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Dame Mary Quant defined the
young, playful look of the 1960s,
becoming Britain’s best-known
designer and a powerful role model
for working women around the
world. Harnessing an explosion

in shopping and the media—in
photography, graphics, journalism
and advertising—she helped to shape
a forward-looking, innovative identity
for post-war Britain.

This exhibition tells the story of Mary
Quant’s career, from her experimental
boutique, Bazaar, of 1955 to the
international Mary Quant brand of
the 1960s and '70s. Quant changed
the fashion system, challenging the
dominance of Parisian couture and
establishing London as a different
centre of style. Thousands of her
products were mass-manufactured
and exported internationally,
reflecting the profound changes of
this formative period.

She wore the look as the ambassador
of her designs, marketed with her
instantly recognisable daisy logo.

A creative influencer of the time,
Quant popularised miniskirts, tights,
waterproof mascara and other
products we take for granted today.

Many of the exhibits are cherished
garments, accessories and photographs
donated or lent by women responding
to the call-out for Quant clothes and
memories in the V&A's press and social
media campaign.

&k The whole point of fashion
is to make fashionable clothes
available to everyone. 1)

— Mary Quant, 1966
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Mary Quant tights and shoes, about 1965

Image courtesy Mary Quant Archive / Victoria and
Albert Museum, London

ERYE - AEE T ) BB FASHION
ottt 6 REVERVONE oo

Celia Hammond modelling ‘Coal Heaver’ (left) and M A

Jean Shrimpton (right), 1962 E%ﬁhEmﬁ{EA
Photograph by John French

© John French / Victoria and Albert Museum, London
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Mary Quant's sketchbook, 1944

Courtesy of Emma Gaunt / Image © Victoria and
Albert Museum, London
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Born in an ordinary London suburb
in 1930, Mary Quant still lives

just outside the city. The story of
her life reflects the well-known
transformation of the British capital
in the second half of the twentieth
century, its people slowly recovering
and rebuilding after the Second
World War, experiencing exciting
developments in technology, and
the vibrant cultural renaissance of
the 1960s. Quant and her designs
were central to the city’s new
international image as 'Swinging
London’. Her unconventional,
creative approach to design and
retailing still leaves a hallmark on
the city’s unrivalled reputation for
innovative fashion education in
design and communication today.
Furthermore, as a woman designer




for mass production, unlike the male
couturiers who previously dictated
fashion from Paris, she wore the
look, and her vision of fashion for
women as ‘relaxed..., suited to the
actions of normal life’ became a
visible expression of feminism and
freedom for women.

Mary Quant was brought up by

her Welsh-born parents' Jack and
Mildred Quant, both teachers in
local grammar schools, knowing
that she was expected to work hard,
pass her exams and follow their
footsteps into the same respectable,
secure profession. Her education
however was disrupted, like that of
her generation, by the outbreak of
war in 1939, and the Quant family
evacuated 25 miles into the Kent
countryside, where her parents
continued to work for their relocated
schools, while Mary, and her brother
Tony, enjoyed considerable freedom
after lessons, organising games

and causing ‘havoc’, as Quant
describes in her 1966 autobiography
Quant by Quant. Away from
London, but under the flight path
of enemy planes, the children

found the upheaval and constant
presence of war exciting, and these
formative experiences may have
helped to develop a resilience and
independence that was to prove
useful in later life.

Quant by Quant also reveals the
designer’s early love of sewing and
interest in simple, stylish clothes; her
embarrassment at having to wear
elaborate handed down dresses
from a cousin, and her envy of a
friend’s tap dance uniform, of tight
black sweater, short skirt, long tights

and black patent shoes. She felt a
natural resistance to formulaic grown
up clothes, wearing gloves and
matching accessories, anticipating
the fun, rule-breaking fashion she
would later create. Yet despite her
rebellious nature, Quant also relates
the shyness she experienced as child
and adult; perhaps her bold fashion
allowed her to express her true
personality and spirit, represented in
her bold, straightforward name. A
rare sketchbook from 1944 survives
in the family collection, her name
confidently written in capitals across
the binding, and appropriately,
includes a drawing of a rather unruly
looking child.

After the war, and returning to
London to finish school, Quant then
persuaded her parents to compromise
and let her train as a teacher of art at
Goldsmiths College, not far from the
family home. There, at a fancy dress
party, she met Alexander Plunket
Greene, her future husband and
business partner, a transformative
moment. In contrast to the sober
middle-class Quants, his aristocratic
family was wealthy, and bohemian.
While Quant was shy by nature,
Plunket Greene was well connected
and confident with an eccentric
taste in student fashion, wearing

silk pyjama tops, his mother’s
tailored trousers with his elastic

sided ‘Chelsea’ boots. He introduced
Quant to the artistic social circles
near his family home just off the
King’s Road, and they enjoyed nights
out at jazz clubs, local pubs and
coffee shops. Quant left college and
began working at Erik’s, an expensive
millinery shop in Mayfair. The couple
made friends with Archie McNair, an



entrepreneurial photographer and
property developer, who could see
the potential in Quant’s distinctive
fashion sense and talent for design.
In 1955, they took over the lease of
a corner shop at 138a King’s Road,
and the trio set up in business. Quant
left her job and family home, renting
a bed-sit around the corner from her
new shop, Bazaar.
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Mary Quant and Alexander Plunket Greene in a New
York dance hall, 1960

Photograph by John Cowan. Image courtesy Mary
Quant Archive © John Cowan Archive
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Archie McNair's coffee bar, ‘'The
Fantasie’, is at the heart of Chelsea’s
creative scene in London. When a
nearby shop becomes vacant, friends
Quant, Plunket Greene and McNair




invest in Quant’s fashion sense and
become business partners. They strip
out the Victorian windows, replacing
them with a modern shop front.
Quant combs wholesale warehouses
and art schools sourcing quirky
garments and jewelry to create
Bazaar, ‘a bouillabaisse of clothes...
and peculiar odds and ends'.

The shop opens with a party. The
stock sells out. Exhausted but
exhilarated, Quant makes dresses in
her bedsit, buying fabric from the
grand department store Harrods
each morning. Bazaar transforms
the formal experience of shopping.
Three years later, Quant takes on
the fashion giants of Knightsbridge,
London, brazenly opening her second
boutique opposite Harrods itself.

HE [E4L7 Bazaar) [EENE » EIER > 1959 4F ©
— U EEHFE TELH Bazaar) EIEEME
HEABTE-

Window dressing at Bazaar, King's Road, 1959

A woman watches window-dressers at work at Mary
Quant's Bazaar

Photo by Ray Moreton / Keystone Features / Hulton
Archive / Getty Image
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Fashion editors endorse Bazaar
with its distinctive designs, witty
window displays and jazzy fashion
shows. Quant’s shop becomes a
destination for professional women
seeking streamlined, modern fashion.
Buying a dress there is a new rite of
passage for London’s fashionable
elite, as British aristocratic customs
such as ‘deb of the year’ and court
presentations become outdated.



As more young women attend college
and earn their own living, Quant’s
clothes appeal to both ‘duchesses
and typists’, although prices are

still expensive. Women’s magazines
promote her unconventional look

to a wider audience while tabloid
newspapers present her as ‘mad’ and
‘way out’.
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k& Snobbery has gone out of
fashion. 99

— Mary Quant, 1966
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‘Stealing a March on the Guards’, 1961
Photograph by John Cowan © John Cowan Archive
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The commercial success of Bazaar
builds on London’s boutique scene,
thriving thanks to the growing
affluence and social mobility of
young people benefiting from
further education and higher wages.
Shopping for clothes becomes a
leisure activity. Quant meets fashion
students at art schools, inspiring
younger designers to set up on their
own.

Carnaby Street is the epicentre of
the menswear revolution in London,
but King’s Road becomes an open-
air catwalk, as stylish shoppers come
to pick up the latest ideas. Quant
commissions bold new designs

for her carrier bags, labels and
stationery, using large lettering to
amplify the strength of her designs
and her classless yet catchy name.

She collaborates with the new
generation of models, fashion editors
and photographers to create iconic
images. Her clothes are promoted

by new magazines like Honey and
Petticoat, aimed at young women
who wear her dresses both for
business and pleasure.
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Mary Quant and Alexander Plunket Greene, 1960
Courtesy of Terence Pepper Collection

© John Cowan Archive
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kk Once, only the Rich, the
Establishment, set the fashion.
Now it is the inexpensive little
dress seen on the girl in the
High Street. These girls... don’t
worry about accent or class...
they are the mods. 99

— Mary Quant, 1966
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Mary Quant outside Knightsbridge Bazaar, 1960
Photograph by Cyril Maitland © Mirrorpix / Daily
Mirror / Maitland

Quant is now the name on the dress
label and the face of the brand.
Working from tiny offices in a
converted factory the three original
business partners bring different
strengths to the team. Quant focusses
on design, while Plunket Greene’s flair
for marketing and McNair’s financial
acumen help build the business.

Mixing social and professional life,
their friend, designer and entrepreneur
Terence Conran, designs the
Knightsbridge branch of Bazaar,
which opens in 1958. Conran opens
his interiors shop, Habitat, nearby

in 1964. Bazaar and Habitat tap

into the market for good design,
providing functional, stylish products
for aspirational consumers. With
two Bazaar boutiques and a new
wholesale line retailing across the
UK, the Mary Quant team grows,
recruiting like-minded individuals to
help sell the look.
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k& Fashion is a tool to compete
in life outside the home. 9

— Mary Quant, 1966
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Quant takes British wool tailoring
cloth intended for city gents’ suits
or military uniforms and camps it

up into fun, relaxed garments for
women, using fashion to question
hierarchies and gender rules. Her
designs reflect the appetite for satire
in the media, mocking traditional
British institutions and attitudes, from
religion to snobbery. Plunket Greene
concocts witty and irreverent names
for outfits, taking inspiration from
renowned male figures, professions
and establishments such as ‘Byron’,
‘Barrister’ and ‘Bank of England’.

Trousers and jeans are popular with
students, beatniks and subcultures
outside mainstream fashion. They
are considered inappropriate for
women and are even banned for
them to wear in formal settings such
as restaurants. Quant’s trousers are
smart and practical, and she wears
them anywhere she wants.

ME S fIER o J

— (Honey) 5% 1965 &

k& Borrowing from the boys. 99

— Honey, 1965
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Jean Shrimpton modelling ‘Rex Harrison’, 1962
© John French / Victoria and Albert Museum, London
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kk Like a good dancer, she
accommodates her steps to the
changing rhythms of fashion. %%

— The Sunday Times, 1962

Quant’s satirical eye pokes fun at
British fashions and conventions of
the past, repurposing Victorian frills,
stiff collars, bloomers and florid
printed patterns to highlight the pace
of change and the modernity of her
designs.

At the same time, Quant revives
the boyish look of the 1920s
flapper, echoing the dramatic
developments in women’s lives and
fashion experienced by her parents’
generation. Her bewigged, gawky
mannequins strike unusual poses in
Bazaar's window displays, alongside
props such as live goldfish, stuffed
birds or dead lobsters. Passersby stop
to stare.
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Celia Hammond (right) and Jean Shrimpton
modelling Quant designs, 1962

© John French / Victoria and Albert Museum, London
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Jill Kennington modelling PVC tabard raincoat and
hat, 1963

Ernestine Carter Archive, Fashion Museum Bath
Photograph by John Cowan © John Cowan Archive

Audaciously, Quant launches her
April 1963 ‘Wet Collection’ in
Paris, the centre of elite fashion,
amidst the historic splendour of
the Hotel de Crillon. The collection
features a relatively new material
called polyvinyl chloride (PVC), a
shiny plastic-coated cotton which
reflects increasing fascination with
modernity.

The show is attended by influential
fashion editors and Quant achieves
her first magazine cover for British
Vogue. Although many store
buyers place orders, the material’s
tendency to stick, melt or rip,

and issues with sealing the PVC
seams in mass-production, delay
the collection’s launch on the high
street. It takes another two years
before a collaboration with British
manufacturer Alligator Rainwear
results in a commercially viable range
of Mary Quant PVC raincoats.
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kk Bewitched... with this super
shiny man-made stuff and its
shrieking colours... its gleaming
liquorice black, white and
ginger. 99

— Mary Quant, 1966
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k& Chelsea ceased to be

a small part of London; it
became international; its name
interpreted a way of living and a
way of dressing. 19

— Mary Quant, 1966
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Mary Quant and Alexander Plunket Greene on Park
Avenue, New York, 1960

Photograph by Ken Heyman for Life Magazine

© Ken Heyman

In 1960, Quant and Plunket Greene
fly into New York, just two years after
the first commercial transatlantic

jet airliner flight. British newspapers




publicise Quant’s exciting venture,
while American journalists highlight
her 'kooky’ look, increasing her
celebrity status.

Quant pitches her clothes and ideas
to US buyers in upmarket department
stores. She meets fashion editors and
tours the garment district, ‘electrified’
by the scale, pace and organisation of
the American ready-to-wear system.
Her ground-breaking designs are
displayed in New York store windows.

Manufacturers spot Quant’s unique
‘Chelsea’ style and its appeal to

the youth market, recruiting her

for their designer collections. While
Quant learns about efficiency,
pricing and sizing from her American
counterparts, in return she offers
British ‘cool’—a quirky individualism
which American consumers adore.
By 1965, she is regularly flying across
the Atlantic and her clothes can be
bought by women in Europe, North
America and Australia.
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k& Quant clothes at budget prices
to buy a piece at a time. 99

— Honey, 1963

Quant strides into new territory with
her 1963 Ginger Group collection
which aims to change the course of
fashion with fun, edgy clothing at
more affordable prices.

Ginger Group is a collaboration

with reputable British manufacturer
Steinberg & Sons and the first collection
is based on the American sportswear
principle of interchangeable separates.
Promoted with a typically high-energy
fashion show, the clothes are notable
for their unusual colour palette of
‘prune’, ‘ginger’ and ‘putty’.

With a new graphic identity, the range
is available in 75 outlets across the UK
and equivalent retailers in Australia,
America, Canada and Europe.
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Quant (left) in the workroom, 1963

Image courtesy Mary Quant Archive / Victoria and
Albert Museum © George Konig
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Swing tag, 1963

Figures designed by Maureen Roffey

Image courtesy of the Victoria and Albert Museum,
London

WH B4R T R4 - % (Paul Young) >
thEEEEHEEESE ERERD
’L‘\TJ (JC Penny) HYEFEEE o fih
FEIBFEEMRIEZRARINER ©
ﬁ’:‘xE'E ) IBFIEAMPINERER RS
H M@ %) (Chelsea Girl) —
EENEMESBEINREFEATMN
25 o ZRYIFR 1962 F 9 A » f£E
EERENENEEAFEERER M
BAEBEAARELEREE - RE
ZR > BERFRAMAUE =EBE§
5THE ©

BHEhERMEE SR ERE)
(Puritan Fashions) #7758 — 193

B&# > EMmAIEE 1965 FHTTH
BE TEEE%&1 (Youthquake) » 35
FIER T —RIIRIRIEREMNEE
A (mod-style) Tz > HERFALE
(The Skunks) Fe—BHEEELS 5 K
EXE > BAME—RABHRATRT
% BERMBRNEES D EMNE
BB o

Mg | BRER > IBFIZRT ! )
— REEEEEATES 1969 F

kk Hey Luv! Mary's Here! 99

— JC Penney advertisement, 1969



Quant meets Paul Young, an
executive from US chain-store giant
JC Penney, appointed to revamp

the company’s image. She designs a
‘Chelsea Girl" line of pinafores and
party dresses for the store’s younger
customers. The collection is launched
at the British Embassy in Washington
DC in September 1962, while Quant
promotes the look with televised
personal appearances. Soon the
designs are available by mail order
too.

Quant signs a second American

deal with clothing corporation
Puritan Fashions, resulting in the
huge "Youthquake' marketing
extravaganza of 1965. Quant creates
a mod-style range in mini lengths and
tours the US with band The Skunks
and a group of young models.
American teenagers, in love with
British pop music, style and humour,
snap up the brand.

[55RE EFELMBHNENRFTRMA: S -
ER (F) - #a - Ef (52) - BEMESE - A
RiER TEFIERE) BIESMRE - 15 1965
"Youthquake' bus with Mary Quant models Sarah
Dawson (left) and Sandy Moss (2nd right), Jenny and
Pattie Boyd and Puritan Fashion vice president, Paul
Young, 1965

Image courtesy Mary Quant Archive / Victoria and
Albert Museum, London
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THE MINISKIRT

EROR4BITIA

WHRIBFAERN TRERE] REfR
BE1960 FRFEENIRT - ER
— B EE AR - BRIZREEN
FUFENFHEIALITER - BFE

VREHEEUBRAMN LB E mihE
SHIRASER > BRAKRFEZENE
5o BENHLEAZERERENT
o AT 1964 F > BRERIH
FREERETRT L /2R - BEE# (André
Courreges) FEMIREM M EREMRE
ZER > FARER ARSI
B AlERHR AT EBASNENR
ENRSA o

37 1966 F > FEFEME LM
BF LIFEENETF > M TKIRE

BEZADKREZER - BEZIR
FRUEABREMET - RIRFBRIEN
ARRARZHREITTER » WENR
BERGEREBEBRNERRE

MRENER - |

kk The Shock of the Knee. %3

Quant’s ‘knee-skimming’ outfits are
first noticed by the media in 1960. An
emerging street style, shorter skirts
develop in tandem with teenage
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Kellie Wilson and model wearing minidress and
matching shorts by Mary Quant, 1966

Photo Duffy © Duffy Archive

dance crazes. Quant’s designs,

often based on practical schoolgirl
pinafores, adapt the look for grown-
ups with hemlines gradually rising

to well above the knee. Although
exclusive Paris couturier André
Courréges achieves international
publicity for higher hemlines in 1964,
Quant, as a female celebrity designer,
becomes recognised as inventor and
ambassador for the style.

By 1966, many young metropolitan
women are wearing very short skirts
and the term ‘miniskirt’ is widely
used. Despite attracting outrage
from the older generation the mini
eventually becomes an accepted part
of fashion as well as an international
symbol of London’s youthful look and
of women’s liberation.
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GOING
GLOBAL
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In 1966, Quant trademarks the daisy
emblem which becomes like a badge,
instantly communicating her brand’s
youthful spirit and connecting with
more customers. As one of the first
designer logos, the daisy is a valuable
device for negotiating licensing deals
with specialist manufacturers. In
return for a fee and a percentage

of sales, Quant allows licensees to
use her name, logo and image for
marketing campaigns around the
world.

Quant’s reputation grows for
reinventing tired products like
raincoats and sewing patterns.

As post-war Britain struggles

to modernise and redefine its
international role, Quant and her
fashion empire represent confidence
and optimism.

Quant writes her autobiography,
Quant by Quant, in 1966, telling
her story from amateur beginnings
to international jet-set designer.
She also explains her theories about
street style and the democratisation
of fashion, while showing readers
how they too could succeed in the
industry.

e freEENE  CELRE
SHEN—ZD ©
—I5FIE > 1966 F

k& Fashion is not frivolous; it is a
part of being alive today. 99

— Mary Quant, 1966

WHEMRRNKHESENES > 1967 &
Mary Quant Kangol beret advertisement, 1967
Courtesy of The Advertising Archives
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THE
JERSEY DRESS
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k& | want free-flowing, feminine
lines that compliment a woman'’s
shape... | want relaxed clothes,

suited to the actions of normal
life. 99

— Mary Quant, 1966

Quant discovers a new type of wool
jersey that is heat-bonded to an acetate
backing and available in the brightest,
deepest colours. Previously used in
underwear and for rugby or football
kit, jersey’s smooth, fluid qualities are
perfectly suited to Quant’s signature
sporty minidresses produced in many
different permutations, worn with
matching berets, tights and shoes—
giving a total top-to-toe block of colour.

Machine-knitted jersey is revolutionising
the textile industry. From America,
Quant brings to Britain the idea

of ‘intimate apparel’ and jersey
loungewear, to be worn only at home.
Pushing at traditional boundaries of
taste, she designs minidresses with
matching undershorts, to be worn on
the streets.

FHBFEE 0 1966 F
Jersey dress, 1966
© Victoria and Albert Museum, London

1966
QUANT MEETS
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&k Odd Gear at the Palace. 99

— Daily Mail, 1966

One chilly November afternoon

in 1966, Mary Quant arrives at
Buckingham Palace with her husband
Alexander Plunket Greene and their
business partner Archie McNair. A
few hours later they emerge with
Quant's OBE (Officer of the British
Empire), a medal awarded for her
contribution to the UK fashion
export trade, supporting the British
economy.

Dressing with press photographers
in mind, Quant’s bright cream

outfit stands out in the crowd. She
reinterprets formal protoco—her
hat is a schoolgirl’s beret, her gloves
have revealing cut-out backs. She
promotes her own designs from top
to toe: lipstick, dress, underwear,
tights and shoes can all be bought in
UK shops and, increasingly, in other
countries.

This potent media opportunity for
the Mary Quant brand results in
newspaper headlines across the
world.

DEWLK - BfREL - B BHERMZS - F5
RWREEEE 1966 F 11 8158

Alexander Plunket Greene, Mary Quant and Archie
McNair at Buckingham Palace, 15 November 1966
Photo by © Hulton-Deutsch Collection / CORBIS /
Corbis via Getty Images
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ALLIGATOR RAINWEAR
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k& Since when did raincoats
go wild? Since Mary Quant
designed for Alligator. 99

— Alligator advertisement, 1965

Quant’s fascination with shiny,
waterproof PVC is realised through
her collaboration with Alligator
Rainwear. Based in a mill in near
Manchester, north-west England, for
decades the company has produced
traditional weatherproof coats in
black, brown and beige to suit the
British climate. By signing a licensing
deal with Mary Quant, the brand
takes on a new lease of life.

Alligator’s manufacturing expertise
resolves the issues associated with
her 1963 ‘Wet Collection’, allowing

Quant to develop a bright new
range of waterproofs in a rainbow
of colours with capes, zips and
contrasting collars and cuffs which
combine functionality with striking
visual effects. She also pushes
Alligator to try innovative synthetic
materials like nylon to produce
exciting new looks.

HEEEXREMMARK > 1966 &
Raincoat with contrast collar and cuffs, 1966
© Victoria and Albert Museum, London
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kk Foundation garments needn’t
be surgical. Get a birthday suit
and be your own sweet self
(minus six pounds). 19

— Honey, 1965

The silhouette of Quant’s dresses
requires a new kind of underwear

or ‘foundation garment’. Corsets
with metal boning and clasps are all
wrong. Partnering with manufacturer
Weingarten Brothers and their
"Youthlines' brand, she creates the
‘Q-Form’ underwear range, utterly
different from anything else on the

market. Her garments use Lycra
for comfortable yet barely visible
support.

Magazines aimed at adventurous
young women feature ‘Q-Form’
worn by models in dynamic poses.
The images promote unrestricted
movement and the new ideal for

a lithe, childlike physique. The first
range includes tummy-flattening
girdles and suspender belts for
stockings. Later, these are replaced
by Quant’s simple ‘booby traps’ and
knickers, knitted on the machines
that already produce her coloured
tights.

BEREE TQfZ) MK 1966 &
Models wearing ‘Q-Form’ underwear, 1966
© ullstein bild-Otfried Schmidt
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k6 Mary Quant home patterns
come to town! ¥

— Advertisement, 1964
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An army of home dressmakers can
make their own Mary Quant designs
when she signs a deal with Butterick.

BE% - AREsT (BFEAE) DRa%EER
1964 F

Pattie Boyd modelling ‘Miss Muffet’, with the Rolling
Stones, 1964

Photograph by John French

© John French / Victoria and Albert Museum, London

Costing little more than a copy of
Vogue, the sewing patterns make it
possible to stitch Quant’s shift dresses
in either cheap and cheerful or luxury
fabrics, depending on taste and
budget. Just ten years earlier, Quant
adapted Butterick patterns for home-
made dresses to fill the rails of Bazaar.

For home knitters, Quant designs
patterns for skinny jumpers and socks
to promote Courtelle, an acrylic

yarn produced by textile company




Courtaulds. Later, she produces a
range of Crimplene dressmaking
fabrics with chemical company ICI.
Such high-profile collaborations
ensure that Mary Quant targets more
consumers, while enabling traditional
manufacturers to keep their products
relevant in a competitive, globalising
market.
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In a fortuitous meeting of minds,
Quant finds a manufacturer to
develop an expanding range of
stockings and tights in quirky colours
to complement her clothes. These
are sold alongside new products

like plastic-moulded shoes and PVC
bags. She even joins forces with the
thriving toy industry to create Daisy,
a doll with miniature Quant outfits at
pocket-money prices.

After years of research, Quant
launches a range of cosmetics,
enabling customers from Amsterdam
to Taipei to buy into the Mary Quant
brand with a daisy-logoed eyeliner
brush or silver-cased lipstick. Using
clever marketing and high-visibility
packaging, Mary Quant becomes one
of the first and most varied lifestyle
brands to inspire a generation of
shoppers.

BHERBEMER > 1967 F
Mary Quant testing cosmetics, 1967
© Getty Images: Rolls Press / Popperfoto
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‘Cry Baby’ Waterproof Mascara Advertisement,
1967

Art Direction by Tom Wolsey

Image courtesy of The Advertising Archives
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k& | aim to create a total look but
one with so many variations that
each girl can select and reject,

to find her own permutation. 3%

— Mary Quant, 1966
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k& | didn't have time to wait for
women’s lib. 99

Mary Quant, 2012

In a time of growing activism and
struggle for equal rights, Quant has a
visionary take on the role of women,
leading by speaking out, working
hard and taking risks. Her assertive,
liberating minidresses express the
changes of post-war Britain, giving
women a strong, independent style
of their own.

Her designs in the later 1960s and
early '70s continue her favourite
theme of challenging traditional
stereotypes, while Quant herself
wears increasingly androgynous,
gently feminised and casual versions
of masculine tailoring, as if to prove
the point.

However, she credits her King’s Road
customers as her inspiration and the
ones leading the feminist rebellion.
In 1967, she describes the young

as, 'prototypes of a whole new race
of women... It's their questioning
attitude that makes them important
and different.” Quant designs fun,
wearable clothes for this new race,
with fashion that enables free
movement and self-expression.

EREFEHOMBEEL > 1966 &F

Twiggy modelling waistcoat and shorts ensemble,
1966

© Photograph Terence Donovan, courtesy Terence
Donovan Archive. The Sunday Times, 23 October
1966
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From 1966, tomboyish models like
the teenaged Twiggy promote the
minidress-look in typical Quant style:
knock-kneed in gawkish poses, often
sporting cropped hair and resisting the
constraints of adult stereotypes. Quant’s
sporty tracksuits and loungewear allow
wearers, ‘to run, to jump, to leap, to
retain their precious freedom.’

Quant’s designs of the late 1960s
are simultaneously childlike and
androgynous. Familiar masculine
tropes of waistcoats, suits, trousers
and flat caps are made for the
Ginger Group label, alongside little-
girl dresses with ribbon and lace,
romper suits and bloomer-style hot
pants. These often-provocative styles
reflect the growing global movement
towards freedom of sexuality and
gender expression.

E—EFERREA > EAEED
BRERAR < 1
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k& | didn’t want to grow up,

perhaps that's something to do
with it. 99

— Mary Quant, 1966

HlF - RS B IEE 0 1966 &
Kellie Wilson modelling shirtdress and shorts, 1966
Photo Duffy © Duffy Archive
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Hazel Collins wearing "Yum Yum'’ ensemble with
Mary Quant and models, 1975

Photo by Roger Jackson / Central Press / Hulton
Archive / Getty images

Still operating from the tiny head
office in Chelsea, Quant closes the
Bazaar shops in 1969 to focus on the
profitable licensing trade. To manage
the volume of work, Quant employs
and supervises graduates from
London’s prestigious design schools.

The ‘'mod’ Quant style becomes
eclectic and retrospective amid the
economic and political uncertainties
of the 1970s. Still combining
Victorian details with a clean, bright
finish, Quant’s designs retain her
characteristic sense of fun.

Quant applies her designer’s eye

to home furnishings, helping to
popularise duvet covers, with industry
collaborations that capitalise on her
celebrity and flair for marketing.
Changes in UK manufacturing lead to
the closure of the Ginger Group label
in 1975, but Mary Quant designs
continue to sell through boutiques
and department stores, acting as a
banner for the lucrative cosmetic and
hosiery markets.
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k& Mary Quant... blasted an
opening in the wall of tradition
through which other young
talents have poured. 99

— Ernestine Carter, 1973
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Mary Quant and models at the launch of ‘Quant
Afoot’ footwear, 1967

© PA images / Alamy Stock Photo

By the late 1970s, Quant worked
increasingly in Japan. She published
books on cosmetics, opened her
Colour Shops, and designed a
special edition Mini car. She received
many awards in recognition of her
unique and on-going contribution
to fashion, including a Dame of

the British Empire medal in 2015.
Quant and her business partners had
anticipated the future dominance

of visual branding and marketing
and her brand helped to shape the
global identity of fashion in Britain,
a centre of street style, creativity and
innovation.

Meanwhile, the fashion industry
has been transformed by offshore
manufacturing and digital
technology, and in this current time
of flux is beginning to adapt to




meet the challenges of inequality,
fast fashion and sustainability.
Quant’s greatest legacy for today is
her vision of fashion as a means of
communicating new attitudes, ideas
and change. By bending the rules
and testing different gender roles
and identities with affordable, well-
made clothes to enjoy, empower
and liberate, she predicted the
opportunities and freedoms of future
generations.

TIPSR EEERT;
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kk Fashion, as we knew it, is
over; people wear now exactly
what they feel like wearing. 99

— Mary Quant, 1967
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