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show
October 15, 2018

Art by Maurizion Cattelan for Gucci's "The Artis t is Pres ent." Image courtes y of the artis t
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Italian fashion house Gucci is investigating the art of copying in an exhibit that mirrors a project from the past.

T he brand is working with Italian artist Maurizio Cattelan to stage “T he Artist is Present,” a show based around a
Marina Abramović exhibit from 2010 of the same name. T hrough the conceptual gallery, Gucci is attempting to bring
to light the relationship between the original and the replica, including the role copies play in extending the longevity
of their inspiration.
"T he partnership represents a fresh approach to help define Gucci in a way that allows the brand to communicate its
essence to a worldwide, multi-cultural audience," said Fred Reffsin, president of Brandgrowth, a New York-based
brand strategy firm. "T here has long been a feeling that some of the great artists of the 20th and 21st centuries were
first and foremost fashion designers."
Mr. Reffsin is not affiliated with Gucci, but agreed to comment as an industry expert. Gucci was reached for
comment.
Art of imitation
Mr. Cattelan is known for his humorous take on art. He is the cofounder of T oiletpaper magazine, which frequently
works with luxury brands including Kenzo and Galeries Lafayette on quirky campaigns.
Now, he is bringing his satirical slant to Gucci, working to curate an exhibit based around the media campaign for
Ms. Abramović’s show.
T he Artist is Present was originally a performance piece on view at the Museum of Modern Art in New York. During
the course of the show, more than 1,000 visitors took turns sitting across a table from a silent Ms. Abramović.
T aking reference from this piece, Gucci is now staging its own version of T he Artist is Present in Shanghai’s Yuz
Museum. Including work from more than 30 global artists, the exhibit investigates how copies can actually help to
preserve an original.

Among the pieces in the world of replication is an installation depicting the iconic Hollywood sign.

Mr. Cattelan replicated the Hollywood Sign for the exhibit. Image courtesy of Gucci
Other pieces on view include a recreation of Michelangelo's Sistine Chapel and a Gucci Sylvie handbag constructed
of Legos.
A catalog for the show, dubbed “T he New Work T imes,” is based on the design of T he Gray Lady. In a newspaper
format, articles from writers, artists and scientists explore the theme of copying.
Retaining an authentic newspaper feeling, the catalog will be housed in media vending machines at the museum
throughout the length of the exhibit.

Gucci's New Work T imes. Image credit: Gucci
Gucci is aiming for the show to take on a broader cultural conversation beyond the exhibit. As such, it has launched
a global marketing effort around the show.
ArtWalls in cities including Shanghai, Milan, New York, London and Hong Kong are drawing attention to the project.
Ahead the show's Oct. 11 opening, Gucci filmed Mr. Cattelan in Shanghai as he underwent a visual journey (see
story).
"On one hand the theory of copying may help extend a brand’s message, story and lifecycle by 'borrowing' familiar
designs, logos, fonts and layouts, building on the consumer’s subconscious link to the familiar," Mr. Reffsin said.
"On the other hand, it is baffling that in an industry where fakes, copycats and the hijacking of designs and logos is
rampant—and historically a real challenge to brands like Gucci—that a brand would celebrate the concept of
copying.
"Of course, when you intellectualize what they are doing the approach appears avant-garde," he said. "Unfortunately,
advertising, PR and events do not come with instructions or subtitles."

View t his post on Inst agram

In a video by @yuriancarani, #TheArt ist IsPresent unfolds.
Curat ed by @mauriziocat t elan, t he show explores how
originalit y can be reached t hrough t he act of repet it ion, and
how originals t hemselves can be preserved t hrough copies. It
consist s in a physical immersion in t he reign of imit at ion, a
land where t he core values t hat used t o ident ify wit h an
art work in t he West ern world, such as originalit y, int ent ion,
expression, and aut horship, are dismant led. The exhibit will
run unt il December 16 at t he Yuz Museum in Shanghai.
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Instagram post from Gucci
T he Artist is present will run through Dec. 16.
Form of flattery
Gucci has found itself the subject of copying disputes. T he brand made amends with Harlem, NY-based designer
Daniel “Dapper Dan” Day by supporting the tailor’s work and casting him in a global menswear campaign.
Gucci recently was accused of copying Mr. Day’s bomber jacket with puffed sleeves and Louis Vuitton’s monogram
designed for Olympian Diane Dixon. When the Internet caught wind of the design, Gucci creative director
Alessandro Michele had to explain that he was not ripping off Mr. Day, but rather paying homage to his design (see
story).
T he label also tends to favor an artistic approach for marketing. Gucci is emphasizing its beauty division with a
dedicated Instagram, after largely keeping its makeup line off social media in recent history.
As brands started to recognize the massive potential of Instagram in the beauty sector, Gucci has launched a special
page only for its beauty brand. T he @GucciBeauty account debuted this week with an original start, spotlighting
important works of art to exhibit Gucci’s creative director’s unique idea of beauty (see story).
"T rue luxury is all about creating beautiful items with timeless appeal," Mr. Reffsin said. "T hese designs, when done
well, inspire discourse and further the evolution of our culture.
"However, the impact of designers like Chanel, Dior and Armani creating art is very different from brands
borrowing from art," he said. "When done well, it can make a significant contribution to brand-building and
storytelling.
"When there is a disconnect, there is the risk of it being perceived as nothing more than borrowed interest."
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