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Fashion is no longer the glossy system characterised by kitsch 
luxuries, anorexic models, fashion victims, trendy concept 

stores and globalised brands.  Erinda Qyteza investigates
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A new fashion culture, mainly focused on the human body concept, is 
developing within the fashion capitals of London and Milan. 

Fashion might often be critical, influencing not only 
the way we dress but also the way we feel about our-
selves. You don’t need a Carrie Bradshaw level of de-
signer devotion to find this fascinating. “Tailoring and 
craftsmanship represent the only vanguard today,” says 
Simonetta Gianfelici, current talent scouting for the 
Vogue Italia contest Who is on Next, aimed at pro-
moting internationally the concept of Made in Italy.

“Fashion should cross the borders to enrich itself, paying 
attention on the XXI century’s great enigmas and chal-
lenges such as identity, globalization, innovation and new 
productions focused on sustainability which takes into 
account human rights and environmental protection.” 

These days, creativity and identity, along with innovation 
and research, are the main focus of new talented design-
ers, who must be able to express themselves through the 
combination of new dynamics of production, distribution 
and communication.  

Fashion, design, art, music and cinema, all together 
create new forms of language to enable us communi-
cate who we are and what we want to be, our social 
status, our political beliefs and our sexual orientation. 
But quite often, fashion capitals introduce new fashion 
designers whose creations are new and emblematic for 
our time, and their collections need to meet all our de-
mands in terms of functionality, price and wearability. 

London and Milan are two fashion capitals with dif-
ferent styles, and different concepts on promoting 
and launching new talents into the fashion system. 

Three selected new talented designers describe here their 
creativity and progress amongst the two fashion capitals in 
which fashion weeks, contests and events represent a promo-
tional occasion. But, “Only the designers who can manage 
to raise enough capital can hold catwalk shows,” says Fiona 
McIntosh, former editor-in-chief of Grazia and Elle UK. 

A great contribution to the new designers’ financial 
support is given by the two not-for-profit organiza-
tions such as the British Fashion Council and the Ital-
ian National Chamber, which will respectively go 
through a detailed analysis to highlight their roles. 

“The British Fashion Council brings on new talents with 
fringe events and Fashion Weekends, creating a buzz for the 
stand out young designers,” explains McIntosh. The Ital-
ian National Chamber instead, “Launches new talents na-
tionally and internationally through a specific competition 
called Next Generation,” says Flavia Colli Franzone, the ed-
itor-in-chief of the monthly Italian magazine Fashion Illus-
trated, which acts as a recruiter through specific columns. 

Two Emerging Brands in Comparison: Milanese 
Mauro Gasperi and the Londoner Peter Pilotto 

Mauro Gasperi won the Milan Fashion Incubator 
2009 contest, organized by the Italian National Cham-
ber. Born in Brescia, the second largest city of the re-
gion of Lombardy in northern Italy, Gasperi has al-
ways been inspired and influenced by the Milanese 
contemporary architecture while creating his collections. 

Londoner designers Peter Pilotto and Christopher De 
Vos instead, were awarded with the BFC/Vogue Design-
er Fashion Fund in 2014 by receiving the British Fash-
ion Council’s sponsorship for their S/S 2014 collection.
They have been friends ever since Antwerp’s prestigious 
Royal Academy of Fine Arts, where they both had a 
dream that came true in 2007 when they set up the prêt-
a-porter contemporary silhouette brand Peter Pilotto.
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The Milanese Woman of Mauro Gasperi

“The concept of my 
collection 

is to create an 
imaginary essential 

wardrobe.”

Gasperi’s seven-year-old label has always been reflecting a 
coincise set of signatures: clean and essential cuts, immediate 
constructions and intentional contrast of fabrics and colours. 

Gasperi is known for his aesthetics, with his collections 
characterised by discrete and simple femininity. They 
represent the typical woman in Milan, known for being a 
sophisticated, minimalist city. “It’s a very 
niche way of dressing,” he says, sitting at 
a black resin table in a crowded bar of the 
Bulgari Hotel in Milan, where the con-
trast between the quietness of the general 
outside atmosphere and the hectic waiters 
at breakfast time is striking. A ray of light 
replenishes the glass walls while over-
looking the garden, the tidy grass and the freshly planted 
flowers. “What I dream a woman will look beautiful in.” 

With an emphasis on tailoring through clean archi-
tectural lines, the designer’s inspiration points to styl-
ish women. “The concept of my collections is to cre-
ate an imaginary essential wardrobe,” says Gasperi. “I 
am constantly influenced by the women around me, 
from cool-girls on the street to modern-day icons.” 

FW 14/15

Craftsmanship is also key to his brand: “I wanted to speak to 
women who appreciate clean design and beautifully crafted 
pieces; my collections are simple and straight to the point.” 
His Milanese woman wears vanguard and interchangeable 
clothes, shaped by a strong stylistic signature and marked 
by a modernist femininity. “I need my clothes to make 
women feel confident and professional,” Gasperi confesses. 

The designer’s creative process starts 
by visiting fairs and vintage markets, 
to better understand and express the 
trends for the upcoming seasons in 
terms of fabrics and colours - and to 
meet market demands. Gasperi be-
lieves that a collection should have a 
strong stylistic imprint with an em-

phasis on innovation and functionality, by providing easy 
solutions for equally chic after dark and daytime uniforms. 

There is a sensuality to FW 14/15, a seductive soft-
ness that hints at vulnerability, while offering un-
expected strength. “This season’s woman has a 
slight androgyny to her, and a certain ease and 
lightness was of the utmost importance,” he notes. 
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The major players for this collection 
are brocade and jacquard effect skirts 
stroked with metallic paint; paper-thin 
suede jackets; crossover cropped tops 
and black vinyl flared dresses for a spir-
ited and artistic intellectual woman 
with an eye for architecture and design. 

Essential, clean cuts, immediate constructions and de-
liberate material and chromatic contrasts distinguish 
Mauro Gasperi, whose brand is represented today as 
a total look based on clothes and knitwear delivered 
in several Italian and foreign stores and showrooms. 

In addition, an online shop section linked to differ-
ent blogs and social media is possible to consult on his 
website, which gives customers the possibility to in-
teract directly with the designer and fashion bloggers. 

FW 14/15

The designer
before the 
FW14/15 
catwalk 

show

The Londoner Woman of Peter Pilotto

Erinda Qyteza

Pilotto, with his Austrian and Italian origins, has always 
had a fondness for fashion ever since he was a child, while 
spending most of his days in the first multibrand store set 
up by his parents in Austria. Besides, De Vos, born in Lib-
ya, has always had a bargain instinct and a business-ori-
ented mind perhaps, due to 
his worldwide oil-industry-re-
lated family journeys as a boy.

“During our growing process as 
fashion designers, we created col-
lections for different types of wom-
en with different body shapes 
and appeals,” explains Pilotto. 
“I discovered that dress-
ing is a real problem to a 
lot of women and there are 
only a few clothes that make 
them feel special and feel good around themselves.” 

“There are two principal recurring themes in our col-
lections: one which mixes up colours and prints, and 
the other classic one, which refers to a sophisticated 
black and white silohuette,” says De Vos. Volumes, fab-
rics and materials accentuate the femininity of an el-
egant and contemporary woman who loves to wear 
strong colours in a mixture of new and classic perspec-
tives on elegance. “We always try to create new styles 
and clothes never seen before in collections,” he adds.

“There are only a 
few clothes that make 

women feel special 
and feel good 

around 
themselves.” 

“Our brand is undoubtedly young and we have no intention 
to recover things seen in two or three previous seasons. We 
can’t deny that a few ideas get inspiration from previous pro-
jects but ninety percent of the garments are completely new.” 

Both designers have well-de-
fined and separate roles dur-
ing their creative processes. 
Pilotto does the research in 
terms of fabrics and prints, 
while De Vos studies how 
to make innovative and func-
tional shapes, drapery and 
silohuettes at the same time. 
“When creating the collections, 
I always try to be in a wom-
an’s shoes by asking myself, if 
I was a woman, what would 
I wear and would I wear it?” 

“I always try to imagine the soft feeling a woman 
gets when encircled by my dress if they feel comfort-
able in it. I check if the dress is a friend or an enemy.”

Ample volumes, emphasized colours by psychedelic prints, 
in a word, Peter Pilotto. The brand, careful to the process-
ing stage of the fabrics, defines a contemporary aesthetics 
made of eccentric graphism. A real rainbow, the one seen 

on the S/S 2015 collection, where violet 
and blue, pink and aqua green triumph. 

Flouncy and bias cut skirts printed with 
psychedelic squares and diamonds re-
semble the spiral structure of seashells. 
Bright orange and red lines light black 
cotton trousers up and A-line multicolour 
dresses mark the collection character-
ized by clean and fluid lines. Peter Pilot-
to’s Londoner woman is a futuristic lady. 

The British culture along with eccen-
tricity and colour sprout from the catwalk and brighten 
up the collection. “We spend most of our time studying 
new fabrics because nearly all of them are developed ad 
hoc. We usually draw our sketches in our style department 
located in Shoreditch,” says Pilotto. “This area often in-
spires us to come up with new ideas for our collections.” 

In fact Shoreditch, once industrial, is nowadays com-
pletely renewed and the old warehouses are now trans-
formed into interactive art galleries. The new artistic in-
clination of this area goes beyond its harsh urban aspect.

What intrigues me the most is finding out why the 
duet of designers has decided to open their label in 
London despite the fact that they are not UK origi-
nals. “London is incredibly expensive, but the pros of 
being here is that English fashion system and infra-
structures are very linked to each other,” says Pilotto. 

SS 2015
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“People working with-
in the system know the 
new designers in the 
market and can follow 
their progress easily.” 

Thanks to the British 
Fashion Council’s fi-
nancial support, young 
emerging designers are  
inspired to start their busi-
ness in the UK. Moreover, 
the dynamic energy and 
exceptional ideas make 
inspirational and unique   

SS 2015

“I always check if the dress 
is a friend or 
an enemy.”

“We created collections for 
different types of women with 

different body shapes 
and appeals.”

SS 2015

Branching Out Internationally
Mauro Gasperi

After the opening of his own clothing line in 2008, the 
Italian National Chamber selected Gasperi for its 2009 
Fashion Incubator project, by giving him the possibility 
to show his collections during the Milan Fashion Week. 
This led to showings in Tokyo, Moscow, Kiev and Ber-
lin, to promote the concept of Made in Italy abroad. 

“The Fashion Incubator project has been a very important 
experience which has promoted me within the Italian fash-
ion system and I would like to thank the Italian National 
Chamber for this opportunity,” Gasperi states. “It’s not easy 
to enter the Milanese fashion system always under the in-
fluence of well-established brands which keep preventing 
the new designers from shining into the fashion market. 

“Tokyo has been a perfect springboard for me. My collections 
were vastly appreciated by the Japanese public more orient-
ed on vanguard minimalism,” he adds. “Japan unlike Milan 
is much more focused on the promotion of new talents.” 

An important gathering point among the designer and his 
likely buyers is represented by his flagship store situated in 
Brescia, designed as a modern minimalist showroom for his 
related business affairs and aimed at displaying all his clothes. 

Diagonal combinations and intersection of geometric 
shapes mark his collections which struggle to get the 
appreciation of the Italian buyers, unwilling to buy his 
clothes, and therefore not interested in future co-operation. 

Foreign buyers instead appear more interest-
ed towards new designers’ creative collections 
and more likely to create synergies together. 

The designer choosimg colours for the S/S 2015 ccollection
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Peter Pilotto

Peter Pilotto started growing inside the English fashion 
system in September 2008, presenting their collections at 
the London Fashion Week. This brand was assisted by the 
British Fashion Council’s NEWGEN scheme which sup-
ports young fashion designers’ businesses through mentor-
ing. It is also sponsored by Topshop UK, by the global 
law firm DLA Piper, by the independent business advisers 
firm Baker Tilly and by the UK banks group Lloyds TSB. 

After being awarded with the BFC/Vogue Designer Fash-
ion Fund in 2014, they obtained a £200,000 grant crucial 
in boosting their activity with the necessary infrastructures. 

gives credit to new talents because after all, they rep-
resent the future of the economy and the nation.” 

“The practical and fi-
nancial support that 
you get in London 
is often difficult to 
find in other cities,” 
explains Pilotto. 
“Other than being 
the homeland of 
the innovation and 
creativity, London 
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The Fashion Bloggers’ Contribution
As part of the young-digital Milanese revolution, Gasp-
eri is careful to new collaborative working activities with 
fashion bloggers, who often promote new designers’ col-
lections and clothes on their online platform by grow-
ing their sales through a new form of digital advertising. 

“The co-operation with fashion blog-
gers is hugely important to me because 
they support my collections and help 
present my style and my femininity 
idea to a larger audience,” says Gasp-
eri, who hints me about his long co-op-
eration to Irene Colzi, known as the  
blogger Irene C. Closet, since 2009. 

Colzi started her blog in October 
2009, which was the first of this kind 
in Italy and which she considers to be the right spot to 
show her passion for the web, fashion and especially for 
communication and writing, which she has nurtured 
since a child. “I’m a self-proclaimed fashion victim,” states 
Colzi, “I love writing and I have always been interest-
ed in the possibilities my blog has been offered me.” 
Her blog is one of Italy’s most successful style blogs. 

The appeal of bloggers is growing more and more 
amongst the international general public, both for their 
suggestions to designers and their popularity during the 
fashion weeks where they interpret different styles as they 
like and which, immediately after, get advertised online. 
All this happens thanks to the great visibility to millions 
of followers and the rapidity that clothes are sold out.

“I love writing and I have 
always been interested 

in the possibilities 
my blog has been 

offered me.” 

On February 2010, Colzi was the special correspond-
ent and contributor of DonnaModerna.com at the 
Milan fashion week. From that moment on, her 
blog grew as one of the Italian most important ones 
and immediately after her full-time profession, too. 

“When I initially started my job as 
a fashion blogger, it was not as fa-
mous as it is nowadays” states the 
28-year-old, known for her passion 
for the simplicity linked to a strong 
taste. “My intention was to create 
some room to better express my-
self through this blog and in the 
mean time, to create the possibil-
ity to the new emerging brands 
to get visibility to a wider public.” 

At the very beggining Colzi feared she could have nev-
er built a career simply as a fashion blogger. “I still re-
memeber confessing my fears to my best friend that I 
wouldn’t have never been taken seriously, even worse, 
being paid simply for my online posts.” But that day has 
finally arrived, and now she is engaged in several activ-
ites that go from social and launching of new stores to 
carrying out styling and consulting activities for many 
famous fashion brands like Gucci and Dior, other 
than her uncountable reports on Panorama.it, the on-
line information and entertainment Italian magazine. 

Furthermore, Irene’s Closet has been renowned in the 
“Best Style” category during Berlin’s Styling Europe-
an Fashion Blogger Awards 2014, winning an unex-
pected “top 3” list position in the European category. 
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the experience of becoming a designer in the UK.
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“I know I am an influencer,” she explains, “Through my 
posts, I succeed in anticipating what the future tenden-
cies would be by also establishing what would be the 
next label to watch in terms of wearability and price. 
Therefore, anyone could easily contact me if they wish.” 

Colzi sometimes co-operates with the Italian Na-
tional Chamber to promote the young fashion de-
signers through the New Upcoming Design-
ers’ project, which assists the Italian and foreign 
designers in the process of being easily known inter-
nationally by the most important press and buyers. 

Irene Colzi for Irene C. Closet

“I feel happy that I get the opportunity to co-operate 
sometimes with the Italian National Chamber,” she 
explains. “I have always been willing to get to know 
new talents and give the young creatives opportuni-
ties to build a future and launch their own businesses. 

Through her strong will to try new methods and her 
broadmindedness she easily comes to a close contact 
with numerous young designers, among them Mau-
ro Gasperi. She also acts as a promotional link to new 
emerging brands which struggle to launch their own 
businesses in such a traditionalist country, as Italy.

“Through my posts, I 
succeed in anticipating 

what the future 
tendencies would 

be.”

Criticism Towards Fashion Bloggers

There might be a clash of interests while promot-
ing and supporting the brands related to their 
own businesses, which could bring sometimes 
to a loss of their integrity and trustworthiness. 

But Colzi, with her strong self-confidence, is certain 
to succeed on overcoming these critics. She relies on 
her broadmindedness, which helps her to avoid tak-
ing on unpleasant and uninteresting work. “I am en-
gaged in a full-time job; I prefer being paid as a fash-
ion blogger without denying my principles and my 
personal tastes and choices in terms of style,” Colzi says.  
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Not only fashion influencers, these new digital star icons 
have been able to build up real businesses by promoting 
themselves through different social media. Currently, 
fashion bloggers have increased their online presence 
exponentially by influencing the fashion system and con-
sumers’ choices and becoming the object of numerous 
studies as social phenomenon and as business models. 

Very often, fashion bloggers describe the fashion 
system exclusivity to fashion consumers, creating 
links between them and new emerging designers. 

“The priorities to be considered for the new talents are the 
knowledge of the traditional tailoring and craftmade tech-
niques alongside the know-how of the new technologies.” 

Fashion bloggers are often exposed to harsh criti-
cism of mainstream opinion leaders, who intention-
ally try to avoid the fact that fashion could be handed 
over to young critics who hold no formal qualifications. 

   The Contrast Between the London and Milan Fashion Systems
Milan
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“Fashion Illustrated is committed 
to keep this sector informed, 
and we feel the press owes it 

to the youngsters. 
Other magazines are 

less involved but their 
involvement 

is much bigger 
than it was” 

Tailoring and craftsmanship have always marked Italian 
fashion, which has identified itself internationally through 
the Made in Italy concept, as suggested by Colin Mc-
Dowell, fashion writer at the Sunday Times and The 
Business of Fashion. “Milan won the prize of being the 
centre of Italian fashion for the outside world since the 
early ‘70s, thanks to the regional traditions and the skilled 
artisans that made Italian ready-to-wear the driving force 
it has been for the past fifty years under the quality control 
banner of Made in Italy,” he 
wrote in the Sunday Times. 

When it comes to the Ital-
ian fashion shows and the 
Italian and English crea-
tivity, Franzone has clear 
ideas: “The Italian fashion 
shows are connoted as pret-
a-porter. You can find the 
industry in here and consol-
idated brands.” she explains. 

“London is more creative. 
The gratest difference be-
tween Milan and London 
fashion shows stays in the 
fact that Italy is more a rep-
resentation of a product, 
there is more substance here. London instead is pure cre-
ativity and stimulating. Italy is marked by the presence of 
consolidated fashion industries which make big numbers.”

Franzone also adds: “Concretness characheris-
es Milan fashion shows, while instead, London 
is marked more by suggestion and originality.” 

Thanks to the Italian formulation that points everything 
on the product, the greatest part of the foreign de-
signers, among them the English ones, want to have 
their products made in Italy, because the industry is 
there. As also mentioned by Alan Cannon Jones, prin-
cipal lecturer and director at the London College of 
Fashion: “Italy has always been much more success-
ful in the textile and clothing industry than the UK.” 

Franzone believes new designers’ public com-
petitions  are vital to new creative generations.

“In Italy, one important channel is for instance Who’s on 
Next, which is more than a simple competition,” says Fran-
zone. “It is a real scouting project promoted by Alta Roma, 
which is a new launching platform for emerging design-
ers organized by the Rome Council and Vougue Italy.” 

“This project acts like a stage for the young-
sters that manage to obtain information through 
brainstorming, aimed at realizing a collection.” 

Therefore, “The youngsters 
are not completely torn out 
of the reality because they 
receive concrete informa-
tion,” concludes Franzone.

In addition, on the Alta 
Roma website is issued 
the Who’s on Next’s an-
nouncement of competi-
tion, which outlines the 
suitable features for the de-
signers to partecipate on it. 

Other than national 
competitions, there are 
also local demonstra-
tions related to the area 
and the promotion of 

craftsmanship, which is a very important fashion trend 
nowadays. These demonstrations are presented dur-
ing specific local competitions, which act like incu-
batories of local talents who are more craft oriented. 

“Craftsmanship is back,” Franzone says. “Industri-
al products combined with this ability are enriched 
and personalized.” For the time being, the bespoke 
theme in fashion, is very important. For instance, 
Dolce & Gabbana has launched a bespoke boutique 
composed of only eight dressmakers who add val-
ue and take care to any details of the final products. 

The new generation of designers is realizing, as well, 
the importance of bespoke. In fact, they are more and 
more willing to learn this art to contrast the stand-
ardization of the fast fashion giants through the 
production of small bespoke capsule collections.
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London

If on one side the Italian fashion is more connoted as a 
product and the young emerging designers have a sale-re-
lated aproach inclined to create functional clothes, on the 
other side stays the English fashion as opposed to it, de-
scribed by critics as fresh, irreverent and fearless to risk. 

English designers have always been described as creative 
and original. “There is so much talent out there in Lon-
don,” explains Johanna Payton, freelance fashion jour-
nalist. “London is one of the world's four major fashion 
weeks’ symbols alongside Milan, Paris and New York. 
The UK industry is booming and our designers are 
known around the world. I don't think there has been a 
better time for British designers, at home or overseas.” 

What effectively distinguishes the young English de-
signers from the Italian ones is surely the fact that 
they go for it, they make stylistic decisions and choic-
es without worrying how the market will respond to 
them. In other words, they might be completely artists. 

This kind of autonomous working approach in relation to 
the hard market laws is obviously due to an academic prepa-
ration that directs and brings to light the young designers’ 
creativity who live in a world unrelated to the market needs 
but certainly, they can be called the future innovatives. 

“London is glamorous but with the charm of tradition. 
How not to think about Savile Row, one of the most im-
portant streets in the world for its dressmaking laborato-
ries,” states Liliana Sanguino, senior fashion lecturer at 
London College of Fashion in Oxford Street. “The great 
benefit for the designers based in London is that this is a vi-
brant, multicultural and cosmopolitan city, where they can 
draw inspiration to create their own collections,” she says. 

“The most important trends start here and  later on 
are assimilated by the other fashion capitals. You can 
find everything in London, from the shows to the the-
atrical performances, from the music to the concerts. 
For sure, this city is full of resources.” In fact, these re-
sources make London homeland of new talents who 
can freely express themselves and experience new tech-
nologies and new materials by attracting buyers and 
international investors to get to support their works. 

In the past, London prided itself on the international mar-
ket for its eccentric and bizarre fashion. A sense of rebellion 
was constantly fuelling the British fashion, which was fully 
manifested in the Punk movement. But nowadays, Lon-
don despite being the birthplace of new creative ideas, has 
become famous as a leading and important fashion capital. 

Even though London is a promoter of new young tal-
ents, trying to approach emerging English designers 
becomes quite impossibile. One struggles to get their 
interview or a piece of information about their collec-
tions. These difficulties might be related to commu-
nicative barriers established by the designers’ various 
PRs more interested in advertising the new brands 
on well-established newspapers and magazines.
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       The Two Not-For-Profit Organisations’ Operation
Italian National Chamber

The preservation of the Made in Italy concept is one 
of the focal points of Carlo Capasa. The new Chair-
man and CEO of the Italian National Chamber since 
this May, he was born in Lecce, the region of Puglia, 
and along with his brother Ennio, creative director, 
set up in 1986 the Italian brand Costume National. 

A pragmatic, skilled man, armed with strong and con-
crete ideas, Capasa inspires 
to give prestige to Milan 
pointing everything on 
spinneret, on youngsters 
and on the international-
ization to restore global-
ly the effectiveness to the 
Italian National Chamber. 

In fact, Milan keeps suf-
fering London’s keen com-
petition and its milionaire 
investments. It has drifted 
from the second to fifth position among the capitals of the 
global shopping. Capasa replaces Mario Boselli, a very in-
fluent textile and knitwear Italian entrepreneur, who after 
fifteen years in that position becomes honorary president. 

He also takes over Jane Reeve’s proxies, the English CEO 
who was called to offer her contribution only a year ago, 
on the relaunch of Milan city and the Italian Fashion but 
she surprisingly resigned this year due to difficulties cre-
ated inside the Italian National Chamber’s disputed at-
mosphere. Will Capasa be able to bring a wave of refresh-
ness to Milan city, trying to tidy up internally a stagnant 
system often being at well-established designer’s mercy? 
For the time being, we must leave the answer in stand-by. 
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“We are in the global market 
and we are all Italians, 
we should be open to 

co-operations with 
other fashion 

organizations.” 

The asset of creatives, which is lately internationally in-
creasing, needs to be continuously monitored by dis-
covering new talents in fairs such  as White and Super 
in Milan or Pitty Immagine in Florence more concen-
trated on the single product. These fairs contain inter-
nally specific areas dedicated to new talents. “The niche 
fairs are very important as, it is well-known, that you 
can find refined products there,” suggests Franzone.

Showrooms are other environments for new products to be 
found  by  scouting and filtering  several   brands. “Showrooms 
keep the new brands for themselves after doing a thought-
ful research through the national fairs,” Franzone says. 

are no more a tool on the process of the new talents’ pres-
entation,” Franzone suggests. “Even in the London fash-
ion shows the same names always repeat themselves and 
there is no hope for scouting in these istitutional events.” 

“Other fairs instead as Tranoi and Premiere Class in Paris, 
help the promotion and create the possibility of incounters 
for new and niche emerging brands,” the editor explains.

The monthly Fashion Illustrated magazine has cre-
ated a specialised column named Labels to Watch to 
monitor the creative youngsters nationally and inter-
nationally. It also helps fashion and design scouting by 
presenting a brief profile of the emerging designer and 
the name of the showroom that delivers their clothes.“On the contrary, the traditional fashion shows

Definitely, “pride” is the word who matters the most to 
the new president. “It is from here we should start, from 
the pride to be unique,” says Capasa. “I have accepted 
this assignment with the spirit to serve, well-aware that 
it demands energies and commitment. It requires to fo-
cus on a few things, among them youngsters, by improv-
ing the communication and the connection with them.” 

With these words, Capasa appears quite reluctant to 
exactly explain how the Italian National Chamber will 
adapt this new approach in helping youngsters to ex-
press their potential at the best of their abilities while 
they are still given the oportunity to present their col-

The drafting of the calendars is one of the organization-
al critical points of the Milan Fashion Week, which 
becomes almost impossibile because of the eccessive 
protagonism of most of the well-established designers. 

“It is necessary to apply clear rules during the drafting of 
the fashion show’s calendars,” 
explains Capasa. “I have been 
presenting in Paris, the Cos-
tume National collections along 
with my brother, for twentythree 
years. This country has stricter 
rules. If a brand needs to switch 
with another brand’s schedule, 
they have to get their permission, 
otherwise there is nothing they 
could do.” He also adds, “the for-
eign designers, like English and 
French, have less incomprehen-

sions between them, even though some complaints are 
not missing there,” Capasa affirms. “I’d like to establish 
the Italian National Chamber under a spirit of positivity.” 

What if his spirit of positivity was not helpful enough to 
fill in the gaps that the Italian fashion system presents?
Moreover, it is unclear on what basis the new emerg-
ing brands are chosen to take part in competitions.

In a more and more globalized world which impones a 
lager view on the markets and provides countless crea-
tive starting points towards other rare and relatively un-
known handicrafts realities, Milan and London approach 
differently the fashion scene creativity and co-operations 
between young designers and well-established ones. 

As per Marianna D’Ovidio’s suggestion, research-
er and sociologist at the Bocconi University in Milan, 
“the creative field is perceived to be much more vibrant 
in London than in Milan due to the absence of links 
with other fields of creative production in the city.” 

“We are in the global market and we are all Italians, we 
should be keen to co-operations with other fashion organi-
zations,” Capasa says. “On the other hand, the understand-
ing that the Chamber represents the best Italian brands 
is very important, and for this reason it is fair it takes the 
responsibility of fashion undertakings,” Capasa concludes. 

lections only the last day of the fashion week, when all 
the international press and buyers are already gone. 
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So far, Capasa’s intentions appear good but, in order to 
make possibile for the Italian National Chamber to over-
come the difficulties and to set its authority as a national 
institution on the promotion of fashion and the new tal-
ents internationally, it would be advisable this institution 
considers co-operations with specific authoritative news-
papers involved in recruiting new emerging designers. 

The Italian National Chamber is going through series 
internal missunderstandings among well-established 
designers. The big fashion brands should co-operate 
more among them, by trying to be humbler not only be-
cause their own names are involved but because the 
entire Italian fashion system is as well. A bad co-oper-
ation affects how the system is perceived on the outside.

It is a well-known fact that there are difficulties on han-
dling the organisation’s internal affairs and on achiev-
ing the harmony among the well-established designers 
and the respective CEOs of the brands. It is already 
difficult to handle a simple organisation, but at the lev-
el of the Italian National Chamber, it is much more.

Certainly, the Italian National Chamber needs to 
find the correct way to bring together the big com-
panies with the small ones, in this contest, the big 
fashion names should give more room to youngsters. 

“Maybe, at some point in time, they will get along, but 
there is always the constant problem of the calendars in 
which it is difficult to include the youngsters inside the 
clou days where the bigs are present. It was been attempt-
ed to find a solution but besides, only the last day is re-
served to youngsters, when nobody is around by then,” says 
Sara Maino, Senior Fashion Editor of Vogue Italia and 
Vogue Talents, who is in charge of scouting new names.

“Often, it isn’t worth including them among the 
big names because most of the times, their collec-
tions do not meet the buyers’ needs,” she continues. 

What needs to be done then to try and get a balance between 
the well-established designers and the younger ones during 
the fashion weeks? It is well worth to go and personally look 
for the high-level new talents if they do not enrol willingly. 

“The youngsters’ professional training needs to be done prin-
cipally on a practice basis through internships,”claims Maino.

“Even though the most vanguard schools might offer a 
complete preparation, if a youngster chooses to work 
within the fashion sector they should know that some con-
cepts could be learned only in pratice. That is why schools 
need to be in close cooperation with the interships.” 

Unlike the Italian National Chamber, the most posi-
tive aspect of the British Fashion Coucil, is for new tal-
ents the easy online consultation to the competitions 
designed to support them. A clear guideline illustrates-
the suitable features to access, not to mention the very 
important financial support behind any competition. 

In addition to these competitions, the British Fash-
ion Council also carries out several co-operations 
with the fashion schools in the UK, scouting the 
new talents straight from colleges campuses and in-
volving them in the fashion industry through sever-
al activities like workshops and working exchanges. 

Careful, concrete ideas and well-estabished roles 
make the difference in this organization by confirm-
ing the staying in power of the British fashion industry. 

“In the developed world, fashion is more about cities than 
it is about countries. People from all over the world are 
attracted to studying, apprenticing and starting a business 

or career in the fashion capitals.  Among them, London 
and to a lesser extent New York still reign supreme as an 
incubator for talented young designers,” says Robb Young, 
consultant for the British Fashion Council and Contribu-
tor International New York Times and Business of Fash-
ion. “It all depends how you define promising talents. 

“Of all the truly young designers, including those who are 
very hyped or universally respected, I continue to reserve 
judgement.  It will take many more years before I can be 
confident.” Young also explains: “If you work in fashion for 
several decades, you soon learn that it is very hard to meas-
ure a designer’s success in anything less than ten years.” 

It is also a well-known fact that, the Brit-
ish Fashion Council’s proccess that an emerg-
ing desiger needs to go through is not immediate.

Nowadays, the designers need to be a step ahead while 
creating their collections, trying to bring in the mar-
ket innovative and original clothes but at the same time, 

wereable and functional ones by using uncommon ma-
terials, which consequently generate unique pieces. 

Despite the fact that the English fashion system has 
an open approach to the new designers, there are 
yet some difficulties in terms of access because: “It is 
still elite, inefficient, unfair and full of cliques,” says 
Young; even though, “Fashion has become a lot more 
open-minded, as an industry, than it used to be.” 

"Most of the undisputed stars will find a way to shine 
at fashion weeks, events and contests platforms,” he 
explains. “But some young designers with great po-
tential inevitably fall through the cracks or are avoid-
ed because of fashion politics or other foolish reasons.” 
He concludes: “ If that is the case, there is only one an-
swer -- to grow a thicker skin and find a way that works 
for them to attract the attention they feel they deserve.” 

Different fashion shows 
and promotional competi-
tions therefore, may appear 
to be counterproductive to 
the emerging designers be-
cause sometimes, it is not 
helpful to them to receive a 
huge amount of attention 
very early in their careers. 

But on the other side, being 
awarded with BFC/Vogue 
Fashion Fund or being included among the se-
lected designers of the Italian National Cham-
ber’s New Upcoming Designers’ project is in-
valuable for newer names, and money is also key. 

However, the wave of press attention that comes along with 
it, might not be helpful because the new designers suffer the 
pressure and risk to fall behind in keeping the market’s pace. 

If a new designer doesn’t have a clear viewpoint, 
people might be curious to watch their collections 
and simply get excited, but in the end, this will not 
help them to deliver the products, which is actual-
ly worse than being left to develop their own posi-
tion before entrusting themselves to fashion weeks. 

A good suggestion instead, is Maino’s idea: “Discover new 
talents and give them the tools to present capsule collec-
tions within specific showrooms, presentig themselves to a 
limited number of journalists.” She also adds: “Youngsters 
are indeed stimulated to start their creations of new mar-
ketable collections by avoiding this way to find themselves 
completely alienated from the realities of the market.”

The encounter between the two capitals of the fashion 
remains still heated on the international scene where 
the battle will continue to be disputed through the dif-
ferent seasons of the London and Milan Fashion Week. 

Will the creativity win over the product or the easy ap-
proach to the market demands will have the best of it? 

As a matter of fact, the 
mutual co-operation 
between the two cities 
and the two related or-
ganizations that are in 
charge of promoting 
their respective fash-
ion systems, can truly 
create new synergies 
to encourage and as-
sist the new designers 
to nationally and in-
ternationally impone 
themselves as the cre-
atives of tomorrow.

Let’s wait and see if a new liaison is destined to be born. 
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       Contacts

1) MAURO GASPERI

Sara Visentin (designer’s personal assistan)
Email: product@mg-trend.com
Tel: +39 3472232380

2) PETER PILOTTO (Peter Pilotto and Christopher 
De Vos)

Emily Williams (Head of PR at Peter Pilotto)
Email: emily.williams@peterpilotto.com
Tel: +44 (0)203 0761932

Lily Gatehouse (Assistant of Emily Williaams)
Email: lily.gatehouse@peterpilotto.com
Tel: +44 (0)207 249 2828

3) IRENE COLZI BLOGGER

Email: ireneccloset@gmail.com
Tel: +39 3341087378

3) FIONA MCINTOSH (Former editor-in chief of 
Grazia and Elle UK)

Email: fiona@blowltd.co.uk

4) FLAVIA COLLI FRANZONE (editor-in-chief of 
Fashion Illustrated Magazine)

Email: f.colli@fashionillustrated.eu

5) SIMONETTA GIANFELICI (talent scouting for the 
Vogue Italia contest Who is on Next)

Tel: +39 3394792015

6)  SARA MAINO (senior fashion editor of Vogue 
Italia and Vogue Talents)

Email: SMaino@condenast.it and sara@saramaino.
com

7) ITALIAN NATIONAL CHAMBER (Carlo Capasa)

Beatrice Rossaro (Head of PR office)
Email: beatrice.rossaro@cameramoda.it

8) BRITISH FASHION COUNCIL

Robb Young (consultant for the BFC and contribu-
tor international New York Times and Business of 
Fashion)
Email: youngrobb@gmail.com

Michalis Zodiatis (Head of PR office)
Email: michalis.zodiatis@britishfashioncouncil.com

9) JOHANNA PAYTON (freelance fashion journalist)
Email: jo@johannapayton.co.uk

10) LILIANA SANGUINO (senior lecturer at the 
London College of Fashion) 
Email: l.sanguino@fashion.arts.ac.uk














