FEATURE

FASHION IN FILM

Fashion films and festivals are popping up worldwide, but they are not just for the amusement of fashionistas and cineastes; they are also a powerful marketing and networking tool.

Michaela Schmidinger

Fashion Film Festivals (FFF) are often organized to coincide with fashion weeks when the world’s most influential pro-fashionals are in town. The third annual Berlin Fashion Film Festival took place in July, showing over 700 films, and Milan’s first ever fashion film festival, which will present 150 films including 70 from designer brands, is set to take place in mid-September. This event aims to offer designers, film makers, artists and up-and-coming talents a new space where they can come together, explore different forms of communication, and network with fellow industry professionals. The National Chamber for Italian Fashion has agreed to sponsor the event as, according to its CEO Janet Reeve, “fashion films reflect the increasingly important role digital images play in our society.”
North America’s La Jolla Int. FFF, which also features seminars and discussion panels, is considered a global marketplace for fashion films. The British Council provided over 100 British fashion films from the past 75 years for the Dressing the Screen: The Rise of Fashion Film exhibition which has already toured ten countries worldwide, including Russia and China. One of the pioneers of fashion in film is Nick Knight whose ShowStudio in London has been a platform for innovative, digital projects since it opened in 2000. A number of fashion heavyweights have showcased work here, including Rick Owens and Alexander McQueen. Karl Lagerfeld is also currently filming a five-part mini-series on the history of fashion house Chanel (two episodes, “Once upon a Time” and “The Return”, have been released and can be seen on the brand’s website).
Since premiering in 2008, video journalist Diane Pernet’s A Shaded View on Fashion Film project, which examines fashion, style and beauty, has toured the globe. Robb Young, International PR for ASVOFF, states: “Since most fashion films are short films, the commercial dimension is not generally through ticket sales like a feature film that people watch at the cinema. Business models are still being developed on how to monetize fashion films. But certainly they're changing how fashion brands are marketed, sold and branded. Their commercial value is either in their ability to entertain consumers or to sell the brand’s clothing that is featured in the film as part of the storytelling aspect. That's their real power.”
In summary, fashion films are seen as an important inspirational source for developing a label’s commercials or a key way to entertain retail shoppers. On the following websites you can find contact information for related organizations, as well as access free downloads or order paid copies of fashion films:
http://berlinfashionfilmfestival.net
www.fffmilano.com
www.ljfff.com
www.britishcouncil.org
http://showstudio.com
www.asvoff.com
