’e-
levato tassodi disoccupazionegio-
vanile eall’incertezzageneralesul
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futuro, cheprima non erala nor–
ma. «I consumatorihannodenaro
in abbondanza,è la riluttanza a
spendereinoggetticostosicherap-

presenta un problema in questo
momento.Sembranoesserepiù di-

sposti aspendereperviaggi,benes-

sere edesperienze»,proseguel’e-
sperto di Gam. «I marchi,inoltre,
devonoinnovare.Il modo in cui la

venditafunzionavacinqueanni fa,

ora non funzionapiù». Importan-

te, tuttavia, è la distinzione tra
«China spend» e «Chinese

spend»,avverteCereda.«Entram-

be sonoimportanti, poiché la pri-

ma avràun impatto sproporziona-
to sulla redditività dei brand,dato

chei margini inCina sonodi solito
i più alti a livello globale. Credo

che il problema della fiducia non
sia destinatoascomparirepresto.
La ripresa della spesadi lusso in
misurapiù significativa va di pari

passo con la rassicurazione sul
fronte immobiliare, di cui finora
abbiamo visto ben poco». Que-

st’anno, intanto, si prevedecheil

mercatocinesesubiràuncalodi ol-

tre il 15%, forse addirittura del

20%. Secondo l’analista, il 2025

probabilmenteterminerà piatto e
il 2026saràl’anno in cui èpiù pro-
babile che la crescita riprenda.
«Dettoquesto,mi aspettochealcu-

ni marchiconforte slancioevisibi-
lità inferiore continuino acrescere
aduecifre in Cina»,concludeCe-

reda. «Il divario tra i migliori e i

peggiori è attualmenteenorme e

continueràadesserlo.Non ipotiz-

ZO una significativa ripresa della

spesacineseperil lussoabreveter-

mine, ma piuttostounastabilizza-

zione». (riproduzioneriservata)

Lo skylinedi Shanghai
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Taxer davantage
lesgrandesfortunes

ou les entreprises

A
lors qu’un effort est de-

mandé aux Français, cer-

tains voient dans une
haussede la fìscalité diri-

gée vers lessociétés et lesindividus

plus riches une solution pour re-

mettre de l’équité dans un pays
fracturé, d’autresune aberration.
Première option évoquée, celle
d’augmenter l’impôt sur les sociétés.

Pas tellement du goût de Jean-

Jacques Guiony, directeurfinancier
de LVMH (actionnairede Chal-
lenges) qui rappellequesongroupe
est déjàle premiercontribuablede

France etpaye6 milliards d’impôts
par an. Incidenceduprojet de Bud-

get 2025? « On parlede 7 milliards
d’eros supplémentairespour les
grandesentreprises, dont 00 mil-
lions pour LVMH, s’agace Guiony.

C’estsûr que le moutonestfacile à

tondre,mais cemouton, c’est celi
qui crée des emplois enFrance et

paiesesimpôts enFrance! »

Viser2%du patrimoine
A sadroite, maisplus àgauchesur
l’échiquier politique, le président
du Conseild’analyse économique
Camille Landais précise que « l’évo-
lution destanx effectifs d’imposi-
tion sur lessociétés est à la baisse ».

Mais reconnaîtque l’augmentation
del’impôt sur les sociétés « n’est pas
samesurepréférée». Il pousseda-

vantage unetaxation des fortunes,
dont le montantdes500 répertoriées
par Challengesa triplé en dix ans,
une idée portée au niveau du G20

par l’économiste Gabriel Zucman.

Camille Landaisen détaillela por-

tée : comptabiliser tous les impôts
que paientles grandes fortunes, et S

le montanttotal àpayerreprésente
moins de2% de leurpatrimoine,
leur préleverla sommemanquante
qui permet d’arriver à ce seuil. Pas
de quoi convaincre Jean-Jacques
Guiony, qui utilise à cetteoccasion

un argumentairepragmatique. Le

dirigeant estime en effet qu’« on
auraitpeude chanced’étendre cette
idéehors deFrance », et que cela ne
toucheraitfinalementque les contri-

buables français. Claire Bouleau

Débat «Faut-il

taxer les hauts
revenus,

profits ? ».

Avec Camille
Landais(Conseil
d’analyse
économique) et
lean-lacques
Guiony (LVMH).
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POLITIQUE · ASSEMBLÉENATIONALE

Censure du gouvernement Barnier : le récit d'un échec

annoncé

Le texte duNouveau Front populaire est parvenu àrallier l'extrême droite et aréuni 331

députés. Mercredi 4 décembre, dans l'Hémicycle, toutes les oppositions se sont attachées à

souligner l'« illégitimité »de l'équipe de Michel Barnier.

ParMariamaDarameet RachelGarrat-Valcarcel

Publié aujourd'hui à 05h29, modifié à 07h49 · Lecture5min.

Article réservé aux abonnés

4

Michel Barnier, après sa prise de parole lors des débats sur la motion de censure, à

l'Assemblée nationale, le 4 décembre 2024. JULIENMUGUETPOUR«LEMONDE»

Il est 20h 26,mercredi 4décembre,quandla présidente del'Assembléenationale, YaëlBraun-Pivet

(Renaissance),prend la parole depuisle perchoir et confirme l'inéluctable : le gouvernement de

Michel Barniera été censurépar les députés.« Conformémentà l'article 50dela Constitution, le

premierministre doit remettre au présidentdela Républiquela démissiondu gouvernement»,énonce-

t-elle.Enface,Michel Barniersetient assis,entouré d'une partie de sesministres. Lesyeux rougis, le

Savoyardde73ans selèvepour saluerles élusmacronisteset LesRépublicains(LR)qui l'acclament

debout,puis quitte l'Hémicycle. Il est 20h 27et la Francen'a plus degouvernement.

Lire le live | Endirect, censuredugouvernement Barnier: le premier ministre remettra sa

démission à EmmanuelMacronjeudi, à10heures

Quelquesinstants auparavant,Michel Barnier adéclamépendant prèsd'une demi-heure l'oraison

funèbre deson mandat.«Jeressenscommeun honneurd'avoir été depuistrois moiset d'êtreencorele

premier ministre detous lesFrançais.Etau moment où cettemission seterminera peut-êtrebientôt, je
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veuxvousdire quecela resterapour moi un honneur d'avoir servi avecdignité la Franceet les Français»,

a-t-il conclu.

Lamotion decensuredéposéepar le Nouveau Front populaire aréuni 331députés.Laréaction à

l'engagement dela responsabilité du gouvernement avecl'article 49.3dela Constitution, deux jours

plus tôt, pour faire adopter sansvote le projet de loi definancement dela Sécuritésociale(PLFSS)

pour 2025.Un résultat considérable puisqu'il nesuffisait quede 288voix pour renverser le

gouvernement deMichel Barnier.Les voix des«insoumis », dessocialistes, desécologisteset des

communistes sesont additionnées à cellesdesélus du Rassemblementnational (RN)et du groupe

Union des droites pour la République (UDR)d'Eric Ciotti. Seulesdeux voix ont manqué à gauche,

cellesdel'indépendantiste kanak Emmanuel Tjibaou et dela socialisteSophie Pantel (Lozère).

« Malédiction » originelle

Levote decette motion decensures'inscrit désormais dans l'histoire de la VeRépublique.C'estla

secondefois qu'un gouvernement est renversé.Leseul précédent datait du 5 octobre1962,avecla

chute de GeorgesPompidou.

Nommé le 5septembre, auterme de deux mois detergiversations post-électorales,Michel Barnier

devient le premier ministre le plus éphémère del'histoire dela VeRépublique, avecquatre-vingt-dix

jours passésrue deVarenne.Lavictime collatérale dela censureest le PLFSSet saversion issue dela

commission mixte paritaire, rejetée mercredi.

Lire aussi | Legouvernement Barnier bat le record du gouvernement le plus bref dela

VeRépublique

Lachute du gouvernement Barnier vient illustrer l'instabilité gouvernementale engendréepar la

dissolution del'Assembléenationale, le 9 juin. Une partie du scénario menant auscrutin décisif du

4 décembresemblait écrite dèsla nomination del'ancien ministre RPRet UMP.Toutesles oppositions

sesont attachéesàsouligner la «malédiction » originelle qui afrappé le mandat de Michel Barnier,

selon les mots du président «insoumis » dela commission des finances, Eric Coquerel.«Cette

malédiction, c'estl'illégitimité. Votreillégitimité absoluedevant le suffrage universel,vousqui êtesissu

dela forcepolitique parlementaire qui a euleplus mauvais résultat aux électionslégislatives»,a déclaré

l'élu de Seine-Saint-Denissousle regarddeJean-LucMélenchon, le fondateur de LaFranceinsoumise,

alors présent dansla tribune de l'Assemblée.

La supposée bienveillance de Marine Le Pen

Pour pallier safaible légitimité, Michel Barnier estparvenu àconstituer la plus forte minorité de

l'Assembléenationale. Carmême si LesRépublicains et le bloc présidentiel ont formé un

gouvernement, ils ne sesont entendus sur aucun programme decoalition. Michel Barnier s'estainsi

reposé sur un tiers del'Hémicycle pour gouverner, et une majorité au Sénat.Durant sestrois mois

d'existence,ce gouvernement minoritaire a ployé sousles tensions sur le budget avecsespropres

soutiens. Un handicap de taille dans une Assembléepolarisée en trois blocs.

Lire aussi | Le«soclecommun »>dansl'impasse del'après-Barnier

Leprésident du groupesocialiste, Boris Vallaud(Landes),qui estime n'avoir jamais été écouté par le

premier ministre, a instruit le procèsen trahison du front républicain deslégislatives anticipées.«Il

estmanifestementdevenu plus convenabledeparler avecl'extrême droite qu'avecla gauche,et nousne

pouvonsnous résoudreà cela.»
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CarMichel Barnier aaussiéténommé àMatignon pour la supposéebienveillancedeMarine LePenà

son égard.Fortedeses126sièges,la députéedu Pas-de-Calaisavait assuréau chefdel'Etat qu'elle ne

censurerait pasapriori son gouvernement.Etc'estfinalement la même extrême droite qui apermis

sachute.«L'intransigeance,le sectarismeetledogmatisme[du "soclecommun"] lui ont interdit la

moindre concession,cequi aurait évitéce dénouement», atonné Marine LePenàla tribune de

l'Assemblée,mercredi.

Des « miettes »

Pourtant, la présidentedu groupeRNaobtenu,à la différence dela gaucheet du «soclecommun », de

coûteusesconcessionsdela part deMichel Barnier,sur la surtaxation del'électricité, la promesse

d'une réforme del'aide médicaledel'Etat ou encorele déremboursement desmédicaments.Des

«miettes»,selonla triple candidateà la présidentielle, qui réclamait encorelundi la réindexation sur

l'inflation des pensionsderetraite pour épargnerMichel Barnier faceàla pression deson électorat

populaire. Asesyeux, ne pascensurercebudget aurait relevé de«la politique du pire».«Nousn'avons

pasla mêmeidéedela souveraineténi du patriotisme», lui arétorqué le premier ministre.

Lire aussi | LeRN,loin detriompher, défend lecaractère«raisonnable>deson vote

pour la motion decensure

Sessoutiens àl'Assemblée,mercredi, ont,eux aussi, viséla présidentedu groupeRN.«MmeLePen,je

n'aijamais étédeceuxqui vousont diabolisée»,a lancé àla tribune le président du groupeLR,Laurent

Wauquiez(Haute-Loire),l'implorant de«seressaisir».«Nousnous souviendronslongtemps,MmeLe

Pen,qu'une alliance descontrairesportée par le cynismeaplongénotre paysdansl'instabilité. »Le

président du groupe Ensemblepour la République,Gabriel Attal (Hauts-de-seine),a,lui aussi,mis en

regard le votede Marine Le Penavecses«annéesd'efforts»denotabilisation.

Lepremier ministre éphémères'estraccrochéà«la réalité denoscomptespublics» et dela dette pour

expliquer sesfaibles margesdemanœuvre.«J'auraispréférédistribuer del'argent,mêmesi nousne

l'avonspas,pour faciliter leschoseset les discussions.Cetteréalité, ellerestelà. Et écoutez-moibien,elle

nedisparaîtra paspar l'enchantementd'une motion decensure.(...) Cetteréalité-là,elleserappelleraà

tout gouvernement,quelqu'il soit.»

Aucune remise en question

Au mêmetitre queMichel Barnier, qui estime que saméthode a«portésesfruits »,les orateurs des

onze groupesont témoigné deleur absencederemiseen question sur les causesdececrash

gouvernemental. Chaquecampason responsabledela situation : EmmanuelMacron, Marine LePen,

lessocialistes,lesmacronistes, les«insoumis »... Sicertains groupesont avancéquelquesperspectives

d'ouverture, leur sincérité resteàdémontrer.

Lire aussi |
F

Motion de censure: la gauchecherchesastratégiepour l'après-Barnier,
entre accordde«non-censure» et programmede «compromis»

Toutaulong du dernier discours deMichel Barnier dansl'enceinte du Palais-Bourbon,mercredi

4 décembre,sessoutiens parlementaires ont affiché une unité rare.L'ovation debout des élus

Renaissance,MoDem,Horizons et LRalors qu'il descenddelatribune a vivement contrasté avecleur

silenceprudent lors dela déclaration depolitique généraledu Savoyard.Acemoment-là, lestravées

dela gaucheet del'extrême droite sevident. Lesdéputésont déjàcommencéà voter la censuredans

lessalonsattenants à l'Hémicycle. A cemoment-là, Michel Barnierappartient déjàaupassé.

Mariama Darame et Rachel Garrat-Valcarcel

Tous droits de reproduction réservés

URL : http://www.lemonde.fr/ 

PAYS : France 

TYPE : Web Grand Public 

JOURNALISTE : Mariama Darame…
5 décembre 2024 - 09:31 > Version en ligne

Page  51

https://www.lemonde.fr/politique/article/2024/12/05/motion-de-censure-la-fin-inedite-mais-sans-surprise-d-un-gouvernement-minoritaire_6430809_823448.html


French parliament votes to oust Michel Barnier’s government
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