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In 2021, Bottega Veneta’s signature green shade took over as the de facto logo of the brand.





INTRODUCTION

“Bottega Veneta is a bag company. It means that you go places – it’s as simple as that” – Matthieu Blazy, Bottega Veneta creative director

Few names have more resonance in fashion than Bottega Veneta, with its stealth wealth approach and strong focus on craftsmanship. Yet, compared to many of its luxury and leather goods counterparts, which have centuries-old histories, Bottega Veneta is a young house with a little over 50 years in existence. Still, since its founding in 1966, the brand has grown from a small shop in Venice to a global luxury empire that spans from ready-to-wear and footwear to jewellery and leather goods. And its history reads like a revolving door of creators, artisans and business people who have all attempted to figure out: What is Bottega Veneta?

What we know of Bottega Veneta today is the result of constant evolution, which started with its co-founders in Venezia and has seen multiple creative directors, design teams, collaborators and ownership. But at its core, Bottega Veneta is a leather goods brand that is continuously reimagining what accessories can be for a customer who basks in carrying a piece of heritage – no logos included. And yet, throughout its attempts at ready-to-wear – some successful, others perhaps better considered as great first drafts – have also shown that a leather goods house doesn’t have to stick with one category. Instead, it can bring its leather weaving techniques and aesthetic sensibility to everyday clothing that can captivate the fashion zeitgeist. Over the last few years, Bottega Veneta has achieved massive mainstream success, thanks to newcomer creative directors rethinking what the luxury house can be in an increasingly digitized and globalized fashion industry, and making it one of the most sought-after brands today.
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A lineup of models walking in Bottega Veneta’s Autumn 2022 runway show.



Ultimately, Bottega Veneta is an example that simply doesn’t have to mean basic, and that indeed, to quote the house’s years-old motto, your own initials can be enough. It’s also a mix of tradition and futurism; material maximalism and aesthetic minimalism; sober and bold. Its intricate techniques and house codes, which have continued to evolve as new creative directors take over, reject the idea that, in order to sell, a brand has to shed its heritage.
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Bottega Veneta leather briefcases, as shown to the press in 1979.
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Actor Margot Robbie wears a green dress by Mattieu Blazy’s Bottega Veneta in 2022.



This book is a recollection of the milestones and transformations that led to Bottega Veneta’s rise as a global fashion force – known for its viral accessories, luxurious leather handbags and minimalist clothing rooted in Italian heritage – from its crafty beginnings to its billion-euro successes. It’s also a look at the people who have grown Bottega Veneta into the brand we know today, and who have continuously reinvented its house codes with their singular aesthetic perspectives. As much as Bottega Veneta is a handbag company, it’s also a brand deeply focused on reflecting people’s real lives: how they move, feel and dress. And its history reflects just how much a brand so tied to its past can always find itself in the present – no matter the time. Andiamo.
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A Bottega Veneta storefront.
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Jodie handbags inside on display at a Bottega Veneta store.
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The Bottega Veneta mini Jodie bag, designed by Daniel Lee, is one of the brand’s most popular items.





ROOTED IN VENICE

Bottega Veneta is one of the world’s most sought-after luxury fashion brands today. Both its ready-to-wear offering and leather goods have disrupted the fashion world over the past few years, cementing its place in the upper echelons of the industry, surpassing over €1.5 billion in revenue, an all-time high for the brand.

And it’s not only selling – it’s gone viral. The brand’s mini Jodie bag, a staple of the house today introduced by former creative director Daniel Lee, was the most-searched handbag on the global fashion search platform Lyst in 2021, seen on the arm of celebrities like Kendall Jenner and Elsa Hosk, while in 2022, the debut of its current creative director, Matthieu Blazy, was one of the year’s most anticipated fashion shows.

But Bottega Veneta’s Cinderella story didn’t happen overnight. It has taken the brand through the ups and downs of commercial successes and failures, as well as multiple creative visions, to materialize in one of modern fashion’s biggest booms.
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The Bottega Veneta showroom in New York during a press preview in 1979.



Yet its beginnings can be traced back to something a little more simple. It’s all in the name given by its founders, Michele Taddei and Renzo Zengiaro – Bottega Veneta is Italian for “a Venetian shop”. Opened in 1966, Bottega Veneta was founded on the idea that impeccable craftsmanship and high-quality materials are the foundation of timeless style. Even after nearly 60 years in business and multiple creative directors and executives at the helm of the ultimate Venetian shop, Bottega Veneta stays true to these principles, establishing itself as a symbol of stealth wealth.
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A Bottega Veneta briefcase from the 1970s.



But what Michele Taddei and Renzo Zengiaro dreamed in its beginnings had little to do with the Bottega Veneta of today. First opened in Vicenza, Italy, the shop was focused on leather goods, from handbags to luggage. The decision to hone in on accessories rather than ready-to-wear is one of the main reasons for their early success, leading to the creation of their intrecciato weaving technique that’s become one of the house’s signature codes. Legend has it that intrecciato was actually born out of necessity. The sewing machines available to Taddei and Zengiaro did not work well with leather materials, so artisans in their shop figured out a way to thread the textiles, resulting in intrecciato, an Italian word that translates to “braided”.

Unlike other brands at the time, Taddei and Zengiaro decided to forgo logos and monogrammed textiles on their accessories, resulting in a subdued approach to luxury that became a kind of inside secret of the wealthy. Yet, even if the brand didn’t achieve mainstream commercial success, the strategy worked: by 1972, Bottega Veneta opened its first shop in New York City, and by 1979, it had boutiques in Los Angeles and Venice. “I’ve asked myself many times the reason for our success,” Vittorio Moltedo, president of Bottega Veneta Inc., told the New York Times in 1979. “I think it’s because we have a quality product which we offer in great depth.” Even if their handbags were priced between $100 and $450 ($400 to $1,800 in today’s value), Bottega Veneta found a clientele willing to pay for their quiet luxury handbags, shoes and luggage: according to Moltedo, in the 1970s, the business had grown from 35 to 50 per cent year over year.
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The Bottega Veneta intrecciato handbags quickly became a staple for the brand.



Moltedo’s arrival at Bottega Veneta actually marked a before and after for the Italian brand. It all happened in the 1970s, when co-founder Michele Taddei, who was no longer working with Renzo Zengiaro, handed over the company to his ex-wife, Laura Moltedo (neé Braggio), a former personal assistant to Andy Warhol, who brought in her second husband, Vittorio Moltedo, as president of the company. The growth of Bottega Veneta accelerated around this time, with Laura Moltedo as creative director, leading to the opening of 12 stores in the United States.

For clients, the storefronts exemplified the world of simple luxury that Bottega Veneta’s founders envisioned for the brand. The Moltedos translated this vision into stores designed by Vittorio Moltedo’s brother, an architect based in Rome, who worked with Laura for six months to complete the shops. “It amazes me that they’re still talking to each other,” Vittorio told the New York Times. The result was stores that were divided into four sections – shoes, handbags, luggage and gifts – spread across 370 square metres (4,000 square feet) with velvet shelves installed to showcase handbags.
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A Bottega Veneta top handle bag with intrecciato weaving.



During the first two decades in business, Bottega Veneta owed its success to its unique approach: contrary to other houses at the time, like Gucci or Louis Vuitton, it offered leather goods that remained logo-free, leaving the intrecciato to speak for itself. A photo from Vogue’s November 1979 issue, for example, shows a woman opening a brown leather clutch featuring the intrecciato weave. Shoes went for a similar design: peep-toe sandals and slingback heels also featured the intrecciato weaving on one of the brand’s magazine ads from the 1970s. Not only were they different from other offerings in the luxury market, but the brand gave clients variety. Handbags were made from textiles like woven leather and printed suede, while shoes came in materials like raffia and two-tone leather. Clients could also forgo the intrecciato: for example, the brand made a brown leather briefcase with gold hardware in 1971 that didn’t feature the signature weaving. “We have 55 styles of women’s bags in 10 colors,” Vittorio Moltedo told the New York Times in 1979. “If a woman comes in and wants to see a clutch, we can offer her 90 or 50 to choose from.”
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Handbags were the first core item in Bottega Veneta’s business model.



Things were going well for the young brand. So much so that in the late 1970s, it debuted a new slogan: “When your own initials are enough”. Of course, they weren’t referring to monogram handbags or large logos, but the “Bottega Veneta” label found inside its leather goods and the intrecciato weaving that alerted onlookers when a bag was from Bottega Veneta. Soon, ad campaigns from the brand started featuring this slogan, including a 1978 spread on Interview magazine, a marketing strategy that’s been upheld until today.

This was all part of Laura and Vittorio Moltedo’s plan to convert a once small, struggling shop into a global luxury powerhouse, one that not only grossed in sales but which cemented its role as a mainstay of modern pop culture. The 1980s proved to be the decade when their efforts changed the game for Bottega Veneta. It was only the beginning.
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