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Ferragamo reflects on silver screen
legacy with flagship reopening
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By FORREST  CARDAMENIS

Italian apparel and accessories label Salvatore Ferragamo is reestablishing its ties to
Hollywood with a flagship reopening and its "100 Years, 100 Days" campaign.

The brand’s ties to Hollywood even predate its founding, as Salvatore Ferragamo first
found success designing shoes for silent screen stars in the 1910s and 1920s before
returning to Italy and starting what has grown today into the Ferragamo brand. The
campaign, which parallels Mr. Ferragamo’s path with Hollywood’s and the
boutique's reopening, marked by a star-studded celebration and cocktail party, displays
the brand’s ties to Hollywood, home to countless fashion icons of past and present.

"Ferragamo continues to be one of the favorite brands for modern day actors,"
said Thomaï Serdari, Ph.D., founder of PIQLuxury and adjunct professor of luxury
marketing at New York University, New York. 

"The relationship that started with the original shoe designs produced exclusively for
some of the iconic personalities in Hollywood has grown stronger today because of the
company's shift to fashion," she said. "In contemporary culture, celebrities adopt the
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brand as one that combines high quality Italian design, contemporary ease and
Hollywood glamour."

Ms. Serdari is  not affiliated with Ferragamo, but agreed to comment as an industry expert.

Ferragamo did not respond by press deadline.

Celluloid heroes
The Sept. 9 cocktail event marking the reopening of the Rodeo Drive flagship was
attended by a range of Los Angeles celebrities, from current screen stars like Armie
Hammer and Demi Moore to next-generation talent like Sasha Spielberg and Ireland
Baldwin, as well as stylists, tastemakers and athletes.

Salvatore Ferragamo outfits Italian actress Sophia Loren

The store was designed by William Sofield, who drew upon the same Art Deco that Mr.
Ferragamo was inspired by when designing shoes for Mae West, Audrey Hepburn, Cecil
B. Demille and Joan Crawford. At the time, Art Deco was a major influence on
Hollywood, arriving with a wave of German émigrés seeking work in Hollywood away
from Nazi Germany.

For the 100 Years, 100 Days campaign, a new photo will be posted everyday to a microsite
to commemorate the 100th anniversary of Mr. Ferragamo’s arrival in Hollywood.
Accompanying the photos are quotes from Mr. Ferragamo himself; together, the page will
explicate the parallels between Hollywood and Salvatore Ferragamo and depict their
mutual influence.

http://ferragamo.com


Salvatore Ferragamo flagship store

The first five days consisted of photos of the Hollywood area, with more recent photos
and their descriptions unveiling the city and cinema’s influence on Hollywood and the
subsequent spotlight thrust onto Ferragamo's shoes.

These photos also allow consumers to “get the look,” taking them to the Icons special
collection page on the brand’s main Web site. Consumers also have the option of sharing
the photos on Facebook and Twitter.
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100 Years, 100 Days day 1 photograph, Art Deco on 5th and South Hill St

Accordingly, Ferragamo is encouraging consumers to join the celebration by using the
hashtags #100Years100Days and #FerragamoHollywood. The highly visual nature of the
campaign, combined with aspects of history and arts and entertainment may enrapture a
large social media audience and create buzz for the collection and flagship reopening.

"Today, because of social media, which are otherwise powerful marketing tools, our
attention span gets shorter and shorter," Ms. Serdari said. "It is  much more appealing to get
someone's attention with a very short and well edited film and do that several times over
a long period of time rather than invest in long films that no one has the time to watch.

"Short and sweet is much more exciting and can motivate the customer to come back to
have another break and watch yet another short bite," she said. "Why not shop a little bit as
well?"

[video width="420" height="236" mp4="https://www.luxurydaily.com/wp-
content/uploads/2015/09/Ferragamo-video.mp4"][/video]

Salvatore Ferragamo icons video

The campaign is also promoted on social media with a brief video featuring old voice
recordings from Mr. Ferragamo himself. The swelling strings, black-and-white footage,
flashing cameras and superimposed images give the feel of old-Hollywood.

"In 14 short seconds one is drawn into the pulsating crowd of paparazzi and celebrities,
the energy of which is communicated through the flashing lights and sounds of the
cameras," Ms. Serdari said. "It all develops through Ferragamo's own penetrating gaze. He
went, he saw, he conquered. Today, the brand stands where he once stood."

Luxury cinephilia
Salvatore Ferragamo has recently taken other steps to remind consumers of its  storied
legacy, including the opening of a museum.

Not only does the Ferragamo Museo inspire consumer aspiration, it also establishes
continuity of tradition among employees, according to two brand executives at the Condé
Nast International Luxury Conference April 23.

Salvatore Ferragamo was a prolific creative mind, leaving behind thousands of archived
items that compose the bulk of his eponymous museum. When training new employees,
visiting the museum is oftentimes the best way to impart the spirit of the brand (see story).

Other brands have also taken advantage of movies to brand themselves and sell products.

Since January 2011, Prada-owned Miu Miu has commissioned a series of “Women’s
Tales” films.

The brand explored the mystical powers clothing holds through its latest Women’s Tales
commissioned film earlier this month.
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“Les 3 Boutons” tells the story of Jasmine, a 14-year-old girl whose chance encounter with
a surprise parcel containing a gigantic ball gown leads her on a surreal adventure through
an ordinary town. This film speaks to the transformative possibilities of a single small
detail of apparel that stretches beyond style, a fitting message for the fashion label to align
itself with (see story).

"The branding of this marketing campaign is on target and very effective," Ms. Serdari
said. "It truly connects Ferragamo, the contemporary fashion brand, with the legend of
Ferragamo, the person, and his ascent to fame thanks to his very glamorous clients.

"The power of that original relationship resonates with images of opulence, luxury and art
deco decadence as most of us associate these ideas with the early days of Hollywood,"
she said.

"Today, our aesthetic and that of Hollywood may be very different but Ferragamo's
branding speaks of the essence of the relationship rather than the specific physical traits
that allowed the Ferragamo product to become timeless and classic."

Final Take
Forrest Cardamenis, editorial assistant on Luxury Daily, New York
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