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‘ ‘ “The fall collection is inspired by Bonnie & Clyde and The Great
Gatsby. Waistlines have changed so dramatically in the past year
— everything’s coming up, everythlng s getting tucked in, a b1t more
tallored and a little cleaned up. — Jenna Lyons of J.Crew

“That goes back to the »
idea of Bonnie & Clyde,
of that feeling of more
of a vintage utility
satchel, but making it
in a really great colour.
It’s that contrast of two
things — the idea of
working almost a mens-
wear piece that might
originally have been
made in oilskin, but
feminized, made a little

FIVE LOOKS
FOR FALL

ny?
bright, bright colour.”

P < “Any time we build a collection,
we're always looking for that oppos-

“This is the idea of the ite. For this we had vintage pictures

ultimate contrast. Leopard,

Wm':.isuxybut‘;re”dwgys gwplwe;zmmmmny
ﬁhmbﬁm:dm:wp- Jjust like our jewel tones in the col-
slightly more conservative lection. And also that lapis blue felt
4 like the right thing to complement
ch. I'm not a huge fan the camel looks.”
of sexy plus sexy plus sexy -
— Idon’t think that’s very

the ultimate irony — a total
menswear brogue in a com-
pletely iconically sexy pat-
tern. That's the wit of it.”

>
“The Café Capri comes in
tan but also blue and pink,
and I'm surprised at how
many people seem to be
converted to colour asa
neutral. We weren't sure,
but they're selling out!”

What would Jenna do?

The J.Crew creative director’s personal style is reflected in the brand’s
eye-popping fall collection as it launches a new Canadian store and website

‘When the venerable American retailer J.Crew was born as a cata-
logue business in 1983, it was an ultra-preppy brand. Who could have
imagined their signature look would evolve to include both madras
stripe and saucy leopard print? Jenna Lyons started as an assistant

designer in 1990, and as she
ident and tiv v

to become the
J.Crew’s ti

's pres-

grew

accordingly. The opening of the retailer’s first Canadian store in Toronto
on Thursday (with more stores to come in key cities across Canada)

basic, and

again,
it's not dappled sequins. It's

>-
“It’s the idea of this iconic
... the variations
on it. It feels a little boy
because it’s a T-shirt, then
the sequins make it feel a
little bit more girl — but
in that solid colour so

Jjust boom, one colour.”

love. This seems to be a time, not just
at J.Crew, but places like Net-a-Porter,
s 7T : 4

‘more into creating editorial for their

customers.

A Ithink there is a need to make
things feel a little more intimate and
exciting and people are looking for
alevel of integrity, and a different

coincides with the launch of anew Canadian catalogue and website. level of mmbi:es::mngmb Fo;ed
B 2l Ad ran
Lyons and her ed pers 1 style were in i bring- products that we buy ke Sperry,
ing gt hesith o Zacan Alden Shoes and Lulu Frost jewellery.
sequined peucﬂsldnpaimdwlth gauzy Breton-stripe sweater. Nmm]ie One of the things of having that cur-
Atkinson sat down with Lyons to talk value, colour and feathers. ated element and things feeling a bit
more, to your point, editorialized is
Q Styling plays an important rolein  ing you a way to wear it that you that it's not all about us. It's aboat our
the brand, both in merchandising the  hadn’t thought of, that moment of T point of view on all kinds of things. I
store and in the catalogue. already own that sweater, maybe 'l think people want that — most people
A And there’s a lot of personalization  buy those pants! Or, oh gosh, you'd don't have the time to really shop and
here [in Canada], which Ilove. That forgotten about a piece and pull it find things on their own, sobeing
works really well for us because so out and wear it a different way. That’s  able to have something curated for
much of what we do is about that, soimportant — that people feel that ~ someone well, nine times out of 10
making things your own. We try to they're getting value and qualityout  you're interested in the same things
show a similar item in many dif- of something and not just style. I your friends are interested in. That's
ferent ways. One of the nice things think everyone works really hard — how it works, right? So if you like the
about having a catalogue is that every ~ we know what it means to part with _group of people who are making the
month we're able to show maybe your cash and want you to feel good clothes, chances are very good that
the same sweater but completely about what you've bought. And also you're going to like some of the other
differently. One month it might be that there’s a quality of timelessness things we're looking at, whether it's
with little shorts and ballet flatsand ~ so that you're not shelving it three the best lipstick we think is out there
really casual, the next a pencil skirt, months later and feeling just, ugh. or the right nail polish, the book, the
more jewellery and more tailored, Q Since 2008, there’s been amonthly ~ sunscreen, the perfume or the record.
and the next might be withaslouchy feature called Jenna's Picks, singling Q The approach to women's collabor-
men’s trouser. We also might be giv- out non~J.Crew products that you ations seems a bit different from the

mens heritage brands like Red Wing
or Thomas Mason.

A There’s also for us, I think, a gener-
osity of spirit to talk about somebody
‘who's mybe ayoung and unknown

and give them

ure that maybe theydidn‘thave. That
is importantto us, the idea of being
generous, supporting thosewho ~ ~
don't have the same voice, audience
and exposure that we do. We mail
three million catalogues a month so
there’s a lot of people who get to see
your name if you're on a page! And
that's a nice thing to be able to do.

Q On the runways and in designer
fashion, colour is the new neutral.
J.Crew went heavy on colour this fall,
too. How do you know when the core
customer is ready for that trend, to
make fuchsia pants the new basic?

A When we think about it too much,
1 think we stumble. We do what we
think is right and there is a pulse
that we feel inside the office. Do I :
think that [customers] were as ready :
for the fuchsia pant and the blueor ~ :
red pant as we thought? They were  :
actually so ready for it that we don’t "'
have any more stock in it, whichis =
kind of a bummer! I think we can H
under-estimate in some cases what
the customer is ready for.
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