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IN THE BEGINNING


The Little Book of Fendi is the story of one of Italy’s finest and most celebrated luxury brands. Founded in Rome in 1925 by Adele Casagrande and Edoardo Fendi, it began as a modest leather and fur shop in Via del Plebiscito, with an atelier and living quarters above the store.



The brand soon became known for its attention to detail and love of craftsmanship – with lines such as the Selleria bag collection, which was completely hand-sewn. Their growing success enabled the business to expand and to move premises to the up-and-coming neighbourhood of the Via Piave. The couple had five daughters – Paola, Franca, Alda, Anna and Carla – all of whom ended up working in different capacities for the family firm in perfect harmony, making it the perfect family business.
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The unmistakable Fendi shopfront of one of its early London stores.



A new era for the fashion house began during the Dolce Vita period – the years of economic boom celebrated by the famous film – and in 1964 Fendi opened a larger store on the prestigious Via Borgognona, where they dressed glamorous Italian film stars, including Claudia Cardinale and Sophia Loren. Fendi was the one to watch and, in 1965, the Fendi sisters made a bold move and took the decision to recruit a young German designer to work as their creative director: the one and only Karl Lagerfeld – a partnership so successful that he held the position for over 54 years, until his death in 2019.

During his time at Fendi Lagerfeld designed the double F logo, which stood for Fun Furs, and went on to elevate the brand’s overall status by redefining fur and making it accessible to a wider audience. He also staged the most extraordinary and ingenious fashion shows, including a Spring/Summer 2008 collection that took place at the Great Wall of China, Fendi’s first Haute Fourrure (Haute Fur) in Autumn/Winter 2015, and their Autumn/Winter 2016 show, the house’s second couture collection, presented at Rome’s Trevi Fountain (which was covered in plexiglass for the occasion to create a dramatic catwalk over the water).

Following Lagerfeld’s death, British designer Kim Jones was warmly welcomed into the Fendi clan. He was hired as creative director for womenswear in September 2020, and his fresh approach has, once again, repositioned the brand and made it relevant, while maintaining its desirability and staying true to its Roman roots. He introduced the first Fendi Spring/Summer couture collection in a star-studded debut show, which was a stunning interpretation of Virginia Woolf ’s book Orlando: A Biography, and then marked the Baguette’s 25th anniversary (Fendi Resort 2023) with a show where Fendi collaborated with Tiffany & Co. and Marc Jacobs.
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A collaboration between Fendi and Fila is displayed in an exhibition at the Bundeskunsthalle, Bonn, Germany, in 2021.



Today, Fendi has transcended the world of fashion and has become firmly embedded in popular culture. The Fendi Baguette, for example, designed by Silvia Venturini Fendi in 1997, was popularized by Sarah Jessica Parker in the acclaimed TV series Sex and the City (1998–2004), marking the birth of the “It” bag phenomenon. Fendi is also loved by celebrities, seen in films, mentioned in music, and its collaborations and advertising campaigns have become as iconic as the pieces themselves. This is the story of a once small Italian family business that conquered the fashion world.
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Fendi’s supersized flagship store in Tokyo, Japan, echoes the Fendi headquarters, Palazzo della Civiltà Italiana in Rome. It sells women’s and men’s collections and has a VIP room reserved for exclusive customers.
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