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By FORREST  CARDAMENIS

British department store chain Harvey Nichols is gifting British Vogue another piece of history to accompany the
publication's 100th birthday.

The retailer has created a special advertising campaign for the magazine's centenary issue, featuring an
appropriately themed first for the magazine. The campaign's originality and Harvey Nichols' starring role on the
notable anniversary will likely appeal to readers more than a traditional advertising campaign would.

"The Harvey Nichols campaign 'Celebrating Vogue 100' presents fashion and how it has changed from 100 years
ago to now," Kimmie Smith, co-founder/creative director of Accessory2 and co-founder/style director of Athleisure
Mag. "It marks a place in time and how the publication as well as the store have lent their voices during this period in
time.

"By sharing this information, consumers feel that both of these brands will continue to leave their mark over ongoing
centuries."

Ms. Smith is not associated with Harvey Nichols, but agreed to comment as an industry expert.

Harvey Nichols could not comment by press deadline.

100 years
While its American counterpart was founded in 1892, British Vogue is celebrating its 100th birthday with its
upcoming June issue, available on newsstands from May 5. Harvey Nichols has put together a campaign with model
Marjorie "Bo" Gilbert, the first centenarian model to grace the glossy's pages.

For her shoot, Ms. Gilbert wears Valentino glasses, a Dries Van Noten coat, Victoria Beckham top, trousers by The
Row and a Lanvin necklace. It is  her first campaign shoot.

"Placing a 100-year-old model brings a diverse age demographic from those that are within the model's age range as
well as those that are interested in brands that are truly inclusive," Ms. Smith said. "Beyond age, those who love
thinking outside of the box can see that Harvey Nichols is a destination that will speak to an array of voices that are
looking to find the ultimate in fashion's finds."

Photographed by Phil Poynter, the campaign is exclusive to the issue. However, an accompanying film documenting
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Ms. Gilbert's relationship with Vogue has been shared online.

The campaign, including the documentary, is  intended not only to commemorate Ms. Gilbert's shoot and 100 years
of British Vogue, but also as an ode to the timelessness of good style and to fashion's development.

Harvey Nichol's two-minute film begins with scenes from a set for a shoot and an introductory title card telling the
viewer that the typical age range for a fashion model is 16-25. The next cut is to Ms. Gilbert, introduced as "Bo
Gilbert, 100."

Ms. Gilbert explains how despite her age, she continues to ensure that she is dressed up, even if she is not going out.
She looks through old photographs, discussing the changing fashions, from the hats when she was young to
women's trouser suits in the 1950s.

As she talks in voiceover, Ms. Gilbert is  led to her photo shoot and a few moments from the session are seen. As Ms.
Gilbert is  handed a photo, she exclaims with delight, "It's  so pretty, isn't it!"

At the end the magazine is shown lying down on a table, opened to her full-page shoot as text tells the viewer that Ms.
Gilbert is  the first 100-year-old model to appear in the magazine.

Harvey Nichols Celebrates Vogue at 100

"We devised a campaign that reflected the playful attitude Harvey Nichols is famous for, celebrating both the 100th
Anniversary of British Vogue and also style in its entirety," said Shadi Halliwell, creative and marketing director at
Harvey Nichols, in a statement given to British Vogue. "It was a privilege to work with Bo, she is a fabulous,
independent lady who epitomizes timeless style."

Given Vogue's status in the fashion world, Harvey Nichols will likely garner lots of excitement for being the brand
chosen to commemorate its 100th anniversary.

Additionally, the novelty and sentiment of the campaign is likely to strike a chord with readers, making them
remember the brand. Vogue's readership encompasses more than the affluent, allowing Harvey Nichols to make a
lasting impression on consumers who may not have shopped there before.

Elderly, not old
Previous Harvey Nichols campaigns have achieved a similar mix of playfulness and sentiment that tends to
resonate with consumers.

For example, over the 2015 holiday season Harvey Nichols used its expertise to protect consumers from a new
holiday-induced malady.

The retailer coined the term #GiftFace to refer to the forced smile put on when a gift recipient has to feign
enthusiasm for an unexciting present and has illustrated the condition with a series of comic social posts. As the
holidays approached, retailers sought creative, amusing ways to highlight their gift guides that go beyond a simple
listing (see story).

Similar to its latest model, age has not slowed Vogue down one bit.

This year, British Vogue's March edition was the biggest in the publication's history, with 27 more advertising pages
than the previous year.

The larger book saw the addition of advertisers who have never run campaigns in March before, including the Apple
Watch, Marni and Marc Jacobs Beauty. The Cond Nast fashion and lifestyle publication is partially attributing its
success this year to the timing of its  centennial celebration (see story).

"Vogue is the standard in what is in fashion, progressive as well as serving as the baseline for what is classic," Ms.
Smith said. "People come to this publication (regardless of the geographic editions) to see what is being presented
and how it continues to change style's landscape.

"More importantly, for heritage brands, seeing how they continue to evolve to change with the times, there is no
better place to share these changes with a wide audience."
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