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The need people always have for
something new to look at, read,

buy and interact with, is an element
well known in social sciences.
Consumerism, one of the final.geals
of this restless activity, is‘alsSo moving
an incredible amount of Money:

As a matter of fact, the needior,
change is connected with the'need
to distinguish oneself from thelothers,
and it's related with the deepest
longing of man, both physical and
spiritual.

Fashion is always searching for news of any kind,
but more than that, our fashion style helps us
determine our position in society and environment,
leading us to an understanding of our own identity.
[t'snot possible, inaworldlike ours, which becomes
faster and more crowded each day, to create
unseen before “new” styles: what's new is that “old”
ideas are re-elaborated and reinvented to feed
markets and minds. What's even more interesting
is that individualism has become one of the major
trends in the past 15 years, so much that each
one has the freedom to dress as freely as he/she
wants, and in the end — there remains no single
and definite fashion. Instead, there is a network of
multiple choices: by simply opening your closet,
you can reinvent yourself at any moment of your life.
Fashion helps us build up our personal inner self:
being fashionable today not only allows us to be
part of a group — possibly the “upper class”, often
coincident with our consumer’s role — but, at the
same, it gives us the chance to express ourselves
in the most personal way.

Trends, and the capacity to connect with them, is
what makes the success of some ... and the “latest
fashion” — appealing to many. Then there is the
undoubted economicimpactofthe fashionindustry:
an entire sphere of trend research emerged during
the past century, working to keep people looking
for more. Spotting, forecasting and reporting
trends has become a business, but how a trend is
created, and how it is later identified, is something

Jhoay Bcerga XOTAaT HOBOTO —

N3MEHWNTb BHELLHOCTb, Y3HaTb

HOBOCTb, OTKPbITb CNOCOO pasBeyeHus,
caenarb nokynky. 10T GakT

XOPOLLO N3BECTEH B COLMASIbHbIX HAayKax.
Yenoseveckoe notpebnenHve,

Kak Of4Ha 13 Uenem HeyCTaHHoM
aKTVUBHOCTW, OBUrAeT OrPOMHbIE

CYMMBbI eHer. B CyLLHOCTW, XenaHve me-
HATLCHA CBA3AHO C MOTPEOHOCTHLIO YenoBeka
BbIAENNTHCS 3 TOMbI.

Moga 0OHOBAAETCSt MOCTOSIHHO, MO3TOMY NPUOANXKEHME K
Hel NoMoraeT HaMm peann3osarb NoTPeOHOCTb BblASNTLCS
1 naxe BefeT K NOHUMAaHUIO COOCTBEHHOM UOEHTUHHOCTH.
Mexay Tem, HEBO3MOXHO B HalLem, NOCTOAHHO YCKOPSIO-
uemMcs Mupe, co3gaTb COBEPLUEHHO HOBLIE, paHee Hesu-
OaHHbIe CTUNKW. VX «HOBM3HA» — TOSIBKO B TOM, YTO CTapbie
mnaoen gopabarsiBaloTcst 1 3aHOBO paccMmarpuBatoTest, nona-
0asa Ha PbIHOK 1 B yMbl noTpebutenen. Camoe NHTEPECHOE,
4TO OOHOW 13 MaBHbIX TEHAESHUMIA nocneaHux 15 net crana
NHAVIBMAYaNbHOCTb. Kaxaplh BONeH 0AeBaThCs Tak, Kak OH
xo4eT. «OpeTbca No nocnegHer mope?» CerogHs HeT Ta-
KOW, OOHOWM, ONPeaeneHHom «nocneaHer» Moabl, a BMEeCcTo
Hee eCTb MHOroo6pasHasa csoboda Beibopa. J1iobon 13 Hac
MOXET OTKPbITb WKad 1 ... npuaymMars HoBoro Cebs ons ka-
KOro-nMbo MOMeHTa XM3HW. BbiTb MOOHBLIM CEroAaHs MOXHO
He TONbKO B COCTaBe rpynmbl NOTpebuTenel, Ho 1 Belpasns
cebs HAMBMAYaNbHbIM CIOCOOOM.

BO3MOXHOCTb OTKPbITb MHOFOOOELAIOLLYIO TEHASHLUMIO 1
€030aTb HEYTO MOOHOE MpVBNeKaeT MHOrVX. Mbl npekpac-
HO MOMHUM SKOHOMWYECKNIA BEC MOOHOM nHAyCcTpumn. B XX
BEKE NOABUANCH Lenble OTAENbI, 3aHMMaloLLMEeCcs NCCneao-
BaHMAM TEHAEHUMI peiHKa. PacnosHasaHue, npeasuaeHne
1N OEMOHCTPpaUMa TEHASHUMI NPeBPaTMIvCh B OTAENbHOE
0eno, MMeLee MHOro 0OLEro ¢ MCKYCCTBOM. HTOObI pac-
NoO3HaTh TEHAEHUMIO, HAA0 NOCeLAaTb MOOHBIE MOKa3bl, XO-
OUTb Ha BLICTaBKM, 00enarb B yM4HbIX Kade 1 pectopaHax,
CMOTPETb TENEBM30P, PeKnamMy 1 KUHO, MpOCMaTpuBaTb
NHTEPHET CCHINKW, YUTaTb NOCNEAHME KHUMM 1 MYTEWEeCTBO-
BaTb MO pPasHbIM CTpaHaMm, obpallasi BHUMaHWe He TOMbKO
Ha VHTEPbEP MOAHOI0 OYTHKA, HO 1 Ha LIBETA MPOE3XaoLLX
MalvH. Kpome TOro Hago ChyLlars pasroBophbl IIOAEN B aB-
ToByce 1 napke. MHoro nHbopmaumn? KoHevHo. 3aech He
060onT1Ch 6€3 NOMOLLM BHYTPEHHETO MHCTUHKTA.
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HnyTO He NprxoauT 63 NPUHKHbI, BCE MPOUCXOAsLLEE CBA3aHO
C OCHOBHbIMU COOBITUAMY 1 HENOBEYECKMMIM MNOTPEOHOCTAMMU.
Bbl cabilwan Npo BUHTaXHbLIV ToeHA? B cerogHsawHemM mMupe,
uapctee mobammsaumy M MacCoBOro MNPOV3BOACTBA, 1€
NPakTNYECKN BCE MOXHO KyNUTb 3a KOMEWKM, BUHTAXHOE Mna-
Tbe NprobpeTaeT 0COOYI0 LIEHHOCTb. ITO YHUKANbHAA BELLb,
KoTopasi No3BonseT obnagarefibHviLe YyBCTBOBATL CEOHA OAHON
N3 HEMHOMMX WM AaXe eAVHCTBEHHOW MOMyYMBLUEN ero nep-
COHOW.

He Tak 0aBHO MOOHbIE MOAMYMbl OblM HAMOMHEHBI 3POTU-
4yeckummn obpasamu panHrx 20-x n 40-x rogoB — NeproaOoB
Kpu3anca v TOHKOW 1n3obpeTtarensHoCT. 34eCh Xe BCMOMHUTE
YEepPHbI KOCTIOM Penyen ns eunbma «beryupn no nessuio»
(Blade Runner, kynstoBbI hunbM Prnanv CkoTTa, 060 Bbiny-
weHo ase Bepcun — B 1981 1 1992 ropax — npum. pef.) v
Bbl YBUAMTE €ro noaobre B pabotax COBPEMEHHbIX An3ariHe-
POB. OTO BPEMA, BOCMNEBAIOLLEe MEYTy O BEeNMYMn, KOTOPOW
Mbl OOMaHbIBaem cebs, Korga peanbHOCTb MpadHa 1 Heybe-
aomTensbHa.

CyLiecTsyeT 1 apyrast TeHgeHums — 3abota 0 3emne 1 9Ko-
norun. Mbl Ha BpemMa CTaHOBMMCS CO3HaTENbHbIMM 1 3a4yMbl-
BAeMCSt O COCTOSHWN MNaHeThl. TeXHONOrM4eckui Nporpece
YBOAMT HAC OT OMbiTa peanbHOM XW3HWM. Mbl AENCTBUTENBHO
pPUCKYEeM MOTEePATb YYBCTBO HACTOSLWLEN XM3HW, 3abnyamB-
LWMCb BO BCENOMOLWAOLWEV BUPTYabHOW CETU. SKONOTNYHbIN
TPEH/, BO3BPALLAET HAC K ECTECTBEHHbIM OLLYLEHNAM Takum
Kak AyHOBEHME BETPa Ha LEeke, HaCbILLEHHbIM 3anax CBEXEB-
CcnaxaHHOro nons, NPUKOCHOBEHWE TErbIX My3blPbKOB MOP-
CKOW NEHBI.

Triumph

particular. Searching and developing new trends is a kind of art:
to recognize a trend one needs to participate in fashion events,
visit fairs, eat out in restaurants and street cafes, watch TV, AD
and movies, read the latest books and travel round the globe,
pay attention to car’s colors and to the interior design of the most
successful boutiques, surf the web and listen to people’s voices
on the bus and in the streets ... it is equally based on scrupulous
research and on inner instinct. Nothing goes without a reason,
everything can be filtered and connected to main themes and
needs. As a matter of fact, trends are reflections of the most dire
needs of our every day’s life. Do you remember the “vintage”
trend? In a world like ours, with mass culture and globalization,
where everything can be bought for cheap, a vintage dress can
give the exclusivity of being one of the very few — if not the only
one - which, coming from the past, is to be a unicum.

More recently, the catwalks have been filled with erotic
inspirations from the 20s and the 40s, both periods of the crisis
and of sophisticated creativity: a retro taste connected with our
present period of crisis — you remember the nostalgia and Noir
clothes of Rachel, in Blade Runner? - maybe, or related to a
sort of hyper-dream of grandeur we deceive ourselves to live in
today, when the reality is as dark and unclear as in those dramatic
years. With more optimism, for a while, another trend is also
raising: Earth and Eco trends reveal we are becoming conscious
for the need in caring after the Earth — and it's certainly time. Our
techno pervasion is, somehow, leading us away from the reality of
experience: to touch, to really live, is what we are going to miss in
the future, lost in our massified net of virtual life. The Earth’s trend
is getting us back to something more essential, as the caress of
the wind, the vivid smell of the plowed fields, the vitalizing touch

Bce xe 4yto genaet 13 npeasoXeHHoW uaen
opuumanbHylo TeHaeHuUMo? Joknan o TeHaeH-
UMsX nonagaeT OAMHAKOBbIM B OPUCH BCEX
OpeHAOB W AM3aHEPOB, HO HE BCE OHU O0-
OuBatoTcs ycnexa. lokynarenn ocTaloTca ak-
TVBHBIMW Y4aCTHUKaMW pbiHKa W OenatT CBOW
BLIOOP Kaxdblli ce30H. Peknama Bo3aencTeyeT
Ha HUX, HO Kaxabl YenoBeK OCTaeTcst UHAMBU-
OyanbHBIM OPraHn3MOM CO CBOUMI XenaHsaMmim
1 NOTPEOHOCTAMM 1 BEIOUPAET HanpaBneHve B
MUPE MOABI MO CBOEMY KOMMACY.

[nsanHepbl n MepyeHaarnsepsl no-
faraloTca Ha CBoe NepCcoHalbHoOe
YMEHMe NoHATL Zeitgeist — ayx Bpe-
MEHM U MOUMEHUTb €0 K XapakTe-
pUCTMKamM OpeHaa, Ha KOTOPbIM OHY
paboTaloT. TONbKO VX BHYTpEHHEE
YyTbe NMO3BOMAET OLEHUTL PUCK 1
NOTEeHLan MOAHOM BOMHbI, HTOObI
BECTV KOPabJsib MO BEPHOMY KYpPCy
yepes OyLYIoLWMIA OKeaH COBpe-
MEHHOM MO,

of the warm bubbles in the sea foam.

Here's the question: what makes a suggested
unborn idea an official trend? Trend’s report
and forecast are the same for all the brands
and designers, but not every brand gets the
same success in the same moment and season.
Consumers make active choices, they are
not a passive element of the story: publicity is
effective, but every client is an individual identity
with his/her dreams and needs, and he/she
buys following his/her inner compass, which
only vaguely points in the supposed “correct
direction” while shopping. The skill of the fashion
designer and the fashion merchandiser is a
personal one: they have to be able to understand
deeply both the Zeitgeist — the spirit of the Time
—and the characteristics of the label they work
for, always related to their clients. As a matter of
fact, it's only their “catfish” inner ability to assess
the risk and the potential of a fashion reef that will
allow their ships to enter the right port in that wild
ocean which is called contemporary fashion.

Capa MNukkono MNayn, aHTpononor Mogbl

Capa lNvikkono Mayv poamnacs Bo @nopeHumm, Vitanus. C 1994 rona npenoaaeT UcTo-
pUIO MOABI 1 KOCTIOMA, KY/IBTYPHYIO aHTPOMOAOMMO, UCTOPUIO UCKYCCTB, TEKCTUIBHBIX
HayK 1 MCTOPUHECKNX TEXHWK TKa4eCTBa B MHCTUTYTax Polimoda (PnopeHums), Fashion
Institute of Technology (PnopeHLMs) 1 Ap.

Kpyr Hay4HbIX MHTEPEeCOB CTPOWTCS BOKPYr B3aMMOMEWCTBMA Tena 1 obLuiectsa Ha
npoTaxeHun BekoB. Capa lMNayv Takke NpoBOAMT UCCNenoBaHns KOCTIOMa 1 MOfbl Kak
BbIPKEHNA YENOBEYECKNX NOTPEBHOCTEN Ha Pa3HbLIX YDOBHSIX, TAKWX Kak Penuris, no-
NNTVIKA, 3KOHOMMKA, UAEHTNYHOCTb, aHTPOMONOIS, TEXHONOMUSA U T. .

Sara Piccolo Paci, fashion anthropologist

OcHoBHble nybnukaunm: «OpesHus rpexa — Eea, Canomes u Mapua Marganeqa
B CpenHesekoBbe» («The dresses of the Sin — Eve, Salome and Mary Magdalen in
medieval art», Ancora 2003), y4ebHoe nocobve «[loroBopum o0 moae» («Let's talk
about Fashion», 3 volumes., Cappelli 2004), kypc «/IcTopust INTYpPrivyecKmx KOCTIOMOB»
(«History of Liturgical Garments, shape, image and function», Ancora 2008), «S.Maria
a Fagna, nctopus uepksn 1 coobulecTtsa» («S.Maria a Fagna, history of a Church and
of a Community», 2011).



