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SchiaparelliDoublesSize
Of Its HarrodsBoutique

Thegold-and-blackdecor
hasa Surrealistspin, with a

jewelry room designed
like anArt Decobathroom.

BY JOELLE DIDERICH

PARIS –_ Schiaparellihasdoubledthe
size of its shop-in-shop at Harrods,as

part of the London departmentstore’s
ongoingrevampof its first-floor luxury
womensweardepartment.

The space,which originallyopenedin

2023,hasbeenexpandedto 2,390square
feet and redesigned asan apartment-like

holttiae with aSIrrealistsnin

Inspired by the maison’s historic

headquartersat 21 PlaceVendôme in

Paris, the gold-and-black decor was

conceivedby Schiaparelli creative director
Daniel Roseberryin collaborationwith
Stockholm-basedarchitectureagency
Halleroed,whichhasdesignedstoresfor
the likes of Alaïa,Acne Studiosand Khaite.

“The creative alchemy betweenDaniel

Roseberryandthe designduoHalleroed

gave birth to thissophisticated,daringand
immersiveconcept— our very first of its
kind – craftedto surpriseandenchantour
clients whileremainingprofoundly true to
the spirit of Schiaparelli,” DelphineBellini,
chiefexecutiveofficer of Schiaparelli,said

in a statement.
“This newboutique-atelier reflects

our vision of luxury retailasasingular.

elevatedandtailor-madeexperience.It
is a tribute to thetrust of our clients,the
unwaveringdedicationof our teams,and

the exceptionalpartnershipwe sharewith

Harrods,” sheadded.

SimonLongland,director of fashion

buyingat Harrods,saidthe storewill

have adedicated room for shoesand

accessories,anotherfor jewelry, and
doublethe spacefor ready-to-wear, spread

over threeseparaterooms.This reflects
thebrand’sexpansioninto new categories
in recentyears,including denimand

summercollections.
There is also a boudoir-like VIP lounge

with a black marble fireplace, a bed-like

couchandmirrored paneling.
“It’s really about makingit afull shop-

in-shop, full flagship experience,both

in termsof theclient journey,but also

from the productoffer,” hetold wWD.

“It’s allowed all of the categoriesroom

thatwecanreally look aftermultiple
clients at the sametime.”

Thoughthe expansionwasplanned
from thestart, theSchiaparelliunit has

outperformedexpectations. “The strength
of thebusiness,the growthof thebusiness,
the client reactions,havebeenevenbetter
than I couldhave daredhone fromDay
One,” Longland said.

Sincemakinghis debut at Schiaparelliin
July2019after a decade-longtenureat New

York-basedlabelThomBrowne, Roseberry
hasestablished a reputationfor sculptural
designspepperedwith gildedbody parts.
He’s alsocreatedviral red carpetmoments
onsuchfamouswomenas Lady Gaga,
Bella Hadidand Kylie Jenner.

“There is a senseof scarcityandrarity
andexclusivityto everysinglepiece,
fromcouturedownto the ready-to-wear,”
Longland said. “It’s intelligent clothing. It’s

superclever asthere’s always astory and

anemotionbehindeverysinglepiece.”
Behavingmore like collectorsthan

regularluxury consumers,clientsoften

buyinto total looks,with the accessoriesto
match. “What is a joy in particular is that
the client is incredibly broad,” Longland
said,notingthat 40 percentareMillennial
andGenz, anda third are local.

Thedesignof the newboutiquedrawson
founder ElsaSchiaparelli’s collaborations

with Frenchinterior designerJean-Michel
Frank and Spanishartist Salvador Dalî.

A central lobby featuresagold-leaf
domedceilingadornedwith Roseberry’s
drawings,while mirrors createthe illusion

of infinite space.Cladin gold mosaic,
thejewelry room evokesanArt Deco
bathroom,with marbledisplaystands

shapedlike abathtubandsink.

Schiaparellihastakena cautious

approachto retail expansionsinceit was
relaunchedby Italian entrepreneurDiego
Della Valle in 2012.The brandestablished

a permanentstoreatBergdorfGoodmanin

2021,followed by temporaryinstallations
at Neiman Marcus in Dallas andBeverly

Hills, andpop-upsat several DoverStreet
Market locations.
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unit sitsin the Superbrandsroom alongside
brandsincludingLoroPiana,which also

justopenedanewspace,with Loeweand
Valentino to follow suit this summer.

“We’re extending it in total by about

60percent,” Longlandsaid,noting the

storealsoplansto refurbishand open
its new InternationalDesignerrooms
throughout2026.“By thetime we getto
2027,everythingin the floor will havebeen

completely redone.”

Schiaparelli’sHarrodsboutique.

Thejewelryroom

atSchiaparelli’s
Harrods boutique.
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