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Fashion by its very nature 1s an ephemeral idea. To design towards this concept is
often a harrowing experience, if not a hazardous business venture. Yet to many this
is the fascination that draws people into the industry. Those of us who are in it love
the exciternent, but are forever frightened by the intangible and often intransient nature
of the public’s imagination. To ward off the dangers of losing cachet in a business
that can be overwhelmingly image oriented becomes almgast the single most pre-
occupying objective, especially to established brands. The design problem thus
revolves around this issue with continuous pressures being exerted by business and
economic factors to complicate the process. What does all this mean? In short, the
fashion game is a tough one and few survive more than a decade or at best a gener-
ation. Rarely, and very rarely at that, will a company survive info a second generation
or a sale to another firm where full control is lost by the founders. The reasons for
this are simple. Fashion houses almost always are the singular and complex vision
of an individual or at least a small cohesive team such as partners, family members
or couples. Likewise, fashion companies rarely get large in general business terms
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and are more often than not strong in haome markets and tokenly represented in
countries far from the headquarters. Basically, this is because the eye of the founders
or prime movers cannot reach that far. Consequently, the challenge in design is to
overcome the seemingly inevitable demise of the brand of a worldwide firm especially
for a company like aurs which specializes in trend merchandise; not in ¢lassic
consumer products that need little redesigning or updating.

When we first started Esprit some twenty years ago we had no previous exper-
ence whatsoever In the fagshion business, in fact what business skills we might have
possessed came from being in the mountain climbing equipment industry for a brief
time where any reference to fashion was an anathema. The idea of image and image
making was far from our minds. It was nct. in fact. until twelve years after the found-
ing of the company that any attempt to form an image and create a context for the
product was made. In 1980 a radical shift in direction was undertaken. A mixed bag
of seven different trade names were consolidated under the one name, Esprit, and
graphic designer John Casado was brought in to create a new logo and to design

B2 HATEXTPRAZLAHFTEC RERBE | REARARTRMAAIRZSHI2EA
FERGEBA  REFREZLOBETEARPNSBIIEER  ERAIIETRESE
IR - MASLB AEFAAERBREER  EERLER SRR GG 2R
BRTE - MR » RTEXRAMERBRT » ARRBEXECEZRAMEAD - XS
ARREEREZERFEBLCESR  REBADE  HFASREERAAFER LK
BMAELHY - BUEITERPILZRET B - HRERZMEZAHTRERS -
BHEFAHLUIER AR ERREGENCMEGHEBAT » HRUREBEC BRERA
FEIMTERRK » WORBREHBFHECHRBENERDA - EEBZEM
FfE » THEMRR * ESPRIT ZIE¥5RE -

20 T/ ESRPIT I RIRR/SH ESPRIT ZES8S - Eiiis  TiRBETe
8- FRL AEEEE > FLIISEDESREBENRTEERBVHREE B
IL=REERBELRIBBRIL - WRL - EERERIBIIZEATHFNRS -

ut



labels. tags and packaging After a few false starts with fashion photographers,
Cliviero Toscani joined in the effort to make a strong image and he remains today
one of the principle participants in the image making.

Asin all things that start modestly and by amatetirs. progress, growth, expansion and
refinements come in sieps and stages. Experience is gathered onthe job and a process
begins and evolves. Likewise, success leads to more opportunitics and mistakes
lead to improvements and avoidance of repeating past errors, or hopefully so!

What became apparent and is today our fundamental point of departure for all proj-
ects, new products or image campaigns is that of considering the new idea of a
product or procuct line entirely through the mind of the target customer. Since Esprit
as a company is a brand and not a business the principle focus is only on Espritand the
customer base it already has. Years of defining and knowing who the target customer
is. the customer's taste and hahits, as well as knowing the aesthetic, social and per
sonal values of this customer become one and the same with your own values and
taste. Marketing to tastes other than your own, to a group of people with whom you
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must qualify, guantify and survey in order io know them is difficult and, at best, not
very effective. Consequently, we endeavor to design for our own tastes and to find
designers who closely identify with the lifestyle values of cur customers, Our biggest
failures have always been trying to design "over the fence” for a consumer group with
different values. How, you may ask, could we know what's inside their heads if they
view the world significantly different than we do? Could we design products and create
an aura around those products that would appeal to the Altai people of Siberia?
Highly doubtful, simply because their aesthetic reference points are in a different
place. It has always been a great mystery why so many people are mismatched with
their jobs working for firms that produce products that they have no feeling for. This
is an especially acute problem when a designer must design products or an art
director must create an image for an audience they don't intimately understand.

It has long been understood that the psychographic profile of target customers, or
the idea of getting “into™ the head of the customer will lead you to the best under-
standing of what makes the customer respond to product, advertising and services.
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Therefore, a thorough understanding of this profile makes design that much easier.
In the fashion industry where trends of status related products are in a state of constant
flux and evolution the designer must be fast enough to respond to a changing
rmarket place. Without the individual designer changing simultaneously and in sync
with the ever emerging aesthetic, the design problem is nat solved.

Our responsihilities in designing products and creating the context in which these
products are sold is to encourage a consumer to develop style and not to be con-
sumptive for consumption's sake. Unfortunately, today the competition and compul-
sion tor growth forces companies to overpush the market, to create desires and
insecurities that build demand far beyond needs. Obviously, all companies must sell
products but they should not do so at the expense of the customer's value systern.
This is a fine line to follow. By advocating a responsible social and political lfestyle
where the use of clothing and accessories, home products and the like can be
bought and used, the company can temper pure consumption and bring style service
and concrete advice o the consumer.
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Esprit has not founded its success purely on the product nor purely on the image
and context. Itis the blend of these two things. Today as the public grows tired of lifestyle
concepts” it will be a market place of quality, function and time saving that will emerge
Context will still be important and most likely brand identity and credibility will be more
critical than ever before. Our direction will be to design products that use thrift and
efficiency in manufacturing, that will replace expensive and luxurious materials with
the elegance of durable. functional, natural fabrics and materials that will be constructed
simply. but with clever ideas replacing expensive labor Today beauty is seen more
as a result of form following function than its awn imperative of the marketplace.

Can Esprit sustain the vision and success it has had in the first twenty years of itg
life through the second twenty years? This is of course what is asked both within and
outside the company The answer is "ves! if we can build on our principles and cement
firmly in the minds ot all who work with us that we have a true product/context
tradition and a company culture that ensures its sanctity beyond the life span of its
founders. If not, like all things without a solid heritage, it will wither away.
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