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It’s coming up to your three-year anniversary as Artistic Director of Victorinox, what changes have you implemented in that time? 

My three years with Victorinox have gone by so fast. In that time I’d like to think that I have added a consistency to the brand through the apparel collections; also ones that have gone from strength to strength.  This AW 15 sees our first Limited Edition collection: a four-piece outerwear assortment that has introduced hand stitched leather for the first time.  Manufactured in Europe, this is a strong achievement for the brand.

You’ve been working with Victorinox since 2011, how did that relationship develop?  

Working with Victorinox has been a natural and rewarding experience for me.  What began as a capsule collection has evolved into a collaborative partnership that has allowed me to become more involved throughout the whole design process for apparel but also broaden my role to work closer with the other Victorinox divisions. 

Can you talk us through the SS 2016 collection?

The design inspiration derives from the concept of the RANGER: an embodiment of adventure and adaptability. The collection focuses around the constant duality of navigating both the urban rush and the rural excursions to give a high level of versatility as well as wearability. 

You’re known for your ethical awareness, as is Victorinox. Is this a starting point for you when it comes to design?

When I first started to work with Victorinox and I went to the knife factory in Ibach, Switzerland, I was really impressed by the ethical approach Victorinox had to its products and this really resonated with my own beliefs. We’re constantly looking for fabrics, processes and partners who can help improve our sustainable approach. 

Victorinox has a rich heritage and archive – that must be a brilliant source of inspiration? 

Undoubtedly, and it’s something that I still look to today.  Whether it is up-cycling Swiss Military blankets into Raeburn bags or looking to prints for future seasons.  

What do you think you have brought to the table at Victorinox and what have you gained from the experience in return?

I’d like to think that there’s a lot that I’ve brought from my own business to Victorinox; the hard lessons of a start-up company can be very useful! Above everything I’ve tried to bring more soul to the work that we’re doing with the Apparel Division – more depth, quality and stories to our products. In terms of my learning in return; it’s been really fruitful getting to know a truly global company. 

You continue to work on your own label as well – what is the focus there? 

I’m excited about how our “Remade” concept could develop and how this could translate into other areas like product design, furniture or even architecture. 

You were the first designer to receive NEWGEN sponsorship at London Fashion Week for both men’s and women’s collections in the same season. Do you think London is a particularly good city for young designers?

Absolutely – London has long been known as a centre of creativity and there are a lot of support networks like the British Fashion Council and Centre for Fashion Enterprise, which really help to support designers and ultimately channel that creativity and help to bring a commercial edge in order to grow businesses. 

