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FASHION FILM
INTRODUCTORY NOTES

How are fashion films similar and different to:

filmed fashion shows: they are less linear than filmed runway shows, more area of movement, more creative in terms of scene setting and
acting/playing into whatever that theme may be. They are similar in the sense that a garment is being vertically showcased on a moving body,
allowing the audience to see how the garment moves, flows and sits on a moving person.

fashion in film: fashion in film is creative and can be used to express concepts/eras within the film. Similarly to fashion film, fashion in film is a
creative exploration and showcase of a particular garment, being used to tell a creative story and having freedom of scene, setting and space. It is
different in the sense that in a fashion film fashion is not necessarily being ‘promoted’, while these outfits that costume designers construct have
the power to represent era/state/emotion, the garments aren't being actively promoted in that way they are within fashion films.

Fashion documentaries: in my opinion a fashion documentary runs through the heritage of either a brand or garment of relevance. They usually
follow the life of the designer/the design process. While it does in a sense promote the history and power of a garment, it doesn't put attention
onto the thing itself in an artistic, creative and beautiful way.

Fashion films are located between:

*high art and popular culture

*the avant garde and commercially visible

*music, fashion and visual culture

Fashion films can be

*edgy, experimental films

large scale budget productions, using big time directors.
*More directed toward art films than Hollywood blockbusters
Regardless of budget fashion films:

*represent fashion in a state of motion

*Due to how creatively and immaculately they are made, the fashion film and videos can blend, photos being used on company websites.
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FASHION FILM
DOCUMENTARIES STRANDS

BRITISH PATH

FASHIONS ( VERY EARLY 20TH CENTURY ) (1918)

The British path site is an accessible site
that allows vintage enthusiasts to watch
real footage from centuries past. It
focuses on providing as much vintage
content as it can get its hands on,
covering a myriad of topics and interests.
The site has allowed me to watch real
footage of what was being worn in each
era alongside how things are being
advertised, (referencing my case study 2.)
These documentaries are so different
from modern day, truly capturing life in its
rawest, most untrusted form in such a
beautiful way. | person ally feel very calm
endeavouring in these types of fashion
documentaries, each ranging in length,
their ability to capture life in such a slow
and real way really speaks to me.

Why do people love fashion documentaries so much. The
regular person won’t have access to the behind the
scenes of a fashion house. These films allow regular
people to glimpse into that world and feel part of it,
understanding the design, production and

promotion of a fashion house. These fashion houses have
followed suit, taking glory in their rich heritage and
unique founding stories that are each interesting but
more importantly accessible. It allows those who haven't
had the access to designer brands to access it, £3.99 for a
open door into the worlds of these beautiful brands.

Watching the
behind the scenes
of the processes
within a
particularly
exclusive brand is
incredibly exciting
and interesting.
The exclusivity and
secrecy almost of
these brands
makes the
unveiling of their
processes and
‘secrets’ so much
more exciting.

THE BEST FASHION DOCUMENTARIES EVERY HIGHSNOBIETY
READER SHOULD WATCH

GQ
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MODERN

In this century, almost all fashion houses have opened
their doors to the likes of film crews, allowing
enthusiasts to really see the behind the scenes of a
fashion house. Many magazines and websites including
GQ, High snobbery, Vogue have pushed forward these
documentaries - them being extremely beloved by
fashion fans but why (refer to introductory paragraph).
These fashion documentaries are huge, becoming
obscenely successful but whats different from these to
the ones we see from the previous century. Speed. In
these modern day documentaries we aren’t slowly
spoken and taken through the desigh process step by
step —we are bombarded with flashes of paparazzi
pictures, celebrity endorsements, fashion shows,
runways, photoshoots — an excess of images popping
Ono the screen at a time ensuring there is no time for
ones brain to relax. Producers are aware of the current
attention climate, youths of today having short attention
spans, having to keep things fast and busy to engage
attention.
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FASHION FILM
BRAND ENDORSEMENT - CASE STUDY
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| CHANEL has so many options
{ when it comes to accessori.
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CHANEL supports "Barbie”, a film by Greta Gerwig — CHANEL and Cinema
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See lvery Oullil Chanel Made for
Nargol Robbie's Barhbie Novie

Fashion brand endorsement within films is not rare or unheard of. Brand
endorsement within films is ultimately very similar to when brands pay celebrities
to promote products and garments, they pay into the cause in order to get their
name and designs out there.

To talk about this particular case study lets look back into channel. Chanel has
always been a company that has focused and emphasises the beauty and grace of
feminists and womanhood, in the most elegant form, beautiful tweed suits
strutting down the runway for almost a century now.

But why Barbie. To unpack this we have to divulge into what barbie is. The doll
coming about in March of 1959 - the doll has become its own animated tv shows,
many movies and many songs. The enterprise of barbie has surpassed what
anyone, I'm sure, thought it would be able to become back in 1959, taking the
world by a very surprising storm. Since then, the barbie doll team has created an
image for the company — the doll consistently dressing in pink, very beautiful
garments. This brings us back to why Chanel? Why would Chanel want their name
all over this blockbuster all star movie. While the Chanel name will always be a
strong staple in the fashion industry, for years there has been talks of the brand
losing relevance, structure and creativity - however true or harsh.

The use of Chanel designs within the film allows Chanel to be reborn in a sense.
The barbie movie reflecting very vintage styles and looks throughout, more so
reflecting style trends of the 60’s, a time when Chanel was truly the reigning
designer and epitome of this very graceful lady likeness. Having the all famous and

beautiful Margot Robbie promoting and modelling this kind of wear while
simultaneously playing the character of this ironically perfect woman, the garments
become separately perceived as flawless and beautiful able to capture this essence in a
really easy and effortless way, creating or rather refreshing these stereotypes and
concepts of the brand.

Moving to the how, as we know the clothes were worn within the movie, promotion in
its own right, the pink tweed worn by Claudia Shiffer unmistakable by all, but in
interviews with the cast, red carpets — cast members are consistently talking highly of
the brand, explaining that Chanel and barbie go hand in hand, the delicate and
seemingly perfect nature of the barbie doll would wear Chanel if in real life. This tells us
as viewers that clearly this is a partnered concept, the brand being pushed and pushed
within one of the biggest films out for the year if not decade.



FASHION FILM
FASHION IN FILM

SEX IN THE CITY

they can no do, fashion films use these outlandish looks and

It's about the unattainable. Realistically, four regular women,
especially living in New York, probably wouldn’t want to, nor
be able to afford to — Dress the way they do, so why put the
actors in such radical looks. Patricia Field curated her looks
around this theme of fun, flirty friendship — light-hearted and
easy. Cohesive looks further subconsciously push these looks
and standards that are completely impossible to obtain, and
are therefore fascinating. Everybody is enthralled with what

divine looking actresses wearing thousands and thousands
worth of clothes so as to trigger an impression, identity and
enjoyment. This was what made the film stand out and
special.

Fashion in film !

‘. " L
can be used to .“il 1~

Fashion in film. Sex in the city is a film about,
and featuring fashion. The films follow
specifically the life of Carrie Bradshaw, a
woman paving her way in the design industry
and what, fictionally, surrounds that — but
more interestingly, the film showcases some
of the most iconic looks seen in film in the 21%
century. Stylist, Patricia Field, claims to have
never liked fashion rules. This is seen through
her styling strategies, Sarah Jessica Parker’s
heels and tutu outfit being a brilliant example,
found through AP news. A co-heaps I've
design landscape was fundamental for this
movies success. Sex in the city follows the
lives of four best friends in New York, but
certain things have been curated so as to
separate this film from any other.
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X tell a story.
Here are two
very different i

_, but

_overlapping
case studies,
Clueless and

~ Sex in the City.

CLUELESS

The film clueless was set in the mid 90's and was made
successful through polish stylist, Mona May. Many resources
say that the fashion in this film redirected the trend current of
the 90's, pushing more layered grungy looks that took over the
2000's, Fashion is used in this film in several ways. To separate
class, cement fictional friendships and create tone. Class here is
distributed through fashion in the looks we see featured on

Brittany Murphy, acting as Tal. While characters Cher and
Dionne feature in pressed, good quality put together outfits,
Tai's look was more akin to what would be seen on a regular
person in the 90's, fairly plain and unfitted, An immediate
wealth disparity is outlined here through fashion, Cher wearing
outfits resembling the likes of channel, blazers and colour co
ordinated outfits — not ‘regular’ looks of the teens in the 90's,
Mona May used fashion to ensure the viewers knew that Cher
and Dionne and other extras in the film who were cast to be
equally as fortunate, were special in their wealth, different.
Cher and Dionne's friendship is pushed through their outfits
that can be described as cohesive in the ‘Mary-Kate and Ashley

Olsen,’ way. This method came about earlier in the 2010's when
fans of the twins became enthralled by the way they would

match colours, textures and brands but very subtly and we see

that through Cher and Dionne. A red vest and a red skirt,
matching tweed suits in alternate colour ways = their friendship

is pushed through the film in this way. Fashion is also used to

create tone.

Iconic skirt suits featuring
during the scene where Cher
and Dionne are in class,
planning and scheming,
school girl headbands, vests
and skirts when characters
are striving to appear

innocent, a large funeral-like
hat when a loss of love and

relationship occurs and so
forth. Fashion was used
heavily in this film to tell a
story.




Gucci fashion film analayis

o -

Watch Later  Share

""" Gueei Aria

Il 4 oxiss = P Yolube 5] 3F

This fashion film is an example of a high end, high
budget production. The film begins on an eerie
street with a model staring through a peep hole to
this view. Opening the door, we are transported
into a new set.

Walking off stage and turning a corner, we can see
dazed models lazing on walls, talking, judging - in
a backstage/VIP feeling area. More clothes and
jewlary are show cased here, outfits being panned
and captured.
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The door opens up to a new space, initially dark
but soon harshly lit by a wall of rustic lamps. A
catwalk is followed through, without an audience,
the models look directly at the camera.

Moving through the crowd of models, the cam-
era catches on one woman who pushes her way
through two doors, and here enters the fourth
scene. Such natural and slow eases into new sets,
intentional and planned, unjumpy.
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For about 6 minutes, the new collection of Gucci is
showcased, cameras zooming in on a models face
and zooming out of a different one - the runway
has been tailored for film as opposed to a film of a
live audience show.

Still seeing the darkness and models in the room
before, the model comes alive, harshly contrasting

this lazy, nonchalant attitude that encompassed the

darker, moodier scene prior.

Floria Sigismondi

By

B i3
e ,

The last model reaches the end of the run way and
is greeted witha swarm of paparazi, nustled at the
foot of the catwalk. Here is where the third part of
the film is introduced
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The set features bird and horses, all the models
frolocking in this heavenly mystery land, before all
eventually floating up and away to end the scene. I
love the way Sigismondi has transported us with




Cecilie Bahnsen - Case study 1.

Cecilie Bahnsen is a renowned designer from Copenhaegen.
With eleven collections so far, the CB website tells a story of
each collection and uniquely sells the garments online im-
medatley following shows, a type of runway fashion called
ready-to-wear. Cecilie mentions in her Brand feature page
that she strives to blend the “Traditions of fine french fash-
ion and the design culture of scandanavia;, also being said to
hand craft her fabrics. Their brand mission statement is as
follows: ‘Our aim is to develop a world of pieces that can be
cherished for years, passed between friends, reinterpreted
and restyledto express the individuality of the wearer’ From
this, without directly saying it, we can sense that the brand is
pro sustainability, reusing and rewearing.

Yd O

Cecilies design principles revolve around femininity, creat-
ing these beautifully flowing garments and pieces that reflect
femininty in a very doll like and fragile way. Bahnsen strives
off uniqueness, striving to create silhouettes that are uniquely
her own and are, in her words, recognisable. She deems these
shapes to revolve around ‘puffed sleeves, peplums, ribbons,
and ruffles;, all things that very much push forward this
french coquette, marie antoinette appearence.
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The brand has been featured in several fashion weeks, pri-
marily Paris which seems to be where the majoirty of the
brands success lifted from back in 2022. Uniquely, the brand
has a featured segment where a customer can book an ap-
pointment, resulting in a walk through of the couture, tailor-
ing and shopping guidance.




Fashion Film

Directed by Freja Sofie Kirk,Cecilie Bahnsen’s brand has a youtube account, featuring 25
artistic fashion films, revolving around the behind the scenes to both brand photoshoots
and runway shows.

The brand uses fashion film in an incredibly artistic way, touching on sound, movement
and motion in order to promote their brand.

Cecilie Bahnsen is a brand that encapsuluates a particular outlook on femininity. From
the puffy sleeves and doll like dresses, one can initially assume cecilie is aiming to encap-
sulate this delecate depiction of womanhood, designing in order to emphasise a certain
fragility but when diving into her Fashion films, i was able to learn it is so much more
than that.

Her fashion films massively ‘humanize’ the models wearing the clothes. Accute noises
being monitered such as inhales and exhales, hair being brushed behind the ear, wind
moving pieces of fabric along the beach. While ‘humanize’ is a slightly odd word to
describe a situation already involving humans, models in general are viewed almost

as dolls, not allowed to smile, having to stay on beat - robotic. The film follows sever-

al models journeys, dressing into the clothes and moving around in them, the camera
being zoomed into various parts of each garment, tracking in such immense detail how
it is affected by the way, slight rain, the models movement and more. The Bahnsen brand
have used their fashion films as an incredible way to show how a fabric reacts to human
expeirence and life, how stiff the material is, how it flows, how easy it is to put on.
Another part of the CB fashion films that struck me as particulalry interesting was the
way that Cecilie both viewed, and interpretted nature. The ways in which human nature
and physical nature can be symbiotic and exceedingly alike were captured so elegantly,
capturing the models nerves before walking the runway, focusing on this hyperventalat-
ed, heavy breathing before panning to a chair, for example, with fabric dangling beneath
it blowing in the wind. Cecilie captures delicassy and feminity in such a beautiful way,
focusing on sunlight, loose materials that allow women to feel the effects of nature, light
enough to be picked up by the breeze.

The music in the videos are immensley calming and medititative, creating a calmer
world almost, for her viewers, focusing on wind, breath and sunlight.
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youtube analysis

Faraway, 50 close!
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Faraway, so close, starts with a series of sounds
and movements. Close up colours and materials
moving naturely. Windows and doors wide open,
allowing the camera to rawly capture how the gar-
ments react to nature.

Faraway, so close!

However, white noise is filtered underneath, mean-
ing one sound is isolated at a time. Zoomed in
faces while make up is applied.
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The piece focuses on zooming in on models, assis-
tants and things, filmed behind stage at a Bahnsen
runway show

|_Faraway, so close!
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Cecile, in this, has found a beautiful way to hu-
manize her models, allowing viewers to see the
people and garments up close.

Faraway. so close!

Faraway, 0 close!

Faraway, SO close!
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The title makes increasing sense as the film pro-
gresses, ASMR and smooth, seamless camera foot-
age being it’s unique feature.

From footsteps, chairs being pulled, hairspray,
getting changed and unchanged, breathing - every
intricate noise is caught.

Faraway, so close! Faraway, so close! o -
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Capturing the way each piece reacts to touch, wind
and motion in an intimate way, allowing the viewer
to understand the clothes.

Closing with a slow frame moving outwards from a
models face, we can see how cecile has incorportat-
ed a delicate and feminine side to nature and life.



Events and Platforms

ceciliebahnsen &

Cecilie Bahnsen has an instagram reach of 564K however, only runs an everage
like count per post of around 10,000 - making her engagment levels just below
2%. As a high level brand having just began featuring in fashion weeks this type of .
engagment isn't suprising, many fashion enthusiasts following the brand when it’s CreiiiE BansEn 2,702 564 k 216

featured in vogue and appearing in fashion weeks, but not being so big that these posts followers  following
followers remember at this point to keep checking the account.

Cecilie Bahnsen

Cecilie Bahnsen operates at the intersection of couture
and ready-to-wear to create luxury clothing, shoes,
bags and accessories for everyday wear.

In terms of the way that Bahnsen uses space, Cecilie’s designs are sold in over 130
stores world wide, spanning Aisa, Europe, Middle east, North America and Aus-
trailia. This is a remarkable accomplishment, getting the name and designs out
their globally.

In terms of events, the designer has done a lot in order for her name to be recog-
nised. Advertised sample sales for old collection garments were a huge way for & g
europeans to dive into the designers work in a more cost friendly way - inviting | ¥ - _ T
the public to become familar with her brand. Cecilie Bahnsen runway shows have
been incredible events, especially her fashion week debutes, another incredibly
way to use space to gain attention and make noise. Lastly, cecilie held her own
fashion week ‘event’ in collaboration with Brodie sessions. This event was a con-
cert, allowing locals to sing and celebrate thier music and talent in a beautiful
way. Seen through her fashion films, cecilie clearly has a close relationship with .
music, associating her deisgns to it very closely, making this ‘collaboration’ a great & p
way to not only create attention for herslef and her name but also create a brand F#
visual for herself. Cecilie said in an article with V magazine, I still remember the
goosebumps and rush of emotions I felt when I first heard Suki’s voice and music
live. It was like poetry. I wanted to re-create this feeling in Copenhagen, merging
it with our ethos of everyday couture, how we wear and live in the collection.”
Having a singer whose voice is extremely melodic, soothing and feminine, wear
Bahnsen designs while performing, affirms Cecilie’s brand concepts further.
https://vmagazine.com/article/cecilie-bahnsen-and-brodie-sessions-host-an-inti- |
mate-concert-for-copenhagen-fashion-week/

CECILIE RAHNSER GOLLEGTIONE  PROIECTE  AOURUNIVERBE  CRAT &




Eirin Hayhow - . | Case study 2.

Eirin Hayhow is a sustainable designer whose work con-
sists of gender fluid, nature inspired designs.

She describes nature, through her about page and in
interviews, to be a major source of inspiration for her,
her designs deriving from the beauty she sees within the
‘synchronised patterns of the natural world’

Eirin is unique in that many brands claim themselves to
be sustainable, but Eirin, however, goes as far as to have
a lab where she creates dyes, materials and potions using
natural matter such as plants, crystals and waste. So, nat- :
urally her designs feature mainly multitudinal shades of § = | iy e SHOP BIOLEATHER |
green, brown and orange, whites, greys and some reds. : ' ¢ ' |

For me, this makes Eirin’s deisgns an inspiration, not
only for the public to start thinking more about what
they are buying but also other designers and the ways in
which they could be more enviromentally friendly - how-
ever, | wouldn’t deem this brand as ‘wearable’ It’s art. As
opposed to luxury, whose connotations revolve around
wealth, abundance, a certain put togetherness - Eirin
Hayhow designs are ‘scruffy, in my opinion. Featuring
immaculate textile work mixed with science, stringing
looks together in the most sustainable way possible, but
it’s not attractive to be worn. Using ‘waste matter’ as a
describing word for one of the ways Eirin constructs her
designs is enough to deter any fashion enthusiast.




EIRINN HAYHOW - CRYSTAL EARTH - LONDON FASHION WEEK SEP 2021

Digital Marketting and Fashion Film

Eirin Hayhow currently has only nine fashion films spread across her youtube channel,
resulting in a total of 62 subscribers. Directed by Sam Giles, the Fashion films are incred-
ibly psychedelic. The clips are all blurred in a very 90-00’s way, random blotches of colour
spreading their way across the screen while this eerie almost piercing music plays.

Snippets of birds chirping cna be heard through most of the video soundtrack, Eirin men-
tioning that her inspiration derives from the concept that, “Our internal realms desperately
seek reconnection with the natural world and the hallucinatory, kaleidoscopic energy that it
can awaken within us.”

A very out there and riddle like explanation to an equally perculiar piece of film. The videos
feature people laying down and rolling their eyes back, laughing as if their mind were maybe
in another place, placing flowers on their tongue, hinting at the brand logo.
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Their promotional video for their appearance in London Fashion Week was similar in it
eerieness. Monkeys and birds chirping behind generally spooky music while we see models
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youtube analysis

EIRINN HAYHQWLY
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Noise and flowers is one of Eirin Hayhow’s LFW
fashion films. Straight away we can see a very psy-
cadelic and heavily edited aesthetic with this open-
ing image, moving/swaying.

EIRINN HAYHOW NOISE AND FLOWERS BFC LFW

The excess of editing and special effects makes the
film particulalry overhwleming, alongside dis-
concerting - making me perosnally dizzy, images
flitting on and off the screen.

EIRINN HAYHOW NOISE AND FLOWERS BFC LFW

The film to me is very disconcerting, flipping from
video to video - each clip heavily edited, colours
jumping in and out of frame, blue/orange lines of
hue flickering throughout.

EIRINN HAYHOW NOISE AND ELOWERS BFC LFW

Il ¥ & 55055

There is a lack of focus on the clothes, effects
covering a lot of the garments, and more so on the
way the models are acting, jumping in sequence in
various scenes?

The film differs between two frames, various mod-
els standing infront of this white sheet with Hay-
hows flower logo spray painted over it, and then
clips of the models in the grassy field.

This frame was particularly odd, a jumpy clip of
the two male models talking then slowly looking

towards the camera. I don’t know the angle hayhow
was striving for here, the aesthetic being consistent

but confusing.

EIRINN HAYHOW NOISE AND FLOWERS BFC LFW

The models act in a very odd way, eating flowers,
smiling profusely, eyes rolling around - appearing
as if on a relaxing drug, one that could promote
these sorts of illusions.

EIRINN HAYHOW NOISE AND FLOWERS BFC LFW

oM@ Blses

The closing frame summerises this very trippy and
odd film, Hayhow’s logo printed on the models
forheads in a very cult like way, each of the models
seeming to be very out of reality.



Events and Platforms

Eirin Hayhow has an instagram reach of 20.6K however, runs an everage
like count per post of around 200 - making her engagment levels just below
1%, some posts reciving below 10 likes. This can allude to some unsuc-
cessful marketting startegies by the brand, the brands grid appearing fairly
casual and unproftessional - blurred iphone images and mirror pictures <
scattered across the feed.

In terms of the way that Hayhow uses space, Eirin Hayhow’s designs appear g
to be sold soley online, no doubt contributing to this lack of outreach but
not having stopped the brand from appearing in fashion week and being
mentioned in several high level magazines recently.

In terms of events, the designer has done a handful of shows and collab-
orations that have aided her in becoming noticed. Firstly, Hayhow did

a collaboration with Lush, taking shape in the form of a workshop. The
music played was said to have been ‘euphoric;, according to the sigtes de-
scription of the day. This heavily pushes Eirin hayhow’s brand concept,
creating this mystical euphoric land with her fashion and carrying that
into whatever she endevours. The ultimate goal of the event was to use a
non fashion space to promote mindful ways to create dye, be it for clothing
or body products. While the evnt itself had more to do with product, the
event introduced the younger demographic of lush, to healing plants and
ways in which to look for and avoid certain dyes and materials. Something
educational while being so fun in an experiemntal and childish way is so
unique and important. The event was called Mindful magic, a fitting name
for an educational workshop such as this one. Alongside this all, this not
only pushes the Hayhow business name but also is subtly wiring the young- =——

er generations to view sustainability as a priority and to not shy away from -

natural and healthy ingredients/materials regardless of what they look like. TEs

% .

.
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eirinnhayhow

@
pulfer jackets will
chill you out

Ones to watch: 10

* | London fashion week

designers to know - in

eirinnhayhow

310

posts

EIRINN HAYHOW she/they/fae
Florist

20.6 k

followers

1,030

following




AGR knit - Case study 3.

AGR Knit was founded in 2018. Their founder is a british woman names
Alicia Robinson and they describe their brand as a ‘luxury knitwear brand
that speaks boldly through colour’ Through analysing the brand’s designs
and concepts, I can see that this is entirely true.

The brand is incredibly bright, trendy and fresh - particulalry in terms of
their digital presence. Their website and brand logo is incredibly modern
along with their photographic techneiques, eftects and results. While the
garments themselves are fairly niche, the brand creates a world where wear-
ing bold, outlandish colours and silhouettes such as the ones they create,
everyday as normal. Reflecting the pop culture of the 80, the brand, for
me, has hit every nail on the head.

AGR is almost created as a teleportaion unit back into the 80’s, colourful
durags, purples, extremely large earings, neon pinks, glitter and leg warm-
ers - the brand is true to itself and its vision while playing with modern
twists - hoodies and tracksuit sets that are plainer incorperating their way
into lines, enlarging the brand’s demographic.

The brand has done very well for itself in the last five years. Robinson said
in an interview with Elle that ‘the plan was never to start a brand, A few
of my friends asked me to make some clothes for them to wear to the not-
ting Hill carnival, before I knew it I was designing for 15 people and Nike
had asked to be involved’ https://www.elle.com/uk/fashion/what-to-wear/
a42036643/introducing-agr-knitwear-alicia-robinson/. The brand being
worn by Rihanna, it has excelled at a fast pace.

Robinson herself, however, has stayed true to her roots and community,
providing in collaboration with Nike, workshops for school kids to attend
during summer.



Digital Marketting and Fashion Film

AGR Kanits is incredibly talented in terms of their digital media and
presenece.

Firstly, having several collaborations under their belt - AGR have several
fashion films with High snobiety, Nike and Knitwear lab - each video in-
tertwining the bright, london based trendy and colourfulness of the AGR
brand concept. The videos are very graphic design inclfuenced, featuring
tie dye screens, green screen clips and more, all filmed / edited to appear
like it was taken in the early 90’, grainy and vintage in that same way.
Through doing this AGR is pushing even furthr their brand idea and con-
cepts in a loud and uniqye way, unseen in such a raw way in the fashion
industry at a high level for a while.

The brands website features a fashion film equally dedicated to pushing
forward this late 80’s bright and very vintage concepts and idea. From | i
colour co ordination to general layout, the brands website is imaculately SO o ; ? i
created, noen green orange and purple sitting as the front page - immedi- " Wl - e www.agrknit.com
atley telling a striking story from the offset. | 3 i

In terms of social media, the brand currently have 37.1K in following and
an average of 1,000 likes per post - sitting them at an average engagement
of about 2.6%. Their grid is cohesive, full of colour and light. The content
ranges from photoshoot reuslts, behind the scenes all the way to celebri-
ty sightings in the garmenst such as Lewis Hamilton and Yves Bissouma
most recently.

f 1

i =P
(5

The company does not own it's own youtube channel meaning that many
of their fashion films ar efeatured more on their website/via instagram
reels, being more ‘tik tok’ like than artistic, featuring packaging and shoot
processes.

.'. ‘ i
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youtube analysis

LONDON HEAT - AGR KNIT x HIGHSNOBIETY

LONDON HEAT - AGRHHIGHSNGBIETV
g :
|

» B ETO0s /200

London heat is AGR Knits collaboration film with ~ The film is very fast pace and jumpy, flipping The very random joining of clips is held together The very random joining of clips is held together
High Snobiety, a renowned fashion website. The quickly from clip to clip. It features motercycle by a theme of psycadelic effects, different to those by a theme of psycadelic effects, different to those
name London heat, no doubt stems from Robin- modelling/racing, modelling, bright effects and of hayhow. Robinson creates a very hip hop, bright ~ of hayhow. Robinson creates a very hip hop, bright
sons initial inspiration of the nottingham festival. behind the scenes of garment construction. 80’s/90’s undertone in the film. 80’s/90’s undertone in the film.

LONDON HEATSAGR KNIT x HIGHSNOBIETY \ ——
R\
A0

- 4
P Jians o
oy G e o
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From the infamous square/unfilled screen created ... the 80’s and 90’s are captured flawlessly, mim- Clips such as these broke up motercycle shots and The film closed with an akin logo page, cre-
from 90’s tv shows placed onto larger tv screens to  icking an age where electronics and editing was so construction/design scenes seamlessly in a cohe- ating virtual boarders around the wild
the ‘bad quality’ tie dye green screen effects that fresh, new and fun. Bright and wild just full of silly ~ sive way - this is to say that while it was extremely film that acted out within it. I like this

feature throughout the film.... experiemntaion. jumpy and unorganised, it had order.



Events and Platforms

Nike by you was an event ran by Nike that commissioned AGR to
‘create a sustainability focused capsule collection using unused Nike
evnt banners and AGR’s deadstock’ This event/collaboration was a
lovely one for both parties. The brands having quite similar ideas and
concepts this collaboration makes sense. To come together to create a
sustainabile capsule collection made from vintage and unused pieces is
perfect for these brands for several reasons. Firstly, AGR knits thrives
off this concept that they are a vintage brand, diving into the likes of
the late 80’s and early 90’s. A collaboration with Nike that involves
using oldd and disregarded pieces not only pushes the brand into a
light that shows them to be eco friendly and mindful - but also aids in
pushing their own concept of 80’s fashion, the bright hues from un-
used banners, designed to be bright and noticed alongside the fact that
nike is best known for their 90’s collections, helps push the brand in a
great way. For nike, a brand who has been trying to resurge their 90’s
fame and stance in the basketball and general fashion industry - pair-
ing with a vintage brand and bringing back memories of old baners
and signs and materials - will only catapult this move for nike, re-
minding people of the peak of the brand.

Alongside events where students have been able to spend summers
alongside designers, watching and aiding in design processes, AGR
has had a huge name in the Noting Hill Carnival - being the place for
which Robinso initialy began designing for. AGR as a brand have used
this niche story in order to create publicity, creating a festival line at
the peak of the return of the carnival - a perfect story for magazines
to sell effortlessly and also a clever way to peak timings and almost

in a way become the brand of the carnival in the same way a sponser
would.




S.S Daley - Chosen brand.
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Sucessess

Steven - stokely Daely is a liverpool born british designer who
initially gained success through connection to artist, Harry
Styles. The designer graduated from westminster university in
2020, only one year later being awarded the BFC newgen prize
following his AW20 collection named, “The Inalienable Right.
A year following that, the artist was awarded the LVMH prize
for young designers, the british council award for best emerg-
ing designer and has most recently been named as the guest
designer for Pitti Uomo 105, 2024.

The designer was lucky enough so as to live next door to Har-
ry’s stylist, Harry Lambert and did not let that oppurtunity

go wasted. Daely emailed the stylist, sending his images of

his collection, still being made in his childhood room. The
designer is said to have commissioned Daely’s designs for Mr
Styles, unknowing if he would even take them on but he loved
them, wearing them continuously. including in his ‘golden’
music video. Earlier this year Daely announced that Harry
Styles will be a minority shareholder in the brand, refering to
them almost as team mates when saying in an interview, ‘Har-
ry and I share a vision for the future of S.S. Daley, and we look
forward to this new chapter together, focusing on the brand’s
longevity’ The website also entails that the amount of the in-
vestment is not disclosed, a true point to make but the weight
of the partnership does not waever in its relevance either way.

= Q FINANCIAL TIMES
HOME WORLD UK COMPANIES TECH MARKETS CLIMATE OPINION WORK & CAREERS LIFE& ARTS HTSI
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Styles look golden A
S
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Steven Stokey-Daley has seduced pap stars and Sir lan MeKellen with his b i
take on flowery traditionalism. Mow, the establishment is falling for him ”
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Weaknesses

S.S Daely is a brand that is not accessible to the
masses in a reasonable way. Charging over £400
for a ‘table cloth blouse, cuts off a signicant
amount of demographic the designer could be
adressing. While this makes sense, Daely is a
talented designer featuring in fashion week - he
is striving to create a luxury label for his brand
akin to that of Prada or Burberry - however,

there needs to be a way in. Luxury designers B T vl e
are known by name, recognisable because they A

hold this lack of accessibilty and hope, almost,
that people can work towards getting, howev-
er, these companies use teasers. Makeup and
scarfs, little trinkets that while are expensive,
are more accessible than the high luxury gar-
ments, keeping them interested and knowing
the name of the brand.

Womenswear  About

The business lacks an in person store, some-

thing interesting for me to consider when creat-
ing a fashion space for the designer. Stores are a
vital way to make people familliar with a brands ,, |
name. Silk 'Pin-up' Tie £+25 £85  Membe ius Hare Polo 525 £325 e ck Crewneck SR Cochrane Vest

Sacram Ecru 2425 White




youtube analysis

5.5.DALEY AWZ4 MENS SHOW @ PITTI UOMO 105

Provs [ | 33 g 1l e

The SS Daely youtube account has two videos and
70 subscribers. This fashion film is of the filmed
runway catagory. The video opens with a 5 second
long title page featuring various old oil paintings,
further pushing this old money, historical feel.

5.5.DALEY AWZ24 MENS SHOW @ PITTI UOMO 105

Clips like this played a huge part in allowing online
viewers to feel enveloped in the show, watching it
at points from a seating angle.

5.5.DALEY AWZ24 MEMS SHOW @ PITTI UOMO 105

The film continues to span out, showing the run-
way from a more aerial point of view. Here we
can see the location clearly, walls full of midevil
artworks, grand and historic. Daely wouldnt have
chosen this location for no reason.

5.5.DALEY AWZ4 MENS SHOW @ PITTI UOMO 105

The show is jumpy, it flits from angle to angle,
zooming out and in and changing the speed. It is
calmer, however, due to its lack of special effects,
green screens, cut ins, etc. Various scenes of the art
also aid in splitting outfits up at times.

S5.5.DALEY AW24 MENS SHOW @ PITTI UOMO 105

Throughout the 10 minute video, we are shown
several alternating clips and angles, varying from
far away, the aerial shot as seen in the image above,
close up, very close, slow motion, floor angles and
interjections of paintings around the room.

5.5.DALEY AW24 MENS SHOW @ PITTI UOMO 105

It is important to note that while this is more of

a fashion documentary and direct runway film,
Daely does put his own twist on it, putting various
walks in slow motion, each shot being meticulous
quality and slow.

5 5.0 AWZ4 MENS SHOW @ PITTI UOMD 103

T

Every outfit is panned upwards, taking time to
follow the models face and movements. This is a
beautiful way of capturing, for viewers that werent
present, the personality of the garment.

S5.5.DALEY AWZ4 MENS SHOW @ PITTI UQMO 105

To close the film, we see a zoomed out shot of the
models doing their closing walk, before dimming
out the film to a subtle close.



A miniture fashion Space

= n Wil

=




SS Daely physical mood board
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Digital marketting

Starting with the brands instagram account, S.S daely
takes their social media marketting seriously. in terms of
imagery, we see lots of very sleek and proffessional cam-
era shot images, giving the grid a slick and modern feel.
The brand posts new collections, clippings from covers
and a lot of model imagery. The brand doesnt post very
regularly, their last post having been on the 29th of janu-
ary 2024, however, sitting at a 106K following and a veri- ss_daley &
fied account, it is evident that with this brand it is quality
over quantity.Cpations include credits such as photogra-
phers and models alongside a propmotional paragraph 101 106 k
for the clothes, and a link to the garment below it. Each posts  Jollowers
post recives an average of 3000 likes, 20 comments - mak-
ing their engagment rate a raw 2.8%, implying a potential SRR AR
increase in regular posting may not be a bad idea. Un-
like some other brands, S.S daely has a tik tok page, only
further emphasising Daely’s connection to the future

and new methods of marketting. Th epage divulges in

the behind the scenes of shoots, packaging, runway and
more. With only 1,256 followers, it’s clear that the account

has started recently, the immense quality in their videos %»} N e
; %> voguerunway and 5 others
bound to attract viewers.

® ss_daley

New, old British ideas @steven
sales@ssdaley.com
Press - ssdaley®@aipr.co.uk

(2 www.ssdaley.com

Message




FASHION FILM — CASE STUDY 1.
Maison Margeila SS24

£

I like the way that the scene has been set, models dressed and performing
in a way to set the scene. The show 1s art as opposed to
Hollywood/influencer tailored, its a niche concept to understand and
enjoy. I dislike how cluttered the space looks, as creative and beautiful as
that might be. It’s very much a film set

fashion is represented as an art form, silhouettes and colours being
exaggerated harshly

The mood, tone and feeling is very eerie and uncomfortable, almost
referencing look from the night on the streets in paris in the 19 hundreds.
These creepy figures and looks walk through an eerie, foggy and dirty
appearing set, stumbling and swaying in a creepy way. Their intention
was no doubt to unsettle the audience in a memorable way. At the same
time, it pays tribute to 20th century paris and France, colours and
garments touching this nostalgic and very unglorified vintage tribute to
the era, a pure demonstration of art.

The camera follows the models walking down the runway, there is use of
several cameras that pan in and out throughout th experience. The

models are walking extremely slowly and candidly, stopping to lean
against lampposts, turn around - no consistent catwalk path being
followed.

The space is a creative masterpiece, old lampposts, bridges, string lights
and accessories and low lighting encompassing this idea of 19 hundreds

paris at night, the models more dancing than walking.
There are 1ssues here revolving around whether or not the line between

fashion and art are too closely blending but I disagree, the wigs, music,
setting and lighting all add and elevate the looks, completely fitting into
the era in a way that makes sense - beautifully capturing early 19
hundreds paris.

Fashion and art enthusiasts would truly love and appreciate this
show/fashion film piece. The newer generation of tik tok and social

media lovers may not have the mental capacity to strive to truly
understand the work that would go into a performance like this, being so
used to more fast pace bright and exciting promotional content.



FASHION FILM — CASESTUDY 2.

Latest Parisian lingerie film (1916)

LU

PATH

What do i like / dislike about it

[ like how slow it is, a form of movement in fashion that we don't see anymore
in the present day. I don't like how it wouldn't resonate with the current
generation of fashion enthusiasts - its slightly boring in that sense, as beautiful
and vintage as it is.

How is fashion represented

Fashion is represented in a very clear and calm way, in her natural element the
model is captured in a room as if the camera isn't there, the viewers being able
to see how it could and would be worn in a very raw and natural way.

Mood, tone and feeling

The mood and tone of the piece is very real and raw, capturing the
mundaneness of regular daily life.

Camera work, editing and pace

The pace is very slow and untrusted, the camera is very still, slowly panning up
and down the model occasionally to highlight certain parts of the look, however
the camera is still and unreferenced for the most part. There is little to no
editing, being made over a hundred years ago, snippets of text cut into the
fashion video at times.

Space and pace

The piece is filmed in a particularly large place that appears to be a bedroom of
sorts. There is nothing overly futuristic or exciting about the space - it references
another point along the lines of naturality and rawness.

Representation issues

Due to the era, the piece does slightly touch a topical reference of the powerful
sexism of the era, showing a silent woman bored and succumbing to playing
with a teddy even at a grown age. This has the potential to emphasise that
women of the era had nothing better to do, boredom encompassing a lot of
their time,

Target audience

The target audience here I would say revolves around the housewife kind of
women who want to look beautiful while sitting at home doing nothing. The
clip romanticises this concept of doing nothing but looking beautiful while
doing it which 1s something that would appeal to the richer housewives who
maybe didn't spend their days cooking and cleaning due to having an
abundance of money and potential staff, sitting alone and waiting for a lot of
their lives.



Gentle Monster Fact File.
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Gentle Monster

Fact File.
For this in class task I was looking at Gentle Monster Dubai.
From my research, I can see that all gentle Monster stores are
designed to be exceedingly futuristic and robotic looking rooms
and spaces.
The Dubai store is filled with greenery, something that is unique
to the other stores. Dubai as a city is very ‘fake, being in the mid-

- dle of a dessert, massive shopping centres, activity centres obtain

many plants, air conditioning, large pools, to almost try to reent-
er this idea of natural and healthy life. pitching the opening of a
fashion space that is more than a store but rather an exhibition,
talking about the idea of making it look very tropical and alive,
would have been an attractive selling point.

The store is known for it’s large and robotic sculptures that stand
in their stores, fake people sat on robotic insect legs, large spi-
ders, robotic women and men wearing sunglasses, bald headed
robot sculptures and more. The stores are coheasive in this.
Gentle monster is a store that has not been brave in going against
the current and creating a more unconventional but equally in-
viting place, holding ‘hang out zones, with mirrors and desks.



Hollister Fact File.

it, as a fashion space, 1s a very interesting brand to me. Hollister is unique, there is
« no doubt about that - from the layout to the lighting the store looks entirely differ-
; » €ent to the typical store. Clothing stores now days are stark white, organised to per-
;‘? fection and have muted pictures/colour, contrary to the maximilsm of hollister. The
- P Store is full, areas of empty space hard to come by. From large wooden tables and
/ = e palm trees to hanging jewlary and mannequins - the store 1s a warm oasis of what
/ S can only be described as akin to a holiday. However, the main thing about hol-
' kister that most people remember is the lighting and music. Being excessively
Wdlaask inside, this moody, cool, californian vibe 1s succomd to - blarringly

llouc popular’, capital FM appropriate music. This is no doubt to attract
their younger audience - the palm trees and summer attire, workers in

| | . I've de-
i ” | . . cided to look at hollister when researching/brainstorming my ideas for my research file as

Holister Store Playiis’ _ /

/ ..:_ S L youll probably hear these songs at yt
; ‘_‘, Megan Robinson e
. @ 156 saves » 6h 2m A

Q:_ % ' B J vkl amycars dressing in lifeguard wear! Ontop of this, the store is
4 ® © - . i structumreed®muniquely, different to the block structures of traditional
G Y .o Like We Only G zfjﬂ-;;i;;;;_ gt@@éébaahl@verhanging brick canope at the entrance astairs at the
ﬂg¥1““mm i 1f ;fq@@raise.athggg front of most stores, two entry ways at the left

Let It Happen 1 and th@ffi@ﬁﬁr‘giving the store a generally homely feel - even

" Tame Impala

Lt hiin laf%F shopping centres, the store pushes to look like

; - F its own building.
i ﬁhls Sitore re’a-‘l_‘l'y intrigued me as a fashion space, even
lgerhaps béﬁ%&@%ﬁgﬁ propular than they were in the ear-
Liem 2010’§&Lﬂh@ﬂ%ramd has held its brand concept and

3 e Eﬁfr 1 cesthetic regardless of cost.
The warm, ;homely fFel ©

me, the layout kbeing u
1 1

The Less | Know The Be
“" @ Tame Impala

Lonely Boy
The Black Keys

= | Howlin' for You
The Black Keys

Gold on the Ceiling
8 The Black Keys

sqaEnepplace really intrigued
radiﬁi@im-al and memorable in

E that sense.

=,

=z | Tighten Up i ; o
o (R I’d love to seefwhat about getwls bDiwand’s fashion
E %ﬁ;ﬁM@MB | ~Space a ttake 1inspilratie romt further on in
R O} 1 Fﬁe module .
Home Search o : Li 'ﬁl
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Burberry

v

- Fact File.

Burberry/ isy a Ilb'rénd that decends from a rich brit-
ish heritage, maﬁ_y designs and patterns deriving from
an earlier centusy i;ond’on. In Febury of 2024, Burber-
ry ‘too]f_-'over’ hc;:@rroé-é, -Icovering the outside a burber-

ry blueglior ‘kpig_htjs blue’ . Doormen wore blue, burberry
patter'rned coatsr-‘a’-ndi's_carfs and there were elements of
the brand scattered /&l over the large shopping desti-
< gk — — - nation.

Bu"rbe_l:ry,_ stated o‘nﬂhﬂeir website that they decided to
Freate this fégh_ionﬁspace/stunt as it ‘brings togeth-
er two icons of British, luxury in a celebration of ex-
ploration a}n'd the::oultdoors’ . The article went on to
say that ‘Daniel/ ,®™Chief creative officer at burberry
offices, ‘han&:l creaEcli a uniquely Burberry experience
exclusively jat Harreds that embraces our very British

1) A M@ | spirit of fun and adventure.’

This event was_lﬁrtiqﬁl‘arly inspiring to me when think-
ing about Mﬁiﬁi‘e’@?—*crgte for my own fashion space. I
love theliayidené@Bandaconnected _with, it s—foundations
ir}.an eve'lmi;j'r@ha; red to cgl_@ﬁé &

o




A political piece in a fashion space Fact file.
ess+  wues sadhere are,public art displays globally

| B4 e eeer that push forward a message, from
A\ L N\ V8 TRer WieEs L0 ]aume Plensa to Banksy;, artists all
BEBRL BN L LR
e . over are creating moving scultpures
" *adnd’pieces in order to bring attention
* _ to astatement, taking a space and

T making it theirs.
e Y aume Plensa’s crown fountain is
'*2". "abeautiful example of an adapted
1y art space With the goal of bringing
' *_“Uumanity and compassion back into
'***Chicagg,"USA, Plensa has taken fac-
»». esof the cities inhabitants, regular
.. .peopleand plastered them ontop of
+ o, large, brick textured wall, featuring
2 holeawhich works as a fun fountain
during warmer seasons.
I love this example as Jaume has used
his ideas and art and incorporated

_ regular life within its foundations.
The art isn't in the way, it is a hub
of fun.and intrigue. Using differing
_faces with different hues and tints te-
- pending on time of year is a beautiful
way to blend more naturely in to it’s
scenery and also provide more of an
eerie almost, alive, feeling and effect -
the winter featuring face a very omi-

nous display.
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A political piece in a fashion space Fact file.

: r— S - : I Banksy’s artwork in Ukraine is an-

‘ - | . ; otﬁer example of how powerful art
_ . f"i

5, .nﬁd’ work can be as a space.

e - Forwhat reason Banksy did these

M0 A T -

. pieces in Ukraine we obvious-

| m&g—n % lly don't know. To add value to
gn n _ : | ; * t_he area? To show his support for

e \them in this crisis? While any of
5. - it!}!ese could be the case, it’s like-
_ ly that Banksy was equally trying
T O t@) say something, send a message.

"'-f I...‘,

;;__-._n_" Multlple artworks have been seen
!'Es,pr-awled across Ukraines warzone,
~Grandma’s in gas masks, children
5 ; playing on a seasaw, acting as a
ha T, of fallen rubble - these pieces
¥ ,ﬂ-ﬁg moving and evoke feelings of
'.' -:. ~ striess and sadness. This is a per-
& fectlexample of sending a message
{;ﬂu through art and location, using
& mzj}_ﬁﬁ is around and politics to cre-
be. - Bl a unified piece of art that is loud
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— é?!'_' h@nest I'd love to see the ways
e 1anh1ch i can look at Daely’s brand
m@)ra-ls“l and incorporate them into
1y, faéfhfion space, supplying mean-
S Sing ‘and emotion in my space as
. -“}* ¢ @pposed to justbeing one dimen-
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City Task
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Fashion in Sydney.

I've selected Sydney as an, in my opinion, up and coming fashion city
due to social media and the ways in which it is allowing for new cities

to explore fashion. In the early days of fashion, Europe ruled, taking the
world by storm and currrating fashiomn B seTand weeks, designers such
as Dior, Louis Vuitton, Channel, Busbeniyggall origionating from Eu-
rope - enabling European cities to assgetatg with this theme of luxury and
design. However, as the years have gor{e': by the world is learning, places
such as Australia able to influence trends of Europeans and vice versa.
Seasonal differences play a role here - austrailian tik tokkers and you-
tubers creating summer videos, ‘fit checks’ and modelling on in‘s‘tagram
almost sets a tone for the coming season for the northern fle‘m‘@’hﬁe,
what is in andgyhat isn’t. Australian fashion is steryotypicallygerystlow-
wy and breezyfespecially in areas such as Tazmania and Sydeny where
the heat.isfSg}prominent and dry. Through the years austrailian style has
carried through (Q the northern hemiphere, celebrities and modelsbuying
linins and loose materials, browns and beiges and ghites - even if for less
of a ‘need: *

Sydney is a beautiful city, streets lined with oak boutiques and flowers,
flowwing linin dresses and beautifully configured stores - the city reflects
summer in a really trendy way.

Sydney hasn’t produced any large designer names, making fashion weeks
and events a little less prominent, people not neccessarily thinking of
sydney when thinking about fashion, regardless of how well dressed the
people are.

The city over the years has started makim‘g fashion more and more diverse
and prominent in their city, pop up eyents§tashion shows and a fashion
week starting to cause waves in thefindustgy*these boutiquey looks being
slightly taken over by more mainstream and sleek designs.

For these reasons i belive Sydney will soon be more prominent for it’s
fashion in the years to come.




Art & Fashion Collaboration task.

ey Damien Hirst Alexander McQueen
,I'? '7*.*'&' N Xl
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B2 Y % The two artists were said to have collaborated on this project due to their ‘sharedappre-
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3. 57 ciation for symmetrical nature and design. Mcqueen came out with Chrysilis chic, tak-
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ing the world by storm, these insect inspired runway looks were artistic and well made.
Moths and butterflies were the two insects taken the most inspiration from, highlighting
the natural symmertry that they posses.

Hirst is similar in this regard, his patterned artworks reflecting similarly reflected traits.
He created an entomology series that focused on butterflies and patterns, inspiring sever-
al of mcqueens scarfs in the collection following the runway debut.

Damien has always created skull sculptures and portraits, his “for the love of god’ collec-
tion becoming controversial over the years did not deter alexandra mcqueen from pro-
ducing a best selling skull scarf and later belt.

This collaboration brought in millions for both artists and was a successful collaboration
in this way, however, the soon after cancelling of Hirst, did not, but had the possibility
and oppurtunity to severely hurt and damage McQueens line and face. This is an exam-
ple of how risky collaborating can be and how quickly tides can change and controversy
can arrise.




Collaboration task.

Art & Fashion




Installation artwork Fact file.
P .~ \ N . 2 —— # XN\ AN To celebrate the launch of her new collec-

tion (Neeson), Anya Hindmarch created
an immersive art piece in London during
London Fashion Week. The immersive
piece was open to the public and was
named the ‘weave project, namely due

to the new collection being made from
beautfiully knitted bags. The immersive
instillation was incredibly large, also
featuring project rooms where ticket
holders were able to sit and sew their
own bags, inpiration, guidance and
string provided. I believe in doing

this Anya truly captured the spirit

of fashion week and currated an
incredible way to promote a new

&5 | collection. I'm a huge fan of this
A e d i | promotional strategie and think
vz Vi it’s the epitomy of marketting,

in tomato sduce

57 —— e . o p \\ fun and all that fashion week

VARIETIES

should be about; over the

top, inclusive, fun and with

a designers core personality

"| in mind.
I love the way she has
| taken the space and
| made something so
spectacular and am,

inspired by it and her.




Composition
Within composition for film and photography there are 7 rules but i
am going to discuss the top three that i have found.

1. The rule of thirds which revolves around keeping one’s subject on
the intersepting lines of a 9 square grid. Referencing films such as
Nightcrawler, i have deep dived into several case studies of this rule. 2.
Balance and symmetry. This discusses breaking the rule of thirds, plac-
ing a subject in the middle and focusing on what lies either side. 3.Eye
level, a technieque used to encourage the audience to feel at one with
the character, a good method for a brand hoping to make people
feel welcome.

Sets
For this part of mise en scene, more specific research is more important.
Looking into my brands current visual concepts and aesthetics, I have to start
thinking about where 'm going to do my film. Conducting this film outside
makes sense to me due to the nature art and concepts that feature all over
Daely’s designs, however, his fashion films taking place inside large beautiful
museums, retouches on this old money;, artistic and wooden aesthetic that the
brand also captures. My mind immeditely thinks of a mannor, someone trail-
ing through the grounds and stair cases in a light, gucci flora film inspired
way. Places such as Wodburn Abey, Hatfield house and Stowe house have
made me particularly inspired and i plan to visit them each over the easter,
having a feel for each place and eventually selecting one.

Definition

Mise en scene refers to the elements that one has to
attend to before a film is recorded/made. These are said
to revolve around 5 core elements. I am going to do a
deep dive on each of these and strive to discover the
ways in which i can best prepare for my fashion film
curation in line with SS Daely’s brand visiuals.

Mise en scene

Props
Props are an element to film that is probably the most new for
me, styling having been fun for me for years - selecting props
to elevate film is completley new for me and will have to be
thought through. Apples are really speaking to me, the green
touching on so many accents of Daely’s designs - an apple in
a hand could aid in highlighting this nature concept. Daely
doesn’t use props in his own advertisments/photoshoots and
runways, flowing arms and constant lazy movement being the
centre to this kind of aesthetic, props more so getting in the
way of this - this being an equally important acknowledge-

ment to make.

Models/costume
In terms of models, i'm looking for someone with a very classic, eng-
lish look - very similar to Daely’s model choices. Sleek and tall to best
compliment the clothes and with a classically english look. In terms
of costume and styling - without purchasing any S.S Daely garments
it’s tricky to replicate his exceptionally designed looks. White flowwy
polo’s with a collar, jeans, blues and greens are going to take over the
styling, hoping to more capture the feel and look of Daely’s garments
as opposed to spending (wasting) time trying to directly replicate the
designs. Garments that encourage this lazy and classic look and feel
are most important and are what im centering towards.

Lighting

In terms of lighting there is a lot to think about, as ’'m going to be filming
both inside and outside. In terms of outside lighting, i'm goingg to be filming

during the day in order to capture the details of the nature surrounding my
model, the light catching in their shirts etc. I'd prefer for the sky to be cloudy,

aiming to work around London’s temprement weather. I fear that a big blue
sky will commercialise the advert a bit, taking away from this quintessentially

english aesthetic that Daely has been currating. As depressing as it may be,
grey skies are more typical of english weather than that of blue ones, however,

colour analysis of Daely’s work also plays a part in this. Dimmed navy’s and
greens accumulating most of daely’s recent collections - shades most compli-

mented by muted weather than that of bright in an interesting way.



Film analysis, calvin klein, fka twigs/jeremy allan compared

Jeremy Allen White in Calvin Klein Underwear | Spring 2024 Campaign

Jeremy Allan’s campaign video for calvin klein
enters with him walking down a street, turning
and making his way up to what looks like a rooftop

gym

Flexing his muscles, the camera moves to Allan
doing pull ups and various gym excersizes, all
filmed in a very slow, steady way without jumps or
random cut ins.

Jeremy Allen White in Calvin Klein Undegwear | Spring 2024 Campaign

Sy

The scene pans and Allan strips to his boxers. The
lighting here is really key as theres emphasis on
Allan’s torso region, the sunlight hitting both his
abs and the iconic calvin klein rim.

nwear| Spring 2024 Campaign
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To close, Allan lays on a sofa with a magnificent
view behind him, one leg up one down to highlight
the underwear he is advertising. Birds are released
in slow motion around him as the movie closes.

FKA twigs in Calvins or nothing | Calvin Klein Spring 2023

Fka Twig’s Calvin Klein campign is similar and dif-
ferent to Allan’s in several ways. To open her cam-
paign we see her body held in an obscured way, the
light highlighting her muscles and figure.

FKA twigs in Calvins or nathing | Calvin Klein Spring 2023

These zoomed in shots allow for a more perosnal
feel to the film, a shot only taken once in Allans.
The film almost pushes this strong feminity, white
and black and alone, showing the strength she has.

FKA twigs in Calvins or nothing | Calvin Klein Spring 2023

The campaign is different to Jeremy’s in that it is
jumpy, scenes clipped together as opposed to the
linear story that Allan’s followed. VArious clipped
scenes of her face, her acrobatics and her standing.

FKA twigs in Calvins or nothing | Calvin Klein Spring 2023

The campaigns are similar in that the centre focus for both
revolves around the models figure almost if not more than
the underwear. Jeremy is more sexulised in that there is a
clear emphasis on his figure and Twig’s feels more intimate
and strong, feminine and masculine.



Film analysis, fashion film out of dark

A
The fashion film out of dark is a story by Nick This makes the piece look older and more akin to
Knight and Marc Ascoli using/promoting brands: art work and is something i have taken inspira-
Balenciaga and Celine. The piece is shown in a tion from. The piece is jumpy rather than smooth,
small square as opposed to the full screen. jumping between models, angles, speeds and looks.

SHOWSstudio

BAZ AR

Zooming in, speeding up the pace and slowing it Music here plays a huge role, along with light, the
down, added glicthes, screen effects all come to- models obscuring their bodies in order to dras-
gether, remained tame and followable through the tically highlight places. The piece is a beautiful
coheasive studio backdrop. demonstration of fashion in a very vintage way and

i have taken large inspiration from it.



Bowes museum vivienne westwood

Fashion space
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Fashion space: V&A designer show
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. = - Ty _ M Dior as a brand has currated a multitude of pop up
" . B s R PR g b g @ events in it’s career and time in the luxury indus-
= ¥ try. In June of 2024, the brand is holding a pop up in
Asselfridges London. From the images, viewers and fans

sifabric pattern featuring all over the 31te From canopys
o) deck chairs and wall treatments, the brand is definitley
ach|1e1g a maximilistic look, muted and classic dior, tones
green blue and pink toning down the business of the fa-
pattern The courtyard looks like a mediterreanian escape,
spanlsh plants and wooden detailing blanketting the area, wide
spaced wooden pannelling creating this deck like similiarity and
so on! w‘e&ite mentioned the appearance of the dior surtboard,
furniturefeeyerings and more which will encompass the themes of a
new breathfofDior coming in summer. Whether Dior is producing a
refined furniturelline or whether its a summer, tennis and meditereanian
collection - weldonittknow, but the space is breathing a new life into the
company, and selfrldges But why London? why would Dior create an event
full of furniture and accessories perfect for life in Malibu, L.A - i personally
don’t fully know: Perha}% with London being as cold and bleak as it is for so
much of the year, this'Dior pop up is not only amazing promotional wise, but it
will undoubtably pr@iflde alluxuirous space for wealthier Londoners to come and
teel escaped from noonly: t}!e greyness of the city but also the hustle and bustle, a
sure way for the pop upitolwrack in money, along side fame, attention and innevita-
promotion. I love thejway Dior is using such a prominent site of London’s great-
estashion design (Selfirdges), and creating a true escape, something different and
unexpected, new, fun and fresh - a new take on something done so many times. Dior
‘Bidoing this also allow for themselves to regain a new, but lost reputation of class, luxu-
1§y most importantly relevance, that in as new generations come - slowly dies. In dior
keepingithemslves present, up to date and fresh, they are showing they are able to adapt
to whapeople want, they won't sink in changing times. This spot will no doubt be crawling
withfinfluencers, hoping to look wealthier, cololer by being seen at the sight of a Dior pop up.
IftakeYlarge inspiration from this event and am excited to see it in person later this year.



David DiMichelle exhibition

David Di Michelle is an artist who takes up space. Unlike
conventional artists whose work fits ina neat square on a
large white wall, DiMichelle takes up rooms and uses every
face of these walls for his art which is tranformative, im-
mersive and breathtaking. David’s sculptures and instilla-
tions transport one into a different dimmension, evoking
emotions of fear and awe. Surrounding ive placed images of
some of his more renowned exhibitions in which you can
see how he as an artist uses space to create noise and won-
der and a new world almost. Looking at him as a source of
‘inspiration for a fashion space, I love the way he is not afraid
" to push boundaries and do what most don’t but more than
this, I am inspired by the way he uses just four walls to cre-
ate a new world, using shadows, a coheasive lack of colour
throughout his collections, shapes, light, electricity and tex-
ture to manipulate rooms into looking the way he desires.

Taking DiMichelles instillations as
inspiration, I would love to explore
the ways my fashion space proposal
can immitate the bravery of his work
and take up space. I'm inspired by
the concept of creating a new world
within a space - using every inch of
space to consiously create a new/
different world that is brave and un-
predictable. David’s work is predom-
inatnly black and white, encouraging
me to consider my colour pallette



Fashion Film Setting Planning

SETTING

In terms of selection of destination for my fashion
film, several variables were considered. Firstly, it
was important to me that i hit this concept of a
regal, old fashioned and wealthy mannor, many of
the colour schemes and societal elements
drawing into S.S Daely’s work and biography, a lot
of his inspiration having been said drawn from
Harrow Boarding school and this upper class,

rugby lifetsyle. The grounds of the mannor

Hatfield House

were the most important thing for me,
wanting soemwhere that blended rich
greens, blues and greys and beiges as
seamlessly as Daely does with his designs.
In the end, i decided to choose Hatfield
House for the set of my Fashion Film,
believing it best reflected the themes and
values within Daely’s brand.

Blenheim Palace



Fachion Film

Sono Plannino

SONG
Choice

. Song choice in a Fashion film, from my research I
. can tell varies on a huge scale depedning on what
i - the artist is trying to promote and /or capture.
- S.S Daely is brand whose work evokes elegance,
old and respectful art-like pieces, therefore
making it important that my song choice for this
fashion film was proffesionally cohesive.
Looking between different kinds of music was a
time consuming process, so many ‘moods’ and
emotions being able to be morphed by music,
uplifting, melancholy, anger and more - through
this i had to decide what i wanted to make my
watches feel.

Reflecting this to my fashion space, my answer
was peace. In looking at the style of DAely’s
clothing, the settings he uses for shoots and

shows, classical music felt like the only proper

way to go, equally promoting this mannor and old
fashioned concept.

Classical

Old timey rock and/or Jazz



Fashion film Mood Board
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Fashion Film Synopsis

A Fashion Concept film - S.S Daely - Through the Gardens

A journey through the Hatfield Mannor through the warming eye of S.S Daely and all that the brand enduldges in, a moment of serenity and
light hearted playfullness within this busy world.

1980 was a joyus era for the young adults of the time, screens not occupying days but rather finer artwork, sports and a
unity with nature. This story follows the walk of a young Sam Ryan, child of the owners of the Hatfield Mannor. Encom-
passing this boarding school and rugby centric idea - art, classical music, warm greens and blues and nature-like hues
weave themselves into this film in a playful, old timley way.



Fashion film

To open up my film, i prolOné the introduction
of the song, allowing a dedication opening scene
before playing the next.

Including the beautiful and old artworks surround-
ing the mannor was important for me as it directly
touches on Daely’s artistic nature and the way his
work reflects these very old fashioned and mideval
pieces.

Running down stairs and moving through the
grounds, this elegant journey is captured in a linear
way, seperated through the inclusian of setting
shots.

Suddenly enters the classical music, a line of credits
and of course, the company name in S.S Daely. This
frame uses the rule of symmetry, a contrary skill to
that of rule of thirds that in my opinion, makes for

a beautiful second opening scene.

¥
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shots such as this of the mannor aided me in
breaking up the journey my model took through
the grounds, keeping the piece linear while incor-
perating dimmension and angling to create a more
interesting end result

The rule of symmetry was prevelant in more than
one shot of mine, using the perfectly manicured
nature of the grounds, i loved capturing the aes-
thetics associated with these perfect gardens.

Story Board

Techneiques i used included zooming in slowly

on my models face, encompassing this 80/90’s old
home video aesthetic. To further push this vintage
look i added grain and filmburn through the use of
online tutorials and extentions.

e e e s e e, e

To close my film i reversed the first four clips of
my film, applying them in a backward/mirrored
way, creating this dream-like effect, a way i deemed
interesting to close my film out with.



500 WORD EVALUATION

During this Fashion space and film module I was able to explore skills that I haven't yet had the opportunity to. Being under the wing
of my advisors and general supervision, creating a project like this for the first time became infinitely less daunting, my module lead-
ers helping me with any minor hiccups. A challenge I definitely encountered fell predominantly in my lack of confidence in my tech-
nical and video editing skills. Coming to the end of this module I feel a lot more confident to reach out for help when I need it, as op-
posed to striving to look professional and adept. Having never made a film before and initially being nervous, I am delighted to now
have a handle on both filmmaking, the processes involved in the preparation for a film and how to work the technical nature of pre-
mier pro. These are skills that I hope to take with me through my journey into the industry, alongside throughout my time in the rest
of this course. In terms of my film, being slightly more bold and less anxious to experiment would be a huge thing I'd love to explore
if redoing this project, not necessarily pushing my creative boundaries are far as I could have this time around.

In regards to my fashion space creation, I felt significantly more confident, having a concept in my head near to the first week of re-
searching my designer, S.S Daley. I value my vision and ability to understand a brands intention and the ways in which they could
benefit from particular changes, a skillset I have not only sought out, but refined, during my time on this course. I loved feeling in
control during this side of the module, my creative directory able to take over and develop something beautiful, however, I did strug-
gle in regards to knowing how to translate my ideas. Having a fully formed concept in my head for the majority of the semester, when
it came to actually translating that to paper, I really struggled, floor plans and design applications not quite matching my vision for
the space. In a desperate effort to amend this, I was able to trial and error many different methods for translating my ideas, acknowl-
edging eventually that physically creating a smaller, 3D version, slowly and meticulously, is a great way to settle my mind and ideas
into a steady stream of realism and control. In terms of my fashion space, I would love to have had extra time to be able to further ex-
plore the possibilities of creating an Al version of my space, or drawing it digitally — two areas that while I attempted, I did not have
enough time to refine. If I was to undergo this module again, I would attempt to slow down, take some pressure oft and organise my

ideas, as I believe this is where I started making more avoidable mistakes.



