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HOSTING AN EVENT DURING New York's Fashion Week is
tricky. There's fierce competition for the A-list at the countless parties,
film premieres, pop-ups and press conferences held before and after
the runway shows. The crowd is tough. Guests are experienced and
aften jaded event-goers, and more eritical than the average invitee,
either because they're professional critics (as in the press), or because
they think they've seen it all before. So when Old Navy wanted to use
Fashion Week as the launching point for its brand refresh, the stakes
were bigger than if they had just been trying to lure the right editors
and industry names to a party promoting the new spring line. The
event had to have a “wow” factor, but it also had to set the stage—
literally—for a whole new direction for the company.

REPOSITIONING THE BRAND

Old Navy Vice President of Marketing Michael Cape was skewing the

demographic younger, to uppg_-a] to 20-28 year olds, passionate and
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shrewd fashion buyers who are influenced heavily by TV, viral
marketing, and brand names. He wrned to EventQuest, a company he'd
used often during his tenure at JC Penney, another brand in transition
whose “hipness” quotient had gotten an exponential boost from his
Vision.

EventQuést President Mark Veeder had multiple objectives for the
New Old Navy event: to introduce the new brand direction, then
preview the new collection: to interest fashion editors and Wall Street
analysts in the marketing shift (Old Navy is a division of The Gap,
traded on the New York Stock Exchange); and o debur a sexy new
advertising campaign. In the end, the event ended up being an exclusive,
visually intriguing party combined with an interactive press conference,

QUTFITTING THE SITE
The venue was key, partly because it had to convey a hip attitude, but
also because it had o support a series of concurrent multimedia
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displays. EyeBeam Studio was chosen not just for its rendy Chelsea
location, but because of the simplicity of the floor plan, essentially an
11,000-square-foot rectangle of column-free space, with 16-foor
ceilings that give it a lofi-like feel—a typical vanilla box. “We were
looking for an empty space we could make our own,” said Veeder.
“We prefer not to do things in a location that already has a
personality. For Old Navy, we wanted to be able to stage several visual
tableaux. We needed a space where we could offer a wotal immersion
in the new brand—its acsthetic, its encrgy, and its personality.”

Immersion in this case meant considering every sense—visual,
mactile, aural, even self. *“We created this entire conceit of exclusivity,”
said Veeder, The invitation referred to a celebration of the “New Old
Navy," but the subtext of the event was that the invitees were “ON—
capital O, capital N—the list.”

It was a clever double entendre. In the literal sense, the idea was o
convey that invitees were cool enough to be welcomed past the velvet
ropes of an exclusive dub. The letters ON are also the initials for the

brand.

The entryway featured a series of
menitors that appeared to the
attendees a5 a continuous band
displaying branding elements.
Ancther large wall plasma screen
displayed a moving video piece using
the guest list, and imditees were able
to see who was on the list as they
walked through.

MULTIMEDIA MESSAGING

The brand messaging began as soon as guests got out of their taxis
and limos: there were giant outdoor projections of Old Navy models
on the building’s exterior. The red carpet (actually indigo, the Old
Navy logo color) led guests to the entrance of the same kind of fabric
tunnel that's used to shield celebrities from the paparazsi. The Old
Navy unnel'was white, the other color in the brand 1D, and designed
to deliver an experience that impressed guests from the start.

The wnnel’s interior walls were made into a projection surface.
Flat-screen monitors, with barely 1/8 inch of space between them,
showed a loop of graphics and words that gave the impression of
moving along with the guests as they walked towards the entrance 1o
the room. The audio included a custom mix of music, overdubbed
with voices whispering, “you're on the list,” along with the actual
names of the guests, When the atendees arrived ar the entrance to the
main space, which was wallpapered in indigo. they encountered a 10-
by-24-foot seamless plasma video wall with the names and affiliations
of the guests scrolling horizontally across the screen.
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“Even for people used to parties, this entry was a real wow factor,”
Veeder said. “For the first few seconds, guests were actually a bit
stunned,”

Inside, the visual drama continued, thanks o some AN wizardry
from Scharff Weisberg, a frequent collaboraror with EventQuest, A live
viden feed allowed anyone inside to warch the entrances of the guests on
another huge plasma sereen. To showease the new collections, Case and
Veeder decided against a runway show or live models, for thar mateer,
Instead, mannequins were set up on platforms and carefully spotic,
forming four almost sculprural vignerres, each representing one maonth,
and each indi\'idu;ﬂ!y themed, (February was “Urban E:.xphrl'crl'; May
was “Summer Nighes.")

All but one of the brick walls were covered with sheerrock and
painted white, the better to make the vivid colors and lush rexrures of
the Old MNavy clothes pop. The denim “story,” for example, fearured
mini-dresses in two saturared hues of blue; the clothes were suspended
from the ceiling just above cye level, and sepia-toned photos of models
clad in skinny jeans complered the look,

Above and behind the platforms were projection areas where video
footage of the collections, drawn from the new ad campaign, were

shown in a continuous loop. For more details on the clothes, a pair af

50-inch plasma screens flanked each plaform, so guests could seroll
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and wall treatments. Pendant lamps
brought the ceil n for a more

imtimate f ite leather furniture

through the images, drinks in hand, whenever they wanted. The
members of the media who wanted more details could tap into
interactive press kits at the kiosks.

To add another level of interactivity, studenes and some instrucrors
from the Fashion Institute of Technology drew portraits of guests.
Somerimes, the artists were capuring the scene, drawing various
celebrities in documentary fashion. In other cases, the artists chatred
with the guests, asking them whar kind of clothes they liked to wear on
weekends, or on vacation, Then they made their sherches, drawing in

separates in the style of the New Old Navy collections,

EVENT AGENDA AND FORMAT

In the middle of the room, the main stage was set up for remarks from
Old Mavy executives, followed by the pm's!i::n’: of the new ad campsaign,
using film footage that had been flown up only days before from the
shoot in Argentina, The evening was capped by a live performance of
Marasha Bu:lin#icl.d, whose album, Fprﬁ'\f{ﬁd' q,f'.fiumf:i:m had also
launched thar week.

To keep the “on the list” vibe going, a VIP area was set up in the
back of the space. There, one of EyeBeam's brick walls was left bare.
White leather banquettes and ottomans, custom blue carpets and
mirrored Parsons-style cockeil mbles formed the lounge. A series of
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pendant lamps added intmacy and warmih,

As the night wore on and the cockrails
flowed, the young celebrities got into the spirit
of the party and stood on the fumitre, the
better to survey the scene around them. ¥When
Bedingfield performed, a few of the guests
danced on the sofas. Veeder laughed. *Sdletto
marks on the white banquettes—the mark of
a grear party is how much furniture gets
ruined,” he said.

THE O-N GUEST LIST
So whe was on the New Old Navy lise?
Fashion writers, suppliers, industry watchers,
Wall Sereer pypes, media people, and a healthy
representation from the under-25 Hollpwood
Adise. Most of the cast of Gossip Girds came—
Blake Lively, Chace Crawford, Damien Fahey,
Becki Mewron and Sophia Bush.
Hayden Panetiere of TV's
“Heroes” came with her mother,
Lesley, and co-star Kristen Bell.
Also in attendance were Richie
Rich and Heatheretie. The next
day, the New York City mbloids
and various celebrity-oriented
wehsites printed or posted parcy
pictures of the fresh-faced starlets
posing for the camera. In all of
them, the Old Navy logo wallpaper
behind the young fashionistas
nearly popped off the page,

TRENDY REFRESHMENTS
The strolling menu from Match
Cartering was hip, fun, even a bit
cheeky. Hors d'ocuvre included
mesquite-grilled chicken
empanadas with chipotle jam,
mini-Kobe cheeseburgers with aged Vermonr cheddar and wild
mushrooms, grilled shrimp with roasted red pepper sauce, citrus
swordfish brochettes with pomegranate dipping sauce, grilled vegetable
stacks with Madrms curry oil, and wild mushroom risoro bites. Passed
sweets included sinful squares (white and dark chocolate graham
crackers studded with caramel, nuts or coconur), and French-style
macaroons dyed in bright colors.

The signature cockeail for the evening was The Old Navy
Spriczer: Vodka, clear cranberry juice topped off with club soda and a
blueberry garnish, “Even the drink was in Old Navy colors,” said

Weeder with a laugh,

SEAMLESS EXECUTION

Diespire the complexity of the audio and visual components, and labor-
intensive custom interior work, the Old Navy event was “smooth and
seamless,” as Veeder pur ic. “Typically every event has an ‘oh my God'
moment when something goes wrong at the last minute, bur we were in
very good synch with Michael Cape and his creative team, the celebriny
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TOF: Instead of a rumway show or
Tve models, mannequins were set
up on platforms and spotlit to
showcase the collections.

LEFT: Artists from FIT worked on
professional illustrations and
portraits of guests during the
event. The drawings were
projected on a wall behind the
artists and latar given to attendeas
as keepsakes,

BELOW. A digital press kit was
available at the kiosk, and guests
could also use a touch-screen
monitor to view the entire
collection,

wranglers and the PR companies
involved with
developing the guest list.”

The only real challenge came
from timing. Most of the
backdrops used images from the

new .'ll.I 1’.'.'1]'[1'}.1'igrl, \'r'l‘]if.'l'! Was

thar  were

being shor by ad agency
Chandelier in Argentina ar the
same time Veeder's staff was

building out the video creative.

“We didn't have a lot of time
edir, because there was very linde
lead time for assers,” he said. “We had ro eruse thar we'd ger everything we
needed in time, because if any of it was delayed, the guests would be
looking at blank walls and empry video kiosks,

“Then again,” he said. “if there hadn't been any drama, it wouldn't
have been so much fun to pull off.” =





