
The Toast of Fashion Week

Carolina Herrera’s digital team had struggled in the past with 

live video. In a historic and demanding venue, they needed a 

partner who could take them live and beyond.



C
 arolina Herrera went from rubbing shoulders with 

Andy Warhol and Mick Jagger to appearing on 

international “best dressed” lists and starting her own 

fashion line. She’s dressed Jackie O. and Michelle 

Obama and her style and fragrance lines flourish 

internationally. Herrera set up shop in New York in 1980 and now shows 

her collection biannually at Mercedes-Benz Fashion Week. 

But innovation is the only constant in fashion. “It’s really important as a 

designer to always be moving forward and be on the cutting edge of 

technology,” says Elizabeth Fuller, Digital Manager at Carolina Herrera. 

“Live video is a really important part of our marketing strategy for all of 

our runway shows and a lot of other events as well. As a luxury brand 

it allows people a peek into a reality they don’t often get to experience 

and helps them feel like a part of something that’s really unique and 

special to the brand.” 

Livestreaming in fashion had its first big moment in 2009 with the live 

video feed of the Alexander McQueen Spring/Summer 2010 show in 
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Paris. Designers from Marc Jacobs to Alexander Wang followed suit 

in 2010, and that year brands like Burberry were creating livestreamed 

shows with interactive social components. In 2016, streaming your 

fashion show is a must. “If you dont livestream your show you’re missing 

out on a huge opportunity that your competitors are going to pick up 

on,” Fuller says.  

“The stream is totally worth it to us,” Daniel Plenge, Director of Social 

Media at Marc Jacobs, told Racked in 2015. “We’re trying to bottle up 

all of Marc’s magic into one night, so having an asset that lives on past 

the show is really helpful. A lot of the views come weeks after the show 

because we throw a loop of it up on our site. Streaming has been 

“I think five years 

ago you didn’t 

livestream a show 

because fashion 

shows were still 

meant to feel 

exclusive,” says 

Fuller. But things 

have changed, 

and customers and social followers alike are demanding more from 

fashion brands. “Social media has broken down that wall that separated 

the fashion crowd from people who are admirers of fashion. You have 

to stay on top of these advancements to get the consumer excited, and 

sharing on social helps get the most engagement and talk around your 

brand,” she adds. 

“If you dont livestream your 

show you’re missing out 

on a huge opportunity that 

your competitors are going 

to pick up on.”
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Livestreamed fashion shows are also used to collect market research 

in addition to driving sales. Many brands have started to include direct-

buy buttons on their live video for viewers watching at home while also 

tracking which pieces are talked about where on social media. Plenge 

told Racked that Marc Jacobs studies this info and shares it with buyers 

and retailers. If the red plaid number is big in Mexico City on social 

media, those retailers will know to stock up.



After a bad experience with 

livestreaming, the Herrera team 

decided to forgo it for the first time in 

five years for their Spring 2016 show. 

“We saw a significant decrease on our 

social platforms and there was a lot less 

talk around the event because people 

couldn’t see it as it was happening,” 

says Fuller. They also lost international 

press compared to previous seasons. 

“We knew after that season it was a 

mistake to not livestream.” 

For the Fall 2016 show, the Carolina 

Herrera digital team needed to find 

vendors in the past and struggled with 

the same thing season after season: 

the stream didn’t go live or the video 

quality was poor.” 

Finding The Right Live 
Video Partner for a 
Historic Venue
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“I think the most important 

part was finding a partner 

willing to meet those 

demands with us.”

An added challenge was the historic 

venue for the show: The Frick 

Collection. “The most important factor 

for us was choosing a partner that was 

professional and willing to work under 

the constraints of our venue,” says 

Fuller. 

Previous Herrera shows at Fashion 

Week were a “900-person circus,” 

says Sarah Carnabuci, Marketing 

Director at Carolina Herrera, but this 

felt more like inviting guests 

into an intimate space. There 

were not only tech hurdles 

but also massive production 

challenges. “This is a landmark 

space with priceless fine art,” 

says Carnabuci. “There were 

a lot of setbacks but it was 

worth it for us to have this 

atmosphere and elegance. It was the 

perfect place to show our collection.” 

The Carolina Herrera team was 

introduced to Livestream through 

their event agency. Once  Livestream 

got to the Frick, they realized their 



in place.” According to Fuller, 

previous livestreaming vendors 

Carolina Herrera had worked 

with weren’t willing to try to 

overcome the challenges of the 

venue. “Livestream was like, ‘no 

problem we’ll figure it out.’”

The Frick was really particular 

about the way cables were wired 

and equipment was handled in 

the space. “Livestream worked 

with every single one of our 

stipulations, they worked well 

with our production company, 

our marketing team,” says Fuller. 

“I think the most important part 

was finding a partner willing to 

meet those demands with us and 

produce a great quality product 

at the same time.” 

work was cut out for them. “It’s a 

space that is not set up for a live 

production,” says Alex Schuster, 

Director of Professional Services 

at Livestream. 

“It is the worst place to have 

a livestream!” says Fuller with 

a laugh, adding that the Frick 

turned down multiple requests to 

create proper infrastructure for 

the shoot. “That’s why we were so 

impressed with what Livestream 

did. Every time the Frick said 

‘no,’ they created a solution. It 

made our lives so much easier to 

know it was just going to work. 

We were lucky that Livestream 

was so patient and wonderful to 

work with, and willing to work 

within the rules the museum put 

The Livestream Production Team 

produced the runway show with 

a standard three-camera shoot in 

addition to the two 360-degree 

cameras on each side of the 

room. The Livestream Product 

Team then created a custom 

player that allowed users to 

choose their own viewing angles 

and experience. Livestream also 

shot the show vertically to align 

with the display televisions in the 

Carolina Herrera show rooms. 

”You could get a shot of any part 

of the room as it was happening 

live,” says Fuller. “It was a really 

unique viewing experience for 

our audience around the world.”
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“We have an incredibly global audience and thought 

livestreaming the show would bring that audience right 

into the venue with us and give our fans around the 

world a chance to experience the show as if they were 

there seeing it themselves,” says Fuller. “When we do 

livestreaming we’re trying to reach as many people as we 

can at once – actual clients and aspirational clients and 

followers of the brand.”

The Carolina Herrera team was thrilled with the final results. 

“We chose Livestream as our streaming partner because 

and everyone we worked with said Livestream was the best 

in the industry,” says Fuller. “Our experience with Livestream 

Going Live in 
360° at The Frick

“The stream was crystal clear 

and the end result was fantastic.”
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couldn’t be better from the very beginning with the sales 

process, all the way through the more custom work the 

development team did, and then our producer who was 

incredibly hands on and wasn’t afraid of a challenge. It was 

a truly incredible and professional experience.”

Fuller also lost her previous fears about livestreaming: 

“We felt such a sense of confidence with Livestream and 

from a tech standpoint, we could really depend and rely 

– that was clear. For us, the best part of working with 

Livestream, beyond the professionalism, was the quality 

of the product. The stream was crystal clear and the end 

result was fantastic.” 



Besides finally executing the stream of their 

the Carolina Herrera team had other reasons 

to celebrate: The Wall Street Journal named 

them the best livestream of the season. “When 

you plan a livestream for a fashion show you 

want to have the best possible version. Be doing 

something no one else is doing, or provide the 

best user experience,” Fuller says. “We feel like 

this year Carolina Herrera did that by partnering 

with Livestream, and The Journal recognized 

us as the best livestreaming experience in all 

of New York Fashion Week.”

“Carolina Herrera was a great team to work 

with because they had a strong vision of what 

they wanted to achieve,” says Schuster. “They 

The Best 
Livestream of 
the Season
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had a lot of ideas, but they previously had a bad 

experience and knew what could go wrong. 

Livestream was able to execute on that vision 

and take it to the next level.” 

The lady behind the brand was also pleased 

with the final result. “Livestreaming was really 

important to Mrs. Herrera. It was important 

to her that people around the world get to 

experience her beautiful designs with her,” says 

Fuller. “She was thrilled with the way it turned 

out. What’s exciting is not only were we able to 

livestream this amazing show, but at the end 

we had this really beautiful high-quality video 

product that we can share with our retailers 

and wholesale partners and that made the 

entire experience even more enjoyable.”

The show had over 50,000 views and gained the brand over 60,000 new social media followers and 51.2M impressions. They had an 

83% increase in Instagram followers alone compared to the previous show.

51M 83%60K50K
views social followers impressions incr. instagram followers
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