
At Dior,
a change
that makes
history
JonathanAnderson isnamedto design
both women’s and men’s collections
BY VANESSAFRIEDMAN
In a historic, if long-awaited, move, the
luxury goodsbehemothLVMH on Mon-

day named Jonathan Anderson ascre-

ative director of Dior for women’s wear,
men’s wear and couture, making him
the first designer to unite all sidesof the
brand sinceChristian Dior himself.

Mr. Anderson is “one of the creative
talents of his generation,” said Bernard
Arnault, chief executiveof LVMH, in an-
nouncing thenews— which alsoupends

longstanding LVMH practice.
Since2001, whenLVMH transformed

the Dior men’s line from a license to an
integral part of the house, it has been
conventional wisdom that no one de-
signer can manage the burdens and
pressures of both men’s and women’s
wear, creating 10 different collections a
year for what is now estimatedto be a $9

billion brand.
Daring torewrite thoserules andcon-

centrate all the power in the hands of a
single designer is a risk for both brand
and individual. But it also underscores

the currentprecarious state of the in-

dustry, which has seen a broad slow-

down in sales, thanks to global political
and economicunrestandthe generalbe-

lief that a shake-upwas needed.

Mr. Anderson’s appointment quali-

fies. It is the final step in what hasbeen
one of the most drawn out succession
dramasin modern fashion history, as
well asanothermovein an unprecedent-

ed shifting of fashion’s creative land-

scape, with 17 brands naming new de-

signers in 2025 — four of them atLVMH

alone.
Rumorsabout the Dior changebegan

percolating through the industry last
Septemberandpickedupsteamin Janu-

ary whenKim Jones,then artistic direc-

tor of Dior Men, resigned. Mr. Anderson
was named to the men’s post in April

somewhat unceremoniously — Mr. Ar-

nault droppedthenews duringageneral
shareholdermeeting, before it hadbeen
officially announced — but Maria
Grazia Chiuri remained artisticdirector

for women’s wear.Last week sheheld a
Dior Cruiseshow in Rome, and two days
laterthe brand announcedshewas leav-

ing. Todaywassimply the denouement.
“A change in creative leadership

brings a fresh opportunity to reinvigo-

rate thebrand,” Luca Solca, luxury ana-

lyst for Bernstein, wrote in a note after
Ms. Chiuri left.

Mr. Anderson,40, famouslyambitious

and charming,hasbeena partof LVMH

since 2013, when he was named de-

signer of Loewe, then a little known
Spanish leather goods house that the
group had bought in 1996.Over 11 years
Mr. Andersontransformed Loewe from
largely irrelevant to oneof the hottest
brands in fashion,with annual revenues
estimated at$2billion.

He proved expert at balancing the
kind of high-concept runway collections
that createbuzzand bogglethe eyewith
commercial products. On the onehand,
he would show dresseswith hems
shaped like cars or tailcoats mi-

crobeaded to resembleclassic country
housetapestries;on theother, he creat-

ed accessories like the Loewe Puzzle
bag that becameclassics,and internet-
friendly stilettos with sunny side up
eggstrappedunderthe point of theheel.
Both provided catnip for celebrities
seekinga bit of edge,with his Loewe cir-
cle including JoshO’Connor, Ayo Ede-
biri, Greta Lee and Daniel Craig, who
used a controversial Loewe ad cam-

paign to shed his James Bond ster-
eotype.

As if in acknowledgment of his
achievement, in 2024 Loewe was the

chief sponsor of the Met Gala, and Mr.

Anderson stood in the receiving line

next to Anna Wintour — who wore an
embroidered Loewe tailcoat over her
Loewe dress.

Still, Mr. Anderson showed signs of
restlessness,partnering with the direc-

tor Luca Guadagnino, another creator
who bridgesthe worlds of art houseand
pop culture, to designthe costumesfor
two of Mr. Guadagnino’s films, “Chal-
lengers” and“Queer.”

Despite such a seemingly bountiful
creative output, uniting both sides of

Dior will be a very public challenge.
While Mr. Andersonhadyearstofind his
grooveatLoewe (where hehas beenre-

placed by Jack McCollough and Lazaro
Hernandezof ProenzaSchouler),he will

notbegranted the samegraceperiod at

Dior, which is both the cornerstone of
the LVMH empire and responsible for
an estimated 20 percent of the fashion
and leather goods revenues of the
group. Famously the pet brand of Mr.

Arnault, it was publicly identified as an
underperformer in the 2024 financial re-

sults byCécile Cabanis,theLVMH chief

financial officer.

(The pressures of designing for Dior
were blamed by the former artistic di-

rector John Galliano for the addictions
that causedhis own personalimplosion
in 2011, as well as his dismissal from
LVMH — and he was in charge only of

women’s wear.)
Mr. Anderson will beexpected to re-

verse that direction, starting with his
first show, to beheld in Juneduring the
men’s wear season; his first women’s
wearshow isto takeplacein October. He
hasput his namesakebrand,JW Ander-

son, onhold,the better to focuson Dior.

In thenewsrelease,hecalledgetting the
job “a great honor.” Whether it is an

anomalyor a paradigm shift remains to
be seen.
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JonathanAnder-

son at a Loewe

showin 2024. His

designsfor the
brand,below, were
markedby flights

of incredible run-

way fancy, includ-

ing trompel’oeil
tapestry,skirts
thatappearedto
float andbodices

resemblingan

anthurium.
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