
Bottega
In London
Takea scroll throughsocial

mediaandit's evident

that BottegaVeneta is still

everywhere.
The Italian luxury brand

soft launchedwhat to

expectaheadof creative
directorLouise Trotter's
debutin Septemberonthe
red carpetof the Venice

Film Festival with the likes
of brandambassador
JacobElordi, in a head-

to-toe white number, and

Luxembourgish-German
actorVicky Krieps in a
blacksculpturaldresswith
leather trimmings.

Therearemoreclues,

startingwith Bottega
Veneta'sLaTavola pop-up
at Harrodsrunning until

Sept.28.

The brandhas takenover

theexhibitionwindows at

the departmentstore in

Knightsbridgeto celebrate
50yearsof its signature
leather weave,Intrecciato.

True to BottegaVeneta
fashion, the interiors of

the pop-up havebeen

inspiredby the worktables
of the Montebelloateliers

with splashesof materials

including Italian wood,

suppleleather, concrete

andsoft leatherIntrecciato
seating.The walls are
decoratedwith images
from the brand's“Craft Is

Our Language” campaign
shotby Jack Davison.

The brand is maximizing
its Intrecciatotechnique
with anexclusive capsule
collectionof accessories
andready-to-wear piecesin
emeraldgreenandBarolo,

awine-like red.

BottegaVeneta'snew
fragrancecollection,

Mezzanotte,will also
make its debutat Harrods
with threenewscents:
Goodmorning Midnight,
Almost Dawn andHinoki.

“The pop-up spaceiS

really anexpressionof this
timelesscraft ” said Leo

Rongone, chiefexecutive

officer of BottegaVeneta, in

aninterview. "Harrods,with

its own globalreputationfor

luxury andits far-reaching

appealto London locals
and visitors alike,is an ideal

home.”
Rongonereiteratedthat

as a brandwithout a logo,
the Intrecciatohasbecome

the symbol of Bottega
Venetaandits drive for

craftsmanship.
“The 50th anniversary

of the Intrecciatois really

a double milestone – as
we’re also inaugurating a
newcreativechapterunder

Louise Trotter,honoring

the craft's remarkable

heritageand ushering in

newinterpretationsunder

Louise's creative direction,”
hesaid.

BottegaVeneta hasn’t
stoppedpressingthe gas
pedal.

On Tuesdaymorning,
coincidingwith theHarrods

pop-up, the brand released
its Campanatotecampaign
with brandambassador
JulianneMoore andmodel

Vittoria Ceretti in the
secondinstallmentof the
“Craft Is Our Language”
campaignseries. H.M.
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BottegaVeneta’s
La Tavola pop-up

atHarrods.
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