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and metal, but it also comprises of quirky de-
signs. Be it the tennis racket bag, helmet-like 
purse, or minaudiere resembling a lottery ma-
chine, the atelier’s bags are as tantalising and 
as unforgettable as ever. 

In addition to the handbags, other accessories 
such as jewellery, were also just as stunning. 
Made of materials such as beads, pearls, and 
gold, these jewellery pieces bring together 
elements of summer days and trademark 
CHANEL opulence. One such example is the 
frequent appearance of gold-plated shells em-
bellished with the iconic double C logo. Just as 
lavish and fun are the Cruise 2022/23 collec-
tion’s other pieces, such as the red-sequined 
hat, scrunched satin belt, crochet mules, and 
pink tweed Mary Janes.

Though each outfit already has its own ap-
peal, it is the combination of clothes, setting, 
and campaign that won the hearts of many. 
Prior to the unveiling of the collection itself, 
the world-renowned fashion house provided 
a glimpse of the Cruise 2022/23 offerings in 
the form of a dream-like campaign by Sofia 
and Roman Coppola. Beneath warm sunlight, 
the short trailers showcased sultry glimpses of 
the looks. Set against scenic backdrops, each 
trailer exemplified a seemingly never-ending 
summer, as depicted by the women donning 
the beautiful pieces whilst enjoying their days 
swimming, playing tennis, or simply basking 
underneath the sun. In celebration of the lux-
ury House's masterpieces, the director joined 
CHANEL at the fashion show’s after-party, 
which was also attended by other illustrious 

faces. This, of course, included Brand Ambas-
sadors Kristen Stewart, G-Dragon, Charlotte 
Casiraghi, Vanessa Paradis, and Caroline de 
Maigret, each of whom also wore distinct 
CHANEL outfits.

Ever since it was founded by Gabrielle Chanel 
in the early 20th century, CHANEL has been 
leading the world of luxury fashion. The luxury 
House first appealed to the stylish set with its 
classic yet groundbreaking designs, before it 
was further revolutionised by Karl Lagerfeld in 
the 80s. Under the helm of the German fashion 
designer, the once classical brand began to in-
troduce modern and eclectic pieces, including 
athleisure. Some of its most iconic handbags 
today include the CHANEL 2.55, the Timeless 
Classic, and the CHANEL Boy. When Virginie 
Viard was introduced as CHANEL Creative 
Director in 2019, the brilliant designer also be-
gan introducing new interpretations of luxury. 
Only envisioned by the talented designer this 
year, the CHANEL 22 is a quirky bag marketed 
as “light and supple”, which has since become 
a global trend.





tor Pierpaolo Piccioli, the Surfaces Spring 2023 
collection is comprised of minimalist silhou-
ettes and bold elements. Be it the women’s or 
men’s looks, each ensemble was made to be 
as versatile and wearable as possible. Both the 
design and materials of the pieces allow one to 
wear each piece throughout different seasons. 

Leaning towards monochromatic and bold co-
lours, the women’s collection features day to 
day looks as well as occasion wear. Even for ev-
ery day wear, Valentino’s latest offerings serve 
to make statements and includes staple pieces 
that can enhance any wardrobe, what with the 
integration of the Valentino Toile Iconographe. 
The Maison prints its bold VLogo motif against 
lighter toned materials in a seemingly end-
less design. Set against camel toned canvas or 
bright fabric, the pattern elevates camel-toned 
apparel and accessories without overcrowding 
the pieces. The Valentino Toile Iconographe 
can be seen on simple and retro silhouettes 
such as the coat and Twiggy-inspired A-line 

dress, just to name a few. As for accessories, 
the luxury fashion house marks its knee-high 
boots, elegant handbags, and semi-sheer 
tights with the iconic motif as well.

Whilst the women’s daywear collection em-
bodies the Maison through the Toile Iconog-
raphe, the new releases for the men’s line 
maintains Valentino’s fine touch in a different 
way. Consisting of pieces such as oversized 
outerwear and light-washed denim, some of 
the minimalist yet strong pieces exude the ef-
fortless chic of the seventies. The looks would 
not be complete without accessories, such as 
the green shoulder bag and sneakers. 

In contrast, the occasion wear for both men and 
women takes an entirely different approach by 
breaking away from the neutral palettes and 
versatile materials. The use of sequins, spar-
kling fabric, fur, and even a mix of all of them, 
is balanced by the still effortless lines of each 
clothing. For the women, Valentino offers retro 

pieces such as low cut gowns to more modern 

ones, one of which is the iridescent bralette-

shorts two-piece. The men, on the other hand, 

would also be happy to note that their options 

for upcoming festivities are not only limited to 

dashing black suits. They can also amp up their 

styles with the collection’s sheer black top or 

bedazzling gold attires.

Since its establishment in 1960, Valentino’s 

iconic logo has always been part of its persona. 

This includes the V pattern, now so synony-

mous with the Maison. Founders Valentino 

Garavani and Giancarlo Giammetti shaped 

their brand throughout the decades into the 

luxury powerhouse it was meant to become. 

Today, with the guiding hands of its Creative 

Director Pierpaolo Piccioli, the Maison mas-

terfully upholds the founders’ legacy and pres-

ents staple clothing and accessories with the 

reimagined pattern, which in this case is the 

Valentino Toile Iconographe.

Valentino 
brings 
modernity to 
the fore while 
also paying 
tribute to 
its long and 
elegant history
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al stand in the absence of a tree. With this on 
hand, you can quickly gear up and head off to 
a new adventure any time you wish.

Most importantly, the Winter 2022 collection 
by Berluti also matches the mood and cap-
tures the spirit and theme of the iconic yet dar-
ing Land Rover. A spread that includes tough 
Venezia leather down jackets, workwear-in-
spired designs, and the new outdoor-ready 
Aspen and Ultima Neo boots.

All in all, Berluti has produced high-quality 
leather goods since 1895, and with the sup-
port of its outstanding creative directors, the 
brand's timeless reputation has endured the 
test of time and fashion. This year, through 
Berluti’s customised Land Rover, which is 
made to order and available upon request, it 
can be said with confidence that this vehicle is 
not only a perfect example of Berluti's flair for 
savoir-vivre, but also the absolute best choice 
when you need to travel in style.

Moreover, the French leather specialist cer-
tainly didn’t hold back on the livery, as the 
storage area now has been optimised, with 
secret pockets and cases that are modelled 
after the inner compartments in renowned 
and iconic Berluti bags, while the dashboard is 
highlighted with its analogue chrome mileage 
counter.

Keeping things vintage, the model's original 
technological simplicity as a whole is kept with 
just slight changes like power steering and the 
installation of disk brakes, to allow it to be driv-
en on all roads and to meet 21st-century ex-
pectations. Meanwhile, on the technical side 
of things, Berluti’s Land Rover also features 
the well-known timeless ultra-light alumin-
ium bodywork of the vehicle as well as a 2.3, 
77-horsepower, four-cylinder petrol engine. 

On top of that, there’s also a range of match-
ing car accessories that completes the look. It 
includes a key ring, hiking-specific backpacks, 
travel blankets, a tiny Nino bag, and also a 
hammock that can fit up to two people. The 
latter was especially made for the range and 
can be considered a delightful highlight, as it 
was constructed of canvas and leather. It’s also 
intended to be hung from the car on one side 
and fastened to a tree or a specially made met-
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The history of the Baguette began in 1997, when 
current Artistic Director of Accessories and 
Menswear Collections, Silvia Venturini Fendi, 
designed the Baguette in an attempt to revive 
the brand’s image, which was losing relevance 
at the time. It has since become an enduring 
symbol of the brand, so enduring that FENDI’s 
creative directors decided it merited its own 
celebration.

On Friday, September 9, the Hammerstein 
Ballroom in Manhattan was decorated with a 
light-coloured carpet, bright spotlights, and an 
expansive mirror, where a large crowd of VIPs 
gathered, eagerly waiting for the show to start. 
Front row attendees included Sarah Jessica 
Parker, Grace Jones, Tommy and Dee Hilfiger, 
Kate Moss, Kim Kardashian—all of them, of 
course, were carrying their own versions of the 
Baguette.

For the collection, Kim Jones, Artistic Direc-
tor of Couture and Womenswear Collections 
and Silvia Venturini Fendi also enlisted de-
signer Marc Jacobs, Tiffany & Co., and Porter 
to help bring the show to life. The fashion show 
opened with the opening of a curtain, dra-
matically revealing newness from an archived 
piece that was popularised among celebrities 
in the early 2000s.

For the Baguette’s quarter century celebration, 
each designer brought his/her own interpreta-
tion to the runway. Silvia transposes the utility 
of the Baguette into a multi-pocketed motif, 
reimagining its dimensions as mini and micro 
pockets embellishing every piece of clothing. 

FENDI’s covetable ‘F’ logo with scintillating 
diamonds.

Elsewhere, Sarah Jessica Parker crafted a cap-
sule collection alongside Silvia, with each of 
her Baguettes inscribed with her historic line 
“It’s not a bag, it’s a Baguette.” Finally, Porter’s 
collection gave the Baguette a masculine slant, 
with hard-wearing bonded nylon paired with 
the precision of Japanese craftsmanship en-
hancing the Baguette’s glamour.

In the show’s finale, the designers made their 
appearance—Silvia, Kim Jones, Marc Jacobs 
and Silvia’s daughter, Delfina Delettrez Fendi, 
Artistic Director of Jewelry. The finale was 
nothing short of showstopping, where the 
legendary supermodel and current face of 
FENDI, Linda Evangelista, walked across the 
stage, gorgeously dressed in a Tiffany blue 
cape with white satin opera gloves and the 
glittering silver Baguette dangling effortlessly 
from her arm. As the show came to an end, the 
star-studded collaborators took their bows as 
the lights faded.

After successfully debuting the new renditions 
of the classic Baguette bag during its celebra-
tory runway show at NYFW, the LVMH-backed 
label also collaborates with a number of the 
industry’s powerhouses. In addition to the 
launch of the 25 piece re-editions capsule 
collection, there will be more collaborations 
dropping throughout the rest of the year. Bags 
designed by Japanese brand Porter, Sarah Jes-
sica Parker, Tiffany & Co., and Marc Jacobs will 
follow.

While Marc Jacobs found inspiration within 
the architecture and colours of the concrete 
jungle, presenting exaggerated, bold, logo-
printed silhouettes, Tiffany & Co. garnished 









89

“I wanted to think about proportions and not 
about a time in history—the way I see women 
today taking ideas from anything from histori-
cal pieces to the ’60s to the ’90s and putting 
their personal spin on it, that’s really interest-
ing to me,” Burch stated.

The choices offered in this collection are quite 
slim compared to the regular seasons, but we 
can see here that Burch is not afraid to play 
with bold shades. Pieces of apparel and acces-
sories are available in eye-popping colours. 
With a vast possibility of mix-and-match, this 
collection is about being fun and playful.

A sense of play permeates the season, as dis-
played in one look, replete with raffia tassels 
that accent baggy cargo pants paired with a 
sleeveless tweed peplum top. There is also 
the two-piece dress consisting of a little wrap 
shirt over a yoke-waist skirt with lots of vol-
ume, where an additional padding at the hips 
and hem gives it a more profound shape. Most 
experimental are a pair of party looks whose 
tops and skirts are cut on the round with zig-

zag edges trimmed in beads. In mismatched 
but complementary floral prints, these outfits 
put the emphasis on craft and quirk. For a Fri-
day casual office look, Burch also pairs a blue 
tinsel mock neck sweater with a contrast dou-
ble-faced wool tailored pant in radiant red, 
complementing the ensemble with a white 
slim belt, a mustard hand bag and pointed toe 
mules.

Other notable pieces include an asymmetrical 
heeled mule sandal in Bergamot, as well as the 
showstopping Eleanor Pave Pump, with its de-
constructed heel and deep purple colour. For 
those who prefer stylish comfort, the Eleanor 
Pave Ballet or Minnie Travel Pave Ballet shoes 
should do the trick.
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