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INTRODUCTION









FROM PARIS TO THE WORLD


The Celine we know today is worlds apart from the brand Céline Vipiana launched in 1945. But throughout its many iterations and multiple creative directors, Celine has remained true to a singular vision: luxe sportswear with a Parisian sensibility. It’s never too fussy or overdressed, but rather finds inspiration in the everyday lives of its customers, so that they may live comfortably in Celine’s pieces.


A small shop grown into a global ready-to-wear and accessories empire, Celine’s evolution is paved in contemporary elegance with a strong focus on serving modern women’s needs. It’s a mission that its past creative directors, from the Vipianas and Michael Kors to the Phoebe Philo phenomenon and Hedi Slimane’s stewardship, have heralded throughout its history. And its iconic double-C logo, bridged with its nod to Paris’s Arc de Triomphe, reminds its wearers of the brand’s roots.


Cemented in the land of haute couture, Celine’s long-standing emphasis on everyday fashion is a testament to why the brand captured a global audience. As former creative director Michael Kors once said: “Celine has an amazing history of luxury and quality and a very French sort of indulgence.” It’s an example of the fact that, while many brands look to the avant-garde and the fantastic to make a statement, good clothes will always find a way to shine through the noise. After all, it’s the everyday icons – the well-made double-breasted coat, the carry-all bag you can’t stop wearing, the chic dress that goes from day to night – that truly make our wardrobes complete. Few brands can do that as well as Celine.
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Celine’s most recent era was shaped by Hedi Slimane’s vision of youth culture.
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Throughout the decades, Celine’s branding has been reshaped by its creative directors, as evidenced on this advertisement for the brand in France.
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Meghan, Duchess of Sussex, wearing Celine in 2022.
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Models showcase Celine’s A/W 2008 collection at Paris Fashion Week.





This book is a view into the creatives, items and symbols that made Celine the quintessential Parisian brand known globally today, with its focus on transforming everyday style into a major fashion moment. From its early days as a children’s shoe shop to the global phenomenon of Phoebe Philo’s tenure and Hedi Slimane’s modern take on bourgeois fashion, Celine’s 80-year history (with and without an accent) is filled with twists and turns that have infused the brand with modern DNA, making it one of fashion’s most iconic labels.


By exploring Celine’s history, it becomes clear why it continues to be such a force in the international fashion landscape. People today may associate Celine more with logo-heavy accessories and rock-edge clothing. But it’s in the nook and crannies of its history – the complicated exit of one of its most revered creative directors, or the iconic campaigns that threw the internet into a frenzy, and the controversial aesthetic choices that transformed its most recent era – that truly tell a complete story of the evolution of Celine.


Next time you walk by a Celine store, look closer. The story is all there.
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Celine’s handbag and accessories categories are some of the brand’s biggest assets.
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Models wear Celine’s S/S 2018 collection at Paris Fashion Week.















THE ORIGINAL CELINE









A LABEL DEFINES ITS HERITAGE


Today, Celine is synonymous with Parisian style, a certain blasé chicness that has captivated shoppers for 80 years. But its journey to becoming one of the world’s most well-known fashion brands, celebrated for its iconic double-C logo and sophisticated leather goods, did not start with high fashion in mind.


First launched in 1945 by Céline and Richard Vipiana, Celine was a made-to-measure children’s shoe shop. An initial boutique was opened on 52 Rue de Malte in Paris’s 11th arrondissement. While today it’s recognized by its double-C logo, back then, the Vipianas chose a more whimsical emblem: a red elephant designed by cartoonist Raymond Peynet, who was known in France for his illustration “Les Amoureux” that depicted two young lovers. By 1948, the brand had already expanded to three other stores in Paris.


But it would take nearly two more decades for Celine to transform from children’s footwear to women’s ready-to-wear, heavily focused on serving the bourgeois women of Paris. By the 1960s, the Vipianas had expanded the label to leather accessories, including bags, gloves and belts, as well as women’s footwear, establishing a reputation for fine craftsmanship. The Vipianas also launched a Celine fragrance, called “Vent Fou”. In 1967, the brand released its initial ready-to-wear line, described as “couture sportswear”.
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Celine quickly became a favourite of American socialites and sponsored benefits. Here, guests attend a Celine fundraising Gala in 1995.





The collection was a hit and, over the next two decades, Celine developed a steady business for women’s fashion and accessories, focusing on everyday wardrobe essentials and finely crafted accessories. The brand also transformed its logo from a red elephant to a simple typography emblem that also featured a horse and carriage over the word “Celine”, embedding an equestrian feel to the label. Advertisements from the era show impeccably dressed women in items like white turtlenecks, plaid skirts and horse-bit belts. By the 1970s, the brand launched its most iconic logo – the Triomphe.


The 1980s were a pivotal decade for Celine. Its signature designs had reached beyond Paris, securing customers in other markets such as Japan and the United States.


The American capital proved to be a booming settlement for Celine. In the early 1980s, the Vipianas opened a boutique there to serve a “very affluent society and a city of widely traveled people and many foreigners and diplomats”, as the boutique’s then-owner Catherine Trevor told The New York Times back then. In November 1984, Céline Vipiana welcomed a group of Washington residents to the French Embassy to show her latest collection at a charity event in benefit of the Juvenile Diabetes Research Foundation International. Asked about why she opened the boutique in Washington, Vipiana said, “because all the big bosses are here”. Vipiana appeared to have made some big connections in town, as she was later invited to a state dinner at the White House for His Royal Highness, the Grand Duke Jean of Luxembourg.
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This classic Celine sporting look was showcased in 1975.







[image: ]


During the 1980s, Celine evolved its look to meet the times. Yet, it retained some of its signature elements, including gold buttons and sleek silhouettes.
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More recent creative directors were heavily influenced by the brand’s early years, as evidenced by this 2015 ad campaign from Phoebe Philo’s tenure.





Celine’s success caught the attention of Bernard Arnault, the owner of French luxury conglomerate LVMH, and in 1987, he bought a stake in the company with the approval of the Vipiana family. By 1996, LVMH acquired the company in a deal valued at $540 million.


A year later, Céline Vipiana – the brand’s matriarch and design visionary – died, leaving behind a 40-year legacy at Celine. With her small but mighty empire of boutiques and dedication to craftsmanship and everyday elegance, Vipiana cemented a fashion brand that is still thought of today as one of the only labels that knows how to dress women.
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