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WE LOVE FMD.
SO WILL YOU.
what is happening in the fashion world.

Welcome to the sixth issue of loveFMD.
Full of new-year thoughts and ideas, the issue emphasizes the versatility and originality of the creative side of fashion. As a fashion
showcase, we know that it will be poured over by designers, photographers, stylists, as well as non-industry readers, to discover

Perhaps what’s great about fashion is that it keeps moving on, as do we along with it. As the fashion industry undergoes
epochal changes with continuously improving and fast rising technologies, it is a good moment to enter the game of
big data, which we touch upon in ‘The Restructuring of the Fashion Industry’ (p. 6). It seems strange but true that in an
age where technology allows us to experience so much at the click of a mouse, fashion magazines are fighting for their
existence while getting strong competition from unexpected branches of the industry.
Our choice of cover star for this issue was Hungarian beauty Tina Plantak from Attractive Model Management. Lensed
by Wolfgang Bohush, at the luxurious Palais Hansen Kempinski in Vienna, Tina mesmerizes us in the editorial ‘Blooming Beauté’ (p. 38). There are so many terrific images in the mix and it’s been a privilege to see them come about. As a
relative newcomer to the fashion scene, she is a wonderfully talented young model that has already worked with Topshop and Primark. Accompanying the editorial is a piece called ‘A Hidden Gem in the Heart of Vienna’ (p. 46), which
takes a look at the luxurious sanctuary of Palais Hansen Kempinski Vienna.
This season, we handed coverage of our beauty story to one of our newest beauty editors, Evelyn Karbach, who along
with photographer Christoph M. Bieber brings you a vivid and colorful vision of beauty using products from the
Spring/Summer 2017 Dior Beauty collection in ‘Enchantress’ (p. 24). And in ‘Dark Spring’ (p. 70), photography duo
Woszczyna & Viesnowski and stylist Björn Svenson, capture models Lila Poter and Claudine Wierzbicka in the limelight for a Fashion & Art editorial.
Elsewhere, I have particularly enjoyed reading two other features in this issue: Spanish accessories brand Bijoux Indiscrets, who designs fashionable erotic accessories (p. 12) and the famous French Maison Close lingerie brand, founded
by Nicolas Busnel aka Monsieur Le Français (p. 16).
Finally, I am delighted that we have Australian photographer Christian Blanchard’s work in this issue. I have long
admired Christian’s very individual approach to fashion and in ‘Flora Botanica’ (p. 50), a fashion versus nature confrontation comes from down under, featuring Australian brands and Australian model Ksenia Islamova.
With change all around, it is truly an exciting moment in the fashion industry. More than ever, this season has a strong
message - one of individuality. I hope this will be a Spring/Summer issue that will inspire you and one that you keep
and remember forever.

Enjoy your ‘ad free’ read!
With much love,
Iva Mirbach
&
Your loveFMD Team
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FASHION & TECHNOLOGY | FASHION INDUSTRY

The Restructuring of the

Fashion Industry
an excerpt of a research
by Iva Mirbach

Fashion does not only belong to one of the biggest commercial industries - it is also part of a large and distinctive history.
Historically, it is challenging to pinpoint the advent of fashion, but clothing is something, which has been used since
human development. However, fashion as we know it today arose in the 19th century with Charles Frederick Worth,
who began his own brand label by being the first to put his name on the garments he created. It is clear the history
of fashion pre-dates the history of the “fashion industry”. Clothing existed before the industry, but it was the mass
production of clothing, which became a need in the mid-nineteenth century, and only after a few decades did it turn into
a lucrative business. Since its inception, the business of fashion has been undergoing drastic changes, yet certain business
models and trends return in a new and advanced way that fits the particular structures of modern society. Currently,
the fashion industry is in a situation of complete disorientation between what was and what will be.
6 | loveFMD.com

FASHION & TECHNOLOGY | FASHION INDUSTRY

T

he concept of the traditional fashion catwalk is
undergoing a revolution influenced by several
crucial aspects. Even media is beginning to question
if fashion shows, as we know them to be, are coming
to an end? The fashion industry must rethink the conventional
concept of how fashion shows are promoted as well as reconsider its usual exposure with the press and marketing.
The Fashion Calendar was established in 1945 and aimed for
fashion shows to bring together buyers, manufacturers, editors,
designers and media in order to preview the next season’s
collections and trends. However, technology has completely
altered how the industry functions, particularly with social
media and “Fast Fashion”, which has resulted in an increasing
number of customers consuming online rather than offline.
Previously, fashion shows were accessible to an elite few, but
as designers and influencers start to make the fashion shows
available to a worldwide audience through ongoing postings to
Facebook, Twitter, Pinterest, Instagram and other social media
platforms - no one wants to wait six months until clothes
hit the stores. By the time the last model has walked off the
runway, the entire event is already posted to Instagram. Since
social media has created an instantaneous culture, as soon as

consumers see the latest collection online, in that very moment
they expect to be able to purchase it.
The future of the fashion show is being redefined with
more brands shifting their focus from private trade-only
presentations to consumer-driven entertainment marketing
events, such as ordering directly from the runway, to live social
media campaigns.
Furthermore, the concept of fast fashion has proved its worth,
and can be seen through the success of brands such as Zara,
H&M, Topshop and Forever 21. It has become evident that
bringing out new items every two weeks is leverage to better
adjust product lines to the demand of current trends. Many
of the brands participating in this new trend are those with
strong digital presences and innovative marketing campaigns,
which specifically target the younger and more internet-savvy
generation. It is therefore no surprise that the first highfashion brands, such as the British label Burberry, are following
this concept by starting to make “season-less” collections that
are available to purchase immediately.
On the other hand, the runway-to-retail approach does not
suit the customers of luxury houses such as Chanel, Dior and
Hermes.
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Moreover, another fundamental change inside the
fashion industry is the fact that online fashion retailers
are becoming increasingly important for fashion brands,
particularly for luxury brands. As a result of their purist
view of luxury, which has always been about exclusivity,
many luxury brands have up to now avoided the “digital
game”. Now, it is challenging for luxury brands to
maintain their own websites and keep up with the fastpace, as they do not have the same amount of customer
data as a third-party retailer such as Yoox, Net-a-Porter
or Neiman Marcus.
Due to the increasing popularity of online shopping,
the trend has already been recognized by other brands,
which has led to an expansion of online fashion retailers.
Even large traditional groups like Condé Nast, managed
to re-establish their most successful website style.com by
converting it from a fashion-only platform into a fashion
retailer website. Somehow, retailers seem to have become
the “new” fashion magazines.
This suspicion could be confirmed by the fact that it is
definitely more beneficial and efficient for a brand to
place their products directly inside an online store instead
of paying for advertisements inside fashion magazines,
often for an extravagant amount of money. Is seems that
having Karlie Kloss photographed by Mario Testino
on the cover is not as prestigious as it used to be, and is
certainly not enough for brands to continue functioning
in their old business relationship.
Beyond that, established online stores have a wider
audience-reach as magazines and their experience in
online shopping is more useful for luxury brands to
gain ground online. With this move within the fashion
environment, traditional and established fashion
magazines must rethink their business model. Already
many print magazines have decided to fold following loss
in revenue, as they could not sell enough advertisements
to cover the cost of production, in addition to being
unable to handle digital media competition.
Although fashion journalism has been an influential
institution since the turn of the twentieth century,
another reason why this profession has been increasingly
losing on authority is the growing influence of social
media. Fashion is dynamic, changing in both subtle
and dramatic ways, depending on designers’ artistic
inspiration, and trends are often based on styles of public
figures. In the past, the fashion world was small and
exclusive - its members set the style agenda. The media
also published in an orderly, controlled way. Today,
the industry is global and social media influencers have
increased its range of impact by providing the public with
an up-close, individual view of fashion style, impacting
the development of public interest and trends.
In a world where a trend can circle the globe with the
click of a mouse or the post of a picture on Instagram,
new technologies, which can forecast trends, are in great
demand and “Big Data” is now becoming increasingly
important within the fashion industry. Since the impact
of social media influencers has become a significant role
in trend-making, the word “TREND” has become highly
valuable.
Every day, new emerging Artificial Intelligence (AI)
8 | loveFMD.com

Systems are being developed, and most of them are
focused on analyzing current social media patterns to
predict the next fashion trend.
But what does it mean to trend inside the fashion
industry, and how long does a trend last?
‘Trend’ can be defined as something versatile. There
are short-term and long-term trends: short-term
trends are changing quickly and are linked to becoming
outdated as soon as they are fashionable. Social media is
a perfect instrument to explore, which particular pieces
are becoming trendy at any moment, whether it be
in in terms of color, pattern or fabric. For fast fashion
brands, AI-systems which forecast short-term trends are
desirable, as their business model is based on low stocks
and several in-season updates.
Furthermore, the next season’s trends are already defined
by the fashion industry - we already are aware of which
colors, textiles and patterns are being considered for the
Spring/Summer 2018 season. However, the challenge
lies with predicting, which of the given guidelines are
going to become trendy, since not all colors, textiles and
patterns will be used by the designers and not all of them
will attract the customers. Considering all these facts, an
analysis of short-term trends for fast fashion brands is
necessary, in order to adapt current production to the
current trend movement.
In contrast, long-term trends are more durable and it is
unimaginable that they will disappear from the world of
fashion in the near future. A long-term trend could be a
fashion brand, which is quite established or has become
popular as a result of a certain style.
However, reasons for becoming trendy can also be due
to popularity of particular clothing. For example, a
Burberry trench-coat or a classic Louis Vuitton handbag
are something which will never become old-fashioned.
This is proved by the fact that having a “vintage” piece
of a clothing or accessory remain trendy because of the
recognition-value for a specific item for which a brand
is famous for.
Not all modifications inside the fashion industry are
suited to all fashion brands, in particular to luxury brands.
Currently, one of the main problems with high fashion
brands is the need to compete with the fast fashion
industry in terms of trend-making, which is done by
increasing the number of collections brands produce, as
well as the speed with which they take those collections
from the catwalk to the retailers.
Nevertheless, forcing the cycles of luxury collections
to run at increasing speeds results in not only a loss of
creativity, but a loss of exclusivity. And as the “artificially”
produced trend begins to change quickly, consumers are
less willing to spend more money for original designs
from a luxury brand which will likely be out of season in a
short time anyway. Rather, consumers opt to buy similar
items for more affordable pricing. However, there are
some designers who continue to capture the very essence
of luxury: sustainability, while continuing to create only
one collection per season.

FASHION & TECHNOLOGY | FASHION INDUSTRY

Furthermore, high fashion brands have been notorious
for their unwillingness to progress online. The rise of
mobile and e-commerce is notably relevant in the fashion
industry, yet some fashion brands are slow to keep up and
could do with more efficient mobile management.
Small luxury brands are slowly catching up to speed, but
with consumers spending more time online, these brands
will need to create a more fluid shopping experience in
order to successfully leverage e-commerce.
However, in a world where a Chanel suit can cost on
average €8,000, and a Louis Vuitton handbag €3,000 or
a Harry Winston bracelet which could easily reach more
than €50,000, high fashion is allowed to remain exclusive,
since their target consumer behavior is unique compared
to the typical mass market consumer.
For instance, a high fashion consumer is likely to have
trust in the opinion of renowned fashion experts, such as
Anna Wintour or Anna Dello Russo, when it comes to
evaluating new fashion designs and trends - this is one of
the reasons why traditional fashion magazines continue to
exist in this fast-paced industry.
Social networks and apps are one of the main reasons
why e-commerce is on rise, but for some brands, such
as Hermes and Chanel, an advertisement inside Vogue

or Harper’s Bazaar is highly valued and sought after
compared to a post on Instagram or Facebook.
Nevertheless, fashion magazines do face challenges as
they are not necessarily adapting to modern expectations
and patterns while continuing with an otherwise older
operating concept. Many in the fashion market still love
to observe fashion editorials where experts and creative
people from the industry interpret with their artistic view
of how current collections and beauty trends could be
changed in different situations and environments.
After all, many do not want to afterwards spend time
browsing where they can buy the looks. Magazines should
begin to integrate technical functions next to fashion
credits. By doing so, consumers would simply need to place
their smartphone over a QR-Code on the page, such as the
QNECT technology used in our loveFMD magazines, and
a website would immediately pop up, containing with it
links directly to the exact items a consumer desires.
This would allow for instant and easy purchases, and is just
one of many ideas on how to connect the offline fashion
world with the online. In this case, magazines could start
to charge online retailers for linking to their shops and
increase their income as an exciting transformation,
which would meet the needs of both, fashion magazines
and consumers.
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It is clear that AI-Systems must consider offline fashion
trends, and the only system, which actually does this, is
the IFDAQ (International Fashion Digital Automated
Quantification). What sets IFDAQ apart from other
systems is its ability to not only focus on online trends,
but also to simultaneously observe all other patterns and
trends in the fashion world.
Combining the online and offline worlds into one tracking
system is naturally a big challenge facing the fashion
industry, but is what IFDAQ successfully accomplishes.
With the unique ability to measure non-numeric objects,
such as parts of a single page inside a magazine, IFDAQ
contains the knowledge and value of every single entity
on a single given page and therefore can measure and
quantify the impact, power, trend and influence of a
particular item or model.
This quantification system is used to support clients
in their analyses, researches and plan their work in the
fashion industry, and what the work may be, in order to
make the best decision at any point in time.
As the first real Fashion Intelligence Unit, the IFDAQ
effectively monitors all aspects of the fashion industry
in real-time, armed with vital information such as
the daily real market value. As a result, players in the
fashion industry are able to understand the impact of, for
instance, an editorial, down to a single image, and predict
the market value of a magazine as a result of the many
indicator values which influence its worth.
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As trends and customer behavior within fashion
industry changes, the IFDAQ team, which also includes
some leading scientists, is continually working on new
technologies to follow up on the rapidly changing nature
of the industry. With a unique combination of the most
advanced techniques in Artificial Intelligence, Big Data
and Scientific Quantification, the IFDAQ will soon
publish the first official “Fashion City Rating List” named
“FACER” as part of an ongoing research project. 1
Clearly, the fashion industry has undergone significant
changes since its inception, and will continue to undergo
changes so long as technology is inventive. Thus,
particular aspects of it, especially more traditional modes
such as fashion magazines, must begin to adapt to the
consumer demand, while at the same time benefiting from
such changes. Online as well as offline fashion business
are critical for forecasting trends. It is only through AIsystems, like the IFDAQ, that successful adaption through
offline and online fashion trends, vis-a-vis connecting
relations between online and offline fashion business can
be attainable.

The list will display a ranking of the most important fashion cities based on
their worldwide market volume, industry share, turnover potential and overall
influence.
1

I F DA Q R ES E A R C H

meet the most important and powerful

GLOBAL FASHION CITIES
published soon on research.ifdaq.com/facer/
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PORTRAITS | BIJOUX INDISCRETS

Bijoux Indiscrets
love meets passion
by Kelly Blank

A little over a decade ago, the world of pleasure and passion was not completely accessible to women and their desires.
The feminine imagination was nearly non-existent in the erotic market, and certainly not appealing to the fantasises
of most women. Elsa Viegas seized the opportunity to transform her own visions of pleasure into a reality, and in 2006
she co-founded Bijoux Indiscrets, a brand of products for women’s empowerment and pleasure. As a result, the global
industry of the adult market has never been the same since.
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Viegas was a young woman refusing to accept that
her sexuality was something to be feared, and quickly
transformed her anger into something more powerful
than she could have imagined. Armed with passion for
design, and inspired by fashion, art and life, her anger
became opportunity. “We had crazy ideas,” she tells us
as we divulge into memories of her first designs. “What
made us successful was that we really believed in it, no
matter its flaws.”
Fear, taboo and lack are information are still major issues
regarding female pleasure, despite advancements which
have been made. There remain countless women who
do not experience the right to pleasure due to society,
religion or time. Viegas is proud of how Bijoux Indiscrets
provides women with ideas and tools to feel great
about themselves - which ultimately leads to women’s
sexual empowerment. In such a tech-dependent world,
the beautiful products of Bijoux Indiscrets provide
empowerment through information, which has never
been as accessible to women around the world than
it is today. Taking it one step further, Viegas feels “the
responsibility of sharing what we’ve learned with as
many women as we can.”
Empowerment is also found in Bijoux Indiscrets’ ability
to fill yet another gap in the erotic product industry
which existed back in 2006: quality and price. “You could
find cheap but ugly products or beautiful but expensive
options. Designing beautiful products with good quality
and with a reasonable price was a great opportunity.”
It didn’t take long before her passion for women’s
empowerment, coupled with determination to make
available beautiful and affordable products, completely
transformed the way in which women felt safe to
experiment more with their sexuality. From one of her
first designs, Poeme, a beautiful chocolate body paint, to
more bold experimentation of products such as playful
silk blindfolds for enhancing the senses, Bijoux Indiscrets
finally brought a level of timeless sophistication into the
industry and made it accessible to all women.

S

tarting a revolution in the industry was of course
not easy, but it certainly did not begin at the
founding of Bijoux Indiscrets. In fact, Viegas
began challenging sexual norms and ideals at a
significantly early age after being born and raised in a
particularly conservative country in which the sexuality
of men was glorified, while the sexuality of women was
stifled and taboo. Fear of women’s power as sexual beings
was rampant in her own culture, and it was this practice
of inequality between the sexes - particularly their
sexuality - which provided her with the energy needed to
begin transforming the erotic industry.

Designed for women by women, Bijoux Indiscrets
recognises that women may be expected to be shy and
timid with their pleasure - but the possibilities for
exploring a more ravenous side are endless. Take one
of Bijoux Indiscrets’ current successful and renowned
accessory collection: MAZE. Inspired by BDSM (bondage
and discipline, dominance and submission) aesthetics,
the MAZE collection magically connects two worlds - the
intimate and the private with the public persona through
creative transparency. The collection bridges the intimate
with the social by offering playful accessories to match
lingerie. Alluring pieces, such as the adjustable harness
which highlights the intimate body parts of the neck,
chest and back, can be boldly worn over a simple shirt to
dinner. Similarly, the suspender belt or shorts garter can
be easily placed over jeans, with lingerie, or simply over
bare skin, and can lead to a sensual frolic in the bedroom
when paired with handcuffs or a tassel choker.
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Due to the success of the MAZE collection, particularly
among the mainstream editorial world and lifestyle
bloggers, it is quite clear that bold and playful designs
are integral to awakening fantasies. Bijoux Indiscrets “is
the key to a secret that you keep to yourself or that you
reveal when you want to”, Viegas explains. By promoting
healthy sexual activity and encouraging women to
become more mischievous, barriers to achieving pleasure
can be reduced and overall wellbeing can be achieved.
Bijoux Indiscrets products are intentionally designed for
self confidence, and every piece is dedicated to women
throughout the production process. Feminism guides the
way products are developed and therefore also impacts
the team and their mission as a brand. “We fight for
gender equality in everything we do.”
Incorporating gender equality into the brand has also
contributed to the success of Bijoux Indiscrets. With a
focus on individual empowerment and accessibility in a
world which typically can become quite male-dominating,
Viegas has turned upside down traditional roles of men
and women in the boudoir. Leather, latex and rope - all
symbols previously regarded as dark and scary - have
been brought into the public light from a forbidden
world and turned into symbols of women’s pleasure
through the vision of women’s eyes. Now, handcuffs and
chokers can be delicate sources of inspiration for fashion
looks and tools for women’s pleasure. Edible massage oil
and ticklers also celebrate the taboo world by revealing
it. Increasing the senses and building confidence can be
achieved even through simple accessories and products and this simplicity can also be the sexiest.
All partners in a relationship benefit with Bijoux
Indiscrets. Since the equal right to pleasure is a
fundamental right according to Viegas, fierce passion and
mutual gratification are primary goals of her products.
Providing women with options for strengthened
enjoyment of their bodies and their partners continues to
be a source of inspiration. Take a look at the Magnifique
collection which blends metallics and chains to create
elegant body pieces guaranteed to enhance confidence.

14 | loveFMD.com

Inspired by vintage New York cabaret dancers, the sleek
metallic gold shoulder and back jewellery, both reversible
and adjustable, add a touch of personal allure either in
public or private. Similarly, the silver metallic chain
waist accessory seductively triggers the imagination
when worn sensually with an evening outfit or lingerie,
and can even be adapted into a sensual, slinky bra.
Bijoux Indiscrets has successfully become a reference
point for erotic fashion accessories and can be found in
more than 42 countries around the world. Now thriving
on an international scale, this erotic brand has exposed the
potential power of women’s sexuality when harnessed.
Bijoux Indiscrets’ skin jewellery and burlesque pasties,
which add a touch of flirtation to any design, are also
available alongside the Maze and Magnifique collections
in hotels, boutiques and department stores.
For the first time, women’s desires and fantasies are
intensely at the centre of erotic products, and have been
so since Bijoux Indiscrets’ big break after attending the
Salon de la Lingerie in Paris ten years ago, debuting into
the mainstream market. “After ten years I couldn’t be
more happy. We not only offer the products we would
like to find in stores, but we also dedicate our time doing
what we love, making a difference in people’s lives and
fighting daily to achieve gender equality in many areas
in life but specially regarding the right to pleasure and
living a free sexuality.”
As we enter a new season, we have to wonder, what is
next for Bijoux Indiscrets? Viegas will be working on
continuing her favourite body accessory collections,
MAZE and Magnifique. She also dreams of collaborating
with Philippe Starck, a “design genius”. Whatever the
direction of Bijoux Indiscrets, Viegas is certain to please
with exciting new products next season. As long as Bijoux
Indiscrets continues to dedicate designs to all women that
feel good and secure about themselves, the possibilities
are endless when blending both intimacy and fashion.

INTERVIEW | ELSA VIEGAS

INTERVIEW
Can you tell me a little about yourself as a young designer/
entrepreneur? Before the launch of Bijoux Indiscrets what was your
background? What made you want to become an accessories designer
in particular?
Design was always my passion but for a while I was in love
with advertising. Before launching BIjoux Indiscrets I worked
as an art director in an advertising agency in Barcelona for
several local and international accounts. I’m a jewelry geek
since I can remember so joining both of my passions made me
the designer I am today I guess.
Why did you decide to focus on sensual accessories, erotic cosmetics,
and intimate toys?
I believe that playing and having an healthy sex life is key. We
forget to play as we grow and we tend to give less importance
than we should to our sexual wellbeing. For me, giving options
to women to make them enjoy more themselves, their bodies
and their partners is an amazing source of inspiration.
What was the hardest aspect of setting up your own business and so
far what has been the most rewarding?
Doing what you love is a huge privilege but whoever decides to
create their own business must be prepared to give up certain
things, work hard as hell, be willing to learn, be thankful and
most of all believe that nothing is impossible!
Where your design aesthetic does comes from?
I’m inspired by fashion, art and life. I believe that sophistication
is never out of fashion and sober design is timeless.
Is there a particular design of yours you’re most proud of?
Right now I very happy with the Maze collection and its tassel
choker. A piece that can turn into a whip.
What products do you recommend for the “first-timers” who want to
explore their more powerful side?
The encounter of different artistic currents, the antiques art
Whatever they feel comfortable with! It can be an edible
massage oil or a tickler. Anything that awakes imagination.
Since your brand ´markets a variety of products, in which ways do
your products and creativity contribute to women’s confidence and
self-empowerment?
Sometimes the simple things are the most sexy ones. A
blindfold can be a very exciting thing to play with. It increases
the other senses and you can be in charge or simply let yourself
be guided. Whatever gives you confidence empowers you!
As young entrepreneurs, where did the inspiration come from for
your company – and what motivates you to maintain your passion
in your creations?
Eroticism is an amazing and fascinating world. As women we
also feel the responsibility of sharing what we’ve learned with
as many women as we can. That is a very passionate task.
Best advice you have ever received:
“Your freedom ends where the other one’s starts.” This means
there are no limits unless your actions start to affects other
people’s freedom. In one word: RESPECT.
Your advice for aspiring designers/entrepreneurs:
I’m inspired by fashion, art and life. I believe that sophistication

Do not quit! Never! Believe. Fight for your passions. Dare.
Work hard.
How has your own experience and feeling of passion and female
sensuality changed or evolved since you established the company?
I’ve learned so much. I was very lucky to meet so many
interesting people: designers, sexologists, activists, personal
stories from friends, you name it!
This is one of the most exciting fields to work in.
Why should a woman choose Bijoux Indiscrets products?
Bijoux Indiscrets is dedicated to them. I can assure that all
women can find their “bijoux” within our portfolio.
What has been your career highlight so far with Bijoux Indiscrets?
All the recognition that our brand and our products get from
users and from the media. The awards and the talks we are
invited to. And my team.
What is your Design Philosophy?
We are designing for real people!
Who are some female role models you admire?
There are so many powerful women that I look up to but I’m
going to name Sheryl Sandberg.
She really made it clear to women and men with her Lean In
project.
What do you do to de-stress?
I meditate as much as I can and I have a Personal Trainer with
whom I work out twice a week. I travel as much as I can. I listen
to music all the time.
How do you handle criticism of your work?
I use it to learn and improve my work.
What or who or where is home to you?
Wherever my heart is and where I feel balanced no matter if it
is Lagos (my hometown), Lisbon or Los Angeles. There are my
favorite places so far.
What three things define beauty to you in a woman?
Self confidence. Sense of humor. Elegancy.
Three works to describe yourself.
Tireless. Stubborn. Passionate.
Hobbies and other interests?
I love DIY: macrame, recovering old furniture. Also, I’m crazy
about magazines. I love to cook. I’m vegan. I fight (live) for
animal rights.
How do you think our sexual partners accept the idea of having a
“third party” or vibrator generally?
I guess the word “acceptance” really bothers me. If you are
with someone and you love and care for that person, whatever
makes her/him happy should be ok with you, don’t you think?
Unless it offends you or goes against your freedom. If so, you
should consider if that person is right for you. After all you will
be spending lots of your time with that person and you only
live once!

15 | loveFMD.com
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Maison Close
EROTIC LINGERIE made by
monsieur le franÇaIS
by Kelly Blank

Despite the sensual and intimate nature of Maison Close lingerie, the flirty lace details and delicate materials which embrace
every curve have made teasing appearances in the public eye. Flirty Maison Close catsuits and garter belts, just to name a few,
have adorned famous celebrities in magazine editorials such as Madonna in Harper’s Bazaar and even a music video for Rihanna.
Without a doubt, at the very least his lingerie has made you blush at first glance, yet for the woman embracing the lingerie, she
is boldly reinvented.
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by special characteristics of women - their willpower,
personality and thirst for freedom. He often cites that
he is particularly attracted to a woman’s character - her
allure, elegance and emotional intelligence. So he crafts
luxurious lingerie pieces to reflect this appreciation.
Busnel’s background prior to becoming a lingerie
designer is interesting. His original training was in
applied arts and he has worked as a graphic designer and
an artistic director in communications and marketing,
with a specialisation in corporate identity. In 2006,
Busnel launched the Maison Close lingerie brand. Similar
to many other designer’s beginnings, he noticed a gap in
the lingerie market which he wanted to close. Busnel was
seeking lingerie which suited his personal taste: modern,
sheer, nice to the touch, and more chic than traditional
lingerie available at the time. He had a yearning for visual
and photogenic lingerie, which could be affordable and
also placed at the heart of women’s identity and style.
This idea marked the turning point in the erotic aesthetic
market.
It is clear that one aspect which separates Maison Close
from other lingerie brands is that the creative designer is
a man. Perhaps this could be one aspect which is desirable
and successful about the brand. Since its conception,
Maison Close has claimed a more audacious identity
which sets it apart from other French brands. Why?

„

„

Being a man brings a different
sensitivity to the creative process

The evidence is noticeable in the styles, designs and
fabrics chosen, which very few designers have dared to
work with.

T

hroughout all collections, it is clear that the
French lifestyle has inspired the romantic
designs of Maison Close. Nicolas Busnel, the
mastermind of the brand, grew up in Paris but
spent thirty years in Marseille where he has a home in
the hills. The strong influence of French culture is fully
embraced by Busnel, and is transferred into all concepts,
hence the name he is often referred to as: Monsieur le
Français. However, Busnel is also clearly influenced

It is curious that a man could bring sensitivity to the
process, but after seeing the unique vision of Maison
Close lingerie, the concept becomes clearer. “A man
sees lingerie as the extension of a woman’s personality.
Creating lingerie is a way to seduce a woman, and to
honour her,” Busnel clarifies. Most lingerie across his
collections is the celebration of delicate femininity: sheer
material, wispy and nude shades, subtle references, and
a thoughtful regard to detail and finishing. The careful
selection of fabric are a reflection of Busnel being guided
by his impulses, without thinking about what is expected
of him as a man. One of his favourite fabrics to work with
is microfibre, which is opaque but becomes transparent
upon stretching, depending on the light.
Particularly unique of Maison Close and its business
model in the fashion lingerie industry is that most of the
collections are retained as long as they are in demand.
Take for instance one of the first collections of Maison
Close, Villa Satine, which continues to be a best seller.
The seductive mingling of satin, delicate lace and bows
in this collection lend it a timeless addiction.
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The softness of fabrics, their lightness and transparencies
are conferred through lace and are popular throughout
all collections, allowing designs to ‘re-conceive nudity’.
Busnel plays with nudity and views it as an intimate part of
a free, modern and confident woman. “It’s about creating
opportunities,” Busnel says, “It is not a product to only
wear under your clothes. It is lingerie that you choose to
dress up your body and your mind with. Depending on
your mindset, you will choose the underwear that will fit
your mood and act as armour for your intimacy.”
The current collection, La Directrice, continues to impress
with a classic and seductive style. Inspired by strong
feminine personalities from the nineties, La Directrice
is a mysterious blend of lighthearted and sweet, as well
as provocative and unapologetic femininity. Busnel’s
favourite piece from this collection is the thong body, a
long sleeve bodysuit with removable garter suspenders.
This piece closely embraces the silhouette, hugging the
arms and neck with exquisite lace details and romantic
finishing on the cuffs and around the neckline.
Although Busnel’s creative and innovative eye for fashion
lingerie is innate, the process for designing collections can
take up to several years to finalise. Designing collections
from home, he transfers ideas onto paper, first drawing a
few sketches, especially of the ‘key’ piece - the one which
inspires the fabric. “Then I look for the fabric, which
sometimes is the longest process. Once I finally find
it, I can add the final touches to the drawings and then
develop the first prototypes.”
Building an entire brand from scratch was challenging
for Busnel, and to build on it, even more so. However,
he enjoys the challenge and takes just as much pleasure
in designing the pieces as he does the women who wear
them. “What rejoices me most is to catch a glimpse of
a strap that I recognise. To see Maison Close actually
worn is an immense pleasure,” Busnel muses. Maison
Close has turned into a brand with credibility for modern
lingerie, and he is proud of all that he has accomplished,
particularly the team he works with. As we close the
interview, he emphasises that taking risks is part of his
design philosophy, and taking risks indeed he does.
For the future, Busnel hopes to extend his creations to
beyond lingerie, such as decoration, design objects and
atmosphere. He also envisions opening a store in Paris
and to create more ‘risqué”’collections. For now, we can
expect to continue being amazed by adventurous and
indulgent lingerie pieces. In the FW2017 collection,
Busnel will experiment with lace placed on fine and sheer
nude mesh, “so that the lace appears to hover on the skin.”
This intimacy is precisely what makes Maison Close so
popular - allowing women to discover a completely new
relationship with their bodies. To wear Maison Close is
to celebrate being a woman.
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INTERVIEW
What was the hardest thing about launching your own brand?
To build everything from scratch… To build a business is a
challenge, and to build a brand even more so.
What memories do you have of your first designs, and what elements
of these earlier designs continues in your collections today?
When I founded the brand, I designed three collections.
Strangely enough, I wasn’t nervous back then, even though
now I always am, before launching a new line. One of them
still exists and is still a best seller: Villa Satine.

How do you handle criticism of your work?
When a criticism is sincere, it is always enriching.
Three works to describe yourself.
David Lynch, Helmut Newton, Pierre Soulages.
Hobbies and other interests?
Photography, music and design.
Favorite Lingerie Designers?
Bordelle and Eres.

What would you say is the biggest selling point for your brand?
A uniquely bold style, due to the fact that erotic lingerie is not
just a trend for Maison Close, but is part of the brand’s DNA.
What type of woman do your feel your line represents?
A free, modern, and confident woman.
Do you have any rituals to inspire you to start working or keep
working?
I do not have any rituals, but I design the collections from
home.
A lot of your lingerie is very sheer, feminine, delicate and more nude
colours, nothing too bright. I like that a lot. I am curious though how
being a man has shaped your image of the feminine image and if
your idea of femininity and sexuality changed with time?
I am very happy that you like my creations, thank you. It may
be because I am a man that my lingerie is special. A man sees
lingerie as the extension of a woman’s personality. Creating
lingerie is a way to seduce a woman, and to honor her.
Why should a woman choose Maison Close lingerie?
Because it will make her more Woman, and because she may
discover a new relationship with her own body.
How do you go about getting yourself known?
I count on our collections a lot, and in the efforts that I put
in them. To promote the brand, we essentially rely on social
media, we don’t have the necessary budget for ad campaigns
yet.
What has been your career highlight so far with Maison Close?
To see Maison Close become a brand with a credibility. Maison
Close takes part in the current of a modern lingerie, and all of
our retailers are very beautiful lingerie boutiques. Opening the
Maison Close flagship store in New York City is definitely a
highlight, I am very happy that we can showcase our entire line
there. I am very proud of the team that I work with.
Who are some female role models you admire?
I admire Anja Rubik very much. She is more than a model, she is
an inspiration. She lives her model life with such commitment
and creativity, she is a language. She loves creation and
supports it. I would love to see her create her own brand, it
would be incredible. Apart from her, a lot of my feminist icons
are models from the nineties.
What do you do to de-stress?
I make love.
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Tres belle beauty

With spring officially upon us soon, there’s no need to wait any
further to rethink your beauty look.
Fashion takes a welcome walk on the colorful side this
season. After all, color is optimistic, bright and beautiful.
It turns heads and even warms hearts. Which is why for
our Spring/Summer 2017 issue, beauty stylist Evelyn
Karbach was assigned to get creative and introduce us
to the new beauty season’s irresistible and indispensable
looks. Model Greta Axenta tests out the latest trends
with brilliant results, thanks to Evelyn.
As a self-proclaimed ‘perfectionistic artisan’ who is
unafraid of setting out her rules for the perfect look,
Evelyn is one of Austria’s leading beauty stylists.
Fascinated by transformation, the Salzburg native has a
perceptive look when it comes to getting creative with
hair and skin and is making waves in her own right.
For the beauty spread, Evelyn chose to work with the
fresh and colorful collection of Christian Dior Cosmetics
and its new sophisticated COLOUR GRADATION line.
The latest collection celebrates a color-loaded spring
season and allows you to have fun with bold color, shade
by shade, and to adjust a finishing look to your lips per
mood and desire by applying the double foam technique
with the 2.0 lipstick ROUGE GRADIENT.
Make-up and hair should be the final touch of any outfit.
Therefore, it was not Evelyn’s goal to imitate the Dior
Color Gradation Spring Look one by one, but rather she
demonstrates that a good technique, paired with product
knowledge, will allow you to adapt and customize looks
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to uniquely match your own style and outfit.
To highlight the best complexion with unprecedented
comfort, Evelyn first needed to choose the correct shade
of foundation, which as a base is the most important part
for a successful and complete makeup routine. With the
new Diorskin Forever Fluid Foundation, which is now
available in 28 shades, she easily finds the ideal match
to enhance skin tone with stunning perfection. Thanks
to the everlasting wear that ensures it stays put for up
to 16 hours, it also ensures a flawless complexion from
morning to night.
The vivid new collection offers a unique color experience
in which pigments are passionately fused onto lips, eyelids
and cheekbones. For Evelyn, it was exciting to finish
looks by setting her own rules and playing with beauty
concepts in drastically different ways, experimenting with
different gradient spectrums for more natural or intense
looks. The ultra-pigmented COLOUR GRADATION
palette, which is available in a blue and coral spectrum,
can be used to underline the eyes and adds a bright and
sunny touch to an avant-garde look.
Spring is all about soft hues not only in terms of the bold,
colorful clothing but also when it comes to makeup. The
start of a new season is the perfect time to revive your
skin and let your personality shine. LOVEFMD shows
you how to maintain that je ne sais quoi wherever you
are...

BEAUTY | ENCHANTRESS

beauty
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Enchantress

PHOTOGRAPHER CHRISTOPH M. BIEBER FASHION STYLIST IVA MIRBACH MAKE-UP & HAIR STYLIST EVELYN KARBACH MODEL GRETA @ ATTRACTIVE MODEL MANAGEMENT

Previous page:
dress
LONGCHAMP

This page:
blouse & skirt

LONGCHAMP
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This page:
dress & cluth

LONGCHAMP

Opposite page:
jacket
LONGCHAMP
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This page:
dress & backpack
LONGCHAMP
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dress

DIESEL BLACK GOLD

clutch & ballerinas
LONGCHAMP
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This & opposite page:
dress
LONGCHAMP
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This & opposite page:
dress
LONGCHAMP
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GET TO KNOW OUR MODELS

Greta Axente
Get more
information
about Greta on FMD

Tina P lantak
Get more
information
about Tina on FMD

Ksenis Islamova
Get more
information
about Ksenia on FMD
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fashion

dress

ALBERTA FERETTI

clutch

BALLY
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Blooming
beauté
PHOTOGRAPHER WOLFGANG BOHUSCH CREATIVE DIRECTOR IVA MIRBACH
HAIR STYLIST DAJANA JOKIC MAKE-UP STYLIST DIRK NEBEL using URBAN DECAY
FASHION STYLIST SUIQI LUK LOCATION PALAIS HANSEN KEMPINSKI VIENNA
MODEL TINA @ ATTRACTIVE MODEL MANAGEMENT

38 | loveFMD.com

FASHION | BLOOMING BEAUTÉ

dress

ELIE SAAB

earrings

CADENZZA
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This page:
dress
ELIE SAAB

bracelet

CADENZZA

shoes & bag
RODO

Opposite page:
dress
TED BAKER

earrings

GAS BIJOUX @ CADENZZA
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This page:
dress
HERMES

earrings

CADENZZA

Opposite page:
blous & shorts

DOLCE & GABANA

earrings

CADENZZA
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dress

ELIE SAAB

earrings

KENNETH JAY LANE

cuff

CASHA FOR CADENZZA

special thanks too theViennese
most luxurious fashion boutique

POPP & KRETSCHMER
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Palais
Hansen

Kempinski

A Hidden Gem in The Heart of
Vienna
by Clinton Gonzalvez

Vienna – Travel is undeniably a multifaceted wonder. When it
comes to hospitality, there are hotels, and then there are great hotels with unforgettable experiences that leave you wanting more.
After all, a hotel experience can define an entire holiday. When
it comes to visiting Vienna, its abundance of architectural beauty, luxurious impressive buildings, the Viennese waltz and sweet
taste of Sacher cake is what comes to mind.
There are many ways to take in the towering majesty of Vienna but none such as staying at the Palais Hansen Kempinski. It is an experience so extraordinary that it makes us
sit back in stunned amazement at how wonderful life can be.
Located at Schottenring, right at the famously glamourous
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Ringstrasse Boulevard, the Palais Hansen Kempinski, offers a
world class unforgettable experience and is the symbol of the ultimate luxury stay in Vienna. Prominently positioned in the historic
city center of Vienna, the hotel is a stone throw away from grand
boulevards, and charming cafes. Sights like St. Stephen’s Cathedral, the Parliament building, or the Rathausplatz Square are only
a few minutes’ walk away.
The Palais Hansen Kempinski is synonymous with history and is
one of Europe’s oldest luxury hotel group with a history of more
than 119 years. Built between 1869 and 1873, as an exhibition hall,
for the World Exposition, due to war it did not actually open as
such. The neo-renaissance building was originally designed by acclaimed Danish architect Theophil von Hansen, who also made
designs for the Parliament Building, Vienna Stock Exchange
and Palais Todesco. Hansen’s legacy, is still visible in the striking
façade, the lobby’s monumental columns, the ballroom’s foyer, the
19th century window frames and the staircases with their delicately wrought cast-iron banisters. The hotel’s logo is homage to the
celebrated architect himself.
The name ‚Kempinski‘ was inherited from Berthold Kempinski, a
German Jewish wine merchant and restaurateur from Breslau. The
Kempinski family was already successfully active in the wine trade
since 1862. In 1872, Kempinski arrived in Berlin and opened a wine
store with his wife Helena in the Friedrichstrasse 178 which later
became a wine tavern. Their success soon became apparent and the
name „Kempinski“ was well known far beyond the city‘s borders so
much so that the place soon proved to be too small. In 1889, Kempinski opened a restaurant with several rooms in the Leipziger

TRAVEL | PALAIS HANSEN KEMPINSKI

Strasse which at the time was the biggest in the whole of Berlin.
Because the Kempinskis had no male descendants, their daughter
Frieda‘s husband, Richard Unger joined the company and soon
took over the business. Unger proved to be professionally business minded and made a considerable contribution to the success
and development of the firm. Berthold Kempinski retired and
transferred the firm to his son-in-law on condition that he kept
the Kempinski name.
After Kempinski’ s death in 1910, Unger who now owned the
company, constructed an immense property business which
he turned into a large gastronomical business. In 1918, Unger
bought and managed a restaurant at 27 Kurfürstendamm, where the Kempinski Hotel Bristol now stands. Ten years later, the
Kempinski Enterprise took over the management of the legendary
‚Haus Vaterland‘ on the Potsdamer Platz.
However, with World War II the Kempinski’ s did not enjoy good
times with the business of the company plummeting as several
properties fell victim to bombing raids. Richard Unger and his
wife emigrated to the United States and the Kempinski Enterprise
was leased to the Aschinger Company for 30 years but kept the
name Kempinski. After the war, Friedrich Unger (grandson of
Kempinski) returned to Germany and succeeded with the opening
of a restaurant at 27 Kurfürstendamm which enjoyed the undisputed status of the sole luxury hotel in Berlin for 20 years.
Up and till 1945 the building served as home to the police
headquarters and various administrative offices. 1952 marked

the official date of the foundation of the Kempinski Hotel Group
when Kempinski’ s grandson merged his share of the business
with a Hotel Corporation who already ran hotels called Bristol
and Kaiserhof. Years later, in 2010 the Kempinski group decided
to renovate and restore the Vienna building to its former glory
and pride. Vienna-based architect Boris Podrecca and the Austrian architecture firm Atelier Hayde Architekten carried out the
work while Interior designer Jean-Claude Laville was tasked with
creating the Palais Hansen’s interior design. It finally opened as
the Palais Hansen Kempinski on 1 March 2013, being put to its
originally intended use.
Today, the Palais Hansen Kempinski continues to be a name synonymous with individual luxury. The Renaissance Revival-style
architecture provides an artistic view into the early 19th century,
paying homage to the grand beginnings while also incorporating
modern-day amenities. The hotel features 152 rooms and suites,
two restaurants, a bar, a cigar lounge, six conference rooms, one
private event location, a ball room, a flower-and lifestyle-shop, a
gym and spa area, that is also open to day spa guests and 17 private
penthouse residences.
Looking closer, all the hotel rooms preserves an old time’s feel,
with top-quality furniture and decors that provide a well-balanced combination. Radiating Viennese elements, subtle colors and
fine fabrics, make the rooms have a timelessly elegant design that
offer the perfect atmosphere for every kind of stay. All rooms are
equipped with an iPad entertainment system, which not only manages every function in the room but also allows one to order
room service, book spa treatments and to read daily newspapers.
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On top of that, it also offers suggestions for places to see and
things to do in Vienna. All rooms and suites come with Wi-Fi,
an in-room safe, a working desk and a mini-bar with a Nespresso coffee machine. The hotel also offers meeting and event space, with six conference rooms, one private event location and a
3,025-square-foot ballroom.
The best part of staying at the Palais Hansen Kempinski is the
dining options. With two restaurants, ‚Die Küche‘ (The Kitchen)
and ‚Edvard‘, a Michelin-awarded gourmet restaurant, guests can
anticipate being treated to culinary experience par excellence. ‚Die
Küche‘ has a laid-back atmosphere and is the perfect venue for
every time of the day. One can enjoy breakfast until 2 pm in the
weekends. Offering a diverse, straight forward timeless menu of
Austrian, German and Bohemian cuisine, with seasonal specialties, it invites diners to prepare their own meals at several strategically placed cooking stations.
‚Edvard‘ on the other hand offers a somewhat more formal dining environment with a menu that includes Seasonal dishes with
Mediterranean influences. As a tribute to the famous architect of
Palais Hansen – Theophil Edvard Hansen, the restaurant provides 40 seats, tasteful stucco decorations, dark wooden floors and
fresh shades of lime green and white. One can enjoy their breakfast while sunshine beams in from the skylight and the walls are
covered in vertical gardens.
Other than its two restaurants, the Palais Hansen Kempinski has
a Lobby Lounge and Bar that features a decadent array of traditional Viennese coffees such as a Verlängerter and Melange, typical
Austrian pastries and desserts from the in-house patisserie, and
a variety of drinks. For the record, Afternoon tea with Viennese
influences is also served, although scones with marmalade and
clotted creams and meringue with currant is served instead of the
more traditional scones. The ‚Lobby Lounge & Bar‘ is indeed the
heart and soul of the hotel.
One fantastic offering of the hotel is its Cigar Lounge & Bar which
is a true architectural gem. Not only is it Vienna’s largest hotel
cigar lounge but offers a wide selection of fine cigars from Bolivar to Partargas. Connoisseurs and aficionados can also rent their
own humidor. Additionally, the lounge also offers aromatic cognacs and choice whiskeys and rums.
If there‘s one spot in the hotel that‘s really hopping, it‘s ‚The Spa‘.
Situated on the mezzanine level, the Palais Hansen’s historical intermediate floor, this 8,600 square-foot, Ottoman-inspired location is open to hotel guests and day spa visitors alike. Decorated
in warm shades of brown and red, it sports Viennese 1920s-style glass art as well as Ottoman-style lamps, mosaics and wooden
folding screens that reflect Vienna’s location on the border between Western and Eastern Europe. Guests can access a gym with
technogym equipment, six treatment rooms, a hydropool, steam
room and a bio-sauna with mixed and ladies-only areas.
The Palais Hansen Kempinski describes itself as an ‚International
Hotel with the Heart of a Viennese‘. Timelessly Classic, the hotel
carries on the heritage of being Europe’s oldest luxury hotel group
with perfection. Offering luxurious hospitality in the grand European style, it prides itself on its ability to provide its guests with
memorable journeys inspired by exquisite European flair and meaningful experiences. It is one distinctive destination in Vienna,
whether you‘re from outside Austria or live right here, you don‘t
want to miss.
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lace dress

S.E BY SANT ELIA
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Flora Botanica

PHOTOGRAPHER CHRISTIAN BLANCHARD FASHION STYLIST MARIANNE MALAFOSSE
HAIR STYLISTS GRAEME CUMMING MAKE-UP STYLISTS DIANA DJURDJEVSKI
MODELS KSENIA @CHIC MANAGEMENT
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knotted top

MONSTER ALPHABETS

high waisted briefs

NANCY GANZ
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beaded mesch dress
AE‘LKEMI
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denim jumpsuit

ALICE MCCALL

brogue

G-STAR
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cardigan

SASS & BIDE

knitted wool shorts

I LOVE MR MITTENS
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jumper

I LOVE MR MITTENS
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dress

S.E BY SANT ELIA

bra

AMERICAN APPAREL
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dress

ROMANCE WAS BORN
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satin gown

MICHAEL LO SORDO

boots

CHRISTIAN LOUBOUTIN
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bra

MARLIES DEKKERS

denim overalls

G-STAR
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Dark
Spring
PHOTOGRAPHER WOSZCZYNA & WIESNOWSKI FASHION STYLIST BJÖRN SVENSON
HAIR & MAKE-UP STYLIST PATRYK NADOLNY LOCATION WELES BAR / WARSAW
MODEL LILA POTER @ MANGO MODELS & CLAUDINE WIERZBICKA
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on Lila:
dress

CAVALLI CLASS

on Claudine:
dress

VERSACE COLLECTION
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This page:
jacket
VERSACE

dress & trousers

CAVALLI CLASS

shoes & belt
KAZAR

Opposite page on Lila:
jacket & dress
VERSACE COLLECTION

handbag
KAZAR

on Claudine:
jacket, blouse & jeans

VERSACE COLLECTION
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jacket, blouse & jeans

VERSACE COLLECTION

handbag
KAZAR
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This page on Claudine:
dress
VERSACE COLLECTION

belt

KAZAR

on Lila:
dress

CAVALLI CLASS

Opposite page:
jacket & dress

VERSACE COLLECTION

handbag
KAZAR
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This and opposite page:
dress
CAVALLI CLASS
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This page:
blouse

CAVALLI CLASS

Opposite page:
dress
CAVALLI CLASS

shoes & belt

KAZAR
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on Claudine:
blouse

CAVALLI CLASS

vest & trousers

VERSACE COLLECTION

handbag
KAZAR

on Lila:
blouse

VERSACE COLLECTION

handbag
KAZAR
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How much are you worth in fashion?
Who are you in the industry?
Who should you book?
Who profits from whom?
Who and how much influences whom?
Who is your career or brand booster?
Which work or cooperation helps you?
How much should you pay for?

Don’t sell yourself below your worth.

Visualize Your Power In Fashion.

DEFINE YOUR INFLUENCE, REPUTATION AND MARKET VALUE WITH THE POWER
OF ARTIFICIAL INTELLIGENCE.
SIGN UP FOR FREE NOW ON
WWW.IFDAQ.COM
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