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ITS 2012

Eenmaal per jaar reist Glamcult met veel plezier af naar Triést.
Twee dagen lang staat deze stad dan tijdens ITS (International Talent
Support] in het teken van creativiteit en jong talent. In de catego-
rieén fashion, accessories, jewelry en photo strijden de finalisten
om niet de minste prijzen; naast verschillende geldprijzen zijn er
stagepleRken en publicaties te winnen. We stelden ontwerpers
Ichiro Suzuki (winnaar Fashion Collection of the Year) en Marius
Janusauskas [winnaar Diesel Award) Rort een paar vragen en spraken
met Diesels Renzo Rosso en ITS oprichter Barbara Franchin.
www.itsweb.org

Ichiro Suzuki

“Ichiro Suzuki was
absoluut mijn favoriet.
De manier waarop de
Rleding is gesneden—
heel modem. De nieuwe
Raf Simons.”

—Renzo Rosso

Luke Brooks
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ITS 2012

Marius Janusauskas

“lk houd ervan om mensen te
ontmoeten uit de hele wereld.
Culturen die zich vermengen,
informatie die uitgewisseld
wordt en verschillende attitudes
die elkaar tegenkomen—dat vind
iR mooi.”—Barbara Franchin

Isabel Vollrath Shengwei Wang

73 Gc Reportage



INTERNATIONAL
TALENT
SUPPORT

Parqg - 01/09/12 - Portugal

Todos os anos o IT5, International
Talent Suppert, avalio quatro ca-
tegorias principels: moda, aces-
sarios, fotografio e joalharia,
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Meste concurso, realizado
em Trieste (tdlia), com o apoio
. dao DIESEL, séo avoliodos os pro-

postas de um selecionado grupo

de finalistas dos melhores esco-
-+ los de meda de tods o mundo.
. Este ane, o décima edigde, ndo
. fol das mais brilhantes.

Merius Janusauskas,
Sleaping Beauties.

IEHIRO SUZUKI, do Royal

Caollege of Art, ganhou o pré-

' mio maois importante, o Fashion

Collection of the Year, com uma

. colego mosculing que se desta-
cou pelos efeitos graficos.
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lsabel Vollrath. Foto
EVE / Danlele Braida.
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Marius Janusouskas,
Sleeping Beauties.

0 Diesel Award, considera-
do o segundo prémio do concurso,
fol para MARIUS JANUISALISKAS,
da Reyal Acadermy of Fine Arts de
Antwerpia, que apresentou uma
colegdo muito rica em detalhes
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manuais & tecnolégicos.

Ja ISABEL VOLLRATH, da
Berlin WeiBenzee School of Art,
jogou com o efeito cénico, com
referéncios aos contos de fodas,
néo deizando indiferentes o jori
& o publico especializade. ISABEL
foi também umas dos premiodas
desta edico, presidida pela du-
pla VIKTORAROLF.
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Emma Montague. Foto
Elie Germani / EVE
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Marius Janusauskas,
‘Sleeping Beauties.
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A IHesed ¢ o principal pasceine na [ ]
compeetlc 3 TS Fashboan, acrediande
na misado de apolar ovens lalenos quae
oimam desillar as normias, ¢ defendondao
e et il die viida condusido pela paisdas,
coragem ¢ eniusiasmo. Na calegoria
IT% Fask stiveram 4 concymso 1)
abesigners, de onds sainom vencedores
o japanis kchin Surukl, na
b Mo din Aoy 0 Tarindon
Hmooks, pn Premie Especial de Moda: o
Isracliia Mark Coldenberg. iwos Prémios
Praonvac ke dhie Marca Avery Dennlaon «
Talentos Vogue, a alemd Bsabed Volleath

no Promibo La Febibne del Sabaio Ser
a chinesa Shengwel Wang, no Prombe
Mosdateca; e, por fim, o liaano Maries
Janusauskas, no Prémio Hese|

3 TFS 2002 nascew pelas mbos da
agincia [saliana EVE b 1 anos. A Dicscl
Tl a primseiea manca 4 agilar o priajeos,
iU CiFhCLARDD oAl OUEios jlaiceifos
o grups japonis YEK, um dos madones

Fabricanies di hechos do mamdo,

Swarowski Elements

wmia Fisischoni oo

e as escolas de moda e
ol Adem da Dilesel

a ITs Fashion colabora regulanmente
Com [ perIEnbes TARCESs como Anionis
Marras, MaxMara, John Galluano, Armark
 Vikeor & Fooll. Mais: 1odos os finalists
selocchmiaibi rids calegorias TS sho
ineluitos na base de dados di da
plaalorma,
apualepuer v, conio ama enorme familia
ik tabenros & disposicio do mundo

cqual esid accssivel a
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ABERTURA :: OPENING

AMA RAFCEV IS

FALCESSORES

ACESSOE0

ACESSORIOSAACCESSORIES: TAESEGK KANG
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ITS 2012: GOOD or EVIL?
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Posted Date: 8/15/2012

ITS: Revealing the Secrets to Design
Success

By Jordan Speer, Editor in Chief

I Winnowed from 772 entries, the 11
collections that walked down the
runway at the ITS Fashion Show and
Competition Saturday night, July 14,
2012, in Tneste, Italy, revealed in the
innovation, thoughtfulness and
craftsmanship the key elements of
winning designs that judges thought
reflected the ideal combination of
creativity and marketability.

ITS (pronounced "its,” nat “1-T-5"), or
International Talent Support, is 3
creative platform founded by director
Barbara Franchin in 2002 to support 2
provide visibility, internships and job
apportunities to young talent from
around the globe. Although the big
spotlight shines once a year on the
competition, ITS is a year-round
endeavor. "We are always in contact
with different brands around the worl
and with our past finalists, and we
publish news about their new project
and new collections every day,.” says
Franchin. Although it began as a fashi
design competition, ITS has since
expanded to include accessories,
jewelry and photography.

Standing out from the crowd

The 11 fantastic collections that made it to the finals this year vied for seven different
awards and faced a 14-member jury (see below), and although not all collections could
snag a prize, none disappointed the audience as they made their way up and down the
runway in a beautiful and majestic old building on the waterfront of the Adriatic Sea.

To make it that far 15 quite an accomphshment itself, but even award winners don't find
themselves on easy street after the competition. The world of fashion is cutthroat, and -
as is the case in many things — advances in technology have been both 3 savior and a
detnment to
yvoung designers,
giving them
greater
apportunities to
design easily and
quickly and to
share their work
with others, but #
also widening the @
gap with already &
established and
continually
expanding large
fashion houses,
which can ramp
up technology to
create immensely
powerful supply
chains that pose
a big challenge to
the little guy.

Another influence wrought by improved technology 1s its effect relative to bringing the
waorld closer together, and enabling trends that previously might have been seen only b
few wandering scouts to be viewed on a stream of YouTube videos, tweets and Facebo
posts, This 15 a boon when it comes to keeping tabs on trends, but as several judges
noted, it also carries the danger of watering down differences, so that everything begin
to look alike.

Even top designers who avoid trendbooks and services, preferring to process and filter
trends with their own eyes, "have the same type of expeniences, because fashion is a ti
world. You see similar things,” says Tim Voegele-Downing, global creative director of Ave
Dennison/Retail Branding and Information Solutions.
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Indeed, last year's winner of the ITS
Fashion Collection of the Year, Shaun
Samson, says he chooses not to look 2
trends. "I don't want to be influenced |
them. Once I see someone doing
something, I dont want to do it.”

Other previous winnars echoed the
sentiment and like Samson have taken
their own very unique paths to fashion
Aithar Throup, the ITSZFIVE winner,
started by re-appropnriating vintage
machines to construct garments in newv
ways, and developed one particular
machine to stitch clothing without sear
allowances, which he says enables a
“purity of conception” in design that
complements his “geometncal” though
processes. "When you have to think
about seam allowance, it stymies
thought. Seam allowance always got ir
the way for me. It seemed like 3 kind ¢
medieval problem,” he says.

ITS#SEVEN winner Mark Fast, who
specalizes in women's knitwear and ik
to work with textural items such as
fringes and feathers, says he finds his
inspiration in music. He believes quickly
moving global trends have created a fz
paced culture of cheap, disposable
clothing that is antithetical to true
fashion, which should be about “clothe
that are classic and that make you feel good about your body and look good for a lifetin

"Clathes
shouldn't be as
disposable as
they are — you
wear a trend for
a year and then
it's over. I want
to create clothes
that you pass to
your daughter
and she wears
20 years |ater,
There's 3 way of
doing it and still
creating 3 mass-
market appeal,”
he says.

Coin's Caterina
Salvador couldn't
agree maore, The
designer — who
started her
career with Giergio Armani, moved from there to Calvin Klein and was head of the Dolce
Gabbana Style office until last year — says that while increased communication enables
more people to have 3 “total vew” of trends, each country and each designer is differer
and must present a personal interpretation of the culture. "Ultimately, good taste is
objective, requiring balance, proportion and color matching. It cannot just be invented. .
There must be 3 culture behind it. Maybe street fashion is [popular] but in reality it's not
fashion,” she says.

' Balancing virtuosity o
~ design with mass app
. Grabbing the fashion
world's brass ring by
displaying virtuosic
design, craftsmanship
and originality while al
achiaving wide appeal
an accomplishment
achieved by few.
Deasigners who are
committed to their owr
vision but unable to
translate that to a larg
audience may struggle
find success; on the fli
side, some large appai
retailers and brands a1
voluminous producers

their garments don't get high marks for fashion.
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Deanna Ferretti, who started her career more than 30 years ago in Reggio Emilia, Italy,
and has since worked with some of the most important designers of the past century,
sees high fashion gaining ground as developments in technology enable both sides of ti
design-marketing coin — designers have tools to sketch faster and have greater access
libraries of images, marketers have greater real-time visibility into design development -
but says technology gains have nonetheless tipped the scales further in favor of the big
brands. "Now, everythung s faster, but, in the end the problems are all the same.
Technology has made the big brands even more powerful. But the young designers are
always in the same position.”

stll, she happily sees a resurgence of
artisanship in fashion design and says
that designers can achieve greatness
with the well-rounded combination of 1)
creativity; 2) the ability to translate this
creativity into a complete product; 3) high
quality; 4) appropriate pricing; and 5)
good distribution. “If you don't have the
power that the big brands do, then that's
what you need,” she says.

Designers such as Throup have had to
confront this reality head on. A self-
described artist who was drawn to
fashion because of the allure of the
technology around it and his quest to
figure out its limitations and needs,
Throup pushed back against the pre-
defined rules and even the language of
the industry. "My conceptual thinking was
hermetically sealed, and I wanted to use
product language that was mine. [
struggled with seasonal themes. [
struggled with standardized solutions to
clothing. For example, everything is either
a set-in sleeve or a raglan sleeve. Even
when you're learning fashion, it's like,
'Which of these two armholes do you
want?"” says Throup. "1 want my own
armhole.”

"But when you launch product into the
markat, it becomes product. You lose
control in @ way. But if you're going to do it, your baby needs to be ready for the market

Bringing it all
together
Bridging the gz
is possible, an
technaology ma
make it easier.
“This is a defin
moment where
design and

| technology are
converging,” si
Avery's Voegel
Downing, who,
prior to his
current positiol
held creative
roles at firms
including Burbe
lapan, Gucdi,
Christian Dior,
Sonia Rykiel ar
Onward
Kashryama.

“[The fashion industry] used to have defined areas of expertise, with [task-specific] tool
and separate responsibilities. And then we'd try to pull it together in some way, and it
ended up being a mixed bag.”

Now, there is much more overlap and visibility into the tasks and goals of other member
of the supply chain. So much more is involved, says Voegele-Downing, and designers mt
confront 3 larger number of considerations from the get-go: “You're trying to design for
delivery and shipping methods, so you can get "x' amount into a shipping container, You
desigrning for the footprint of your shipping containers, and of the retail shelf. So packag
and logistics and sustainability are all having a major impact on what you design and ho
vou can design and what you want to design,” he says.
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et at its core, f'_ 1
branding is still

“all about telling
stories, At the
very top end, the
designer’s
purpose is to tell
the mast effective
story that will
connect with the
customer, On the
low end, the
designer’s job is
to translate that
story inte
physical product,
he says.

Whatever the
level’ of the
designer, the
shift underway in
the industry from supply chain to supply web is having the effect of eliminating the linea
of various job positions and conflating the continuum of the process so that more partie
are involved in multiple aspects of getting product to market in ways that they never we
before — while at the same time many of these processes now oocur simultaneously,
speeding up the entire concept-to-delivary cycle while also eliminating waste, and allow
companies to focus more on the core business areas that provide more value to the
consumer.

The developing environment where design has become more centralized should make it
easier for great designers to make the leap to world-class brands, which, says Voegele-
Downing, requires three things: great product and great branding, underpinned by a gr
story. "Until you can tell that ston_.' effectively, you can't connect with the customer,” he

. . says, which is in part where Avery Dennison comes ir
and why the company became involved with the fash
competition this year, offering an award to the finalis
who developed the most new and innovative way of
integrating the company's branding solutions into the
collections. "Branding, clothing, distribution —
everything is filtered through design,” says Voegele-
. Downing.

Yet very few designers truly have both the design
talent and the vision to translate it into a lifestyle
concept with the staying power of a Ralph Lauren or
e Giorgio Armani, "Our purpose here is to help peoplet
| the most effective story,” he says.

Wl Jordan K. Speer is editor in chief of Apparel, She can be
reached at jspeer@apparelmag.com,

Editor's Note: For more information about ITS and the
Fashion Prizes visit www.itsweb.org,

And the winners are

Fashion Collection of the Year
Ichiro Suzuki (Japanese)

Diesel Award

and

D-La Repubblica Award

Marius Janusauskus (Lithuanian)

Fashion Special Prize
Luke Brooks {British)

Av:jarv Dennison Brand Innovation Award
an

Vogue Talents Award

Mark Goldenberg (Israeli)

La Febbre de Sabato Sera (Saturday Night Fever) Award
Isabel Vallrath (German)

Modateca Award
Shengwel Wang (Chinese)





