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BUSINESS

AnalystsPressurefor Gucci
To NameHigh-profile Designer

Accordingto luxury

analysts,the statureof the

creativedirector would

help revitalize the brand and

regainmarketprominence.
BY LUISA ZARGANI

MILAN – The pressureto find theright
successorfor Sabato De Sarnomounts,as
analystsbelieve Gucci’s future relies heavily

onchoosingthenew creativedirector.

Two daysafterKering reporteda 24

percentdecrease in Gucci‘s organic
revenuesin the threemonthsendedDec.

31, analystsarewatchingwith abeadyeye
what thebrand’snextstepswillbe.

Theyarecautiousaboutthe futureof the

brand,whichaccountedfor 63 percentof

Kering’s operatingprofit in 2024, following
the exitof DeSarnolastweekafterless than

twoyearsin thejob. His successorhasyet
to benamed,but Kering chairmanandchief

executive officer François-HenriPinault

believes thebrand is poisedfor arebound.
“Gucci will come back.I haveabsolutely

no doubtsaboutthis,” hesaidon Tuesday,

commentingonthe results.
There is no time towasteandGucci

shouldturn to atried-and-true,big-name

designer, according to Bernstein’s global
luxurygoodsanalyst Luca Solca.In his

reportissuedThursday,hestatedthat
Gucci “needs anlew, heavyweight creative
director,andit needsit now. The task is
to addanoriginalandcompellingfashion
twist on thecleansedGucciimageSabato
De Sarnohascontributedto create:more

elegant, morequalitative, bu dull. A

heavyweightdesigner(say,Hedi Slimane
themostlikely candidatein ourview — or
JohnGalliano or Maria Grazia Chiuri, for

example) could restartthebuzzaroundthe

brand, andhelp it to regain centerstage.”
In Solca’s opinion, “the first priority

wouldbe to reinvigoratethe carryover
products,that aretired anduninspiring.
Combinethatwith inspirednew

communication andKeringmayhavea

wayto drive the full-price retailboost they

needto meettheir guidance.Evenbefore
thenew [spring 2026]fashioncollections
hit thestores.”BernsteinexpectsGucci

to reveal De Sarno’ssuccessor aroundits

Milan fall 2025showon Feb.25, he added.

salesturningpositive not before[the
third quarter]in our view — andthe
appointmentof anew designeratGucci,

we arehappywith ourHold rating,”stated

HSBCanalysts, defning“the visibility” of a
Gucci rebound “blurry.”

“We believe many investorsare sticking to
thesideof cautionandwant to seenumbers

turning positive, asrecovery at Gucci has

been delayedmany times.” In accordance

with Solca, thebankbelievesthat “one
elementthatcouldcreatesometraction for
thesharesis theappointmentof anewwell
knownandappreciatedby theluxurymarket

creativedesigner” to succeedDeSarno.

JamesGrzinic atJefferiesalso dubbed

thebank’s report“Seeing isbelieving.”
After Kering’smanagement “sets forward

a confident outlook for Gucci,” based on
the “fundamentals” De Sarnoput in place
for thebrand,Jefferies believes “this is

somethingthatanew designer Slimane?
Galliano?– will be ableto build uponin a
morefashion-forwardmanner,evenif an
imminentappointmentwouldnotpresenta
collection until September at the earliest.”

The rumor mill hasbeengoinginto

overdrivewith Slimane,Galliano,

Kim Jones,Chiuri (although,asWWD

reported, LVMH MoëtHennessyLouis

Vuitton is alsoin talks with herabout

taking the women’s design reins at

Fendi)andDario Vitale all rumored to be
potentially in line for thecreativeleadat
Gucci. Speculationis also rife that Luke

andLucie Meier will be exitingJil Sander
after the fall show in Milan, so their

namescouldbe addedto the list.

TD Cowen alsomaintainedits Hold rating
onKering’sshares. “In orderto gain more

conviction,we needto see improvement
in trendsat Gucci andmarginstabilization.
Near-termaccelerationin newnesscould

support traffic trendsalthoughwe are
cautiousonthetime neededto launch

productunderthe new creativedirector
(yet tobeannounced).”

Upon theexit of De Sarno,Citi’s Thomas
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identity of thenewdesignerwill bekey in

redefning thebrand’saesthetics,perhaps
halfwaybetweenclassic/understated
eleganceandfashion-forwardness.”

An imagefrom Gucci's

spring 2025 campaign.
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Kering Gucci nefait plusrêver
Sonactualité.Le groupe de
luxe peine à remonter la
pente.En 2024, son chiffre
d’affaires s’estreplié de12%,
à 17,2 milliards d’euros,
plombépar le reculde 21%
desventesde Gucci. L’effon-
drement de lamarquela plus
contributrice du groupeen
termesdemargeet les efforts

pour larepositionner versune
clientèle plus haut de gamme
ont pesé sur la profitabilité,
qui ressortà 14,9%, contre
24,3% l’annéeprécédente.Le
bénéficenetparactions’élève
à 10,68 euros(-57% sur l’an-
née). Mais il esten ligne avec
les anticipations de Factset
(10,76 euros).Undividende de

6 euros seraproposéà l’assem-
blée généraledu24avril.

Notreanalyse.Les résultats
2024nerecèlentpasde mau-
vaises surprises.Maislespre-
miers signaux de redresse-

ment de Gucci tardentàvenir.

Les dirigeantsprévoientune
stabilisationdes ventescette
année,avecune faible crois-

sance aupremier semestre,
tandis que laprofitabilité res-

tera souspressionavant de
s’améliorer progressivement.
Le groupeva réduire sescoûts
et optimiser sonréseaudema-

gasins enprévoyant la ferme-

ture de 50 points de vente.
H.C.

NOTRE CONSEIL

Vendez. [KER] Objectif: 250 €.
Profl : dynamique.
Prochainrendez-vous:ventes

du premiertrimestre, le 23 avril.

Tous droits de reproduction réservés

PAYS : France 

PAGE(S) : 8

SURFACE : 0 %

PERIODICITE : Hebdomadaire

DIFFUSION : 57987

JOURNALISTE : H.C.

14 février 2025 - N°1823

Page  3



(1/3)  KERING - CORPORATE

Quoi de Neuf dans l'actualité Lifestyle du

12 février ?

Une nouvelle fragrance Aesop, une montre MARCH LA.B à l'heure basque, un

nouveau look pour Les Aiglons à Chamonix ... La rédaction d'O2 vous propose

un florilège des dernières actualités lifestyle.

Amalia Christensen

Aesop, le magnolia se pare d'un bijou signature

Ni docile, ni attendue. Aurner, la nouvelle Eau de Parfum signée Aesop, est la 12ème fragrance de la

marque, qui fête en 2025 les 20 ans de son premier parfum. Pensé par Céline Barel, qui avait déjà

collaboré avec Aesop il y a 10 anspour créer Tacit, ce parfum anécessité trois ans de développement

pour trouver son équilibre. Ici, elle bouscule les codes et choisit la feuille demagnolia, plus verte et

brute que sa fleur.

L'ouverture, vive etmétallique, mêle poivre rose, cardamomeet camomille romaine, avant dese fondre

dans un fond boisé structurépar le santal, le cypriol et le cèdre.

Pour aller plus loin, Aesop redéfinit l'idée de«bloom», avecune floraison decaractère.En collaboration

avec une maison de joaillerie, unepremière pour la marque, une earcuff en édition limitée, genderless

et sculpturale, accompagnele lancement. Unepièce exclusive, disponible uniquement dansles boutiques

Aesop de Paris et Londres.

Le glow up de Lululemon

Si la tenue fait le moine, alors Lululemon fait les fit-girls. Avec leur nouvelle collection GlowUp,

Lululemon s'attaque au confort et à la performance quece soit pour les plus débutantset les confirmés.

Penséepour bouger sanscontraintes, elle s'articule autour d'un legging sculptant, d'un débardeurajusté

et dela ChargeFeel 3,la dernière version deleur chaussurede sport. Sontissu UltraluTM,aussidoux que

confort, offre un maintien qui épousechaquemouvement sansjamais le freiner.

S'inspirant de Joan MacDonald, septuagénairedevenue icône du fitness, GlowUp prouve qu'il n'est

jamais trop tard pour se remettre au sport !

Disponible dèsle 12 février 2025, en magasinet en ligne.
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La haute couture se fige

Quand la légèreté d'un drapé rencontre la force du cristal, l'élégance se fige dans le temps. Avec

Poétique by Tamara Ralph, la créatrice et la Maison Daum célèbrent l'Art Nouveau à travers une

collection exclusive où le cristal rose poudré épouseles courbesfluides et les perles délicates,signature

du style Ralph.

Que se soit les vases,soliflores, coupelles et centre de table, chaque pièce capture la grâceféminine.

Telles des silhouettes figées, elles rappellent l'univers couture de Tamara Ralph et le savoir-faire

artisanal de Daum, maison emblématique du verre depuis 1878.

Descréations en édition limitée, disponibles dèsjanvier 2025.

Le temps bat au rythme basque

MARCH LA.B n'a pas seulement voulu marquer le temps,mais aussiun territoire. Avec l'AM2 Euskal,

la maison horlogère signe la première montre au monde affichant le jour enbasque et enfrançais, un

clin d'œil horloger àcette terre fière et indépendantequi l'a adoptéeil y a 13 ans.

Sousson cadran rouge «Euskal Herria», cettemontre au boîtier carré de 39 mm en acier 316L bat au

rythme du mouvement suisseRonda 517. Étancheà 100 mètres,elle ne craint ni les vaguesde Biarritz

ni lapluie d'Espelette. Sonbraceleten cuir detaurillon esttanné localement par la maison Rémy Carriat.

Entreracinesetrouages, l'AM2 Euskalprouve quesi le temps passe,l'âme basque,elle, resteindélébile.

Uneédition qui allie caractère et histoire, disponible dèsmaintenant.

Les Aiglons à Chamonix fait peau neuve

Un vent nouveau souffle sur Les Aiglons. Après unetransformation d'envergure, cet hôtel 4 étoiles

emblématique de Chamonix a rouvert sesportes en décembredernier.

Pensépour desvacancesau grandair détenteset sanscontraintes,l'hôtel a deschambresface au Mont-

Blanc, avec des panoramas montagneux grandioses. Pour les gourmets, Casa Nonna réchauffe

l'ambiance avec sa cuisine franco-italienne généreuse.Et pour ceux qui aiment bien flâner, mêmeplus

besoin de porter ses skis qui sont directement livrés dans les chambres. Le refuge parfait pour une

escapadedétenteau grandair, avecunepausebien méritéeau spa DeepNature, inspiré desbienfaits des
cimes.

L'écriture en pole position

Plus qu'un stylo, Montblanc incarne un hommage au génie d'Enzo Ferrari. Avec l'édition Great

Characters Enzo Ferrari Giallo Modena, la marque fusionne l'ingénierie de précision et l'âme de la

course automobile.

La couleur jaune éclatante, teinte signature de Modène, évoque l'héritage de la Scuderia. Le cheval

cabrétrône fièrement, accompagnéd'une plume en or 14K qui dévoile un volant de Ferrari 250 GTO,

tandisquel'agrafe porte la devised'Enzo «On ne peut pas décrire une passion,il faut la vivre.».

Un carnet Giallo Modena et uneencre violette, accompagnecestylo, hommageaux lettres manuscrites

du «Commendatore»disponible dès février 2025.

Kering Generation Award, la mode pense à demain

Retour sur la première édition saoudiennedu Kering Generation Award, un programmedédié aux start-

ups engagéesdansl'innovation durable. Organisée à Riyad, cette édition organiséefin janvier a mis en
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lumière des solutions impactant l'engagement client, l'économie circulaire et la préservation de l'eau,

enpartenariat avec la Fashion Commission et Plug & Play.

Après un processus de sélection rigoureux parmi plus d'une centaine de candidatures, trois start-ups ont

été distinguées. La première Amused, est la première marketplace saoudienne dédiée au luxe deseconde

main, qui utilise l'intelligence artificielle pour garantir l'authenticité des pièces. La seconde Asteri, est

une marque de clean beauty conçue pour résister aux conditions extrêmes du désert, avec des packagings

recyclés. Et finalement Darah Solutions Lab, une start-up innovante spécialisée dans le recyclage textile,

transformant les vêtements usagés en nouvelles créations.

On retrouvera les lauréats lors d'une présentation de leurs innovations au salon ChangeNOW 2025.
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La moda
vaal

Louvre
ANTONIA MATARRESE

M
ettiunabito in tulle ricopertodi paillettedisegnatoda
SabatoDe SarnoperGuccinellesalescarnedi un’isti-
tuzione musealededicataall’architettura.Oppureuna

rigorosagiaccamaschilefrmata GiorgioArmanifra gli
stucchiegli affreschidiun palazzogentilizio.E ancora,un’interacol-

lezione di scarpedallemille foggee colorisulpavimentoin linoleum
di unospaziodestinatoall’arte contemporanea.In treparole:moda

da museo.

L’ultimo, famosissimo,adaprirele porteallacouturee per la pri-

ma volta nella sua storia,èil Louvredi Parigi: da pochigiorniha
inauguratola mostradaltitolo “Louvre Couture.Objets d’art,objets

demode”,inprogrammafinoal 21luglioprossimo.Unapasserelladi
oltresessantalook,unaquarantinadi

acces-

sori e ben quarantacinquemaisonspalma-
ti sunovemilametriquadri.Granparte dei

designerdiabiti traeispirazioneda quadri
esculture,scegliendospessole sedi museali

perallestirele propriesfilate.Non c’è quindi
da stupirsiseil curatoreOliver Gabet,diret-

tore del Dipartimentodellearti decorative
delLouvre,hapensatodifarconvivere arre-

di epezzi unicidell’anticopalazzoapparte-

nuto aire di Franciacon le creazionidi John
GallianoperDior O gli intarsidiunmaestro

comeAndré-CharlesBoulleconi preziosi ri-

cami del tailleur pantalonein damascodi

setadisegnatodaGivenchy. Un dialogo vi-

vace, chesegueunparadigmatessile.Lungi
dalmetterein fila unmanichinovia l’altro.
Anchese,in questocaso,il rimandoa quelli
metafisicidipinti daGiorgio De Chirico vie-

ne spontaneo.Semprea Parigiuna maison
di culto comeYves SaintLaurentpropone
fno al4 maggiolamostra “Les Fleursd’Yves
SaintLaurent”all’omonimomuseo:narra-

zione poeticadel legametra natura,lettera-

tura e modaincarnataneivestiti anni Ses-

santa O nellecomposizioniflorealiingarza
disetaportateal successodallaMariannadi

Francia, LaetitiaCasta.
Ma i look di sfilatasonosempreimmor-

talati dall’obiettivo di grandi fotograf, che

hannocontribuito a diffondereil linguag-

gio del fashionsystemainonaddettiailavo-

ri. È il casodi “Dior/Lindberghalla Galerie

Abiti sartoriali,accessori,gioielli

emaisondi culto.Da lP’arigi
aMilano, da RomaaIorino
i museiapronoalla couture.
Mettendoin dialogo spazie

opered’arteconaltri capolavori

OULTURA OUESTIONEDl STlLE
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Dior diParigi (fino al4 maggio)cheriunisce

un centinaiodiscattirealizzatida PeterLin-

dbergh fra il 1988eil 2018.Un inno alla bel-

lezza femminile. Cosìcome lo sarà,valican-

do i confini, la mostraattesaper il 21 marzo
a Torino, “NormanParkinson.Always in Fa-

shion” (Palazzo Fallettidi Barolo, fno al 29

giugno):ottantaopere che fannoil punto
sulleevoluzionistilistiche delsecoloscorso.
Dal New Look anni Cinquantaal glamour
anniOttantapassandoper la SwingingLon-

don deiSessanta.
«La modernitàdel lavorodi Norman Par-

kinson sta innanzituttonellasceltadellelo-
cation per isuoi servizifotografici:era deter-

minato acatturareisuoi modelli inambienti
del mondo reale chesembrasserofamiliari

al pubblico», raccontaTerencePepper,per
oltre quarant’annicuratore della National
PortraitGallerydi Londra nonché di que-
sta esibizione.«Inmostra c’èunoscattome-

morabile in cui le modelleJill Kennington
e Melanie Hampshire posanoin una stra-

da londinesecon i poliziotti perunodei pri-
mi numeridellarivistaLife nel1963. Gli abi-

ti sembranofondersiperfettamenteconle
uniformi della polizia a dimostrarecome la
moda già all’epocapotesseintegrarsinella

vitaquotidiana,portandoun tocco inaspet-

tato inun ambientepubblico».
Fra le immaginichesi susseguono,spic-

ca la famosainquadraturascattataper Vo-

gue nel1949 incui le modellesfoggianoele-

ganti cappelliconlacolonnadiNelsonsullo

sfondo.«Questedonnenoneranosolofgure
passivecheindossavanoabitimadavanovita
ad essi,rendendolidinamicierilevantiper lo

spettatore»,concludePepper.
Poco distante, nell’ex strutturamilitare

del FortediBard orapoloculturale inValle

d’Aosta, vain scenafno al9 marzolaretro–
spettiva“GianfrancoFerrédentro l’obiet-

LUCI SULLA CITTÀ

Una pubblicitàGal-

trucco firmatada

Brunetta(1950).A si–
nistra,“Young Velvets,

Young Prices”foto

dall’archivio Norman

Parkinsonpubblica–
ta nel 1949suVogue

America

Tous droits de reproduction réservés

PAYS : Italie 

PAGE(S) : 102;103;104

SURFACE : 273 %

PERIODICITE : Hebdomadaire

DIFFUSION : (137998)

JOURNALISTE : Antonia Matarrese

14 février 2025

Page  8



(3/3)  KERING - LUXE

tivo”, a curadel Centro di ricerca Gian-

franco Ferré, Politecnico di Milano e CZ

Fotografia.Unomaggioattraversoabiti,im-

magini d’autoree disegniall’architettodel-

la moda,scomparsonel2007,cheavrebbe

compiutoottant’anni.A celebrarlogli scatti
diottomaestriche con lui collaborarono:da

GianPaolo Barbieria MichelComte,daSte-

ven MeiselaBettina Rheims.
Milano, cittàdella moda pereccellenza,

ospitainvecefno al13 giugno una mostra

perveri appassionatidel genere,“Galtruc-

CO. TessutiModaArchitettura”, a

curadi AlessandraCoppa,Mar–-

gherita RosinaeEnrica Morini.
La sedesceltaè quelladiPalazzo

Morando,nel cuoredel quadri-

latero: diproprietàdellacontes-

sa Lydia CapraraMorandoAt-
tendolo Bolognini, fu donatoal
Comunenel1945.NataaNovara,
l’aziendadi distribuzionetessile

aprìinsegnein moltecittà,chia-

mando a disegnarei negoziar-

chitetti delcalibrodi Guglielmo

Ulrich, PieroPinto, Melchiorre

Bega.A decorarescaffalie pare-
ti, leceramichediFaustoMelotti e i celeber-

rimi disegnidi Brunetta.
Tutt’altraambientazionema contenutisi-

mili per la mostra“Memorabile.Ipermoda”,
chesi può visitareallaFondazioneMAXXI

Museonazionaledellearti delXXI secolo
di Romafno al23 marzo.Concepitacome
unaseriedi “stazioni”in unagalleriaaffac-

ciata sulla CittàEterna,mescolasenzage-

rarchie abiti sartorialiecapitecnici,borsee

progettidi co-branding.«L’esposizionevuo-
le esplorarela capacitàdellamoda di essere
straordinariae al tempostessoradicatanel

quotidiano presentandolaquindi nonsolo

attraversovalori estetici ma comeun mez-

ZO espressivocheriflette e rinegoziaconti-

nuamente i valori sociali e culturali», spie-

ga
FrancescoStocchi,direttoreartisticodel

MAXXI.

La comunefascinazioneper l’ornamento
el’accessorio,interpretaticomeun’estensio-
ne delcorpo,è il filoconduttoredellamostra

“LonelyAreAll Bridges.BirgitlJürgenssene
CinziaRuggeri”, curatadaMaurizioCattelan

e MartaPapini alla FondazioneICA Mila-

no (fìino al 15marzo,ingressogratuito).«En-

trambe leartiste,chenon sisonomai cono-
sciute, hannolavoratosul temadellescarpe,
deiguanti, dellecalze. La Ruggerifasicura-

mente unaricercapiùpop,di superficie,con
le calzaturedasfilatacherecanoi nomidel-

le modellementrelaJürgenssenusala moda

comeprotesi,perattuareunametamorfosi»,
sottolineaMarta Papini.«Entrambehanno
la capacitàdi muoversitra le variediscipli-

ne, arte,design,fotografia,modaper raccon-

tare la loro visionedel mondo,soprattutto
femminile».E sempreMilano si preparaa
ospitarela primaesposizioneitalianadedi-

cata al sartoCristóbalBalenciagain occasio-

ne dei130annidalla suanascita.“Balencia-
ga

ShoesfromSpain(Palazzo Morando,dal

21 febbraioal 2 marzo),allestitada Elisa Os-

sino Studio,accostail bolerodatorerainvel-

luto ai modellidi scarpe,da giornoedasera.

«Un couturier deve essereunarchitettoper
la forma, un pittoreper il colore,unmusi-

cista per l’armoniae un flosofo perla misu-

ra», ripetevaBalenciagache aprìil suoatelier
pariginonel1937 inavenueGeorgeV. Molti
lustri dopo,l’attualedirettore creativodiBa-

lenciaga, DemnaGvasalia,avrebbedisegna-

to unaclutchaformadistiletto.Laborsache

sembraunascarpa.Dove nonc’è spazioper
l’iPhone.E che èdiventatasubitoun ogget-

to del desiderio. ’

Balenciaga:
“Un COuturier deve

essereunarchitetto

per la forma,

unpittoreper il

colore,unmusicista

per l’armonia,
un fìlosofo

perla misura”

ABITl lN MOSTRA

allestimentodella

mostra"Memorabi–
le–lpermoda”
al MAXXl di Roma
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ÉclatsdeNATURE
FAUNE, FLORE,ÉLÉMENTS... LES GRANDS

JOAILLIERSSINSPIRENT duMONDE VIVANT

POURSIGNERDES CRÉATIONS
FLAMBOYANTES.REVUE DE DÉTAILS.

LA NOUVELLEMOISSON
DES COLLECTIONS DE HAUTE JOAILLERIE, présentées
placeVendômependantlasemainedelahautecouture,alivré

unbouquetvégétalaux inspirationsaussivariéesquel’esprit
desmaisons.Boucheronachoisi d’offrir leurs lettresdenoblesse
auxchardons,aux fleurs decarotte,aux roseauxetautresplantes
modestesquipeuplentla campagnefamilière. Lesinsectesnesont

pasoubliés :un bourdonrayéd'onyx etdediamants,unelucane
portéeenbaguedoubledoigts qui semueenbroche, un papillon

auxailes de nacre...Le tout inspiré desrichesarchivesdela
maisonetdela passionde Frédéric Boucheron quipossédaitplus

de600ouvrages,dont les plus grandstraitésscientifiques du

XIXe siècle. Autantde documentsqu’il étudiaitpourreproduire
lemondenaturelavecle plus deréalismepossible, quitte
àen intégrer le charme desimperfections. ChezChaumet, c’est
lebambouquiconcentrel'attentionavecdix piècescomposant
uneparuredontle collier plastronest lepoint d'orgue. Entrelacs
detiges et defeuilles audessinépuré,il estsurmontéd’une opale
noired’Australie de13,19 caratsaux reflets bleusetvertsauxquels
font écholesgrenatstsavorites.Broches,bagues,bouclesd’oreilles
etdiadèmeviennentcompléterle tableau.

Poursuivantsonexplorationde lanature

sauvagedansuntroisièmechapitre,Cartier
joue àmettreen scènesonanimal fétiche,

lapanthère,mais aussile tigre, félins au regard

perçant d’émeraude qui s’enroulent autour
duCOu, appuyésoutendusversdesgemmes

exceptionnellescommecesaphirdeCeylan
de26,53carats,dontle bleupur s’épanouit
surun feuillage dediamants. Une bague oiseau,
dontles ailesabritentunetourmalinecoussin,
vientenrichircebestiaire,mais ladimension

abstraite, chèreàla maison, n’est pasoubliée.

Commeaveccecollier Echina à lagéométrie

ponctuée de boules côteléesd’émeraude
piquéesdecorail,unhommageàcespierres
introduiteschezle joaillierdela ruedelaPaix

dans les années1920. Dior, fidèle àson ADN

couture,transformefleurs, feuillages et
bosquetsendentelleprécieuse.Légères

commedesrobesd'été,les73 piècesde cette
collectiontouten délicatesseévoluententre
brillanceet transparence,laissantlespierres
decouleurrévélertoutesleursnuancessur

desmonturesaériennes.
Bvlgari revisite égalementla fauneetla flore,

animéesdesvibrantesassociationsdecouleurs
dontle joaillier italien a le secret,avecles pièces

BOUCHERON
Broche roseau,en or blanc

et diamants,collection

UntamedNature.

CHAUMET
Boucles d’oreilles
en orsblanc et

jaune et diamants,
collection Bamboo.

CARTIER
Collier Echina, enor

blanc,diamants,

saphirs, émeraudes

et corail, collection

Nature sauvageIII.

POMELLATO
Boucles d'oreilles

Sabbia, en or blanc

et diamants.

DIOR
JOAILLERIE

Boucles d'oreilles

en or jaune et
diamants, collection

Dior Milly Dentelle.

PAR LOUISEPROTHERY
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Infinite Blossom, EmeraldHorizon, RoséReverie, LuminosaCoral...

D’autresélémentsde sagrammairehistorique, commeSerpenti,
sontégalementprésents,avecdespiècesenmaille tubogas

ponctuéesdepierres précieusesàl'image dececollier enor rose, à

latête de serpentincrustée depierres précieuses et auCOrpsponctué
dediamantset dechevronsd’émeraude. On retrouvela couleur
verte enmajestésurunebaguePiagetornéed'unetourmaline
taille coussin, etsouslaformed’émeraudestaille baguettesur
uneélégantebroche nœud,un desmotifspharesdeGraff. Chez

lacréatricebrésilienneCris Porto, la topaze bleue,évocationdela
puretédes eauxtropicales, estsubliméedansla collection Maldivas.

Adeptededesigncontemporain,Repossia,poursapart,joué
sur leslignes courbeset lesvolumesen célébrantlefil d’'or dans
sanouvellecollection Blast. Celle-cipuisesoninspirationdans
latraditionmasaï,quatorzeansaprèslelancementdesbagues

iconiquesmultirangsBerbere, etl'enso,philosophiejaponaise
dont le cercleestunsymbolemajeur.La bague Spiral, enorrose,
a étéréaliséeenItalie dansles ateliersdela marque,et chacundes
chatonsqui accueillent cinq diamants taille poire aété façonné à la

main. Lediamantestaussiaucœurdespiècesdehautejoaillerie
Sabbiade Pomellato, uneligne reconnaissableàsesformesrondes
qui sont icide différentestailles etrépartiesde façon aléatoiresur
unelignesoupledediamantsbaguettes. Grâceaupavageirrégulier
des cerclesdediamantsetauxdifférentestailles depierre
travaillées,les piècesattrapentla lumière defaçonincomparable.
Attraperla lumière, c’est justementl'objectif desnouveauxvenus
danslemondetrèsfermédelahautejoaillerie. Gemmyo,marque
àsuccèsfondéeen 2011parle duo PaulineLaigneau et Charif Debs,

s’est d’abord spécialiséedans lacréation et lavente debijoux enligne

avant d’ouvrir plusieurs boutiques en Francepuis à l’étranger, dont
la dernière a étéinaugurée en 2024à Tokyo. Nouvelle étape,cedébut

d’annéemarquelelancementdeleurpremièrepiècedehaute

joaillerie, unimposantpendentifenorjaunequi
reprendle motifdela collection Entaille, éclairé

parun sertineigedediamantset une tourmaline
indigolite tailleémeraudeau vert profond. Cette

pièceunique, àl’éclat solaire,ademandéquatre-

vingts heuresdetravail.

Autre aventurejoaillière, celled’Astrom, fondé

en 2023parun duo d'hommes,LaurentBaeza

et IgorNallet,qui ontbaptiséleur maisonen
référence à l'astrométrie, sciencequi évalue

laposition,la distanceet lemouvementdes

astressurlasphèreterrestre.Ce projet, chargé

desymboliqueantique,rappelle, à traversla
beautédesbijoux et lasourcenaturelledeleurs
matériaux de prédilection, l’or et lespierres,
le lien puissantunissantl’hommeauxéléments

qui l’entourent.Pièce maîtressede leur
collectiondehautejoaillerie Dynasties,

le collier Roi Soleil célèbre l'âge d’or dessceptres
etcouronnesaristocratiquesavecunjeusur
les codesemblématiques: unefleur de lys

surplombantunecouronneilluminéede
diamants jaune intense à cognac- orangé,

elle-mêmeposéesurun spinelle bleude
7,02 carats.La gemmeseveutuneréincarnation
dumythiqueBleude France,undiamantdérobé

sousla Révolutionfrançaise,retaillé,et connu

aujourd'huisous le nomdeHope, dunom

dubanquierlondonienqui l'aacquisaudébut
duXIXe siècle.Preuveque les bijoux, merveilles
desavoir faire et destyle,ontaussilepouvoir
deraconterdeshistoires.

PIAGET
Bague enor rose,

diamantsettourmaline

verte, collection Essenze

of Extraleganza.

GRAFF
Broche nœud,en or

blanc, émeraudes
et diamants.

REPOSSI
Bague Spiral, en or

roseet diamants,
collection Blast.

BVLGARI
Collier Serpenti Tubogas, enor
rose, diamants et émeraudes.

ASTROM
Collier Roi Soleil, en or

jaune,diamantsjaunes
et cognac,spinelle,rubis

et diamants, collection

Dynasties.

GEMMYO
PendentifEntaille,

en or jaune,diamants
et tourmalineindigolite.
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La Haute-joaillerie célèbre la nature en majesté

Comme l'ont prouvé les nouvelles collections dévoilées en marge de la fashion-

week parisienne, faune et flore inspirent plus que jamais les grandes Maisons

joaillières.

Fabrice Léonard

Plantes, herbes folles, fleurs, arbres, insectes et oiseaux de paradis triomphent place Vendôme.

Figuratives ou plus abstraites, les représentations précieuses de la Nature sont légion.

D'abord chez Boucheron où sa directrice artistique Claire Choisne a voulu rendre hommage à l'amour

dejoaillier fondateur pour les fougères, le lierre et les insectes.Les 28 piècesmonochromes en diamants,

cristal de roche et nacre de la collection « Untamed Nature » égrènent ainsi des broches chardon, fleur

de carotte, scarabée, papillon de nuit, abeille, bourdon et mouche, à piquer sur un col ou dans les

cheveux.

La même veine naturaliste anime les dix pièces de la collection Bamboo signée Chaumet. Les tiges

pavéesde diamants rappellent la plante ligneuse. L'or jaune gravé à la main évoque les feuilles dans le

vent, tandis que les opales d'Australie et les grenats tsavorites apportent une touche d'exotisme à

l'ensemble.

En parallèle de cette vague verte, les fleurs bourgeonnent, à l'instar de la collection Milly Dentelle de

Dior Joaillerie. Sadirectrice artistique Victoire de Castellaneretranscrit en bijoux, le luxuriant jardin de

Monsieur Dior àMilly-la-forêt, en l'associant à la dentelle, un élément de la couture. Desfleurs d'or et

de saphirs framboise et rose, des microperles blanches et des diamants donnent un effet givré à des

parures opulentes.

Cartier, qui présente les 20 dernières créations de sa collection Nature Sauvage, figure la floraison du

cerisier sur la broche White Hana en quartz sculpté, piqué de diamants et grenats et l'echinacée, une

plante vivace d'Amérique du Nord, sur un collier éponyme. Plutôt qu'à travers les feuillages et pétales,

De Beers puise l'esthétique de la collection Essence of Nature dans la beauté et la force des arbres.

Comme à son habitude, le joaillier souligne son inspiration par de rarissimes diamants blancs, verts,

gris-verts et jaunes dont un Fancy Intenseincroyablement rare de 8,75 carats.

Cette flore luxuriante estmâtinée d'oiseaux comme chezGraff. Le joaillier londonien n'a dévoilé qu'une

seule pièce. Le collier Gift Of Love qui capture avec unrare réalisme l'instant où un volatile offre à un
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autre, une poire en diamant jaune de plus de 13 carats ! Ce collier, pavé de trois rails de diamants

baguette blancs est entièrement taillé sur œuvre.

C'est le plumage du volatile qui rythme la ligne Plume de Chanel. Pour accentuer l'impression d'un

mouvement toujours plus souple et naturel, la base de la plume reste fixe, tandis que son extrémité est

articulée. D'une souplesse inouïe, cesplumes de diamants et de pierres de couleurs apparaissent presque

vaporeuses lorsqu'elles se posent sur la peau.

Seules exceptions à cette vague naturaliste : Louis Vuitton, Repossi, Bvlgari, Piaget et Elie Top. Les

deux premières maisons explorent de nouveau l'architecture et la géométrie avec le second chapitre de

la collection Awakened Hands, Awakened Minds pour l'un et la bague unique de la famille Blast pour

l'autre. La couleur est au centre de la grammaire stylistique de Bvlgari et de Piaget.

Le joaillier romain dévoile des créations inédites saturées de pierres aux teintes affirmées. Parmi

lesquelles un bracelet en maille d'or rose, pavé de diamants, corail et rubellite qui arbore un incroyable

diamant navette. L'horloger-joaillier suisse joue une nouvelle fois la carte du multicolore avec des pièces

complémentaires de haute joaillerie célébrant ses 150 ans. Enfin, Elie Top célèbre ses 10 ans de création

avec la ligne Liaisons Dangereuses qui rappelle le faste du 18ème Siècle.
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FASHION

LVMH PrizeReveals
2025Semifinalists

The short-listed talents

demonstrate "renewed

interest in tailoring,
handcrafted embellishments

and bold occasiondressing,"

according to Delphine Arnault.

BY MILES SOCHA

Fashion’smost promising young
creativesdon’t seem to be in amood for

quietluxury, or casualclothes.

“We are seeing several compelling
trendsamongemergingdesignersfrom all

overthe world, from arenewedinterestin

tailoring, to handcraftedembellishments

andbold occasion dressing,” Delphine

Arnault observedin announcingthe20

semifinalists for this year’s edition of the

LVMH Prizefor Young FashionDesigners.
Theyoriginallyhail from 15 countries,

includingEgypt, GhanaandSaudiArabia

for the first timesincetheprize was
foundedin 2013.

The shortlisteddesignersareto present
their collectionsatashowroomon March

5 and 6 during ParisFashion Week, and

a committeeof expertswill whittle the

groupdownto eightfinalists.

Thevideo player is currently playing
anad.

Arnault, the forcebehindthe prize and

a keytalentscout at LVMH Moët Hennessy
Louis Vuitton, notedthat two of the
semifinalistshavecompetedfor theprize
in thepast: RenaissanceRenaissanceby
Lebanon-basedwomensweardesigner
CynthiaMerhej in 2021, andSoshiotsuki
by mensweardesignerSoshiOtsuki of

Japanin 2016.
Theother 18 semifinalists areAlainpaul

byAlain Paul,France;All-in by Benjamin
Barron,U.S.,andBror August Vestbø,
Norway; BoyedoebyDavid Boye-Doe

Kusi, Ghana;FrancescoMuranoof Italy;
JoshTafoya, U.S.; KML by Ahmed Hassan,
SaudiArabia; MeruertTolegenby Meruert
Planul-Tolegen,U.S.; MFPENby Sigurd
Bank, Denmark;Nicklas Skovgaard,
Denmark;Penultimateby Xiang Gao,
China; Pillings by RyotaMurakami,Japan;
SinéadO’Dwyer, Ireland; Steve O Smith,

U.K.; Tolu Coker, U.K.; Torishejuby

TorishéjuDumi, U.K.; Yasmin Mansour,

Egypt; Young N Sangby SangLim Lee et

by Danial Aitouganov, TheNetherlands.
The 20 labels are competingfor a grand

prizeof 400,000 eurosandmentorshipby
LVMH teamsin suchareasassustainable

development,communication,copyright
andcorporatelegalaspects,marketing,
manufacturingandthe financial

managementof abrand.
The winnerof the runner-upKarl

LagerfeldPrizewalks away with a

200,000-euroendowmentandalso enjoys
aoneryearmentorship.

Finally, the Savoir-Faire Prizecomes
with agrant of 200,000 eurosandaone-

year mentorship.
Thevictorsareto benamedat a

ceremonylater thisyear.
“This yearagain, many of the brands

placehigh valueon »xperimentationand

aesthetics,just like our Savoir-Faire Prize
which is enteringits secondedition,” said

Arnault,who is also chairmanandchief
executiveofficer of ChristianDior Couture.
“This award highlights the importance
of craftsmanship,innovationand

sustainability, echoingthreekeyissuesfor

today’s fashionandluxury industries.
“I would like to congratulate all the

semi-finalistsandlook forward to meeting
thematour showroom in Paris,” she

added.
This is the12th editionof theprize,

which thisyear attractedmore than2,300
applicantsfrom all over the world.

Onceagain, thegeneralpublic will be
invitedto discoverthedesignersandvote
for their favoritecollection onlinefrom

March 5 to 9 at lvmhprize.com.

TheLVMH Prizewill alsodistinguish
threefashion schoolgraduates,who can

apply onlineuntil March 30.Eachwinner,
as well astheir school,will receive10,000
eurosandjoin the designstudioof oneof
the group’s housesfor one year.

LVMH’s stableof fashion brands

includesDior, Louis Vuitton, Givenchy,
Fendi,Loewe, LoroPiana,Kenzo, Berluti,
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TheLVMH Prize is opento fashion
designersfrom all over the world aged
between18 and40who have createdat
leasttwo womenswear,menswearor
genderlessready-to-wearcollections.

Theannualcontesthashelpedpropel
thecareersof suchtalentsas MarineSerre,
Nensi Dojaka, ThebeMagugu, SimonPorte

JacquemusandGrace WalesBonner.
Last year’s winner was Swedishdesigner

Ellen HodakovaLarsson,whoseupcyled
creationsunderlinedthe importance
of sustainabilityasthefashion industry
grappleswith overproductionanda
slowdownin luxury spending.

The20 semifinalists for the2025
LVMH Prizefor Young Designers.
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BUSINESS

MonclerGroup's
2024Revenues
Surpass3B Euros

Thegroup reportedgrowth in

all its markets, including China,

andstrongDTC business.
BY ZARGANI

MILAN –– Moncler Group 2024
with quite a seriesof achievements,
surpassingsalesof 3.1 hillion euros,seeing
growth in China as several competitors
still lamentalacklusterperformancein

thatmarket,andwith a cashpile of more
than 1.3 billion euros.

In addition, the groupmaintained

anoperatingprofit margin of almost

30percent, andreporteddouble-digit
growthin its lirect-to-consumerchannel
for both itsbrands,Moncler and Stone
Island,reportingan accelerationin thelast

quarterof 2024. The performancebeat

analysts’ forecasts.

In acall with analystsat theend

of trading on Thursday,Moncler SpA

chairmanandchiefexecutiveofficer

RemoRuffini describedthe results as

“remarkable,” showing “strong resilience

in acomplex and volatile environment.”
Hetouted the “strength of the group’s
businessmodeland operationaldiscipline”
andthebrandexperiencedelivered

throughtheeventsof Moncler Grenoble
in SaintMoritz andMonclerGeniusin

Shanghai, “the mostimpactful one in the

brand’s history.”
StoneIsland in theyear “continued

to reinforceits uniqueidentity through
aseriesof powerfulbrandinitiatives,
deepeningconnectionswith both new and

loyal communities.”
The year 2025 continuesto present

uncertaintyat the global acroeconomi‹
level, bu Ruffini said “we are confident
in ourability to navigateevolvingmarket
dynamics.Theseresultsaremore than
numbers,they areaboutsearchingfor
creativity anduniqueness,neversettling
for the ordinary.Wenevercompromise,
we aim neverto getbored so as not to bore

others. Tn our ambition to push boundaries

beyondconventions,we are shapingthe

futureof ourbrandsto drive sustainable

growth andcreatelong-termvalue.”
In the 12 monthsendedDec.31, group

revenues rose 4 percent to 3.1 billion

euros, compared with 2.98 billion euros
in 2023.At constantexchangerates,sales

wereup7percent

Bybrand, Moncler revenuesrose5
percentto 2.7 billion euros,comparedwith

2.57billion eurosin 2023.
StoneIslandrevenuesdecreased2

percent to401.6 million euros,compared
with 411.1 million eu1rosin 2023. In the
fourth quarter, revenuesrose10 percent,
with all regionsaccelerating.

Group netprofit wasup5 percent to
639.6 million euroscomparedwith 611.9

million eurosin 2023.

Group operatingprofit rose to 916.3
million euros,amarginof 29.5percent,
comparedwith 893.8 million eurosin2023.

Asked by oneanalystto commenton
the dealwithBernard Arnault’s LVMH
Moët HennessyLouis Vuitton inkedin
September,wherebyLVMH purchaseda 10

percentstakein DoubleR, the investment
vehiclethat is controlledby Ruffini and

holds his 15.8percentstake in Moncler, the

chairmanunderscoredit wasmade “at the

holdinglevelandit allows to reinforceand

give stability. It is very importantto flag
that we remainfully independent.”

Responding to a question about

potentialsynergies, he said hedid not

expectany. While an LVMH executive
will sit on Moncler Group’s nextboard

meeting,Ruffini said LVMH is “not
involved in anystrategy.”

The net fnancialpositionof thegroup
asof Dec.31 amountedto 1.3 billion

euros,comparedwith 1.03billion euros
at the endof 2023. Asked about potential
acquisitions,given the cashpile,Luciano

Santel,groupchief corporateandsupply
officer, said “it’s a nice problem to have.

We don’t havean M&A strategy and we

want to remainveryfocusedon twogreat
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developthem.”
By geographicmarkets,Moncler

reporteda7percentgain in ‘evenues in

Asia, which includesAsiaPacific,Japan

andSouthKorea, to 1.38billion euros. In

thefourth quarter, revenuesin theregion
grewby 11 percentat constant exchange
rates.This was supportedby a return to
solid double-digit growth in mainland

China, while Japan,SouthKorea and
therestof APAC alsodeliveredasolid

performanceall acceleratingcompared
with the previousquarter.

The peformancesurprised analysts, who

proddedmanagementfor color.

RobertoEggs, group chiefbusiness

strategy andglobal market officer,

attributed the growthto several

key fundamentals,suchas“agood
understandingof theChineseconsumers
througha local team,thedevelopment
of specificcapsules andrelevantevents

through the year.The trust andquality
perceptionis very high. Weareone of the
few brandsfor luxury outerwear, maybe
theonly one,andwearetop of mind,
there is no real competitor.”

Eggsalsopointedto an increased
interestin theoutdoorsafterCOVID-19

and “this is atrend that is there to stay.” In

addition, hehighlighted the group’s retail

excellence. “We’ve haddiscussions with
landlordsand they are the onesoffering
betterlocations.In this sense,beingan
alternativeto big groups is paying off, and

weare traffic builders.We seeareturn of
clientsin the go-to market season,weare
top of mind. Consumersgo to brandsat
peak moments.” Eggs cited the relocations
lastyear in Shanghai and Beijing, which

offer increasedvisibility.
Moncler chiefbrandofficer Gino

Fisanotti saidthere was “no secretsauce,”
and although hesaid theGenius eventin

Shanghaiwasextremely successful,with

67.5 million views in China,he did not
attributethegainswith theChinesecluster
to only one event. “Yes, it was massiveteam
work for 18 months, starting with customer

engagementthreeto four weeks before

and three to four weeks after, bu itwent
beyondChina. Thestorystartedthere, but
it wasalso able totravelaroundtheglobe.”

Moncler ‘evenuesin the Americas
increasedby 2percent to 379 million el1ros

and, in the fourth quarter,salesrose5
percentat ronstantexchange rates.

Eggs said theAmericaswill be key
focus in 2025, citing keycities in theU.S.,
but also Vancouver, Mexico and SãoPaulo.

“The U.s. is one of largest opportunities,
We set thebasisfor amultiyear effort. We
have a good collaboratior with Saks,where

with Nordstromwith ahybridmodel, and
themergerof NeimanMarcus andSaks

offersagoodopportunity.”
Moncler Grenoble is also seenas an

avenue ofgrowth in NorthAmerica and
Canada.Monclerissetto opena flagship

on Fifth Avenue in early 2026 and this

was describedas“the first partof the

conquest”of the U.S.

The Europe,Middle EastandAfrica

region in 2024recordedrevenuesof 949.3

millioneuros,up4percenton2023. In
thefourthquarter, revenuesincreased

by 3percentatconstantexchangerate,
improvingcomparedwith theprevious
quarterthanksto theaccelerationof the
DTC channel, which registereda positive
contributionfrom bothtouristsandlocals,
despiteremainingpenalizedby more
difficulttrends in thedirect onlinechannel.

For Moncler, lastyear theDTC channel
recordedrevenuesof 2.33billioneuros,up
8percenton 2023.

Like-for-like salesrose 3percent.
The wholesalechannelregistered

revenuesof 375.4million euros,a decline
of8percentcomparedwith2023.In the

fourth quarter, revenuesin thischannel
declinedby/ percentat constantrates,
impactedby still challengingmarket trends
andby ongoingefforts to upgrade the

qualityof the distribution network.
Às of Dec. 31, there were 286directly

operatedMoncler stores.Among themosteimportant stores openedin thefourth

quarterwereNewBondStreetin London
andBocaRatonin Florida.Thebrand also

operated56wholesale shops-in-shop.
After joining StoneIslandin May 2023,

CEO RobertTriefus said “the foundations

arelargelyin place, the collectionis very
representativeof the DNA andwe are

seeinggoodtractionandweexpectthe

momentumat DTC continuingin 2025.”
Triefushasbeenstreamliningthe

wholesalechannelto bettercontrol

the brandand itsstorytelling, and
this is “bearing fruits, the metrics are
encouraging.” Also, the brandhas

integratedits onlinebusiness,providingan
omnichanneservice,he noted. “There is

work to be donebutI a very optimistic,
the right conditions are inplace.”

Thebrand reportedgrowth in Asia,

wheresalesrose18 percent to 105.2million

euros. In the fourthquarter,the region
climbed 23 percentat constantexchange

rates,mainlydriven by the ongoingstrong
performanceofJapanandthe improving
trendsin theChinesemarket.SouthKorea

continuedto showsoftertrendscompared
with the restof theregion.

EMEA – which continuesto be themost
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revenuesof 268.9million euros, decrease
of6 percentcomparedwith 2023. In the
fourthquarter, revenueswere up4 percent
at constant exchange rates thanks to the
solid performanceof the DTC channeland

improving trendsin thewholesalechannel.

Italy, in particular,outperformedthe rest
of theEMEA region.

Revenuesin the Americas weredown
19 percentcomparedwith 2023. In

the fourth quarter, revenueswereup
2percentat constantexchangerates,
returningto growth after several quarters
of deterioration mainly thanksto the

improvementrecordedby thewholesale

channel.

In 2024,theDTC channelgrew by
21percentto208.9million euros,
representing52 percentof the total.

Thewholesalechannelwasdown 19

percentto 192.7million eurosin 2024.In
thefourth quarter, revenuesdecreased

by1percentat constantexchangerates,
showingsubstantialimprovement.

As of Dec.31, therewere9odirectly
operatedStoneIslandstoresand nine
monobrandwholesalestores.

In 2024, capital expenditures amounted
to 186.7 million euros,or 6 percentof

revenues,comparedwith 174.1 million

eurosin 2023.

Moncler Grenoble fall
2024adcampaign.
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MonclerGrenoble,

fall 2024

T
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Birkin bag maker Hermes end of year
sales jump
PARIS, Feb 14 (Reuters) - French luxury group Hermes (HRMS.PA) , opens new tab
reported an 18% rise in fourth quarter sales on Friday, showing robust appetite from
wealthy shoppers for the most expensive luxury items like its Birkin bags, which cost
upwards of $10,000.

Hermes continues to outshine rivals, thanks to its wealthier customers as the industry
suffers its slowest sales in years. Global luxury sales fell around 2% last year, hurt by a
property crisis crimping spending in China and inflation-weary shoppers elsewhere.

"We are celebrating an excellent year, in a tougher environment," Axel Dumas, executive
chairman, told journalists on a call.

Sales for the end-of-year period came to 3.96 billion euros ($4.14 billion), an 18% rise at
constant exchange rates, accelerating in the important end of year period, with the
fastest growth in the Americas and Japan.

The growth beat analyst expectations for a 10% rise, according to a Visible Alpha
consensus cited by UBS.

The Hermes leather goods and saddlery division, which accounts for nearly half of group
revenues, grew the fastest, up 21.5%. Analysts had expected a rise of 13%.

The double-digit growth at Hermes contrasts with LVMH's 1% rise over the last three
months of the year.

Hermes also reported 9% growth in sales in the Asia region excluding Japan, the label's
biggest market, despite the downturn in traffic in Greater China seen since the end of the
first quarter of 2024.

Dumas added, however, that it was "too early to see an inflection" in the industry, despite
some positive signs.

($1 = 0.9563 euros)

Get the latest news and expert analysis about the state of the global economy with the
Reuters Econ World newsletter. Sign up here.

Reporting by Mimosa Spencer and Tassilo Hummel; Editing by Elaine Hardcastle and
Dominique Patton

Tassilo Hummel

Thomson Reuters

Tassilo is based in Paris and covers the luxury sector, its main players and trends. He
previously wrote about French politics and business, EU institutions and NATO.

Email

X

Linkedin
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20 labels from 15 countries — the LVMH
Prize announces its 2025 semi-finalists

Fashion

The LVMH Prize has announced its 2025 semi-finalists, including All-In, Torisheju, Josh
Tafoya and more.
By José Criales-Unzueta February 13, 2025

This article first appeared on Vogue.

In the 12 years since its inception, the LVMH Prize has recognised some of fashion’s
era-defining talents, uplifting the careers of designers from Shayne Oliver’s Hood By Air
to Marine Serre, Simon Porte Jacquemus and Eli Russell Linnetz of ERL.

This morning, the prize announced its 2025 class of semi-finalists. The 20 labels
selected come from 15 countries, including Egypt, Ghana and Saudi Arabia, all for the
very first time. Renaissance Renaissance’s Cynthia Merhej of Lebanon and
Soshiotsuki’s Soshi Otsuki of Japan, have both competed for the award previously, in
2016 and 2021, respectively.

“As the LVMH Prize steps into a new decade, it is my honour once more to welcome
some exceptional talents,” said Christian Dior Couture CEO Delphine Arnault in a
statement. “With this 2025 edition, we are seeing several compelling trends… from a
renewed interest in tailoring, to handcrafted embellishments and bold occasion
dressing,” she continued.

The winner of the LVMH Prize will receive a €400,000 endowment alongside a year-long
mentorship from a dedicated LVMH team. The Karl Lagerfeld Prize will award a
€200,000 endowment plus a mentorship programme, as will the Savoir-Faire Prize, now
entering its second year. (Michael Stewart of Standing Ground was the first-ever winner
of the latter in 2024.)

The 20 labels will present their collections in Paris on 5 to 6 March. From 5 March
through 9 March, the public will be able to discover the designers’ collections and vote
for their eight favourite candidates on LVMHPrize.com. Meet the labels below.

Alainpaul by Alain Paul, France: womenswear, menswear and genderless

All-In by Benjamin Barron, US, and Bror August Vestbø, Norway: womenswear and
genderless
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Boyedoe by David Boye-Doe Kusi, Ghana: genderless

Francesco Murano by Francesco Murano, Italy: womenswear

Josh Tafoya by Josh Tafoya, US: genderless

KML by Ahmed Hassan, Saudi Arabia: menswear and genderless

Meruert Tolegen by Meruert Planul-Tolegen, US: womenswear

Mfpen by Sigurd Bank, Denmark: womenswear and menswear

Nicklas Skovgaard by Nicklas Skovgaard, Denmark: womenswear

Penultimate by Xiang Gao, China: genderless

Pillings by Ryota Murakami, Japan: womenswear

Renaissance Renaissance by Cynthia Merhej, Lebanon: womenswear

Sinéad O’Dwyer by Sinéad O’Dwyer, Ireland: womenswear

Soshiotsuki by Soshi Otsuki, Japan: menswear

Steve O Smith by Steve O Smith, UK: womenswear and menswear

Tolu Coker by Tolu Coker, UK: womenswear

Torishéju by Torishéju Dumi, UK: womenswear and menswear

Yasmin Mansour by Yasmin Mansour, Egypte: womenswear

Young N Sang by Sang Lim Lee et Youngshin Hong, South Korea: menswear

Zomer by Danial Aitouganov, Netherlands: womenswear

Comments, questions or feedback? Email us atfeedback@voguebusiness.com.
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Miu Miu Names New CEO Silvia Onofri
As Design Director Decamps to Versace
Prada's ‘little sister' brand is seeking a soft landing after a period of explosive growth. In
addition to former chief executive Benedetta Petruzzo's exit, design director Dario Vitale
has recently left the brand. Miu Miu named Silvia Onofri, the former president of VF
Corp.'s Napapijri, as its new CEO.

Onofri succeeds Benedetta Petruzzo, who was hired as Christian Dior's managing
director in September after leading the brand through a period of stellar growth.

Sales grew over 50 percent in 2023 before roughly doubling last year.

Onofri joined Napapijri in 2023 after 15 years at Swiss footwear brand Bally. Previously,
she began her career at Bulgari in Rome.

Miu Miu is currently seeking to deliver a soft landing from its phase of rapid growth in a
tough market for luxury fashion brands. LVMH and Kering both reported declining sales
in the holiday quarter.

In a recent interview, Prada Group CEO Andrea Guerra said Miu Miu's plan for 2025 was
to “add degrees of masochism: analysing whatever weak signals come from the market,
competing with ourselves even more.”

Miu Miu's new CEO arrives as the brand navigates a design shake-up. While Miuccia
Prada remains the label's creative director, a key deputy—design director Dario
Vitale—recently exited the brand.

Vitale is headed for a key role at Versace, industry sources said.

Learn More:

What's ‘polyhedric brand equity'? Chief executive Andrea Guerra breaks down how
Prada and Miu Miu — luxury's ‘cultural brands' par excellence — continued to
outperform the market last year, and his outlook for 2025.
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FashionScoops
Runway
Debut
Michael Rider, who started
earlier this yearas Celine’s
new artisticdirector,will

make his debutwith a
fashion show in Parison

July 6 at 2:30 p.m.CET,

WWD has learned.
Thedate falls between

men’s fashion week in Paris,
scheduledfor June24 to
June 29, and Paris Couture

Week, happeningfrom July
7 to 11.

lt S not yet clear if

the displaywill feature

womenswear,menswear
or both.

Still, it marks a returnto

an IRL runway format for

the fashionhouse,which

in recentyearsunveiled

collectionswith immaculate
and transportingfilms by

Hedi Slimane, its previous
artistic, creativeand

imagedirector. Thesewere

typically releasedoutside
of official fashion weeks.

Celine is a among a
hostof marqueebrands

unveiling collectionsby new

creativeleadersin 2025.
Othersinclude Chanel,

Givenchy, Tom Ford, Dries
Van Noten,Blumarine,
AlbertaFerretti and
BottegaVeneta.

Celine parentLVMH

Moët Hennessy Louis

Vuitton confirmedRider’s
arrivallastOctoberafter

announcingthatCeline and
Slimanewereparting ways
afterafruitful, seven-year
collaboration.

Riderwaspreviously
creativedirectoratPolo

Ralph Lauren,but he’s
well familiarwith Celine.

He logged a decadeas
Celine's designdirectorof

ready-to-wear from 2008

to 2018,working under

its then-creativedirector
PhoebePhilo.

A graduateof Brown

University in Rhode

Island, Rider alsoworked
as a seniordesignerat

Balenciagafrom 2004 to

2008.

He is now responsiblefor

all Celine collections, from

womenswear,menswear,
leathergoodsand

accessoriesto couture.

His hire thrustanother
prominentstudiotalent into

a plum, high-profile role.In

the past,LVMH hastended

to favormarqueetalents.

– MILES SOCHA

New Role
L’Oréal USA hasa new
executiveoverseeingM&A

opportunities.
Ali Goldsteinhasbeen

named president of

acquisitions for L’Oréal
USA, takingthe reins from
Carol Hamilton, who is

retiring after 40yearswith
the company.

In hernew role,Goldstein

will beresponsiblefor

identifying American
beautybrands and
servicesfor potential
acquisitionor investment

acrossall four L’Oréal
Divisions — massmarket,
luxury, dermatologicaland

professionalbeauty.
She’ll reportto David

Greenberg,chief executive
officer of L’Oréal USA and
presidentof the North
AmericaZone.

“Ali Goldstein’s
unmatchedknowledge
of theindustryandthe
Americanbeautymarket,
her sensitivityto spotting

emerging trendsand

scoutingnewbusiness

opportunities, andher
decades-longexperience
of building powerful brands
and setting them on a
course for growth make her

the perfect candidateto
lead our company’s brand

acquisitionstrategyinto the

future,” said Greenbergin a
statement.

Since2019, Goldsteinhas
servedas U.S. president
of L’Oréal Paris.Shejoined
L’Oréal USA in 2001, and

served in leadership
roles acrossL’Oréal Paris,

Maybelline andGarnier.

As U.S.presidentof

acquisitions, a role she
assumedin 2018,Hamilton

oversawtheacquisition
and integration of key
brandssuch as Kiehl’s,
Urban DecayandIt

Cosmetics,

KATHRYN HOPKINS

Ali Goldstein
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Michael Rider
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STYLEMODE

MATIÈREPREMIÈRE

ILLUSTRATION

PORTRAIT

:
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:
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GEORGE(S)
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Lorsqu’elle
effectue sesvoyages

de sourcing, la

chercheuse de pierres

de Louis Vuitton*

n’a pas de consignes

précises venant de la

directrice artistique de

la maison, Francesca

Amfitheatrof. Les deux

femmes partagent une

même vision forte et

disruptive, qui les font

s’accorder sur la matière, comme ce diamant

extrait vers 2014. «Il n’est apparu sur le marché

qu’en 2016. Nos chemins sesont à nouveau croisés

l’année suivante et j’ai alors collaboré par

curiosité au “best polished outcome”, un groupe

de travail qui consiste à trouver la taille optimale

de la pierre, avec tout ce que cela implique

d’allers-retours entre la technologie et le savoir-

faire deslapidaires. Cecombo représente un

véritable levier de création de valeur» , explique

la chercheuse de pierres. Première taille

protégée par un brevet, en 1902, la taille Asscher

choisie pour cette pierre d’exception est

rarement utilisée pour les diamants de couleur

par risque de «laver» la couleur en raison

des grandes facettes en forme de marches.

La saturation élevée de la pierre a engendré

cette forme à pans coupés. Les grands plats

de facettes permettent ici de seplonger au cœur

de la couleur et de rendre la matière fluide.
«Le processus de taille n’a pas été sans surprises

car la couleur a changé plusieurs fois. Au final,
le diamant varie des tonalités roses au rose

orangé, avec des saturations plus ou moins

prononcées. On pourrait presque dire qu’il a

ses«humeurs» au fil de la journée, cequi lui

donne un côtétrès vivant.» Autre particularité

de la pierre, elle aété minée à Bornéo, l’une des

plus vieilles zones d’exploitation diamantifère

connues où coexistent une extraction

secondaire de type alluvionnaire et quelques

pipes de kimberlite. Il s’agit aujourd’hui
d’une toute petite production, d’environ
15000 carats par an.
Gabrielle de Montmorin

* Groupe LVHM, propriétaire des «Échos».

L’AVISDEL’EXPERTE
ValérieGoyer,directrice du département
joaillerie d’Artcurial
«La pierre est très forte en couleur et la taille

à facettes, qui est un domaine dans lequel

excelle Louis Vuitton, permet au rose d’éclater.
Le travail de l’or rose est aussi intéressant

en évoquant des petites pierres.»

Les gemmes d'exception sont devenues

un argument majeur pour la haute joaillerie.

La dernière collection de Louis Vuitton a notamment présenté

un diamant de couleur rose taille Asscher de 56,20 carats.

LEDIAMANTDEBORNÉO

Baptisé «Cœur de Paris», le collier
transformable évoque la tour Eiffel vue

en contre-plongée depuis les piliers.

PIOTR

STOKLOSA

DR
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PradaMode,
club itinerante
dedicato
allacultura
Progetti.ApprodaadAbu Dhabil’eventodi Prada
cheinterpretala culturacontemporanea.Le idee
diventanoinvestimentiperlacrescitadelmarchio
ChiaraBeghelli

Dalla nostrainviata

ABUDHABl

ungoAl RutamStreetlesago-

me dibarcheabbandonat‹in
undepositosistaglianocontro

i grattacielidelcentrodiAbu

Dhabi. Passatoe presentedi

unexpopolodipescatoridiperleche

dopoaverscopertoil petroliosottola
sabbiain pOCOpiù di5Oanni l’harico-
perta dialti, innumerevolieambiziosi
edifici. IlLouvreAbu Dhabi,apocadi–
stanza,portalafirma diJeanNouvel,

perilqualecogninuovasituazioneri-
chiedeuna nuovaarchitettura».Le

seguonocontalevelocitàdarenderne
presochéimposibilel’identificazlo-
ne.In questosensoèsignificativalalare-

cente decisionedelgovernodellavici-

naDubaidilanciareunanuovaPolitica
NazionaleperlaTuteladelPatrimonio

ArchitettonicoModerno,che com–
prenderàalmenomille edifici.Ma,ap-

punto, lesituazionicorronopiùveloci

delleintenzioni,eilvecchioquartiere
dimagazziniportualidovesitrovano
ilischeletridellebarcheègiàdiventato
l’hubculturaleMiZa,mentrealtermine
dellastradasiergonoalmenoseialtri

scheletri,destinatiquestiallavitacome

nuovetorriresidenziali.Al 2Odi AlRu-

tamStreet Pradahaportatol’undicesi-
maedizione delSuoPradaMode,club

culturaleitinerantedovevarieforme
d’arte dialoganoconil luogoche le

ospita,cercandodi interpretarnelo

spiritoeanticiparneleevoluzioni.
Finoaoggi(gliultimiduedeiquat–

tro giorni dell’evento sonoapertial

pubblico,chepuòaccedervigratuita-
mente suprenotazione)neglispazi
modellatidall’artistaTheasterGates

econunprogrammadi talk,concerti
elaboratoricuratodaMyrnaAyadche
hacoinvolto talentidell’area,conPra-

da Modeil marchiosiraccontasenza
tracciadiprodotto,confermandola

suastrategiadi renderelacultura il

suopiùimportantefattoredicrescita
sullungotermine.Unastrategiache
funzionaechehapermessoalgruppo
di esserefra i pochissimia crescere

(del18%nei primi novemesi2024)
ancheinun’industriadellussochear–
ranca.Ipopuppossonoessereanche
culturali eproporreidee,megliose
piùambiziosepossibile,comela torre

che,sidice,fra
potrebbesuperareil BurjKhalifa,il
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grattacielopiù alto del mondo.Per

questoPradahacoinvolto, perlaterza
voltadopoMiamieLondra,il multi-
forme Gates,scultore,performance
artist,accademicochedaannicolla-

bora conl’aziendain diversimodi,

luoghieoccasioni.«Il mio rapporto
conPradaè nato dall’amiciziacon
Miuccia,permeèstataunamentore»,
raccontaGates,cheadAbuDhabiha

portato lasuariflessionesullarisco–
pertadelminimaleedell’analogicoin
unmondodovepredominalatecno-
logiae i suoi rumoridi fondo,tradu-

cendola in spazi ed esperienze.
Un’areacircolareeseparatadalresto
èdedicataall’introspezioneealsilen-

zio. «Gliartisti,comeidentisti i poli-

tici, devonodireefaredi piùpercrea–
reunasocietàin cuici siaequità,ge-
nerosità, gentilezza,emettereunfre-
noall’avidità chehadevastatolavita
di troppepersone»,spiega.Laviadi
Gates,impegnatonelpromuovereil

“benessereculturale” nelleareeperi-

feriche dellemetropoli,comeilSouth

SidedellasuaChicago,passaanche
dallariscopertadel fare,cheillussoha
fattosuavalorizzandol’artigianalità:
«Nell’arte contemporanezil toccare
lasciatroppospazioal pensare.Sto
facendounasortadicampagnaaffin-

ché lepersoneriscopranolabellezza

disporcarsicon i materialie levere
originidell’arteinsé».e lanecessità
dispazidoveproteggerelacapacitàdi

accorgersideicambiamenti.
© RIPRODUZIONRISERVATA

THEASTERGATES

L’artista
eaccademico

(Chicago,1973)
fa ancheparte

del DiversityBoard
di Prada

Dialoghi.
A sinistra,perfor-

mance musicalea
PradaMode nello

spazioprogettato
daTheaster
Gates.
A destra,labora-

torio ditessitura
tradizionale
Al-Sadu,patrimo-

nio immateriale
Unesco

Esperienze.
A sinistra,dj set di DeenaAbdelwahed.Sopra,la sededell’evento,nel

quartiereMiZadi MinaZayed,adAbuDhabi
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ForceTITANESQUE
APRÈS DEUX COLLABORATIONSJOAILLIÈRESAVEC TIFFANY & CO., l'artisteaméricain

PharrellWilliamsrevientune fois encoredonnerdu souffle à la collectionTiffany Titan. Ancréedanslamythologiegrecque,
cetteligne, qui s’inspiredelameretdu célèbretridentdePoséidon,associeunmotif enformede lanceàunmaillonaux
courbesdouces.Pendentif,bouclesd'oreilles (1), collier,bracelet(porté parValentinaFerrer,2, et 3) et bague(4) enor
rose18 caratset diamants: cettenouvelleextensionestmarquéeparl’utilisation de perlesgrisesdeTahiti, dont la teinte
sombreapporteunetouchemystique,rappelantl’œil d'un cyclone. S.C.
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France, Tiffany's prévoit un étage entier de salons privés sur les

Champs-Élysées

Pour recevoir ses clients les plus dépensiers, le futur magasin amiral du bijoutier sur

les Champs-Élysées comportera pas moins de quatre salons dédiés. [ ... ]

Léo Durin

Pour recevoir ses clients les plus dépensiers, le futur magasin amiral du bijoutier sur les Champs-Élysées
comportera pas moins de quatre salons dédiés. Le chantier de Tiffany & Co est l'un des plus impressionnants

de l'avenue des Champs-Élysées - hormis, bien sûr, la gigantesque malle de sa maison sœur Louis Vuitton

(Glitz du ),

Pour rebondir, la direction semble miser gros sur les very important clients : le sous-sol de la boutique des

Champs-Élysées comptera pas moins de quatre espaces VIP, réservés aux stars et aux clients les plus

fortunés - et les plus dépensiers - de la maison new-yorkaise.

Diamants sur canapé

Si les trois premiers espaces seront relativement petits (22, 21 et 15 m ), le quatrième s'étendra sur près de

60 m . Une manière pour la marque d'accueillir sesclients les plus exigeants dans les meilleures conditions.

Au rez-de-chaussée, une autre salle VIP de 16 m s'ajoutera aux espaces classiques de la boutique, qui

s'étendront sur 322 m. Le premier étage ne comportera quant à lui aucun espacespécifiquement conçu pour

les very important clients.

Ce soin apporté aux clients les plus fortunés reflète l'importance accordée par Bernard Arnault à la

désirabilité des marques LVMH. Un impératif d'autant plus fort pour Tiffany's, qui arécemment multiplié

les collaborations avec des marques plus accessibles comme Nike ou Supreme
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BULGARI àTheuresuisse

UN NOUVEAU SITE DANS LE JURAET UN NOUVEAU CHAPITRE POUR

L’HORLOGER DE LUXE BULGARI. DÉDIÉ AUX MÉTIERS D'ART HORLOGERS,

L'ATELIER DE SAIGNELÉGIER INTÈGRE DES SAVOIR-FAIRE ARTISANAUX

ANCESTRAUX QUE LA MAISON ENTEND DÉVELOPPER ET TRANSMETTRE.

Par Aymeric Mantoux

està Saignelégier,
dans les Franches-

Montagnes, à deux

heuresde Genève,

que Bulgari aimplantéson atelierdédié

aux métiers d’art horlogers–qui vient

compléterles deux autresmanufacturesde
Neufchâtelet LeSentier.Plus qu'unsymbole,

il s’agit d‘un tournantmajeurpour la Maison
romaine et sesmontres alliant esthétique

ethaute technologie.
À quelques kilomètres des Breuleux, où
setrouventles ateliers de Richard Mille,

levillage historiquede Saignelégier est
reconnupour sessavoir-faireen matièrede

cadransetde boîtesdemontres.En présenceeedenombreuxhautsdirigeants du groupe
IVMH = FrédéricArnault, directeur général

dela divisionmontres,etJean-Christophe
Babin,CEO deBulgari 5,l'inaugurationde

la manufacture en décembre2024 aétéun
momentclé pour la Maison.«.Nous sommes

fiers d’intégrer le pôlemétiersd’art àce site,

qui possèdeun savoir-faire exceptionnel en
matièred’habillage. Nousallons lesemmener
à un autreniveau », a ainsi souligné Frédéric
Arnault.Lavolonté detout réaliseren interne

est égalementaucœurde la stratégiede
Bulgari, comme l’indique, Jean- Christophe
Babin : «Notre souhaitestde tout intégrer,

tout enentretenantdesrelationssolidesavec
nOS partenaires. »

ARTISANAT ET CRÉATIVITÉ

Spécialisédans la décoration descadrans

etdesboîtes de montres, le nouvel atelier
de Saignelégier incarne cette volonté de
perpétuerdessavoir-faire ancestrauxtout

en intégrantdestechniques de pointe. La

Maison italiennes'esten effettoujours

distinguéeparsonapprocheunique,alliant
l’ADN féminin etjoaillier de Bulgari àune

horlogerie d'exception.
«Labasede nosmétiers, c’est l’artisanat, insiste

JonathanBirnbaum, le nouveau directeurde la

branchehorlogèredeBulgari. Quandon parle

avecFabrizioBuonamassa,on a affairea un
artiste,sasensibilité etsesressentis nourrissent

chaquecréation.» Et cescréations. comme
l’indique Birnbaum, nesontpasseulement
desobjetstechniques, maisavanttoutdes
émotions : « Ce qui fait qu’on va dépenser

une certainesommepour une montre, c’est
cetteenvied’aller vers l’intangible. »Avec ses
métiersdedécorateursde cadran,sertisseurs

oupolisseurs.l’atelierdeSaignelégier meten
lumière cetteapprocheunique où créativité

etartisanatse rencontrent.

CHEZ LES HOMMES AUSSI

Si l’horlogerie de Bulgari estnéed’un ADN

principalement féminin, aVec des collec-

tions emblématiques comme la Serpenti,
la Maisonromaine a susefaire une place
dansl’horlogerie masculine.L'un desplus
grandssuccès de cesdernièresannées,
la Octo, une montre extraplate au design

audacieux,a redéfini les codes.En moins
de 15 ans,l'entreprise s’estainsi hisséeau
niveaudesmeilleurs horlogerssuissestout

enrestantfidèleà sonidentité. «.Nousavons
réinventé la montre masculinedesign ultraplate
et technique,avecunetouche italienneunique»,

abondeJean-ChristopheBabin.

Cette rechercheconstantede l’innovation
estégalementprésentedans les dernières

créations, comme les montresOctoFinissimo,

dont la finesseetlacomplexitéontredéfini

les attentesenmatière demécanique.« La

finesse fait partiede notre identité, même

si nousdevonsla travaillerpourla rendre

encoreplusperformante», souligne,Jonathan

Birnbaum. Mais Bulgari n’a passeulement

redéfini les codesdel’horlogerie masculine,
elle a égalementréinventédesmécaniques
d'exception,comme les mouvements
Piccolissimo et Finissimo, desproucsses
techniques qui témoignent de l'expertise
delamarqueenmatièredeminiaturisation.

L'HABILLACE DES MONTRES

L’intégration des métiers d’art dansle

processusde fabrication estun autrepoint
essentielpourBulgari, qui assureainsison
indépendancetouten renforçantsaposition
d'acteurdepremier plan.En rassemblant

souS unmême toit descompétencesaussi
variées que le sertissage, lepolissage,la

décorationdes cadransou la fabrication
desboîtiers, l’horloger a sucréer un centre
d'excellence. L’atelier deSaignelégier joueainsi

un rôlecrucialdansl’habillagedesmontres.

La marqueV a réuni une équipe d'artisans
exceptionnelsqui travaillent avecune pré-

cision extrême. «Peude Maisonsontcette
unicité decadranselde boîtes. L’habillage intégré

dansun siteest un vrai point de différence »,

ajouteJonathanBirnbaum.
Alors

que Bulgari continued’investir massi-

vement danssonoutil deproduction, avec
des projets comme la remiseà neuf des
ateliersdeNeufchâtel pourV intégrerla
production decertainscomposants,l’avenir
dela Maison se dessinesous le signede
l’innovation continue.

Avec descréationscommel’Octo Finissimo,
Bulgari a démontré qu’elle était prêteà

repoussersanscesseles limites delahaute
horlogerie.« Beaucoupde chosesontétéfaites

CCS dernièresannéespar mesprédécesseurs,
maisil resteencorede nombreuxprojets à

concrétiser». conclut Birnbaum. Un avenir
marquépar une volonté de continuité et

deperfectionnement, dans le respectdes

savoir-faire suisseset de l'esprit créatif
italien. Ainsi, grâceà ses trois sites de
production, sonintégratior verticaleetses
compétencesuniques,la Maisons’affirme
comme l’un desgrandsacteursde l’horlogerie
contemporaine.Élégance,innovation,
émotion, les troisaiguillesd'un mécanisme
parfaitementau point.

bulgari.com

Le chiffre

3
LE NOMBRE DE SITES OUVERTS

PAR BULGARI EN SUISSE.
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CI-CONTRE

Le sertissage

CI-DESSUS

Le polissage

CI-DESSOUS

Le polissage

La manufacture
d'habillage
Saignelégier
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CARTIER,
chambion
deMMA

EN 2014, CARTIER OUVRAIT

LA MAISON DESMÉTIERS D'ART

(MMA) À LA CHAUX-DE-FONDS,

UN CENTRE CONSACRÉ À
LA PRÉSERVATION ET

À LA TRANSMISSION DES

SAVOIR-FAIRE HORLOGERS

ET JOAILLIERS D'EXCEPTION.

DIX ANS PLUS TARD, CET

ESPACEEST DEVENU UN

ÉTONNANT LABORATOIRE

DE CRÉATION. VISITE GUIDÉE.

ParAymericMantoux
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artier a toujours tra-
vaillé à affirmer sa légitimité horlogère,
notamment aprèsdesremises en question
fréquentes. Bien quela Maisonait consolidé

saposition, l'effort pourmaintenir la qualité
etl’innovation estconstant.À La Chaux-

de-Fonds, il n’est pasraredecroiserdes
artisans etdesingénieurs, mêmetarddans

la nuit, occupés à régler desmachines ou
àpeaufiner despiècesdestinéesà des

clientsdumondeentier.« La production
de la Maison a doublé depuis 2017 », se
réjouit l’ancien PDGCyrille Vigneron Un

signede succèsdansun marché enpleine
expansion. Mais bienque la fabricationse
soit industrialisée,le gestehumain reste

primordial. « Le moindre gestecompte »,
insisteYann, un artisande laMaison des
Métiersd’Art (MMA), trentenaire,look
élégant,encostume-cravate,qui nous
sertde guide.
Le bâtimentmoderneau style minimaliste

anécessitétrois ans de travaux,sous la

directiondel’architecteStéphaneHorni.
Le grandatriumcentral, conçupourmaxi-

miser l’éclairage naturel,accueille levisi-
teur dansun puits delumière impression-

nant. L’espace se pose là : 1 800 m qui

combinenttechnologies de pointe et
matériauxanciens,créantune ambiance

contemporainesaupoudréede tradition. Les

artisanshorlogers,émailleurs, marqueteurs,
sertisseurs,granuleursou spécialistesdu
filigrane, au milieu deboiseries, depierres
etd’objetsanciens,yfabriquentdespièces

rareset souventuniquesen accordavec

l’esprit artisanal d’antan.

SAVOIR-FAIRE MENACÉS

« Depuis 2017, la Maisona redéfinison
style autour de collectionsiconiquescomme
Ballon, Santos-Dumontou Panthère,tout en
mettantl’accentsurl’art horloger, souligne
Karim Drici, directeur industriel.Elle s’est
toujours distinguéeparsa capacitéa allier
esthétiqueettechnique.» L'horlogerie,

pour Cartier, est avanttoutunart. De
nombreux métiers orfèvres, graveurs,
peintres,sculpteurset sertisseurs– ont
contribué à son prestige. La création de
laMMA permetde revitalisercessavoir-

faire anciens,souventmenacésd’oubli.
Et ce lieu de rencontre entreartisanset

ingénieursvise àpréserverl'héritagede
la Maison tout enexplorantde nouvelles

formesd'expressionplus créatives,comme
le squelettageou la marqueteriede paille
etles montresàsecret.

UN CABINET DE CuRIOSITÉS

Aujourd'hui, 70 personnes,dont45artisans,
travaillentausein dela MMA où l’échange
etle partagesont aucœurdu processus
créatif. L’horlogerie et lajoailleriene sont
plus des disciplines séparées, mais elles

s’enrichissentmutuellement. « Leshorlogers
etlesjoaillierstravaillent ensemble», souligne
Yann,évoquantle rapprochementdes deux
métierssouventperçuscomme opposés.
L’objectif estde repousserles limites dela

créativité toutenrestantfidèle àl’héritage
dela Maison,comme aVec lesertivibrant,
une nouvelle techniquequi permetde faire
bougerles diamantsau rythme del’heureux
propriétairede la montre.
Nousvoici auquatrièmeétage delaMMA :

l'espace est ici consacré à l’innovation et
à l'expérimentation, avec desmatériaux

rares or gris, jaune ou rOSe, carbone,
diamants,lapis-lazuli, malachite,entre
autrespierresprécieusesou dures– et
des techniquesde fabricationavancées–
filigrane d'or, gravure,granulation d'or,

émail cloisonné, champlevé,grisaille,
paille d’or ouplique-à-jour...Un cabinet
decuriosités présentedeséchantillons
de pierres, de métaux et de matériaux
naturelsqui inspirentles créations de
demain. Lesmétierstraditionnelscomme
la marqueterie,lamosaïqueetl’émaillage
occupentégalementuneplace importante.

APPRENTISSAGE RIcouREUX

Cessavoir-faire ancestrauxsontemployés

pour créerdescadransdemontre d`une rare
complexité. La marqueterie,par exemple,

permet de réaliserdescadrans floraux

minutieusementréalisésà la main. Un

artisanpeutpasserjusqu’à cinqsemaines

pour finaliseruncadrande montreBallon

Bleu enmarqueterieflorale. De même, la
mosaïquede pierres,qui composedesmotifs
complexescommedestigres,nécessiteentre

30 et40 heuresdetravailpour le fond, et
25 à 30 heurespour le décor. L’émaillage,
un autreart emblématiquede la Maison,
consiste àappliquer descouches de påte
deverre surune basemétallique. Ce travail

délicat, qui exige une grandeprécision, est
l'un des plus anciensde Cartier.
Lesartisans,commeErika, une émailleuse
croiséelors de notre visite, suivent un
apprentissagerigoureuxavantde se
consacrerà ces techniquescomplexes.
Le sertissage et le polissage,métiers
emblématiquesde la joaillerie, occupent
égalementun espaceimportant. « Le

sertissagedespierresprécieusessur les
boîtesdes montresCartierestun travailqui
peutdurerplusieurs jours, enfonction dela
complexitédu modèle.Sertir la boîted’une
montre Ballon Bleu pavéedepierres prend
trois joursde travail. Cesprocessus, qui
allient précisionetpatience,sontla clédela
fusionparfaite entrehorlogerieeljoaillerie»,
poursuitnotreguide.

CRANULATION D'or ET FILICRANE

Dans ledomainede l'horlogeriedehaute
complication,Cartier continued’innover.Les

mouvementssquelettésetlescomplications

commeles répétitions minutes = qui émet-

tent une mélodiepour indiquerl’heure
nécessitentuneexpertiseexceptionnelle.
Par exemple,laréalisation d'unerépétition
minuteprendenviron un mois, un travail
réservéà desartisanshautement qualifiés.
La MaisondesMétiers d’Art de Cartierin-

carne un lieu où l’innovation n’a de cesse
de réinventerdessavoir-faire anciens.
L'enseignea même redonné vie à des
techniquesoubliées, commela granulation
d'or et le filigrane, en les adaptantà des
créationsmodernes.Ces techniques,remises

augoûtdujour dans des séries limitées,
exigent un travail de précision, avec des

piècesdemandanten moyennedix joursde

travail pour chaqueexemplaire.LaMMA est
ainsi bienplus qu'un lieu deproduction:
c’est un carrefourentre l’art etlatechnique,

un espaceoù l'on perpétueles savoir-faire
du passétout en explorant les horizonsdu
futur. « Les artisansquitravaillentici nese

contententpasdecréerdesobjetsde luxe,ils

redéfinissentsanscessel’idée mêmedu beau

et du précieux », seréjouit Karim Drici. La

quêteinlassablede perfection.

cartier.com

Lechiffre

45
LE NOMBRE D’ARTISANS QUI

TRAVAILLENT AU SEIN DE LA MAISON

DES MÉTIERS D’ART, SUR

70 PERSONNES AU TOTAL.
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TISSER
LE TEMPS

parSophieAbriat

LAVEZ-VOUS
REMARQUÉ?Jamaisle fil

n’a étéla vedette d’autant
d’expositionsparisiennes.
Il apparaîtnoué,tendu,tressé,

torsadé, littéralement

métamorphosédansles sculptures
mystiquesde l’artisteOlga deAmaral,àla FondationCartier,oudanslesvêtementsséculaires

tissésd'or, exposésauMusée du quaiBranly. Au GrandPalais,les œuvresmonumentales

delaplasticiennejaponaiseChiharuShiota,crééesà partirde milliers defils delaineentrelacés,

rouge sang,nouslaissenttransisdebeauté.

Simplehasardou messagesymboliquedansun mondeplus désuniquejamais ? Cet humble

fragmentdematièrebrutepeutlier, réparer,orner ou créer.Un fil unique,presqueinsignifiant,

prendtoutesa force lorsqu'il s’unit àd’autres, tissantainsi les œuvres,les récits, les étoffes

qui habillentlemonde.C’est l’essence mêmede lacouture,mais aussiunemétaphoredesliens

humains: fragiles seuls, indestructiblesensemble.

Dans l'atmosphèrefeutréedesateliersdehautecouture,le fil n’estpasqu’unsimplematériau:

il trace la ligneentrel’invisible et levisible,entre la patienceinfiniedusavoir=faire etl’éclat soudain

dumomentoù le modèle prend vie.

Tout part de cegeste fondateur: enfileruneaiguille. Viser le chas.Trouverl’interstice.
Un gestefragile maispuissant,qui contientla promessed’unrêveàhabiller.Enhautecouture,

chaquepoint estuneliaisonentrel’idée et la matière,entrel'imaginaireetla réalité.

« J’aime que le public soit sidéré devantl’œuvre achevée. Qu’il ne puissepasexpliquer
cesentimenttout desuite,qu’il doiveprendredu tempspourencomprendrelesens», indique

ChiharuShiotadansunarticleduFigaro du 20 novembre2024.Derrière une silhouettedehaute

couturesecacheunpatient labeur,invisiblemaistangible :
desheures,des jours,parfoisdesmois de travail. Desmilliers

defils entrelacés,quitiennentonnesaitcomment,qui
flottentcommela promessed'un ailleurs. Autantd’artefacts
qui nous invitent àuneréflexionsurle corps, l'apparence,
la fragilité.Synonymed'ultraexclusivité, la hautecouture
estaussilaboratoirederechercheetd'expérimentation.
Paradoxale.Duale. Outil de soft power, vitrinedesgrandes
maisonsdeluxe, elle est parailleursunobjetculturel,

symbolique. Et c’est
peut- être làson plus grand luxe :

tisser,fil aprèsfil, unemémoirecollective,que l’on peut
aujourd'h découvrirauMuséeduLouvreoù, pour la

premièrefois, uneexpositionestentièrementconsacrée

à la mode.

SophieAbriat estjournaliste. Ellevient depublier« Dansersur levolcan. Lamode et leluxe

àla conquête denos imaginaires », Éditions Grasset.
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Let's dish: Racing to the bottom of fashion's

gossip problem

Fashion gossip has become a commodity for which an apparently endless supply

meets an insatiable demand. This is fashion gossip's golden age. But why?

By Luke Leitch

HELMUTLANG

What's cooking at Dior? Who's next at Gucci? And what's up at Fendi, Versace,Burberry, Jil Sander,

Balmain, Ferragamo,JeanPaul Gaultier, or even Giorgio Armani? Theseare just afew of the questions

for which answers are currently generatingsweet, sweet spikes of engagementon multiple platforms.

While the fashion industry languishesin economic doldrums, fashion gossip has become a booming

commodity for which anapparentlyendlesssupply meetsaseemingly insatiable demand.This is fashion

gossip's golden age. But why?

"For me, it's an obsessionwithin fashion that's now spread beyond it," one creative director said (off

the record, like nearly everyone quoted in this piece). Another has suggestedthat there is aninformal

Whatsapp group among designers dedicatedto keeping track of the latest rumours and either pouring

scornon them or declaring them likely. "It's a very weird time," he added.

Supply-wise, gossip's through-the-roof contemporary currency can be directly connectedto fashion's

current misfortunes. And like much else in fashion during the last decade, its point of origin can be

tracedin part back to AlessandroMichele. Thesurprise departure of Michele from Gucci in November

2022 came as its then-management looked to impose a creative refresh in order to get ahead

of slowing revenue growth at abrand that representedover half of Kering Group's sales.It wasalso the

canaryin the coalminethat signalled adawning broadernervousnessthat any post-Covid recovery might

prove only abrief respite from awhiplash of factors including Russia's war againstUkraine, and China's

Evergrande-sparkedproperty market crash (allied with shifting consumer sentiment in a nation whose

market size had tripled between 2017 and 2021). Or as one senior executive told me off the record in
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June 2022: "We think the next few years could be extremely rough - abloodbath - and we need to

start preparing now."

Just as corporate communications will always pitch financial results to shareholders in the most

flattering possible light - where even downturns are framed as turnarounds-in-progress - so pressand

marketing teams will always default to the superlative when describing their house's creative leadership,

output and impact. However, the wave of human resource reshuffling that Michele's ousting augured

spoke to a broader urge among management teams to reignite excitement and salesby imposing fresh

creative leadership. "People weren't aware of how badit was going to get," one creative director saidin

2024. "So now they have to think what is going to get people to come into the stores?"

The departure of designers from houses including Alexander McQueen, Valentino, Givenchy,

Moschino, Chloé, Chanel, Missoni, Fendi, Helmut Lang, Maison Margiela, Celine, Tom Ford and

various others all happened at different times and in different specific circumstances. Collectively,

however, the overlapping interim periods in all theseregime changes createdan ongoing information

vacuum - a yawning fact-chasm - apropos one of the most easily processed and fundamental

signifiers relating to any fashion house: who leads its design? Addedto that wasthe long-term leadership

limbo Louis Vuitton Men's elected to live through as it processed the passing of Virgil Abloh

before appointing Pharrell Williams in 2023. And then there was the fact that Michele remained

unattached for 14months before eventually landing at Valentino.

Gossip loves a vacuum. And fashion loves to gossip. Because even when it's wrong, it's fun. But the

difference between fashion gossip now, and as recently asthe great menswear reshuffle of 2018, is the

extent to which gossiphas bubbled up from its traditionally unpublished milieus - gleeful whispering

in between shows, on Whatsapp,or at the bar of the (Gucci-terminated) Casti- to become an above-

the-line category in fashion publishing.

In part, that's courtesy of the democratisation of fashion discourse that has reflected fashion's broader,

digitally driven democratisation over the last decade."There's now a huge audience of people that are

casually interested in fashion drama,spilling teaand all that noise evenif they're not part of the industry.

It's a spectatorsport," saysone contributor to arival publication to Vogue."The temptation to servethat

audienceis huge, becauseit engageswith the content. Thereare also plenty of people who try to manifest

wish fulfillment into fact, becausethey support one designer over another, or denigrate one designer

over another."

Adds asenior executive at one Paris-basedhouse: "What's especially nuts today though is that people

inside the companies are seeing all theseposts and reading all these stories - they read everything -

and whether it's conscious or not, they are affected by the sentiment of the consumers of this

information. It's also crazy that there are somepeople inside the houses who are leaking information to

servetheir own agendas."

Reporting rumours might seem like fair game: becauseafter all, it's frustrating when you 99 per cent

know something to betrue, but can't secureanailed-on confirmation. Especially when in today's gossip-

hungry climate, a declarative 'X is going to Y' story can bring immediate tangible material benefits in

engagement.Comparedto the appetites of the news cycle, housesoften seemglacially ponderous when

it comesto unveiling their new hires.

Saysone creative director: "And this is where I think the industry becomesreally concerning. Because

when I read alot of businessnews and platforms in fashion, more and more I find it very speculative. I

find it sometimes,not very thorough. Sometimes I read it and I feel like, 'Do they even have any idea

what is going on in the fashion industry?' Becauseit undermines this idea of the continuity of a brand.

And we should not wish on brands to fail - we should wish on brands to be successfulplatforms that

ultimately employ people."
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One problem with filling the vacuum by breaking stories ahead of time - maybe when you're assured

by a trusted source that a designer is interviewing for a position, or in contract talks but hasn't yet signed

- is that plans go awry. Houses change their minds at the last minute, and so do designers. I still feel

grimy after last year hassling the office of ahouse I was absolutely sure had signed a big-name designer,

but which turned out to have shut down negotiations close to the point of agreement over a non-

negotiable sticking point. Shamefully, I had repeated the rumour I had mistaken as fact to several friends:

rightly, they still tease me about it. Lesson learnt.

Pumping out to publication putative fashion appointments - Jacquemus to Chanel? Galliano to

Dior/Fendi/Chanel/Somewhere else? - and then dumping them when they turn out to be false is

fashion's equivalent of speculating on memecoin; you might make a short-term gain, but someone

somewhere will lose out. Yes, it's a dog-eat-dog world, but as one creative director tells me: "These

leaks and rumours weigh on the psychology and well-being of the teams, and sometimes they truly affect

decisions of management. They only add to this weird thing right now in a market that gets bored so

quickly, where the moment someone does anything remotely interesting people feel the need for them

to be taken away from the place they have done that interesting thing in order to try and repeat it

somewhere else." An executive adds: "A sudden wave of noise about a new creative director, or a new

CEO, or even the sale or takeover of a house doesn't just affect psychology, it can also affect the value

of the company in the market - even when the noise turns out to be a false flag. Who benefits from

that?"

Serving up content for the spectator sport of fashion industry speculation has become a fruitful angle to

pursue, because there are a lot of positions open and because the audience is there for it. And it seems

pretty hypocritical for anyone in the fashion industry - an industry where the customer is always right

- to carp about that. Still, says one senior executive: "The endless speculation and gossip is unfair to

everyone involved. It's demeaning, and it's counterproductive. Just because it's popular doesn't make

it good, and it's certainly not good for all the people involved at the houses and in the teams. Because

fashion isn't a reality show, it's a reality. There is always going to be change in an industry that is

predicated on change, and at the moment we are going through a particularly high rate of change. But

the level of speculation and gossip we are seeing now? It's bad for business."

Or as Thom Browne said after his most recent show: "With everything changing so much I feel like

designers are not treated so well ... I think it's time for each and every designer to really be looked at,

and appreciated for what they did."

George Harrison sang that gossip is "the Devil's radio". Right now in fashion, that radio is turned up to

full volume, and it's the soundtrack to fashion eating itself. Or as another creative director commented

this week: "When we're focused on the personnel more than we're focused on the product, then that's

aproblem."

Comments, questions or feedback? Email us at feedback@voguebusiness.com.
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Are brand employees the new influencers?

Forget the era of hyper-polished influencers and #sponsored saturation, brands

have found a new, more authentic voice: their own employees.

By Amy Francombe

Over the last few months, we've seen Loewe's creative director Jonathan Anderson choosing

between his favourite viral moments, and its artisan Idoia Cuesta constructing a classic Puzzle bag;

Fenty Beauty's IT team getting quizzed on their makeup knowledge; Marc Jacobs showcasing his The

Wizard of Oz collab, while clacking his signature XL nails; and Ganni's marketing team fighting on

office chairs over its New Balance collaboration. Every level of a company is now part of the content

machine- and audiencescan't seemto get enough.

UK-based editorial platform and marketplace SheerLuxewasan early proponent. Launched in 2007, the

publication began leveraging its own team to create organic, editorial-style content that resonated with

its audience 11 yearslater. SheerLuxenow has 542,000 followers on Instagram and 600,000 on TikTok

(plus 11 million likes). British cosmetics brand Lush was another player quick to tap in. In 2019, the

brand rejected traditional social media advertising in favour of purely organic user and employee-

generatedcontent, letting its store associatesandproduct makers post videos pressing bath bombs and

cutting soap, which resulted in millions of views without asingle paid ad.

Despite these early adopters, luxury only started to get involved over the last two years, as young

consumers showed increased interest in the inner workings of the brands they buy from. And now,

luxury fashion and beauty brands are leaning into employee-generated content, or EGC, like never

before- for goodreason."Craftsmanship, culture and community matter more. People don't just want

to seethe final product; they want to know who made it, how it's made and why it matters. That's a

story best told by the people behind the scenes," explains Thomas Walters, Europe CEO andco-founder

of influencer marketing agency Billion Dollar Boy. "For a long time, we've known that audiences are

showing a preference for authentic content. [EGC] is about real people, with real expertise, sharing real

stories. Employees aren't just selling a brand; they are the brand."
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But while brands may seeemployee-driven content as a silver bullet for authenticity, it comes with its

own set of challenges. What happens when employees - once hired for behind-the-scenes roles -

suddenly become stars in their own right? Doesit strengthen the brand, or does it blur the line between

personal identity and corporate messaging?

Why employee-generated content works

EGC arguably originated from the concept of user-generated content (UGC), which is social media

content created by regular consumers, not affiliated with the brand. Increasingly, brands from The

Frankie Shop to Refy reshare UGC from regular consumers discussing and testing their products, to

boostbrand relatability and serveconsumers who desire more in-depth information about the goods they

buy. While UGC provides authentic product information, EGC allows employees to share behind-the-

scenes insight, product knowledge and workplace experiences with audiences in a relatable and

engaging way.

Takeluxury natural skincare line Irene Forte Skincare, which recently launched its 'Meet the Makers'

series on Instagram. The initiative introduces audiencesto the artisans behind the products in Sicily, the

workshops where formulas are developed and the heritage of the brand's craftsmanship. "Every detail

of our products - from the tactile stone-finished bottles and hand-painted watercolour liners to the

organic farm-grown ingredients - reflects our commitment to craftsmanship," sayseponymous founder

Irene Forte. "We wanted to bring all of this to life in a way that felt genuine and immersive."

While it's still early days for the campaign, the brand is already expanding its EGC efforts. Their

upcoming Forte Insiders initiative will have employees sharing personal travel recommendations from

Italy, reinforcing the brand's deep connection to its roots. "Employee-generated content has been

instrumental in strengthening our audience relationships, making our brand feel more genuine,

approachable and human," Forte adds.

"When done right, EGC can be a game-changer for building long-term brand familiarity and loyalty or

nudging consumers who are on the fence about a purchase," says Michelle Bower, associate strategy

and transformation director at brand innovation studio Dalziel & Pow. Shepoints to bridal couture house

Galia Lahav, which recently launched 'Bridal Diaries', an EGC campaign that follows its head of PR

on her personal journey to find her dream wedding dress. As she tries on various gowns and sharesher

experience, sheseamlessly showcasesthe brand's craftsmanship, design details andlatest collections -

all while forging an emotional connection with fellow future brides.

Although influencer partnerships still play a role in introducing products and expanding reach, brands

are recognising that employees bring a different kind of influence - one rooted in expertise, trust and

lived experience. "The best approach is to blend both strategies," adds Walters. "Use influencers for

scale and visibility, but leverage employee content for depth and authenticity."

Creative directors and CEOs

As some of the recent luxury examples demonstrate, it's not just employees that are driving engagement

and reach for labels this year. Younger consumers, in particular, are increasingly drawn to the

personalities, values and narratives of brand leaders- seeing them not just as corporate executives, but

astastemakersand cultural figures in their own right. Loewe's Anderson, who's featuring more regularly

across the brand's TikTok, explained on Bella Freud's 'Fashion Neurosis' podcast that he's stepped a

little more into the spotlight as"young audiences want to know who is behind the brand".

Anderson's observation is playing out across the industry, from Marc Jacobs and Simon Porte

Jacquemusto fast-growing, founder-centric labels like Represent and Djerf Avenue - all of whom levy

their high-profile founders across an array of social-first, trend-reactive content.
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Scarlett Johansson'sbeautybrand The Outset hasimplemented EGC sinceits launch in 2023. Content

includes Gen Z co-workers updating their millennial counterparts on all the TikTok drama, founder

Johanssonjumping on the viral "Oh my god I love this question" soundbite, or the whole teamvlogging
their annual volunteerday.

"We see both EGC and influencer marketing as two important and complementary pieces of our

marketing programme," confirms The Outset co-founder and CEO Kate Foster. On their personal

channels,engagementwith the team is "exceptionally high", she adds,andmany followers even know

team members by name. This deep connection has helped reinforce The Outset's identity beyond its

celebrity roots. In fact, some of their best-performing videos of all time aren't traditional product

promotions but rather behind-the-scenesoffice content, proving that authenticity and relatability drive

engagementjust asmuch as starpower.

While afounder's personal brand can propel a label to cult status,it also makesthe businessvulnerable

to leadershipshifts orpublic missteps. Thiswasevident when Djerf Avenue founder Matilda Djerf faced

allegations of workplace bullying in 2024. Former employees accused her of fostering a toxic work

environment, sparking widespread discussions on social media. While Djerf denied the claims, the

controversy led to scrutiny of the brand's internal culture.

Empowerment, not enforcement

Justlike with paid influencer content, audiencesknow that employeesare on the company payroll. That

meansthe successof EGC hinges onauthenticity - if it feels too scripted, forced, or overly promotional,

it loses its impact. That's why the bestEGC is voluntary, supportedandrewarding, experts agree.

"The keyto greatEGC is empowerment,not enforcement. Employeesneedcreative freedom, but brands

can make participation easier by offering content prompts, social media training and recognition

programmes," saysBillion Dollar Boy's Walters.He referencesNordstrom's Style Creatorprogramme,

which encourages store associatesto share outfit ideas on social media, as a strong example. "It's

voluntary, rewarded andhashelped the brandbuild acommunity-driven aesthetic that customerslove."

Othershave taken efforts to help upskill their employees. "Many of our employeesaren't accustomed

to regularly producing contentor don't seethemselvesas natural content creators,"saysForte. However,

there's astrong desire acrossthe team to improve anddevelop theseskills; to support this, the skincare

brandis providing content creationtraining for everyoneinvolved. "This would help thembecomemore

comfortable and confident with the process, from capturing compelling visuals to crafting engaging

narratives that resonatewith our audience."

"The best employee-driven content often comes naturally when employees love the brand. Brands

should foster aculture where employees feel comfortable sharing without pressure,"says PRand brand

director Amy-Louise Sturgis. She addsthat some level of formalisation, like recognition programmes,

contentchallenges,or incentives (for example,featuring employeesonthe brand's main pageor internal

bonuses),can encourageparticipation without making it feel forced.

Steering through the risks

EGC walks afine line. Consumersaren't naive - theyknow employeeswork for the brand. That's why

transparencyis non-negotiable. "Employees should disclose their connection to the brand in line with

FTC and ASA guidelines, and brands should never pressureemployees into unpaid content creation,"

says Walters.

He addsthat there's also the issueof content ownership. If an employeecreatesviral content,who owns

it? "Brands need clear agreementsto ensureboth partiesare protected," Walters notes.
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Ownership disputes also become tricky when employees develop a personal following alongside the

company account. Take the case of Jony Lee, a creative producer at content marketing agency The

Attention Seeker. Lee played a pivotal role in growing the agency's Instagram following from 9,000 to

over 300,000 by regularly posting engaging, personality-driven content. Through consistent tagging and

visibility, she built a substantial personal audience in the process. Then, she decided to leave.

"Unfollowing because Jony is the only reason we follow The Attention Seeker," wrote one comment

beneath her Instagram resignation post, which accumulated over 500 likes. "I followed Attention Seeker

just because of you," wrote another.

This kind of reaction exposes a risk for brands: when an employee becomes the reason people engage,

their departure could mean losing a significant portion of the audience. Some brands have structured

their content strategy to avoid this issue. Platforms like Threads Styling and SheerLuxe ensure that no

single personality defines their brand by constantly rotating a cast of contributors - from Gen Z interns

to PR girlies. This way, if one creator leaves, the brand's identity remains intact and the platform's

momentum isn't lost.

Beyond boosting the brand's visibility, employees can also build substantial personal followings -

sometimes large enough to attract their own lucrative brand deals. For example, SheerLuxe's marketing

director Mia Luckie has amassed 339,000 Instagram followers. With an audience of that size, her

influence extends beyond her employer, making Luckie an attractive partner for outside brands, too.

Should companies be entitled to a share of the earnings when an employee's platform was built, at least

in part, through their corporate role?

"It largely depends on the exclusivity agreement between the brand and the employee, particularly

whether the brand is entitled to a percentage of any work the employee generates outside of their full-

time role," explains Sturgis, who adds that Sheerluxe and Who What Wear editors that secure paid deals

are now required to share a percentage of their earnings with the publication. "If the employee is a

freelancer and there are no non-compete clauses in place, they have the freedom to take on more social

work as their profile grows," she adds.

As EGC becomes a key pillar of marketing, brands must strike a balance - empowering employees to

build their own platforms while ensuring that growth doesn't come at the company's expense. Walters

believes the solution is simple: "Treat employee creators with the same respect you'd give external

influencers. Recognise their contributions, compensate them fairly and let them have creative autonomy.

That's how you build a culture where EGC thrives."

Comments, questions or feedback? Email us at feedback@voguebusiness.com.
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vent’anni,quasituttii brandsi sono
espostitroppoinCina.Alcunihan-

no diversibuildinginuna stessacit-

tà. Ancheottostoreinunametropo-
li comeShanghai.OggichelaCina
soffre,il settorene harisentito.Le
previsionisul 2025 sonocaute.e

permoltianchesul2026.Manella
mia vitahovistotanticicli. Il lusso
torneràpiù forte di prima.Magari
diversificando di più sui diversi
mercati.
Ma quindi comesi esceda
questafasedi stallo?Molti
hannoaumentatoi prezzi...
ll futuro del lussocomesa-
rà? Bisognachiuderedegli
store?
C’è sempreun equilibrio.Si

posso-

Sul brandhapesatola gestio-
ne diungruppoUsa?
Molteaziendeamericanenonap-

pena raggiungonouncertosucces-

SO, inizianoadaprire centinaiadi

outlet.Nonsonocritico, èsolo un
modellodi businessdiverso.
Ma con la greeneconomy,
gli outletnonservonoage-
stire l’invenduto?
Esattamente.Sonostatoio adaprire
vicinoFirenzeil primoTheMall lu-

xury outlet, che Ke-
ring haappenaceduto.
Servivaavenderele ri-

manenze di Gucci. Si

trattava, però, di una
percentualeminimadel-

la produzione.Ma nel

businessmodel ameri-

cano, spessosi produce
direttamentepergli ou-

tlet, equestodeprezzail

brandvalue.

Dunque il lusso è
prerogativa

»ll’Europa?
Sì. Se si guardaall’Ita-

lia, personecome Re-

mo Ruffini,DiegoDel-

la Valle,GildoZegna,
sonole verestar.Questi
sonograndiimprendito-

ri checapisconodavve-

roil lusso.Quellicheco-

nOsco meglio, oltre ai

già citati, sonoBrunel-

lo CucinelliePatrizio
Bertelli.epoi ci sono
managercome Pietro
Beccariora da Louis
Vuitton...O Francesca
Bellettini. In Francia,i
signori FrançoisPinault e Ber-
nard Arnault, sonodavverodei
longterm thinker. Bisognadar-

gliene atto.Arnaulthapagatodue
billion perLoro Piana.equasi
10 miliardiperTiffany. Bisogna
pensarealungo termine sesi vuo-

le crearevalore.
Puòancoranascereun po-
lo del lussoin ltalia?
è semprepossibile.Il lavorodi
DellaValle perRogerVivier O

Schiaparelli.. quello di Ruffini
perMoncler.. dimostranochela
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visione c’è elecapacitàanche.
A proposito di Gucci,
com’è statovivere questa
storia?
Tutto è natodavveroper caso. Nel

1994Guccistavaperesserevendu-

ta per230milioni.Una cifra ridico-

la. Così siamoandati avanti con le

nostreforzee ho sceltoTom come
direttorecreativo.Raddoppiavamo
le venditeogni anno.Andavamotal-

mente benecheArnault ha prova-
to acomprarci. ehoavuto tre an-

ni impegnativi nella «lotta» con

Lvmh.
FrançoisPinault è stato il

vostrocavalierebianco?
Abbiamo chiuso il deal con una
strettadi manodoposoli20minuti.
Sì, a essereonestopensoche Pi-
nault abbiamantenutotutte le

pro-

messe cheavevafatto.Dopocinque
annihacompratoil 100%di Gucci

a un prezzoaltissimoe questoèsta-

to fantasticoper i miei shareholde-

r... eravamounapublic company,
dunquesonostatituttifelici.

Senon avessestrettola ma-

no di Pinault,cosasarebbe
successo?
Gucci sarebbeentrato a far parte
di Lvmh, crescendocomeuno
dei suoi brand più importanti.
Ma credo cheTome io saremmo
rimasti.e avremmolavoratocon
successo.
La finanza ha aiutatoO pe-
nalizzato la moda?
Credolaabbiaaiutataa crescere.

Per il passaggiogenerazio-
nale, realtàcome ArmaniO
Dolce&Gabbanadovrebbe-

ro quotarsi?
Stiamo menzionandodue dei più
grandimarchidi sempre.Entrambi
hannoun’esteticaunicaericonosci-

bile, le loro radici sono moltoevi-
denti. Perrealtàcomequeste,affron-

tare unpassaggiogenerazionaleri-

chiede grandeimpegno.e passare
attraversouna trasformazionedel

genereè moltopiù difficile quando

sei quotatoperchédevi affrontare

pressioniogni trimestre.Meglio fa-

re le riformecheservonofinchési è

unapublic companye lavorarepoi

per un’ipo.
Dopo l’avventura in Gucci,
conTomFordhafondatoun
marchiochenel2022avete
vendutoper2,8miliardi. Co-

me cisieteriusciti?
Quandoabbiamo fondatoil brand

Tom Ford,abbiamofinanziatol’a-
zienda coni nostrisoldi.eall’inizio
i negozieranosupercostosie tutti

volevanoil marchionelwholesale,

cosachesarebbestatamolto redditi-

zia. Manoinonvolevamochefosse
neidepartmentstore,almenofinché
il prodottononfosseperfetto.Così

per molto tempoabbiamovenduto

soloa NeimanMarcus permante-

nere unadistribuzioneselettiva.We
diedforthepricepositioning. (sor-

ride). Conil tempo,il mercatoci ha
datoragione.

All’epoca siparlavadella ma-

gic couple«Tom & Dom»...

Siamo stati l’uno al

fiancodell’altro per32
anni, è stataunabella
corsaeabbiamo vendu-

to al momentogiusto

per2,8miliardi.
E il duo Marco Biz-

zarri e Alessan-

dro Michele?
Abbiamo assuntonoi
AlessandroMichele,

che è venuto in Gucci

comeassistentedi Fri-
da Giannini. Mi èsem-

pre piaciuto,pensosia
una personameravi-

gliosa. e lui eBizzarri
hannofattounbel lavo-

rO. Ci siamoincontrati

a Romaqualchemese
fa e abbiamofattouna
lunga chiacchierata,e
l’ho visto anche quasi
ogniannoal Met gala.
Pensofaràungrandela-

VOrO daValentino.
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Possono essere
paragonati a voi
cometandemper
l’exploit del busi-
ness?
Noi però l’abbiamofatto duevolte
(sorride);laprimaconGuccielase-

conda conTomFord. (riproduzione
riservata)

TommasoPalazzi
eStefanoRoncato

(NewYork)

Un lookGucci
byTomFord

fall-winter1996

Dall’alto,insensoorariodasinistra,DomenicoDeSoleconGildo Zegna,
DiegoDellaValle,MarcoTronchettiProveraeGiorgioArmani
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The Beauty Slowdown, Explained

The four biggest beauty conglomerates all recently reported disappointing sales,

and consumers are tiring even of once white-hot brands like Cerave and Drunk

Elephant. A rebound will require agility and adjusted expectations.

By Daniela Morosini

CeraVe
Cera

Cerave
av CeraVe

DVe

Micoltar Cerave

Cord,0
aVe

Cera
CeraVe

Beauty's current mood is anything but pretty.

In the last two weeks, three of the world's biggest beauty conglomerates - EstéeLauder Companies,

Shiseido andCoty - reported a drop in fourth-quarter sales.L'Oréal, the biggest of the group, reported

apaltry 2.5 percent increase, missing analysts' forecasts.

The slowdown is hitting both mass and prestige, and once white-hot brands like Cerave and Drunk

Elephant aswell asslipping legacy lines like Tom Ford and Shiseido's eponymous brand. E.l.f. Beauty

shares lost more than 20percent of their value after the cheap beauty upstart said it was off to a slow

start in 2025. And while slow sales in China are no surprise at this point, many companies are now

reporting weak business in the US as well. Even skincare-crazed Gen Alpha is starting to buy less,

analystssay.

Beauty's big conglomerates can't seemto agreeon why their salesareslowing - Coty said it waslower

orders from retailers, E.l.f. blamed weak January sales on customers stocking up over the holidays.

Others say inflation and economic uncertainty, or even the LA fires and the brief TikTok ban, are

weighing on the market. L'Oréal and Estée Lauder Companies cited a lack of innovation at their core

brands.

It may beall of the above. Or it could bethat the post-pandemic boom, with its ultra-maximalist routines

thatsaw consumersmixing legacy andindie brands, was something of amirage: despite booming sales,
it's never beenharder to createalifetime consumer.

To rebound, some brands are choosing to go back to their roots. Estée Lauder Companies' new

leadership has pledged to reinvigorate its long-held lines like Clinique and MAC Cosmetics. Others,

like Shiseido and L'Oréal, have spoken of a needto recapture their core customers who have abandoned

their products for the next viral brand.

A comeback is certainly impossible for some or all of these companies. But what they're up against is

the fact that the life cycle for eventhe hottest brand is shorter than it usedto be.
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"It's easier to sayour innovation hasn't been good enough, than it is to saya consumer just keeps moving

around," said Lauren Lieberman, a managing director in Barclay's consumer practice. "It's a fickle

consumer."

The New "Cool"

In the beauty industry, growth is driven by buzzy brands, and the shoppers most motivated by them:

young people. Gen-Z, and increasingly, Gen Alpha shoppers were voracious beauty consumers

throughout the last few years,fuelling salesat brandslike Drunk Elephant, Summer Fridays and Byoma.

But the Sephora tweens may have had their fill. Credit card data compiled by the Bank of America

showed that beauty spending from Gen-Zs in the US dropped by around 5 percent between June and

December 2024. Young shoppers also gravitated towards makeup and fragrance categories that have an

inherently lower replenishment rate than stapleslike shampoo or moisturiser, meaning a customer might

have spent heavily over a short period, and then not need to re-up for some time. Skincare tends to have

a more regular purchase frequency, and while the category - and in particular, brands with brightly

coloured packaging and playful names - certainly had its share of popularity with very young

customers, some of that interest from shoppers seemsto have waned.

"[Gen Alpha] has been a massive consumer in thesecategories, andprobably has a drawer full of stuff,"

Lieberman said.

Becoming a Gen-Z icon is a double-edged sword. The pricey skincare line Drunk Elephant saw a fresh

wave of popularity when Gen Alpha shoppersbegan adding its colourful serums andmoisturiser to their

wishlists, while viral hits like its bronzing drops seemedto generate further buzz.

Yet parent company Shiseido said its salesdeclined 25percent in the last year. While an inventory issue

accounted for some loss, on a call with analysts, chief financial officer Ayako Hirofuji said the company

also neededto "clarify its target customer base" to reinvigorate itself. One possible interpretation is that

Drunk Elephant's popularity with teensturned off more mature customers.

"What is this brand about? What does it do for me?' We need to communicate that with consumers,"

said Hirofuji.

Reaching New Customers

Actually reaching consumers is another challenge.

Sephora, Ulta Beauty and other specialty beauty retailers long ago replaced department stores as the

most direct way to reach customers. However, prestige brands haven't quite managed to replicate the

cozy relationships they could build with shoppers via the beauty counter.

A Sephora or Ulta display might drive sales, but they're not as effective as a dedicated sales associate

in talking a customer into adding a cleanser and toner to the moisturiser in their basket.

With so many more salesnow coming via specialty retailers, market share can be ceded much faster if

a hot new competitor appears on the next aisle. The discovery of new brands now comes more from

social media rather than salesassociates, said Marissa Lepor, a managing director and head of beauty at

the investment bank The Sage Group, which makes brand loyalty much more complicated.

"The retailers don't care which brand that customer leaves with, as long as they left with something,"

she said.

Consumers can also only pay attention to so many brands and products.
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"People feel burnt out. They're looking at their beauty products, and they're like, 'I don't need to buy

anymore'," said Lisa Payne, head of beauty at trends agency Stylus.

It's a fine line to walk, as brands rely on new products to excite shoppers and create relevancy -

according to Accenture research, on average around 30 percent of a brand's sales will come from new

products.

"Too much communication kills communication," said Audrey Depraeter-Montacel, global beauty

industry lead at consulting firm Accenture, saying brands need to grapple with limited customer

bandwidth for marketing and new products.

"It can become a question of 'Do I need to kill some of my brands? Do I need to remove the long tail,

or do I need to focus on my four or five biggest [sellers]?'," she said.

The Path Ahead

To try and stay on trend, big beauty companies have relied on mergers and acquisitions to continually

fold new brands into their portfolios. Adding some hot brands into the mix could be a way to lift sales

and restore momentum, though conglomerates are likely wary of buying into a brand at its peak. But

deal flow has significantly slowed since 2023, with many popular brands holding out for higher offers,

and potential acquirers worried about buying at the peak of the market.

Having key hero franchises is also vital. Sales staff at multi-brand stores can often feel just as

overwhelmed as customers by the sheer number of brands and products. Ensuring that education and

messaging is clear around a single franchise or product can mean it serves as an entry point into the

brand, and also ahook for retention.

Market-leading new products are still important, but the timing of these launches is more important than

ever. While virality or even new trends can be hard to predict, Lieberman said having the internal agility

to respond deftly and quickly when a moment arises is key.

"You have to be so ready to grab on and then figure out what that means, and how you translate that

into more visibility," she said. LVMH-owned Dior has been especially good at this, with new lip and

complexion offerings that dovetail well with the modern dewy trend, whilst still feeling luxurious.

Consumers haven't stopped caring about beauty. They're just more discerning, and more mindful of

their overall discretionary spending. Simply put, they want bang for their buck.

"People want to buy things that are additive to their routine, versus just buying things because it looks

cute on their counter," said Lepor.

Sign up to The Business of Beauty newsletter, your complimentary, must-read source for the day's most

important beauty and wellness news and analysis.
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ENTREPRISES

Industrie :Éric Lombard amorce

sa réponse à la grogne des

grands patrons

@PierrickMerletPierrick Merlet

L de l’Économie a annoncé l’ouverture d’un

et réglementaire pour soutenir l’industrie.

Après le budget, place à la protection de l’industrie, priorité

annoncée du locataire de Bercy. Il compte ainsi réunir les forces

politiques autour de la thématique du soutien à la production

socialiste Claude Raynal, président de la commission des

13 février. «

,

partage l’entourage d’Éric Lombard.

Le ministre de l’Économie, des Finances et de la Souveraineté

industrielle a ainsi annoncé le début d’un nouveau chantier

déplacement dans une usine d’Airbus. Le locataire de Bercy

veut notamment s’appuyer sur des propositions en la matière

des communistes, évoquées lors des discussions autour de la

construction du budget.

!" #"

le nourrir et le faire avancer au Parlement [...]. Nous allons

essayer de rendre un peu moins compliquée la vie des

dirigeants d’entreprises », fait savoir Éric Lombard.

C’est en quelque sorte une première réponse à la grogne des

grands patrons, qui émerge depuis quelques semaines dans

l’Hexagone. «

,a dès lors commenté Guillaume Faury, le CEO

d’Airbus, quelques instants après les propos du ministre. Lors

d’une audition au Sénat

/)*+*0#

Leministre de l’Économie,EricLombard, s’est rendudans une usine d’Airbusà Toulouse,jeudi 13 février. (Crédits:Rémi Benoit)
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Pour faire baisser la grogne des dirigeants, Eric Lombard, avec

le soutien des ministres Marc Ferracci (Industrie) et Laurent

cycle de discussions avec particulièrement la CPME, l’Afep et le

Medef. Ce dernier a d’ailleurs publié et remis récemment au gou-

vernement un projet de loi clé en main pour soutenir l’industrie
française.

« Dans le projet de loi du Medef, il y a des propositions intéres-

santes, comme limiter dans le temps le droit de recours contre

en sursis un projet industriel vital pour les territoires concernés

[...]. Par ailleurs, la France a été très [trop ?, NDLR] volontaire

dans la transposition de certaines directives européennes »,

reconnaît-on au sein du cabinet d’Eric Lombard.

Par ailleurs, ce chantier, initié par l’ancien Premier ministre Michel

est en cours autour du Premier ministre, François Bayrou, pour

trouver un nouvel équilibre entre préservation de l’environnement
et nécessaire réindustrialisation du pays.

Le ministre de l’Industrie doit aussi se rendre à Bruxelles dans

annoncé par le commissaire européen Stéphane Séjourné,

chargé de la Prospérité et de la Stratégie industrielle. «
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