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Passion is the key

to EVA JEANBART-
LORENZOTTI’s
pursuit of fine things—
and to her success

in selling them.
BY HOLLY PETERSON

EVA JEANBART-LORENZOTTI doesn’t shop. She collects.
You’ll find her more often in the back of a store, rather than in
the front, getting to know the owners and asking if they can
open up all the drawers. From experience, she’s learned that
that’s where all the piéces de résistance lie. She’s been known to
hunt down a storekeeper in a back alley, as she once did in
Greece when she saw an outrageously beautiful piece of pottery
in the window of a closed-up shop.

Out of this constant search for the uncommon and the extraor-
dinary, Lorenzotti has built a business, Vivre, which caters to peo-
ple who mistakenly believe that they have access to everything

TOWN & COUNTRY

already. Those people open up her thick, glossy catalogue and get
an education in serious luxury. They enter a world of exceptional

~ objets—bracelets, earrings, water goblets, lamps—many collected

from little ateliers all over the world, each dripping with individu-
ality and significance. Like a curator, Lorenzotti has pulled in
shoes, sweaters and bags from her favorite designers and presents
them in outfits together, like little poems on the page.

In a commercialized world where collections whiz by us at
warp speed, it’s hard to understand what style means anymore.
It’s doubly hard for the modern consumer to figure out what she
wants or even what she likes. In their rush to appeal to a larger,
globalized market, brands have become so big and, somewhere in
the process, downright amorphous. As a result, many of us are ex-
periencing product sensory overload. Vivre, both in print and on-
line (vivre.com; see page 155 for more), brings us back to where
we once were: a calmer place where luxury was rare, coveted and
easy to recognize. I recently met with Lorenzotti at her Manhat-
tan home to discuss the state of luxury today.

T&C: Your outfits aren't always expensive, but they are so well consid-
ered. Where did your intensity about your clothes and accessories
come from? Is it about breaking up the monotony of your day, or mak-
ing yourself feel happy and beautiful? You have so many rare pieces
that are utterly exuberant.

EJL: I'm a big believer in a life of collecting. When you go into an
amazing house or see a woman with amazing style, it’s never
something that was done overnight. If you and I went shopping
together, we could be on a mission. And we could totally fail in
that mission, though not because we didn’t have the intention.
But if we’re building a collection, that means a constant search
for your table, your home and your clothes—and that buildup
should be part of your life. It shouldn’t be simply that this jack-
et was a big jacket this year. If you feel you just plain love it,
that’s what makes it special, and it becomes you. And, yes, that
can make you feel happy.
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Truly a woman of the world,
Lorenzotti was born to Swiss-
Canadian parents, raised in
Switzerland and educated in
the United States, and then
married an Italian—a back-
ground that no doubt helped
her develop her global
tastes. J. Mendel pleated
cocktail dress ($3,900), 800-
J-MENDEL. Tony Duquette
cabochon-cut-emerald neck-
lace ($88,950), at Bergdorf
Goodman, NYC, 800-558-
1855. Lorenzotti's own ring.




Are your own clothes linked to your psyche and to your personality?
Yes. What you wear, where you live, everything has something
to do with what you look for in life. I get very excited about the
necklaces in niy' collection. When I wear one, I enjoy wearing
it, and I understand the handiwork that went into it and made
it me. And that’s the big definition of luxury. It reflects my love
of the art of creating something special. It’s not the brand
but the point of view. The craftsmanship, the authenticity, the
passion—all of that, which I think has been lost in translation
somewhere.

Do you believe that luxury goods have become too mass marketed in
our culture?

Yes, yes.

Is that because of the Internet? What happened and where? Can you
pinpoint it?

You can go back ten to fifteen years, when luxury was a smaller
industry, largely mom-and-pop. The more exclusive brands
were born from the original founders, the original craftsmen.
And all of a sudden, the economy changed. People started earn-
ing more. And the brands consolidated. And that consolidation
and that big business meant that they were beginning to distrib-
ute luxury at a mass level. They had to appeal to many more
price points.

How do you explain the pressure the brands are under, now that their
reach is so much greater?

What’s happened is that fashion has spread so much and so far,
and it’s become so big, that it’s changed. The quality’s changed;
the point of view has changed. And, perhaps most important,
the speed at which we, the customers, are expecting change has
changed. The span of time between one collection and the next
has gotten shorter. There is so much pressure on the designers
and artists to produce something new all the time, and it’s get-
ting harder and harder. It’s a much more commercial engine.
You walk into a department store today and there’s a sea of new
fall bags. I can tell you, every brand has an incredible bag, but
it’s hard to see it because there is so much.

What's your favorite bag?

I do have a Saint Laurent bag from five years ago. Blue velvet
with a silver handle. I don’t care that it’s from five years ago. It’s
still a damn great bag.

What makes something survive through time?

If you own a Valentino dress, it will always be beautiful. Every
time you put it on, it will be just as good as the first day. If you
have an incredible Saint Laurent suit, it’s the same thing. Wheth-
er those things sold well that season or not doesn’t matter—what
matters is that the vision came from a real point of view. And
that creates great design. It can be seen in any art form. When
people talk about New York apartment buildings today, they

might say, “It’s a [Rosario] Candela building.” And they are
saying that because he had such a point of view. And that point
of view in design has been able to last through the ages. That
to me is what luxury is all about. But I think it has changed
because people want fast consumption. And their attention
spans are very short.

So if they have short attention spans, what are they seeking?

Most people talk about exclusivity, but exclusivity doesn’t
mean anything. It’s so pretentious, in my mind. All people are
saying is that they want something that’s theirs. It could be
an old Saint Laurent bag; it could be a painting they just
bought. Whatever it is, it’s something that they care about. I
think that’s what people are looking for today. And that’s why
the art market is going through the roof, because art is very
personal. Luxury is that: the storytelling behind a piece and
the craftsmanship.

But what gives a luxurious product zing?

It has to be relevant. And if there’s something I love on eBay,
what’s wrong with that? The problem is that people don’t know
what they want anymore, because there’s just too much. It’s an
overabundance. There isn’t one great bag; there are thirty-five
great bags. And in some sense, they’re all the same.

If you're saying that luxury means that something resonates for us
personally, how do we recognize that?

Do you like it? Do you want to invest in it? Are you going to like
it next year, or is it a one-season item?

And then you have to burn it next year. You know, there are women
who can't figure all this out so well. They don't have the confidence to
figure out the thirty-five-bag moment, to decide which one they actu-
ally like. A lot of women feel they don’t understand style.

I don’t think anybody’s born with style. You're born with affini-
ties. You may be more creative; you may be more artistic. The
biggest thing in life is, you have to experience things to know
what you like—you have to open your eyes, open yourself. When
I go to a dinner party I look at the way the table is set, and then
maybe I will take an idea from it or reinterpret it. There’s noth-
ing wrong with looking. Look at people on the street. If you see
somebody who’s dressed incredibly, look at her. Go with what
you like. Buy what you like. I am absolutely sure that it’s not
that people don’t know what they like but that they are too con-
cerned about buying something that is the “right” thing.

How is your business helping women to find what they love in them-
selves and, in turn, in products and accessories?

What I'm trying to do is give credit to products’ places of origin
and to their inherent interest—to the “why.” Why certain things
are important. Why an artist is inspired. Why a piece is inter-
esting. I want my customers to take the time to focus on that—
take the time to focus on the backstory, on the context, instead
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“You have

to experience
things to

know what

you like—you
have to open
your eyes,
open yourself.”

Through its catalogue and
online operations, Vivre,
Lorenzotti's company, has
become a premier purveyor
of luxury goods, selling

the same kinds of bold and
beautiful designs that

its founder incorporates into
her life. Calvin Klein Collec-
tion silk-crepe bustier

dress (price on request),
212-292-9000. David Webb
black-enamel, coral and
diamond earrings ($26,000),
212-421-3030. Tony Duquette
turquoise, coral, amethyst
and peridot bracelet '
($55,325), at Bergdorf Good-
man, NYC, 800-558-1855.

Hair by Patrick Melville for
the Patrick Melville Salon,
using Redken products.

Makeup by Julie Tussey
for Warren-Tricomi, using
Laura Mercier products.




of just looking at product versus product. People feel so
much pressure to dress a certain way, and we are hoping to
alleviate this pressure by having them try different things
and feel a certain type of confidence. There is a lot of thought
to how our stuff is being presented so that people can trust
themselves again. It’s about appreciation, enjoyment, col-
lecting and finding your passions.

What happens when people buy things they don't actually like?
Very simple: they can’t pull it off. And that’s when it starts to
look bad. You know, those little round-toe shoes were in, but
they just plain don’t suit me. I looked like Minnie Mouse in
them. I think people need to know themselves. They need to
understand it’s okay to make mistakes, but they also need
to forget what the fashion says and realize what looks good
onthem. And I think that’s the beginning.

What is over-the-top in fashion? When do you see a person and
say to yourself, “She went way too far—this is just craziness"?
When there’s no sense to it, when you walk into a house and
you don’t understand what you're walking into. It’s like any-
thing in life; you can have a great meal, but ifit’s too many cours-
es after the Champagne and aperitif, then it’s just too much.
Well, what about taste? Do you think good taste is innate, and how
does one's taste get corrupted?

People’s taste gets corrupted when they forget that their
taste matters, when they forget that their opinions matter.
They believe that things need to be a certain way, and they
don’t at all try to develop what they have and what they like.
Instead, they say, “I'm going to buy this or that furniture or
photography because everybody is doing it,” and they get
sucked in. Maybe there’s a new, huge shiny silver bag right
now. Well, I'm five foot four. Of course I'm going to look ri-
diculous with it. Maybe it looks great when Kate Moss walks
down the catwalk with it, because she’s. got a whole thing go-
ing. Some people can pull it off; some people can’t. But the
only way you're going to be able to pull any bag off is if you
love that bag. And if you walk into a store and you say, “I love
that bag, and I don’t care what I look like,” when you walk
down the street, that’s how it’s going to read. It’s going to
look great on you.

What helps us appreciate a great find?

I think the object is good only when the experience is good.
There’s a sense of excitement when you experience some-
thing wonderful, when you go into a gallery and you meet a
great art expert or a great artist or you are blown away by a
painting. Or you've been to the flea market, and you’ve had
so much fun—then the object you bought has so much more
importance. In that way, I think that the experience and the
object are always tied together. =
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Arik Levy: “He turns ordinary
pieces like bookshelves and
candleholders into works

of art. Innovative and experi-
mental.” Idesign.fr. ¥

Bronze Mistic vase/candleholder
by Arik Levy for Gaia&Gino
($745), gaiaandgino.com.

Jaime Hayon: “His bold,
individual style has been
paramount in the current
trend to transcend the
borders between art and
design.” hayonstudio.com.
Paola Navone: “I like her mod-
ern approach to old-world

pieces for the home, especially
her dinnerware and furniture.” '

conranusa.com.V

Navone's New Baroque cup and
saucer ($72), conranusa.com.

: Tom Dixon: “An amazing

- avant-garde designer with an
- incredible story. Heisa
self-taught designer-creator
- who does everything from
sculpture to upholstery.”

. tomdixon.net.

Marc Newson: “Designs beauti-
. ful furniture, interiors and

© objects with smooth, flowing
lines and an absence of sharp

: edges. Simply stunning.”

: marec-newson.com.

Michael Anastassiedes: “I

- gravitate to things that
animate interior space, and

- Tlike Michael’s amusing

© way with products. There

is a certain magic to his

: touch.” www.michaelanastas
© siedes.com.

Marcel Wanders: “Great sense of
- humor and approach to prod-
uct.” marcelwanders.com. ¥

Wanders's knotted-rope
chair ($2,962), at Cappellini,
NYC, 212-620-7953.

© Piet Hein Eek: “He is eco-
logically conscious in

: creating Minimalist pieces
* of precise craftsmanship.”
pletheineek.nl.



