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Not such an odd couple
funealism has moved from the nuseum to the d@artment store, says Bettina von llase
The desisner Elsa Schia.
parelli, wilh whon Salvador
Dali sometimes couaborated,
once said life was "a-mus.
ins ' ,  and though I  have
known the apho sm for
years, I rever exleden@d its
impact util recently. The
moment of entightenment?
When my art consultsncy,
Nine AM, orsanired a collab.
oEtiotr betw@n department
stoE Selfridsps and the Vic-
tona and AD€rt Museum to
mark the V&A s upcoming
show 5t r/eal flirtgs, alout
the influenc€ of surealism
on architecture, desiSn and

It may s€€m an odd leap
for a consumer emponum b
become a content partnd of
a museum show but,  in
trutb, it was almost pre-
ordained. Surrealism used
tlle department store ad its
windows as a canvas. In the
late 1930s and 1940s, Dali,
Marcel Vertes, Tanguy, Man
Ray and Jean Cocteau saw

in the store window a ready'
made daydream upon which
to unleash their fantasies.
Dali famousty created win.
dows for Bonwit TeUer in
New York in 1936 and 1939.
the second eies being Inr-
ticularly memorable, partb
thanls to Dalis fit of tem.
per when the management
thought some of the installa-

Serrideps thus seemed the
ideal place to stage a con-
temporary r€sponse to the
V&A s historical investisa'
tion, particutarly because
tlle lDiluence of surealism
and its preoccupation with
illusion, dreams, escapism
and tl|e bizare stil .ever-
berates st.ongly in art, fash-
ion, film, architecture,
desisn and advetisiq. Sig'
Mt@ motifs de a chanSp
of scale, dlsplacement of
objects (like Dali's lobster
on a telephone), the use of
eyes 

^d 
tmpe l'@il.

"tut is to the community

what the dream is to the
individual," said Thomas
Malnl and one of the brand
missions of Selfridges is to
creaie a s i tuat ion whe.e
shoppirg acts like a dream,
l€ated in a treasue trove of
contrasts. The move ftom
(|Ieam to r€ality besar five
months acp when S€rridc€s

decided to dedicate all 14
windows on Oxford Stre€t -
wh€re 123,000 people walk on
d average day to tlle sur.
rcalist theme for six we€ks.
It atso arraneEd "spontane.
ous happ€nings in the store
(which has about 35,000 cus.
tome.s a day) and set up a
temporary "shop within a

shop", which is what schia
parelli did befoE the second
world war at her he:dquar.
ters on the Ptace Vendome in
Paris. OuIs was created by
aichit€tw md d6ic1r prac.
ti@ FAT Fashion Architec.

The store did not want to
exhibit existing surrealist
objects - that is the V&A's
expertise but to work with
artists and designers who
were influenced by surreal-
isn a-nd who could hansform
the store ido a kaleldoscop€
of ploj€cts, performances and
product!. Among tho6e who
get the gr€en lisht were an'
ist duo and arlbrand
Dadadady (Simon Moretti
and Paol Heber-Percy), who
caled Seliidges a "temple of
desirc" and $eated ,er Pdt'
ais .les Etail8, 
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proS?amme of events with
surrpal Utl€6. Of tlles€, "The
rountain of Innocence" is
the ldC€st, a fmtasy Palace
on the lower ground floor

inspired by *t desiSrs from
films such as Cocteau s Io
Belle et Ia BCte and Athae,
to Starley Kubdck's 2001.

For the surual windows,
commissioned designers
inctuded John Gal l iano,
Viktor & RolJ, Maison Martin
Margiela, Moshino, Roihik,
Agent Provocateu, flnituE
deisiner Ror Sachs and the
V&A, which is displaying an
image of its logo ror the
show, the grant pi < Dali lip
sofa on a srun lam- The
Serrideps surrealist logo is
equaly anestins: an jmace
of the store hovering on a
white cloud in a clear blue
sky, with the words under-
neath: "This is not a shop."

Untrue, but very a.musins.

'Swleal Thinss' /1ns at th.
Vicbria anl Albert Museun,
Iandan, AW1, lrorn March
n b Julu 22 t2l: +44 (0)20
7942 2000: unLlr.odm.ac.tk.
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