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Realestate

Kering trattaconArdian
perilbuilding di NewYork
Dopounaprimajv conil fondopergli immobili di Parigi, il gruppodi Pinaultvaluta
oradi replicarela partnershipperlaproprietàsullaFifth avenue.Emma Crugnola

K
eringeringee inin tratta-tra tta -

tivativa perper ilil suosuo
immobileimmobile new-new -
yorkese.yorkese. IlIl

gruppodel lussochecon-
trolla Gucci,SaintLau-
rent e Balenciagapo-
trebbe cedere unaquota
della sua proprieta sulla
Fifth avenueal fondo Ar-
dian. Lo riferisce Reu-

ters. Acquistato da Ke-

ring nel gennaio2024per963milioni di
dollari (paria845milioni di euroalcam-

bio di ieri), il building si estende su
10.700metri quadrati e ospita diverse

boutique in unadellevie dello shopping
piu prestigiose al mondo. L’operazione
rientranellastrategiavol-

ta arazionalizzareil por-

tafoglio immobiliare e

rafforzare lastrutturapa-
trimoniale. A gennaioAr-
dian avevagia acquisito
il 60% di unajoint ventu-

re con Kering compren-
dente treproprietadi pre-

stigio a Parigi, generan-
do 837 milioni di euro.
«Ipotizziamo unastruttu-

ra simile anche per la monetizzazione
dell’immobile di New York», commen-
tano gli analisti di Equita.«La strategia
e di ridurre l'impegno finanziario
nell’ambito immobiliare attraverso il

coinvolgimentodi investitori terzi,man-

tenendo unaquotadi minoranzaneglias-
set acquisitiegaranziesulladisponibili-

ta e1’affitto degli spazicommerciali». A

fine 2024,l’indebitamento nettodellaso-

cieta guidata da François-Henri Pi-
nault haraggiunto 10,5miliardi di euro,
un’impennata rispetto ai livelli prossimi
allo zero registrati appenatre anni pri-

ma. Il debito e cresciuto a seguito di

un’intensacampagnadi investimentiim-

mobiliari, chehacomportato4 miliardi
di eurodi spesatra NewYork, Milano e
Parigi. Secondoquantodichiaratodalde-

puty ceoJean-Marc Duplaix, Kering

prevededi raccogliere2 miliardi di euro
nei prossimi dueanni attraversola ces-

sione di quotedi assetimmobiliari di pre-

gio. (riproduzioneriservata)

François-HenriPinault
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Cosi| FASHIONSTOCKSNELLEPIAZZE MONDIALI
PrezzoVar.%%12m Prezzo Var.%%12m Prezzo Var.%%12m

Piquadro 2,12 -0,9 2,6 UrbanOutfitters 69,61 -0,1 68,4 BurberryGrp 1.077,50 -2,8 3,4
MFF LUXURY STOCK INDEX SafiloGroup 0,88 0,7 -22,2 V.F.Corp 12,80 1,7 -5,7 Dr.MartensPlc 81,95 8,7 -2,4

SalvatoreFerragamo 5,38 -1,6 -43,0 Victoria'sSecret 21,86 4,7 3,3 Mulberry 107,50 – -17,3

STATI UNIT
VinceHldg 1,47 – -25,8 SVIZZERA

130 AbercrombieFitch& 82,55 3,8 -53,0 GERMANIA Richemont 151,55 – 1,6

120/
AmericanEagle 10,18 0,3 -52,8 Adidas 211,40 -0,1 -8,6 SwatchfGroup 137,75 -0,9 -25,3

Birkenstock 54,87 -0,7 -6,3 Douglas 11,64 0,7 -41,8 DANIMArC

110 CanadaGoose 11,42 2,1 -17,2 HugoBoss 39,66 0,2 -15,8 Pandora 1.186,00 -2,7 8,4
CapriHoldingsLtd 17,04 0,5 -49,8 Puma 21,66 -0,3 -54,5 SVEZIA

100:
Coty 5,02 2,6 -50,8

Zalando 30,22 -1,1 25,1 Hennes&Mauritz 137,40 0,3 -25,4

90
Perf.%gg . Perf.%12 mesi I ErmenegildoZegna 8,55 0,1 -31,3 SPAGNA SUDAfriCA

-0,57 -9,28 Punti
EsteeLauder 68,03 0,9 -44,9

Inditex 48,11 1,0 6,1 Richemont 3.280,00 -0,3 3,6
8d

110,04
FootLocker 24,00 0,2 -7,3

PuigBrands 17,10 -0,6 -33,5 BRASILE
Fossil 1,47 1,4 23,5

70 GapInc 21,95 1,7 -14,8
FRANCIA Alpargatas 8,88 -3,5 -8,4

Giu Lug Ago Set Ott Nov Dic5 Gen gFeb Mar Apr Mag Giu
G-IIIApparelGroup 23,79 -14,0 -12,1

Essilorluxottica 248,30 1,1 19,5 THAILIlandIA

2024 2025 Guess 11,83 7,6 -49,5
HermesiInti 2.320,00 -0,9 5,9 CentralRetail 19,20 — -38,1

KontoorBrands 69,01 1,3 -7,1
Interparfums 37,22 1,1 -16,4

HONGKONG
Withub

LanvinGroup 2,00 -1,0 27,4
Kering 173,40 -1,0 -46,8

ChowTaiFookJewellery 11,88 -0,3 23,6

Prezzo Var.%%12m Prezzo Var.%/%12m LeviStrauss 17,47 1,1 -26,7
L'Oreal 381,35 -0,2 -16,4

EspritHoldings 0,10 - -50,0
ITALIA

GentiliMosconi 2,27 1,3 -18,9 LululemonAthletica 264,73 -20,0 -18,0
Lvmh 471,25 0,2 -38,2 Prada 49,90

-1,9
-23,2

Aeffe 0,52 3,8 -35,3 Geox 0,32 2,4 -45,9 Mytheresa 9,16 -0,3 59,6
RocheBobois 40,60 -0,7 -17,0 Samsonite 13,84 – -43,9

Basicnet 8,55 -0,3 135,4 Giglio.com 0,96 -1,5 -44,2 NikeInc 62,34 -0,5 -34,9
SmcpSa 3,72 -0,7 49,8 GIAPPONE

BrunelloCucinelli 103,70 0,3 9,9 Gismondi1754 2,14 - -36,9 Pvh
Corp. 67,20 1,4 -44,6

austria FastRetailing 48.820 0,3 19,7
CspInt.Ind.Calze 0,34 3,0 1,2 Intercos 13,46 -0,3 -11,4 RalphLauren

Corp. 274,63 -0,2
50,9 Wolford 3,70 — -6,1 Shiseido 2.379 -1,9 -53,5

Dexelance 7,38 -0,8 -30,0 Moncler 54,00 1,3 -10,8 Tapestry 78,51 -0,9 80,3 REGNOUNITO CoreaDELSUD
Fope 39,80 0,5 40,2 Ovs 3,74 -0,1 36,2 UnderArmour 6,84 4,0 -1,5 Asos 318,00 1,1 -17,1 Fila 35.450 – -10,1

Nota:levar%dei titoli
italianisonodi tipoTotal Return,ovverocomprensivedei dividendiordinari

e
straordinari.Tuttii prezzisono in valutalocale.
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Generation
Kering

FashionScoops
Kering, in partnership
with CIBJO theWorld

JewelleryConfederation
andwith thescientific

coordinationof Poli.Design

– Politecnico di Milano,

announcedLee Min Seo
and lanyan as winners of

the first Kering Generation
Award X Jewelryat the JCK
tradeshowSaturday.

Centeredaround
the theme “Second
Chance, First Choice,” the

competitioninvited both
studentsand start-ups
to design apieceor a
collectionof jewelry. The

program pulled from a
diversepool ofapolicants

from 10 world-renowned

universitiesandacademies

specializing in jewelry and

sustainability, aswell as
establishedstart-ups– and

four finalists wereselected
by thejury: twostudents
and two start-ups.

In the student’s
categorythewinner is Lee

Min Seo, who attended

Hongik University in

SouthKorea.Her jewelry

collection is madefrom

the discardedleatherof

the jang-gu, a traditional

Korean percussion
instrument,promoting
culturalpreservationand

reimagining traditional

Korean music in a new

cyclical form.

In the start-upscategory
the winner is lanyan, a
Chinesebrandwhose
collectionshighlight

fracturedopalsand
forgotten,unusualstones

oftenoverlooked in

conventionaljewelry
for their rawbeauty.By

choosingimperfector
fractured gems, lanyan
revivestraditional
valuesandgivesnew
life to materialsthrough

craftsmanship.Enamels,

recycledmetalsand
modulartechniques
furthersupportthe
brand’s sustainable

approach. Promoting a
circulareconomy, each

piece is designedto be

repaired, transformedor

recomposed.
This first-of-its-kind

jewelry award is the next

chapterof theGeneration

conceptKering launched

for fashionandtextiles
in China in 2018,then
extended in Japanand
SaudiArabia.

Thejury for the jewelry
award included François-

Henri Pinault, chairman
andchiefexecutiveofficer

of Kering; Marie-Claire
Daveu, chiefsustainability
andinstitutionalaffairs
officer of Kering;Hélène

Poulit-Duquesne,CEO

of Boucheron;Sabina

Belli, CEOof Pomellato;
ChristopheArtaux, CEO of

Qeelin; GaetanoCavalieri,
presidentof CIBJO; Iris

Vander Veken,executive
directorof Watch&

JewelleryInitiative 2030;

BernadettePinet-Cuoq,
presidentof UFBJOP;Alba

Cappellieriheadof jewelry

and full professorat
Politecnicodi Milano; Sarin
Bachmann,groupvice
presidentof JCK andElisa

Niemtzow,vicepresident
of BSR.

According to Kering the

goalof the program is to

fosteran international

community of young
studentsandstartups
willing to innovate the

industry as it moves forward
with thenext generation.

THOMAS WALLER

Lee Min

Seo’s jewelry.
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lanyan’screations.
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Kering Generation Award X Jewelry : un

nouveau prix pour une joaillerie durable

C'est une révolution visant à rendre le secteur de la joaillerie toujours plus

créatif et plus vertueux : le groupe français lance le Kering Generation

Award X Jewelry, un prix dédié à l'innovation durable dans le secteur de la

joaillerie.

Par Katell Pouliquen

C'est unerévolution visant àrendre le secteur de la joaillerie toujours plus créatif et plus vertueux : le

groupe français lance le Kering Generation Award X Jewelry, unprix dédiéà l'innovation durable dans

le secteur dela joaillerie. Le but est de fédérer une communautéd'étudiants et de start-uppers du monde

entier (Italie, États-Unis, Singapour... ), sincèrement engagés pour faire bouger les lignes de cette

industrie. Le thème retenu est le suivant : « Secondechance, premier choix. »>Le prix encourage ainsi

étudiants et start-upsà faire preuve de créativité pour réinventer la notion de« déchet», et à transformer

desmatériaux recyclés enressourceet même enbijou de valeur.

Ce concept de circularité est inspiré par le travail mené depuis plusieurs annéesdéjà par les équipesde

la maison Boucheron, sousl'impulsion de sa directrice artistique Claire Choisne et de la CEO Hélène

Poulit-Duquesne. En 2022, Claire Choisne a utilisé la Cofalit, un matériau obtenu par l'upcycling de

déchetsindustriels. De nombreux mois derecherche ont été nécessairespour en faire une matière digne

des exigences d'excellence dela maison dela place Vendôme.

"Le Kering Generation Award X Jewelry incarne parfaitement cette ambition : encourager les jeunes

créateursà repousser les frontières dela joaillerie tout en plaçant le développement durable au cœurde

leur démarche. Je suis convaincue que l'avenir de notre secteur dépend de cette capacité collective à

inventer denouvelles manièresde créer, en alliant excellence, créativité et respect del'environnement",

appuie Hélène Poulit-Duquesne. La coordination scientifique dece prix est assuréepar Poli Design, une
université italienne de référenceen architecture et en design.

Parmi les membres du jury : le PDG de Kering, François-Henri Pinault, Marie-Claire Daveu, et les

trois CEO des maisons dejoaillerie Kering (Boucheron, Pomellato, Qeelin).

Le Kering Generation Award X Jewelry vient en réalité derécompenser non pas un mais deux lauréats

lors du JCK Show de Las Vegas,début juin, le salon international de la joaillerie : l'un étudiant, l'autre

startupper. Mettre le beau etl'éthique en harmonie, de quoi inventer la joaillerie de demain.
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Prix étudiant : Lee Min Seo, université de Hongik, Corée

La jeune femme a imaginé une collection à partir de chutes de cuir issues du jang-gu, une percussion

traditionnelle coréenne. Un nouveau cycle très poétique visant à préserver une pratique culturelle en la

réinventant.

Prix start-up : Ianyan, Chine

Ianyan met en valeur les opales fracturées et les pierres rares et oubliées, souvent négligées en joaillerie.

En choisissant la beauté de l'imperfection et de l'accident, cette start-up promeut littéralement

l'économie circulaire : chaque pièce est conçue comme une sublime réparation.

Tous droits de reproduction réservés

URL : http://www.marieclaire.fr/ 

PAYS : France 

TYPE : Web Grand Public 

JOURNALISTE : Katell Pouliquen

8 juin 2025 - 09:11 > Version en ligne

Page  7

https://www.marieclaire.fr/kering-generation-award-x-jewelry-un-nouveau-prix-pour-une-joaillerie-durable,1495550.asp#:~:text=Kering%20Generation%20Award%20X%20Jewelry%20%3A%20un%20nouveau%20prix%20pour%20une%20joaillerie%20durable,-Par%20Katell%20Pouliquen&text=C'est%20une%20r%C3%A9volution%20visant,le%20secteur%20de%20la%20joaillerie.


KERING - LUXE



Moda in tempo di crisi, il lusso punta
sulla nuova guardia degli stilisti
Blazy, Anderson e Demna la carica dei quarantenni Matthieu Blazy da Chanel, Jonathan
Anderson da Dior e Demna da Gucci: i colossi del lusso puntano sulla creatività di stilisti
quarantenni per affrontare le difficoltà economiche che affliggono il settore.

Dopo mesi di speculazioni e in seguito al suo arrivo da Dior Homme, Jonathan
Anderson, 40 anni, è stato nominato direttore artistico delle collezioni donna del marchio,
in sostituzione di Maria Grazia Chiuri, 61 anni.

L'irlandese del nord diventa il primo stilista dai tempi di Christian Dior a disegnare le
linee donna e uomo della maison di punta del gruppo LVMH, oltre all'alta moda. Dopo la
nomina del franco-belga Matthieu Blazy, anch'egli quarantenne, a Chanel a dicembre,
questo, sottolinea l'analisi di Afp, è il più grande avvenimento nel settore che sta
soffrendo per le turbolenze economiche che affliggono il settore del lusso.

Jonathan Anderson, durante i suoi undici anni alla guida, fino al 2025, ha reso il marchio
spagnolo Loewe uno dei più grandi successi di LVMH, per non parlare della sua
etichetta JW Anderson. Tra i suoi modelli più rappresentativi figurano gli abiti di scena
per Beyoncé e Rihanna. Ha anche un legame con il cinema, in particolare con il regista
italiano Luca Guadagnino, per il quale ha disegnato i costumi di "Challengers", con
Zendaya, e di "Queer", con Daniel Craig. Figura più discreta, Matthieu Blazy ha
partecipato alla rinascita di Bottega Veneta (gruppo Kering), di cui è stato direttore
artistico dal 2021 al 2024, apportando un senso di movimento e audacia alla
caratteristica pelle intrecciata del marchio italiano. Da Chanel, avrà anche il compito di
voltare pagina rispetto a Karl Lagerfeld. Il Kaiser ha governato la casa per oltre
trent'anni, fino alla sua morte nel 2019. La sua braccio destro, Virginie Viard, ora
63enne, gli è succeduta prima di lasciare bruscamente il suo incarico nel giugno 2024.
Demna, infine, ha aiutato Balenciaga a raggiungere un miliardo di euro di fatturato. I suoi
punti di forza: uno stile iconoclasta, dalle t-shirt all'alta moda, la sua capacità di rendere
desiderabile il "brutto", dalle Crocs con la zeppa ai sacchi della spazzatura, oltre ai suoi
contatti con celebrità, dall'influencer americana Kim Kardashian all'attrice francese
Isabelle Huppert. Una storia di successo, tuttavia, offuscata nel 2022 da una campagna
pubblicitaria che ritraeva bambini con accessori di ispirazione sadomasochistica. I
risultati non si sono fatti attendere: Jonathan Anderson aprirà le danze con Dior Homme
il 27 giugno a Parigi, mentre Demna e Matthieu Blazy faranno il loro debutto
rispettivamente alle settimane della moda donna di Milano a settembre e Parigi a
ottobre.
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« Les marques de mode sont devenues des plateformes

culturelles »

La journaliste Sophie Abriat, a récemment publié « Danser sur le volcan, La mode et le luxe à la

conquête de nos imaginaires », chez Grasset.

La journaliste Sophie Abriat, a récemment publié « Danser sur le volcan, La mode et le luxe à la

conquête de nos imaginaires », chez Grasset. « Les maisons de luxe ne se contentent plus d'habiller

notre quotidien : elles sculptent nos imaginaires. Et pour cause : en un siècle, la mode a glissé du

vestiaire à la vitrine muséale, du défilé au manifeste artistique.

La figure du couturier, considéré comme un artiste depuis Charles Frederick Worth, s'est affirmée au

fil des décennies. Dès les années 1920, Paul Poiret collabore avec les Ballets russes. Elsa

Schiaparelli s'acoquine avec Dalí, quand Saint Laurent s'inspire de Mondrian. Plus tard, Jean-Paul

Gaultier ou Jean-Charles de Castelbajac propulsent la mode dans la pop culture. Mais c'est au

tournant des années 2000 que la bascule s'opère. Les expositions Yves Saint Laurent au Met, puis

l'entrée de la mode au Louvre, consacrent la discipline comme art à part entière. Suivent des

collaborations devenues mythiques : Louis Vuitton avec Takashi Murakami, Supreme ou Yayoi

Kusama. La frontière entre art appliqué et art majeur se trouble. À travers les vêtements, les

boutiques, les défilés-performance, les maisons captent l'air du temps, absorbent, résonnent,

surplombent parfois les autres formes d'expression. Sous l'impulsion de directeurs artistiques

comme Jonathan Anderson, Pieter Mulier ou Matthieu Blazy, qui vient d'être nommé chez Chanel,

les marques s'imposent comme des créateurs d'univers. Elles ne se contentent plus d'être mécènes

: elles deviennent productrices d'expositions, bâtissent de musées, commanditent des œuvres. La

haute couture s'impose comme le nouvel acteur culturel majeur. LVMH, par exemple, a permis au

musée d'Orsay d'acquérir une œuvre majeure de Caillebotte en 2023 pour 43 millions d'euros,

quand son budget d'acquisition plafonnent à 3 millions. Les marques dictent aujourd'hui la politique

culturelle dans des lieux triés sur le volet, pour des événements taillés sur mesure, avec des

objectifs d'image, mais aussi de conquête symbolique. Elles investissent aussi le champ littéraire ou

cinématographique. Chanel organise des salons littéraires, Saint Laurent produit le prochain film de

Paolo Sorrentino, Miu Miu repère les talents émergents. La mode est devenue une forme de média

total. Elle n'habille plus : elle raconte, sélectionne et influence. »
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La donna più potente della moda. Chi è

Francesca Bellettini

Classe 1970, un passato nelle banche d'investimento, la manager italiana è stata

per dieci anni amministratrice delegata di Saint Laurent, portandolo ad un

successo senza precedenti. Oggi è Deputy CEO di tutto il gruppo Kering

Di Cecilia Caruso

Da dietro le quinte a sotto i riflettori. Nel corso degli ultimi anni, sono sempre di più le donne che

ricoprono unruolo di primo piano nell'industria della moda. Sebbenesiano ancorain netta minoranza

rispetto ai colleghi uomini, manager, leader e creative si fanno largo con decisione in un settore ad

appannaggiomaschile. Un esempioeccellente, in questosenso,si trova nella risposta alla domandachi

è Francesca Bellettini.

Una figura apicale del conglomerato del lusso Kering, il nome di FrancescaBellettini sta diventando

gradualmentenoto anche oltre il ristretto circolo degli addetti ai lavori. Dopo un decennio al vertice

di Saint Laurent, infatti, la CEO supervisiona oggi lo sviluppo e la crescitadi tutte le maison parte del

gruppo guidato da François-Henri Pinault. Si può dire, insomma, che si nascondaproprio lei dietro

le nomine di Demna e Pierpaolo Piccoli, da Gucci eBalenciaga. Senzaretorica, FrancescaBellettini è

l'incarnazione dell'empowerment e della professionalità femminili.

Dalle banche alla moda

Nata a Cesenanel 1970, dopo gli studi all'Università Bocconi di Milano, la carriera di Francesca

Bellettini comincia a Londra, nel settore dell'investment banking. Le esperienzein bancheprestigiose

come Goldman SachsInternational e Deutsche Morgan Grenfell la portano, nel 1999, ad entrare

nel Gruppo Prada. In seguito è nominata Operations Manager per Helmut Lang. La lunghissima

collaborazione con il gruppo Kering, invece, ha inizio nel 2003, quando Bellettini diventa Strategic

Planning Director e AssociateWorldwide Merchandising Director di Gucci. Nel 2008 entrain Bottega

Veneta dove nel giro di due anni svolge la funzione di Communications Director. Nel 2013, infine,
Bellettini viene nominata Presidentee Chief ExecutiveOfficer di Yves Saint Laurent.

Chi è Francesca Bellettini, Deputy CEO di Kering

Sotto la guida dell'amministratrice delegataitaliana, la maison disegnatada Anthony Vaccarello ha

attraversato una crescita senzaprecedenti. Anche per questo, nel 2023, la carriera di Bellettini ha
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conosciuto una spinta ulteriore. La manager è infatti stata nominata Vicedirettrice Generale di Kering,

responsabile dello sviluppo delle Maison e del coordinamento degli amministratori delegati di tutte le

Maison. Come ha spiegato lei stessa, nella cornice del recente evento organizzato da Zalando e Camera

Nazionale della Moda Italiana dedicato al futuro del lusso, si tratta di essere la CEO degli altri

CEO dei brand del gruppo.

Sul palco dell'appuntamento Change Makers in Luxury Fashion, Bellettini ha acceso i riflettori sul suo

lavoro. La manager, ad esempio, ha sottolineato l'importanza del rapporto che si deve creare tra CEO

e direttori creativi, chiamati a conciliare fantasia e libertà con pressioni e responsabilità. La scelta del

giusto creative director, inoltre, non risponde ad una formula esatta o sempre replicabile: per Bellettini,

deve trattarsi della persona giusta, per il brand giusto, nel momento perfetto. Una sintesi che sembra

essere stata raggiunta poche settimane fa con Piccioli da Balenciaga e con Demna da Gucci.

Francesca Bellettini, poi, ha dichiarato che la sua leadership si basa su una distinzione molto importante:

quella tra autorevolezza e autorità. Una differenza sottile che le permette però di essere considerata,

da chi lavora con lei, non solo come un capo ma anche come un mentore.

Una donna al vertice

Con la sua chioma riccia dal taglio vagamente anni Settanta, quel carattere discreto e schivo, eppure

diretto e deciso, Bellettini è un esempio a cui guardare. La «donna da un miliardo di dollari», come

la soprannominò Le Monde nel 2017, ha saputo rendere Saint Laurent la maison-traino del gruppo

Kering, forte di una crescita nei ricavi che superarono i tre miliardi nel 2022. In questo momento di

transizione e cambiamento per l'intero settore del lusso, dunque, Pinault ha voluto affidarsi ad una figura

capace di trasformare la coolness in rilevanza.

Impossibile, poi, non notare le scelte di stile di Francesca Bellettini. A caratterizzare il

suo guardaroba - sofisticato, minimalista ma sempre d'impatto - sono blazer doppiopetto, abiti

aderenti, bluse sartoriali dal dettaglio inaspettato e il continuo incontro tra blu e nero.

In un'industria ancora dominata da professionisti uomini, il successo di Francesca Bellettini è un faro

nella notte. Da seguire e replicare.

Tous droits de reproduction réservés

URL : http://www.iodonna.it/ 

PAYS : Italie 

TYPE : Web Grand Public 

JOURNALISTE : Cecilia Caruso

6 juin 2025 - 09:12 > Version en ligne

Page  11

https://www.iodonna.it/moda/news/2025/06/06/chi-e-francesca-bellettini-kering-saint-laurent-gucci-balenciaga-ceo-ruolo/


La capsule di Balenciaga e Lamborghini
è un omaggio a chi nella vita non teme la
velocità
Innovazione, sfrontatezza e savoir faire sono i punti in comune di una collaborazione che
“supera i limiti” Tutto parte all'Autodromo di Monza: un'esperienza per raccontare la
collaborazione tra Balenciaga e Lamborghini, capi iconici ed esclusivi all'insegna di
velocità e avanguardia

Cosa ci faceva, lo scorso 31 maggio, un gruppo di fashionistas all'intero dell'Autodromo
di Monza , considerato uno dei templi mondiali dell'automobilismo? L'occasione specifica
è il Lamborghini Super Trofeo , il cui campionato europeo è tornato a svolgersi dopo
quattro anni proprio nel circuito lombardo, segnando tra l'altro il numero di 700 piloti
coinvolti. Si tratta di record per quanto riguarda il trofeo lanciato nel 2009 e dedicato
esclusivamente al modello Lamborghini Huracán, che si corre annualmente anche negli
Stati Uniti e in Asia, in una competizione mondiale divenuta iconica e popolarissima. Ma
c'è un altro motivo per questa incursione degli appassionati di moda tra copertoni e
rombi di motore: il lancio, a fine maggio, della capsule collection firmata Balenciaga |
Automobili Lamborghini

Già svelata durante la collezione Autunno 25, questa collaborazione nasce dalla volontà
di mettere a frutto i tratti comuni dei due brand , avvicinati dal loro impegno
sull'innovazione, sull'estetica all'avanguardia e una passione per i codici che esplodono i
volumi e i dettagli della dimensione sport. Automobili Lamborghini, fondata da Ferruccio
Lamborghini nel 1963, è del resto una realtà di riferimento nel mondo dell'automobilismo
italiano e mondiale, specializzandosi in sports car dal design e dalla meccanica
innovativi, tutti elementi di un Dna che è stato adattato in una collezione speciale che
comprende abiti ready-to-wear, capi di pelle, gioielli e accessori : dalle giacche ispirate a
quelle dei piloti ai bomber oversize, passando per le t-shirt con stampe trompe-l'œil che
recano per esempio un modello notissimo come la Lamborghini Temerario.

La stessa capsule Balenciaga | Automobili Lamborghini diventa l'occasione per
rinverdire alcuni dei modelli più riconoscibili della casa di moda per quanto riguarda le
borse: i modelli Rodeo, Hourglass, Explorer e Carrie sono stati rivisti per venire adornati
con il mitico logo a scudo del marchio automobilistico, ma anche da una Dashboard
Clutch (che richiama proprio il panello di controllo delle vetture) e da charm che
riproducono, oltre allo stesso scudo, anche la chiave telecomando della Temerario, un
vero oggetto “ingannatore” che fa accessorio funzionale diventa accessorio modo, quasi
un gioiello tecnologico che salda ancora una volta la praticità di Lamborghini all'ironia
raffinata di Balenciaga . Un accostamento che si vede anche nella campagna ufficiale
fotografata da Stef Mitchell, che ha ritratto vari modelli di fronte all'altrettanto iconica
Lamborghini Revuelto.

Poiché l'incontro tra Lamborghini e Balenciaga avviene all'insegna di un passato illustre,
come la couture o la tradizione delle auto da corsa, che continua ad abbracciare il futuro
e le sue espressioni più originali , anche le iniziative pensate per il lancio della capsule
non sono state da meno: in store selezionati è stato possibile provare dei driving
simultator o, come quello di via Montenapoleone a Milano, fruire di un'esclusiva
esperienza immersiva con Apple Vision Pro, per correre - almeno nel reame della realtà
virtuale - tra piste e passerelle. Il progetto abbraccia anche l'arte, con una nuova
edizione del progetto Balenciaga Art in Stores , con un'estensione della serie Platooning
Facial Skeleton dell'artista tedesco Yngve Holen , nel quale i componenti delle auto
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Lamborghini vengono scomposti ed esposti singolarmente per ri-contestualizzarli e
rinterpretarli in maniera inedita, collocati nei negozi o addirittura in vetrina.

Un'altra estensione di questa partnership assolutamente inaspettata è proprio la
presenza degli aficionados di Balenciaga sui circuiti dell'Automodromo di Monza e del
Super Trofeo. Basta un hot lap , il giro completo di un circuito messo a disposizione degli
ospiti per fargli provare il brivido istantaneo e fugace delle massime velocità, per capire
come i due brand siano molto più legati di quello che si possa pensare : nei codici della
loro eredità e della loro creatività c'è un fondo di coraggio e di sfrontatezza, la volontà di
superare i limiti, la sfida alle convenzioni e a ciò che è considerato “safe”, per gettarsi in
esperienze elettrizzanti, inaspettate, che rinnovano la fantasia e l'adrenalina. Che si
scenda da un'auto da corsa o si passeggi per le strade di una città cosmopolita, il
risultato cambia poco: basta indossare un po' di sfacciata fierezza

Leggi anche:

Vuoi ricevere tutto il meglio di Vogue Italia nella tua casella di posta ogni giorno?
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BUSINESS

LVMH, GoogleExecsDiscuss
Al, CybersecurityLuxury Tech

Aheadof theViva Techfair in

Paris, LVMH’s FranckLe Moal

and Google Cloud’s Anthony

Cirot took stock oftheir four-

year partnershipand outlined

thechallengesofthe future.
BY JOELLE DIDERICH

PARIS – WhenLVMH Moët Hennessy
Louis Vuitton revealedin 2021 that it was
nartnerin with Google Cloid to ramn11n

its AI capabilities,few couldhavepredicted
justhow quickly thetechnologywould

revolutionizeeveryaspectof its business.
Fast-forwardfour years,andcloud-

based AI solutionsunderpinvirtually every
transactionmadeby the world’sbiggest

luxurygroup, whichrecordedrevenuesof
84.7billion eurosin 2024.

“Today, our forecasting, budget

planning,salesplanning,distribution
planning,merchandisingplanning, and
even productionplanning,areall units

augmentedby applicationsthatuse
algorithms,”saidFranckLe Moal, group IT

andtechnologydirector atLVMH.

In order to ringfenceitsdata,LVMH

createdits own chatbot,MaIA, which

handles1.5 million requestsa month from

40,000 users,accordingto companydata.
Thoughit likes to referto itself asa

“quiet tech” company, LVMH continues

to work with Google to developnew
applicationsfor AI andgenAI, and

increasingly– agenticAI, which is shaping
up as one of thebuzzwords of this year’s
Viva Tech tradefair in Paris, whichruns
fromWednesdayto Saturday.

Thelatter refersto AI systemsthat

canact autonomously towardgoals,
oftentaking initiative, makingplansand

executingtasksacrosstime.

For nOW, LVMH usesagentsfor internal

purposesonly, Le Moal told WWD in a

joint interview with AnthonyCirot, Google
Cloud’s vice presidentfor the Europe,

MiddleEast andAfrica South region.
LeMoal citedthe exampleof aretail

agentat fashion brand Celine, capableof
answeringcomplexqueriesfrom sales

associates,and a client outreachagentfor

jewelerTiffany & co. thathelpsthemcraft

more personalizedmessages.
“We don’t plan to put chatbots onall

sites,afterall, andweprefer human
interaction.”

IVMH is alsoguardedabout Google’s
movesto harnessAI with newfunctions
thatact like apersonalshopper.

The techgiant’snew experimental
AI Mode, introducedlastmonth,allows
consumersin theU.S. to testfeaturesthat
makemore sophisticatedpersonalized
ecommendations.

Theagentic checkoutautomaticallytracks

pricesonthe selectedproductlisting. It not
onlv notifies 1ýserswhentheitem becomes

available at their preferred price, bu can
also completecheckouton theirbehalf.

“We haven’t yet madeup our minds
aboutthis. We’ll see.But I’m not sureit’s a
good ideato haveassistantssystematically
crawlingour webplatformsto buyluxury

products,”Le Moal said.

A Growing ThreatofCyberAttacks
Cirot said thereareplenty of othernew
functionalitiesto explore in future, among
themimprovedsearchfunctionality using
naturallanguageprocessing,andvirtual

try-on technology.The partnershipwith

LVMH hasbenefitedfrom the leapsin AI in

the last two years.
“We’ve seenanacceleration of

technologieswithgenAI, wherean

application that requiredaround

12 monthsto 18 monthsto develop,

sometimeswith aterrible tunnel effect,
cannowbe deliveredin aweek,” hesaid.

Cirot laudedLVMH asa “pioneer” for

understandingearly the importanceof
building astrongdatacorpus.

“We knewthat it would very quicklybe

important to havestructureddatain the
cloudbecausewhatcustomerswant to do,
andwhatLVMH is alreadydoing, is to talk

to their data,” he said.
LVMH hastrainedsome1,500 data

expertsoverthelast four years,ranging
from datascientiststo analysts,engineers
andarchitects,Le Moal reported.A further
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“Data and AI Academy.”
“The link betweenthe different

professionsandIT hasbecomemuch

closer, andmuch more satisfying, too,”
Cirot remarked.“We canserve themmuch

faster,andwe’re very closeto thedifferent

departments.”
Oneareawhere LVMH and Google

have steppedup their efforts is security,

following aseriesof cyber attackson U.K.

retailersincluding Marks & Spencerand
Harrods,anddatabreachesat luxury
brandslike CartierandDior, the latterof
which is ownedby LVMH.

Google’s ThreatIntelligenceGroup
recentlywarnedthat theU.S. retail sector
is also beingtargetedin ransomwareand
extortion operations.

“There hasbeenanabsolutely

exponentialgrowthin cyberrisk in recent
months,”said LeMoal. “This isa constant
concernfor 1IS. Protectingou1rcustomers’
datais of utmost importance.”

Despiteaglobaldownturn in luxury

spendingthat hashit budgetsacrossthe

industry,LVMH is bolsteringinvestmentin
cybersecurity,hesaid.

“But it’s agameof copS and robbers,
andit’s an ongoingbattle,” he said.

“Unfortunately, despite our bestefforts, all

youneedis theoccasionaltiny flaw in the
systemto benefitthis increasingly large-scale

cyber crime industry. This is achallengefor

all businesses,including luxury.”
Google hasbeefedup itscybersecurity

capabilities,namelythroughthe 2022

acquisitionof cyberdefenseandresponse
vendorMandiant.

“Our philosophyat Google is what we
callzero trust, which appliesto all the
applicationswe develop,”said Cirot. The
cloud securitymodel is basedon theidea

thatno personor deviceshouldbetrusted
by default,evenif theyarealreadyinside

an organization’s network.

An Issueof Sovereignty
Withshrinkingdemandandgeopolitical
turmoil roiling luxury stocks,technology
will bekey to gaininganedgeover the

competition,saidLe Moal.

In a volatile environment,luxury brands

will rely increasinglyon AI andgenAIto
retaincustomers,recruitnew clients,

optimizetheir supplychainto curbover-

production directproductsto the right
locationsandminimize returns,hesaid.

But with big techincreasinglyshaping
governmentpolicy, the stakesnowgo far

beyondasinglesector,Le Moal noted.

“Technology hasbecomean issue of

sovereignty.Wehaveto adaptto Chinese

sovereignty,andpotentiallysoon to

European sovereignty,” he said. “With all
duerespectfor my partnersat Google,
we’re also increasingly vigilant abouta
form of Americansovereignty.”

Google hasanticipatedpotential
evolutionsby establishingtrusted cloud

solutions,for instancethroughits

joint venturewith Frenchdefenseand

technology firm Thales. “Already, for

example,everythingwe dotodaywith
LVMH is encrypted,” Cirot said.

“Thereis anxietyin the marketon this

topic,” he recognized. “so we are ready,
we have differentpossiblescenariosto

supportcustomersandwe will follow the

regulation and discussions.”
With the U.S accountingfor 24percent of

LVMH’s revenuesin thefirst quarter, thethreat

of trade tariffs looms largeover its immediate

fortunes. LVMH chairman andchief
executive officer BernardArnault hasurged
theEuropeanUnion to makeconcessionsin
its tradetalks with theadministrationof U.S.

PresidentDonald Trump.

“These issues also have the potential
to impactour business,andthere again,
it’s crucial to have thebesttools to be as
responsiveaswe can in adaptingour retail
andproductioncapacities,”LeMoal said.

At Viva Tech, LVMH plansto showcase
collaborationsbetween11 of its luxury
maisons– which include Guerlain, Ta
Heuer,LouisVuittonandLoro Piana– and
13 technologypartnersunder the banner
“LVMH Dreamscape:WhereStories

Connect.”
Oneof itshouses will presentanagent that

can automaticallygeneratemarketing content
while respectingthebrand’s tone of voice. Its

Moët Hennessywines andspirits division
will highlighta collaborationwith start-up
Hiphen,which usesAI to analyzecrops.

There will alsobeabig focus on 3-D,

which is crucialin thecreative industries,Le
Moal said.He notedthat designteams are
also usinggenAI to createmoodboardsand
iterateproducts,thoughLVMH is committed
to anethical useof thetechnology that does

not replacehumaninput.
“A strongthemeofViva Tech willbe the

useandintegrationof theseAI andgenAI
technologiesinto everydaylife," » hesaid.

“Unlike the metaverse, which was a flash-

in-the-pan, we’re talking about a profound
transformationthat’s hereto stay.”
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Franck Le Moal

Anthony Cirot
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Pedestrians walk passt theLouis

Vuitton store in G nza,Tokyo.
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L'éVéNEMENT AUDIOVISUEL FINANCE

BernardArnault laissele champlibre à Vincent

Bolloréau capitaldeLagardère

Le propriétairede LVMH va céderau milliardaire breton sa participation de 7,97 % au capital du

groupe Lagardère, la maison mère d'Hachette, Europe1 et du JDD,pour un montantde 272 millions

d'euros. Cette transaction clôt définitivement l'OPA de Vincent Bolloré, désormais seul maître à

bord.

Cinq ansaprès avoir tentéde secourirArnaud Lagardère

lors des prémices de l'OPA de Vincent Bolloré sur son

groupe (LL du 17/08/20), Bernard Arnault s'apprêteà

sortir définitivement ducapital deLagardère(Hachette,

Europe1,LeJournaldu Dimanche,JDNews...). Selonnos

informations, le PDG deLVMH céderad'ici au 15 juin la

participation de 7,97 7% (9,61 7% des droits de vote)

détenue par la Financière Agache dans le groupe

Lagardère, en clôture de l'offre subsidiaire de l'OPA

lancée en 2022 parVivendi pour prendre le contrôle de

l'empireléguéparJean-LucLagardèreà sonfils.

Une fois réalisée,cetteopération permettraaugroupede

Vincent Bolloré de détenirplus de 75 .97 du capital de

Lagardère. Alors qu'Arnaud Lagardère a abaissé sa

participationde 11 7% à 0,4 7 pour solder son

endettementl'an passé(LL du 10/12/24), le milliardaire

bretonconservateurestdésormaisle seul maîtreà bord.

Bernard Arnault (à g.) etVincent Bolloré. © Alexander Neis/Picture Alliance/Eibner-Pressel oto/Nowscom/MaxPPP//Thomas Padilla/MaxPPP
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Seule la holding qatarie Qatar Holding, qui détient

11,5 % de Lagardère,mais se comporte en actionnaire

dormant,n'apasapporté sestitres à l'OPA deVivendi.

Le retrait de BernardArnault du capital de Lagardère

parachève le pacte de non-agression tacite qu'il a

engagé avec Vincent Bolloré (LL du 16/10/23). En

reprenantau 1eroctobre2024le magazineParisMatch,

qu'il convoitait depuis plusieurs années, le propriétaire

du GroupeLes échos-LeParisien a atteint son objectif.

Du côté du milliardaire breton, la réorganisation de

Lagardère qu'il a opérée, avec la création à l'automne de

la holding Louis Hachette Group, maison mère de

Lagardèreet de Prisma Media (Voici, Femme actuelle,

Geo, Capital), a également dilué l'intérêt de détenir des

parts minoritaires de Lagardère. Arnaud Lagardèreest,

quant à lui, monté à8,61 7% du capital deLouis Hachette

Group et vient d'être nommé vice-président de la

structure, présidéeet dirigée parun "Bolloré boy", Jean-

Christophe Thiery (LL du 09/10/24).

50 MILLIONS DE PLUS

En cédantses parts avant la datebutoir de l'OPA, fixée

au 15 juin, BernardArnault réalisera surtout une belle

opération financière. Il bénéficierad'un prix de 24,10 €
par action, alors que le cours de l'action Lagardèrese

situe entre19 et 22 € depuis le début del'année 2025

(20 € à la clôture le 6 juin). La Financière Agache

s'apprêteà empocher272 millions d'eurosde la part de

Vivendi. C'est50 millionsdeplus que ce que l'entreprise

aurait touché pourune vente au prix actuel de l'action

Lagardère.

Lors de l'assemblée générale de Lagardère, tenue le

mardi 29 avril 2025auCasinodeParis,les actionnaires

du groupe ont renouvelé pour deux ans le mandat

d'administratrice indépendante de Valérie Bernis au

conseil d'administration. Une preuve que le départ de

BernardArnault se passeen bonstermesavecVincent

Bolloré. CarValérie Bernis,ex-directricegénéraleadjointe

d'Engie, incarne l'œil de LVMH chez Lagardère (LL du

02/09/20),comptetenu de sa proximité avec Nicolas

Bazire, le brasdroit etex-"Monsieurmédias" deBernard

Arnault,chargé dudéveloppementetdes acquisitions du

leadermondialdu luxe.

Antoine Cariou
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L’Oréal Is Acquiring Medik8
The deal helps theworld’s largestbeauty player expand its reach in the luxury skin care category.
BY JENNIFER WEIL, KATHRYN HOPKINSAND JAMES MANSO

PARIS– L’Oréal is diggingdeeper into

premium skincare by taking a majority stake

in Medik8.
The news, announcedMondaymorning,

confirms aWWD reportonMay 9 that L’Oréal
hademergedasthe front-runner to acquire
the U.K.-basedbrand.

As part of the deal Inflexion, aEuropean
mid-market private equityfrm, is to remain a
minority shareholder.Medik8’s founder Eliot

Isaacswill continue servingon its board, and

the managementcommittee will stay, as well.

L’Oréal alsonow hastherights to buy
out theminority shareholdersof Medik8

in full. Thefinancial termsofthe dealwere
not disclosed,but it hasbeenpeggedat
about1 billion euros, according to media

reports,indicatingareturn to unicorn
valuationsin the beautyindustry.

“This acquisition furtherstrengthens
L’Oréal’s Luxe portfolio, adding a

premium,science-backed skin care brand
with aproven track recordof success,with

strong potential for global growth,” L’Oréal
saidin astatementreleasedMonday.

Cyril Chapuy, presidentof L’Oréal Luxe,
saidthat "asapremium skin carerange, with

high levelsof proven efficacy at anaccessible

pricepoint,Medik8 perfectly complements
our existing skin care portfolio.”

He added: “We sharea strongbelief in

Medik8’s global potential,andareexcited

to embarkonthis journey together,to
build a powerfulandimpactfulbrand

presenceworldwide.”
SimonCoble, chief executiveofficer

of Medik8, said thebrandwas “joining
forces with acompanywhich sharesour
vision for futuregrowth andwhosecore
valuesalign with ourdeepcommitmentto
science,innovationand,aboveall, results
without compromise.I lookforward to the

next stagein Medik8’s journey, as we work

togetherto bring our innovativeproducts
to awider audience.”

Isaacssaid in a separatestatement
releasedby Medik8 that thebrandwas
born to prove that skincarecan deliver

no-compromiseresults,which arerooted
in science,consumerexperienceand

drivenby sustainability.
“I am delighted thatMedik8 hasnow

found its long-term home at L’Oréal – a

partnerthat fundamentallyembracesour
vision andgivesus theplatform to deliver
it on a truly global scale,’ he said.

beautycategory of prestigeskin care.At the
beginning oftheyear, wWD reportedthat
Medik8 was exploring dealoptions.

In aWWD articlepublishedonJan.
27, Coble said: “It’s natural that weare

startingto think aboutour futureandalso
aboutfuturegrowth investments.Wehave

Ono specific plansor timeline in place. The
businessis very well investedin today,
is extremelyprofitableandthereis no
urgency onour part.”

In 2025, the brand’s global revenuesare

expectedto hit around$115 million, while
its salesin 2024 wereup50percent.

Medik8’s hero product is its Crystal
Retinal serum,andthe brand is also

known for its proprietaryCSA Philosophy,

a systemusingvitamin c andsunscreenin
theday, followed by vitamin A by night.

InJanuary,Medik8 unveiledits new
LiquidPeptidesAdvanced MP serum.
Medik8’s peptide productshave become

agrowth engineforit in theU.S. market,
whichthebrand enteredin 2023.

Medik8’s Crystal Retinal Serum was
includedin wWD Beauty Inc’s 100

GreatestSkin Care Productsof All Time.

The brand’s products are developed

andmanufactured in-house in its U.K.

InnovationCenter,basedoutsideof London.

Medik8, a B Corp-certifiedbrand, was
foundedin 2009by Isaacs.Today, it

hasmorethan 300 employeesandsells

productsin morethan 7,000clinics.

“Still true to its professional origins, the
brandhasalso evolvedtowardadiversified
omnichannelsalesmix acrossthe most
prominentonlineandoffline retailersin

Europe,with agrowingpresencein the

U.S.,” L’Oréal said in the statement.
Medik8 is soldin professionalclinics,

pharmacies,on its direct-to-consumer
websiteand throughe-tailers and retailers,
includingSpaceNK, SephoraU.K. and
Harrods.

L’Oréal’s Luxe division hasa portfolio
of brandsincluding Lancôme,YvesSaint
Laurent,HelenaRubenstein,Carita,
Biotherm,Aesop,Kiehl’s, Youthto the
People,ShuUemuraandYue Sai.

In the first threemonthsof 2025, the
division led the group’s overall sales
growth. L’Oréal Luxe registered sales of

4.09 billion euros,up7.3percenton a

reportedbasisand5.8 percent in like-for-

like terms.
News of theMedik8 acquisitioncomes
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thatE.1.f. Beauty wasacquiringHailey
Bieber’sRhode in atransactionvaluing at
$1 billion. This marks an uptick in beauty
dealsafteraperiodof decline.A bevyof
beautybrandshadenteredthe market

over thelastyear,butmostof thosenever
culminatedin deals.

Medik8 Liquid Peptides
AdvancedMP Serum
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Louis Vuitton

SINSTALLEA SAINT TROPEZ
Chic,le restaurant saisonnier
Arnaud Donckele& Maxime Fré-

déric at Louis Vuitton rouvre ses
portesà Saint-Tropez ! Récem-

ment récompenséd’une étoile
auGuide Michelin, il est situéà
l’hôtel White 1921, tout prèsdu

magasinhistorique de la maison.
Côté déco, on est dans le motif
floral tout en fraîcheur,très en
accordavec la collection d’art
de la tablebaptisée« Constel-

lation », qui décline la fleur de
Monogram enun motif géomé-

trique. Dans l’assiette, on est
séduitpar lesravioles auxgirolles
oul unbarbueenmeunièred’al-

gues et agrumes.Le menuétoilé

estunvoyage: il metenvaleur des
ingrédients locaux et desaison.
On estdansla fusiondesaveurs
méditerranéennes, françaises et
mondiales: par exemple, le bœuf

Wagyu s’inspire du pot-au-feu
danssonbouillon aromatique.

Cetteouverturederestaurant
annonceégalementle lancement
de la Communauté culinaire
Louis Vuitton, qui prône la trans-

mission culinaire.Le concept?

Lesdeuxchefsjouent le rôlede
mentorset doiventencadrerdes
talents locaux désignés dans le
mondeentier qui, en tant que

membresde la communauté,
contribuentà la vision deLouis
Vuitton en matière de snacking
de luxe.Pour Maxime Frédé-

ric, « la Communauté culinaire

permet d’aligner l’offre Louis
Vuitton enmatière d’hospitalité,
tout en encourageantles chefs
à s’épanouir selon leurs propres
compétenceset leur créativité ».
Forcémentinspirant.

SOPHIE GACHET
Arnaud Donckele & Maxime Frédéric

at Louis Vuitton, hôtel White1921,
traverse des Lices, Saint-Tropez,
réservation sur louisvuitton.com
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TEXTE Caroline Rousseau

PHOTOS Giulia Frigieri

Bouquet
final

à Rome
C’estdanssaville nataleque

la directriceartistiquede la maison
Dior, Maria GraziaChiuri, a trouvé le
décordesondéfilé d’adieu,le 27 mai.

Si rien n’afiltré ce jour-làsursondépart,
la créatricea choisidecélébrerl’artet

la culturedela capitaleitalienne,où elle
vient deredonnervie à un petit théâtre.

Dirand/Fondazione

Torlonia
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En haut et ci-contre,

la scène et la salle

du Teatro della Cometa,
à Rome. Àdroite, un

comédien dans les

coulisses du théâtre,

rénové à l’initiative de

Maria Grazia Chiuri.

Page de droite, le

plasticien Pietro
Ruffo, posant dans son

atelier romain devant

des carrés de soie qu’il
a dessinés pour Dior.

ELLE A PONCTUÉsacollectioncroi-

sière 2026de 31 silhouetteshautecouturesur un
totalde 80 passages.Mariantainsidesvêtements

deprêt-à-porterdeluxe « abordable», censésse
vendrecommedespetitspainsà traversle monde,

àcequelamodefait deplusexigeantet élitisteen
matière de savoir-faire textile. Dans un autre

contexte,cela auraitsonnécommeun sacrilège.
Mais,le 27maiausoir,danslesjardinsdelavilla
AlbaniTorlonia,Maria GraziaChiuri faisaitjuste
sesadieux(qui serontoocialisés deuxjoursplus

tard)àlamaisonDior,où elleauradirigélescollec-
tionsfemmependantneufannées,à raisonde huit
collectionsparan.Aprèsdesmoisderumeursper-
sistantessursondépart,etalorsquel’industriedela

modevit depuisunanunmercatoinéditauseindes
grandesmaisonsdeluxe,cetévénementsingulierà

plusd’un titreauraapportéunepreuvesupplémen-
taire :en présentantà Romedesrobesdehaute
couturequi auraientdû défiler en juillet sur les
podiumsparisiens,ellesemblaitconfirmerqu’elle
neseraitpluslà l’étévenu.
QuandDior aannoncé,le 26 novembre2024,que
saprochainecollectioncroisièreseraitprésentéeà
Rome,lalégendeurbaine,qui voulaitque«le jour
oùelle partirait, Maria Graziadéfilerait danssa
villenatale», estrepartiedeplusbelle.Le 31 jan-
vier,Dior Mensignifiait ledépartdesondirecteur
artistique,Kim Jones,laissantlepostevacant.En
février,audébutdelafashionweekfemmedeParis,
ledéfiléDior imaginéen collaborationavecle met-
teuren scèneBobWilson a laisséunedrôled’im-
pressionauxinvités: lestableauxauxaccentsdefin
du mondeavaientquelquechosede rétrospectif,
mélangeantlestempsfortsdelamodemaison,fai-
santdialoguerlepassé(avecdesallusionsau Dior

92

Giulia

Frigieri

pour

M

Le

magazine

du

Monde
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de Gianfranco Ferréet de JohnGalliano) et le pré-
sent; semblanttourner une pagepour laisserplace

à un nouveauchapitre.De nombreux observateurs
ont vu là le « dernier prêt-à-porter de Maria

Grazia ». Même émotion étrangeressentieà Kyoto
pour ledéfilé Pre-Fall,le 15avril, certainementdue

à l’annonce, un mois auparavant, du départ de
JonathanAnderson de Loewe(LVMH), que « ceux

qui savent » pressentaient déjà chez Dior…
Intuition validée le 17avril, deux jours aprèsKyoto,

par un communiqué annonçant son arrivée à la
direction artistiquedescollectionshomme de Dior.

Le 27 mai, donc, à Rome, la créatrice qui recevait

ses500 invités dans la ville qui l’a vue naître et où
elle vit savait bien évidemment que c’était là son

dernier show pour la marque du groupe LVMH.
Tout le monde le pressentait.Mais consigne avait

encoreété donnée de ne pasaborder le sujet avec
elle. Troublante s’il en est, la situation s’accordait
parfaitement avec cettecollection croisière placée
sous le signe de « la bella confusione» (« la belle

confusion »), titre proposépar l’écrivain et scéna-

riste Ennio Flaiano à FedericoFellini pour le film
Huit et demi (1963).Qui joue un rôle parmi les

mannequins, lescomédiens, lesinvités (tousayant
globalementrespectéledresscodedu noir pour les

hommes et du blanc pour les femmes) ? Où se
trouve la frontière entre réalité et imagination ?

Entre le passéet le présent(desœuvrescontempo-
rainesjalonnaientle parcoursdans lejardin de cette

villa exceptionnellementouvertequi regroupel’une
desplus vastescollections particulières d’œuvres
antiques)? Entre le dérouléparfaitement orchestré
de la soiréeet les aléasde la météo? Car,au cours

de cettesoirée romaineà la douceur printanière,le
ciel s’estassombri.Leséquipesont glissédespara-

pluies derrière les rangéesde sièges, le vent s’est
levéet leshirondelles sesontmisesà volerbas,puis

la pluie esttombée,drue, quelquessecondesavant
le début du showpour s’arrêtercinq minutesavant

la fin… Puis lacréatriceestsortiedu backstage,elle
a parcouru,lesyeux brillants etle paslent, lesallées
gravillonnées du jardin de la villa Albani. Sur les

quelque 300 mètresde ce dernier tour de piste, les
invités sesont tous levéssurson passage,lui ofrant

une rarestandingovation générale.
Depuis 2017,Maria Grazia Chiuri a mené d’une
main de maître les collections croisière, sefocali-
sant leplus souventsur les artisanatslocaux etceux

qui les perpétuent, effectuant un travail de

recherche poussé en amont des défilés, qu’il
concernel’histoire,le maillageindustriel ou la quête

desderniersateliers de broderie, de tissage,de tri-
cotage, d’anoblissement, de Marrakech à Lecce

(dansles Pouilles), d’Athènesà Séville, de Mexico
à Édimbourg. En prenant, cetteannée,Rome pour

décor, elle semble avoir légèrement déplacé son

regardet porté toute son attention sur la culture et
lesarts.Avec,en point d’orgue,etconcomitamment
au défiléDior, laconcrétisationd’un projet person-

nelde longue haleine.À savoir,la réouvertured’un
petit théâtre niché à deux pas du Forum romain,

face au Capitole, entre le théâtre antique dit « de
Marcellus» et leColisée.« D’habitude, à ceniveau
de responsabilitésdans le luxe et à cestaded’une
carrière remarquable bâtie au sein des plus

grandes maisons, [Fendi, Valentino ou Dior] les
designers se paient un yacht ou une villa, com-
mentedansun sourireNoonaSmith-Petersen,dont

l’agencemilanaise estchargéedesrelations presse
du TeatrodellaCometa,petit bijou datantde 1958et

racheté par Maria Grazia Chiuri après le Covid.
Mais elle ne fait jamais vraiment comme tout le
monde. Là, elle a investi dans un trésor local

auquel elle redonne vie et dont elle, sesenfants et

toutela villepourront profiter pendantdesannées.
C’est un cadeau qu’elle ofre à Rome,aussi.»
Supervisés par les architectes Fabio Tudisco et

Andrea Panzini,lestravaux aurontduré un peu plus
de deux ans,permettant l’inauguration, le 25 mai,

de cet espaceraoné de 500 mètrescarrés,dotéde

son petit café et capabled’accueillir dansdes fau-
teuils de velours rouge quelque 250 spectateurs.

Avec une raretédansce typed’endroit : en fond de
scène,des fenêtrespareillesà celles d’unemaison

donnent sur les arbres de la Via del Teatro
di Marcello et leciel de Rome.Ainsi, la ville éclaire

de sa lumière changeanteles répétitions et repré-

sentations.Dimanche 25 maiau matin,derrièredes
rubans de signalisation qui balisent la zone, des
caméraset descamions régie commencentà s’ins-
taller, en prévision du passage du pape, en fin
d’après-midi.Léon XIV doit enefet serendrechez

le maire, Roberto Gualtieri. Un événementque la
pressea relayé,n’oubliant pasde mentionner quele

cortègepapal longeraitleTeatrodellaCometa,« qui

renaît par la volontéde la famille Chiuri ».

À l’intérieur, au balcon où elle s’est assisepour

l’interview, Maria Grazia Chiuri parle d’embléede
Mimi Pecci Blunt. Comtesse et nièce du pape

Léon XIII, c’est elle qui, avec le soutien de son
mari, Cecil Blumenthal, devenu Blunt, a com-

mandéà l’architecteTomasoBuzziceThéâtrede la
Comète,ouvert au public pour la première fois en
novembre1958.« Tout le bâtiment que vous voyez

depuis la rue appartenait aux Pecci Blunt »,
explique la nouvellepropriétairedeslieux. En 1937,

« Mimi », comme l’appelle Maria Grazia Chiuri,
demandeà son mari d’achetercettegrande maison

romaine inhabitée; un ingénieur est dépêchépour
préparerle bâtiment et l’adapter.Car « Mimi » veut

y faire un théâtre.La guerre lescontraint à fuir l’Ita-
lie et à s’installer auxÉtats-Unis ; c’estdonc seule-
ment en 1956que le projet peut reprendre.Tout est

assezromanesque dans l’histoire de cette noble
Italienne,mécèneet amiedesintellectuelset artistes

de l’époque. Et tout résonne étrangement avec
Christian Dior. Chacun d’eux a, par exemple,

ouvert unegalerie et organisédesbals mémorables

avecl’avant-gardedeleur époque.« Le blasonde la

famille Pecci était une comète, qui a donné son
nom au théâtre. Et, comme on sait, monsieur Dior

avait fait del’étoile sonporte-bonheur et emblème.
Il dessinait, elle était une excellencephotographe.

Elle faisait mêmed’énormes albumsdans lesquels

elle collait ses superbes clichés en noir et blanc
qu’elle titrait, légendaità la main. Elle retranscri-

vait par le menu qui portait quoi, qui
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incarnait tel ou telpersonnagelors desfêtes
qu’elle organisaitou despiècesqu’elleprogram-
mait. Elle voulaitmeneret réussir artistiquement
sa vie», poursuit la créatrice.Il resteaujourd’hui
descentainesdecesouvrages,dephotos,d’aoches
du théâtre,deprogrammes…Certainsdecesdocu-

mentssontdésormaisexposésdanslesvitrinesque
Maria GraziaChiuri a fait installerauTeatrodella
Cometa,qui a traverséquelquesépisodesmoins
joyeuxqueles comédiesqu’il s’ydonnait.En 1969,
un incendiedéclenchéparun court-circuitleréduit
en cendres. Mimi meurt en 1971,mais sa fille

Viviana Pecci Blunt, parviendra à le rouvrir
en 1986. Le Covid lui fera baisser le rideau,
jusqu’aurachatparMariaGraziaChiuriqui, d’une
certaine façon, prend le relais dans ce qu’elle
appelle « notre maison». « Avant le Covid, je
venais ici voir despiècesavecmonmari. Et puis
avecma fille, Rachele[qui l’a épauléechezDior
pendantdesannéessur lesrecherchesen amont
descollections et chapeauteaujourd’hui la pro-
grammationdu théâtre], nousnoussommesdocu-
mentéssur Mimi, dontla vieet la sensibiliténous
fascinaient.Jemesuisattachéeà cethéâtre.Vous

savez,Romeestremplie d’endroitscommecelui-
ci, despetiteschosesprécieusesettrès trèspous-
siéreuses.Mais, commecette ville déborde de
monumentsd’unevaleur inestimable,le risqueest
que nousperdions tout simplement ce type de
lieux moinsspectaculaires.»
Tout comme Mimi PecciBlunt, qui rassemblait

autourd’elledespeintres,desmusiciens,despho-
tographes,despoètes…Maria GraziaChiuri s’est
entourée,pour sondernier défilé pour la maison
Dior, d’artistescommelecinéasteMatteoGarrone,
réalisateurde Gomorra (2008),qui a tourné un
film dedouze minutessurcettecollectioncroisière

dans les jardins de la villa Albani Torlonia. Ou
encoredu fidèle PietroRufo, qui travaillait déjà
avecelle quand elleœuvrait chezValentinoavec
PierpaoloPiccioli,justeavantderejoindreDior.
Dans sonatelierde laVia degli Ausoni, dansun

Ci-contre et ci-dessous,

l’atelier Tirelli,

à Rome, où ont été

confectionnés les
costumes des comédiens

présents le soir

du défilé Dior et lors

de l’inauguration du

Teatro della Cometa,

deux jours avant.

À droite, dans le bureau

historique d’Umberto
Tirelli, mort en 1990.

Giulia

Frigieri

pour
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bâtiment dont l’entréesurrue ressembleà celled’un
vieux garagemais qui était jadis une fabrique de
pâtes, l’artiste reçoit, fenêtresgrandesouvertes sur

les toits de la ville. Accrochés à un immense pan-

neau blanc, 15 carrés de soie Dior de 90 × 90,
comme autantde variations d’étoiles,de soleils,de

üeurs, de fruits, d’animaux… Un monde foison-

nant et colorésorti de l’imagination de ceplasticien
de 47 ans,qui a sudepuisplusieurssaisons,avecun

réel succès,réinventerla toile de Jouyde Dior. Ici et
là dans l’atelier, sesœuvres en relief superposent,

par la magied’épinglesde couturier, desstratesde
papier qui accouchent de planisphères peuplés

d’étranges créatures. Ses dessins à la précision

digne d’un botanisteou d’un entomologisteenche-
vêtrent fauneet üore au stylo Bic bleu ou au crayon

à papier. «Sur ce point commesur pasmal
d’autres,sourit l’artiste,MariaGraziam’afait évo-
luer. Je travaillais uniquementavecdesmines
sèches.J’étaistrès4H,ellem’apousséversleHB,
voirele2B.Jen’y auraisjamaiscru,mais,grâceà
elle,jedessineaussidésormaisaufusain.» Avec

la styliste, il s’est frotté à la mode dont il ignorait

tout et lui a appliqué sonart, de la scénographiede
déûléaux motifs imprimés sur despackagings,des

cabasen toile ou desrobes.

Pour la collection croisière 2026,au-delà desdes-
sins qu’il a réalisés,il a parsemédans le parc de la

villa Albani de drôles d’œuvres« moussues», mi-
minérales mi-végétales, dont on se demandait si

elles n’accompagnaient pasles œuvres antiques
depuis toujours… Avec cette idéede « belle confu-

sion » que l’on retrouvait jusque dans l’apparition,
en marge du défilé, d’étranges personnages à la
peau diaphane et entièrement habillés de blanc,

comme desfantômestout droit sortis d’un ûlm. Ou
échappésdu Bal blanc donné le 25 juin 1930 par

Mimi Pecci dansson hôtel particulier parisien du
32, rue de Babylone… La facture de leurs cos-

tumes, un brin XVIII e siècle,chemisesà jabot, cri-

nolines et redingotes, a pu laissercroire un instant
qu’ils sortaient eux aussidesateliershaute couture

de Dior. Mais non. Ces piècesau savoir-fairequa-
siment « historique » sont l’œuvre des ateliers

Tirelli, qui, depuisplus desoixante ans,habillent les

personnagesde légendesdu cinéma mondial. On
peut, encore aujourd’hui, au siège du costumier,

dansune villa au dernier étagede laquellevécut un
tempsMarcello Mastroianni, voir la robe de bal de

Claudia Cardinale dans LeGuépard (1963),de
Luchino Visconti, une autreportéeparMaria Callas

dans Médée(1969), de Pier Paolo Pasolini, ou

encore celle marine et noir de Kirsten Dunst dans
Marie-Antoinette(2006), de SoûaCoppola…
Comme au cinéma, les rebondissementscréent de
l’émotion et empêchentlamode detourneren rond.

Le 27 mai, dans la nuit romaine, pour les adieux
non oociels de Maria Grazia Chiuri à la maison de

couture parisienne, tout le monde a joué le jeu.

Quarante-huit heures plus tard, ce départ aux
alluresde secretde Polichinellea étéconûrmé et, le

2 juin au matin, JonathanAnderson était annoncé

au posteque venait de laisser la styliste italienne,
sans qu’on sacheencoresi elle voudra prendre un

nouveau rôle sur lascènede l’industrie du luxe.Ou
si elle préféreracelle du Teatrodella Cometa.
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Jonathan Anderson, Dior’s playful new creative director
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Giorgio Armani e l'eleganza che non va
in vacanza: «Da Porto Cervo a Capri, con
una valigia leggera. Anche di spirito»
Giorgio Armani e la valigia che «contiene tutto, ma è leggera». Dal costume agli short di
seta, il recupero dei colori classici, dal blu all'oro. «Ma in vacanza portate soprattutto la
leggerezza di spirito». La regata a Porto Cervo con la prima barca charterizzata Giorgio
Armani C'è il mondo delle regate di Porto Cervo e il glamour della piazzetta di Capri.
Passando per una terrazza sulla Croisette e arrivando fino agli Hamptons, a Shelter
Island. La valigia per un'estate così «deve contenere tutto, per tutte le occasioni, ma
essere leggera», riflette Giorgio Armani. A fare da sfondo c'è il recupero dell'eleganza,
che non può andare in vacanza. «Perché in vacanza non ci sono regole , è un momento
di sospensione, che non significa però rinunciare allo stile », avverte Armani. Il suo
racconto sull'estate è fatto di pochi indumenti, versatili, da usare come moduli per creare
ogni giorno un nuovo look. «Una giacca sciolta come un cardigan , da indossare volendo
anche a pelle, top asimmetrici, alcune t-shirt, shorts morbidi di seta. E poi piccole tute e
abiti dai tagli geometrici che scoprono gambe e braccia, da abbinare a tacchi alti di sera,
o a sandali bassi di giorno ».

La vacanza firmata Giorgio Armani Mare è partita proprio in concomitanza con la quarta
edizione della Giorgio Armani Superyacht Regatta, organizzata a Porto Cervo dallo
Yacht Club Costa Smeralda . Per la prima volta ha regatato una barca personalizzata
Giorgio Armani: Sørvind by Giorgio Armani, il 105' Southern Wind di proprietà di un
tycoon norvegese, è stata charterizzata dallo stilista, che ha invitato alcuni amici del
brand a bordo insieme all'equipaggio. Gli attori Cristiano Caccamo e Caterina de
Angelis, insieme a un gruppo di ospiti internazionali, hanno regatato insieme al velista
sudafricano Michael Mike Giles e alla navigatrice Emily Nagel, che ha corso The Ocean
Race con Team AkzoNobel. Un'idea di vacanza attiva, con capi confortevoli e senza
tempo, per vivere l'esperienza del mare sia a bordo che a terra, nei pop up Giorgio
Armani Mare, vetrine a tempo dei pezzi immancabili per l'estate.

«Una shopping capiente per il giorno, una pochette in pelle per la sera, una grande
sciarpa di cashmere impalpabile. Un piccolo cappello e costumi da bagno». Una divisa
perfetta anche per Capri , dove in via Camerelle, ad aprile, è stata aperta la nuova
boutique Giorgio Armani e un concept al Caffè Caso — il più fotografato della stagione
—, annunciato da carretti gelato, salvagenti, tavole da surf e calcio balilla. Il glamour
della villeggiatura all'italiana si ritrova nei caffettani e pantaloni in garza di lino . E nei
colori, che recuperano i codici dell'eleganza classica: bianchi, écru, neri . «Per me il nero
d'estate ha la forza espressiva dell'ombra, che segna la forma attraverso l'assenza di
luce — spiega Armani —. Perché il colore-non-colore veste. In fondo, non è così diverso
dal mio greige ».

Anche il blu degli interi olimpionici bordati di bianco si candida ad essere un must-have
di stagione. « È un colore che mi trasmette profonda tranquillità ed è espressione di
forza , semplicità ed eleganza senza sforzo». Ci sono poi i colori naturali e l'effetto
metallico del bronzo, dell'oro e del platino. «Donano sulla pelle abbronzata». Come i
bruciati di Pantelleria, con i colori arsi e i lampi di ossidiana. «È un posto di confine e a
me piacciono le sfumature tra i confini». Dopo essere sicuri di aver messo in valigia tutto
questo, occorre fare un ultimo controllo: « Indispensabile la leggerezza di spirito: senza
quella, non c'è vacanza. Che poi è un modo istintivo e spontaneo di mettere insieme le
cose».
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Dolce & Gabbana, furto in piazza di
Spagna: ladra in fuga con un bottino da
7mila euro
Protagonista dell'episodio una 27enne di nazionalità peruviana, fermata dopo una breve
fuga dalla boutique di alta moda Aveva deciso di fare shopping a spese di Dolce &
Gabbana . Rubando borse, occhiali e accessori di alta moda per un valore di 7 mila
euro. Protagonista dell'episodio una ventisettenne di nazionalità peruviana, fermata dopo
una breve fuga dalla boutique di alta moda in piazza di Spagna.

L'intervento degli agenti del I Gruppo “Centro Storico” della polizia locale, giunti sul posto
dopo l'allarme lanciato da una commessa del negozio, risale al pomeriggio di mercoledì
4 giugno. La dipendente dell'attività commerciale era insospettita dai movimenti della
cliente, che si aggirava tra i manichini e gli scaffali del negozio con atteggiamento
ambiguo.

Quando gli agenti sono riusciti a fermare la donna dopo il suo vano tentativo di fuga,
l'hanno trovata in possesso di una borsa schermata – tipico escamotage usato dai ladri
per eludere i sistemi antitaccheggio dei negozi – che conteneva borse, occhiali e
accessori per un valore di oltre 7 mila euro.

La 27enne è stata accompagnata negli uffici di via della Greca dove, al termine delle
verifiche sulla regolarità della sua posizione sul territorio nazionale, è stata denunciata
formalmente per furto.

A due passi da una delle piazze romane più amate dai turisti, lo scorso aprile, un altro
clamoroso furto. Intorno alle tre del mattino, una banda di quattro persone era riuscita a
introdursi in un attico approfittando dell'assenza dei proprietari. I ladri, dopo essersi
arrampicati sui tetti degli edifici vicini, erano riusciti a entrare nell'appartamento e a fare
razzia di argenteria, porcellane pregiate, bottiglie di alcolici rari, borse griffate e gioielli.
Bottino di lusso: 150 mila euro.
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BurberryPartners
With TheNewt Hotel

Burberry hasadded a

dashof greento its custom
check pattern, partof a
collaboration with The Newt,

a luxury hotelandworking
farm in Somerset,England.

BY SAMANTHA CONTI

LONDON – First came therain, and
while that will nevergo away, Burberry
hasmovedontoanotheraspectof British

summerlife, loungingin the countryside,
preferablywith aPimm’s gin cocktail in

one hand.

The brand is partneringwith The

Newt,a 2,000-acreworkingfarm and

luxury hotelandspain Somerset,
England, to “celebrate the best” of British

craftsmanship,style andoutdoors.

The collaborationlaunchedwith adinner
attheRHSChelseaFlower Showin Mayand
shifts into full gearthismonthwith bespoke

guestexperiencesandproducts.
Burberryhascomeupwith a custom

checkpattern using thesignaturegreen
of thehotel’sestate.The signaturecheck

pattern hasbeenmowninto TheNewt’s
croquet lawn, andspillsonto thesun
loungersandseatingareas.

Burberryhasalso brandedthebuggies
thatmaketoursof the 2,000-acregardens,
andinvitedgueststo exploretheestate
from a check-coveredhot-air balloon.

Theballooningis on-brand.Thehouse
outfitted aviators andhot-airballoonistsin
the early20th century, withAir Commodore

Edward Maitland flying 1,117miles in a
balloon,wearingBurberrygabardine.

The brand isn’t stopping there. The

badmintoncourthasbeenkitted out with

custom Burberryracquetsanda Burberry

net.Guestswill also receivea Burberry
beach towel to use in the hotel’s indoor-

outdoor pool, or for swimmingin the
estate’s lake.

Pieces from Burberry’s summer 2025

collectionareavailableto purchaseat

theboutique on thegrounds.There
is swimwear, outerwear,hats,scarves
andumbrellasfor the showersthat –
inevitably arrive, sometimesevenwhen
thesun is shining.

For itssummercampaign,Burberry
leanedinto therain, castingKate Winslet
in ascenereminiscentof Britishrom-coms

“Notting Hill” and “Love Actually.”
She’sspeaking on thephone to her

partner,andcontemplatinga houseswap
holiday. Bu she’s loath to leaveLondon.
“I’d miss the rain,” says Winslet, popping

openherBurberry checkumbrellato
shelterfrom anunexpecteddownpour.

Winsletalso doesthe voiceoverin
anothershort, proclaimingthat “Life isn’t
justaboutsunnydays,” and“True love

only happensin the rain.”
Burberry’scollaborationwill run

until Aug. 18 at TheNewt,whichalso

offers garden-to-table menus in its

restaurants,botanicaltreatmentsin the

spa,and thechanceto wanderthrough
ancientwoodlands,appleorchardsand

thecider cellar.
TheNewt is locatednearBruton,a

fashionablepart ofthe southwestEnglish

countrysideand ashort ride from the
hippiehavenof Glastonbury.Hauser&

Wirth hasa galleryin Bruton, anda hostof

restaurantshave openedin the area.
MargotHenderson,the chefbehind

RochelleCanteenin eastLondon,has
movedthere, too, openingarestaurant
at TheThreeHorseshoesin Batcombe,a
10-minute drivefrom Bruton.
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Burberry'snew badminton courtatThe Newt.
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Burberry célèbre la culture brit pop et la
saison des festivals dans une campagne
mode inédite
Entre héritage stylistique et culte musical, Burberry dévoile une campagne aussi vibrante
qu'immersive, pensée comme une lettre d'amour à la culture britannique. Sous l'objectif
de Drew Vickers et la direction de Kim Gehrig, icônes intemporelles et nouvelles figures
de la scène UK – de Liam Gallagher à Cara Delevingne – incarnent l'essence même du
label : un savant mélange de nostalgie 90s, d'énergie live et d'allure festival chic.

Souhaites-tu une version plus journalistique, plus marketing ou plus descriptive ?

Entre héritage stylistique et culte musical, Burberry dévoile une campagne aussi vibrante
qu'immersive, pensée comme une lettre d'amour à la culture britannique. Sous l'objectif
de Drew Vickers et la direction de Kim Gehrig, icônes intemporelles et nouvelles figures
de la scène UK – de Liam Gallagher à Cara Delevingne – incarnent l'essence même du
label : un savant mélange de nostalgie 90s, d'énergie live et d'allure festival chic.

Souhaites-tu une version plus journalistique, plus marketing ou plus descriptive ?

Avec sa nouvelle campagne, Burberry plonge au cœur de l'ADN britannique entre brit
pop, énergie des festivals et icônes transgénérationnelles. Sous la direction de Kim
Gehrig et l'objectif de Drew Vickers, la maison célèbre un héritage culturel puissant,
incarné par Liam Gallagher, ses enfants, Alexa Chung ou encore Cara Delevingne. Une
immersion stylée et nostalgique dans les coulisses de la scène musicale anglaise.

Souhaites-tu qu'on pousse plus l'angle générationnel, musical ou visuel ?

Porté par des icônes comme Liam Ghallager, Alexa Chung et Cara Delevigne, Burberry
offre une immersion stylée et nostalgique dans les coulisses de la scène musicale
anglaise.

Partager

En hommage à son héritage outerwear et son ADN purement british, Burberry dévoile sa
nouvelle campagne réunissant figures mythiques et étoiles montantes de la scène
musicale anglaise. Dirigée par Kim Gehrig et photographiée par Drew Vickers, la série
mêle portraits et instants volés, capturant l'énergie euphorisante des coulisses de
festivals , entre scènes fréquentées, systèmes sonores et mares de boue. De la fratrie
Gallagher à Alexa Chung en passant par Cara Delevingne ou encore Goldie… Plus
qu'une campagne, Burberry livre ici une déclaration d'amour à la culture musicale
anglaise et offre une vision incarnée de son essence même, mêlant esthétique des
années 90, authenticité saisissante et cool spontané.

© Burberry

Burberry fait partie du tissu même du Royaume-Uni… On voit son motif sur l'envers d'un
chapeau ou l'intérieur d'une veste. Puis, il finit par s'imposer à l'extérieur. On le retrouve
d'ailleurs au cœur du calendrier estival. C'est à la fois un moyen d'expression et
l'uniforme incontournable des festivaliers." explique Daniel Lee, directeur de la création
de la maison de mode culte.

© Burberry

Imaginée comme un collage d'émotions et de moments partagés, c'est d'ailleurs ce
sentiment familier et universel qu'encense la campagne, parfait mix de nostalgie et
modernité qui s'esquisse dans un dédale de tartan signature. Parmi les pièces phares,
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on retrouve d'ailleurs les essentiels des festivaliers : bottes en caoutchouc
monogrammées, bananes molletonnées, mais surtout, cultissime parka Burberry portée
par le mythique chanteur d'Oasis, Liam Gallagher.

© Burberry

Temps fort de cette campagne 100 % british, la présence de Liam Gallagher entouré de
ses enfants, Lennon, Gene et Molly Moorish-Gallagher est définitivement une ode à
l'héritage et modernité de la marque anglaise. Pour l'occasion, Burberry réédite en
édition limitée une parka culte portée par Liam lors de la collection Printemps-Été 2018
de Christopher Bailey — disponible dès juillet en boutique et en ligne.

© Burberry

Non fière de souligner l'ancrage profond de la maison de luxe anglaise et sa mode
intergénérationnelle dans la culture britannique, cette idée de transmission confirme que
Burberry est bien plus qu'un vêtement tartan, mais un marqueur d'époque.
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La collection Bee de Chaumet dévoile ses

nouvelles créations irrésistibles

Ce printemps, la collection Bee de Chaumet évolue. La maison joaillère

dévoile une ligne radieuse aux motifs naturalistes encore plus iconiques. Une

partition chatoyante assortie d'une dizaine de nouvelles pièces ultra-

désirables.

Par Stéphanie Kohen

Autrefois nommée Bee My Love, la collection joaillière inspirée par l'univers des abeilles a été

rebaptiséeceprintemps Bee de Chaumet.Crééeen 2011, cetteligne mettait alors l'accent sur les bagues

de fiançailles et les alliances au design géométrique et lumineux. Désormaisaffranchie del'univers

nuptial, Beede Chaumet s'émancipeet dévoile denouvelles créations irrésistibles. Composéed'or et de

diamants, la collection met en lumière l'abeille et l'alvéole, cesmotifs iconiques qui rendent hommage

àla beautédela nature.

L'abeille, le motif iconique de la maison Chaumet

Érigée en symbole absolu depuisle Premier Empire, l'abeille vibrante dont les ailes sont déployées,est

infusée d'éclat. Sanscesserenouvelé au fil du temps, le motif emblématique apparait sous différentes

tailles et formes. Cette saison, l'abeille continue d'attiser nos envies. Jeuxde volumes,réchauffée d'or

jaune et constellée de diamants... sa désirabilité grimpe en flèche. Rutilantes sur un pendentif pompon

ou sur des boucles d'oreilles assorties,elle diffuse saradiance. L'abdomen et les ailes en or poli lisse,

serti d'un diamant taille brillant, le talisman se fait plus minimaliste : sur une bague aux lignes

biseautées,un collier ouen délicate puce d'oreille. Unjonc réunit cesdeux représentations,opulente et

plus épurée,sur unseul et même bijou.

L'alvéole de Chaumet, un savoir-faire d'exception

Fruit du savoir-faire de la maison Chaumet, le nid d'abeilles assemblé d'alvéoles minutieusement

imbriquées est une ode à l'élégance. Conçu pour transcender les saisons, ce motif s'invite dans une

capsule inédite en or blanc poli miroir ou pavée de diamants, comprenant un collier, un bracelet, une

bagueet une paire deboucles d'oreilles. Des créations souples, prodige d'excellence, qui illuminent la

peaud'une radiance inouïe. Une nouvelle paire deboucles d'oreilles de Haute Joaillerie en or rose et or

blanc vient s'ajouter aux piècesmaîtressesdela collection.
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Balmain'sOlivier Rousteingto Be
Honoredby TheMuseumat FIT

He will win the 2025

Couture CouncilAward

for Artistry ofFashion.
BY LISA LOCKWOOD

Olivier Rousteing,creativedirectorof

Balmain,will receive the2025 Couture
Council Award for Artistryof Fashionat the
Couture Council of The Museum at FIT´‘s
annualluncheon on Sept.3.

Theeventwill takeplaceat the DavidH.

Koch Theaterat Lincoln Centerin NewYork

City.

The eventmarks thearrival of NewYork

Fashion Week,with proceedsbenefiting
TheMuseum at FIT, the only museumin
New York dedicatedexclusivelyto theart of
fashion.

JaneDeFlorio, corporatedirectorat

Vivid SeatsInc., andStephanieLoeffler,

philanthropistandboardmemberof the
Memorial Sloan Kettering Cancer Center,will

serveasco-chairs.Bloomingdale’s will serve

asthepresentingsponsorof the luncheon,
anextensionof Bloomingdale’s longstanding

commitmentto celebrateandsupportthe

artof fashion. (Nordstrom hadsponsored
the luncheonfor the past five years.)

Formore than a decadeRousteing has

beenthe creativedirectorof the Balmain
house. In 2011,hewasselected to head

Balmain’sdesign team,becomingone

of theyoungesttalentsnamedto leada
historicParisian fashion houseatthe ageof
25.During the past10 yearsRousteinghas

beenbuildingon thelegacyofthehouse’s
founder,PierreBalmain, whointroduceda
fresh, feminine andsurprising “New French

Style” to postwarcouture.

Beginningwith inspirations pulled
directly from the house’sarchives, and fully

utilizing the Balmain atelier’s traditional

couturetechniques,Rousteinghasbeen
ableto createhis owndistinctivestyle atthe
historic house.

The designer wasborn in 1985 and was

adopted from a French orphanage at a

young ageand raised in Bordeaux. He
studied fashion at Paris’ EcoleSuperieure

desArts etTechniquesdela Mode.At

18, hemovedto Italy, whereheworked

at Roberto Cavallifor five years androse

throughtheranksto the postofdesigner
for the men’s and women’s ready-to-wear
collections. Whentheopportunity arosefor

himto return to Paristo work at Balmain,
Rousteingtook it, forminga partof the

“Receiving The Museum at FIT’s Couture

Council Award for Artistry of Fashion is a
profoundhonorandauniquemomentof

reflection,” Rousteing said. “Style is not
merely about clothing; it’s about the art

of expressionandthe beautiful stories we
share.Throughoutmyjourneyat Balmain,

I’ve alwayspushed boundaries and

challengedconventionalnotions of beauty
to offer newandunexpectednarratives.

This award celebratesnotjustmywork
andmyincredibleteam,but thecollective

spiritof boldnessandcreativitythatfuels

our industryaswe continueto redefinethe
world of fashion.”

Dr. JoyceF. Brown, presidentof FIT,said,

“Appointed to his postat Balmain at the

ageof 25 as the youngest creativedirector

in Parissince Yves SaintLaurent, Olivier

Rousteinghashadamajor influence on
the industry. Olivier’s path asa visionary

youngdesigner is especially inspiringto our
students,andwe celebratehis cultivation of

abroadand inclusive clientele over thepast
14 years at Balmain.”

Valerie Steele,directorofTheMuseum at

FIT,said, “We are delighted to honor Olivier

Rousteingof Balmain, whosefashions have

attracteda diverse global audiencethrough
the famous Balmain Army. Olivier’s strong
andbeautifulfashions havebeenfeatured
in a numberofmajorexhibitionsatThe

Museum at FIT, including ‘Paris, Capital of
Fashion”’ (2019), ‘Africa’s FashionDiaspora’
(2023)andthe forthcoming ‘Dress, Dreams
andDesire’ (2025). I havesuchrespectfor

Olivier Rousteing, who is notonlyavery
talenteddesignerbut also a thoughtful and
genuine person.”

DeniseMagid,chiefmerchantat
Bloomingdale’s, said, “I am honored to

supportthe2025 annualCouture Council

Luncheon,both onbehalfof Bloomingdale’s
andpersonallyas a memberof theFIT
Boardof Trustees.Weareespecially thrilled

that this impressiveaward will recognize
our incredible partner,the esteemed
fashionhouseBalmain and well-deserving
Olivier Rousteing, who hascontributed

to innovationandcreativitywithin the
industrythrough his designs.”

Pastrecipientsof the CoutureCouncil
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Grazia Chiuri of Dior, WesGordon of
CarolinaHerrera,Christian Louboutin,
Narciso Rodriguez,Thom Browne, Albert

Kriemler of Akris, Manolo Blahnik, Carolina

Herrera,MichaelKors, Oscardela Renta,

Valentino, Karl L acerfeldof Chanel,Dries

Van Noten, IsabelToledo, Albert Elbazof
Lanvin andRalphRucci. In 2008, Giorgio
Armani received aspecialaward for Global

FashionLeadership.

Olivier Rousteing
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RousteingonWhat HeHopesto Impartto FIT Students
The Balmain creativedirector alsoopens up abouthow he unwinds. BY LISA LOCKWOOD

“After 14years atBalmain as a creative

director, it’s alwaysan incredible honor

andalways surprising.WhenI started
14 yearsago,I would neverexpectthat
14 yearslater,I wouldget the chance
to behonoredby suchan incredible
institution,” said Olivier Rousteing,
creativedirectorof Balmain, who will

receive the 2025 CoutureCouncilAward
for Artistryof Fashion atthe Couture
Council of The Museum atFIT‘s annual

luncheonon Sept. 3.

While in New York in September,

Rousteingsaid he’s looking forward to

havingtheopportunity to meetwith FIT
students.

“Meeting with the students is so

important,” Rousteingsaidin a telephone
interviewMonday. “I’m [almost] in my
40snow,andI startedat24,andthe next
generation is really importantto me,” he

said.Fromthemomenthestartedhesaid

hewasn’t doing it for himself, but for the

future. All the things hetriedto do for

the brand– suchas pushingfor diversity
andinclusivityfromDayOneand talking
aboutwherehe comesfrom, andstrength
and resilience, “that’s part of my legacy
that I bringto the newgeneration,”said

Rousteing,who wasbornin Bordeauxand
adoptedby his parents at the ageof 1.

Discussingwhat advicehe’ll give to FIT

students, the39-year-old Rousteingsaid,

“The adviceI would alwayssay,andI

knowit soundscheesy, is to beyourself,
nomatterwhat.Weareliving in aworld

wheresometimespeoplearescaredto
be different and peopleare scared to be

unique.I believe successfulfashion is to
be different, andto show what hasn’t been

seenbefore. It’s scarybecausewe’re living

in aworldwheretheunknownsometimes

scarespeopleand scaresyourself. Bu the

reality is to beyourself, andno matter

what, be resilient anddon’t giveup. That’s
going to beyourstrength.”

With the Europeanhouseschanging
their creative directors at adizzying pace,
Rousteingwas askedwhatheattributeshis

longevity to andhis ability tokeepgrowing
and thriving in therole?

“I think I would attribute it to resilience

becausefashion is about what istrendy,
bu I thinkwhatmakesme longer in the

same house after 14 years is theproduct.
What isbetter thanbeinghypeandcool

is being timeless. When you start, there’s
always asenseof newness, which is

normal, bu you can’talwaysbenew. You

havetoleavea placefor peoplewho are
new. Whatis importantin yourlegacyis
to keepthe timelessness.Timelessness
is aboutthequalityof your productand

being thewitness of your time,” hesaid.

What hedesigned 14
years ago is “way

different” than what he’s doing today,

according to Rousteing. He said “it’s still

keepingmy DNA andstill keepingmy
battlesandmy fights. But whatI always

sayto my team, ‘be witness of your time.’999

He said 14 years agoyou had to fight for
different battles that maybefashion wasn’t
recognizing at the time. “You need to keep

fighting. Being resilientis whatmakes

youl stay longer.Whatwill makeyou stay
foreveris the qualityof theproductand
stick to your values,” Rousteingsaid.

Rousteing,who is signedwith Creative
Artists Agency, said it’s importantas a
creativedirectorto showdifferent skills.

“My strength is to exploredifferent fields

where I canexpressmyvision.” He said

hecouldn’t discloseanyprojects he’s
working on.

Asked what’s inspiring him these days,

Rousteing said, “I would say it’s pop

culture, which always has. I’m ahuge fan
of music andhada chancetowork with
differentcollaborationswith Beyoncé
[Knowles-Carter], with Kim Kardashian.

I like dressingthe FirstLady of France

Brigitte Macron...Igetreally inspired.I
dressed[former U.S. FirstLady] Michelle
Obama.You have achanceto connect
with peoplewho areinspiringyou. When

you startdesigningtheclothesfor them,

it startsto identify anothersilhouettethat

can inspire you for thefuture,” he said.

Rousteing said he’s currently in the

South of Spain at awellness clinic “to
really work onmy mentalhealth,which I
think is really important.”

“When you work in fashion as acreative
director,you areupanddownwhich is

fully normal. You’re alwaysobsessedby
the critiqueandthe love andthepeople.
You haveto stepbackandrememberthat

you arehuman,you arenota superhero.

What I’m doing this week is detoxing,
meditationandtakingcareofmyself,
which I usuallydoeverysix months.

Escapingonce everysix monthsto think
aboutthefuture, thinkaboutmy present,
who I am,and coming backstrongerto

the office to workon my collectionand

my vision for fashion,” hesaid.

When he’sin NewYork in September,

Rousteingsaidhis visit will be centeredon
FIT, “which I’m superproudwill besuper
important” and he’ll work onsomething
with histeam. “I think I’ll havean event
with Balmain Beauty. [He launchedhis

fragrance last year.] Being acreative

director, I’m creating more than fashion
bu a lifestyle. My next thing is to build

Balmain bigger than whatit is today, and

Balmain Beautyis partof this chapter,”
Rousteingsaid.
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SUSTAINABILITY

GlobalFashionAgendaAddressesSustainability'sStruggles
Industry leaderscame

together for the annual

conference,grappling with

rollbacks, but remained

hopeful on materialsand

consumerbehavior shifts.
BY RHONDA RICHFORD

COPENHAGEN – Does sustainability
standachancein aworld whereit is being
increasinglyde-prioritizedamidshifting

governmentpolicies,mountingtariffs
andmore conservativepolitical climates?
Thatwasthequestionattendeesgrappled
with at this year’sGlobal FashionAgenda

conferencein Copenhagen.
Organizersacknowledgedthe moodwas

“somber,” reflectingrising uncertainty.
Attendancewas lighter,asbrandscut
budgetsandpivotedtowardcontingency
planningin responseto legislative delays
andeconomicheadwinds.

In Europe,the EuropeanCommission’s
conservativepivot hasled to a rollbackof
keylegislation,most notablythe Corporate

Sustainability DueDiligence Directive. The

directive,which requiredlargecompanies
to identifyand addresshumanrightsand
environmentalimpactsacrosstheir supply
chains,is now partially onhold, leaving

manycompaniesin limbo.
“The EU hasgiventheworld a political

signal thatwe, too,aregoing to dothings
differently,and I would even call it asort
of ‘Trump lite,

999

said EuropeanParliament
memberLaraWolters.

Though the EU’s upcomingchangesare

being framedassimplifications, “it’s far

too soon...tomakeaharshpolicymove
like this. And yet that’s beendoneand
everybodyis now scramblingto try to do

damagecontrol,” saidWolters.
Thelikely outcomewill bemore

paperworkon importsandburdenson
smallbusinesses,with lessscrutinyat the
sourceof production.

In the U.S.,new tariffs under the Trump
administrationhavefurther complicated
sustainabilitystrategies.Companies
investingin decarbonizingtheir supply
chainsnow faceuncertainty aroundfuture

productioncosts andsourcinglocations.
“It’s hardto convince your CFO to make

thatdecision,” said ChelseaMurtha, senior
directorof sustainabilityat theAmerican

ApparelandFootwearAssociation.

“[Companiesare] operatingin confusion.”
Meanwhile,statesthatonceled on

climateaction arefacingrising costs and

cross-borderpartnerships,suchas U.S.-

Canadian collaborationson recyclingand
sortingsystems,are now under threat due

to the new feesandincreasedshipping
complexity.

USAID hadlong funded manyNGOs

andprogramsthat U.S. brands relied

on to monitor human rightsand labor
conditionsin sourcingcountries.That

support is now cut, andbrandsare being
askedto fill the gap.

“As much as the brandswould like

to, they’re alsogettingsqueezedby the
tariffs,” said Murtha. “so there’s this sort
of paralysis happeningright now where

everyone’stryingto figure outwhaton
earthcan we continueto holdon to?”

ClausTeilmann Petersen, Bestseller’s
headof sustainabilityandhumanrights,
urgedbrandsto channelthisuncertainty
into “productive paranoia.” He believes

thatwhile the EU battle “is kind of lost,”
legislatorsshouldregroupto implement
simplifiedduediligencebasedonglobal
OECD guidelines.

GFA’s vice presidentof public affairs

Marîa Luisa Martînez Dîez addedthat

geopoliticalinstability is addingto the

uncertainty. “Wars andconflicts [are] also

disruptingtheindustry,with brandshaving
to reassessproduction locationsandloans
dueto the riskyconflict zones.”

Financingis also impacted,with banks

less inclined to fundfactory upgrades
that setout to reducecarbonemissions

or water use.“The focus on sustainability
hasbeenleft behind,fadinginto the
background,to the favorof competitors,
shenoted.

Addingto the challengeis the

complianceburdenof datacollectionand

upcomingcirculareconomyregulations.
Brandsarenavigatingvaryingrules from
the U.S.,EU, Chinaandpendingnewlaws

in India, SouthAmericaandMexico.

AI asa PotentialGame-changer
Amid the gloom, somecompanies seea
silver lining in artificial intelligence.One

promisingusecaseis to modernizethe
outdatedwholesalemodel.

“The systemrelies on the traditional
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cofounderandchiefexecutive officer Shruti

Grover.AI, shesuggested,couldoptimize
inventory,reduceoverstock,andcutcosts.

Thesystem reliesonthe traditional
methodof bulk ordering.Brandshave

to front the stockthenabsorbthecostof

anyitemsthat arereturned.Revamping
thesystemcould be especiallybeneficial

for small brands,bu this would break
longstandingbusinesspracticesand is
resistedby existing playersin theindustry.

“So brandsneedto takea reallybrave

decisionfor this,” shesaid.
Butwhile AI haspotential, so far it has

not paid out,accordingto researchfrom

BCG. Arti Zeighami,partneranddirectorat
the consultinggroup’s tech designdivision

BCGX, sharedthatonly 4 percentof CEOs

implementingAI haveseenmeasurable

return on investment,highlightingagap
betweenhype andtangiblevalue.

Still, smallerbrandsseeopportunity.
MuddJeansCEOJolandaBrink said

AIcould enableher 12-personteam to

competeat scale. “Everybody’s talking

like peopleare scaredabout AI, bu I’m
actuallythinkingthiscantremendously
helpme,99she told WWD. “It usedto be

large team,large results. So now this can
besmall team,largeresults.”

Brink hopesto build aproduct lifecycle
managementsystemandlaunch targeted
paidadsbuilt with AI tools, especially to
reach“light green” consumerswho value

stylebut considersustainabilitya bonus.

Sheseesthis possibilityas a win-win.

“That is really goodfor retailers also,
becausethatmeans theydon’t haveto invest

a lot in us, because theycanseeif it sells,
andthen they can orderfrom us,” shesaid.

StyleDNA cofounderandCEO Elena
Volkova echoedthe hypevs. valuegap
in AI, this time fromthe consumer
perspective.Her researchfound that
while 82 percentof userswantAI-assisted

shopping, many haven’t actedon its

suggestions.
It will taketime for consumersto

developtrustin anewsystemand to see

anypersonalvaluein usingit, shesaid.

Closing the Consumer
IntentionGan
This disconnectbetweenintention and
actionwasa recurringtheme.

VisaEurope’svice presidentof impact
andsustainabilityKatherineBrown
saidtheir BehavioralInsightsLab found

87percentof consumerswant to shop
sustainably,but only 27 percentfollow

through.Thelab partnerswith retailers
suchas Selfridges, COS, andJohnLewis to
testmessagingand to nudgestrategiesthat

For Gen7, framingsustainabilityas
community-drivenbehaviorraisedsales

at cosby 22percent.Pre-purchasenudges
promotingrefillableswerealso successful
in a CharlotteTilbury casestudy,shetold
wWD. These“nudges” are lessabouthard-

hitting sustainabilitymessagingandmore
about afewkeywordsthat appealto style
Or makeeconomicsenseto consumersin a
softerway.

Visa is also exploring “agentic AI,”
which autonomouslysearchesandshops
for products basedona consumer’s
personalizedpreferences.Yet trustand
fraud preventionremaincritical,especially
in resale.

“There is justso much financial fraudat
this momentin time, sopeoplereally do

want to know that if I’m buyingsomething,
I want to know that it’s from a real source,”
shesaid. “Trustandsecurityis notyet
robustin theresalemarket.”

Visa is supportingdigital passportsto
ensurethe authenticityof goodsaswell

as ensurethepaymentssystemsbehind
secondhandtransactions.

Thelab, focusedonEurope,plans
to expandinto globalmarkets andnew
sectors,includingtravel andhomegoods.
“The fashion industry hasbeenabrilliant

startingpointbecausetheindustryjustso

vastlyneedsto understandhowto move
peopleaway from fast fashion,” said Brown.

Devon Leahy,globalheadof

sustainabilityatL Catterton,stressed
thebusinesscasefor bridgingthe gap.
“Closing the consumer gap is tangible
financial value,” shesaid, urging brandsto

presentsustainability asaco-benefit, not

the primary purchasedriver.
FlorenceBulté, chiefsustainability

officer at Chalhoub Group, discussed

effortsto shift secondhandperceptionsin

the MiddleEast, wherethegroup operates.
Whenthegrouplaunchedajewelryrental

program,sheknew it wouldappealto

expatsin theregion.Bu to hersurprise,it

performedbetter than expectedwith local

communities.The groupis workingto
extendthiskind of change with handbags
and shoesas well.

A Quieter Event Focused
OnConnections
GFA CEO FedericaMarchionni

acknowledged the global moment. “This
timewasaverydifferentfeeling..wewere
anxiousof the time and the situationwe
are living in, and it’s hardto tackleall of

thesebarriersthat aregrowingeveryday,”
shesaid, highlighting the event’s themeof
“Barriers andBridges.”

that
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Many attendeesnotedthat this year’s
conferencefelt smaller, whetherdue to

overlapping events,tightertravel budgets,

orbroaderfatigue. SxswLondonwas
scheduledatthesametime, whereone
attendeewasdueto bea panelistbefore
sherealizedthedatesconflicted,andthe

TextilesRecycling Expowas happeningin
Brussels.

As aresult, “all the recyclers are thereand

thebrandsare here,” the attendee said.

ThoughfewerCEOs werevisible, C-level

sustainabilityleadersfrom brandslike
ChanelandKeringparticipatedin closed-

door roundtables.Kering evenbrought
along its first “sustainability futurist,”
who is focusedon studyinglong-range
transformationa decadeout.

Onereturning attendee,attendingfor
thesixth time,saidthey hadhoped for

more “actionable”content givenhow

“peoplehave backed down onmessaging.”
Nonetheless,the networkingwasstrong.

“It’s goodto meetpeoplewe onlyseeon

Zoom,” one attendeesaid. “In thataspect,
it is doing its job.”

ProductLaunchesand
InnovationAward
A standoutmomentof theweekwasthe

debut of Lycra EcoMade with Qira – a
corn-based stretch fiber containing 70

percentrenewablecontent.Thedrop-in
replacementfor petroleum-basedLycra
delivers the sameperformance,makingit
possible for activewear suchas yoga pants
to gobio-based. There’s nodifference in

appearanceor feel.

Both CEOs were onhand to unveilthe
fiber atthe event,Lycra’sGary Smith and
Qira’s JonVeldhouse.

Thefiber hasbeenin development
for sevenyears,andalreadypiloted
by brandslike A-Golde. The materialis
beingproducedat afactory in Iowaand

will scaleto 65 tonsayear,with the first

large-scale shipmentsexpectedthis fall for
inclusion in springcollections.

LeatheralternativepioneerModern
Meadow alsorevealedits newly rebranded
material,Innovera,with CEO David

Williamsonon handto discuss thefuture

of bio-designedmaterial innovations.

Toclose theweek,Refibered wasawarded
the GFA Trailblazer prize.Thestartupuses
AI to identifytextilecompositions,helping
recyclersand boosting resaleauthentication
andtraceability.

From left: QueenMary

of Denmark, GFA CEO

FedericaMarchionni on
the opening day of the

summit in Copenhagen.
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IndustryInsidersDiscussFashion's
EnvironmentalImpactatSXSWLondon

AmyPowney,Christopher
Raeburnand BurakCakmak

sharedtheir ideas for

tackling the issuesthatarose
when building a sustainable
fashion ecosystem.

BY TIANWEI ZHANG

LONDON – Two of the U.K.’s mostprolific

greenfashion advocates,Christopher
RaeburnandAmy Powney,sharedtheir

respective approaches to reducingfashion’s
environmentalimpacton Thursday
alongsideSaudi Fashion Commission’s
chiefexecutive officer, BurakCakmak,

duringa sxswpaneldiscussionwith WwD

atthe SaduHousein EastLondon.
Raeburn,whois now theglobal creative

director of Napapijri,startedhis namesake
label15 years ago by repurposingmilitary
parachutesandother existingmaterials
into fashion pieces.

Since then,hehasbeenanactivevoice

in thecirculareconomyandtrailblazedthe

conceptof “remadein England.” Hehas
workedwith more than 20 major brands
suchas Moncler, Umbro, Puma,Disney

andTimberland,whereheservedas
creativedirectorbetween2018 and2022.

The designerobservedthat the
fashionindustryhasgonethroughstages
when it comesto understandingwhat
sustainabilitymeansto them.Whenhe
started,it wasaboutboldconcepts,and

havingthosefresh ideasheardonthe

runwayof LondonFashionWeek.

Thenit wasabouteducatingthe

customersaboutwhatwords like

upcycling, recyclinganddownstream

mean,andnowbrandsare finallv making

pledges,taking actions,andowning upto

what theyneedto do to savethe planet.
“We aremore aware thaneverbefore,

in tandemwith alot of the thingsthat have
happenedthe last threeor four years,
global instability, wars,costof living,

crisis, etc. My job, asadesigner, still is to

providethe bestpossibleproduct that I

can. I needto do a lot of workup front,
but it’s not to get onthe soapbox and

sayyouneedto buy this justbecauseit’s
sustainable or responsible,” Raeburnsaid.

Powneymadea namefor herselfin
Londonin herpreviouspostascreative

directorofthe BritishlabelMother of Pearl.
introduced and

and fabrics made from Tencel’s cellulose-

based fibers for thechic, low-key collection

of suits separatesandknits.
She is now embarkingon anewjourney

with Akyn, a newcontemporaryclothing
line that fuses “ethics andaesthetics,”
and is aimedat creating fashion that has a

positiveimpact on natureand community.
“We areworking on the two different

ends of sustainability, tryingto dothe

right thing. He is takingthingsin existence
and reusing them.I’m tryingto cultivate
naturalfibers in regenerativepractices.
Since we areworkingwith the extraction
of raw materials,I want to explorewhat
the bestway is to do that,” Powney said.

Her ultimatevision with Akyn is to
manufactureproductsin a waythat is

“so renewable and regenerative that the
factory is nottouchingthe motherearth
in a negative way,” while improving

communities,farmersandsoilhealthalong
thewav.

Cakmak, who was conscripted in 2021

to spearheadthe developmentofthe
homegrownfashion sector,said the nation
is supportingsustainablegrowthbeyond
individual brandownership,andlooking at
theholistic picture in creatingthe fashion

ecosystemin acountry thathasno formal
infrastructure.

“One of the challenges individual

designersandbrandsarefacingis that
therewasno facility in the country,and

everythingwasbeingmadeoutside.Sowe
built thefirst everstate-of-the-artsampling
studio in Riyadh that’s serving all of the

designers’ needs,andintentionally,we

only selectedsustainablematerialsin the
textile library,” hesaid.

At the sametime, theSaudi Fashion

Commission is partneringwith Kering’s K

GenerationAwardto identify innovative
solutionsin the fashionvaluechain,from
technicalsolutionsin manufacturingto

newmaterialsdevelopments.
“We look at every element, from

educationto infrastructure,incentives,
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elementsin the right waysothatwe have

minimal,reducedimpactandpotentially
createnewsolutionsthatare innovation-

driven,” he added.

On the stage, Cakmak alsoshareda large-

scale textile recyclingschemethat remains
largely unreportedoutsideof Saudi Arabia.

During the annualHajj, millions of single-

use Ihram, awhite towelonewearsduring
thepilgrimage,weresoldto thosewhovisit

Mecca.As oneof the circularityprojects,
Saudi Arabiarecycledmore thanfive tons
of themandturnedtheminto 26,000new

onesthat arebeingsoldin local shops.
“Also in SaudiArabia, onthe street,

mostmen wear white thobes. It’s pretty
much the standarditem. It’s expectedto

be worn to theoffice. Many of themare
beingconstantlyboughtandsold.So,when

you think aboutsustainabilitywith the one
item thatalways looks thesameandalways
in the samecolor,you can approachit in

a certainwaythat hasneverbeendone
before. »hecontinued. “In mv mind. this is

a game changer.”

ChristopherRaeburn,Amy

Powney andBurak Cakmak.
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SUSTAINABILITY strengthtodeveloptheirownpolicies.
Theyadoptpoliciesdevelopedunderthe
U.N.,whetherfromUNESCOorother
U.N.agencies,andthenimplement
them.Sothegoalispreciselytocreate
oceanliteracyprogramsthatcanbe
adoptedindependentlybythemember
stateswithintheirnationaleducational
curricula.Andthat'ssomethingwehope
willhappen,notonlyelsewhere,but
alsoinItaly.That'stherealgoal,"Bertelli
explained.

Prada Group Creates Trust Fund

With UNESCO for Sea Beyond

· InaninterviewwithWWD,

the group'sheadof CSR
LorenzoBertellidiscussesthe
ambitionoftheoceanliteracy

projectlaunchedin 2019.

BYMARTINOCARRERA
MILAN- PradaGroupisfurtheringits
deepdiveintooceanliteracyandeducation,
steppingupitsSeaBeyondproject.

Launchedin2019inpartnershipwith
theIntergovernmentalOceanographic
CommissionofUNESCO,orUNESCO-IOC,
theprojectannouncedMondaythatitis
creatingtheMulti-PartnerTrustFundfor
ConnectingPeopleandOcean.

Theannouncementwasmadeatthe
thirdUnitedNationsOceanConference
runningthroughFridayinNice,on
France'sCôteD'Azur.PradaGroupis
takingpartintheconferencewitharange
ofeventsandactivations.

Introducedconcurrentlywiththe
launchoftheRe-Nyloncollectioncrafted
fromEconylrecyclednylon,SeaBeyond
hasgrownitsscopeandreachinthe
pastsixyears,reflectingPradaGroup's
commitmenttocultureatlarge,inaddition
toenvironmentalsustainability.

"Ithinkit'sthenaturallexiconofour
group,it'spartofourDNA.Ofcourse,
creatinggreatproducts,designing
beautifulthingsthatpeoplelove,that's
partofwhatwedo.Butthegoalisn'tjust
tosellproductsforthesakeofit.The
goalistousetheseprojectsasvehicles
formessages.Ithinkthat'salwaysbeen
partofourstory,embeddingmessages,
sometimessubliminal,inwhatwedo.In
thiscase,themessagesaremoreexplicit,
morelikestatements,"LorenzoBertelli,
headofcorporatesocialresponsibilityat
PradaGroup,toldWWD.

"Ireallybelievethosewhohavemore,
mustdomore.Theresponsibilityofluxury
isalsotoshowhowbusinesscanbedone
inawaythathasapositiveimpacton
society,andtoinspireothers,whether
peopleorothercompanies.Noone's
perfect,ofcourse,butthat'swhatmatters
most:tohaveanimpactontheworldwe
livein,"heoffered.

Tothisend,thecreationofthetrust
fund- thefirstofitskindwithinUNESCO
- isgearedatfurtheringtheactivities
oftheSeaBeyondprojecttofuelocean

LorenzoBertelliandAudreyAzoulaysignthe
SeaBeyondMulti-PartnerTrustFundfor

ConnectingPeopleandOceaninNice,France.

educationworldwide.
PradaGroupispledginganinitial

contributionof2millioneurostowardthe
trustfund,whichwillbeopentoadditional
financialcontributorsandpartnersstarting
inJanuary2026,astrategicshiftfortheSea
Beyondproject.

Thetrustfund'sgovernancewillhavea
positiveimpactonitsactivities,Bertellisaid.

BertelliandVidarHelgesen,executive
secretaryoftheUNESCO-IOC,willsit
ontheexecutivecommittee,whichwill
welcomenewmembersasmorepartners
joinSeaBeyondnextyear.

"I thinkwe'vegiven[thefund]
neutrality...bydistancingitfrombeing
somethingofthegroup,itgainsa
differentlegitimacy,itbecomesamore
internationalplatform,butmostofallit
gainsneutrality,whichhelpsinraising
funds,"Bertellioffered."ItwillgiveSea
Beyondadifferentkindofcredibility
internationally,withbothprivateand
publicentities,"hesaid.

Nowatrustfund,SeaBeyondwill
continuetofocusonfivekeyeducational
pillars,including"blueeducation"
aimedatincludingoceanliteracyand
learningintoschoolcurricula;"youth
empowermentandengagement"focused
onyouthandearlycareerprofessionals
tobringinoceandiscussionsatmultiple
scales;"oceancultureandheritage"
toeducateontheculturalconnections
betweenhumansandtheoceanin
tacklingglobalchallenges;"science-
policy-societyinterface"topromote
adequaterepresentationofsocietal
needsintopolicy-makingprocesses,and
"strategiccommunicationandnarrative
shifting"topromotetargetedmessages
oractionsfocusedonchallengesfaced
bytheocean,sustainableresponsesand
actionablesolutions.

"ThepurposeofSeaBeyondislong-term,
it'saboutcreatingaconnectionbetween
peopleandtheenvironment.Andtheocean
isoneofthestrongesttoolsforcreatingthat
connection.Kidslovethewater,thesea
andoncetheyfallinlovewithit,thebond
becomesstrong,"Bertellisaid.

Sinceitslaunch,SeaBeyondhasspread
oceanliteracywithabout35,000students
globally.

"Todayveryfew[entities]arereally
investinginortalkingaboutworking
onfuturegenerations,meaningthatthe

STABEYOND

SeaBeyondhasfocusedon
oceanliteracyandeducation

sinceitslaunchin2019.

solutionstotoday'sproblemsentailnot
onlyshort-andmedium-termactions,
butalsolong-termones,whicharesimply
education.Itseemslikeabasicand
obviousthing,butit'snot,andweoften
forgetit,"headded.

"Wemustprotecttheoceanand
rethinkourrelationshipwithit- andthis
changestartsintheclassroom,"echoed
AudreyAzoulay,UNESCO'sdirector
general,inastatement."ThroughourSea
Beyondprogram,UNESCOandPradaare
empoweringanewgenerationtobetter
understandandprotecttheocean.This
programwillfundyouth-ledinitiatives
oneverycontinent,enhancingocean
educationandculture,"shesaid.

BoastingaScientificCommitteewhich
istoincludeexpertsacrossdifferentareas
ofoceanscience,whosenameswillbe
revealedatalaterstage,thetrustfund
istofurtherfostersynergiesbetween
thepublicandprivatesectors,with
stakeholdersspanninginstitutions,private
companies,educationproviders,NGOs,
educatorsandthescientificcommunity.

TheScientificCommitteewillprovide
guidanceandadviceonprojectseligiblefor
financialsupportfromthetrustfund.The
firstcallforproposalskicksoffinDecember.

Bertellisaidconversationswithmultiple
potentialpartners,includingU.N.member
states,arealreadyongoing.

"It'ssomethingevenmemberstatesare
interestedin,they'repayingattention.
Takingthisstepishelpingusgainmore
supportfromthepublicsectoraswellas
theprivateone,"heoffered.

Asforprivatecompaniesjoiningthe
fund,Bertelliunderscoredthatitis
ultimatelytiedtoindividualfirms'areas
ofinterestinenvironmentalresponsibility
andsustainability.

"Somecompaniesfocusmoreon
energy,othersonreforestation.Itdepends
oneachcompany'sstrategy.Ourgoalisto
explainthejourneyandtheimportance
ofoceanliteracyandeducation.That
said,we'llobviouslytrytobringthem
onboardwithourjourney,butit'snot
thattheotherpathsarewrong.Thereare
many,anditdependsontheindividual
company'sprioritiesandinterests,"the
executivesaid.

Furtherraisingawarenessonthe
project,BertellisaidthatSeaBeyondis
tolaunchinitiativesinpartnershipwith
LunaRossa,PradaGroup'schairman
andexecutivedirectorPatrizioBertelli's
America'sCupventure.Hedeclined
toprovidefurtherdetailsatthisstage,
beyondsayingit'sanaturalfit.

Overall,BertelliseesSeaBeyondasa
changemakingagentonmultiplelevels.

"Let'srememberthattheUnited
Nations- andUNESCOinparticular-
doalottosupportcountries,especially
thesmalleronesthatdon'thavethe

OnFriday,SeaBeyondwillannounce
anewproject,thesupporttononprofit
organizationCoralGardeners,which
focusesoncoralrestorationandrelated
educationalactivitiesinFrenchPolynesia,
FijiandThailand.Theannouncementisto
bemadeagaininsideNice'spalexpo"La
Baleine"attheUNESCO-IOC's"Beyond
Borders:OceanFutures"pavilion.

Acknowledgingthatthereisstillwork
tobedone,BertellisaidthatSeaBeyond's
awarenessistricklingdowntothebroader
public,Pradacustomersincluded.

"We'reseeingthefirstsigns,thatit's
startingtoberecognizedandseenalso
fromtheoutside...[people]talkaboutSea
Beyondproactively...it'slessfrequentthat
I needtoexplainit,"Bertellisaid.

"AcustomerbuyingaRe-Nylonproduct
maynotyetknowaboutSeaBeyond,
theydiscoverit afterwards.Soright
now,SeaBeyondisn'tdirectlydriving
Re-Nylonpurchases,andthat'snoteven
itspurpose...Ifanything,it'stheopposite:
someonemakesamoreconsciouschoice
bybuyingaRe-Nylonproductandthen
understandsthatthe1percentofthe
proceedsfromthePradaRe-Nylonfor
SeaBeyondCollectioncontributesto
somethingbigger,"Bertellisaid.

"Thegoalisto[educate]people
who,whentheygrowupandhaveto
makedecisions,willdosowithgreater
awareness,whethertheybecomeprime
ministers,scientists,orsimplythoughtful
parents.That'sreallythepoint,"hesaid.

"That'swhatfashiondoes,intheend,
itshapestrends,habits,andhowpeople
wanttobeseeninsociety.Fashionis
deeplytiedtosociallife,"Bertellisaid.

SeaBeyond-fundedprojectshave
sofarincluded,amongothers,the
"KindergartenoftheLagoon"program,a
seriesofoutdooreducationactivitiesfor
preschoolchildreninVenicelaunched
in2023;thesupporttotheJapanese
associationSDBlueEarth,ledby
ichthyologistSakana-Kun,topromotethe
importanceoftheoceanamongchildren
andyoungergenerations,vialessonsand
workshopsonthemarineecosystems
oftheTokyoBay;thesupporttothe
NationalMarineEducatorsAssociation
intheU.S.totrainthenextgeneration
ofstewardsfortheocean,withabout26
schoolsbetweentheNewYorktri-state
areaandHawaiienrolled;apartnership
withBibliothèquesSansFrontièresto
facilitateaccesstooceaneducationfor
childrenandyoungcitizensinvulnerable
communitiesthroughIdeasBox,amobile
multimediacenteroperatinginseveral
locations,includingNaplesinItaly,
France,BurundiandIvoryCoast.

LastAprilSeaBeyondcuttheribbon
oftheOceanLiteracyCentre,codesigned
byarchitecturalfirmCRA-CarloRatti
AssociatiandUNESCO-IOConVenice's
islandofSanServolo,aculturalhubin
theVenetianlagoon.Thevenueprovides
adeepdiveintooceancultureonamacro
andmicroscale,respectivelyspotlighting
the"SpilhausProjection,"amapdesigned
bygeophysicistandoceanographer
AthelstanSpilhausin1942presenting
theoceanasasingleinterconnected
bodyofwater,andtheVenetianlagoon's
biodiversityandtidemechanism.Italso
boastsaninteractiveroomforvisitors
toenvisionconcretehumanactionsto
safeguardtheoceans.
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Prada Group and UNESCO Launch

Ocean Preservation Fund

Drew Daffner

~4 minutes

With a €2 Million Start, the SEA BEYOND Initiative

Connects Culture, Education, and Science for a

Sustainable Ocean Future

At the 2025 United Nations Ocean Conference in Nice, the Prada

Group and UNESCO unveiled a landmark initiative designed to

anchor ocean sustainability within the global cultural and

educational fabric. The SEA BEYOND - Multi-Partner Trust Fund

for Connecting People and Ocean represents a significant

evolution of their ongoing collaboration, with an initial €2 million

investment from Prada.

Positioned as the first fund of its kind to merge ocean science,

education, and cultural heritage, the initiative reflects a growing

shift in sustainability efforts-one that centers emotional

engagement and long-term education alongside traditional

environmental policy. The SEA BEYOND fund aligns with the
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ambitions of the UN Decade of Ocean Science for Sustainable

Development, aiming not only to restore ecological balance but to

reshape societal understanding of our relationship with the ocean.

The fund will focus on five strategic pillars:

- Blue Education, which seeks to embed ocean literacy into

global school systems;

- Youth Empowerment, offering resources and visibility to early-

career ocean advocates;

- Ocean Culture and Heritage, which champions the

preservation of maritime traditions and their contemporary

relevance;

- Science-Policy-Society Interface, bridging scientific insight

and civic needs in policymaking; and

- Strategic Communication, designed to evolve public

narratives around the ocean and drive meaningful behavioral

change.

unesco
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Projects will be selected through open calls and assessed with the

guidance of a dedicated Scientific Committee. This governance

model, backed by consensus and expert input, is built to ensure

both rigor and inclusion. The fund's structure also encourages

cross-sector partnerships, aiming to unify institutions, academia,

non-profits, educators, and private enterprises in a collective

mission.

For Prada, this move builds upon a growing legacy of

sustainability-focused cultural programming. Since 2019, SEA

BEYOND has evolved from a niche initiative into a global platform

for environmental education. With the establishment of this new

fund, the collaboration between Prada Group and UNESCO steps
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into a more institutional and scalable framework-one intended to

activate systemic change and long-term impact.

While the fashion industry continues to face scrutiny for its

environmental footprint, Prada's investment signals a deeper

ambition: to act not only as a corporate funder but as a cultural

driver of sustainability. In bridging policy, pedagogy, and poetic

connection to the sea, SEA BEYOND reflects a rare kind of

environmental initiative-one that recognizes the ocean as both a

scientific frontier and a shared human legacy.

The SEA BEYOND - Multi-Partner Trust Fund will welcome

additional partners starting January 2026, with its first official call

for project proposals set to launch by the end of this year.

Designed to operate for a five-year period, the fund aims to create

a lasting, collaborative ecosystem to support ocean literacy and

preservation at every scale-from classrooms to coastlines.

SZA

BEYOND
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SEABEYONDis a project by Prada
Groupconducted in partnership with
UNESCO-IOCto raise awarenessof
sustainability andocean preservation
since 2019.

In2020,mefirstREABEYONDengagedsecondary
schoolsglobalyoverfourmonttis,focusingonocean
awareness,plasticpollution,andsustainablefashion
practicesAcontestwasheldtoraiseiwerenessof
oceanconservation

Thewinningcampaign"CirouterHetsAlieaofPlastic"
wascreatedbyAgrupamentodeEscolasdeVialonga
Lisbon.SecondplacewenttotihanghulHighSchool
InternationalDivisionwith'Environoperyandthirdto
ColegioLatinoVilahermosa's'SesDeyorid

SZA BEYOND
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ecedechulunges

-- tonCourgein
Surf&Clean
elDivision's

Hoe
does

the
ocean

make
youfeel?

seDeclaration
BlueThread SEABEYOND

WORLD

RER.

pacedthard

SỮA BEYOND

SEABEYONDisaprojectbyPradaGroupconductedinpartnershipwiththeintergovernmental
OceanographicCommissionofUNESCO(UNESCO-IOC)since2019,toraiseawarenessofsustainabilityandoceanpreservation,contributing
totheprogressofoceaneducation
onaglobalscale:Sinceitsdebut.
theeducationalprogramsHanshared
theprinciplesofoceanliteracy
withmorethan35,000studentsaround
theworld.Whilethemainfocusremains
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Seeing beyond: Prada CMO Lorenzo Bertelli on

ocean - and luxury - education

In a wide-ranging interview, the executive explains why Prada Group is investing

€2 million in a new independent fund tied to its flagship CSR programme, Sea

Beyond, and shares his views on the future of the industry.

By Luke Leitch

Becomea Vogue BusinessMember to receive unlimited accessto Member-only reporting and insights,

our Beautyand TikTok Trend Trackers, Member-only newsletters and exclusive event invitations.

"This mission is not something that belongs only to us," says Lorenzo Bertelli, speaking just before

heading to 2025's United Nations Ocean Conference, which is currently underway in Nice. The Prada

Group CMO and head of corporate social responsibility (CSR) went on to co-sign the creation of an

independent fund linked to its flagship ocean education programme, Sea Beyond - a fund to which

Pradais committing an initial €2 million.

Since 2019, Prada has dedicated a percentage of revenues from sales of its Re-Nylon collection to

funding Sea Beyond, which it developed in partnership with Unesco's Intergovernmental

OceanographicCommission (Unesco-IOC). In that time, Pradasays Sea Beyond has exposed 35,000

children across multiple nations to ocean education initiatives, including the launch of an outdoor

educationproject for pre-schoolers in Venice andthe purposing of ahistoric sailing boat, the Cassiopea,

as afloating oceanographicresearcheducation facility (it is currently dockedin Beaulieu-sur-Mer, near

Nice).

Now, the two parties want to openup SeaBeyond to any other company andindividual that might feel

inclined to stand alongside it andtake part - in effect, deferring their leadership of the programme in

order to expand its reach. "It is becoming an initiative where more entities from the private and public

sectors can work together. Today is the moment where Unesco is presenting [the fund] to all the

government entities [at the UN conference] in order to make them aware, and to, we hope, enlarge the

scaleof the undertaking," says Bertelli.
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Prior to yesterday'sannouncement,Vogueconnectedwith Bertelli to talk through the move. Naturally,

the conversationbegan with the subject at hand, before drifting far and wide. Here is an edit of that

discussion.

Vogue: So you are announcing the creation of a new, open-accessfund to broaden the existing

work of SeaBeyond.

It is a fund that will receivesomeof the proceedsthat come from PradaRe-Nylon for the SeaBeyond

collection sales. This fund is goingto becalled 'Sea Beyond- Multi-partner TrustFund for Connecting

Peopleand Ocean', but its governancewill be independentof us. We will have one voting right aswill

all the other membersof the fund's executivecommittee, its main governingbody. Everyone who makes

acontribution will have a say. In this way, it's goingto be anindependent fund... Oneimportant thing

is that with this fund, we aremaking it clear that it is not somethingthat belongs only to us.

Vogue: You are making this first deposit of €2 million in the fund. Have you already approached

other entities you work with to tell them about this initiative and maybe encourage them to become

members?

Absolutely. I can't disclose who, becauseit is for them to disclose. But absolutely. SeaBeyond has

always beenaninitiative opento third parties, but maybethereasonthat we were leading it wasmaking,

if not a barrier, then a reasonto prevent others from joining. So,for it to be independentis the bestway,

I think, for it to attract as much capital as possible. Andhelp shapethe project and vision for what we

havebeen trying to do.

Vogue: Luxury is a competitive industry, as you know, so even when members of that industry

are engagedin philanthropy or CSR work such as this, I get the impression that they sometimes

cannot shake that competitive mindset. Theybecome territorial about 'owning' whatever category

of work they are engagedin, so that even when the causein question is for the common good, they

want to be the only brand seen to be undertaking it. I used to seethis a lot with brands working

through sustainability initiatives ...

Can I tell you something?It is still very competitive today. There aresomevery important groups,not

necessarilyin fashion, who were not happy abouthaving us. And they actually excludedus from some

charity opportunities just becausethey feel it is a competition. To me, this is weird. Becausethere can

be no competition in sustainability. Soif in this fund we were to bejoined by Vuitton, or Gucci, or any

of our competitors, I would just be happy, becausethis mission is for everybody.

"There are some very important groups, not necessarily in fashion, who were not happy about

having us. And they actually excluded us from some charity opportunities just because they

feel it is a competition. To me, this is weird. Because there can be no competition in

sustainability."

Vogue: Human nature is hard to shake...

But you can't beegoistic when it is aboutsustainability.

Vogue: Your business card is printed with two titles: as well as Prada's head of CSR, you are also

group chief marketing officer. Sowhen you make theseinvestments in the ocean...

Hold on: we are not investing in the ocean,we are investing first and foremost in people. The oceanis

the subject,but we are investing in people's minds, spirits andhearts.

This is the scopeof it: in sustainability, there aremany people looking at short-term impacts, things like
decarbonisation,wastereduction, water-usereduction, sustainableproducts- andthat's all correct and

makessense.But ultimately, if people's mentalities [about the environment] donot change,then we will
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not see a correspondingchange in consumer behaviour. So in order to help this change in consumer

priorities andmindset, we needto think about education, andlook forward 20, 30 years.

Politicians, most of the time, their horizontal landscapeis understandablylimited to the length of their

mandate. So we aremaybelosing, also in the public space,strategic long-term thinking and planning.

And education is the subject with the widest horizontal time frame. We want to invest in that long term

- to help explain how human behaviour that [preserves the environment] is also convenient and

beneficial to the peoplewho enact it. That is the most important thing.

Vogue: CSR sustainability activities undertaken by private companies generate a reputational

halo effect. What are the benefits to Prada that you have seensince SeaBeyond began?

Look, I think this is aproblem with the conversationtoday: that ideologically, sustainability has become

like areligion. In a way, there is too much 'sustainability'. But the truth is, we have the knowledge, the

technology andthe capability to live in balancewith the environment in away that allows us to flourish

andfor the environment to be healthy. Of course,if humankind wastaken out of the environment, that

would fix the problem, but I don't think we want that. So what is critical to understandis this: what is

the impact of my action - andthe real cost of my action? To give the right value to the goodswe buy,

and to give our actions the right value, and to understandthat everything is connectedand therefore

there is acost, anda consequence,to everyaction. Sowe needto becomeconsciousof our actions and

their impacts in order to live harmoniously within the environment.

Thisdoesn'tmeanthat we should not buy, that we should not do what we areusedto doing, but maybe

we should doit in adifferent way, from a different perspective. We know that if I buy a€5 T-shirt there

areprobably someirresponsiblepractices in terms of production, andthere is impact in someother part
of the world for families, andthe environment, and so it's not sustainable.Becausesomething else is

paying for the cost that you have not paid. In the paradigm of the elementswe use to value goods or

products today, we're not factoring in everything.

Vogue: So, how do you flip sustainability from being a selfless value to being a selfish value, one

that is culturally inherent?

It's a matter of communication - I think communication is the biggestchallenge.Maybe if we saythis

€5 T-shirt has a negative impact on other people, consumerswon't let that obstruct them from buying

the T-shirt. But if you sayit is going to affect you negatively - becauseof the chemicals in the fabric

that damage your skin - then they will listen. You know, I think there is this perception that

conveniencefor yourself is something to beguilty about,but I don't think this is anabsolutedichotomy

- conveniencefor yourself can also beconvenient for others,and for everyone.

Vogue: Drifting from the subject but staying adjacent to communication, there is a broad

suspicion, especially among younger consumers at the moment, about the inflation in the cost of

luxury goods over the last few years.

Ourjourney is to find balancebetweenthe environment andour capitalistic approach.We cannotpretend

to maintain the samekind of volumeas in the past. Wecannotpretendto beableto buy everything. We

cannotpretendthatpeoplewill buy without honesty andtransparency.We arein theprocessof balancing

consumer expectationsand education about the cost of goodsbecausethey were not sold at the right

price... so we are going to have to adjustour messageandthe valuesof our content in order to explain

the pricesto the perceptionof the consumer.Transitionand evolution can bepainful. And that's normal.

Vogue: Last year, you opened a factory in Torgiano, Umbria, specialising in knitwear, which

becamethe latest addition to Prada Group's 20-plus portfolio of manufacturing facilities across

Italy - where more than 50,000 small companies engagein luxury manufacturing. In terms of

that paradigm of values, I increasingly see an unarticulated overlap between 'quality' in the
traditional sense- of design, fabrication and materials - with also quality of life, both for those
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who produce and consume, and everyone else, in terms of social and environmental impact. But

even traditional material 'quality' seemsto be an intangible and challenging value for big luxury

to communicate: the quality of a bag or a garment is not widely very clearly understood.

No, it's not clear. And that's not the consumer's fault. That's our fault. Sowhat we can dois invest in

changing the mindset of the future consumer... In the end, it is not politicians but the economy that is

telling us, 'Guys, you haveto do something.' Sowe have to take this journey.

Vogue: Trusting in provenance is a key part of accurately assessing quality, and the Aura

Blockchain Consortium, of which Prada was a co-founder alongside LVMH and Cartier, is part

of that. It has gonea little quiet recently - what is its progress?

It is being implemented by the companiesin their supply chains.Since the end of last year, 100per cent

of ourproduction has hadthe blockchain tag. But until our warehousesrotate and dispatch[everything

produced previously], we cannot categorically state we are 100 per cent online. This is what every

company is in the processof doing, somemore advancedthan others. But at the moment, this is more

like a technological solution than a sustainability solution in the sensethat it gives you the opportunity

to track and trace stepsof production, but if the information at stepzero is wrong, you're gonnabring

that wrong information all along the blockchain. And this is a goodquestion and apoint of discussion.

Becausepeoplemight think that Aura is synonymous with sustainability or transparency,but this is still

in the handsof the brands.

Vogue: But the information does indicate sustainability factors in a quantifiable way, assuming

that step zero information is correct?

Yes. But the point is we don't want to addthat within the scope of the consortium becausethen you'll

end up in a typical consortium situation, which is that it self-certifies. And that's not the right way to

have governance:this shouldbe doneby athird party. Otherwise, youhave aconflict of interest.

Vogue: Still, the blockchain certifications, if based on truth, should be valuable within luxury -

especially at a time when, due to wider geopolitical issues,we have seenwidespread assertions that

luxury goodslabelled 'Made in Italy' are in fact made offshore and only finished here, if that.

All of this is part of a fakenewswar, I think. Thereis part of it that is true: the supply chain is all around

the world. And any idea that there is no value in China's manufacturing is completely wrong. By the

way, we do not produce anybags in China. But the point is not that. It's that this negative idealisation

and nationalisation of manufacturing is wrong. BecauseI can make a long list of skills in which the

Chineseare superskilled andadvanced,far more sothan other countries. And Italy, for sure, is goodat

somethings too. So why should we not beproud andtalk aboutit positively?

I hopethat oneunintended positive consequence,more generally, is that today there is so much fake

news that I'd like to think that where people once could believe anything, they are going to become

much more selective and discriminating about what they believe in the future. Also, with artificial

intelligence. Soin the future, I think we're going to go from believing everything we seeto believing
almost nothing. Because when so many things can be faked so easily, people will be obliged to

investigate for themselves.

Vogue: So the value of truth will increase becauseof its rarity? This could be good news for

journalists ...

I think so,absolutely. And something very interesting relatedto blockchain is thatevery video journalist

or photojournalist will be ableto have the time and geolocation in blockchain to ensurethat the picture
cannotbe faked or modified in any way, becauseit is certified.
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Vogue: So, the truth - or at least the source material - becomes non-fungible. Can you talk

about Versace? Since you announced the acquisition last month, how has the atmosphere settled

within Prada Group? And how are you approaching the show in September?

Well, first we have to make the closing. Because, for now, we are technically in charge of nothing at

Versace. Until the closing, we might be gathering information, but essentially, we are nothing more than

a kind of spectator. So that could be the end of July or later. And as for the show, even if we have an

opinion, right now, that is not up to us.

Vogue: But there must be an expanding consideration in Prada Group of this upcoming chance to

express its production through the prism of another fashion identity and voice.

One of the reasons we believed Versace is an opportunity is that its identity is very different to that of

the brands currently in our portfolio. And it is very important, if you are a group, that your brand

identities do not overly overlap.“

"One of the reasons we believed Versace is an opportunity is that its identity is very different

to that of the brands currently in our portfolio."

Vogue: What's your feeling about live fashion shows? I read a CMO in fashion recently

characterising shows as 'content engines', which made me flinch a little, but was also something I

absolutely recognise from how shows have changed, even in the last five years.

Well, I think it's about what you expect from the show. So your expectations define the scope of what

you think the show is for. However, for me, the show is really relevant to get to the core of the fashion,

and to drive the conversation on - which are the trends, what is the direction? And this maybe speaks

to only a small part of the audience. And then, you can use the show also to give a taste to a much wider

audience... There are more mediums than ever today, and you need to use them all in a practical way.

But I will say that it is much harder to make a good dish with many ingredients than it is with a few.

And today, you have so many ingredients it becomes much more challenging to cook something good!

Vogue: You have spent years competing as a rally driver. So, to end with aslightly cheesy question,

what have you taken out of that sport that you apply in your roles at Prada? Something related

to navigation, maybe, or planning, or risk?

From my philosophy studies to my competing in sport, and everything else in my life, I think I bring it

all into this job and my way of working. Because, in the end, it is our lives that define ourselves, so even

if you do not want to bring your experience from the past into your present, in the end, you always will.

Comments, questions or feedback? Email us at feedback@voguebusiness.com.
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Why Chanel Is Getting Into the Recycling

Business

The French luxury giant is launching a new circularity focused venture with

investments in waste management and recycling companies, much as it has

bought up top-end ateliers in a decades-long push to future-proof its supply chain.

By Sarah Kent

High-end fashion house Chanel is branching into an unconventional new line of business: waste

management and recycling.

On Monday, the company announced the launch of Nevold (the name is a contraction of "never old"),

a new, independent venture focused on developing end-of-life solutions for textile offcuts, unused

fabrics and unsold or old products.

The move comes amid growing concerns about the volume of waste created by the fashion industry.

Though often portrayed as a fast-fashion problem, luxury goods mass-produced in the millions of units

also have an impact. Over the last decade, the value of unsold inventory held on the books at luxury

giants like Kering and LVMH has reached into the billions of dollars.

Regulators are paying attention. New rules, led by Europe, are set to make brands more responsible for

waste generatedby their businessesand crack down on luxury's historically favoured solution: simply

destroying unsold goods.

Chanel said its bigger concern is resource scarcity. Many of luxury's most prized fibres, like top quality

cashmere, silk andleather are under threat from climate change,making the raw materials tied up in last

season's ready-to-wear a valuable future commodity.

"It's becoming more and more important and more and more strategic for us," said Chanel's president

of fashion Bruno Pavlovsky. "If we want to continue to exist and to do what we are doing, we have to

anticipate and to seehow we can rethink this idea of materials and raw materials."

Selling Circularity

Chanel has been building up to Nevold's creation for several years, starting to invest in the space in

2019. But now it's ready for a hard launch, with ambitions to scale the vertical into a B2B service

provider and R&D hub focused on developing circular solutions for the fashion industry.

It's a familiar strategy for Chanel. The luxury giant has already built up a manufacturing division of

more than 50 specialised factories and ateliers in a decades-long push to future proof its supply chain.

Investments include embroiderer Lesage, feather-and-flower specialist Lemarié and hat maker Maison

Michel. Thesemake products for the brand, but also provide services to other fashion businesses. The
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company has brought on engineer and former LVMH executive Sophie Brocart to overseeoperation and

expansion of the new division.

Long-term, the ambition is for Nevold to be part of a"profound transformation process that is rethinking

the entire product lifecycle, developing new savoire-faire andprofessions... and contributing to amore

circular economy," the company said in a pressrelease.

It's a leviathan of a problem and at present Nevold is little more than a minnow.

At its core arethree companies Chanel has set up or acquired over the last few years: recycling agent

L'Atelier des Matières, which connects brands to an ecosystem of optimised solutions for their textile

waste, unused fabric and unsold inventory; 50-year-old spinning mill Filatures du Parc, which

specialises in yarns made from recycled materials; and leather recycling specialist Authentic Material.

The idea is the companies will hoover up the waste generated by Chanel and other clients and turn them

into "new materials for tomorrow" that can be used by the maison, but also sold to other brands and

industries.

"It's not about Chanel recovering her waste to do Chanel," said Pavlovsky. "It's Chanel recovering

waste from Chanel and from whoever on the market who [is] ready to sell us the waste to recreate a new

kind of materials."

Nevold is eyeing acquisitions to accelerate its current capabilities and exploring partnerships with other

sectors, like sports and hospitality, to guarantee a second life for materials that no longer meet the

standards of the luxury market, Pavlovsky added. For instance, so far the company has found recycling

leather back into a material suitable for making ahigh-end handbag is a nonstarter, but the end product

could be used to replace common plastic, like high heels andreinforcements for footwear and handbags.

Chanel is not the only luxury giant dabbling in the space. Last year, LVMH said it spent an estimated

€200,000 ($225,000) to support the development of closed-loop recycling systems capable of turning

old materials andunused stock back into new fabrics and yarns for its fashion andleather goods houses.

It expects to increase its level of investment to €300,000 this year. Gucci-owner Kering has put money

into French recycling business Revalorem and resale site Vestiare Collective.

Whether these efforts amount to more than some green window-dressing for businesses that generate

many multiples of theseinvestments through the sale of new products that contribute to the very problem

they're trying to solve will depend on how they scale.

Critics argue that the fashion's interest in recycling will do little to curb the industry's impact if

companies also continue to pursue growth by churning out more and more units. This is especially true

if brands turn to recycling as a tool to manage overproduction and dispose of excess inventory. Mass

market brands like Nike have already come under fire for shredding brand new products they couldn't

sell in recycling plants.

The move also comes as luxury sales are suffering from Trump's trade war and growing consumer

skepticism about the value proposition offered by brands that have ratcheted up prices without

corresponding innovation. Chanel, which made some of the industry's punchiest price hikes, saw sales

drop last year for the first time since 2020.

Pavlovsky declined to disclose how much Chanel has invested in Nevold so far, or the level of spending

the company expects to devote to the business going forward. Until the business is more developed it

will be a cost centre, not aprofit maker, he said.

"We still need to invest money," Pavlovsky added. "It's a new business. It's not abig business, but it's

something I believe that we'll talk more and more about."
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Chanel unveils new recycling platform

Bruno Pavlovsky, president of fashion at Chanel and Chanel SAS, explains why

the French house is determined to develop recycled materials at scale.

By Yiling Pan

CHANEL

@
CHANEL

Becomea VogueBusinessMember to receive unlimited accessto Member-only reporting and insights,

our Beautyand TikTok Trend Trackers, Member-only newsletters and exclusiveevent invitations.

Chanelhasannouncedthe creationof anew standaloneentity dedicatedto developing recycled materials

at scale- astrategic responseto the growing scarcity of high-quality, traceableraw fibres.

Nevold - short for "never old" - is not a marketing campaignnor a sustainability report. It represents

what Bruno Pavlovsky, president of fashion at Chanel and Chanel SAS, calls a "third activity" within

Chanel's structure, sitting alongside its fashion unit and the famed Métiers d'Art division. While the

brand has been working quietly on closed-loop experiments for years- introducing recycled threads

into its iconic tweed or replacing plastic reinforcements in shoesandbags with processedleather waste

- the launch of Nevold formalises this effort.

"We started by asking ourselves what happensto the materials that don't makeit into a final product, or

thosethat reachthe endof their first life," Pavlovsky tells VogueBusiness."At Chanel,we didn't destroy

unsold products. But we also didn't yethave a real system to understandtheir full potential. Nevold is

that system."

Nevold is led by Sophie Brocart, the former CEO of LVMH-owned French luxury house Patou and a

trained engineer,who joined Chanelin January2025. Under her leadership,Nevold will expand beyond

Chanel, operating as a business-to-businessopen platform. One of its key operations is L'Atelier des

Matières, a separateChanel-initiated company that dismantles end-of-life products andsorts materials

by type. Initially createdto deal with the maison's own waste, the atelier now services outsidebrands

acrossthe fashion spectrum. Nevold will also work with French yarn manufacturer Filatures du Parc,

materials innovator Authentic Material and academic institutions such as the University of Cambridge

and Politecnico di Milano.

"Chanel is too small on its own to build the scalethis requires," saysPavlovsky. "That's why we

createda separate,openplatform that can bring others in."
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Nevold arrives at amoment of inflection for the global luxury industry. Amid softening demand in China

and mounting environmental expectations from younger consumers, brands are grappling with a dual

imperative: reduce environmental impact while defending craftsmanship and desirability.

Critics point out that investment in circularity and recycling will do little to reduce fashion's

environmental footprint if brands continue to overproduce - it may even enable that overproduction.

For Chanel, Nevold is a strategic response to a looming materials crisis, says Pavlovsky. Five key raw

materials - cotton, wool, cashmere, silk and leather - represent 80 per cent of Chanel's materials

volume. All are under increasing strain, whether due to environmental degradation, limited traceability

or geopolitical tensions. (LVMH Group has also spoken about the scarcity of fine materials.)

"We are not trying to replace what nature gives us," Pavlovsky insists. "But the ability to get the best

quality with full transparency and traceability is becoming more difficult. Nevold is how we explore

long-term alternatives - not for next season, but for the next generation."

Unlike circularity programmes that are focused on resale or finished-product upcycling, Nevold operates

deep in the supply chain. Its work centres on components, not products, developing hybrid materials

that combine recycled and virgin content to meet the technical standards of luxury manufacturing. For

example, tweeds made with recycled threads are already used in Chanel's collections. In another case,

waste leather is transformed into structural parts for bags and shoes, displacing previously used plastic

components in up to 50 per cent of certain footwear lines. The heels of its iconic slingback pumps, for

example, are no longer made of plastic but of a recycled component.

Pavlovsky is clear-eyed about expectations. Nevold is not designed to deliver an immediate ROI nor to

transform Chanel's identity (the creative dream remains the house's core currency). The maison will not

set hard KPIs for how much recycled content goes into its collections. The real return lies in knowledge,

capability and resilience, he says.

"It's not about saying 50 [per cent] of our materials will be recycled tomorrow," he says. "What's

mandatory at Chanel is to create a dream. Nevold gives us the ability to continue doing that, because if

we don't try now, we'll never be ready for what comes next."

Comments, questions or feedback? Email us at feedback@voguebusiness.com.
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Chanel lance Nevold, son hub dédié à la
circularité B2B
Chanel plonge la tête la première dans le développement durable - ou plus précisément
dans la gestion des déchets et le recyclage - avec la création d'un centre B2B
indépendant de Chanel axé sur la circularité qui traitera les invendus, les chutes de tissu
et autres matériaux inutilisés.

La nouvelle entité s'appelle Nevold (c'est-à-dire "jamais vieux") et serait dirigée par
Sophie Brocart, l'ancienne PDG de Patou. En tant qu'entreprise indépendante, elle
travaillera avec d'autres sociétés et marques et ne se concentrera pas uniquement sur le
secteur du luxe. À terme, elle devrait être en mesure de produire des matériaux recyclés
qui seront utilisés pour la fabrication de nouveaux articles.

Actuellement, environ 30% des sacs et 50% des chaussures Chanel contiennent des
éléments recyclés, et cette proportion devrait augmenter. Son nouveau hub devrait aussi
aider d'autres entreprises à aller dans la même direction.

L'investissement de la société dans le projet a été estimé entre 50 et 80 millions d'euros,
selon le journal WWD.

Le secteur de la mode est indéniablement à l'origine d'une quantité considérable de
déchets, et ce n'est pas seulement aux producteurs de fast-fashion de résoudre ce
problème (même si ce sont les entreprises les plus critiquées à ce sujet). Il s'agit
également d'un problème qui place le secteur de la mode dans son ensemble sous les
feux de la rampe, tant pour les organismes de réglementation que pour les
consommateurs de plus en plus soucieux de l'environnement.

Outre la réduction des déchets, l'industrie doit s'attaquer au problème de la raréfaction
des ressources due au changement climatique qui affecte les lieux de production et
s'efforcer d'éviter l'énorme ponction sur les ressources qu'entraîne la production de
matériaux, tout en garantissant que ceux qui les produisent sont traités équitablement.
Nevold se penchera apparemment sur cette question.

Les solutions "à l'ancienne" ne sont tout simplement plus acceptables aujourd'hui.
Prenons comme exemple le tollé suscité par des informations affirmant que Burberry
brûlait ses invendus il y a quelques années. Certaines entreprises optent pour des
solutions créatives, comme Coach avec sa ligne Coachtopia.

Bruno Pavlovsky, président du département mode de Chanel, a déclaré à Vogue
Business: "Nous avons commencé par nous demander ce qu'il advient des matériaux
qui n'entrent pas dans la composition d'un produit final, ou de ceux qui atteignent la fin
de leur première vie. Chez Chanel, nous ne détruisions pas les produits invendus. Mais
nous n'avions pas encore de véritable système pour comprendre tout leur potentiel.
Nevold est ce système."

Il sera intéressant de voir comment Nevold se développera dans les mois et les années
à venir.
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