
reminded of how powerful that role 
was, it co-opted fashion to reclaim  
its natural position as a global dictator 
of style. 

madelaine I was looking at all those 
Versace ads, with all the supermodels of 
the early 1990s in them, just the other day. 
I don’t think it would be possible to do 
something similar now. Firstly, because 
there are 200 supermodels, rather than 15. 
Secondly, that’s not how people consume 
fashion advertising or editorial nowadays. 
We just look at the ad and then scroll 
down to the next picture in Tumblr or 
on Fashion Gone Rogue or whatever. So 
you don’t really have that kind of iconic  
image anymore, you have images – with 
an S – plural. 

imran But I was talking to Jack and 
Lazaro from Proenza Schouler and they 
created an online image that got viewed 
so much on the internet that magazines 
are requesting to put the image in as a 
piece of advertising for free. Image is still 
really powerful!

madelaine Oh yes, the interest is prob-
ably bigger than ever; fashion advertising 
has become a cultural genre, hasn’t it? It’s 
more commented on, better known and, 
I think, more influential than ever. You 
have books that cover fashion advertis-
ing, and blogs and forums online where 
people talk about it…

Tim still, I think we’re looking at the 
absolute decadence of fashion adver-
tising compared to what it once was. 

Jo-ann But you know what? At one 
point fashion advertising was just as bor-
ing as it is now. I remember looking at 
fashion editorials in magazines like The 
Face in the early 1990s and thinking the 
advertising was so boring in compari-
son. By the end of the decade, when I 
was actually working at The Face, it was 
the other way round – the people who 
had previously done the editorials at the 
magazine were now doing the campaigns. 
And the big fashion houses were also tak-
ing big risks with their advertising at the 
end of the 1990s. Prada was incredibly 

e x p e r i menta l , 
and getting very 
young stylists 
and photogra-
phers to do cam-
paigns. Now it’s 
reversed again. 
It’s time for ad-
vertising to start 
using new blood 
once more – not 
the same people 
over and over 
and over again. 
You see these 
great photographers going through the 
motions with playing-safe art directors. 
And there has to be a bloody handbag in 
each picture.

Tim so can you imagine anyone 
committing to the kind of consistent 
visual image that photographers like 
guy Bourdin and helmut newton 
produced in the 1970s? They were ut-
terly transgressive relative to anything 
that’s happening now. you could not 
do that today.

susie There are so many rules to com-
ply with. Everything has to be approved 
by all parties.

Tim “Put the handbag in the air!” 
There’s nothing else, just a handbag. 
There are also so many cultural re-
strictions now. 

Jo-ann I have to say, there are still inter-
esting things going on.

ValenTine Money is the enemy of creativity.
Tim not necessarily. 
imran It’s also the fuel for it. This indus-

try cannot exist without the money.
madelaine But is anybody doing inter-

esting advertising at the moment?
Jo-ann Juergen Teller and Marc Jacobs 

– it’s the best combo in the world. 
susie I read that Helena Bonham 

Carter has never even met Marc Jacobs. 
How bonkers! She’s effectively the 
spokesperson for the brand now.

madelaine Why do you think that it’s so 
much better?

Jo-ann It has a history and you can go 
back to it again and again. You really see 
the personalities of everybody involved. I 
think it gets better and better. 

imran Unlike a lot of advertising, 
where you cover up the logo and it could 
be any brand, you instantly know that 
that’s Marc Jacobs – whether you like it 
or not. And in this era of images flying by 
so fast, that’s a really important part of it.

ValenTine They’re beautiful pictures as 
well, they’re really pretty. It could be a 
campaign or not.

Tim But what’s the point of adver-
tising? The point is to make you want 
what’s being advertised. I think those 
marc Jacobs ads, because they are 
long-running, have created a world 
that those images communicate. you 
can imagine someone wanting to be a 
part of that, which is what advertising 
should ideally achieve.

Jo-ann I think the greatest of the pho-
tographers who do fashion advertising is 
Bruce Weber. Why isn’t Bruce Weber do-
ing more campaigns?

imran The ones he’s doing for Moncler 
are amazing, I love those!

susie He’s doing Miu Miu. I thought 
that was a great change. It’s an enormous 
change from what they normally do.

Tim As much as Prada whir ls  
through change like a rollercoaster, 
miuccia Prada understands the weight 
of legacy and history and the value  

of hiring someone like Bruce weber. 
he brings something that’s a whole 
lot more than a photographer doing  
a campaign.

Jo-ann I think my idea of America  
fundamentally comes from Bruce 
Weber’s advertising campaigns. How  
successful is that?

6.
A dIFFIculT QuesTIon 

oF IndePendence

• Tim There are times when I think 
that vivienne westwood and cristóbal 
Balenciaga might be the two most im-
portant designers of the second half of 
the Twentieth century, because each 
of them is a deep well of ideas that 
dozens of other people have drawn 
from. rei Kawakubo’s done a really 
good job of being inspired by vivienne 

westwood. But I’ve always wondered 
why more designers don’t go back 
and revisit what they themselves have 
done, as musicians do. A brilliant idea 
from ten years ago is often a brilliant 
idea today. many designers would ac-
tually benefit from being a bit more 
solipsistic, referring to themselves. 

Jo-ann Many don’t do their own lines 
anymore, rather they recreate some- 
body else’s legacy. You have to learn to be 
yourself and not be yourself at the same 
time. That’s why someone like Riccardo 
Tisci is brilliant.

susie He is one of those designers 
who consistently turn out something 
that’s always distinctively them. 

imran Like Rick Owens.
susie There’s too much referencing 

going on at the moment – designers 
not referencing their own collections, but  
other people’s.

imran Are you talking about Rick Owens?!
susie No, Rick Owens is one of those 

that don’t reference others.
Tim A lthough I was thri l led to  

look at his last collection and see 
charles James! 

susie But he did that in a way that was 
still so Rick Owens. 

ValenTine Didn’t he come out on the 
back of the Belgian wave? People like 
Demeulemeester, Margiela…

Jo-ann He will say so, as well. When I 
first met him, he was like, “Well you know 
this is kind of a Demeulemeester-y, kind 
of a Margiela-y thing.” But he was equally 
inspired by Vionnet.

imran Isn’t it all about the patterns and 
the cutting with Rick Owens? He does it 
all himself and that’s what makes it.

Jo-ann The amazing thing is that he 

learned pattern cutting in the knock-off 
garment district of LA. The whole thing 
is very LA. It’s quite interesting how he’s 
built himself a look.

Tim This raises the whole issue about 
what up-and-coming designers can 
do in the face of the speed of fashion. 
maybe that’s why people look at rick 
owens as an ideal model, as opposed 
to somebody like calvin Klein or ralph 
lauren. There was a time when the 
bil l ion-dollar business was the goal, 
and now maybe creative satisfaction  
is the goal.

Jo-ann Well I’ll tell you what: Rick 
Owens is very successful. It’s shifting like 
nobody’s business.

imran It’s a privately-owned business, 
and I think Michèle Lamy told me that it 
was a €30 million a year business, which is 
100 per cent controlled by them. They get 
to do whatever they want, and they built 
it from scratch. 

Tim look at dries, same thing.
Jo-ann But Dries is not as eccentric… 

I think we forget Armani, how weird 
Armani actually is. What he did in terms 
of fashion changed everybody’s percep-
tion – with something quite strange and 
difficult. Now it seems normal, but it is 
not. Armani was a revolutionary designer; 
now we take his aesthetic for granted.

Tim completely revolutionary. In 
the 1970s, he destructured, unstuffed 
and changed menswear as radically as 
chanel changed womenswear with her 
jersey dress in the 1920s. 

Jo-ann I equate Rei Kawakubo with 
Armani. She’s the Japanese Armani,  
and he’s the Italian Comme des Garçons. 
People don’t realise it, they’ve got so  
used to it. 
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imr an amed  

Founder, BusIness oF FAshIon

“I noticed that nobody was really thinking  
or writing about the side of the industry that 

I was most interested in. Originally, it was 
about the fashion trade, but one of the things 
that Business of Fashion really became known 

for was having a point of view, and especially 
on how the whole digital side of fashion is 

changing things. When I first started writing 
about it, some people were really dismissive  

of it. But I think now the website  
is seen as a really important resource.”

“i think sarah Burton is the 
designer to watch right now 

because she comes from
behind the scenes. she was  

never meant to be this kind of 
creative director”

Imran Amed
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