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CEO Talks

Kering’s
Francesca
Bellettini

The executiveunpacked

a flurry of designerand

CEOchanges,and shared

herviewson creativity,

mentorship, changeand
the power of saying"yes."

BY MILES SOCHA

Earlier this year,Kering quietlychanged
its corporatetag line from “Empowering
Imagination” to “Creativity Is Our Legacy.”

Thenewsloganrevsup Francesca
Bellettini,Kering’s deputychiefexecutive
officer in charge of development,for it

crystallizesherpassionfor workingwith
topdesigners,ignitedwhenshehadthe
chanceearlyin her careerto interfacewith

HelmutLang.
“I really sawhow a collection is done

out of nowhere, from a whitepieceof

paper,from sensitivity, and thatfor me was

magical,” she related.
Fastforwardto today, andKering hasput

creativityat thecenterof its strategy.
An investmentbankerwho segued

into businessdevelopment, andlater
communicationsandmerchandisingfor

fashion housesincludingPrada, Gucci and

BottegaVeneta,Bellettini seemsto thrive on

challenges,evenrelishingtheopportunities
thatcanbeseizedduringdownturns
andcrises– includingtheonecurrently
weighing ontheluxury sector,andon
Kering in particular.

Indicative of hereasewith change,
Bellettini honoredaninterview
appointmentwith wWD fixed afew weeks
before thesurpriseannouncementthat
RenaultGroup’sCEOwill becomeKering’s
new CEO onSept. 15, succeedingFrançois-

Henri Pinault, who remainschairman.
“I know that Luca deMeo hasan

incredible trackrecordandhistory,soit

will bring only good to thegroup,”shesaid,
flashing abig smile.

It wasWWD’s intentionto unpackthe

manydecisionsshespearheadedover
thepastyear, in concertwith Pinault,
that leaves threeKering houseswith new
creativedirectors– Gucci, Balenciagaand

BottegaVeneta =andfour with newCEOs,

Laurent,wheresherelinquishedthe CEO

title to managethe workloadoverseeing
a stable of brandsthat also includes

McQueen, PomellatoandQueelin.
In a wide-rangingconversation,

Bellettini discussedher managementstyle,

mentorship,successionplanningandthe

power of saying “yes.”

wwd: About thenewcorporatetag
line: Why is creativitysocentralto the
group’slegacy,and how doesthis tag
line guide andinspireyou?
FrancescaBellettini: For thepast10
thegroupreally focusedon luxury, andso
we wantedto defineourselvesin aneven
betteranduniquewayvis-a-visothersthat

mayhaveanotherideaof howto make
the business.It’s very important,the

combinationof thetwowords.. because
legacyis somethingthat evolves.Legacy

starts from your heritage, starts from

yourhistory, butwhat fuels the legacy is

creativity. Thecreativityof builds alegacy
of tomorrow.

wWD: SomepeopleperceiveKering
as more of a “fashion” player than a

typical “luxury” player, implying that
it relies moreon trendsandheatthan
brand heritageand DNA, savoir-faire,
etc.Do you agreewith that?
F.B.: That’s amisconception in myview.

We createtrendsthroughcreativity, we
don’t follow trends. Creativity doesn’t mean

that you don’t consider the heritage of the
brand.We havemanybrandsthathavebeen

createdvery long ago. Think of Gucci, think
of Ginori 1735, think of Balenciaga.They

all havea heritage, bu again,theywere all
foundedoncreativity. Throughcreativity,

we keepour heritagealive.

I’m in lovewith creativity as amanager,
and sobeing in the fashion industry is a
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brand. Sowe weresearchingfor a creative
directorthathadthesamesensitivity asthe

brand.The choiceofLouisewasdonequite

Henri, becauseof thisconnection.

We havebeenvery fastandveryprecise
in those recruitments and didn’t lose any
time. Wearequiteprepared.Weknowthe
talentsthatwe have internally.Wehave

mappedthetalentoutside.Thechoiceofthe

right creativepersonfor a certainmoment
in a brandis the most important one.

wwD: Keringhashadareputation
for recruitinghiddenor number-two
designersif youlookbackat thehiring
of Daniel Leefor Bottega, Alessandro
Michele andSabatodeSarnoat Gucci

andBlazy for Bottega.Your threenew
creative directorsarequitewell known.
Doesthisrepresenta changein strategy?
F.B.: No, it’s nota changein thestrategy.
You simply needto getthe rightperson.
It’s not that I decide, ‘Oh, here, I want the

famous person.Here, I wantanumber

two.’...It has to bea perfect match. In

particular,theirsensitivityneedsto be

correctfor the brand. I don’tbelieve that

everycreativedirectorcan begoodfor

everybrand.Therehasto bethe sparklein
the

eyeswhenthey talk about it.

WWD: Exactly howmuch
creative freedomareyour creative
directors given?
F.B.: I preferthewords trustandrespect.
Freedomimplies thatyou cangive it andto
take it away.For me, it’s more about saying
to the designer, “I trust you in your role.” If
heor shestayswithin theframeworkof the

brand, I love to empowercreativity. I love to

see ideas thatI would neverthinkof. In this

sense,it’s the freedom of theCEOto be able

to sayyes to creativeideas.

It wouldbeeasyto saynoall the time
nobecausethere’s nobudget, no because

it’s too risky. Youhave that power when you
aretheboss..WheneverI sayno,it always

comeswith the reason why. But a yes to a
creative ideacanbringyou to the magic.
And whenyou haveincrediblecreative

peopleworkingwith you, that’s whatyou
want to do. So if that meansafreedom, it’s

freedom. But for me, it’s more trust and
beingaligned with whatthe brandhasto do,
whatthebrandsrepresent.And of course,
if youseesuddenlyacreativepersongoing
outsidewhateveris theframeworkof the
brand,thepositioningof thebrandand
whathasbeendecidedtogether, of course
we intervene, but it’s adualwork. It’s a
mutualrespectandamutual trust. At the
endof thedav. we areall workingfor the

brand, and that’s the conversation that

happensconstantly.

wwD: You obviously said “yes” to Saint

to work with creativepeopleand to createa
businessoutof incredible creative ideas.

wWD: What sparkedyourpassionfor
workingwith designers?
F.B.:Early in my career,when I wasin

Prada,I startedto work with Helmut

Lang,where I wasoperationsmanager.
Thecompanywassmall,soI hadasuper
direct relationshipwith Helmut.AndI
learnedso much.

ThenI sawthat in this industry,there is

a role alsofor businesspeople, becausethat

creativity needs to becomeabusiness.

wwd: You havethreenew creative
directorsmakingdebutsthis fall at
threebig Keringbrands.Can youtalk
aboutthat?
F.B.: Everybrandhasitsown momentum.
What is true is that Guccineededanew
injection of creativity, andwe plannedto

bringthatatacertainmoment.In thelast

twoyearsbeforethe changeof creative

director,weworkedonthebrandto prepare
theterritory for anew,stronginjectionof

creativity. Demna was, for me, an obvious
choice. It’s very clear to me what Demna

canbringto Gucci, abrandthatbenefits

from atensionbetweenheritageand
newness.Demnais going to build onthe

heritageofthe brand,build onthe iconicity

of the brand,bu inject his strong creativity,
his point ofview, to recreatedesirability.

Demnahadto acceptthejob. It was
notanimpositionto takethejob atGucci,
bu of courseit necessitatedasearchat
Balenciaga.This brandprobablyneeded

to build onwhatDemnahasbeendoing
in the last 10yearsandthis is whythe
searchfor the newcreativedirectorof
Balenciagawasverynarrowly focused.
Whenmeetingwith Pierpaolo[Picciolil,

hisproject for Balenciagawas amazing,
exactly for that, becausehepresenteda
project that wasabuild-on.The 10 yearsof

Demnaat Balenciagahavebeenincredible.
Theyhaveopeneddoorsfor thebrand that
nooneelsecouldhave opened.I don’t
needto describePierpaolo’s capabilityon
couturevolumes,it is well known.Bu the

strikingpoint washis ability to connect
andbuild on whathadbeendone.

In the caseof BottegaVeneta andLouise

Trotter, it’s adifferent story, because

Matthieu [Blazy] decidedto takeanother

opportunity.It openedup theopportunity
for us to search for aperson thatcould

acceleratecertainideasthatwe hadfor the
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thebrandinto film production?
F.B.: It was[Saint Laurentcreativedirector]

Anthony Vaccarello’sideabasedonhis

understandingof thebrand.Whenhe
presentedto methisideaandthewayin
which hearticulatedit, I fell in love with it.

I thoughtit resonatedvery much with the

brand, because it’s a form of collaboration

atthe endof theday.Andabrand cannot
resonateonly with product.It wasa form of
collaborating withother artists, in thiscase

directors,actorsandexpandingthebrand

in aterritory where we werenotbefore.
And if you thinkaboutthereturn thatthe
brandhadthanksto thatinitiative, in terms
ofawareness,in termsof thepeoplethat

aregoing to watchthe movie andtheysee
“SaintLaurentProductions by Anthony

Vaccarello,” it’s impressive.

Wewerealso able to createexperiences
for ourclients – film premieres,talkswith

theactors,podcastswith thedirectors.

Imagine if I would have said, “No, because

that is too strange, too expensive.” And then

we wouldn’t have produced“Emilia Pérez”
andwon Golden Globes, CésarsandOscars.
It’s agreat example of what is right for a
brandmoving in adifferent territory.

WwD: Gucci isobviously a keyfocus for
thegroup,given its scaleandimportant
profit contributions,anditsworrisome
slowdown. Canyou give your prognosis?
F.B.: Wehadto workonoperationsfirst

becausethe brandhadbeengrowing so
quickly and it achieveda level ofsalesthat

wasincredible. When you grow so fast, the

structureneeds to adapt, but thenyou
don’t

have thetime to planit perfectly.

Wedecidedto reassessall ofthis andto
takethe opportunityto interveneoncertain

processesand operations, to fix them, from
the organizationalstructureto thelevel

of new productsyou put in storesversus
carryovers.

As Gucci wasgrowing,it wasalso

becomingmoreretailized. Now almost95

percentof salesarevia directlyoperated
stores,sobasically, it’s aretail comnanv. We

reviewedthestructureofthe retail function
within the company, thestructureof the

merchandising,andalsoworkedon the

qualityofthe products.
I mustpraiseSabato,who wasreally,

reallyfond of products,andhelpedthe

companya lot in improving thequality.
Gucci is, for sure,in bettershapeand in a
bettersituationto bereadyfor theinjection
of the creativity thatwill come from Demna.

But again, it’s teamwork. Onecould not
exist without theother one. It’s not Demna
alonethat isgoingto change thetrajectory
of Gucci, the team with Demna.

WwD: You once told me that you don’t
mind operating in adowntown, insofar

asyoucan betterdetectthe impactof
your decisionsand strategiesthanin
boomtimes,whenall boatsrise.How

areyoutacklingthecurrent moroseand
volatile climatefor fashionandluxury?
F.B.: In amomentof crisis, it’s alwaysan

opportunityto relookat yourself. You need
tobeverypragmaticandstayfocusedon
thethings thatyoucancontrol.

The worstwouldbeto bedefensive
and to say, “I don’t change, becauseI’ve

alwaysbeendoing things in acertain way.”
Everything needsto bereassessedwith a

senseof urgency, without creating panic,
becausepanicis theworstenemyof good

business,alongwith fear...WhatI love is

alwayshavingaportfolio of actionsthat

bringresultsat different times. If you would
onlydo actionsthatbringshort-termresults,

yourisk compromisingthepositioningof
thebrand.

You needto beveryawareof whenyou
canexpectthe resultsto come.If youput in

placean action planthatyou think is going
togive theresultsin amonthandthe result

is not coming, youneedto shiftgears.If you

put in place an action planknowingthat the

results are going to come in six months, in a

year, you don’t haveto panic if you don’t see
theresults straightaway.

I don’t want to wastethe opportunity of a

crisis to fix certainthings.

WWD: Sinceyouwerenameddeputy
CEO in chargeofbranddevelopment,
Gucci,SaintLaurent,Balenciagaand
Brionihaveall namednewCEOs.Can

you elaborateon therationalefor these
appointments?
F.B.: TheseCEOs were chosenthinking
aboutwherethebrandshaveto go.Whatis
thestrategy for thebrand,short,medium
andlongterm?And dotheyhavethe skills

to deliverthat? I knowall of them thenew
CEOs – personally,andworkedwith them
in thepast.

I love to workonsuccessionplanning.
I think that is theduty of amanagerto
studyandgroomtalent. I love to workwith

peoplewho aregreat,who have skills that

arebetter thanmine,becausethenyou
keep learning.

It’s avery important responsibility of

everymanager andeveryCEO to build a
teambelow himor herofgreattalentsfor

thebrand,andalsofor thegroup.

wWD: A goodnumberofprominent
CEOs inside Kering andoutsidehave
workedunder Can talk little
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building tomorrow’s fashion leaders?
F.B.:To mentor,thefirst thingthatyou need

to do is listen. Becauseif you don’t listen to
theperson,andyou thinkthatyoucanuse

aformula with everybody, it doesn’t work.
Whenyou areabossyouneedto adapt
yourselfin thewayyou liaise with peopleto
makeyourselfunderstood.

In Italian, we havetwo wordsto define

twodifferentkind of leaders.

An authoritarianleaderrelies a lot on

thepower. “I’m the boss. I tell you what to
do. Wego– bam!” They usually surround

themselves by “yes” people, they don’t like

very muchconfrontation.Theycanbring
results, for sure,bu they tend to createan

environment of fear, where peopledon’t
speakup. And in my view, in particularlyin

abusinessthathasto dealwith creativity, if

you createfear,you’re done.

Theotherkind of leaderstill decides,
still knows that heor she is the boss,bu

stimulatesa dialogue, listens and try to

createa team and is veryaware that a
collective intelligence is muchbetter.You

seeit alsoin sports.Whenyoubuildateam
whereeverybodyis asuperchampion,
mostof thetime,you win nothingbecause

theyareon thefield thinkingonly about
themselvesandwhat theycando. When

youbuilda teamof greatplayersandyou
haveagreatcoachthat finds a way to make

themplay together, that’swhen theywin

everything,andthat’s the onethat I prefer.
Threepeoplethatwereworking for

megot promotedwhile I wasCEO of
Saint Laurent: EmmanuelGintzburgerto
AlexanderMcQueen, CédricCharbit to

Balenciaga,andLeo Rangoneto Bottega
Veneta....I always saidto the team, “When
you seeyourcolleaguebeingpromoted
to CEO, it’s becausethis personis agreat
talent,but alsobecausewe arestrong
enough asa team to gowithout thatgreat
talent.” You needto search for people that

canworkverywell together.And I tendto
focus moreonthe strengthsof peoplerather
thanontheweaknesses.

It doesn’t meanthateverybody canarrive

to the top, bu we don’t need only top
people.We needgreatpeopleacrossthe

organization.
WhenI seemy teamgrowing,I’m happy.

I don’t know if it’s becauseI don’t have
children.ButwhenI seepeoplethat I

believed in, andmentored,andtheymake

it, I’m very happy.

wwd: Canyou alsotalk about
how your formativeexperiencesin
investmentbankingshapedyou into
theCEO youare?

investment learn

Youneverwork alone,andyou worka lot,
andyouknow that to succeedandto finish
theproject,the teamhasto function,and

everybody has to dotheirjob.
Talso realizedhow much I love numbers.

I wasalways very good with numbersat

school...theyspeakto me. And when I

movedinto merchandising,I learnedhow
numberscouldhelpyou workingalso with
creativepeople.

Thefirstpersonwhotold meI could

beagoodmerchandiserwasMark Lee,
whenhewasCEO at Gucci andI wasdoing
businessdevelopmentfor thebrand.He

said, “I think you havethe characteristics

to beagood merchandiser, becausea
good merchandiserneedsto begoodwith

numbers, bu at the sametime, alsohave a
sensitivity for products,becauseyou haveto
havetherationalpart, butalsobeing able to
embrace the creativity.” And so hegaveme

my first job in merchandisingatGucci.
All my careerhasbeenvery helpful to

becomea CEO, andeveryexperiencethat I

did wasveryhelpful.

wwD: How wouldyou describeyour
leadership style?
F.B.: Putting it at theservice of the group
andnot only abrand.My styleinworking
with the CEOs hasbeenthis one,staying
closeto them,having arolealsoof mentor.
Youknowthat the CEO is avery lonely

person.In a acompany,you needto be

quitestrong.of course,youhaveyour team,
and the team is closeto you, bu you also
needto protectthem.You cannotthrow

your worries,thetension,thestressof
certainsituationsto your team.

When I wasCEO of SaintLaurent, there

wasmoredistance from François-Henri.
Whenhecreatedmy job, it wasto createan
intermediaryin betweenhis roleandthe
brands. He was alsopreparing asuccession,
bu it was to create an intermediary that
couldnarrowthegap with him being
chairman,CEO andalso the shareholder
of the group. ...Eachof ourbrandsneedsto
build a strong relevance.And that’s what we
havebeenworkingon.

WWD: Therearestill relatively few

womenCEOs in our industry,andyou
happento bein a groupwithmany
initiatives to advancewomen’s causes
andhelpwomenin need.How doyou
useyour platform to aid progress?
F.B.: I hopethatI canserveas anexample
for all the girls thathavetheambition
to grow and to have a career.and I love

speakingin frontof university students.I

really hopethatby looking at me, theycan
think, “If shecan do it, I cando it, too.”
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andI valuediversityverymuch, too.

Sixty-three percentof our employeesare

women, 57percentof our managers are

women,andmorethan 45percentof our
executivecommitteemembersarewomen,
soa lot of progresshasbeen made. You

need to begiven equalopportunities,and
that’s the cultureof Kering.

WWD:You haveareputationfor being
averyhands-onCEO, andyouinitially
heldonto the leadershipof Saint Laurent
whenyou becamedeputyCEO of Kering.
Is it hardto let go, or are you easily
findingyour rewardsin differentways?
F.B.: It hasbeena process.I criedwhen
I abandonedthe roleof CEO ofSaint

Laurent,but I wantedto give it up to
makesurethat I coulddowell my job as
deputyCEO of Kering. I could notcontinue
to do both,especially becauseI am also

responsiblefor developmentof thejewelry
brandsinceJanuary.(Note: Sincethe
interviewtook place,Kering also appointed
anew CEO for the DoDobrand.)Also, we
werereadywith the successionplanning.
Cédric is theperfect personto takeSaint
Laurentto the nextlevel. of course,Saint

Laurent is my baby. I’ve beenthere10

years,so of courseI wasveryemotionalthe

dayI hadto leavethat role.
Bu I alsolearnedhowyoucancontribute

from adistance.A critical part ofmy
job is not to substitutetheCEO. I amthe

deputyCEOof thegroupin chargeofbrand

development,so I helpthemdeveloping
thebrand,but I wouldneverdecidein their

place. Of course,if I thinktheyaremaking

amistake, I intervene and I sayit. There is a

very open and regular dialogue, bu it’s very
importantthat I respecttherole,because
I needthebestprofessionalsin those

positions,and I needCEOswith full power.

wwd: How far do yousketchout
theroadmapsfor thehousesunder

your purview?
F.B.: Youneedto have along-termvision.
TheDNA of thebrandis forever, like the
DNA of aperson.Weall evolve aspeople,we
all adant.weall change.but wedon’tchange
whowe are. I alwaysgivethis example when
I mustdefineabrand.A brandfor meis

like a person. It hasits own1 characteristics,

values,certain icons, certainelements. And
thenit evolveswith thetimes.A brandhasto

consider opportunities,businessevolution,

newmarkets, newwaysof consumption,
bu thecreativity alwaysmust respectthe

fundamentalvalues andthebrandterritory.
For example,now we talk aboutbrand

experiences,somethingnever mentioned

even30yearsago. Weweretalking about

mostlyproducts,andinmultibrand
retailers.Nowwe aretalkingaboutproducts
in yourown stores andexperiencesto make

sure the client is engaged.

wWD: Is therestill roomfor takingrisks
in the luxurylandscapeof ?
F.B.: Thereareopportunitiesfor the luxury
industry to takerisks, to embrace creativity

evenmore – it’s very important. Whether

it’s a well-known designeror a newcomer

– it doesn’t matter. This industry needs a

strongercreativepoint ofview. Weneed

to sell thedream.You needto inspire,

becausewe don’t make things that people
need. Wedo things that people want. It’s
verydifferent. And theability to create

desirabilityis thedifferencein our industry.

wWD: Finally, you’ve workedsideby
sidewith François-HenriPinault for

manyyears.How doyoufeelaboutthe
changingof the guard?
F.B.: In our industry, we haveto beopento
changesandopento questioningourselves.

I happento knowLuca deMeo alittle bit.
Wegotto knoweachotherbecausewe were
bothinterviewedfor abookthathasbeen

publishedaboutItaliansin Paris. Wehave

somefriendsin common.

For me,he’s asupermanager. It’s
incredible whathehasbeendoing, not only
atRenault,butalsobefore.Luca deMeo is

asuperstar in Italy, and we all know how

strong he is, soI am eagerto seewhat he’s
going to bring. I’m very opentochanges.
Fromchanges,we canall learnandbe

excited. So I’m excited for this newchapter.

I’ve beenin this group for morethan 20

years. I’ve seenmany changeshappening.

Every changebroughtsomethinggood.

François-Henristays as a chairman. So
that’salsoimportant. becauseI think oneof
our values is also to bea family-led group,
andthis is still afamily-led group, because

François-Henri is our chairman, and the

Pinault family is our major shareholder.Bu
it’s greatto have a leader like Luca de Meo

joininguSwith his trackrecord.
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FrancescaBellettini
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Un nouveauprix pourunejoaillerie durable

C’est une révolution visant à rendre
le secteurdela joaillerie toujoursplus
créatifetplusvertueux: le groupefran-

çais lancele Kering GenerationAward
X Jewelry,unprix dédié à l’innovation
durable dansle secteurdela joaille-
rie. Le but estde fédérerune commu-

nauté d’étudiant-es et de start-uppers
du mondeentier(Italie, Etats-Unis,
Singapour..),sincèrementengagé-es

pour faire bouger les lignes de cette
industrie. Le thèmeretenuest le sui-

vant : « Seconde chance, premier
choix. » Le prix encourageainsi étu-

diant-es et start-up à faire preuve de
créativité pour réinventer la notion
de « déchet», et à transformer desmaté-

riaux recyclésenressourceet mêmeen
bijou devaleur. Ce conceptdecircula-

rité est inspiré par letravail menédepuis
plusieursannéesdéjà par les équipes

de la maison Boucheron, sous l’impul-
sion de sa directriceartistique Claire
Choisneet dela CEO HélènePoulit-

Duquesne. En2022, Claire Choisnea
utilisé la Cofalit, un matériauobtenu

par l’upcycling de déchetsindustriels.
De nombreuxmois de rechercheont été
nécessairespourenfaire unematière
dignedesexigencesd’excellence dela
maisonde la placeVendôme.

« LE KERING GENERATION AWARD X

JeWelryincarneparfaitementcette
ambition : encouragerlesjeunescréa-

teurs à repousserlesfrontièresde lajoail-

lerie tout enplaçant le développement
durableaucœurdeleur démarche.Je
suis convaincuequel’avenir denotre
secteurdépenddecette capacitécollec-

tive àinventer de nouvellesmanièresde

créer,enalliant excellence,créativité et

respectde l’environnement », appuie
HélènePoulit-Duquesne.La coordi-

nation scientifiquedece prix estassu-
rée par Poli Design– Politecnico di
Milano

"y une universitéitalienne de
référenceenarchitectureet en design.
Parmilesmembresdujury: le PDGde
Kering, François-HenriPinault,Marie-

Claire Daveu, et lestrois CEOdesmai-

sons dejoaillerie Kering(Boucheron,
Pomellato,Qeelin).

LE KERING GENERATION AWARD X

Jewelry vient enréalitéde récom-

penser non pasun mais deuxlauréats
lorsduJCK ShowdeLasVegas,début
juin, le saloninternationalde la joail-
lerie : l’un étudiant,l’autre start-upper.
Mettrele beauet l’éthiqueenhar-

monie, dequoi inventer la joaillerie
dedemain.

PRIX START-UP
YanXiang, fondateurde la start-up lanyan, Chine

lanyan met envaleur les opalesfracturées
et les pierresrareset oubliées,souvent
négligées enjoaillerie. En choisissantlabeauté
del'imperfection, cettestart-up promeut
littéralement léconomie circulaire : chaquepièce

estconçuecommeunesublime réparation.

PRIX ETUDIANT
Lee Min Seo,universitéde Hongik, Corée

La jeune femme a imaginé une collection
à partir de chutesde cuir issues
du jang-gu,unepercussiontraditionnelle
coréenne.Un nouveau cycle très
poétique visant à préserver une pratique
culturelleen la réinventant.
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monde

Institutions, Associations, PME-ETI, Grandes entreprises, Start-up : le 5e palmarès Giverny-Le

Point distingue 50 jeunes décideurs acteurs de la transformation écologique et sociale des

entreprises.

Institutions, Associations, PME-ETI, Grandes entreprises, Start-up : le 5 e palmarès Giverny- Le

Point distingue 50 jeunes décideurs acteurs de la transformation écologique et sociale des

entreprises. I ls avaient rendez-vous avec des clients ou des investisseurs, une audition à

l'Assemblée nationale… Mais ces jeunes gens dynamiques ont pris le temps de passer au Point

, à Paris, ce 18 juin, pour la traditionnelle photo de groupe de promotion.

Ces leaders de moins de 40 ans engagés dans la transformation écologique et sociale sont les

lauréats de la 5 e édition du palmarès Giverny- Le Point La liste des élus est divisée en 5

catégories : Institutions, Associations, PME-ETI, Grandes entreprises, Start-up. Pour chaque

catégorie, 10 lauréats (5 hommes, 5 femmes).

Romain Mouton. Président du Cercle de Giverny.

© Jean Nicholas GUILLO/REA

S'adapter au monde qui change

Romain Mouton, président du Cercle de Giverny, laboratoire d'idées qui organise le rendez-

vous annuel de la responsabilité sociétale des entreprises (RSE),dont l'édition 2025 se tiendra

le 5 septembre à Giverny, reste optimiste : « Le contexte géopolitique, instable et incertain,

pourrait faire croire que les efforts en faveur d'une planète durable s'amenuisent. Mais c'est
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tout le contraire. On ne peut plus faire machine arrière, tous les acteurs de la société sont

mobilisés sur le sujet de la transition écologique, et l'afflux toujours plus important de

candidats pour notre palmarès le prouve. » Le jury passe au crible des centaines de profils,
jugeant l'activité, l'expérience et l'impact des prétendants sur la décarbonation. Les 250 alumni

se réunissent dans le cadre des groupes de travail du Cercle de Giverny. Adaptation au

changement climatique, transformation des métiers, gestion de l'eau, électrification due à l'IA

générative… Tous les sujets sont sur la table et les bonnes volontés au travail pour accélérer la

transition écologique.

Le jury du palmarès

• Véronique Andrieux

Directrice générale du WWF France

• Jean-Marc Borello

Président du Groupe SOS

• Barbara Bressand Sussfeld

Directrice du développement durable de L'Oréal France

• Moussa Camara

Président-fondateur de l'association Les Déterminés

• Stéphanie Cau

Vice-présidente exécutive, directrice de la communication, du développement durable et des

affaires publiques de Suez

• Marie-Claire Daveu

Directrice du développement durable et des relations institutionnelles de Kering

• Ulrike Decoene

Directrice de la communication, de la marque et du développement durable du Groupe AXA

• Marie Georges
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Directrice exécutive, responsable mondiale des activités de conseil en développement

d'Accenture

• Anne Pointet

Directrice de l'engagement de BNP Paribas

• Jacques Pommeraud

Président d'Inetum

• Augustin de Romanet

Président de Paris Europlace

• Marc Roussel

Vice-président exécutif de Bureau Veritas

• Olivier Sichel

Directeur général du groupe Caisse des dépôts

• Hélène Valade

Présidente de l'Observatoire de la responsabilité sociétale des entreprises (Orse)
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CURRICULUM

Gucci toutà soie
Avec le projet 90x90, la maisonitaliennecélèbre
son carré desoieet sesemblématiquesmotifs.

ParVicky CHAHINE

UN MODéLE HISTORIQUE

La maisonflorentine née en1921 ne

manquepasdepiècessignatures.Après
avoir remis augoûtdu jour le sac
Jackie,qui amarquélasilhouettedela
premièredamedesétats-Unisdansles
années6o, Guccimetenlumièreses
carrés90X 90 cm ensergédesoie,
dont lesmotifsencapsulentson riche
patrimoine. Un hommagequi prend
plusieursformes.Celle d’une collabo-

ration avec neuf artistes à qui l’on a
donnécarte blanchepour réinventerce
foulard, celle d'une campagneavec
l’actrice américaineJuliaGarner,pho-
tographiée parStevenMeisel, et enfin
celle d’un beaulivre Gucci: TheArt of
Silk, deJo-Ann Furniss,publié aux édi-

tions Assouline.

DESIMPRIMéS SIGNATURES

En 1958, Gucci s’associeavecune
manufacture située près du lac de

Côme, enLombardie,unerégion répu-

tée depuisdessièclespour son savoir-

faire de lasoie. Ensemble,elles créent

le carréTolda di Nave, dont le thème
nautiquedevientvite unintemporel.
Les deux décenniessuivantes,l’artiste
Vittorio Accornerode Testadessine
plusieursmotifsemblématiquesde la

maison: le Flora, dont la composition
de quarante-troisespècesdefleurs,
d'insecteset depapillonsrendhom-

mage àla princesseGracedeMonaco,
ou encorelesscènesanimalières.Plus

tard, le monogrammeaudouble G et le
mondeéquestreviennent compléter le

vocabulairestylistique descarrés.

UN REGARD CONTEMPORAIN

Pourcélébrercette pièce incontour-
nable desonhistoire, Gucci a sollicité

plusieursartistesqui ont eu la liberté

deréinterpréter àleur façon lesmotifs
iconiquesde la maison.L’Américain
RobertBarry, l’un deschefsdefile de
l’art conceptuel, atravaillé son médium

artistique de prédilection,les mots,
pour habiller le motifFlora. Connu

pourson travail dedécoupedupapier,
l’Italien Gio Pastoria livré savision
d’un coucherde soleil graphiquepour
illustrer le thèmenautique.Quantà
la CoréenneInji Seo,ellea imaginé

pour lethème animalierunejungle fan-

tasmagorique. Autantd’universet de
regardscontemporainsqui réactua-

lisent avectalent cettepiècehistorique.

O CarréFlora par
Inji Seo. 0 Campagne
The Art of Silk avec
l'actriceJulia Garner,
photographiée
parSteven Meisel.

8 CarréFlora par
Gio Pastori.
@ Carré Flora par
Robert Barry.

COURTESY

OF

GUCCI.
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ENTREPRISES

La mode homme en
ébullition pour relancer
la machine du luxe
LUXE

Le secteur du luxe,
en quête de rebond,

mise sur la mode
homme qui défile
cette semaine avec
un calendrier
hors du commun,

résultant des derniè-
res nominations dans
les grandes maisons.

Virginie Jacoberger-Lavoué

« Get right ! » Le titre inédit de Doe-

chii et Tyler, « The Creator », qui

accompagnait mardi soir la présen-

tation de la collection printemps-

été 2026 de Louis Vuitton homme

(groupe LVMH, propriétaire des

« Echos »), dont le designer est

l’artiste Pharrell Williams, peut

apparaître comme un mantra dans

une industrie du luxe qui a plus de

jamais besoin de viser juste et de

« trouver le juste équilibre pour

rebondir », note-t-on chez Edmond

de Rothschild Asset Management.

Après un début d’année difficile

pour le secteur, « dans le scénario

que nous privilégions à ce stade,

les ventes globales de biens luxe

devraient chuter de 2 à 5 % cette

année », indique Joëlle de Montgol-

fier, responsable du secteur du luxe

chez Bain & Co Paris.

Démonstration de force

Selon la spécialiste, certaines mar-

ques sesont exclues elles-mêmes du

marché, « par manque decréativité et

d’innovation, d’engagement sur la

qualité et surtout en raison de fortes

augmentations de prix venues com-

penser les baisses en volume ces der-

nières années ». D’où la nécessite

pour beaucoup de marques de

« redéfinir leur terrain d’expression ».

Ce se r a précisément c e t t e

semaine, la mission de la Semaine

de la mode homme qui défile à

Paris, après Milan. Avec 40 shows,

contre une quinzaine seulement

dans la ville italienne. A Paris, la

mode homme est en ébullition

pour relancer la machine du luxe.

Une démonstration de force a été,

mardi soir, l’impression produite

par le défilé Louis Vuitton homme

de Pharrell Williams, première

marque de luxe en termes de chiffre

d’affaires (23 milliards en 2023,

selon Bernstein). « C’est le seul capa-

ble de créer le buzz comme son prédé-

cesseur Virgil Abloh, avec une collec-

tion inventive et une présentation

digne des plus grands shows musi-

caux, surfant sur la culture de l’enter-
tainment, à fort impact », note l’ana-
lyste Luca Solca chez Bernstein.

Selon lui, cela s’inscrit dans la

stratégie de Pietro Beccari, PDG de

Louis Vuitton, d’ « élargir les frontiè-

res » de la marque leader. C’est aussi

une manière d’entretenir sa désira-

bilité en la positionnant à « l’avant-
garde » devant des invités presti-

gieux dont Beyoncé et Jay-Z ou le

réalisateur Spike Lee.

Le défilé a mis en avant dessacs et

malles réinterprétés, héritage de la

maison. Les costumes fluides, man-

teaux longs, shorts et jeu de super-

positions ont dominé. L’inspiration
de l’Inde, marché prometteur pour

le luxe, a marqué les esprits. Pharrell

Williams a puisé dans une gamme

créée pour le film « The Darjeeling

Limited » de Wes Anderson.

Jonathan Anderson

très attendu

En contraste, Yves Saint Laurent

(Kering) a capitalisé sur la nostalgie

des années 1970, décennie mar-

quante pour la maison. Anthony

Vaccarello a présenté à la Bourse du

commerce une collection homme

rigoureuse et sobre. Hermès défi-

lera samedi, et dimanche, dernier

jour des défilés, se tiendra celui

mixte (homme et femme) de Jac-

quemus, une maison forte dans le

prêt-à-porter homme.

Le temps fort sera vendredi, le

défilé de la maison Dior. Luca Solca

estime que c’est le plus attendu et

« le plus important pour LVMH en

termes de redémarrage ». Jonathan

Anderson est le premier styliste

depuis Christian Dior à superviser

les deux lignes (homme et femme)

de la maison ainsi que la haute cou-

ture. « On verra s’il commence de la

bonne manière », note un analyste.

Le buzz a déjà c o mmencé.

Depuis plusieurs jours, les réseaux

sociaux relaient les publications de

Dior sur Instagram. La maison a

dévoilé un premier aperçu de la

créativité homme de Jonathan

Anderson à travers des vidéos met-

tant en scène Kylian Mbappé, son

ambassadeur. On y découvre des

pièces de tailoring et un costume
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rappelant les tenues de Jean-Mi-

chel Basquiat. Le directeur artisti-

que avait précédemment partagé

deux polaroïds de Warhol repré-

sentant Basquiat et Lee Radziwill.

Autre phénomène viral, la révé-

lation sur Instagram de sacs « Book

tote bag » Dior mettant en avant des

œuvres littéraires comme « Dra-

cula », de Bram Stoker.

Dans le grand mercato de la

mode qui a vu les directions artisti-

ques se renouveler, Jonathan

Anderson est le premier grand

nom à défiler, avant Matthieu

Blazy chez Chanel, et Demna chez

Gucci cet automne. Fait rare, les

trois directeurs artistiques sont

amis et la personnalité qui a déjà

loué leurs talents respectifs n’est
autre que Pharrell Williams.

Mais l’esprit de compétition

demeure. Selon une source de

l’industrie musicale, seront pré-

sents au premier rang vendredi

chez Dior Homme, Rihanna et

Asap Rocky. Une dimension qui a

aussi toute son importance. « A

Paris, il y a toujours un match qui se

joue dans le match », estime un

patron du luxe. n

« Pharrell Williams

est le seul capable

de créer le buzz

comme son

prédécesseur

Virgil Abloh. »
LUCA SOLCA

Analyste chez Bernstein

Pharrell Williams à la tête des collections homme de Louis Vuitton a électrisé Paris mardi soir

avec un défilé spectacle. Photo Geoffroy van der Hasselt/AFP
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A Parigilamodauomorisponde
alleincertezzeconla creatività
In passerella.Dai grandinomifrancesi Saint-LaurenteLouisVuitton ai protagonisti giapponesi
disempre,passandopermaisondalla fortepersonalità,gli stilistipropongonounantidotoai tempi bui

AngeloFlaccavento

n un momento di grandediffi-
colta per il settore checoincide

conuna temperiestoricaparti-
colarmente inumana,la moda

rispondecomepuo: con i
po-

tenti strumenti dell’estetica,econ
indagini sottili sullapsicologiadel

vestire.Lesfilatepariginediquesti
giorni sonoaccomunate,nellava-
rieta quantomaiframmentatadel-

le proposte,dallarinuncia alleso-

vrastrutture: si sottraeealleggeri-

sce, mentresi riscopronofragilita
eumanita.Muovendosiladovede-

siderio edeleganzasi impastanoin

unmododi vestireche eunagram-
matica di coloriematerie,Anthony
Vaccarello,da Saint-Laurent, la-

vora su fluidita e levita mentre
evocala palettesaturacosi come
l’edonismo spensierato di Larry
Stanton,figuradispiccodel milieu
di Fire Islandsul crinaledi anni
SettantaeOttanta.e uncambio di

passo.L’ambiente dell’uomo Sa-

int-Laurent non epiu lanotte, ma

unpomeriggio assolato;lasessua-

lita dichiarataefoscastemperain
carnalitasoffusa.Vaccarellocattu-

ra consensibilita laleggerezzadi
quegliuomini liberi daschemie in
fondo cositragici, partediunage-
nerazione falcidiata dall’Aids.Lo

fa senzareplicarnei look scosciati,

maveicolandonel’eleganzaistin-
tiva in unacollezionefluttuantee
accollata,toccanteeripetitiva,nel-

laqualetutto vibra malespalle so-

no larghe eferme.
Il teamdi IM Men continuaad

espandereunodeiprincipifondanti
deidesignMiyake:lasfidadi realiz-

zare ciascuncapoinun solo pezzo
distoffa. Quelcheadocchiprofani
puoapparirecomeunmerotecnici-

smo producein veritaabiti dalleli-
nee meravigliosamentefluide, le
cuiformegeometrichesiriconfigu-

rano eridefinisconoconognimovi-

mento delcorpo,creandoundialo-

goin costantedivenireconchi li in-
dossa. Questastagione la ideale
conversazionecon il lavorodelce-
ramista ShojiKamodasitraducein
una paletteorganica, e in pattern
dal ritmo ancestrale.

JulianKlausnercontinuaa con-
vincere come erede creativo di
DriesVanNoten. Simuovenell’al-
veo, mahaunasensibilitasua,piu
duraatratti, menoecletticadi certo,
piuincline adesplorareuna sottile
ambiguita.Immaginaunuomo in-
namorato, checamminain spiaggia
all’indomanidellafesta,mescolan-

do smokingepareo,ricamifitti eri-

ghe dapigiama,intimoavistaefor-

Moda 24

Le sfilate di Parigi
Uomo,creatività
contro le incertezze

Angelo Flaccavento_1apag. 24
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malitaacciaccata.eunpersonaggio
svagato e gentile, immemore di

quelchee daconsideraremaschile
ofemminile,chebencatturail biso-

gno diffuso digentilezza.
DaLemaire,ChristopheLemaire

e SarahLinh Tran continuanoad

esplorare l’orizzonte della moda

comeespressionediunaquotidia-
nita giustoappenaidealizzata.C’e
un pragmatismoispirato nel loro
metodo progettualechesi traduce
in capicheciascunopuointerpreta-

re a proprio modo. Tesae gentil-
mente severa,lanuovaprovanasce
proprio dall’idea della vestizione
comeatto spontaneodi rappresen-
tazione individuale.

DaLouisVuitton, PharrellWil-

liams nonrinuncia alloshowspet-

tacolare, chequestavoltasi svolge
nella piazza antistanteil Centre
Pompidou, ma apparepiu pacato
esobriodelsolito. Si ispira all’In-
dia, malasciacheil coloreesploda
solosugliaccessori–vero focusdel

business– mentregli abiti,conle
lineesartorialiescatolari,muovo-
no attraverso notescureoneutre.
Loshowelungo manon intrattie-

ne e la cosasorprende, essendo
Williams un artistaabituatoalle

esibizionidalvivo.
Larisposta di Walter Van Bei-

rendonck aitempigrami e l’ostina-
zione nel continuare a guardare
tutto conle stellenegli occhi,sfor-
zandosi di trovaregioiaeleggerez-
za anchedovequesteormainonso-

no piu.La visionediinfantilismo li-

sergico illumina eimmalinconisce.
L’eleganzaupperclasscheper-

mea il lavoro di WalesBonner e

struggente,a tratti decadente,ma
nonnascedaldesideriodi chiudersi
in una torre d’avorio rifiutando il

presente. AlexandreMattiussi, da
Ami, unisceconcretezzadelguar-
daroba eastrazionedelvolumecon
misura esapienza.Mike Amiri, in
arte semplicementeAmiri, el’aral-
do losangelenodi una sartorialita

spavaldamamorbida,tuttacolorini

cosmetici,ricamicompiaciuti,rever
ampi e pantaloni a zampa.Yohji

Yamamoto, infine, decostruiscee
fluidifica comesololui safare,da

sempreeconverveimmarcescibile,
fedeleasestessosenzarigidita eor-
todossie. Tuttoeleggero,il nerodi-

laga rotto dalbianco, slogansedi-

ziosi percorronogiaccheecamicie

vaporoseelapoesiasi fapunk,sen-

za vetrioloma con moltalevita.
©BRIPRODUZIONERISERVATA

6 Klausnerconvincecome
erededi Driesvan Noten

Stupisconoin positivo
le propostedi Ami,
WalesBronnereAmiri

Lemaire.Sartorialecontemporaneo
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IM Men. Capida ununicopezzodi stoffa

DriesVan Noten. Patchwork di righe

Yamamoto.Il redella decostruzione
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LouisVuitton.
Il direttore
creativo Pharrell

Williams hascelto
di sfilare con la

collezione per la
primavera-estate
2026nella piazza

davanti al Centre
Pompidou, con
focussu accessori

e pelletteria

Saint-ILaurent.

Tratto comune
aicapi della
collezione

primavera-estate
2026disegnata
daldirettore
creativoAnthony
Vaccarello
sonole camicie

conspallelarghe

eferme
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Balenciaga : avant les adieux, une exposition phare

pour les dix ans de Demna

Chez Balenciaga, il a durablement modifié le paysage mode et inventé une silhouette qui restera

dans l'histoire. Alors qu'il s'apprête à rejoindre Gucci, Demna fait ses adieux avec une belle

exposition consacré à une décennie créative hautement disruptive.

Par Pierre Groppo

Balenciagatourne unepage,et Demnaaussi. Le couturier géorgien,qui rejoindra Gucci à la rentrée, fait

sesadieux àune maisonqu'il a porté aupinacle dela mode contemporaine.Depuisson arrivée, en2015,

celui qu'on avait découvert chez Vêtements(avecundéfilé restédansl'histoire, puisque organisédans...

un sexclub) a durablementtransformé l'idée même dela mode,mixant avecbrio pop culture, références

90's et héritage couture au fil de shows spectaculaires qui resteront, eux aussi, dans l'histoire.

De l'hallucinante présentation organisée au Bourget en mars 2022 au front-row démocratique du

printemps dernier, des Simpsons invités au Théâtre du Châtelet à l'élégance post-aristocratique de

la haute couture ressuscitée,Demna a hisséBalenciagaau sommetdes maisonsqui font parler d'elle (et

dont le chiffre d'affaire grimpe enflèche).

De la mode... et une candidature destage refusée

On aura beaucoup glosé sur un certain « mauvais goût » Balenciaga, entièrement revendiqué par le

créateur, qui l'assume d'ailleurs à nouveau avecune invitation aux allure de couverture de magazine

féminin époque pré-internet. C'est l'image - mettant en scènesa mannequin fétiche Eliza Douglas -

choisie pour l'exposition organisée jusqu'au 9 juillet au sein du siège de Kering, propriétaire de

Balenciaga, qui revient sur dix ans detravail autravers dequelques piècesrentréesdansle patrimoine

imaginaire collectif de la mode. Basket Triple S,hoodie évoquant un personnagede Assassin'sCreed

façon sportswear,robes géantespuisant dansl'héritage de Cristobal Balenciagaet mêmele fameux sac

de chips sorti d'un rayon de supermarchéont été réunis dansla majestueusegalerie del'ancien hôpital

Laennec.En tout, 101 piècesdonnent à voir l'aventure de dix ansdecréation faite aussidetrompe-l'œil,

derecyclage,de mélangesimprobables etpourtant devenusaujourd'hui évidents.Et pourtant,rien n'était

joué d'avance: parmi les accessoiresexposés,Demna a aussi sélectionnéune lettre qui lui avait été

envoyée suite à une demande de stage envoyée en 2007 au studio masculin de Balenciaga. Sa

candidatureavait étéalors... refusée.Ce queDemnan'a pasoublié derappeler, avecce soupçond'ironie

très Balenciaguesque,à François-Henri Pinault, le PDG de Kering, et FrancescaBellettini, qui préside

àl'ensemble des maisons du groupe deluxe.

En attendantson dernier défilé couturepour Balenciaga,et son arrivée trèsattenduechez Gucci avecun

premier défilé attenduenseptembreprochain, voici doncl'occasion deretrouver etl'homme, et la maison

à sensationsdecesdix dernières années.

L'exposition « Balenciaga by Demna» est présentéedu 26 juin au 9 juillet et est ouverte aupublic sur

inscription, accessiblevia exposition.balenciaga.com
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Exhibition

Balenciagacelebra
la rivoluzionebyDemna
Unachiesasconsacrataospitalamostracheraccontai dieciannideldesigner
allaguidadellagriffe.In attesadelsuodebuttodaGucci.TommasoPalazzi(Parigi)

N
on è una sfilata,
ma è l’appunta-
mento più atteso
dellagiornatadel-

la moda parigina. Dentro
l’ex ospedalemilitare de
Laennectrasformatoin hea-

dquarter di Kering si apre
«Balenciagaby Demna»,
unamostrache raccontae
celebrai dieciannidel desi-
gner georgianoalla guida
della maison Balenciaga.
Inun momentocrucialedel-

la suacarriera,a pochimesi
daldebuttodaGucci,Dem-

na archiviail suodecenniodisruptive
conun progettocheè tutto tranneche
retrospettivo.È unadichiarazione,un
testamento,unarchiviovivo dellade-
cade chehariscrittoil lessicodellusso,
conun’esteticafattadi stratificazioni
concettuali,shockvisivi enuovi codi-

ci. Trai primivisitatorispiccaPierpao-
lo Piccioli, vestito in total blackcon
pendentiincorallo.«Sonoquida qual-

che settimana,manonhoancoratrova-

to un appartamento»,raccontaaMFF.
«L’archivioèincredibileedètalmente

pienodispunti.Saràinteressantevede-
re dueapproccidiversi a unastessa
maisoncosìriccae centralecomeBa-
lenciaga». L’allestimentoprendeav-

vio all’internodiunachiesasconsacra-
ta, dovedavantiall’altarecampeggia-

no quellichesonodiventatioggettidi

cultonellamoda,gli invitidelle sfilate
firmati daDemna.Dall’iPhonerottoal-
la videocassettavintage,dalloscontri-

no stampatofinoagliinviticouturetra-

sformati in sculturedorate,ognipezzo
è unsegnodel tempo,provocatorioe

ironico.Attraversatoil transet-
to, alcentrodellospaziosista-

glia unagrandecrocemonu-
mentale che raccoglie 101
look,selezionatipersonalmen-

te daDemnae provenientida
trenta diversecollezioni, tra
prêt-à-portere hautecouture,
tra calzature,accessoriecapi
completi.Duedi questipezzi
provengonodalle collezioni
del PalaisGalliera, il museo
dellamodadi Parigi.Demna
stessoguidaalcunidegliospi-

ti vip. François-Henri Pi-
nault, numerounodi Kering,

sorridesoddisfatto.A pochipassic’è il
nuovo ceo Gianfranco Gianangeli,
appenainsediatodaBalenciaga.Il per-

corso espositivo,concepitocome un
veroeproprioeserciziocuratoriale,in-
daga tutti i codici chehannodefinito
l’esteticae il pensierodi Demna,tra
cui reinterpretazionideimodelli stori-

ci di CristóbalBalenciaga.La mostra
non è pensataper concludere,maper
guardareavanti.Chiudeil cerchio.Ma
èsolol’inizio di unnuovocapitolo.(ri-
produzione riservata)
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Un’immaginedella mostra«BalenciagabyDemna»
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Balenciaga by Demna, la mostra a Parigi

Curata dallo stilista stesso, è un résumé dei suoi 10 anni di lavoro per la maison: pezzi chiave e

oggetti del desiderio

di Arianna Galati

Balenciaga by Demna, dieci anni dopo. Conil passaggioa Guccisi èchiusal'era del designer georgiano

alla corte di monsieur Cristóbal, ma non si è esaurita di certo la spinta social-culturale che ha

caratterizzato i suoi duelustri di creatività. E tantomeno la riflessione su sé stesso,che Demnanon ha

mai smessodi elaborare. Punto di partenza per la mostra Balenciaga by Demna, curata dallo stesso

stilista e installata direttamente nella sede di Kering a Parigi dal 26 giugno al 9 luglio, con accesso

previa registrazione susito dedicato. Il "cosa sarebbesuccessose" a quellaprima application Balenciaga

avesserisposto sì, invece di consegnargli unalettera di rifiuto.

Era il 2007, Demna era ancora studente all'accademia di belle arti di Anversa e puntava a svolgere il
tirocinio del mensweardi Balenciaga,ma la sliding door non si aprì. Si spalancaronoinvece le porte di

Walter van Beirendonck, Maison Margiela e Louis Vuitton prima di mettersi in proprio con Vetements

nel 2014, e infine sbarcarealla maison Balenciaga l'anno successivo.Un giropiù lungo ripercorso in un

autentico résumédell'attitude che ha guidato lo stilista e visionario nel suo lavoro presso la maison,

attraversopezzi chiave che riuniscono codici stilistici, volumi, linee, gli imbattibili accessorie persino

gli oggetti (del desiderio successivo) che negli anni hanno svolto la funzione di invito alle sfilate di

Balenciaga.

101 elementi scelti da Demnain personadalle sue 30collezioni in dieci anni (due pezzi in prestito dal

museodella moda del Palais Galliera), 101tappe di unarielaborazione cominciata con una apparente

dissacrazioneeproseguitaripescando, tritando il ready-to-wear con l'upcycling, cancellando le regole

vetuste per provare a scriverne di nuove - o forse per liberarsene del tutto. "Quello che le persone

indossano,e dove sta la linea tra la moda e il lusso" si legge nel comunicato ufficiale della mostra. 50

tra capi e oggettisononarrati da Demnaattraversoaudiosovrapposti, in una polifonia rumorosa ecaotica

su cui provare a concentrarsiper dipanare i significati nascostidella gestazionecreativa che li hamessi

al mondo. "Mi piace che ci si chieda seèuno scherzoo no, è bello mettere in discussionele cose"ripete

la voce del designer, e gli occhi si voltano a cercare quella celebre bag of chips trasformata in status

symbol, o la borsa blu cheispirandosi aIKEA ha sballato i codici dello stile.

L'attenzione al dettaglio torna anchenel custom display degli oggetti, dalle gruccein stile lavanderia a

seccoalle sculture iperrealistiche, che riproducono fedelmente le modelle delle sfilate originali. Alcuni

specifici pezzi, poi, trascendono l'indossabilità per consegnarsi all'opera d'arte, grazie alla

collaborazione conspecifici artisti chehanno lavorato, negli anni, al progetto"Balenciaga Art in Stores":

esempio vincente il look di chiusura della collezione Summer 2022, a temared carpet, reinterpretato

dall'artista statunitenseMark Jenkins comeun umanoide dalle sembianzedemniane.Da manuale della

cura ancheil catalogo della mostra Balenciaga by Demna,strutturato e impaginato come un magazine

di moda con visual dedicati da sfogliare senzasosta. Per calcificare per sempre un'estetica che si è

conficcata nella moda come una freccia bollente, costringendo tutti a farci i conti.
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Essilux,treannisenzaDelVecchio
Timelaincludetrale100bigmondiali
L’ingressonellaclassificadelleaziendepiù influenti.Oggi la commemorazioneadAgordo

EssilorLuxottica,unica so-
cietà italianainsiemeaPrada,
entranella Time100Most In-
fluential Companies,la classi-

fica chepremiale aziendeche
stannoavendounimpatto po-
sitivo a livello globale.Il rico-
noscimento è giunto ieri, alla
vigilia del terzo anniversario
della morte del fondatoreLe-

onardo Del Vecchio.Nel po-
meriggio di oggi, adAgordo,
sedestorica del gruppo e
maggiore distrettonazionale
dell’occhialeria,èprevistauna
messadedicata al fondatore.
L’aziendaricorderà come Del
Vecchio avesseimmaginato
un gruppoinnovativo «capa-

ce di coniugaretecnologia,ta-
lento estile».

EssilorLuxotticasi è anche
riflessa «in uncostanteper-
corso di crescita»,che l’ha
portataaraddoppiarela capi-
talizzazione di mercatosupe-
rando lasoglia dei100miliar-
di. Il progettodi Del Vecchioè
statoportato avanti daFran-
cesco Milleri, designatodal
fondatorealla guidadelgrup-

po come presidentedi Essi-

lorLuxottica (di cui era già
ceo)e dellacassaforteDelfin.
A due anni dallascomparsa
dell’imprenditore, i ricavi so-
no cresciuti da24,5 miliardi
nel 2022 a 26,5 miliardi nel
2024,mentreutile netto e
quellooperativoregistrano
incrementi rispettivamente
del 9%edel 7%.La spintaè ve-

nuta dall’evoluzione del-
l’azienda dal businessstorico
della produzionedi lenti e
montatureagruppointegrato

che include le tecnologieme-
diche, gli smartglass,l’audio-
logia e l’intelligenzaartificiale
applicata agli occhiali, come
hadimostratoil lancio setti-

mana scorsadi OakleyAI.
La crescitadel valore delle

attivitàcontrollate daDelfin si
è riflessa in un aumentodel
valore della holding: oltre 50
miliardi a prezzi di mercato
delle partecipate quotate.Fa

capoagli otto eredi:la vedova
Nicoletta Zampillo, suo figlio
Rocco Basilico più i fratelli
Claudio, Marisa, Paola, Leo-

nardo Maria,Luca eClemente
Del Vecchio, cui fa capo il
12,5%a testadi Delfin chea
prezzidi mercatovaleoltre 6
miliardi.

Non risulta ancora un ac-

cordo perchiuderedefinitiva-
mente l’ultima parte della
successionedi LeonardoDel
Vecchio,anchesei tentatividi
ricompattamentocontinua-
no. Il prossimo èstato fissato
per il 31 luglio,ladatain agen-

da per l’assemblea.Gli eredi
provanoin questesettimanea
fare fronte comuneperché,
comeavevastabilito Leonar-
do Del Vecchioattraverso lo
statutoDelfin, ledecisioni per
cambiare le cosesi possono
prenderesolo con una voce
comune,cioècon l’88%dei vo-

ti. Di fatto con un’unanimità
chefin qui gli eredinon han-
no trovato.Alcuni vorrebbero
cambiarelo statutoinserendo
scadenzeperil boardcheoggi
segueleregoledi un trust.Al-
tri vorrebberoinveceiniziare
a dismetterele quotenelle

banchechehannoalimentato
la ricchezzadi Delfin. Unade-

cisione assiemepotrebbero
prenderlaall’assemblea sul
fronte deidividendi la cui di-
stribuzione ha,perstatuto,un
tetto del10%sugli utili. Anche
qui ci vorrà unità: per alzare
quella soglia devono essere
d’accordoottosuotto.

DanielaPolizzi
© RIPRODUZIONE RISERVATA

Il profilo

Leonardo
Del Vecchio

(22 maggio
1935-27
giugno2022)
è statoun
imprenditore
italiano,

fondatore

e presidente
di Luxottica

e presidente
esecutivo
di Essilor-

Luxottica,

lapiùgrande

holding
produttrice
e venditrice

mondialedi

occhiali e lenti
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How Cyril Chapuy Made L’Oréal
Worldwide Leader in Prestige Beauty

Cyril Chapuy’s title may be president of L’Oréal’s Luxe division, but a more apt moniker
would be cultural anthropologist.

While he has a large and beautiful office in L’Oréal’s worldwide headquarters in Paris,
filled with art, books and assorted bibelots, it is not here where he’s strategized L’Oréal’s
rise to be the leading seller of prestige beauty products globally. It’s out, in the field, in
the markets of the world, be it a hot new restaurant in Kuala Lumpur or Roosevelt Field
Mall in Long Island, New York, where Chapuy has honed his understanding of what
constitutes luxury for consumers today — and how that should translate for the 27
brands that fall under his purview.

“In our business, if you don’t understand culture, forget it,” said Chapuy, the son of a
doctor and an artist who thrives on the operational and emotional aspects of the
business. It’s an approach that has garnered great success. Over the last five years,
L’Oréal has solidified its position as the worldwide leader in fragrance, with five of the top
10 global bestsellers in the women’s category in 2024 and four in the men’s.

Cyril Chapuy Antoine Doyen/WWD

Overall, the Luxe division’s sales reached 15.59 billion euros in
2024 and it is the leading player in every key geography save travel
retail, where, said Chapuy, L’Oréal deliberately pulled back amidst
the ongoing challenges in that channel. According to the company,
it sold four fragrances every second in 2024.

But Chapuy isn’t content to rest on such laurels. Instead, he’s
laser-focused on driving uniqueness and desire across all
categories, especially fragrance. That might mean olfactive

innovation, for instance, or driving L’Oréal to be the leader in refillable fragrance bottles.

“Luxury is about permanently surprising, permanently disrupting, permanently
enchanting consumers,” he said, during a wide-ranging interview in the company’s New
York headquarters, “so even for fragrance growing by double digits, if you don’t keep
bringing exciting stuff, consumers will get bored. We don’t want them to ever get bored.
We’re the worldwide luxury leader in beauty and in fragrance, too, and we always want
to keep this category very enchanting, very experiential and very surprising for
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consumers.”

What does it mean for L’Oréal to be the number-one luxury beauty player?

C.C.: It’s an incredible source of pride for our teams, because L’Oréal as a company is
number one in beauty, but we were not number one in luxury, so that is what we were all
dreaming of and we have been very strongly working on that for years.

It also gives us a great sense of responsibility. As a leader, you have to take a position
that helps the market stay very dynamic, inspiring. It’s not — OK, we are the leaders and
we’re happy. It’s — we’re the leaders and we want to keep developing this market and
recruiting new consumers. The potential of the luxury business is still immense. If you
look at the penetration rate of categories there’s a lot of room to grow.

Prada Paradoxe Courtesy of L’Oréal
What’s your assessment of the global market and the factors that have enabled
you to get to this point?

C.C.: 2024 was the 14th year in a row where we gained market share. It’s been a lot of
work by the teams. Why did we become leader? First, we have an incredible portfolio of
brands — extremely complementary in terms of price levels between 20 euros and 500
euros, consumer targets we want to address and in geography. I’m a very strong brand
believer and my teams are brand builders first. In luxury, the brand comes before
anything.

Secondly, we have very strong innovations. When you have beautiful brands you need
to innovate. If you have a beautiful brand that rests on its laurels, it can fade.

Then there is the team. Luxury is about being very creative, about being obsessed by
excellence and details, and for this, you need teams. You can have teams that are
enhanced by tech and AI, but you need talent, people who create, who design, who
formulate incredible juices, who choose incredible materials for the bottle. You need
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beauty advisers — we have 26,000 around the world — who create this incredible
one-to-one relationship with consumers that is the epitome of luxury.

On top of that you need a strategy to become the leader and where our strategy paid off
is because we are very balanced across categories and regions. We’re number-one
worldwide in fragrance and number two in makeup and skin care. We are number one in
three of the four major regions. We’re also balanced by channel — offline and online.
We’re not ultra-dependent just on offline or purely dependent on online, i.e., a
relationship which might be more transactional and less experiential — we’re
well-balanced between the two. Some of my colleagues and competitors are not as
balanced between the channels.

Finally, our culture. L’Oréal Luxe is 35,000 people around the world and for the last three
years I’ve been distilling this cultural obsession of what is luxury in beauty. When you
have a big company you need a common language, a common currency, common
criteria to look at when we discuss a new product, a new store opening, a new retail
design. We’re not just a conglomerate of brands. We have a philosophy of luxury beauty
on culture and creativity which is the way we work and think.

What are the emerging markets of the future for luxury?

C.C.: All emerging markets are booming in luxury because the upper middle class is
growing. When the upper middle class increases, the luxury market increases, because
there is a desire to indulge more in products that have a higher level of quality and
excitement. So the Southeast Asian countries, Asia, Mexico — Mexico has become one
of the top 10 countries in the world in luxury beauty now. Brazil and even Africa are
growing very strongly. This desire for more quality, more elevation, more inspiration is
very strong across all emerging markets. The market is at plus-10 and we are at plus-14
in emerging for L’Oréal Luxe.

I love to go to these markets and figure out how we are going to win there. I spend a lot
of time traveling to countries like India, Indonesia, Malaysia, the Philippines. I love
visiting to decipher and decode what we need to do, what brands have the best appeal
for consumers, what specific innovations can we do — for instance, in fragrances, in
emerging markets, there are certain olfactions that are preferred, certain ingredients. So
you need to understand and decipher that if you want to succeed. It’s not just copy and
pasting what you do in gigantic markets like China and the U.S.

Cyril Chapuy Antoine Doyen/WWD

What does a typical visit look like for you? I would imagine
that you have an official schedule you have to keep but that
you also like to go off piste sometimes.

C.C.: My routine is always the same. I spend the first day and a
half in the field — not in the office. We go to stores, malls, home
visits. You need to feel the market, understand the consumer in
the field, not only through facts and figures.

Then I have strategy meetings with my teams where we discuss
the quarter, the future, the building of the brands and businesses

long term, what we need in terms of talents and investment. In the evening I love going
to the places that are hot in the city to understand what is edgy and trendy right now.
What’s the hottest restaurant in Kuala Lumpur? What’s the next rooftop you need to visit
in Bangkok. You understand a lot when you go to these places. On top of that — it’s
great team-building moments. I love to spend the time in the evening getting to know our
leaders and teams better, asking them to explain their culture to me. Because in our
business, if you don’t understand culture, forget it. If you don’t understand the kabuki
theater culture in Japan then you don’t understand makeup in Japan. You don’t
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understand why they want to use eyeliners, which are the most precise on the planet. Or
why do young Chinese have 10 fragrances at home when their parents have zero.

Why do they?

C.C.: Because for years in China everybody had to look the same, because if you stood
out it was the opposite of the accepted approach. The young generation today are dying
to be different, and fragrance is a way for them to express their personality.

Just as makeup has been used as a form of self-expression in the U.S. for years.

C.C.: Absolutely. More recently, that’s the case with fragrances in the U.S. with the
young generation. They love to have a fragrance wardrobe. When I go in the sun I have
my Sol de Janeiro, but when I go out at night, I have my Born in Roma. It’s all about
self-expression.

Do you think we’ll see a levelling off of fragrance this year?

C.C.: I don’t think so. The penetration of fragrance in Europe for women is 70 percent. In
the U.S. it is 52 percent and in China it’s 40 percent. In Europe — fragrance is very
cultural — ever since Versailles it has been part of the beauty routine, so fragrance is
extremely high in Europe, but it’s catching up in other regions. For men, the penetration
is 56 percent in Europe, 38 percent in the U.S. and 29 percent in China. If we do a
proper job to recruit new consumers, the category has a lot of potential and that’s why I
challenge the teams to invent new ideas, new olfactions, new gestures. There are many
ways to do fragrance and if you want to optimize penetration you need to cover all of
these segments.

You have everything from accessible luxury to the very high-end. Is growth
coming from one segment of the portfolio more than others or are you seeing it
equally spread out?

C.C.: The segment of accessible fragrances is growing very fast. Some of our
competitors are doing great work — Sol de Janeiro has done an amazing job with the
fragrance mists. It’s accessible, fun, tasty. But all in all — all categories are successful.
High-end collection fragrances are the most dynamic, but it starts from a smaller base.
Today, the top of the market, collection or artisanal fragrances, are around 22 percent of
the market worldwide. The middle section, blockbuster prestige fragrances like La Vie
Est Belle, YSL’s Libre and Dior’s J’Adore — are around 45 percent, and accessible
fragrances comprise the rest. So the market is pretty well-spaced across price levels,
and as a leader, we want to play in all three segments.

When you look at luxury — especially in the U.S. — what’s your assessment of the
distribution landscape?
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C.C.: The very top of the pyramid needs the highest levels of quality and service. Take a
brand like Aesop. We have around 90 doors in the U.S. and they are the top of the
pyramid luxury experience. The design is exquisite. The location is always in the best
streets, and the service, the quality of the time the consultant spends with you, is very
high. We need experiences like that to keep developing the market. Department stores
have understood that. Nordstrom and Macy’s have understood they need to elevate to
attract the top of the market. They were slower to move in that direction versus what I’ve
seen in other parts of the world, but I see it happening.

It’s a fantastic opportunity for them — valorizing what they can offer to consumers to
differentiate from the very dynamic self-assisted distribution of Sephora and Ulta, which
is very buoyant, energetic,  incredibly trend-driven and exciting. But the quality of the
service there — it’s not the number-one element of their strategy. You don’t sit down with
the consumer for 20 minutes to choose a juice. At the end of the day — when you want
to buy a fragrance at $350 like Valentino Sogno in Rosso — you don’t do it in two
minutes in front of a gondola because it’s exciting. You need to have story telling about
the way it has been formulated, the ingredients, you need to try it on your skin.

Amazon has become a leading prestige beauty retailer in the U.S. What are the
implications of that and how do you think about creating a luxury experience on
the platform?

C.C.: We were first movers with Amazon and we went because we truly believe they
understood what luxury online has to be. It took us three years of top-to-top discussion
and partnership to discuss what kind of experience and service the consumer should
have, so it doesn’t feel like a downgraded luxury experience. They did a great job and
consumers are happy. It’s not yet top-end luxury because that is very much for a
physical experience and when you buy a product for 300 euros or 500 euros, the
physical experience is fundamental, but for the rest of the luxury market, they did a great
job and we are very happy to be their partners. Luxury is not about promotions all the
time — it is about service, explaining the superiority and performance of a product, and
all of this Amazon does really well.

What stores have you visited on this trip to New York?

C.C.: I started my day at Roosevelt Field, visiting Sephora, Ulta, Macy’s, Nordstrom
Aesop, Kiehl’s. It’s interesting to see the way the U.S. team is expressing the brands and
what the competition is doing. You cannot stay blindfolded in this business, you need to
always know what your competitors are doing. Looking at competition is fundamental to
me. That’s why I don’t like doing my job in my office. My office is nice to answer emails,
but if I spend too much time there, I lose connection with consumers, the culture, the
competition. You cannot discover competition in the Circana data. You can’t be like —
‘Oh my god! I didn’t know this brand was working.’ You better have spotted it when you
were out in the field, especially since we keep being pretty active on acquisitions.
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Aesop’s Montana Avenue store. Erik Undehn/Courtesy of L’Oréal

Any coming up?

C.C.: My job is to make sure we are crafted to win. So I’m always permanently looking at
what brands could be interesting additions to our business. We just signed a long-term
partnership with Jacquemus. I’ve been very excited and intrigued by what [designer]
Simon [Porte Jacquemus] has created in the world of fashion. He is independent in an
incredibly competitive field with powerful groups, he has incredible DNA, he brings a new
take on fashion that is very refreshing that young consumers love. He is a very
interesting man. Before I acquire a license or brand, I spend a lot of time meeting the
people in charge, because for me the human factor in luxury is fundamental. When we
acquired Youth to the People we spent almost three years talking to them. Looking at
potential new brands is an important job and not something that you do in a hurry. You
take your time, you observe, you see if brands have a real potential or if it’s just a
temporary success.

You’ve spent all of this time getting to know Jacquemus. How will you translate
that into commerciality?

C.C.: The way we work is based on a permanent dialogue. We take inspiration from
them because they know their brands better than anyone, but we know beauty better
than anyone. So my team visits Simon, sometimes with me, most of the time without me.
Simon explains to them what he dreams of, shows them images, shares scents from his
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childhood that he likes. Taking inspiration from everything he tells us, we create and
come back to him and make propositions. It’s a creative process back and forth, made of
surprise, made of moments where we have doubts, where we get very excited. You have
to take time to create good stuff.

So it’s going to take us two, two-and-a-half years to create what we want to create
together with him, the same way that when we started working with Madame Prada
before Paradox was born. We want to make sure that what we do is very creative and
different. Luxury takes time. Luxury is not (snaps fingers) something that should be in a
hurry.

Which is somewhat paradoxical, because today we talk so much about speed and
agility.

C.C.: You need speed and agility, but you need to launch in luxury when you think you
have reached a certain level of creativity, excellence and excitement. Luxury is not a
business in which you should launch tons of stuff just to launch stuff. The consumer is
very smart and if they look at a product and ask, “why is it more expensive than what I
can buy from mass market brands or dupe brands, why should I buy it?” — well, your
launch is useless.

 What’s the most luxurious purchase you’ve made recently?

C.C.: I love fashion and design, so probably the most luxurious is my kitchen made by
Boffi. It takes time to design a beautiful Boffi kitchen. Fashion-wise, I love this Saint
Laurent bag — it looks like a women’s bag because you can put so much stuff in it but
it’s a men’s bag. I love fashion, accessories, design, it is part of my culture, my passion.
My mother was an artist, my father was a doctor, so I have the rational facet and the
emotional facet. I love visiting the designers I work with, but I love going to the factories,
too, spending time on the lines, talking to the workers who are producing the products. I
love spending time with the finance guys. In my job I need to have both.
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pǵ̝ ĢɠʷƆǵɠʷƆɷǰȢʷɮɷŞƆȐɀǵƆǣȐƆZĢɷǘǣȢȐ
ĄƆƆǲŭƆ ǣǵ̫ʙǣǵǣɷĢǣʙĢǣȐɷǣǵĢƨȢȐŊǝ
ʙǣȢȐǐĢȉǣɷ ɀɮȢŊǘƆɷǒŭɫpȐɷʙĢǇɮĢȉɂɠʷǣ
ɀƆɮȉƆʙ ŭƆŭǣƨƨʷɷƆɮʷȐƆɷʙȢɮ ī̝ ʷȐ ŊƆɮŊǵƆ

ɮƆɷʙɮƆǣȐʙɈɀȢʷɮ ɀȢɷʙƆɮʙɮȢǣɷǣȉĢǇƆɷśʷȐ
ÃȢǵĢɮȢǣŭŭƆ ĢɷɠʷǣĢʙɷǣǇȐƇ
Ȑŭ˔ ĄĢɮǘȢǵŞ̫ ȐƆɀǘȢʙȢ ŭƆǵĢȉȢȐŭĢǣǝ

ȐƆĢȉƇɮǣŊĢǣȐƆ ÇĢŭˠǣˎǣǵǵŞƆʙŭȢȐŊŞ
ŊƆɷ ȢȢǲÝȢʙƆɑ@ʙŞɷʷɮʙȢʷʙŞɠʷƆǵɠʷƆɷ
ǰȢʷɮɷɀǵʷɷʙĢɮŭŞŭƆʷ˓ ˍǣŭƇȢɷŭƆ

ɀȢɷĢȐʙƆȐŊȢɷʙʷȉƆǝŊɮĢˍĢʙƆƆʙ
ʙƆȐʙĢȐʙŭƆȐȢʷƆɮʷȐ Ȑȧʷŭ ɀĢɀǣǵǵȢȐɑ@ʙ
ǵƆɷɮƇɷƆĢʷɷ˓ȢŊǣĢʷŭ˓Ɔ ɷɫƆȐƨǵĢȉȉƆɮƖ
ǐ ÃƆʷŭƆǇƆȐɷȢȐʙĢʷʙĢȐʙŭƆʙĢǵƆȐʙƆʙŭƆ
ŊǘĢɮǣɷȉƆɠʷƆ ɷɫƆȐʙǘȢʷɷǣĢɷȉƆǝʙǝ
ǣǵɑ ˍƆʷ˓ ȉȢȐʙɮƆɮʷȐƆȉĢɷŊʷǵǣȐǣʙƇŭǣƨƨƇǝ
ɮƆȐʙƆŞʙɮƍɷƨɮĢǇȉƆȐʙƇƆŭƆȐȢɷǰȢʷɮɷŞŊƆ
ɠʷǣƆɷʙʙɮƍɷƆ˓ŊǣʙĢȐʙɀȢʷɮ ʷȐ ŊɮƇĢʙƆʷɮŭƆ
ȉȢŭƆ ȉĢɷŊʷǵǣȐƆɑ ĢȐȐƇƆɷʭˤˤˤ Ȣʼ ŊƆ
ɠʷƆɀȢɮʙĢǣʙ1Ģˍǣŭ ƆŊǲǘĢȉƨĢǣɷĢǣʙǵĢ̫ ȐƆ
ŭƆɷǰȢʷɮȐĢʷ˓ɷȢȐʙɮƇˍȢǵʷƆɷɑ ɠʷɫʷȐ
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ƨȢȢʙĻĢǵǵƆʷɮɷȢǣʙƨĢȐŭƆȉȢŭƆ ȐɫĢɀǵʷɷɮǣƆȐ
ŭɫƇʙȢȐȐĢȐʙĢʷǰȢʷɮŭɫǘʷǣɑǒ

ĢʷʙȢʷɮ ŭƆ ŊƆɷǘȢˎ Ɔɷʙ
ɮƇˍƇǵĢʙɮǣŊƆŭɫʷȐ ɷƆŊʙƆʷɮŭƆ ǵĢȉȢŭƆ
ȉĢɷŊʷǵǣȐƆƆȐɠʷƊʙƆŭƆɮƆȐȢʷˍƆĢ Ŋ̫ɮƇĢǝ
ʙǣƨɑ̈ɮ ȐŭƆɮɷȢȐĢɮɮǣˍƆĢʷɮƇȢǵƇŭƆ ɷȢȐ
ɷʷŊŊƍɷŊǘƆˠ Ȣʼ ƆȐŭǣ˓ĢȐɷŞǣǵĢ
ƨĢǣʙŭƆ ŊƆʙʙƆȉĢǣɷȢȐƆɷɀĢǇȐȢǵƆɂƇǇĢǵƆǝ
ȉƆȐʙ ɀɮȢɀɮǣƇʙƇŭƆ ŊȢȐȐʷɀȢʷɮ
ɷȢȐʙɮĢˍĢǣǵŭʷ ŊʷǣɮŞ̫Ȑ ǇɮĢȐŭȐȢȉ ŭʷ
ǵʷ˓Ɔɑ1ǣȢɮƆɷʙƇˍǣŭƆȉȉƆȐʙ ŭɫʷȐƆ ĢʷʙɮƆ
ŭǣȉƆȐɷǣȢȐɀĢɮɷȢȐǘǣɷʙȢǣɮƆŊȢʷʙʷɮƆŞɷƆɷ
ŊȢŭƆɷŞƆʙŞȐƆɮƨŭƆ ǵĢǇʷƆɮɮƆŞɷȢȐŊǘǣƨƨɮƆ
ŭɫĢƨƨĢǣɮƆɷɑÑȢȐǘƇɮǣʙĢǇƆƆȐ ȉȢŭƆ ȉĢɷǝ
ŊʷǵǣȐƆƆɷʙƇǇĢǵƆȉƆȐʙǣȉȉƆȐɷƆŞȉĢɮɠʷƇ
ɀĢɮǵƆɀĢɷɷĢǇƆŭɫhƆŭǣÑǵǣȉĢȐƆĢʷŭƇĻʷʙ
ŭƆɷĢȐȐƇƆɷʭˤˤˤɑ 1ƆɮȐǣƍɮƆǇɮĢȐŭƆɮƇǝ

ˍȢǵʷʙǣȢȐƆȐŭĢʙƆŭʷ ˍƆɷʙǣĢǣɮƆŭƆɷǘȢȉǝ
ȉƆɷɑ ȐŭƆɮɷȢȐƇʙĢǣʙĢǵȢɮɷ
ĢŭȢǵƆɷŊƆȐʙɑǐ pǵ̝ ĢˍĢǣʙɠʷƆǵɠʷƆŊǘȢɷƆŭƆ
ʙɮƍɷǵȢȐŭȢȐǣƆȐŭĢȐɷɷĢˍǣɷǣȢȐŭƆ 1ǣȢɮ
hȢȉȉƆɑ ɫƇʙĢǣʙ̫ȐƆƇɀȢɠʷƆƨĢɷŊǣȐĢȐʙƆŞ
ɠʷǣĢˍʷ ǵɫĢɮɮǣˍƇƆŭƆÑǵǣȉĢȐƆƆʙǵɫĢˍƍȐƆǝ
ȉƆȐʙ ŭƆ ÝȢȉ ZȢɮŭ ŊǘƆˠ \ʷŊŊǣɑpǵɷȢȐʙ
ȢʷˍƆɮʙǵĢ̱ȢǣƆī ŊƆɠʷƆǵƆɷȉĢɮɠʷƆɷɷȢȐʙ
ĢʷǰȢʷɮŭɫǘʷǣś ƆǵǵƆɷɷȢȐʙŭƆˍƆȐʷƆɷɀǵʷɷ
ɀɮƇŊǣɷƆɷŞȢȐʙǇĢǇȐƇƆȐƨȢɮŊƆɑǒ
1ĢȐɷ̫ȐŊȢȐʙƆ˓ʙƆĢŊʙʷƆǵŭǣƨƨǣŊǣǵƆɀȢʷɮǵƆ

ǵʷ˓ƆŞ ȐŭƆɮɷȢṞ̏Ɔʷʙ ȐȢʙĢȉȉƆȐʙ ɮƇĢƨƨǣɮǝ
ȉƆɮ ǵĢɀǵĢŊƆŭƆ1ǣȢɮŭĢȐɷǵƆɀĢ˔ɷĢǇƆƨɮĢȐǝ
ŏĢǣɷɑÃɮƆɷɠʷƆ̫ȐƆ ƨȢǵǣƆŞī ǵɫǘƆʷɮƆȢʼ ǵƆɷ
ŊȢȐŊʷɮɮƆȐʙɷȐƆɀƆȐɷƆȐʙɠʷɫī ŊȢȐɠʷƇɮǣɮ

ŭƆɷŊǵǣƆȐʙɷĢʷĻȢʷʙ ŭʷ ȉȢȐŭƆɑ ǐ 1ǣȢɮƆɷʙ
ʷȐȐȢȉ ȉ˔ʙǘǣɠʷƆŞ̫ȐƆȉĢɮɠʷƆ ĢȐŊɮƇƆŭĢȐɷ
ǵɫǣȉĢǇǣȐĢǣɮƆŊȢǵǵƆŊʙǣƨŊȢȉȉƆ ɀƆʷ ŭɫĢʷʙɮƆɷ
ǵƆɷȢȐʙŞȢĻɷƆɮˍƆǝʙǝǣǵŞƆȐƨĢǣɷĢȐʙŭƇƨǣǵƆɮɷʷɮ
ɷȢȐǣÃĢŭǵƆɷǣȉĢǇƆɷŭƆɷĢŊȢǵǵƆŊʙǣȢȐɮǣŊǘƆ
ƆȐɮƇƨƇɮƆȐŊƆɷǘǣɷʙȢɮǣɠʷƆɷɑ1ǣȢɮƆɷʙ̫ Ȑ
ɷ˔ȉĻȢǵƆŭƆɀȢʷˍȢǣɮƆȐZɮĢȐŊƆɑƆƨʷʙŞƆȐ
ɠʷƆǵɠʷƆɷȢɮʙƆĢɀɮƍɷǵĢǇʷƆɮɮƆŞʷȐ ȢʷʙǣǵŭƆ
ɀɮȢɀĢǇĢȐŭƆŞɀȢʷɮ ŭǣɮƆɠʷƆɷȢȐɀĢ˔ɷƇʙĢǣʙ
ɨŭƆ ɮƆʙȢʷɮɩɑǒpǵɀǣȢŊǘƆŭȢȐŊĢʷʙĢȐʙŭĢȐɷ
ǵƆɷĢɮŊǘǣˍƆɷȉĢǣɷȢȐɠʷƆŭĢȐɷǵɫǘǣɷʙȢǣɮƆŭʷ
ŊȢɷʙʷȉƆƨɮĢȐŏĢǣɷɑǐ ˍĢȐʙǵĢÇƇˍȢǵʷʙǣȢȐŞǵĢ
ȉȢŭƆ ƆȐZɮĢȐŊƆƇʙĢǣʙʙɮƍɷƨɮǣˍȢǵƆŞȢɮȐƆȉƆȐǝ
ʙĢǵƆŞʙɮƍɷŊǘƍɮƆŞĢʷɷɷǣǝ ʷȐ ȉĢȐʙƆĢ Ƈ̫ɠʷǣǝ
ˍĢǵĢǣʙī ʷȐƆZƆɮɮĢɮǣƢŞɮĢɀɀƆǵǵƆǝʙǝǣǵɑpǵƆ˓ǣɷǝ
ʙĢǣʙĢʷɷɷǣ̫ȐƆƨȢɮȉƆ ŭƆɮĢŭǣŊĢǵǣʙƇɠʷɫǣǵȉƆ
ɷƆȉĻǵĢǣʙǣȐʙƇɮƆɷɷĢȐʙŭɫƆ˓ɀǵȢǣʙƆɮɑ̫ǰȢʷɮǝ
ŭɫǘʷǣŞȢȐĢʙƆȐŭĢȐŊƆī ɀƆȐɷƆɮɠʷƆǵɫȢȐƆɷʙ
ɀɮȢǇɮƆɷɷǣɷʙƆŞɠʷɫȢȐɷɫǘĢĻǣǵǵƆŭƆƨĢŏȢȐƨȢǵǵƆɑ

ŊƆǵĢĢʙȢʷǰȢʷɮɷƆ˓ǣɷʙƇƢǒ
pǵǣȐɷǣɷʙƆɷʷɮɷȢȐƆȐˍǣƆŭƆɷɫǣȐʙƇɮƆɷɷƆɮī

ŊƆɷ̱ƊʙƆȉƆȐʙɷǘǣɷʙȢɮǣɠʷƆɷŞŭƆ ǵƆɷŭƇǝ
ŊȢȐɷʙɮʷǣɮƆƆʙŭƆ ǵƆɷɮƆȐŭɮƆī ȐȢʷˍƆĢʷ
ŊȢȐʙƆȉɀȢɮĢǣȐɷɑ ŊƆʙʙƆǣŭƇƆŭƆɮƆǝ
ŊɮƇƆɮŭƆɷɮƆǵǣɠʷƆɷŭʷ ɀĢɷɷƇŞɷĢȐɷŭȢʷʙƆŊĢɮ
ǰƆ ɷʷǣɷ̫Ȑ ǇɮĢȐŭĢŭȉǣɮĢʙƆʷɮŭƆ

ƆǵǇƆɠʷǣŞǵʷǣĢʷɷɷǣŞĢǣȉĢǣʙ
ǐɮƆɀɮȢŭʷǣɮƆǒŭƆɷĢɮŊǘƇʙ˔ɀƆɷɀǵʷɷȢʷ
ȉȢǣȐɷĢȐŊǣƆȐɷɠʷĢɷǣȉƆȐʙī ǵɫǣŭƆȐʙǣɠʷƆɑ
ǐ ƆʙʙƆǘǣɷʙȢǣɮƆ1ǣȢɮĢʙȢʷʙɀȢʷɮ ƨĢǣɮƆ̫Ȑ
ĻȢȐƨǣǵȉśŭƆǵĢʙɮĢǇƇŭǣƆŞŭƆǵĢǰȢǣƆŞŭʷ ɷʷŊǝ

Ŋƍɷɑ1ƍɷȉȢȐ ĢɮɮǣˍƇƆŞǰɫĢǣŊǘƆɮŊǘƇī ŊȢȉǝ
ɀɮƆȐŭɮƆŊƆɠʷǣǵĢɮƆȐŭĢǣʙʷȐǣɠʷƆɑɫƆɷʙǵƆ

ŭƆ 1ǣȢɮŞɀĢɷɷƆʷǵƆȉƆȐʙɀȢʷɮ
ɷȢȐƆɷʙǘƇʙǣɠʷƆȉĢǣɷĢʷɷɷǣɀȢʷɮ ŊƆʙʙƆȉĢǝ
ȐǣƍɮƆɠʷɫǣǵĢƆʷƆŭƆɷƆʙȢʷɮȐƆɮ̱ƆɮɷǵƆɀĢɷɷƇ
ɀȢʷɮ ɷƆɀɮȢǰƆʙƆɮŭĢȐɷǵƆƨʷʙʷɮɑ ƆʙʙƆȉĢǣǝ
ɷȢȐŭȢǣʙɮƆƨǵƇʙƆɮɷȢȐʙƆȉɀɷŞɀǵʷɷƆȐŊȢɮƆ
ɠʷɫʷȐƆĢʷʙɮƆŞǰƆ ɀƆȐɷƆɑ ŭƆ ǵĢ
ȉȢŭƆ ƆɷʙŊȢȉȉƆ ʷȐĻȢȐɷĢǧɠʷǣĢʷɮĢǣʙʙɮȢɀ
ǇɮĢȐŭǣś ǣǵƨĢʷʙƇɀʷɮƆɮŞɮƆˍƆȐǣɮī ŊƆɀȢʷɮ
ɠʷȢǣȢȐĢǣȉƆŊƆȉƇʙǣƆɮŞƆʙŊɫƆɷʙƨĢǣɮƆŭʷ
ˍƊʙƆȉƆȐʙɑ ˍƆŊŊƆʙʙƆŊȢǵǵƆŊʙǣȢȐŞǰɫĢȉĻǣǝ
ʙǣȢȐȐƆŭƆŊɮƇƆɮ̫ȐƆɷǣǵǘȢʷƆʙʙƆǇǵȢĻĢǵƆɑ@ʙ
ɷʷɮʙȢʷʙŞɠʷɫʷȐƆƨȢǣɷŊƆʙʙƆ̱ƆɷʙƆɀȢɷƇƆɷʷɮ
ʷȐ ɀȢɮʙĢȐʙƆȐĻȢʷʙǣɠʷƆŞƆǵǵƆɷȢǣʙǵĢɀǵʷɷ
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Fashion Week: Jonathan Anderson entre en scène chez

Dior
(), (AFP) -

C'est l'événement le plus attendu de la Fashion Week masculine de Paris: considéré comme un des prodiges de la

mode, Jonathan Anderson présente sa première collection Dior Homme vendredi, prélude à la haute couture et la

femme.

Tout au long de la semaine, le Nord-Irlandais de 40 ans a distillé sur les réseaux sociaux des indices autour de ce

premier défilé qui aura lieu à 14H30 à l'Hôtel des Invalides.

Il a partagé des clichés par Andy Warhol du peintre Jean-Michel Basquiat (1960-1988), figure de la

contre-culture, et de Lee Radziwill, égérie mode des années 1960-70 et soeur de Jackie Kennedy - tous deux

"incarnation même du style", selon lui -, ainsi que des porte-épingles en argent en forme d'oiseau et de grenouille

ou encore des vidéos du footballeur Kylian Mbappé, égérie Dior, faisant maladroitement son noeud de cravate.

Jonathan Anderson a aussi dévoilé trois versions des sacs Book Tote de la maison, frappés des titres des livres

"Dracula" de Bram Stoker et "Les Liaisons dangereuses" de Choderlos de Laclos, ainsi que d'un "Dior by Dior",

titre de l'autobiographie de Christian Dior.

Les invités triés sur le volet ont, eux, reçu une assiette en porcelaine ornée de trois oeufs, une invitation devenue

virale sur les réseaux. Le créateur a révélé qu'il s'agissait de l'élément central d'un plateau de petit déjeuner.

Dans un contexte économique incertain, où le secteur du luxe multiplie les changements de direction artistique

pour renouveler son image et raviver sa croissance, sa nomination chez Dior constitue l'un des mouvements les

plus importants du mercato, avec celle du Franco-Belge Matthieu Blazy, 41 ans, chez Chanel.

Après des mois de spéculations, le Nord-Irlandais a été annoncé début juin à la tête des collections femme de

Dior, en remplacement de Maria Grazia Chiuri, quelques semaines après son arrivée chez l'homme. Il devient

ainsi le premier styliste depuis Christian Dior à superviser les trois lignes de la maison phare de LVMH, avec la

haute couture.

- "Un des plus doués de sa génération" -

Ce choix "fait sens", pour Alice Feillard, directrice des achats de l'Homme aux Galeries Lafayette. "C'est presque

deux marques différentes, Dior Homme et Dior Femme, avec deux histoires très différentes. Ça l'a été pendant de

nombreuses années et je pense que, maintenant, le vrai enjeu de la marque, c'est d'avoir une identité un peu plus

cohérente", analyse-t-elle.

Salué pour avoir propulsé sur le devant de la scène la griffe espagnole Loewe, également propriété de LVMH,

Jonathan Anderson est l'un des créateurs les plus prometteurs, dont la réputation s'est bâtie sur des coupes

impeccables, avec une utilisation généreuse de matériaux nobles, comme le cuir et le métal.

Parmi ses créations phares, des tenues de scène pour Beyoncé ou Rihanna. Il a également un lien fort avec le

cinéma, en particulier avec le réalisateur italien Luca Guadagnino, pour qui il a conçu les costumes de

"Challengers", avec Zendaya, et "Queer", avec Daniel Craig.

Formé à la London School of Fashion, le Nord-Irlandais a débuté dans le département marketing de Prada, puis a

créé sa propre marque, JW Anderson, en 2008.

"Je pense que c'est un des talents les plus doués de sa génération (...) On a vu ce qu'il a fait chez Loewe, un travail

avec brio extrêmement remarquable", avance auprès de l'AFP Alice Feillard.

"Il peut être considéré comme l'un des créateurs les plus talentueux et très certainement les plus prolifiques de ces

dernières années", abonde Adrien Communier, chef de rubrique mode pour la revue GQ France.

"Il y a quelque chose d'enfantin mais très intellectuel et je trouve qu'il y a quelque chose aussi de très effronté, très

audacieux dans sa mode, qui est très intéressant", ajoute-t-il.

mdv/pel/cbn/lpa

Afp le 27 juin 25 à 03 51.

250627015014.5kx4ikjx
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De Dior à Dolce & Gabbana,

les maisons de couture jettent

leur dévolu sur l'Italie et

offrent un décor idyllique à

leurs défilés croisière.

Hôtels, trattoria et autres spots

d'initiés pour

un été méditerranéen.

ParÉlodieRougeetTiphaineMenon
assistéesdeMariePrince

VittoriadeSavoie
prendlaposeen
backstagedudéfilé
Pucci.

NoamiCampbell
défilepourPucci.

LA PUCCIPARTY À PORTOFINOselon CamilleMiceli

«Descouleurspourapporterunpeudedouceurdanscemondedebrutes.»Letondunuancier
étaitdonnéparCamilleMiceli,directriceartistiqueetmaîtressedemaison,le18avrildernier.
C'estunefêtehauteennuancespopquisetenaitsurleshauteurs,àlaCervara,uneancienne
abbayesurplombantlegolfedeTigullio.CamilleMiceli,dignehéritièredusensduglamoursi
cheràEmilioPucci,avaitchoisiPortofinopourconvoquersonclan,etmettreenscènejuste
avantl'aperitivosacollectionprintemps-été2025,enventedèslelendemaindecehappening:
«AveccettevillaàPortofino,nousavonsl'impressiondepouvoirenfinentrerchezcettefemme
imaginéeparPucci.Duturquoiseetdel'émeraudepartout,unenatureluxuriantequel'onveut
préserver.Portofinonefaitqu'unavecl'imaginaireetl'esthétiquedelamaison.»Surlepodium
faceàlaRiviera,CamilleMiceliavaitconviésescopinestopsdesannées1990,KarenElsonet
KristenMcNemany,maiségalementsapetiteprotégée,laprincesseVittoriadeSavoie,fillede
sagrandeamieClotildeCourau.C'estNaomiCampbell,majestueusedansunerobeensequins
noiretblanc,quiassuraitlefinaldushowavantdeprendrelesplatinesdelasoiréepourfaire
virevoltermannequinsetamis,tousparésdel'impriméMarmo,signaturedelamaisonréen-
chantéecettesaison,et...desbijouxéphémères! «PorterunvêtementPucci,c'estcomme
avoiruntatouage,aimaitmedireKarlquandjetravaillaisavecluichezChanel.Saphraseico-
niqueainspirélestee-shirtstatouagesdecettecollection,desbijouxtatouages,àl'instardes
tattoosMalabar,etdeschaussurestribales.»Unpeud'humourdanscemondedebrutes...
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VIVREMATCH LapiazzaIXAprile
auxcouleursde

Dolce&Gabbana.

233

Carnet d'adresses

HôtelSplendidoJuchéenhautdumontPortofino,l'hôteltire
sonnomdesavueàcouperlesoufflesurlegolfescintillant.
SalitaBaratta16,Portofino.

OmagazinEmiliaetSimonaMussini,descendantes
d'unelonguetraditionmaritime,ontinstalléleurrestaurantdans

l'entrepôtoùleurpèreavaitl'habitudedeconserver
sesfiletsdepêche.Aumenu?Poissonsfrits,pastaetbasta!
CalataMarconi,34,Portofino.

PanificioCanaleDanslesruesorangéesdePortofino,
cetteboulangerietraditionnellesert
desfocacciassavoureusestypiquesdelarégion.
ViaRoma30,Portofino.

AbbayedeSanFruttuosodeCapodimonteÀquelques
encabluresdePortofino,cemonastèrebénédictinfondéau
VIIIesièclecachedansleseauxturquoisequil'entourentle
christdel'Abîme,unestatuedebronzegrandeurnatureàune

profondeurd'environ15mètres.Avisauxplongeurs.
ViaS.Fruttuoso,13,Camogli

L'hôtelSplendidosurplombe
labaiedePortofino.

LA DOLCEVITA À TAORMINA

avec Domenico Dolce& Stefano Gabbana

LaSicilefaitsouventbonnefiguredanslesclassementsdesplusbellesîles
dumonde,etcen'estpasDomenicoDolceetStefanoGabbanaquidirontle
contraire.Lepremierenestoriginaireetlesecondyestsanscontestetrès

attaché,commeleprouventlesdestinationsdeleursdéfilés:dePalermeà

AgrigenteenpassantparSyracuse.Faceàl'Etnaetauborddelamerlonienne,

lavilledeTaorminaetsesarènesantiquesjouaientl'undespremiersrôlesdans

lederniershoworchestréparleduodecouturierspourlelancementdeleur

collectionexclusivepourMytheresa.Auprogramme,deuxjoursdefêtequi
ontfaitvibrerlecentrehistoriqueenhommageàlagriffe.Robesauxmotifs
citronnésreprenantlesimprimésdelacéramiquetradi,dentellesetrayures
solaires,carrossesetautomobilesflamboyantesauxcouleursdelacassata

(ungrandclassiquedelapâtisseriesicilienne)avaientremplacéleshabituels
carsdetouristesdanslesruellesdelaville.Les92invitésdelamaisonde

coutureavaientrendez-vousdanslesjardinsduSanDomenicoPalace,du

groupehôtelierFourSeasons.Unhôtelluxueuxentrédanslaculturepopu-
laireen2022grâceautournagedeladeuxièmesaisondelasériedésormais
culte«TheWhiteLotus»,deMikeWhite.Parmieux,oncomptaitd'ailleurs
l'unedesactricesitaliennesaucastingdufeuilletonHBO: BeatriceGranno.
Autrelieuhyperphotogénique,lapiazzaIXAprileprivatiséeetmétamorphosée
pourl'occasionavecdesstandsMytheresaxDolce&Gabbanareproduisantun

marchéitalien,unhappeningquin'étaitpassansrappelerleshoppingcenter
deKarlLagerfeldpourChanel(automnehiver2014-2015).Lesmannequins

défilaienticientrelesstands.Letoutsuivid'undéjeuner,leduodecouturiers
lançaientégalementunecapsuled'artdelatableavecMyTheresa,danslaquelle

ontétéservis300aranciniet130cannoli.Unfestinsicilien. [SUITEPAGE94]
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LesvestalesdudéfiléDior,
danslesjardinsAlbaniTorlonia.

LADERNIÈREESCALE ROMAINEde Maria GraziaChiuri pour Dior

C'estdanssavillenatalequela directrice
artistiquequiarégnéchezDiortiraitsarévé-
renceavecunecollectioncroisière2026sous
formedetestamentavantl'arrivéedeJonathan
Andersonàlatêtedelamaisondel'avenue
Montaigne.Àses750invitésprésentsle27mai
pourcettecélébrationonnepeutplusthéâtrale,
MariaGraziaChiuriad'abordouvertlesportes
d'unRomeintimeoùsontconvoquéslessouvenirs
d'enfance,lanostalgiedespalaisetunesource
d'inspirationartistiqueinépuisable.Unvéritable

voyagesurlestracesdesonprocessusdecréa-
tionoùl'ondécouvrel'atelierTirelli,fabricantde
costumesanciens,ex-demeuredeMastroianni,où
sontconservéeslestenuesmythiquesducinéma,
àcommencerparlarobedesoiréedeClaudia
Cardinaledans«LeGuépard»ouunerobepor-
téeparlaCallaspourPasolini.Passageobligéau
théâtredelaComèteaprèsdeuxansdetravaux:
c'estunlieuchargédesens,rachetéparMaria
GraziaChiuri,oùs'inscritsanouvellevie.Parmi
lesétapesquiendisentlongsurlacréatrice:les

ateliersdel'artistePietroRuffo,collaborateur
étroitementliéàlamaisonDior,pourquiila,entre
autres,réinterprétélatoiledeJouy,maissurtout
dessiné...desfoulards.«Pourchacunedesescroi-
sières,MariaGraziapartd'uncarrédesoie,comme
untravailarchitecturalde90centimètressur90
qu'elledéclinecommeunpointdedépartdesa
collection»,décryptel'artiste.Unavant-goûtde
cettecélébrationromaine,etd'unultimedéfilé
danslesjardinsdelavillaAlbaniTorloniadevant
unparterred'amis,NataliePortman,DevaCassel,

PARISMATCHDU26JUINAU2JUILLET2025
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VIVREMATCH Exposition«Enroute»,
àlabibliothèque
apostoliqueduVatican.

RosamundPike,CamilleCottin,Nined'Urso...
Vêtusdeblancpourlesfemmes,denoirpour
leshommes.Undécoràcouperlesouffleetune

atmosphèredefilmàlaFellini: pluiefinesurles
statuesantiquesquivoientdéfilerreligieusement
les80silhouettesdevestalesparéesdedentelles,
defleursdélicates,derésillesetdefeuillagesbro-
désenveloppéesdansdelongsmanteaux.Un
condensédutraitéd'élégancedeMariaGrazia
surunedécenniedesavoir-faireréenchantéset
deféminismeimprimé.Arrivederci! [SUITEPAGE96]

Pierluigi,
uneinstitution
romaine.

Lesjardins
AlbaniTorlonia.

Carnet d'adresses

PierluigiUneinstitutiondonttoutle
mondeparle,poursaterrasseàl'écart

del'agitationestivaledelacapitale
maissurtoutpoursescarpacciosde
fruitsdemeretsacaveàvinsdeplusde

2000références.
Piazzade'Ricci144,Rome.

L'épicerieRoscioliÀlatabledecette

épicerie,l'excellencedesmatières

premièresetlebongoûtdesrecettes

tradisprovoquentdesfilesd'attente.
ViadeiGiubbonari21,Rome.

IlmuseodelLouvreGemmecachédela

ville,lecabinetdecuriositédeGiuseppe
Casettirecense140000tiragesanciens,
livresraresetœuvresd'artistescélèbres...
ViadellaReginella8a,Rome.

Exposition«Enroute»àla
bibliothèqueapostoliqueduVatican
QuandMariaGraziaChiurijoueles
curatrices,letempsd'unaccrochageàla
bibliothèqueapostoliqueduVatican.Elle

imaginepourl'occasionuneœuvretextile
collaborative,démonstrationmagistrale
desongoûtpourl'artisanatd'art.
CortileBelvedere,Vatican.

Il TeatrodellaCometa

Aprèscinqansdefermeturepour
rénovation,leTeatrodellaCometaa
rouvertsesportesaupublicle25mai
dernierpouruneexpositioncousuemain.
MariaGraziaChiurisignelescostumes
d'untableauvivant,pointd'orguede
l'exposition.
ViadelTeatrodiMarcello4,Rome.

Retrouveznotreguidecomplet

surparismatch.com
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VIVREMATCH

DanslacourdupalaisroyaldeCaserte,
classéaupatrimoinemondialdel'Unesco,

lebackstagedudéfiléMaxMara.

LAVIE DE CHÂTEAUÀ NAPLES

aveclan Griffiths pour Max Mara

AprèslepalaisdesDogesàVenise,lanGriffithsconvieles300invitésdudéfilécroisière2026
danslacitéquiévoquepourluil'âged'orducinémaitaliendanslesannées1960.Untro-

pismegéographiquesulfureuxpourcetAnglaisinstalléàReggioEmilia(enÉmilie-Romagne)
depuisprèsdequaranteans.Amalgamed'influencesculturelles,chaleursuaveetprésence
duVésuveconfèrentuneauraparticulièreàlacapitaledelaCampanie,qu'ilcompareàLa
Nouvelle-Orléanspoursescroyancesetsessuperstitions.«Touteslesnuancesdebleudonnent
latonalitéenvoûtantedeNaples.Seréveillerici,faceàlamer,demeureunrêve»,confiele

designer.C'estaussilacouleuremblématiquedel'équipedefootball,fiertélocalequisuinte

partoutoùseposeleregarddanslesruesenpentequiaffluentverslacôte,mêmesilecou-
turieradmetnepasyêtresensible.«Ici,j'aivouluexplorerunefacetteplussexydelafémi-

nité.»Danslesillaged'uneSophiaLorenoud'uneSilvanaMangano,deuxhéroïnesdufilm

«L'ordeNaples»,parVittorioDeSicatournéicien1949.Entreséductionetinsolence,ses
musessemontrentmagnétiques,àl'instardeParthénope,sirènedelamythologiegrecque,
éponymedel'antiqueNaples.
Fortesdecethéritage,lesItaliennesbiendansleurépoquedessinéesparlanGriffithsbattent

lespavésd'unegalerieroyale,mocassinsauxpieds.DevaCassel,enveloppéedansunman-
teaudefourrurerose,incarneparfaitementcettegénérationquiafièreallure.D'autresadoptent
l'attitudedésinvoltedesdandysnapolitains,chapeauàlargesbordsvissésurla têteetveste

d'hommeauxépaulessouples.Cettefameusecarrurenaturelleettombanteinventéeparles
tailleursdelamaisonRubinacci,viaChiaia.Autreartisanquifaitencorerayonnerl'élégance
masculinenapolitaine:lespécialistedessoieriesetdescravatesE.Marinellaaprêtéquatrede
sesmotifshistoriquesaustudioMaxMara.Recolorisés,agrandis,brodés,cesimprimésdonnent
unenotedenonchalanceàlacollection.Pyjamascoupésavecmaestria,tropchicspourtraîner

aulit,jupesmidienfeutreetbrassièresassortiesfaçonjoliemadamedéfilentsurunairdePink
Martini«UnanotteaNapoli».Entêtant...souslesorsdupalaisroyaldeCaserte,leVersailles
napolitain.Suivaitundîneréclairéàlalueurdecandélabres,quin'étaitpassansrappelerla
scènemythiquedu«Guépard»,romandeLampedusa,immortaliséparlefilmmagnifiquede
Visconti.Éblouissanttoutlemondeaupassage,mêmelesItaliens!=
ÉlodieRougeetTiphaineMenon,assistéesdeMariePrince

Carnet d'adresses

E.Marinella.Lescravatescousuesmaindecette
maison,quifêtecetteannéeses111ans,sont
lesemblèmesd'unsavoir-faireitalienquiasuséduire
leshommesdepouvoir.DeFrançoisMitterrand

àl'agentsecret007...

RivieradiChiaia,287a,Naples.

Gay-Odin.Unétablissementreconnucomme
lemeilleurchocolatierdelavilledepuisplusd'unsiècle.
Derrièresacharmantefaçadeenboissecachent
aussidedélicieuxsorbetsetdescrèmesglacées.
ViaBenedettoCroce,61,80134NapoliNA,Italie.

CicciottoaMarechiaro.Surplombantlabaie
deMarechiaro,cettetrattoriaetsaterrasseàcarreaux
bleusfaitpartiedesrendez-vousdelajet-set

napolitainepourdégusterplateauxdefruitsdemer
etspécialitésdepoissonavecvue.
CalataPonticelloaMarechiaro,Naples.

Cicciotto
aMarechiaro.

Lescravatesensoie
deE.Marinella.

&Marinella .

9%
100%

C

Tous droits de reproduction réservés

PAYS : France 

PAGE(S) : 1

SURFACE : 400 %

PERIODICITE : Hebdomadaire

DIFFUSION : 575038

JOURNALISTE : Élodie Rouge Et T…

27 juin 2025

Page  41



(1/2)  CONCURRENCE - LUXE

Bulgari firma la nuova Atlantide ad Abu Dhabi:

un'isola privata a ferro di cavallo con 90 ville

Il Bulgari Resort & Mansions Abu Dhabi, aprirà nel 2030 su un'isola esclusiva progettata da

Antonio Citterio e Patricia Viel. Ospiterà suite, ville con piscina, tenute regali con spiaggia

privata e una spa di 2000mq, oltre ai ristoranti di Niko Romito e Höseki

Di Elisabetta Caprotti

Il Bulgari Resort di Abu Dhabi, metafora di vetro e oro emersi dalla sabbia, sorgerà su un'isola

privata a forma di ferro di cavallo, tra eleganza italiana e tradizione araba

Nell'alchimia dorata del Golfo stapernascereun miraggio chesfida la geografia. Sull'orizzonte liquido

di Abu Dhabi, un'isola a forma di ferro di cavallo - simbolo ancestrale di fortuna e protezione -

emerge come una creaturamitologica il Bulgari Resort & Mansions Abu Dhabi, annunciato per il

2030: non un semplice hotel ma un ecosistemadi lusso sospesotra Oriente e Occidente.

Leggi anche: Il Bulgari Hotel di Roma raccontato da una giornalista romana: i gioielli rubati, i 7

cuscini, l'imperatore Augusto, i supplì di Niko Romito e la terrazza sulla Città Eterna

L'isola incantata

Un approdo esclusivo, accessibilesolo via ponte oper mare. A est, l'infinito turchese dell'oceano aperto;

a ovest, l'imponente sagomadel PalazzoPresidenzialee la skyline futuristica della città. Su questatela

privata, lo studio milanese Acpv Architects - guidato da Antonio Citterio e Patricia Viel-ha plasmato

un'architettura che sembra germogliare dalla natura: torri di cristallo e riflessi dorati emergono dalle

dune come fossili preziosi, omaggiando la maestria artigiana degli Emirati. «La vita sull'isola è

arricchita daun paesaggio variegato, ambienti attentamenteprogettati e viste panoramichesia sul mare

che sulla città» spiega Patricia Viel. Tra vetri che catturano la luce del deserto, forme organiche che

dialogano con il mare, l'isolamento qui non è fuga, ma elevazione.

Il paesaggio, tra ville e spiagge con attracco privato per gli yacht

Atesserela magia terrestre, lo studio Land di Milano ha concepito un giardino Edenico, dove geometrie

rinascimentali sposanole curve sinuosedelle oasi beduine. Dune scolpite come sculture, giardini segreti

avvolti da essenzelocali, percorsi che mutano da rigorosi a fluenti-un dialogo tra la disciplina di

Versaillese la libertà del wadi. Ogni pietra, ogni pozza d'acqua riflette l'equilibrio tra quiete e vitalità,

tra identità araba ed eleganza italiana. E in questo teatro verde, 90 Mansions e 8 tenute regali si

nascondonocome tesori, ognuna con spiaggia privata e viste che abbracciano mare o la baia interna -

alcune con moli per yacht fino a 25metri.
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Il resort

Cuore pulsante dell'isola, l'edificio principale accoglie 60 tra camere e suite, tra cui le iconiche Bulgari

Suite e la vertiginosa Bulgari Penthouse. Ma sono le 30 ville fronte mare-ognuna con piscina privata-

a rubare il respiro. La regina indiscussa? La Bulgari Villa: cinque camere da letto, parco segreto che

sfocia in una spiaggia bianchissima e una piscina olimpionica di 20 metri. «Questo progetto ridefinisce

l'Haute Hospitality », spiega Jean-Christophe Babin, CEO di Bulgari, «proseguiamo qui il nostro

magnifico viaggio come "gioiellieri dell'ospitalità"».

Dentro questo microcosmo, i piaceri si moltiplicano in un caleidoscopio di esperienze. La Bulgari Spa di

2.000 metri quadri, èun tempio del benessere: piscina coperta di 25 metri, palazzo del fitness, terrazza

sospesa sull'acqua. Al centro, un'oasi omaggia l'artigianato locale-dettaglio non casuale, in un

progetto che aderisce ai massimi standard di sostenibilità. A tavola Il Ristorante - Niko Romito porta la

cucina contemporanea dello chef tristellato; Höseki, un ristorante turco celebra le spezie mediorientali,

incanta con l'essenzialità giapponese; mentre La Spiaggia e il Bulgari Bar diventano palcoscenici

del dolce vita sotto le stelle. E per chi sogna il mare, lo Yacht Club d'avanguardia, con spiaggia privata,

marina per 40 imbarcazioni e membership esclusiva, è la porta per escursioni nel blu.

Dietro questa utopia c'è Mohamed Alabbar, fondatore di Eagle Hills, l'uomo che ha partorito Downtown

Dubai e il Burj Khalifa che già ha collaborato con Bulgari che ora con Abu Dhabi amplia la sua

costellazione di hotel e resort: Milano, Bali, Parigi, Tokyo, e le prossime aperture a Miami, Bodrum,

Maldive e Cave Cay entro il 2029.
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La dernière collection de haute joaillerie de Cartier joue à la fois l’épure et la force des volumes,

entre pleins et vides, le tout dans un feu d’artifice de couleurs.

La dernière collection de haute joaillerie de Cartier joue à la fois l'épure et la force des volumes,

entre pleins et vides, le tout dans un feu d'artifice de couleurs. Avec cette collection si bien

nommée « En équilibre », les éminences créatives de Cartier semble avoir navigué sur une

ligne de crête, brouillant les pistes et s'amusant avec les codes de la haute joaillerie, le sens de

la symétrie et les pierres les plus spectaculaires, osant des camaïeux audacieux. Le résultat est

tout simplement époustouflant.

« Créer l'évidence de la ligne par sa sobriété, c'est tout le paradoxe d'une simplicité

sophistiquée. C'est l'art de regarder autrement, mais aussi celui d'équilibrer à l'œil avec

justesse. C'est l'art de l'équilibre, inscrit au cœur de notre démarche créative, qui révèle

l'harmonie cartier. » confie Jacqueline Karachi, directrice de création haute joaillerie chez

Cartier.

Sur le spectaculaire collier Panthère orbitale, l'animal totem du joaillier, semble perché sur un

cabochon de corail. De ses yeux d'émeraude perçants, l'animal sculpté au pelage de diamants

et d'onyx est bouleversant de réalisme et semble toiser son entourage. Le corail, vibrant,

contraste à l'améthyste dans une enfilade de perles éclatantes de couleurs.

Difficile de ne pas tomber sous le charme du collier Hyala, qui tel un voile précieux, comme une

seconde peau, se pose délicatement autour du cou, irradiant par sa pluie de diamants et de

saphirs de couleur qui semblent tenir sur la peau comme en apesanteur. Tandis que le collier

Shito, s'articule autour de deux gouttes d'émeraude de Zambie de 49,37 carats, suspendues en

pendants asymétriques.
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Dans un tout autre style, résolument art déco, le collier Traforato joue avec la perspective

l'intention graphique des pierres précieuses. Un simple coup d'œil et forcément, le regard

oblique vers les trois émeraudes octogonales de Colombie, de poids et d'orientations

différentes qui forment l'axe central d'une résille à la géométrie variable. Pour souligner le

relief et donner du rythme et encore plus d'intensité, les artisans de la Maison Cartier on

ajouter des touches d'émeraude qui contrastent avec l'onyx et créent un effet optique quasi

hypnotique et une impression de mouvement étonnante.

Ce raffinement qui s'exprime par la justesse des lignes, que chez Cartier, l'on qualifie avec

panache de ce « rien de trop » qui dit tout !
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Owens reprisedthe Draculacollarsfrom
his sensationalfall collection,andalso

exploredstraps asaway for mento adorn

themselves,andsometimesopenwindows

to the flesh, giving “a suggestion of either
dangeror action, which is maybeonthe

way to heroism.”
Speakingaboutdeclineandleaninginto

things,Owenscasuallymentionedto WWD

thatheopenedanOnlyFansaccountbased

on his feet.Scoop!
He said hewas inspiredby the Countess

of Castiglione, an Italianaristocratfrom
the 18th centurywho commissioned
hundredsof photosof herself,until her
decliningyears,whensheshutteredherself

in amirror-less apartmentand “reduced
her life to photographingher feet.

“I thought it was aninterestingway
of addressingaging,” Owenssaid,while

confessingthat his colleagueswere
concernedabouthim aligninghimself
with OnlyFans,giventhatmostof its

content is explicit adult content.
His retort?

“I'm like, I startedmy careerwitha
pictureof mep-sing into my mouth,” he
said matter-of-factly, referringto a photo
montagefrom 2002 that is includedin the
exhibitioncatalogue. “I mean, this is the

mostinnocentthing I've everdone.”
MilesSocha

TheReviews
RickOwens
Many wouldsayRick Owensis ona roll,
whatwith his majorretrospectiveat the

PalaisGalliera fashion museumin Paris,
his recentstringofhit runwayshows
andhis burgeoningpopularity among

younggenerations,who dig his stalwart

independenceandunwaveringcommitment
to adistinctiveandoriginal aesthetic.

Soyouhadto chucklereadingthe

designer’s press notesfor his spring 2026

men’s collection, in which he confesses

that the exhibition ‘summonsupthoughts

of peaking,finality anddecline andI was

delighted to lean into that.”
He hadelaboratedon thissentiment

duringa recentinterviewwith WWD about
his“Temple of Love” exhibition, which

opensto the publicSaturday.
“It's very muchaboutmortality and

legacyandwhatyou leavebehind,” Owens

said aboutthe Paris showcase. “What
could possibly topthat for me?”

Andsothe designerdemonstrated

consistencywith his springeffort,

conscriptingTerry-Ann Frencken,his
first showroommodelturned cashmere

designer,to reproducesomefavorite
knits fromthe early2000s;returning to

destroyedanddeconstructedgarmentsin
acollaborationon leatherjacketswith New

York punk bandSuicide, and developing
newversionsof his fetishflight jacketsand
parkas,here in silk taffeta or nylon canvas.

“I wanted glamour, elegance and
leather,” Owens saidbackstage, sipping on
a tiny bottleof gingerbeer. “Also therehas

to bealittle bitof Hollywood Boulevard
sleaziness. becausethat’s my thing.”

He returned to the parvisbehindthe
Palais deTokyo for the standing-only
show, wheremodelswalkedanelevated
plankhigh abovethe centralbasin,
gingerlydescendingonladdersin their

Frankensteinboots,wadingthrough the
knee-deepwateranddousingthemselves
beforeclimbingbackup andsecuring
themselveson thegrid structurewith giant
silvercarabiners.

The showwill berememberedfor

thebone-shudderingbassof the Klaus

Nomi soundtrack,andthe decadenceof
submergingall thoseexpensiveshoesand
leathercoats.
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Photographs

by

Kuba

Dabrowski
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Territorial Pissings with Rick Owens

In Paris,Fashion's masterof the Dark Arts presentsdual challengesto orthodoxy with his new show

for men anda spectacularretrospective.

By Tim Blanks

Rick Owensdid a little market survey beforehis latestmen's show. Whatwere guysinto? Whetherthey

werestraight or gay,youngor old, backcamethe sameanswer:Everything beganandendedwith straps.

Straight guys liked the Sid Viciousnessof them. Gay guys liked the outdoorsy crotch-clutch of a

climbing strap.

"Strapsmeantnothing to me," Owensbroodedpre-show."I think they're abit clichéd, andthat wouldn't

havebeenwhereI wantedto go. But they're clearly a youngman's game,they want to telegraph vitality

in a different way than I do. SoI was thinking, maybe I don't recognise what people need,but that's

okaybecauseI'll ask andI'll kind of figure out how I canhelp them, or give them my version. Sothat's

kind of what I'm doing."

From tiny acornscome mighty oaks. Helping a guy out with his love of or need for straps- I'd say

securityasmuch asvitality - bredashow whosemajesticscalewas allbut an unholy sacrament,anew

religion. Watching Rick's modelsscaling a ziggurat, strapping themselveson securely step by stepas

they crawled to the summit, felt like an outré metaphor for masculinity. It also reminded me of the

posters for the zombie spectacular"28 YearsLater" that areall over the world right now, the child at

thepinnacle of the Bone Temple. Thatwas actually what Owenscalled his show: "Temple." And right
acrossthe road in the Musée Palais Galliera, a glorious Owensretrospective was opening. Its curators

haddubbedit "Temple of Love."

Michele Lamy, Rick's lifelong partner in the evolution of Owenscorp, wasmortified by the thought of

aretrospective. Like a lifetime achievementaward (he's had plenty of those too), she felt it reeked of

finality and decline. Owenswasdelighted to lean into that idea. Somuch of what he has referencedin

the courseof a careerthat beganover three decadesagoin the sleazy glamour of Hollywood Boulevard

has been whiffed with a fin-de-siecle decadence,andevery step on that wayward path is capturedin

"Temple of Love."

Owens saw his approach as "a European aesthetic filtered through a naïve, cartoonish American

bluntness." But the exhibition clarifies a subtlety, a nuance, a consistencythat is anything but blunt.

Owens has built a fashion democracy in which one language is spoken with a thousand seductive

accents.It coversthe waterfront from cerebraltransportto the basesthuman appetites(celebratedin an

adults-only room that illuminates sexualpracticesof an astonishingphysical ingenuity). He is a world
builder.

Thatis certainly what exhibition curator Alexandre Samsonrecognisedwhen heinsisted that Jorg Karl

Huysmanshad to be the unifying thread of the entire show, given that there's rarely beenaninterview

Tous droits de reproduction réservés

URL : http://businessoffashion.com/ 

PAYS : Royaume-uni 

TYPE : Web International 

JOURNALISTE : Tim Blanks

27 juin 2025 - 09:16 > Version en ligne

Page  52

https://www.businessoffashion.com/reviews/fashion-week/rick-owens-menswear-spring-summer-2026/


(2/2)  CONCURRENCE - LUXE

where Owens didn't namecheck the 19th century author of "Against Nature." It's the hypnotising Ur-

text of literary decadence. And it's a particular kind of person who comes to Huysmans at a defining

juncture in their lives. Owens was clearly one of them. "He was my excuse to completely indulge myself

in aesthetic pleasures and senses. He made it plausible for a sophisticated adult to withdraw from life

and only concern himself with the most sophisticated aesthetic pleasure. So we ended up using that as

the theme for the whole retrospective."

Now, translate that to the collection Owens presented on Thursday. His models eased their way down

the rungs of the ziggurat into the reflecting pool of the Palais de Tokyo, forged their way through the

water in their weighty, wonderful garments, submerging, re-emerging like mermen, or revenants. The

trailing fringes on leather jackets suddenly looked like strands of seaweed. Sodden silk taffetas and

industrial nylons clung to torsos like second skins, rubberized sequins sparkled like drops of water.

There has always been something elemental in Rick's shows, but this felt somehow more profound.

From the water we came, to the water we will return, in a single sensual multimillennial cycle. Rebirth.

Well, that was the movie in my mind, at least.

Owens insisted that, at core, his collection addressed his concerns about ageing. He's a way off 70, but

it's on his mind. His soundtrack was Klaus Nomi, New York's No Wave alt-opera star, singing "Dido's

Lament" from Henry Purcell's "Dido and Aeneas." "Death invades me, death is now a welcome guest."

Words whose impact is only heightened by the fact that Nomi was one of the first people to die of AIDS

in the New York art scene. If that is the shadow that has hung heavy over Owens's work, it's also fired

up the extraordinary no-compromise fearlessness that made the show he staged on Thursday so

uplifting.And the interplay between his dual presentations was especially illuminating. It was a gorgeous

shock to see his models dive fully clad into the Palais de Tokyo's pool. And the special room" at

"Temple of Love" was a salutary reminder of Rick's bone-deep transgressive appetites in the full-scale

simulacrum of himself pissing. It originally debuted at Pitti Uomo in Florence in 2006. He said he still

feels close to that person. "Even more so because online judgement is so much more strident now than

it ever used to be. What's happening politically in the world, we need resistance more than ever."

Rick insists he's still finding new ways to piss. That promise is my favourite threat. The show rang out

with "Ding Dong the witch is dead", screeching, electric.

A change is a-comin'.
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Is textile-to-textile polyester recycling ready

to scale?

A new partnership between Gap and Syre, an H&M-backed recycling firm, could

change the life cycle of one of fashion's most pervasive synthetic materials.

By Olivia Rockeman

Gap Inc has signed an agreementwith Syre, atextile-to-textile recycler founded by H&M Group, to use

10,000 tons per year of the company's recycled polyester acrossits portfolio of brands. The partnership

is the latest in a string of deals between brands andrecyclers that are working to manufacture recycled

fabrics at scale after yearsof fits and starts.

Gap VP of global sustainability Dan Fibiger says Syre was an attractive partner becauseof its localised

model that can be integrated into the retailer's global supply chain. Syre is currently running a pilot

programme in North Carolina andplans to build additional production facilities in Vietnam and Portugal

in the coming years.

Polyester is the most widely produced fibre globally, making up 54 per cent of production in 2022,

according to Textile Exchange. Until recently, the main source of recycled polyester was made of plastic

bottles, a cheap option that sheds microplastics into water supplies and ultimately sends polyester

garments to landfill. New regulations around extended producer responsibility (EPR) and fast-

approaching climate targets have brands shifting their focus to more sustainable raw materials strategies.

In addition to Gap, Syre announced new agreements with Target and Houdini Sportswear, a Swedish

technical outdoor brand. Also this month, Lululemon signed a 10-year agreement with nylon recycler

SamsaraEco, and Mango became Circulose's first brand partner since its bankruptcy last year. These

recent investments representprogress for anindustry that's beenslow to forge meaningful partnerships.

Importantly, each of these deals are offtake agreements, meaning the brands have agreed to purchase

the materials before they've even beenproduced - something sustainability advocateshave encouraged

to ensure the viability of recyclers, which, in some cases,have struggled with low demand for their

fabrics.

Textile-to-textile recycling can have a meaningful impact on a brand's overall carbon footprint,

particularly because the majority of the fashion industry's emissions are from energy use and raw

materials. But it's important to consider whether brands see recycled fabrics as true replacements for

virgin materials, or as an avenue for increasing total production volumes, says Ruth MacGilp, a fashion

campaigner for Action SpeaksLouder.
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"Ultimately, the elephant in the room is we haven't turned off the tap yet on [generating] new polyester

garments," MacGilp says. "At the same time, there are alot of polyester garments that already exist in

the world that we need to do something with. Action is needed on both points."

Over the last few years, Gap joined the Future Supplier Initiative to help its suppliers transition to low-

carbon technologies and invested in programmes that aim to reduce water waste and improve wastewater

testing. But the retailer also views adopting preferred fibres as a "lever we can pull in terms of hitting

our climate goals", Fibiger says. Ten thousand tons of recycled polyester is enough to produce over

30,000 pairs of leggings, according to Gap. That could help decrease the volume of virgin polyester in

the company's supply chain, as long as actions are taken to reduce new polyester production. Gap

has committed to sourcing 45 per cent of its polyester from recycled sources by the end of this year, less

ambitious than companies like Adidas and H&M, which have committed to using 100 per cent recycled

polyester.

Despite its promises, textile-to-textile recycling remains limited by nascent infrastructure. For one,

securing a reliable stream of feedstock to produce recycled fabric at scale has been challenging for a

number of innovators, including Circulose.

Syre spent the last year developing relationships with commercial sorters in Central America, Asia and

Europe, which will provide the company with textile waste containing 90 per cent or more polyester

fibres, the ideal composition for its recycling process, says Syre CEO Dennis Nobelius. While that will

help Syre recapture garments made primarily from polyester, it doesn't solve for the billions of textiles

that are composed of complex blends including cotton, spandex, nylon and more.

"Right now, companies that do textile recycling have certain limits on how many impurities can exist in

the feed [stock] that they're taking so that it makes economic sense," says Erha Andini, a chemical

engineering PhD candidate at the University of Delaware who studies textiles. "Mixed textile recycling

is so much harder to control - every day you don't know what you're getting."

Andini says funding to advance textile recycling research is limited, especially in the US where climate

investments have been deprioritised in recent months. That will make it difficult to find near-term

solutions for the large volume of clothing that recyclers like Syre cannot accept into their systems.

Much of the innovation today instead comes from the private sector, which is beginning to recognise its

role in tackling the 92-million-tonne fashion waste problem, even when that means higher costs for

brands and consumers.

"Textile-to-textile is going to require some kind of catalytic commitment, and we're committed to being

a part of the community of brands that helps move the industry in that direction," says Fibiger. "We

recognise that some of these investments are going to represent a price premium and that's a decision

we're willing to make. Eventually, we hope the prices will be on par with everything else." Gap doesn't

currently have prices available for its recycled polyester pieces, nor atimeline for when the collection

will be live.

The long-term impact of Gap's transition to recycled polyester will depend largely on whether its

partnership with Syre is one that lasts and expands over time.

"I actually do think these agreements can be positive because it shows that brands are putting their

money where their mouth is," says MacGilp. "As long as these aren't limited collections and they help

stop the tap on the production of virgin fibres."

Comments, questions or feedback? Email us at feedback@voguebusiness.com.
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FASHION

AnnaWintour Steps
Backat AmericanVogue

AnnaWintourwill continue
in her rolesaschief content

officer for Condé Nastand

global editorial director, Vogue.
BY LISA LOCKWOOD,

ROSEMARYFEITELBERG AND EVAN CLARK

It’s theend of an era.
On Thursday, Voguesaidit will beseeking

aheadof editorialcontentat American

Vogue, ending Anna Wintour‘s 37-yearreign

aseditor in chief ofthepublication.
Wintour, 75,will remainchiefcontent

officer for CondéNast andglobal editorial

director,Vogue. Shetold staffersaboutthe

changein aneditorial meetingThursday.
As chiefcontentofficer, Wintour

overseeseverybrandglobally, including
Wired,Vanity Fair, GQ,AD, CondéNast
Traveler, Glamour,BonAppetit, Tatler,
World of Interiors,Allure andothers,with
theexceptionof TheNew Yorker, which
is overseenby David Remnick.Wintour
becameeditor in chief of Vogue in 1988.

Four years ago,Condé Nast changedits

editorialstructure,bringingtogetherthe

editorialteams aroundthe world for the
first time. Every marketwhereCondéNast

operateshasa head of editorial content
ledbya global editorialdirector. Thenew

VogueU.S. role is part of the company’s
organizationaldesignand itwill join
theheadsofeditorialcontentfor Japan,
China, India,Taiwan,U.K., France, Spain,

Germany, Italy andthe Middle East.

Overthe pastfour years,Wintour’srole
hasexpandedwith aglobal responsibility
acrossall brands,in addition to the day-to-

day editingof AmericanVogue.

The addition of aneweditorialleaderon
the U.S. Vogue teamis expectedto allow

Wintour moretime to supportthe markets
more equally, in addition to leadingall

titles at CondéNast, with the exceptionof
TheNew Yorker.

While Wintourwill beseekingthehead
of editorial content– a plumrole in fashion

journalism– sheindicatedthat sheis not
going anywhereandthiswill give hermore
time towork onher global role. Sheis also

a force asco-chair of the Met Gala,which

raiseda record-breaking $31 million this

year for the Metropolitan Museum of Art’s
CostumeInstitute.

Wintour took overthe editor in chief

roleat Vogue in 1988, takingthe reinsfrom

Wintour immediatelybeganmaking
changesto the glossyfashionmagazine
andfocusedmore onoffbeatdowntown
fashionthanher predecessor.

Her first cover(theNovember1988

issue), featuredmodel Michaela Bercuin

a$50 pairofjeans(thefirst time denim

wasonthe coverof Vogue) with a$10,000
ChristianLacroix sweaterin afun and
relaxedshot.Wintour wentonto break
several fashionmagazinetaboos,including
featuringa manon thecover— Richard
Gere – who wasphotographedwith his
wife atthe time, Cindy Crawford.

Wintour’s style wassorecognizable the

famousbobbedhaircut and dark sunglasses
andherpersonality wasso intimidating

thatit inspiredtheMirandaPriestly
character in “The Devil WearsPrada,” a
bookwrittenby her formerassistantLauren

Weisberger andlater made into a movie

starringMeryl StreepandAnne Hathaway.

Throughouthertenure, the longtime
editorhasbeenwell-knownfor

championingyoungerdesigners,giving

themmultiple opportunitiesto expand
their businessesandexposure.Wintour

partneredwith the CFDA for the CFDA/

VogueFashion Fund,which wassetup
to helpemergingdesignersand cultivate
thenextgenerationof Americanfashion

talent.Sinceits inceptionin 2003,200

designershavereceivedmentoringand

a totalof more than $8 million. (Only the
annualwinner andthe two runners-up
receiveafinancial grant).

Early in herVoguecareer,Wintour

toldWWD that fashion was “first and
foremost.” Shesaid shewanted to get away
from the “very perfect” Vogue girl of the

past— “the big earrings, the perfecthair.”
“I justwantedto make the look of the

magazinemore relaxed,the wayI see

women in the street,” saidWintour. But

while therewasinitial criticism of thenew
Vogueand that it had castaside its traditional

audiencein favor of a muchyounger one,
shereplied, “Sure, bu I haven’t met a

womanyetwhowants to look old.”
Wintour,whoworks andlives her life
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exertingagreatdealof controlover the

magazine’s visualcontent.A documentary

film, “The SeptemberIssue,” by R.J. Cutler,
aboutthe productionof the September
2007issuefocusedon the sometimes
difficult relationshipbetweenWintour and

then creativedirectorGraceCoddington
andthe behind-the-scenesdramaof

puttingout the magazine.
In additionto her editing

responsibilities,Wintour alsosupported

signifcant initiativesto drum upretail

sales,spearheadingFashion’sNight Out,
which got off to arousingstartin 2009but
thenran outof steamby 2013.

Fashion’sNightOutbeganin September
2009.andwasintroducedby Wintour;
then-NewYork City MayorMichael

Bloomberg; GeorgeFertitta,the chief

executiveofficer of NYC & co., andSteven

Kolb of the CFDA. It wasdesignedto get
New Yorkersandtouristsexcitedabout

shoppingagain,andproceedswent to

the Sept. 11 memorial. Shoppers were

encouragedto donateclothesto benefitthe

New York City AIDS Fund.The first event
occurreda yearafter LehmanBrothers
filed for bankruptcy, andthe city’s retail

scenewas in dismal shape.Fashion’sNight
featured800 events at retailersacrossNew

York City andincludedmoredrinkingthan
actualshopping.

“It’s aboutpeople’s jobs andlivelihoods,

puttingthe fun backinto fashionagain,
that it’s going to be a huge celebrationof
fashionandeverybodywithin theindustry
is going to bepresent,” Wintour told WWD

in 2009. “We areall in this togetherand

we areall here to help, andthat really was
also the thinking behindtheevent.”

WintourhassupportedDemocratic
candidatesthroughouther tenurestarting
with Hillary Clinton’s 2000Senaterun and

most recently, Kamala Harris’ runfor U.S.

president.WintourwasappointedOfficer

of theOrderof theBritish Empire in the
2008BirthdayHonours.

Air Mail founderandcoeditorandformer

Vanity Fair editor Graydon Carter said, “I

really don’tknow how Anna has juggled
all theseroles for so many years. I get
exhaustedjust readingallher titles. She
deservesto stepback a bit. She’s earnedit.”

Calvin Klein said, “Anna finally madeher
decisionaboutthefuture, which I think

is really exciting. It clearlygives her the

opportunityto shapeCondéNasttheway
thatshewants it. S.I. [NewhouseJr.,who
turned Condé Nast into apowerhouse]and

[Vogue’s longtime artdirector] Alexander

Libermanboth sawthat shewas the

personfor the time– at Vogueandthenat
all of CondéNast. Now sheis left with the

run theshowexceptshe’sstill runningthe
show. Forher, it will be, as shehasalready
told the staff, exciting becauseit’s a new

chapterfor her. But at the same time, she’s
the rightpersonto makethemoveandto
choosethe successor.

“The thing is Anna shapedVogueand
Condé Nast as shesawfit. Grace Mirabella

andDianaVreelandeachhadsomething
special,bu theydid not have whatAnna
has.Now it’s up to Anna to see the vision

andthefuture of the magazineandwho

cantakeit andrun with it. Shewill know.

She’s worked with so many people. If

anyonewould knowwho is theright

person,shewould know. Even though
thereis theNewhouse] family, S.I.had

aspeciallovefor the magazine.Now she

is the person,who choosesthe direction,
which it needsto change.Thewholeprint
world haschanged.It’s a matterof finding
who will be theleader,as shehasbeen
herself.Who is the nextone?She’ll know
better than anyone. It’s a really wise move

that the family decidedthat shestaysand

continuesto directall of themagazines,”
saidKlein.

ThomBrownesaid, “No will everreally
beableto replaceAnna.Shehassupported
so manyandsupportedfashionmorethan

anyone. Sheis the mostgenerousand

selfless[person.]We areenteringa new
world. I don’t knowwhat to expect.We
haveseenthebest.Beforewe so quickly
thinkabout thefuture, canwe pleasejust
truly appreciatethe amazingpastwe have

lived with AnnaWintour?”
“Anna Wintour created a platinum

standardfor what it meansto bea credible
andseriousfashion publicationeditor,and
shemadeall of usother editorsbetter for

it. She turned thenotion of thefrivolous

fashioneditor onits head,affirming
insteadthe financialandculturalpower
endemicto the role. Her impactis broad
anddeep, bu whathasalways inspired
meaboutherreachis her indefatigable
supportof not only the industry asa
businessbut also emerging talent,” said

Ariel Foxman,areavicepresident,brand
andexperienceat the Boston Seaport,who

waseditor of InStylefrom 2008to 2016.
Valerie Steele,the Museum at the

Fashion Instituteof Technology’sdirector
andchief curator, said, “I don’t seethis

diminishingAnna’s role in the fashion
world. She’salready movedupat Vogue
andmoreinternationally.Whatwe’ve seen
internationallywith mediain generalis
that it’s harderfor magazinesto havethe

authority that theyusedto have, because

so muchcontenthasmovedonline. The
enthusiasmfor magazinescontinuesto
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Gentlewomanthathavetheir own narrow
bu deepconstituencies. I’m not sure
there’sanythingthat AnnaWintouror any

of theeditorial directorsunderher cando
to changewhatseemsto bea historical
mediadevelopment,wherethingshave
movedawayprimarily from paper
especiallywhen it comesto middle-of-the-

road or massaudiences.

“The brandnameVogue evolves, but the

magazinepartof it probably is restricted
in many ways. It’s a free-floating brand
that is probablystill thenumber-one
fashionbrandin many ways. And we see
howimportant AnnaandVogueareto
otherpartsof the fashionworld, including

designers.With the [CFDA] Vogue Fashion
Fundsupportingyoungdesigners,youO.
seewhat acrucialpart that is of the Vogue
brandthat canhelp move smaller,indie
talentsup the ladder,” said Steele.

StuartEmmrich, formereditor of theNew
York Times’ Styles,andVogue.com,said,

“Anna is aterrific editor, of course, butabove
all shehasbeenbrilliant at brand-building,
bothfor Vogueandherself.Whoelsebut
Annawouldshowup to thepremiereof‘The
Devil WearsPrada’ actuallywearing Prada?I

reallv thinkhernextstedshouldbeto teach

atHarvard BusinessSchoolabouthowto

successfullybuild aglobal brand.”
As Wintourstepsbackandgives up

day-to-daycontroloverVogue, shewill
startto leavea culturalvoid no other single

personis positionedto fill, accordingto

Jennifer Heinen, a London-based research

psychologistwho specializesin fashion.

“What makeshersuch apowerful figure
in the end,is shefused aestheticauthority
with emotionaldistance,which is mind-

boggling from a psychological perspective,”
Heinen said. “That combination that
shedidcreatedfearandreverence,and

psychologically it positionsherasthe kind

of figure people wantedapprovalfrom, bu
rarely felt safe around. So it’s a different

kind of power. Thatemotionaleffect wasa
big part of her leadership.

“She madefashion aboutstatusandshe

madeit almostunachievable,”Heinen
said. “She taught peopleto associate their

clothingwith valueandacceptance.The

legacyshehasbuilt with thisseekingfor

approval,not beingable to reachher,it is
kind of a contradiction.”

If it is acontradiction, it’s one that’s
stoodstrongfor decades.

“Her consistency, which includes the
aesthetic,her persona,her power,her
influence,built thiskind of symbolic

safety,” Heinensaid. “You kind of always
knewwhat Vogue stood for.”

Now changeis comingto Vogueand the

industry’s figurehead.
“The fashion world mustkind of

reorient,”Heinen said. “We might have to
considerthat therewill be multiplevoices

thataregoingto bemoreinfluential in the

future, bu the toneof her influence,which

wasvery strongandvery loud, is going
to soften.So thiselite aspirationwill shift

to anemotionalauthenticityandasocial

resonance," said Heinen.

Anna Wintour
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Anna Wintour Makes Room for New Editorial Leader

at US Vogue

The longtime editor-in-chief will hand over day-to-day operations to a new 'head of editorial content'

while continuing to overseethe title as Vogue's global editorial director and chief content officer at

publisher CondéNast.

By Diana Pearl

Anna Wintour is stepping back from her role as editor-in-chief of American Vogue and hiring a new

regional 'head of editorial content' to overseethe title's day-to-day operations.

Themove is the latest step in a years-long reorganisationthat has rolled out across Vogue's international

editions, replacing editors in chief with headsof editorial content reporting to Wintour, who after today's

announcement will continue to overseethe Vogue brand as global editorial director and chief content

officer at publisher Conde Nast, where she supervises nearly every title at the company, with the

exception of the New Yorker.

Thisnews, which wasannouncedto Voguestaffers on Thursdaymorning, is something of a responseto

how much Wintour's role at the company has expanded in recent years; bringing on a new head of

editorial content will allow her to more equally distribute her time among the other titles under her

supervision.

Rumours of Wintour's departurefrom the top job at American Voguehave swirled for years- decades,

even - typically shot down by a Condé Nast spokespersonor Wintour herself. However, perhaps in a

sign of what wasto come, last December, the magazinetapped its first-ever guesteditor, designerMarc

Jacobs,who put the model Kaia Gerberon the cover; the issue waswell received online.

Under her leadership, Voguemoved away from putting models on the cover in favour of celebrities, a

transition adopted by fashion magazines around the globe. Shealso spearheadedthe transformation of

the Metropolitan Museum of Art's annual Costume Institute fundraiser from quiet society function to

one of the most talked-about red carpets in the world. Her influence extends far beyond fashion: As

biographer Amy Odell documented in her 2022 book "Anna: The Biography," everyone from directors

like Bradley Cooper to athletessuch as SerenaWilliams have leaned on Wintour's counsel and advice

at pivotal momentsof their career.

Themore recent yearsof her tenure have beendefined by a declining media industry, asaddollars have

been diverted from traditional outlets to social media and tech giants. In the wake of George Floyd's

murder in 2020, Wintour also acknowledged "Vogue has not found enough ways to elevate and give

spaceto Black editors, writers, photographers,designersandother creators." That year, for the first time,

the majority of the models, photographers and artists featuredin the Septemberissue were Black.
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While this move is certainly far from a retirement, it is the surest sign that the company is considering

succession plans for the inevitable post-Wintour era.

Her departure from the day-to-day marks the first time in 37 years that the top job at American Vogue is

available. Competition for the job will inevitably be fierce, with much speculation over who will be

named as her successor. It's the second high-profile editor departure for Condé Nast this year; Vanity

Fair editor-in-chief Radhika Jones announced her exit in April, a Vogue insider, creative editorial

director Mark Guiducci, was named her replacement earlier this month.
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What's agentic AI and what should brands

know about it?

LVMH says it's building AI agentsto help give customers a more luxury experience. What does the

latest tech obsessionmean for fashion?

By Amy O'brien

WhenwillyourestockthetrousersinsizeUK8?

We'llhavethembackInstorenextTuesday.

Yesplease.Icancome
inonTuesdayeveningafteropm.

Wouldyouliketobook
anappointmenttotrythemon?

Great,I'vebookedyouinat7pm.

Agentic AI is the latest tech buzzword on every fashion exec's lips. Theterm dominateddiscussionsat

CannesLions; while at Vivatech, LVMH chief information officer Franck Le Moal announced the

conglomerateis developing artificial intelligence agentsin partnershipwith Google. At Shoptalk,Diane

von FurstenbergCEO Graziano de Boni told VogueBusinessthat the company is considering how to

use AI agents.

Agentic AI is a step beyond the conversational AI applications like ChatGPT that brands have been

using for awhile now. Wheretheselargelanguagemodels(LLMs) provide responsesto humanprompts,

AI agentsare software systemsbuilt on top of LLMs to independently complete tasks on behalf of

humans. Theycan autonomouslyset goals,makedecisions andhandle open-ended,complex projects.

Their usesfor fashion brands include prompt-and-responseagentsthat act as much better customer

chatbotsthat do away with any need for human intervention - seethe launch this week of Daydream,

anew fashion discovery platform that usesan AI agentto understandcustomerqueriesandrecommend

products. Theycould evenbuy products on customers'behalves, with the right programming.

"The value of agenticAI for retail is you could createefficiencies andmaking decisions quicker, to free

up resourcesto bemore strategic," saysAnjali Burkins, senior director of North America retail strategy

at 09 Solutions, which works with brands including PradaGroup, J Crew, PandoraandRalph Lauren

on backend operationslike supply chain planning.

While agentic AI has potential for fashion, it's not just yet arrived."The foundational technologies for

truly agentic AI, such asbetter models, tool use,longer context windows and improved reasoning,are

advancing rapidly," says Matthew Drinkwater, head of the Fashion Innovation Agency at London

College of Fashion. "However, the most sophisticated,fully autonomous agentsare still someway off

from reliable deployment in 2025."

Changing customer interactions

The potential of AI agentsfor fashion brands breaksdown into what expertsconsider 'invisible' and

'visible' intelligence.
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Invisible intelligence happensbehind the scenes,requiring no interaction with customers. Last week, Le

Moal said the company is developing task agentsusing Google's Vertex AI platform that salesadvisors

at some of its 75brands like Celine and Tiffany's could in the future consult for fast, detailed information

about the customers that visit them in-store - invisible intelligence that acts like a digital clienteling

2.0.

"It's about weaving together data and AI that connects the digital and store experiences," Le Moal said.

"We want our customers to get even more dedicated attention without being intrusive." Theseagents

aren't replacing sales advisors - instead, LVMH is experimenting with the technology to help them

deliver an even more 'human' touch.

"We call it invisible intelligence becauseit's a way to empower sales associatesto provide the best

service at a much larger scale," says Raakhi Agrawal, managing director and partner at management

consultancy BCG. "Currently, brands do this for their top 1 per cent of customers, or their VICs. But

now, they're thinking about how to scale that to the next 30 per cent of their highest-spending

customers."

This intelligence is being described as agentic, becausethe AI task agent can quickly scan through a

much larger setof complex datathan before, making connections and then proactive suggestions.It may

suggest the sales advisor offer Client X a private appointment at their boutique on Tuesdaynext week,

when the item they tried on last week is due to be restocked in their correct size.

Visible intelligence happens in direct customer interactions. Techinvestors are backing a new wave of

AI-powered personal styling agent startups that are hoping to change the way consumers shop by

connecting them to brands via customisable virtual wardrobes, and taking an affiliate cut. The latest

example is US-based Alta, which raised an $11 million seedround led by Menlo Ventures last week.

Alta's app, currently in public beta mode, lets userscreate their own personal avatars and upload items

from their real-life wardrobesto their virtual wardrobe inventories. Theycan createwishlists andspecify

their favourite brands, and ask the AI agent what they should wear for a specific occasion, while giving

it feedback when it throws up a suggestion they wouldn't wear.

"What makes this agentic is this autonomous future suggestion component," says Alta founder Jenny

Wang. "Our AI model is constantly parsing your feedback, learning from it, then adding it to what it

knows about you so it can surface better recommendations for you going forward."

Wang says she wants to explore deeper integrations with brands in the future, where exclusive capsule

collections and drops could also be showcasedon the app.

Internally, agentic AI could make it possible for brandsto develop their chatbotsso that customer queries

can eventually behandled end-to-end without the need for any human intervention. SaksFifth Avenue

is one brand that says it's one step closer with the latest iteration of its customer service chatbot

Agentforce, which it launched in September last year in partnership with Salesforce.

"We're seeing early indications of higher containment rates - autonomous resolution of customer

inquiries - compared to our previous chatbot," says Saks Global chief technology officer Mike Hite.

"It can also take actions to provide more proactive and faster resolutions to supplement the enhanced

contact generation seen from leveraging LLMs."

Developers say it's in brands' interests to invest in personalising thesesystemsto match with their brand

DNA. "Brands are highly incentivised to get people to interact with their own agents so they can

cultivate their own brand voice," says Fayez Mohamood, CEO of AI shopping assistant Alby's

developer Bluecore.
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Elsewhere, companies that are developing AI shopping assistant software to sell to retail are

experimenting with customer service agentsthat could continue the customer conversation offline or on

Whatsapp,or even complete apurchaseat checkout. In Januarythis year,Open AI releasedits Operator

business agent- currently available to US business customersin researchpreview mode - which can

fill out forms and order groceries, orbook trips. It plans to sell this product directly to its paid consumers

in the future. Although theseideas are still quite nascent, the spaceis moving fast.

However, in luxury fashion - where so much importance is placed on white glove service until the

purchase decision - it's easy to see why analysts say this is oneof the areas that brands are the most

cautious.

"If you have an agent providing 'personalised shopping advice/suggestions', and it goesseriously off-

piste, at this higher average order value, it could really damage the brand experience," says Tanya

Goodin, founder and CEO of EthicAI.

Movement behind the scenes

Although only a handful of brands have spoken out about AI agentsat customer touchpoints, analysts

saythat the majority of luxury brands arealready investing in behind-the-scenesuse cases.

"In areas like trend forecasting, the increased agentic characteristics of the AI systems mean we're

seeingmore automated forecasting in natural language from the AI itself, so that buyers aren't having

to rely so much on their own gut feel for the future" says Burkins.

"In the past, these businessfunctions have been quite siloed, but now these agentic capabilities mean

the AI systemsare creating dashboardsand giving planning teamsanswers to questions much faster so

they can make more reactive decisions," Burkins says.

The ultimate goal with using AI agents for supply chain management is to move towards completely

touchlessplanning. Oneof 09 Solutions's clients has already moved to 90 per cent touchlessplanning,

Burkins says,thanks to its useof AI agents for nearly all its forecasting.

"When you think about the learning curve of bringing in AI agents into organisations, it's definitely a

crawl, walk, run process," she says."And this client I mentioned is definitely in its run, maybe even

rocket ship, stagecomparedto most other fashion brands."

Marketing experts also say that luxury and fashion brands areexperimenting with AI agents for initial

creative briefings, trend forecasting andmood board generation.

Generative AI has already been able to analyse data like fashion shows, streetwear blogs, social media

andretail trendsto generatesummary visual mood boards and style trend reports. But now, brands are

using AI agents for proactive concept ideation based on a brand's DNA.

"Brands are using custom-trained task agents that understand their brand voice, past campaigns and

audience preferencesto suggestinitial campaign themes, story arcs, product ideas and even early-stage

visual andcopy prototyping," says Trey Courtney, global chief product and partnerships officer at Mood

Media.

One brand that's experimenting with AI agents for marketing is The Estée Lauder Companies (ELC),

which has partnered with Microsoft to develop its ConsumerIQ agent. The prompt and responseagent

is ableto analysethe company's 80 years' worth of archives anddata to quickly surfacethe most relevant

insights for its marketing teams when they're thinking about how to market anddevelop new products.

Yet when it comes to editorial content, analysts say that's where most luxury brands still draw aline

- and where humans will remain in the loop for the foreseeable.
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"Brands are still going to use their trusted photographers and models and film and shoot true to the

brand," Agrawal says. "Their aesthetic is so powerful and important for telling their brand story that

we're seeing they're far less likely to experiment there."

Sign up to receive the Vogue Business newsletter for the latest luxury news and insights, plus exclusive

membership discounts.

Comments, questions or feedback? Email us at feedback@voguebusiness.com.
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Luxury sector pins hopes on Middle East
despite clouds from conflict
Item 1 of 4 Saint Laurent women high-heel shoes are seen on display at the Dubai Mall
in Dubai, United Arab Emirates, April 18, 2019. REUTERS/ Hamad I Mohammed/File
Photo Summary

Companies

Middle East a bright spot for high-end luxury as China, U.S. fade

Geopolitical tensions could risk dampening appetite to splurge

Tourist flows have fuelled sales in Gulf

PARIS, June 26 (Reuters) - With Middle East airspace reopening and the U.S.-brokered
ceasefire between Israel and Iran appearing to hold, the luxury sector is still counting on
the region's wealthy shoppers to help offset weakness in its main U.S. and Chinese
markets - for now.

The Middle East, helped by strong tourist flows and local wealth, has bucked a recent
global slowdown in luxury sales that is expected to deepen this year, with some brands
growing sales there at double-digit rates.

Luxury sales in Gulf countries were up 6% to $12.8 billion of the nearly $400 billion
market last year, outpacing a global drop of 2%, with strong appetite for high-end
fashion, jewellery and beauty products, retail consultant Chalhoub Group said.

However, that trade is heavily dependent on the region's burgeoning tourist trade, with
consulting firm Bain estimating that some 50-60% of the Middle East's luxury sales come
from tourists.

This month's outbreak of an air war between Israel and Iran emphasised the ongoing
risks in a region in which unrest was already simmering, with airlines cancelling flights
and rerouting planes following Israel's strikes against Iran on June 13 - measures that
are now being unwound.

"At this point, we have not adjusted our long-term growth forecast, as we continue to see
considerable potential in the region," said Federica Lovato, senior partner at Bain.

"However, short-term volatility has increased in the last few weeks and may continue,
depending on how the situation develops."

The region is an important hub for travel spending, favoured by Russian oligarchs but
also wealthy Asians, and has increased in importance since Russia's invasion of Ukraine
triggered sanctions and the rerouting of flights between Europe and Asia from more
northerly routes to the Middle East.

It also serves as a gateway for high-end brands to reach wealthy shoppers from India,
where high tariffs have kept companies like LVMH (LVMH.PA) , opens new tab from
expanding store networks.

Max Heinemann, co-CEO of travel retail group Gebr Heinemann, which recently
expanded into Saudi Arabia and operates airport fashion retail stores carrying luxury
brands in Jeddah, said the region's travel market has shown long-term resilience despite
unrest. He remains optimistic.

"Dips may be witnessed, but growth will remain," he said.

At Prada (1913.F) , opens new tab , first-quarter sales in the region rose 26%
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year-on-year, while Hermes' (HRMS.PA) , opens new tab sales there were up 14%.

High-end fashion and jewellery brands have been opening new stores and hosting
splashy events. Milan-based menswear label Zegna (JN0.F) , opens new tab this month
took its spring collection to the opera house in Dubai, the region's leading luxury hub, for
a catwalk show in an elaborate set evoking an Italian villa.

Elie Saab held its 45th anniversary show in Riyadh last November, featuring a
performance from Celine Dion.

Dior, Saint Laurent and Valentino last year opened stores in Bahrain, while this year
Louis Vuitton brought guests to the Dubai desert for a dawn meal and Chanel hosted a
dinner in Abu Dhabi linked to a high jewellery launch.

But maintaining visitor numbers to Middle Eastern destinations will be vital to bringing
shoppers through the doors. Luxury travel agency Global Travel Moments says that for
now, its long-term travel volumes to the Middle East have been unaffected by the latest
unrest.

However, given recent events, there is currently "certainly more caution" before finalizing
trips to the broader Middle East, it said.

($1 = 0.8546 euros)

Our Standards: The Thomson Reuters Trust Principles. , opens new tab
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La dette,maladiegalopantedesentreprises
EnFrance,la«liste noire» dessociétésconfrontées àun murdendettementdifficilementsoutenables’allonge

A u sein du petit monde
de la financespécialisé
dans les restructura-

tions de bilan– « res-

tructuring » dans le jargon ban-

quiers, avocats,prêteurs tiennent
à jour une liste secrète: celle des

entreprisesqui risquent denepas
pouvoir refinancer leur dette.Or,

leconstatestunanime : encemo-

ment, cet inventaire déborde, le

signequ’unepartie de l’économie
françaisea abuséde l'argent gra-

tuit prodigué par la Banquecen-

trale européennejusqu’en 2022.
Entre Technicolor, Emeis (an-

ciennement Orpea),Casino,Atos
ou Altice, la placede Paris a déjà

connu son lot de douloureuses
restructurationsfinancières.Mais
les professionnels du restructu-

ring, baséspour l’essentiel à Lon-

dres, sontpersuadésque la clini-

que
de la dettetricolore vabientôt

accueillirune vaguedenouveaux
malades,celle des LBO (pour leve-

raged buy-out), les rachatsavec ef-

fet de levier menéspar les fonds
d’investissement.

«Lesentreprises françaisesrepré-

sentent environ unquart du
porte-

feuille deLBO quenous couvronsen

Europe,souligne AndreaBonaven-

tura, analyste en «leveragedfi-
nance, » pour l’agence de notation

Fitch. Cela explique pourquoi la
Franceestbien représentéeparmi
lespaysdont sont issusles princi-

paux emprunteurssur les marchés
dontnousestimons la situationfi-
nancière préoccupante. » Et depré-

ciser: «Cela explique aussi
pour-

quoi figurent, dans ce palmarès,
desacteurs de la santéou destélé-

coms, autant desecteurspourtant
jugésrésilients mais qui, pour cette

raisonmême, ont suscité de nom-

breux rachatsavec effet de levier. »

Conversiondedette encapital

Depuis le mois d’avril, actionnai-

res et créanciers négocient un
partagede l’effort nécessairepour
assainirle bilan de Colisée, le nu-
méro quatre des maisons de re-

traite, acquispar le fonds d’inves-
tissement suédois EQT pour
2,2 milliards d’euros en septem-

bre 2020. Fragilisé par les déboi-

res de son premier client Altice,

l’équipementier télécoms Net-

ceed acquispour unprix estimé
à 2 milliards d’euros parCinven

rêts; sesprêteurs planchent sur
une reprisedel’entreprise.

Le mur de la dette l’arrivée à

maturité des emprunts (le mo-
ment où il faudra rembourser)–
atteint de 30 milliards à 35 mil-

liards d’euros en 2028 pour lesen-

treprises tricolores les moins bien

notées,contre5 milliards en 2026,
selonFitch.A priori, celalaissedu

temps, mais l’emprunteur est
censése préoccuper de son refi-

nancement douzeà dix-huit mois

avant l’échéance. Et plus selon la
gravité des symptômes.Les traite-

ments administrés vont du plus
simple,uneextensiondesmaturi-

tés, au plus douloureux, une
conversionde dette encapital,fai-

sant descréanciersles nouveaux
propriétaires de l’entreprise. En

mars, le fonds Alcentra a ainsi ré-

cupéré 99% du capital dugroupe
decrèchesPeople& Baby dans le

cadred’un plan de sauvegarde.

Et le marché deguetter les
pro-

chaines négociations. Fitchvient
d'ajouter les Laboratoires Cerba,

autre participation d’EQT, parmi

les créditsjugés «préoccupants».
Emeria (ex-Foncia) est dans le vi-

seur du marché ainsi que les crè-

ches Babilou ou le chimisteKem-

One. Le lyonnais Seqens, l’un des
acteurs-clés de la relocalisationen
Europe de la production deparacé-

tamol, dans le giron du fonds SK

Capital depuis 2021, apparaît éga-

lement souspression.
Cesdossiers de LBO viennent

s’ajouter aux entreprises tradi-

tionnelles ayant eu les yeuxplus

gros que leventre. Lesexpertss’at-
tendent ainsi àceque Casino, quia
obtenu un effacement massif de
sadetteen2023, renégocieen 2025
sa chargefinancière avec ses prê-

teurs. Ces dernierstemps, le nom
d’Artemis, la holding deKering,
l’empire du luxe des Pinault, a
mêmesurgi sur le radardurestruc-

turing. «Une vingtaine denomsfi-

gurent surmalisteenFrance,relate

unfinancier ayantrequis l’anony-
mat, autant qu’enAllemagne, mais
il ne s’ypassepas grand-chose car
les caisses d'épargne locales

ver-
rouillent le système.En Italie, cela
reste très opaque. C’est aussipour
cela queles regards sont tournés

vers la France en cemoment. »

PourquoicettevaguedeLBO mal

canique àl’œuvre. Unfonds qui es-

père vendre une participation

cinq ans après son rachatem-

prunte à septans et remboursece
crédit grâceau produit de la ces-

sion. Depuis deux ans, l’un des

rouagesa sauté: les ventesont été

retardées, faute d’accord sur le

prix. La haussedes tauxexplique
ces divergences de valorisation,

mais les performances opération-

nelles aussiont été décevantes.
Nombrede LBO réalisésen2020

t2021 ont,de fait, étémal calibrés.

« Etablir des plans d’affaires en

pleineperturbation liée auCovid-19

s’est avéréune gageure, explique
Yann Dever, associéde la banque
d’affairesOndra.Qui pouvait anti-

ciper les chocs économiquessuc-

cessifs, l'inflation, la crise de l'éner-

gie, laremontéebrutale destaux et

désormaisla guerrecommerciale ?

Lesprévisions de flux de trésorerie,

sur la base desquellesavaient été

calculés les niveaux de dette pou-

vant être supportés,se sont bien
souvent révéléestrop optimistes, et
donc la dette trop élevée. C’est en-

core plus vrai pour lesentreprises
dépendantd’une dépensepublique

qui s’est contractée.»
Un peucomme unrandonneur

qui achargésonsac à dos en pen-
sant arpenterun terrain plat et se

retrouveà grimper uncol de mon-

tagne. Pour certains secteurs,tels
les maisonsderetraite, lescrèches,

les laboratoires ou les cliniques,
longtempsterrain de chassefavori
desfonds de LBO, la pentes’avère
d’autant plus raide que le robinet
dessubventionsseferme. Cela de-

vient compliqué d’avancer, sur-

tout quand il y a degros cailloux
dans la chaussure: lapublication,
en janvier 2022, du livre de Victor
Castanet, LesFossoyeurs (Fayard),

dénonçantdesmaltraitanceschez

le numéro un mondial des mai-

sons deretraite Orpea, a déclenché
une ondede chocsur tout le sec-

teur. Idem pour les crèches.

Prix décotés

Lorsqu’une entreprise figure sur

les listes noires du restructuring,
tout le monderegardecomment
alléger sonsac à dos, avecl’idée de

gagnerpas mal d'argent au pas-

sage ou d’éviter d’en perdre. Les

banquiersd’affaires et les avocats
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de bataille afin de parer à toute
éventualité. Pour des raisons ré-

glementaires, certains sont ame-

nés à céder sur le marché secon-

daire les obligationsqu’ils détien-

nent : ces titres sontalors rachetés
à prix décotés par des fonds

op-

portunistes commeAnchorageou
Attestor, qui parientsur un retour
àmeilleure fortune, voire surune
conversionde la detteencapital.

«Chacun affine ses analyses.
Mais il peutsepasserlongtemps
avantque la situationévolueIl71..

Y

a eu tellement d'argent injecté

dans le système pendantle co-

vid-19 que cela a permis de re-

pousser les échéances», témoigne
Maxime Laurent-Bellue, direc-

teur général adjoint de Tikehau
Capital. D’autant que «la docu-

mentation bancairedesLBO réali-

sés après 2020 est trèsfavorable

aux emprunteurs, avecdes cove-

nants, autrementdits desratiosfi-
nanciers, à respecterpeu contrai-

gnants », préciseM. Dever. Sauf à

cequ’il y ait une crise de liquidité,
un actionnairepeut choisirde
faire l’autruche longtemps.

ISABELLE CHAPERON

Nombre
de LBO, ces

rachatsaveceffet
de levier, réalisés

en2020 et 2021

ontétémal
calibrés
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ǣȐǇʙǝɠʷĢʙɮƆ ǘƆʷɮƆɷ
ĢɀɮƍɷĢˍȢǣɮɀǵǣƇǵɫƇŊǘǣȐƆ
ŭƆˍĢȐʙ 1ȢȐĢǵŭ Ýɮʷȉɀ
Ģʷ ɷȢȉȉƆʙ ŭƆǵɫ¨ʙĢȐƆȐ
ĢŊŊƆɀʙĢȐʙǵɫƆȐǇĢǇƆȉƆȐʙ
ŭƆ ŊȢȐɷĢŊɮƆɮư ɏ ŭƆ

ǵƆʷɮÃp ī ǵĢŭƇƨƆȐɷƆŞǵƆɷ@ʷɮȢɀƇƆȐɷŞ
ɮƇʷȐǣɷǰƆʷŭǣɀȢʷɮ ʷȐ ɷȢȉȉƆʙ ī ɮʷ˓Ɔǵǝ
ǵƆɷŞɷƆŭƆȉĢȐŭƆȐʙ ŊȢȉȉƆȐʙ ƇˍǣʙƆɮŭƆ
ɀĢɷɷƆɮī ǵĢŊĢǣɷɷƆʷȐƆɷƆŊȢȐŭƆƨȢǣɷɷʷɮ
ǵƆɷŭɮȢǣʙɷŭƆ ŭȢʷĢȐƆɑ ɷƆɮˍǣǵǣʙƇ
ĢƨƨǣŊǘƇƆŭʷ ɷƆŊɮƇʙĢǣɮƆǇƇȐƇɮĢǵŭƆǵɫ¨ʙĢȐŞ

ÇʷʙʙƆŞī ǵɫƇǇĢɮŭŭʷ ɀɮƇɷǣŭƆȐʙ
ĢȉƇɮǣŊĢǣȐŞɠʷɫǣǵĢ ɠʷĢǵǣƨǣƇŭƆ ǐɀĢɀĢǒ
ƨĢŊƆī ŭƆɷƆȐƨĢȐʙɷŭǣɷɷǣɀƇɷŞĢɮƆȉɀǵǣɷȢȐ
ȢĻǰƆŊʙǣƨŭƆ ǵʷǣȢƨƨɮǣɮɷʷɮ ʷȐ ɀǵĢʙƆĢǵ̫Ģ
ˍǣŊʙȢǣɮƆǐȉȢȐʷȉƆȐʙĢǵƆǒ ŭȢȐʙǣǵĢɀʷ ɷƆ
ʙĢɮǇʷƆɮɑ @ʷɮȢɀƇƆȐɷŞɠʷǣŊǘƆɮŊǘƆȐʙ
ŭƆɀʷǣɷɷȢȐɮƆʙȢʷɮī ǵĢ ǵĢȐŊǘƆ
ŊȢȉȉƆȐʙ ǇƇɮƆɮÝɮʷȉɀŞ ɀƆǣȐƆȐʙī
ʙɮȢʷˍƆɮ ǵĢ ˍȢǣƆ ɀƆɮȉƆʙʙĢȐʙ ŭɫƆȐʙɮƆɮ
ŭĢȐɷ̫ Ȑ ɮĢɀɀȢɮʙʙɮĢȐɷĢŊʙǣȢȐȐƆǵĢŭʷǵʙƆ
ĢˍƆŊǵʷǣŞɠʷƆ ŊƆɷȢǣʙɷʷɮǵƆŊȢȉȉƆɮŊƆŞ ǵƆ
ɷȢʷʙǣƆȐī ǵɫìǲɮĢǣȐƆȢʷ ǵƆɷɷĢȐŊʙǣȢȐɷ
ŊȢȐʙɮƆǵĢÇʷɷɷǣƆɑ
pǵɮƆɷʙƆ̫ȐƆ ŭǣˠĢǣȐƆŭƆ ǰȢʷɮɷĢˍĢȐʙ

ǵɫƇŊǘƇĢȐŊƆŭʷ ȕ ǰʷǣǵǵƆʙŞī ǵɫǣɷɷʷƆŭƆǵĢǝ
ɠʷƆǵǵƆǵƆɀɮƇɷǣŭƆȐʙĢȉƇɮǣŊĢǣȐĢȉƆȐĢŊƇ
ǵɫìȐǣȢȐƆʷɮȢɀƇƆȐȐƆŭƆɷʷɮʙĢ˓ƆɮɷƆɷǣȉǝ
ɀȢɮʙĢʙǣȢȐɷī ưˤɏɑ @ȐĢʙʙƆȐŭĢȐʙŞŭƆɷ
ŭɮȢǣʙɷŭƆ ŭȢʷĢȐƆŭƆ Ȭˤɏ ɷȢȐʙŭƇǰī Ģɀǝ
ɀǵǣɠʷƇɷɷʷɮʙȢʷɷǵƆɷɀɮȢŭʷǣʙɷŞưˤɏ ɷʷɮ
ǵɫĢŊǣƆɮƆʙ ǵɫĢǵʷȉǣȐǣʷȉƆʙʭưɏɷʷɮǵƆɷ
ˍȢǣʙʷɮƆɷɑ@ʙǵɫìȐǣȢȐƆʷɮȢɀƇƆȐȐƆȐƆˍȢǣʙ
ǇʷƍɮƆɷƆŭƆɷɷǣȐƆɮʷȐ ɮƆʙȢʷɮĢʷɷʙĢʙɠ̫ʷȢ
ĢȐʙƆŞĢʷǇɮƇŭƆȐƇǇȢŊǣĢʙǣȢȐɷǵĢĻȢɮǣƆʷɷƆɷ
ȉƆȐƇƆɷɀĢɮǵĢ ȢȉȉǣɷɷǣȢȐŞŭȢȐʙ ŊɫƆɷʙ
ǵĢŊȢȉɀƇʙƆȐŊƆƆ˓ŊǵʷɷǣˍƆɑÑĢɀɮƇɷǣŭƆȐʙƆŞ
ìɮɷʷǵĢˍȢȐ ŭƆɮ ɀƆǣȐƆī ȢĻʙƆȐǣɮ
ǵɫĢʙʙƆȐʙǣȢȐŭʷ ɀɮƇɷǣŭƆȐʙĢȉƇɮǣŊĢǣȐɑ

ɷȢȐĢɮɮǣˍƇƆī ɷȢȐɀɮƆȉǣƆɮ ȢȐɷƆǣǵ
ƆʷɮȢɀƇƆȐŞ ǵƆ ŊǘĢȐŊƆǵǣƆɮĢǵǵƆȉĢȐŭŞ
ZɮǣƆŭɮǣŊǘ ǵɫĢɀɮƆɷɷƇƆŭɫ ǐĢĻȢʷʙǣɮ
ɮĢɀǣŭƆȉƆȐʙī ʷȐ ĢŊŊȢɮŭŊȢȉȉƆɮŊǣĢǵǒɑ
ÅʷƆǵɠʷƆɷǰȢʷɮɷɀǵʷɷʙȥʙŞǣǵĢˍĢǣʙŊɮǣʙǣɠʷƇ
ǵɫĢɀɀɮȢŊǘƆ ǐĻƆĢʷŊȢʷɀ ʙɮȢɀ ŊȢȉɀǵǣǝ
ɠʷƇƆǒ ŭƆ ǵĢ ȢȉȉǣɷɷǣȢȐ ŭĢȐɷŊƆɷ
ɀȢʷɮɀĢɮǵƆɮɷŊȢȉȉƆɮŊǣĢʷ˓ɑ ǵǵƆȉĢǝ
ǇȐƆ̱ȢʷŭɮĢǣʙǵĢ̱ȢǣɮɷƆŊȢȐŊƆȐʙɮƆɮɀȢʷɮ
ɷĢʷˍƆɮ ɠʷƆǵɠʷƆɷ ɷƆŊʙƆʷɮɷŊǵƇɷ ś
ǵɫĢʷʙȢȉȢĻǣǵƆŞǵɫĢŊǣƆɮȢʷ ǵĢɀǘĢɮȉĢŊǣƆɑ
ǐ&Ģ ȐƆɷǣǇȐǣƨǣƆɀĢɷɠʷɫǣǵƨĢǣǵǵƆɮƆȐȢȐŊƆɮ
Ģʷ ɮƆɷʙƆǒŞ ɀƆɷʙƆʷȐ ŭǣɀǵȢȉĢʙƆŭɫʷȐ
ĢʷʙɮƆǇɮĢȐŭɀĢ˔ɷɑ ɷƆȐʙǣȉƆȐʙɷɫǣȐɷǝ
ʙĢǵǵƆɠʷƆ ǵƆɷȬˤɏ ŭƆĻĢɷƆ̱ȢȐʙ ɮƆɷʙƆɮƆȐ
ˍǣǇʷƆʷɮɑ\ǣȢɮǇǣĢ ĢƆɷʙǣȉƇɠʷɫǣǵɷ
ǐȐɫĢʷɮĢǣƆȐʙɀĢɷʷȐǣȉɀĢŊʙɷǣǇȐǣƨǣŊĢʙǣƨǒ
ɷʷɮǵƆɷƆȐʙɮƆɀɮǣɷƆɷǣʙĢǵǣƆȐȐƆɷɑAʙĢʙɷ
ȉƆȉĻɮƆɷ ɷƆȉĻǵƆȐʙ ɷƆǵǣˍɮƆɮī ʷȐƆ
ŊȢʷɮɷƆŊȢȐʙɮƆǵĢȉȢȐʙɮƆ ɀȢʷɮ ǵǣȉǣʙƆɮ
ǵƆɷŭƇǇĥʙɷƆȐȐƇǇȢŊǣĢȐʙŭƆɷƆ˓ƆȉɀʙǣȢȐɷ
Ģʷ ŊĢɷɀĢɮŊĢɷɀȢʷɮ ǵƆʷɮɷɷƆŊʙƆʷɮɷŊǵƇɷɑ
ǐÝȢʷɷ ǵƆɷƆƨƨȢɮʙɷŭȢǣˍƆȐʙƊʙɮƆƨĢǣʙɷɀȢʷɮ
ɀĢɮˍƆȐǣɮī ʷȐ ĢŊŊȢɮŭĢˍƆŊ ǵƆɠʷƆǵȢȐ
ɀʷǣɷɷƆ̱ǣˍɮƆŞȉƊȉƆ ɷǣŊƆ ȐɫƆɷʙɀĢɷ
ǵɫǣŭƇĢǵǒŞɮƇɷʷȉƆ ǵƆɀɮƆȉǣƆɮȉǣȐǣɷʙɮƆǣɮǝ
ǵĢȐŭĢǣɷŞ
pɷȢǵƇƆŞǵĢZɮĢȐŊƆȐɫƆȐʙƆȐŭɀĢɷǵĢǣɷɷƆɮ

ɷɫǣȐɷʙĢǵǵƆɮŊƆʙƆɷɀɮǣʙŭƆ ŊĢɀǣʙʷǵĢʙǣȢȐ
ĢˍĢȐʙǵĢƨǣȐŭƆǵĢĻĢʙĢǣǵǵƆɑǵɫ¨ʙĢȐŞ@ȉǝ
ȉĢȐʷƆǵ Ģ ƨĢǣʙǵƆǵǣƆȐƆȐʙɮƆǵĢ
ŭƇƨƆȐɷƆƆʙǵƆŊȢȉȉƆɮŊƆɑ ǐ ¨ Ȑ ȐƆ ɀƆ̫ ʙ
ɀĢɷŞƆȐʙɮƆĢǵǵǣƇɷŞŭǣɮƆś ǣǵƨĢʷʙŭƇɀƆȐɷƆɮ
ɀǵʷɷǒ ɀȢʷɮ ǵĢŭƇƨƆȐɷƆǐƆʙŞ Ģʷ ɷƆǣȐŭƆ
ǵɫ¨ʙĢȐŞɷƆƨĢǣɮƆǵĢǇʷƆɮɮƆŊȢȉȉƆɮŊǣĢǵƆŞ
ŊɫƆɷʙ̫ȐƆ ĢĻƆɮɮĢʙǣȢȐǒŞĢǝʙǝǣǵŭƇŊǵĢɮƇŞ
ĢɀɀƆǵĢȐʙī ǵĢ ǐɀĢǣ˓ ŊȢȉȉƆɮŊǣĢǵƆǒɑ
ɫƆɷʙǝīǝŭǣɮƆī ǵĢɷʷɀɀɮƆɷɷǣȢȐŭƆ ʙȢʷʙƆɷ

ǵƆɷĻĢɮɮǣƍɮƆɷʙĢɮǣƨĢǣɮƆɷɑƆ ȐɫƆɷʙɀĢɷ
ɠʷɫʷȐƆ ɠʷƆɷʙǣȢȐŭƆ ɮƇĢǵǣɷȉƆƇŊȢȐȢȉǣǝ
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ɠʷƆŞȉĢǣɷĢʷɷɷǣŭƆ ɀȢǣŭɷɀȢǵǣʙǣɠʷƆɑƆ
ŭƇĻĢʙŭƆˍĢǣʙĢȐǣȉƆɮǵƆŭǦȐƆɮŭƆɷĂǣȐǇʙǝ
ÑƆɀʙŞǰƆʷŭǣɷȢǣɮŞŊȢȐɷĢŊɮƇī ǵĢŊȢȉɀƇʙǣǝ
ʙǣˍǣʙƇŭƆ ǵɫ@ʷɮȢɀƆƆʙī ɷĢɀǵĢŊƆŭĢȐɷǵƆ
ȉȢȐŭƆɑ ìȐ ĢǇƆȐŭĢȉȢʷǵʙ ƨȢǣɷɮĢĻĥŊǘƇŞ
ɷĢȐɷɠʷƆ ǵƆĻǵȢŊȐƆɀĢɮˍǣƆȐȐƆī ƆȐʙǣɮƆɮ
ʷȐƆɠʷƆǵŊȢȐɠʷƆɀʷǣɷɷĢȐŊƆǇƇȢɀȢǵǣʙǣɠʷƆ
ƨĢŊƆī ŭƆɷĢŭˍƆɮɷĢǣɮƆɷĢʷ˓ ˍǣɷƇƆɷǣȉɀƇǝ
ɮǣĢǵǣɷʙƆɷɑɀɮȢĻǵƍȉƆŞŊɫƆɷʙɠʷƆ ȐȢʷɷ
ĢˍȢȐɷƨĢŊƆī ȐȢʷɷʷȐ ȐƇǇȢŊǣĢʙƆʷɮǘȢɮɷ
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