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FASHION

Kering'sPinaultInaugurates
Youth CreativeHub in ParisSuburb

Groupchairman and chief

executive officer François-

Henri Pinault pledgedmore

mentoring opportunities
for thearea’s youths.

BY JOELLE DIDERICH

AULNAY-SOUS-BOIS,France– Taking a
breakfrom the Paris men’s shows, Kering
chairmanandchief executive officer

François-HenriPinaultheadedto the

northern suburbof Aulnay-sous-Bois on
Fridayto inauguratethe headquartersof

local nonprofit 0-93.Lab, which aims to
introduceyoungstersto careersin fashion
andvisualarts.

Foundedin 2019 by designerBastien J.

Laurent,cofounderof Atelier Avoc and
winner of the ANDAM Creative LabelPrize
in 2017, the creativehubhasmovedinto

new digs,a formerpolice stationthat had
beenshutteredsince2017,when riots

brokeout in the adjoininghousingestate
amidfury over asevereincidentof police
brutality.

Thanks to “a significant investment”
from Kering, whichownsluxury brands

includingGucci, SaintLaurent and
Balenciaga,the 3,500-square-footspace
will host freeworkshops,after-school
educationalprogramsandcultural events.

Its equipmentrangesfrom sewing and

quilting machines to ascreen printing

pressanda dyeingstation.It will alsoteach

embroidery,photographyand filmmaking.

“This is light yearsremovedfrom our
old set-up,”Laurenttold WWD, noting that

the associationpreviouslyworkedout of a

215-square-footspacenearby.

Originally from Aulnay-sous-Bois,he

hopesto welcomeabroadercross-sectionof

local residentsvia culturalevents including

pop-ups and exhibitions, starting next year.
Pinaultnoted creativitywasat theheart

of Kering’s strategy,asreflectedby itsnew

tag line: “Creativity Is Our Legacy.”
“It’s very important for us to ensurethat

all creativetalentsaresupported,notjust
thosewhohavejobs,bu thosewho are
risingup,” he said in aspeech.“Design
mustconstantlychangeandevolve,
and for that we needalot of talent, and
particularly young creative talent.”

Visitors heardfrom alumniof the

programwhoarenow studyingdesignor
practicingphotography.

Pinault wasjoined byKeringexecutives

including chiefpeopleofficer Béatrice Lazat,
andLaurentAymard, chiefoperatingofficer
andchief financial officer at SaintLaurent,
whohelpedput in place a six-month

mentoring program in which 13 Kering
expertswerepairedwith young creatives.

Balenciagahasdonateddeadstockfabrics,
andhostedaworkshopwhereparticipants
createdtheir own upcycled designswith the
helpof atailor, patternmakers andsenior
designersfromthehouse.Theresulting

looks weredisplayedat Balenciaga’scouture

salon in Paris.

“This is thekind of thing thatwe’re
absolutelyready,throughthe different

housesof thegroup, to doagain in order

to help you,” Pinault said.

Bruno Beschizza,mayor of Aulnay-sous-

Bois, praisedthe initiative for fostering
excellenceandcounteringthe negative
publicity that has dogged the area. “This is

at oddswith everythingthathasbeensaid
abouttheseneighborhoods,”hesaid.

Instead,he underlinedthe potential
of the town, with the buildingof a new
rail network that is expectedto attract
investmentto the area,anda population
of 90,000 people, of which43 percentare
under 30.

Pinault,meanwhile,stressedthe

importanceof human creativityin the face
of rapidly evolvingtechnoloGy.

“These creative jobs have an
extraordinaryfuture andevenmore

so at thedawnof artificial intelligence
whendesignwill becomemoreandmore
synthetic,andin this era. human-made

designwill becomeevenmore important,”
he said. “so keep working, be ambitious,
keepdreamingbecausethere is really a lot

of future in theseprofessions.”
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François-Henri Pinault,
Bastien J. Laurent and

Bruno Beschizza.

Participants atFrench nonprofit 0-93. Lab,

which aims to introduce youngsters to

careersin fashion and visual arts.
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How The Kering Group And JCK Are Supporting

Sustainable Jewelry Design

By Kyle Roderick

KESING

GRATION

Most jewelry trade shows are mainly concernedwith buying andselling, but the June 2025edition of

the JCK show in Las Vegascommunicatedmultiple messagesabout how and why jewelry and other

luxury goodsarebecomingmore earth-friendly. What'smore,major playersin the luxury industry, such

as the global holding companythe Kering Group, are leading the way. (The Kering Group's jewelry

Housesinclude Boucheron,Pomellato, DoDo, and Qeelin.) On Saturday,June 7, Kering heldthe first-

ever Kering GenerationAward X Jewelry award ceremonyat the JCK Show.

For RX Global, the JCK' show's parent company, sustainability informs how it designs trade show

events and engagesindustry communities around the world before, during and after the annualshow

every June. In an email interview, Sarin Bachmann, vice-president of the RX Jewelry Portfolio,

which includes JCK, JCK Magazine, Luxury and JIS wrote, "We have a unique platform to drive

meaningful change through our sustainability talks and reportage, as it is central to the future of the

jewelry industry." This June,JCK teamedup with The Kering Groupto presentthe first-ever Kering

Generation Award X Jewelry ceremonyduring the JCK show.

JCK And Kering Group Are Sustainability Leaders

Launchedin November 2024,the Kering Generation Award X Jewelry was createdby the Group in

collaboration with CIBJO, The World Jewellery Confederation,and with scientific coordination by

Poli.Design, the Politecnico di Milan school in Milan. The Kering Generation Award X Jewelry

initiative aims to support a new generation of innovators committed to designing and producing

sustainablejewelry.

Embodying the theme of "Second Chance,First Choice", the Award invited participants to design a

piece of jewelry, or a collection, that incorporateswaste materials, thereby giving them new luxurious

life asbeautiful, sustainablejewelry. Thecompetition involved 22startupsandstudentsfrom 10 world-

renowneduniversities and academies.

In an email interview following the Award ceremony, Marie-Claire Daveu, Kering Group Chief
Sustainability and Institutional Affairs Officer, describedhow Kering's jewelry Houses Boucheron,

Pomellato, DoDo, and Qeelin" ... all embody the Group's broad commitment to responsibleinnovation

andsustainability acrossthe jewelry valuechain. Theuseof suchmaterials as Cofalit, shecontinued,"a

byproduct of industrial waste,by our Maison Boucheron, is apowerful exampleof how creativity and
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responsibility can go hand in hand in high jewelry, We actively encourageall our Housesto explore

new materials and innovative processesthat help reduce environmental impact and expand the

boundariesof what is possiblein luxury."

Kering Generation Award X Jewelry Winners

The winner in the student category of the Kering GenerationAward X Jewelry was Lee Min Seo, a

studentfromthe Departmentof Metalwork andJewelry at Hongik University in Seoul,Korea. LeeMin

Seobreathesnew life into tradition with Rhythm Reborn, a collection crafted from discardedleather

from thejanggu, atraditional Koreanpercussioninstrument.Lee transformsworn-out jangguleather-

oftendiscardedafter extensiveuse- into sculpturaljewelry pieces. Thispreventsenvironmentalwaste

while revivifying the rhythms, lyricism, and humanemotionsof Koreanmusical heritage.

The startup category Award went to Ianyan, a retail independent designerjewelry brand that uses

fractured opals and other ruggedly beautiful gemstonesthat are generally absent from conventional

jewelry. Ianyan promotesa circular economy by choosing imperfect gemsto revive traditional values

and give new life to materials through craftsmanship,and by designing jewels with stonesthat are

repaired,transformedor recomposed.

The Award winners will bementoredby expertsfrom Politecnico di Milano andtheir resulting designs

will be unveiled by the Kering Group at the 2026 JCK Show and through global media channels,

highlighting their commitment to innovation and sustainability. In addition, student Lee Min Seois

invited to completeaninternship at one of Kering's jewelry Maisons. TheAward trophies, designedby
Yi Design, winner of the third Kering GenerationAward in China, were presentedby ProfessorAlba

Cappellieri, Headof Jewelryand FashionAccessoriesProgramsat Politecnicodi Milano, Marie-Claire

Daveu, Chief Sustainability and Institutional Affairs Officer at Kering, and Gaetano Cavalieri,

President of CIBJO.

A Dynamic Sustainability Partnership

Accordingto Bachmann,Marie-Claire Daveu's presenceat JCK for thesecondyearin arow"represents

the forward-thinking partnershipthat JCK valuesdeeply.Marie Claire's commitment to returning and

the selectionof JCK asthe best globalpartner for the Kering GenerationAward X Jewelry underscores

the recognition of JCK asthe premier platform to reachthe global industry on the largestscale-- where

all the most important leaderscometogether." While it's too early for Bachmannto announcespecific

plans for 2026,"I cansaythat our relationshipwith sustainability leaderslike Marie-Claire continuesto

grow stronger. JCK is the natural home for initiatives that shape the jewelry industry's future.

Collaborations with partners like Kering," she mused, "validate that the most innovative companies

recognizeJCK astheplatform of choice for reaching the entire global jewelry industry."

As Daveuput it, "At Kering, sustainability is at the coreof our Groupstrategy,andinnovation is oneof

the key pillars of our sustainability roadmap. Why? Becausewe firmly believe that innovation is

essentialto achievingour goals- not only in fashion, but also in jewelry. Thework on raw materials is

especially critical in the jewelry sector," she explained,"becauseraw materials representthe largest

share of our environmental footprint. The way we source andtransform thosematerials is where the

most meaningful changecanoccur. That's why researchanddevelopmentin this areais aclearpriority,

supportedat both Group andbrand level."

How Third-Party Analysts Rank Kering's ESG

Theseefforts appear to be paying off, big-time, for Kering was ranked first out of all the Textiles,

Apparel & Luxury Goodscompaniesin CorporateKnights' 2024100Most SustainableCorporationsin

the World. (The CorporateKnights Global 100is an annual ranking of the world's most sustainable

corporations,published by Corporate Knights.) This index evaluatespublicly traded companieswith
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over $1 billion in revenue based on their environmental, social, and governance (ESG) performance.

The ranking is announced each year during the World Economic Forum in Davos.

While this was the seventh year in a row that Kering was lauded by the Corporate Knights index as an

Industry leader, Kering was also designated as first place winner in its Corporate Knights peer group

category of Retail, excepting grocery and automobile businesses. To determine this year's ranking,

6,733 companies were analyzed against global industry peers across 25 quantitative key performance

indicators, including percentage of sustainable revenue and percentage of sustainable investment. Also

assessedare carbon productivity, meaning the amount of revenue produced per unit of carbon emissions,

plus racial and gender diversity.

Encouraging movements highlighted in 2024's Corporate Knights analysis include continued growth in

corporate revenues and investments aligned with what it terms a 'sustainable economy'. The report

claims there was close to a 30% growth annually in this realm, which is six times faster than the economy

at large. While the rising tide of corporate sustainability is creating worldwide big wave patterns, JCK

and the Kering Group are surfing those waves together.

Editorial StandardsReprints & Permissions
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El retiro de François Henri Pinault, el empresario que

creó un imperio de moda a base de decisiones

arriesgadas

Con 63 años da un paso atrás y apuesta por un perfil ajeno al mundo de la moda,

una decisión insólita que concuerda con su personalidad audaz

Leticia Garcia
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Mientras el pasado mes Bernard Arnault revalidaba por una aplastantemayoría de los inversores su

puesto como gestordel holding de marcas de lujo más importante del mundo, LVMH (Louis Vuitton

Moët Hennessy), hasta los 85 años, su histórico rival, François Henri Pinault, se apartaba la pasada

semanadela dirección generaldel grupo Kering (Gucci, Saint Laurent, Bottega Venetta...): "Tras veinte

añostransformando Kering en un gran actor mundial del lujo, el grupo estápreparado para una nueva

etapa en su desarrollo. A partir de 2023 inicié una reflexión sobre la evolución de la gobernanza del

grupo.Fue enestecontexto queconocí aLuca deMeo. Suexperiencia al frentedeun grupointernacional

cotizado, suagudacomprensión delas marcas y susentido deunacultura corporativa sólida y respetuosa

me convencieron de que era el líder que buscaba para aportar una nueva visión y dirigir estenuevo

capítulo en la historia de nuestro grupo", declaraba el magnateen un comunicado oficial distribuido a

los medios.

De Meo lleva tres décadasrelanzando con un éxito rotundo los dividendos de los grandes grupos

automovilísticos, de Renault a Volkswagen. Es la primera vez, sin embargo, que un gestor ajeno a la

moda toma las riendas de un conglomerado del lujo (solo Chanel, que esunafirma independiente, tiene

a una CEO proveniente del sector del granconsumo: LeenaNair, curtida en Unilever). "La fertilización

cruzada entre industrias suele fomentar la innovación, la agilidad y una nueva forma de pensar

estratégicamente,lo cual resulta especialmente valioso en sectoresque atraviesan transformaciones o

enfrentan expectativas cambiantespor parte del consumidor. Los líderes con trayectorias en distintos

ámbitos puedencuestionar las normas establecidasdel sector", explica Claudia d'Arpizio, socia de la

consultora Bain & Co. ParaIgnacio Marcos, sociosénior deMckinsey & Co., estetipo de movimientos

han sido exitososen el pasado,y cita el ejemplo de Inditex: "Destacaría el dúo formado por Amancio

Ortega y Pablo Isla (y ahora por Marta Ortega y Óscar García-Maceiras), un gestor y un experto

en retail y producto".

Pesea que, tras hacersepúblico el nombramiento, las acciones de Kering subieron un 8%, la decisión

de Pinault de retirarse de la dirección general a los 63 (seguirá siendo el presidente) paracolocar en la
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cima a alguien ajenoal sectorno deja de versecomo una estrategiaarriesgadaa ojos delos expertos,

pero lo cierto es que el magnatebretón construyó su emporio tomando este tipo de decisionespoco

previsibles.

Cuandoheredóelnegocio desupadre,FrançoisPinault,en 2005,elconglomeradoni siquierase llamaba

Kering (un juego depalabrasentre'caring', en inglés, y 'ker', quesignifica hogarenbretón),sino PPR,

siglasdePinault, los almacenesfrancesesPrintemps yla marcatextil de ventaporcatálogo La Redoute.

Pinault padre encajaa la perfección en el mito del hombre hecho así mismo/tiburón empresarialque

empezócon una pequeñaempresamadereralocal y terminó conuna madereraglobal, una empresade

solucionesfarmaceúticaspara África, la FNAC, varioscentros comercialesen Francia, la citada marca

de ventapor catálogoy, en un extrañogiro delos acontecimientos,con unaparticipación mayoritaria en

Gucci, AlexanderMcqueen, YvesSaint Laurent,Balenciaga y Bottega Veneta. Todaslas compró enun

lapso de dos años,entre 1999y 2001, y con las dos primerasejerció de 'caballero blanco', esdecir, las

salvó de comprashostiles (Gucci) y de las restricciones creativas (McQueen) impuestaspor su desde

entoncesgranenemigo,Bernard Arnault. Pinault padrese retiró a los 66, cuandoesasmarcasdemoda

solo representabanel 10% dela facturación de PPR y cedió el testigo a su hijo, que se había curtido

trabajandoen las empresasfamiliares 'desde abajo': trabajando en una sucursal de la madereraen un

pueblodeFrancia,en la seccióndeinformática delafarmacéuticao enel departamentodigital deFNAC.

"Fue divertido, pero dramático y surrealista",contaba François Henry Pinault en un perfil en el New
York Timesen 2013."Sabíaque iba apasar,lo queno sabíaesqueiba apasartan rápido. Yosolo tenía

40 añosy mi padreestabaen plenaforma, pero habíavisto a 'muchos padresomnipotentes' fracasary

no quería ser unode ellos".

Eseaño, 2005,probablementefuera el másestresantedel magnate.Reciénestrenadoenel mundo dela

moda, inició unabreve relación con la súpermodelo Linda Evangelistadela que el mundo supo cinco

años después,dado que ella le demandó reclamandola manutención, que habían tenido un hijo,

Augustin, en 2010. El empresarioreconoció la paternidady llegó aun acuerdo conla modelo en 2011.

Paraentonces,mantenía una relación con la actriz SalmaHayek desdehace cinco años,es decir, la

conoció mesesdespuésderomper con ella. Hoy Hayek y Pinault siguenjuntos y hacepocos mesesse

les pudo verjunto a Evangelistaenla graduacióndel hijo de ambos,comounafamilia numerosafeliz.

Peromásallá deestrenarseen elcargo teniendodos hijos en añoy medio (Augustin y Valentina, la hija

quetiene con Salma)lo primero quehizo FHP, comolo llaman susempleadosde Kering, fue no ser

como su padre.Se fue quitando deen medio las empresasdel conglomeradoy se centróen el lujo. Lo

hizo porquepreferíarestardividendos y ganarpresenciaglobal paraluego hacerloscrecer,algo quecon

solo conseguiríasi se centrabaen la moda. Compró (y más tarde vendió) Stella McCartney, Pumao

ChristopherKane, sehizo con el 100% de Gucci y no le tembló el pulso cuandodecidió dejar marchar

y no ceder ante las demandasde los dos reyes midas de la moda de principios de siglo, Tom Ford y

Domenico deSole, quele pedíancontrol absolutode la firma italiana. Tampococuandodecidió traer de

vuelta a Yves Saint Laurent a otro Rey Midas, Hedi Slimane, en2012, peseal revuelo que generaron

susprimeras coleccionesy pese a que el diseñador tunecino le quitó e Yves al nombre de la marca.

"Siempre da libertad absolutaa los diseñadores.Además,tiene olfato para generarsinergias entreel

creativo y el gestorde cada marca queposee. Una vez que ha encontradoa los adecuados,no suele

interceder", cuentaun empleadodel conglomerado.

En 2013, PPR pasó a llamarse Kering, desmarcándosecompletamentedel legado paterno, y Pinault

iniciaba los queseríansusañosdorados,quellegaron precisamentepor susdecisionesarriesgadas,o lo

que eslo mismo,por apostarpor (entonces)completosdesconocidosy auparlosala cimade susmarcas,

algomuy pocohabitual enunsectordondelos mismosnombrescambiandeubicacióncasisin pestañear:

con Daniel Lee (y despuésde Matthieu Blazy) Bottega Veneta pasó de ser una marca de hiperlujo

tradicional a una sensaciónviral (y carísima); las locuras únicas de AlessandroMichele hicieron que
Gucci batiera récords en 2018, superandolos 7 mil millones de euros en facturación. El georgiano
Demna Gvasaliaha convertido Balenciagaen una especiede fenómenocultural que generaamoresy
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odios, y Anthony Vaccarello ha moldeado Saint Laurent como si fuera una corporación destinada al

entretenimiento de alta gama con restaurantes, exposiciones y productora de cine incluidos. "Es

interesante ver cómo este tipo de conglomerados construyen marcas para distintos tipos de perfiles de

clientela, de esta forma al menos una u otra esquivan las tendencias del mercado", sostiene Ignacio

Marcos.

Desmarcándose de su competidor principal, LVMH, Pinault prohibió el uso delas pieles en sus marcas

en 2013 y en 2019 creó junto a Emanuel Macron el 'Fashion pact', una alianza entre directores generales

de grandesmarcas (actualmente treinta) para compartir recursos que permitan la transición ecológica de

sus empresas. Pero una serie de catastróficas desdichas hizo que los años posteriores a la pandemia

pasaran factura a Kering: primero fue la salida de Michele de Gucci (y de su CEO, Marco Bizarri) en

2022. La viralidad y la sobreexposición de sus diseños hizo que la clientela sufriera lo que

el márketing llama fatiga de marca. Michele se despedía de la firma que encumbró a la vez que

Balenciaga publicaba aquella campaña con niños en la que algunos quisieron ver tintes sexuales y que

hizo quela reputación de la enseñacayera en picado, pero Pinault no despidió a Demna porque, según
declaró vía comunicado, "en Kering se pueden cometer errores". Después llegó la bajada del consumo

de lujo occidental en China, su principal cliente, la inestabilidad geopolítica, la amenazade los aranceles

y la caída en bolsa. Kering ha perdido más de la mitad de su valor bursátil en los últimos cinco años,

"aunque enrealidad ninguna de estas empresasha parado de crecer, solo que es imposible mantener un

gran crecimiento durante mucho tiempo, llega un momento en que la facturación crece de forma más

pausada y estable", matiza Marcos. El año pasado, las marcas de Kering facturaron en total 17.200

millones de euros.Mil millones menos respecto al año anterior, pero casi el doble de lo que facturaban

en 2017. El problema, en definitiva, no es tanto el dinero como la progresiva pérdida de confianza del

consumidor, que no ve con buenos ojos la escalada de precios de los productos de lujo en los últimos
años y está cansadadela sobreexposición de ciertasmarcas enredes y medios. "La industria está llamada

a responder a las disrupciones actualesrecentrándose enlos fundamentos del negocio del lujo, basando

sus propuestas de valor en identidades de marca claras y diferenciadas, ancladas en una fuerte calidad

de producto. Están entrando en un nuevo capítulo crucial, uno que exige mayor enfoque, mayor

relevancia cultural y un crecimiento arraigado en un propósito", explica d'Arpizio.

En estesentido, la estrategia de Pinault ha sido también novedosa porque, aunque suene paradójico, le

ha confiado el reto a los de siempre: ha colocado como subdirectores generales (un puesto que, por

ejemplo, no existe en LVMH) a dos gestores que llevan en Kering más de una década, Francesca

Belletini y JeanMarie Duplaix, para supervisar la estrategia creativa y de negocio de toda su cartera. Y

ha cambiado de sitio, pero no de empresa, a sus genios creativos: Michele está en Valentino (pertenece

a Kering en un 33%), Pierpaolo en Balenciaga y Demna en Gucci. Que nada cambie para que todo

cambie. El hecho, además, de que el creador georgiano se haga responsable de la firma italiana que

reporta al grupo casi la mitad de todos sus ingresos, es una apuesta atrevida; en definitiva, es creer que

una mente disruptiva y polémica gestaráel cambio en una de las firmas de lujo másimportantes, en peso

y exposición, del mundo. El 'trabajo sucio' le corresponde a Luca de Meo, que no solo tendrá que

superar a un gestor que acabade admitirse incapaz de remontar la situación y recuperar la confianza en

los inversores, también deberá reajustar el engranaje de las marcas sin que pierdan el alma y el interés

cultural por el camino.
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The retirement of François Henri Pinault, the entrepreneur

who created a fashion empire based on risky decisions.

CE NoticiasFinancieras, Dimanche, 29 Juin 2025, 1838 Mots,

Copyright C Content Engine LLC

(Document NFINCE0020250629el6t0025c)

While lastmonth Bernard Arnault revalidatedby an overwhelming majority of investorshis position as

managerof the world's largest luxury brandholding company, LVMH (Louis Vuitton Moët Hennessy),

until the ageof 85, his historic rival, FrançoisHenri Pinault, steppedasidelast weekfrom the CEO of

the Kering group (Gucci, Saint Laurent, Bottega Venetta...): "After twenty yearstransforming Kering

into a major global player in luxury, the groupis ready for a new stagein its development.From 2023
onwards, I started a reflection on the evolution of the group's governance.It wasin this context that I

met Luca deMeo. His experienceat the head of a listed international group, his keen understandingof

brandsandhis senseof a strongandrespectful corporateculture convinced me that he was the leader I

waslooking for to bring anew vision andlead this new chapterin the history of our group," the tycoon
declaredin an official statementdistributed to the media.

DeMeo hasspent three decadessuccessfullyrelaunching thedividends of the major automotive groups,

from Renaultto Volkswagen, with resoundingsuccess.It is the first time, however, that a non-fashion

managerhas taken the reins of a luxury conglomerate (only Chanel, which is anindependentfirm, has

a CEO from the FMCG sector: Leena Nair, who worked at Unilever). "Cross-fertilization across

industries often fosters innovation, agility and new strategic thinking, which is especially valuable in

industries undergoing transformation or facing changing consumer expectations. Leaders with

backgroundsin different fields canchallenge establishedindustry norms," explains Claudia d'Arpizio,

a partner at the consulting firm Bain & Co. For Ignacio Marcos, a senior partner at Mckinsey & Co,

suchmoves have beensuccessfulin the past,citing the exampleof Inditex: "I would highlight the duo

formedby Amancio Ortega and PabloIsla (andnow by Marta Ortegaand ÓscarGarcía-Maceiras),a

managerandan expert in retail andproduct.

Although Kering's sharesrose 8% after the appointment was made public, Pinault's decision to step
down asCEO at 63 (he will remain chairman) to put someonefrom outsidethe sector at the top is seen

as arisky strategy in the eyesof experts,but the fact is that the Breton magnatebuilt his emporium by

taking this type of unpredictable decision.

When he inherited the businessfrom his father, François Pinault, in 2005, the conglomerate wasnot

evencalled Kering (a play onwords between'caring' in English and'ker', which meanshome in Breton),

but PPR, an acronym for Pinault, the French department storePrintemps andthe textile catalogbrand
La Redoute. Pinault Sr. fits perfectly into the myth of the self-made man/entrepreneurialshark who

startedwith asmall local timber company andendedupwith a global timber company,apharmaceutical
solutions company for Africa, FNAC, severalshopping centers in France, the aforementionedcatalog

retail brand and,in astrangeturn of events,a majority stakein Gucci, Alexander Mcqueen, Yves Saint

Laurent, Balenciagaand Bottega Veneta.He bought them all in a spanof two years,between 1999and

2001,and with the first two he actedas a 'white knight', that is, he savedthem from hostile takeovers

(Gucci) and from the creative restrictions (McQueen) imposed by his since then greatenemy, Bernard

Arnault. Pinault senior retired at 66, when those fashion brands accounted for only 10% of PPR's

turnover, andhanded over the baton to his son, who had hardenedhimself by working in the family

businesses'from the bottom up': working in a branch of the lumber companyin a village in France,in

the IT section of the pharmaceuticalcompany or in the digital departmentof FNAC. "It was fun, but

dramatic and surreal,"recountedFrançois Henry Pinault in a 2013 New York Timesprofile. "I knew it

was goingto happen,what I didn't know wasthat it wasgoingto happenso fast. I wasonly 40 yearsold
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andmy father wasin greatshape,but I had seen'many omnipotent fathers' fail and I didn't want to be

oneof them."

That year, 2005, wasprobably the tycoon's most stressful. New to the fashionworld, he begana brief

relationship with supermodelLinda Evangelistathat the world learned five yearslater, asshe sued him

for child support,that they hadhad a son, Augustin, in 2010. Thebusinessmanacknowledgedpaternity

andreached anagreementwith the model in 2011. By then,he had beenin a relationship with actress

Salma Hayek for five years,that is, he met her months after breaking up with her. TodayHayek and

Pinault are still together and a few months ago they could be seen together with Evangelista at the

graduationof their son,as ahappy largefamily.

But beyond making his debut in the position having two children in a year and a half (Augustin and

Valentina, the daughterhe has with Salma)the first thing FHP, ashis employeesat Kering call him, did

wasnot to be like his father. He gradually took the conglomerate'scompaniesout of the way andfocused

on luxury. He did this becausehepreferred to subtractdividends and gain a global presenceandthen

grow them, somethinghe could only achieveby focusing on fashion. He bought (and later sold) Stella

McCartney, Puma or Christopher Kane, he took 100% of Gucci andhis pulse did not tremble when he

decidedto let go andnot givein to the demandsof the two fashion kings of the beginning of the century,

Tom Ford and Domenico de Sole, who demanded absolutecontrol of the Italian firm. Nor when he

decided to bring back to Yves Saint Laurent another King Midas, Hedi Slimane, in 2012, despite the

uproar generatedby his first collections anddespite the fact that the Tunisian designerremovede Yves

from the brand'sname. "He always gives absolute freedomto designers.In addition, he has anose for

generatingsynergiesbetween the creative andthe managerof eachbrand he owns. Oncehe has found

theright ones,he doesn't usually intercede," saysan employeeof the conglomerate.

In 2013, PPR wasrenamedKering, completely dissociating itself from the paternal legacy, andPinault

beganwhat would behis golden years,which cameprecisely becauseof his risky decisions,or what is

thesame,for betting on(then) complete unknowns andraising themto the top of their brands,something

very unusual in a sector where the same names changelocation almost without batting an eye: with

Daniel Lee(and then Matthieu Blazy) Bottega Venetawent from beinga traditional hyper-luxury brand

to a viral (and expensive) sensation; AlessandroMichele's unique follies made Gucci breakrecords in

2018, surpassing 7 billion euros in turnover. GeorgianDemna Gvasalia has turned Balenciaga into a

kind of cultural phenomenonthat generatesloves andhates, and Anthony Vaccarellohas molded Saint

Laurent asif it were a corporation aimed at high-end entertainment with restaurants,exhibitions and

film production companyincluded. "It's interesting to seehow thesetypes of conglomeratesbuild brands

for different types of clientele profiles, so at leastoneor the other is dodgingmarket trends," saysIgnacio

Marcos.

Disassociatinghimself from his main competitor, LVMH, Pinault bannedthe useof fur in his brandsin

2013 and in 2019 he created with Emanuel Macron the 'Fashion pact', an alliance between CEOs of

major brands (currently thirty) to shareresourcesto enablethe ecological transition of their companies.

But a seriesof catastrophicmisfortunes meant that the yearsfollowing the pandemictook their toll on

Kering: first came Michele's departurefrom Gucci (and its CEO,Marco Bizarri) in 2022. The virality

and overexposureof his designscausedthe clientele to suffer from whatmarketing calls brand fatigue.

Michele wassaying goodbyeto the brandthathe had createdatthe sametime that Balenciaga published

that campaign with children in which somewanted to seesexual overtones and that made the brand's

reputation plummet, but Pinault did not fire Demna because,ashe stated in a pressrelease,"in Kering

mistakes can be made". Then camethe downturn in Westernluxury consumption in China, its main

customer, geopolitical instability, the threat of tariffs and the fall in the stock market. Kering has lost

more than half of its stock market value in the last five years, "although in reality none of these

companieshas stopped growing, it is just that it is impossible to maintain high growth for a long time,
there comesa time when turnover growsmore slowly and steadily," saysMarcos. Last year, Kering's

brandshad atotal turnover of 17.2 billion euros.Abillion less comparedto the previous year,but almost
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double what they billed in 2017. The problem, in short, is not so much money as the progressive loss of

consumer confidence, which does not look favorably on the escalation of prices of luxury products in

recent years and is tired of the overexposure of certain brands in networks and media. "The industry is

called to respond to the current disruptions by refocusing on the fundamentals of the luxury business,

basing their value propositions on clear and differentiated brand identities, anchored on strong product

quality. They are entering a crucial new chapter, one that demands greater focus, greater cultural

relevance and growth rooted in purpose," explains d'Arpizio.

In this sense, Pinault's strategy has also been novel because, paradoxical as it may sound, he has

entrusted the challenge to the usual: he has placed as deputy CEOs (a position that, for example, does

not exist at LVMH) two managers who have been with Kering for more than a decade, Francesca

Belletini and Jean Marie Duplaix, to oversee the creative and business strategy of his entire portfolio.

And it has moved its creative geniuses around, but not from one company to another: Michele is at

Valentino (33% owned by Kering), Pierpaolo at Balenciaga and Demna at Gucci. Let nothing change

so that everything changes. The fact, moreover, that the Georgian creator will be responsible for the

Italian firm that brings the group almost half of all its revenues, is a daring bet; in short, it is to believe

that a disruptive and controversial mind will manage the change in one of the most important luxury

firms, in weight and exposure, in the world. The 'dirty work' falls to Luca de Meo, who will not only

have to overcome a manager who has just admitted that he is incapable of recovering the situation and

regaining the confidence of investors, but will also have to readjust the brands without losing their soul

and cultural interest along the way.
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UNE FLANERIE MODE
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4JUILleT 2024,EN PLEINE
SEMAINE D’OUVERTURE desRencontresd'Arles.

Surla scèneduthéâtreantique,TshepisoMazibuko

manqueà l'appel.Après quelques minutes d’attente
fébrile, la voilà qui reçoit, hors d'haleine,le Prix de

la Photo MadameFigaro desmainsdel’actrice Ana

Girardot, présidentedujury,devantunpublicconquis

par sonémotion. Portraitvibrantd'unegénération
sud -africaine « néelibre » mais empêchée,le projet

doit son titreauproverbe sesotho « Ho tshepa ntshepedi

ya bontshepe» (« Croireenquelque chosequi neviendra

jamais »). Un adagesur mesure pourTshepiso qui,

unan plustard,souslepont deBir-Hakeim,achève

sonpremiershooting modepourMadameFigaro.Jamais

«la petite fille qui atraversésa scolarité avecune seule

paire de chaussures» n’aurait pensétravailler un jour

àParis, avecdesmaisonsde mode iconiques,a-t-elle
écrit laveilledansunpostInstagram. Etlajeuneartiste

de conclure, « Je le mérite », partagéeentre« un

syndrome del'imposteur » etla fierté de seprêter

à cet exercice de style.

NEE EN 1995,DANS LETOWNSHIPDE

THOKOZA, ausud- est deJohannesburg,Tshepiso

restemarquéepar uneenfancedifficile dontsa

photographie necessede faire « l'autopsie». « Chaque

fois quejeprésentemon travail, onme dit : “C’est si
triste !” Ce n’estquemaintenantque jeréalise mon
obsessionpour ceuxqu’on néglige.Ladouleur, je la

repèretout desuite », analysela grandesensible, qui

panseparl'image sa«blessure d'abandon», comme
lesplaies d'unejeunessepost-apartheidbercée
devainespromesses.

BONNE ELEVE, ELLE SONGED’ABORD
à DEVENIR JOURNALISTE, «pouravoir unevoix

et un revenu », avant quele destin s'enmêle : en2012,
alorsqu'elleestencoreaulycée,sonamiLindokuhle
Sobekwa aujourd'huimembredelaprestigieuse

agenceMagnum l’invite à rejoindre Of Souland Joy,

unprogramme de mentorat artistique fraîchement lancé

parla Fondation RubisMécénat. « Ils offraient du poulet

“JE RéALISE
MON OBSESSION

POurCEUX
Qu’ON NEGLIGE”

Nando's après lescours, un luxe », se rappelleTshepiso,

alors en extasedevantlebuffetsponsoriséparle McDo

local. « àl'époque,la photographie n’était qu’une
solution de repli, unmoyendesurvie. » Etpourtant,
son talent sedéclareaussitôt, comme enatteste

Encounters,sériedescènesd’intérieur révélant, en clair-

obscur, l’intimité de sacommunauté. Soutenuepar
Rubis Mécénat,la novicedécrocheuneboursepour
intégrer le Market PhotographyWorkshop,uneécole

fréquentéepar lespointuresJodi Bieber,Sydney

Seshibedi,NontsikeleloVelekoouZaneleMuholi et

fondéeen1989,à Johannesburg,parle regretté David

Goldblatt, l'un despèresde la photographie sud-

africaine.

DIPLOMEE EN 2016,LA « POETE
VISUELLE » précise,depuis,sonstyledansla veine
sociale des « essais» de SantuMofokeng ou
d’Andrew Tshabangu,leaderduCollectif Umhlabathi

(terre,enzoulou), qu'ellecofondeen2020 avec

JabulaniDhlamini, LebohangKganye, Andile Komanisi,
TshepisoMabula kaNdongeni,SabeloMlangeni

et Thandile Zwelibanzi. Ensemble,ils endossent
« la responsabilité d'ajouter uncommentaire àune
toile vierge», en représentantle corpsnoir sanscliché

romancéni misérabilisme : « L'un desdangers

de la photographie documentaire est decréerdes

victimes autantqu’elle en révèle », alerteTshepiso,

citant la critique d’art américaine Abigail Solomon-

Godeau. Aussi préfère-t-elle«suggérer » plutôt

qu’« imposer », quitte àemprunter lavoie de la fiction

pour « déconstruire les stéréotypes » associés

à la nation arc-en ciel.

UNE METHODE EMPIRIQUE APPLIQUEE
EN 2022AU PROJETThe Houseof Story,piloté

par le commissaire Mark Sealy,grâceauquelelle accède

aupanafricaindesarchivesdel'agence Magnum.

y figurent, bien sûr, les beaux tirages d’ErnestCole,

le premier àraconterle cauchemarde l'apartheiddans

sonbrûlot HouseofBondage(1967). Des recherches de

Tshepiso,résultela sérieAwukho umdlalo ongenababukeli,

(Ilyy atoujours quelqu’unquiregarde), produite àdessein avec

despellicules périmées : le grain, le flou, l’accident
participent au récit d’unThokoza hors du temps, passé

de sujet à « simple cadre». «Je neveux

pasêtre la photographedestownships »,
martèle ainsi l’esprit rebelle qui refuse

l'étiquetted'un lieu pris enpitié « alors

qu’il a dubon ». Après le tourbillon de

Paris,de retouraupays,elle sereplongera

danssesinstantanéssaisisdurant leCovid,

donneradescoursd'autoportraitaux
jeunes de sonquartier... « La photon’est
pasunmessie: elle n’a pasle pouvoir de

changerles choses», précise-t-elle. La

sienneremuepourtantaupointd'ycroire.
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MAXITRENCH EN VISCOSE, GUCCI.
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BRACELETS ASSEMBLèS

EN COLLIER ET
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TOP ETJUPE PLISSèE

EN SOIE àBORDS

FRANCS ET SANDALES,

ALEXANDER

McQUEEN.

Coiffure et maquillage
Vera Dierckx.
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A NE PAsrater.

Lesmythologies
intimesde
NAN GOLDIN

UNE BANDE
D’ADOLESCENTSincandescents
vit savie privée,commesi derien
n’était. Leursétreintes,leursexcès

n’échappentpourtantpasàNanGoldin, photographe
américainetout aussidéjantée. Trente ansaprès The Ballad

ofSexualDependency,chroniquecultedesfrasquesdesonclan
présentée à Arles en1987dansdesconditionspourlemoins

rock'n'roll, l’icône grunge,lauréate2025 duPrix WomenIn
Motion décernépar Kering, récidive : projeté cette fois dans

l'égliseSaint-Blaise, àArles, son Syndrome deStendhal (2024)

reprendla forme d'undiaporamadeportraitsintimes
et sansfard,enboucleet en musique.A ceciprèsqu’àses
instantanésd’âmeségaréesentreextaseetcalvairefont cette
fois échoLaChaste Suzanne,deJean-JacquesHenner,LaMort

d’Orphée,d’émile Lévy, Psychéranimée par lebaiser del’Amour,

de Canova,et autreschefs-d’œuvre
de l’art néoclassiqueoupompier,
Renaissanceoubaroque.De sorte
qu'uneressemblancetroublante

s’installeentresesamourset amis saisisdansleur vérité
nueet les nymphesethérosde la mythologiegrecque :
ladélicatessed'ungeste,la courbed’une silhouette...

De côtessaillantesenmainsjointes,Nan Goldin, dontla voix

rauquesemêleà unebande-son signée SoundwalkCollective,

amplifiée d'unecréationdeMica Levi, associelibrement

cequi la chavire.Et lesoir du 8 juillet, au théâtreantique
d'Arles,laphotographerecevrale prix WomenIn Motion.

Elle enprofiterapourprésenterface aupublic sonparcours,
sontravail, savision,singulièreet engagée,dumonde. V.H.

« Nan Goldin.Syndrome deStendhal », avec le soutien deKering Women

In Motion,à l’église Saint- Blaise, 33, rue Vauban, 13200Arles.
PHOTO

CHRIS

PAGES COORDONNéESPARVALERY DE BUCHET, MARILYNE LETERTRE ETVIRGINIE HUET

Tous droits de reproduction réservés

PAYS : France 

PAGE(S) : 26

SURFACE : 97 %

PERIODICITE : Hebdomadaire

DIFFUSION : 424521

JOURNALISTE : V.H. Pages Coord…

27 juin 2025 - N°25143

Page  22



(1/1)  KERING - CORPORATE

PHOTOGRAPHIE| RENCONTRESD'ARLES 2025

FOCUS

Nan Goldin

embrasse

l'histoire

de l'art

74

Aprèsenavoirétél'invitéed'honneuren2009,NanGoldinrevient
auxRencontresauréoléeduPrixWomeninMotion2025avecl'ex-
position«SyndromedeStendhal»,produiteparlefestival.L'œuvre

éponyme,présentéedansunhautlieupatrimonial,estundiapo-
ramaenconstanteévolution,àl'instardelapiècemaîtressede

l'artiste,TheBalladofSexualDependency,quifitsensationlorsde
sapremièreprésentationàArlesen1987.Versioninédited'unpro-
jetamorcéàl'occasiond'unerésidenceauLouvreen2010,Syn-
dromedeStendhalfaitdialoguerdesvuesdepeinturesetsculptures
quel'Américaineacaptéesdansdesmuséespartoutdanslemonde
etdesimagesissuesdesoncorpus.Àtraversdespolyptyques,elle
embrassel'histoiredel'artpourtisserdesliensformelsouthéma-

tiquesavecsacréation.Amour,sexualité,sensualité,mort... au
rythmedusondesavoix,d'unebandesonoreoriginalesignée
SoundwalkCollectiveetd'unecréationmusicaledeMicaLevi.
«NanGoldin- SyndromedeStendhal»
égliseSaint-Blaise·impassedeMourgues

NanGoldin
Dianeaubain,
2024

NanGoldin
LaMortd'Orphée,
2024
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PHOTOGRAPHY

LA BELLEZZA SENZA FILTRI

DI NAN GOLDIN

Lafotografia di Nan Goldin- celebre per i suoi ritratti viscerali

e senzacompromessi- è narrata nel nuovo progetto site-specific "Stendhal Syndrom",

nell'antica ÉgliseSaint-Blaisedi Arles,in occasione dellacerimonia di consegna

del WomenIn Motion Award for Photography di Kering e Les Rencontresd'Arles

DICAMILLAFATTICCIONI
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Asinistra
TheBalladInstallationsview

Inalto
FrenchChrisattheDrive-in,N.J.,1979

69
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Comeunaruvidacarezzale immaginidiNanGoldinsonocapaci
diraccontareunarealtàcheirrompesenzachiedereilpermesso.
L'operadiquestagrandefotografa,findalsuoesordio,èun'indagine
personalechecongliannièdiventatauninnouniversalediuna
generazionefragile,chedaimarginidellasocietàsfidailmondo
amaninude.QuestofadiGoldinnonsolounafotografa,mauna
narratricedell'intimitàcomeattodi resistenzacollettiva.Nataa
Washingtonnel1953ecresciutatraBostonePittsburgh,Goldinha
fattodellapropriavitaundiariovisivochepulsadiemozionivere,
violenteeppuredelicate.Lamacchinafotograficaarrivaaessere
un'estensionedelsuocorpo,chevedeequindiraccontaquelloche
lacirconda,tralabellezzaeil degradodelledipendenzefisiche.
emotive,tossiche,cheintrattieneconséstessaeconglialtri.Per
lascrittriceestoricastatunitenseSusanSontaglafotografiaèun
mementomori:propriocosìnegliscattidiGoldinlavitaesplodein
unclimaxdidesiderioeabbandono,perchéogniistanteimmortalato
portainséilpresagiodellasuafine.TrasferitasiaNewYorknel1978,
Goldininiziaadocumentarei membridellasua"famigliaelettiva"
inunambientefattodiclub,cinemaNewWaveeculturagaypost-
Stonewall.Catturandomomentidi festaeamicizia,diintimitàedi

Data 06-2025
Pagina 68/71
Foglio 3 / 4

NanGoldinisoneofthemostinfluentialcontemporaryphotographers,
renownedforheremotionallyrawandunfiltereddocumentationof
life'smostintimateandpainfulmoments.Sinceherearlybeginnings.
Goldin'sphotographyhasservedasadeeplypersonalinvestigation
that,overtime,hasbecomeauniversalanthemforafragilegeneration
livingonthefringesofsociety,confrontingtheworldbare-handed.
BorninWashington,D.C.,in1953andraisedbetweenBostonand
Pittsburgh,Goldinturnedherlifeintoavisualdiary,documenting
it withauthenticity,violence,andtenderness.Forher,thecamera
becameanextensionofherbody.AftermovingtoNewYorkin1978,
Goldinbegandocumentingthelivesofher"chosenfamily"madeup
ofartists,LGBTQ+friends,sexworkers,andlovers.Immersedinthe
clubscene,NewWavecinema,andpost-Stonewallqueerculture,
shecreatedherseminalprojectTheBalladofSexualDependency,
titledafterasongfromTheThreepennyOpera.Thisever-evolving
bodyofworkbecameaslideshowofnearly700photographsset
toacuratedsoundtrack,transformingphotographyintoashared
ritual,apublicconfessioninwhichtheaudiencebecomespart
of theartist'semotionalworld.Initiallyprojectedinnightclubs,
theworkgainedinstitutionalrecognitionthroughitsinclusionin

Inalto:FireLeapAdestra:NanGoldinportrait

116778
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perdizione,intitolailvastocorpusfotograficocheproduceinquegli
anni"TheBalladofSexualDependency",prendendoispirazioneda
unacanzonedeL'Operadatresoldi(1928)diKurtWeilleBertolt
Brecht.Costantementein evoluzione,il progettosi trasformain
unapresentazionemultimedialedi quasisettecentodiapositive
accompagnatedaunacolonnasonoraeclettica,trasformandola
fotografiainunritualecollettivoeinunaconfessionepubblicaincui
lospettatorediventapartecipedelturbamentodell'autrice.
Proiettatainizialmenteneinightclub,l'operavieneancheinclusain
TheTimesSquareShowdel1980,allaWhitneyBiennialdel1985e
ininnumerevolialtremostremusealiintuttoilmondo.Neglianniin
cuilamodaeilcinemaplaudonoalglamourlevigatodiHollywood.
Goldinpuntal'obiettivoversocorpiveri,segnatidall'AIDS,dalle
droghe,dall'abbandonoedalledipendenzeaffettive,trasformandoli
inautenticheiconediverità,eopponendoaun'esteticapatinataun
linguaggiovisceraleeprivodifiltri.Attraversolarappresentazionedi
coppiegay,sexworkers,amiciinbaliadelladipendenza,ilracconto
diGoldinhacontribuitoacambiareilmodoincuilasocietàguarda
ildesiderioeil dolore.Proprioinvirtùdiquestacaricadiempatia.
Goldinèoggiunafiguradiriferimentoancheperil mondodella
moda:stilisticomeAlessandroMicheleperGuccioDemnaGvasalia
perBalenciagahannospessocitatol'atmosferasospesadeisuoi
scatti,queicoloricaldiottenutidapellicolesovraesposteeflash
frontalichefannolucesugliaspettipiùinombradelnostroessere
umani.Maaldi làdellecontaminazioniestetiche,è il messaggio
politicocherendeGoldinun'artistaimprescindibile:lasuadenuncia
dell'epidemiadi oppiaceinegliStatiUniti,testimoniatadalle
immaginidellacomunitàdicuifacevaparteedallafondazioneda
leistessapromossa,parlaoggiaunasocietàchefaticaancoraa
riconoscereecurarelesueferitepiùprofonde.Ognivoltofermato
dallasuamacchinafotograficaè uninvitoasottrarreil dolore
all'oblio,anonlasciarechela sofferenzaresticonfinatainangoli
bui,madiventimateriadidialogoediazione.AluglioNanGoldin
presenteràStendhalSyndrom,il suonuovolavorosite-specific
realizzatoperleRencontresd'Arles,durantelaseratadiconsegna
delWomenInMotionAwardforPhotographydiKering,inprogramma
martedì8luglio2025alThéâtreAntiquediArles.Lasindromedi
Stendhalèdefinitacomelarispostapsichicacheportaalcollasso
di fronteaunabellezzatravolgente.Prendendoispirazionedalle
MetamorfosidiOvidio,l'operaèstrutturataintornoaseimiti,tracui
AmoreePsicheeOrfeoedEuridice.Nell'anticachiesasconsacrata
di Saint-Blaiseverràproiettatounlungoslideshowchemetteràin
dialogoi ritrattidiamicieamantidellafotografaconleimmaginidi
capolavoridell'arteclassica,rinascimentaleebaroccatrasformando
ognifigurainun'iconamitologicacontemporanea.AMilanoèinvece
moltoattesalamostra"ThisWillNotEndWell"(Nonfiniràbene),il
primoprogettoespositivochepresentaunapanoramicacompleta
dell'operadiNanGoldincomefilmmaker.L'esposizione,cheverrà
inauguratail prossimo9ottobre2025pressoPirelliHangarBicocca,
includeràlapiùampiaselezionedidiapositiveeffettuatafinora,tra
cuianche"TheBalladofSexualDependency".

Data 06-2025
Pagina 68/71

Foglio 4 / 4

showslikeTheTimesSquareShow(1980),theWhitneyBiennial
(1985),andnumerousglobalexhibitions.DesignerslikeAlessandro
Michele(Gucci)andDemnaGvasalia(Balenciaga)havedrawn
inspirationfromthesuspendedatmosphereandwarmtonesofher
photographs-oftentheresultofoverexposedfilmandfrontalflash-
illuminatingtheshadowsofhumanvulnerability.InJuly2025,Nan
GoldinwillpresentStendhalSyndrome,anewsite-specificproject
fortheRencontresd'Arles.InspiredbyOvid'sMetamorphoses,the
workisstructuredaroundsixmyths,includingCupidandPsycheand
OrpheusandEurydice.Itwillbeshowninthedeconsecratedchurch
ofSaint-Blaisethroughalongslideshowthatjuxtaposesportraits
ofherfriendsandloverswithimagesof classical,Renaissance,
andBaroquemasterpieces,transformingeachfigureintoamodern
mythologicalicon.Meanwhile,in Milan,Goldin'sworkwillbethe
subjectofthehighlyanticipatedexhibitionThisWillNotEndWell.
openingonOctober9,2025,atPirelliHangarBicocca.Thisisthefirst
showtofullyexploreheroutputasafilmmakerandwillfeaturethe
largestselectionofherslideshowstodate,includingTheBalladof
SexualDependency(1981-2022).

Comeunaruvidacarezza,leimmaginidiNan Goldin

sonocapacidi raccontareunarealtàcheirrompe

senzachiedereil permesso.

116778

NanGoldinexhibition
Arles:7luglio-5ottobre2025

Milano:9ottobre2025-15febbraio2026
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Inalto.Nan
Goldin,Jeune
amour,2024,tra
leopereesposte
inSyndrome
deStendhal.
Adestra.Wild,
2025,dell'artista
egiziana
HebaKhalifa.

COURTESY

OF
NAN
GOLDIN,

HEBA

KHALIFA,

KOURTNEY

ROY/GALERIE
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FILLES

DU
CALVAIRE.
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LAURENT/JEANNE

LANVIN-CASTILLO

/PETER

KNAPP

I DISOBBEDIENTI

DI ARLES

In Provenza, l'edizione numero 56

de Les Rencontres sottolinea

il potere dell'immagine. "Indocile"

e poco incline al compromesso

SI CHIAMA LesRencontresd'Arles,edèil festival
piùappassionanteperchiamalafotografia.InProven-

za,dal7luglioal5ottobre,sitienel'edizionenumero
56dellakermesse,checontemplalinguaggidifferenti,
immaginivernacolariedi costume,moda,attualitàe
storia,senzamaitrascurarelaricercaartistica,cheab-
braccialascenacontemporaneaedemergente.

Ai Rencontressirespiral'amoreperla fotografia
esipercepiscelaconsapevolezzadelsuopotere.Ora
cheil pianetaèscossodaguerreedisuguaglianzedi-
sumane,il festival,attraversounaseriedimostreinte-
ressanti,sottolinealanecessitàdell'accoglienzaedella
convivenza,rendendolamanifestazioneun'odealladi-
versitàdiculture,generieorigini.Nonacasoil titolodi
questaedizioneèImagesindociles(immaginidisobbe-
dienti).E,dunque,nonpotevamancarelei,NanGol-
din,artistamiticanelpanoramamondiale,vincitrice
delWomenin motionprizediKeringproprioaiRen-
contresd'Arles2025.Trale figuredimaggiorspicco
delfestival,èpresenteconunanuovaesposizione,che
rifletteilsuostilevisivounicoepersonale.Maiincline
alcompromesso.

116778

Asinistra.Kourtney
Roy,I HeartYou
(TheTourist
series,2019-2020).
Adestra.Peter
KnappperElle,
1965:abitoda
cocktailYvesSaint
Laurent,tributo
aPietMondrian.
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Arles 2025 : Kering : Prix Women In
Motion Prize : Nan Goldin

Nan Goldin - Courtesy Kering / Women In Motion•

Nan Goldin - Courtesy Kering / Women•
In Motion

SEULS LES ABONNÉS PAYANTS ONT
ACCÈS À LA GALERIE PHOTO
COMPLÈTE.
S'abonner / Se connecter

Le mardi 8 juillet 2025, Kering et Les
Rencontres d’Arles remettront le Prix
Women In Motion à l’artiste américaine

Nan Goldin , au Théâtre Antique d’Arles.
La dernière fois que Nan Goldin m’a adressé la parole : c’était il y a 50 ans.
Depuis, elle détourne la tête et elle a raison. Nous sommes en 1975 à PHOTO, 65
Champs Elysées. À l’époque, les photographes se présentaient sans prendre
rendez-vous.
L’hôtesse me téléphone : “une jeune femme souhaiterait vous voir.” La jeune femme est
surprenante, sa tenue encore plus : punk dira t’on quelques années plus tard
C’est Nan Goldin. Elle est totalement inconnue et n’a jamais été publiée. D’un sac
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invraisemblable, elle sort des photos.
Eric Colmet-Daâge, le directeur artistique, et moi somme sidérés : la puissance de ses
images est inouie.
Nous sommes en période de bouclage, on decide de tout changer et de lui consacrer un
portfolio de 16 pages : le nirvana de l époque.
Eric fait une pré-maquette, on demande à Nan de revenir une heure plus tard, le temps
de montrer à Roger Thérond le changement et notre formidable trouvaille.
Et là, l’incompréhensible se produit.
Roger qui n’a jamais montré le moindre désaccord avec nos choix photographiques
refuse le sujet avec une violence rare.
On insiste : c’est pire , il prend la maquette et la jette à l’autre bout de son bureau.
Une heure plus tard, je rendais ses images à Nan.
Dans son regard passe la tristesse et le mépris. Elle ne m a jamais plus adressée la
parole.
Jean-Jacques Naudet

À l’occasion de cette soirée, elle présentera son œuvre et partagera avec le public son
parcours et son regard sur la société. Une exposition de son œuvre Syndrome de
Stendhal, soutenue par Women In Motion, lui sera consacrée à l’église Saint-Blaise à
Arles.

A travers son œuvre, Nan Goldin a représenté les femmes en dehors des normes
patriarcales, mais aussi les communautés de l’ombre. Grâce à ses portraits intimes et
bruts, elle déconstruit les stéréotypes de genre et met en lumière les réalités de la
violence domestique, du désir et de la marginalité. Son œuvre emblématique, The
Ballad of Sexual Dependency, réalisée de 1980 à 1986, témoigne de la complexité des
relations amoureuses et du pouvoir, offrant une voix aux femmes et aux invisibilisées.
En dénonçant l’oppression et en célébrant l’émancipation, Nan Goldin s’inscrit
pleinement dans une démarche engagée.

Nan Goldin a déclaré : « C’est un immense honneur de recevoir ce Prix. J’éprouve une
grande fierté d’être associée à ces femmes photographes d’exception, à qui je voue un
grand respect et une profonde admiration. J’ai une longue histoire avec Arles,
notamment dans les années 1980, une période qui a profondément marqué mon travail
et les débuts de ma carrière. Depuis, j’y suis retournée à plusieurs reprises, et c’est une
grande joie d’être de retour ici aujourd’hui. »

L’œuvre Syndrome de Stendhal, qui sera exposée aux Rencontres d’Arles, se présente
sous la forme d’un diaporama mettant en regard des images de chefs-d’œuvre de l’art
classique, de la Renaissance et du baroque avec des portraits des ami.e.s et des
amours de Nan Goldin. La structure de l’œuvre s’inspire des Métamorphoses d’Ovide.
Les proches de l’artiste y sont représenté.e.s sous les traits de figures mythologiques
telles que Galatée, Orphée et Hermaphrodite. La voix de Nan Goldin se mêle à une
bande sonore captivante spécifiquement composée par Soundwalk Collective, à laquelle
s’ajoute une création musicale de Mica Levi. L’œuvre culmine sur une relecture du
célèbre syndrome de Stendhal, illustrant ce moment vertigineux où la beauté, dans toute
son intensité, peut mener à l’évanouissement.

Kering, partenaire des Rencontres d’Arles depuis 2019, lance cette même année le Prix
Women In Motion pour la photographie, tout en continuant d’accompagner les talents
émergents à travers le Prix de la Photo Madame Figaro Arles, qu’il soutient depuis 2016.
Le Prix Women In Motion salue ainsi chaque année la carrière d’une photographe
emblématique. Kering a renouvelé en 2024 son engagement aux côtés du festival, dont
il est désormais Grand Partenaire.

Le Prix Women In Motion pour la photographie a ainsi été décerné à Susan Meiselas en
2019, Sabine Weiss en 2020, Liz Johnson Artur en 2021, Babette Mangolte en 2022,
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Rosângela Rennó en 2023 et Ishiuchi Miyako en 2024.

À propos de Nan Goldin
Née en 1953 à Washington, aux États-Unis, Nan Goldin vit et travaille aujourd’hui entre
New York et Paris.
Nan Goldin a révolutionné l’art de la photographie par son approche sans concession et
profondément intime du portrait. Au cours des quarante-cinq dernières années, elle a
créé certaines des images les plus marquantes de notre époque. Depuis les années
1970, son travail explore les notions de genre, de normalité et de communauté. Sa
rétrospective This Will Not End, composée de six diaporamas, a été inaugurée au
Moderna Museet de Stockholm à l’automne 2022 puis présentée au Stedelijk Museum
d’Amsterdam, à la Neue Nationalgalerie de Berlin ; elle se poursuivra à l’automne 2025
au Pirelli Hangar Bicocca de Milan ainsi qu’en 2026 au Grand Palais, son ultime étape.
Nan Goldin a reçu de nombreuses distinctions, notamment le Prix Hasselblad (2007) et
la médaille Edward MacDowell (2012). Elle a été faite Commandeur des Arts et des
Lettres par le ministère de la Culture en 2006.

À propos de Women In Motion
L’engagement de Kering auprès des femmes est au cœur des priorités du Groupe et
s’étend, à travers Women In Motion, au domaine des arts et de la culture, où les
inégalités femmes-hommes persistent, alors même que la création est l’un des vecteurs
de changement les plus puissants.
En 2015, Kering lance Women In Motion au Festival de Cannes avec pour ambition de
mettre en lumière le talent des femmes dans le cinéma, devant et derrière la caméra. Le
programme s’est depuis étendu à d’autres champs artistiques, et notamment à la
photographie.
Le programme récompense, à travers ses Prix, des figures inspirantes et des talents
féminins émergents. Ses Talks et ses Podcasts offrent un lieu d’expression à des
personnalités qui partagent leur regard sur la représentation des femmes au sein de leur
milieu professionnel.
En 2025, avec l’anniversaire de la création de Women In Motion, programme pionnier en
faveur de l’égalité femmes- hommes, Kering célèbre 10 ans de mise en lumière du talent
des femmes dans les arts et la culture.

À propos des Rencontres d’Arles
À travers des expositions installées dans divers lieux patrimoniaux exceptionnels de la
ville, les Rencontres d’Arles contribuent chaque été depuis 1970 à transmettre le
patrimoine photographique mondial et se font le creuset de la création contemporaine.
Véritable incubateur culturel, au plus près des artistes, Les Rencontres d’Arles sont une
sismographie annuelle de la création photographique. Écho et promoteur des pratiques
et réflexions artistiques à la croisée des disciplines, Les Rencontres d’Arles présentent
chaque année le travail de plus de 300 artistes et commissaires d’exposition, à travers
46 expositions dans les lieux scénographiés pour l’occasion.
Pour un public toujours plus avisé, le festival révèle les tendances, ouvre des voies,
explore et questionne le statut de l’image en mutation, fabrique du contenu au sein des
diversités tant sociologiques que géographiques de notre monde. Rendez-vous du 7
juillet au 5 octobre 2025 pour découvrir les expositions de la 56e édition des Rencontres
d’Arles.

À propos de Kering
Groupe de Luxe mondial, Kering regroupe et fait grandir un ensemble de Maisons
emblématiques dans la Mode, la Maroquinerie et la Joaillerie : Gucci, Saint Laurent,
Bottega Veneta, Balenciaga, McQueen, Brioni, Boucheron, Pomellato, Dodo, Qeelin,
Ginori 1735, ainsi que Kering Eyewear et Kering Beauté. En plaçant la création au coeur
de sa stratégie, Kering permet à ses Maisons de repousser leurs limites en termes
d’expression créative, tout en façonnant un Luxe durable et responsable. C’est le sens
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de notre signature : Empowering Imagination.

www.kering.com

THÉÂTRE ANTIQUE
8 juillet 2025
21H45 – MINUIT
15 euros

https://www.rencontres-arles.com/fr
https://www.rencontres-arles.com/fr/expositions
https://billetterie.rencontres-arles.com/accueil/accueil.jsp?process=3&switch=1&locale=fr
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FashionScoops
GucciKid
Gucci will revealMonday
that it has namedSouth

Korean singerLeeKnow

as its latest global brand
ambassador.

The appointmentis a

naturalextensionof the
relationshipbetween

the member of K-pop
sensationStrayKids and
the brand, sincethe artist
has worn Gucci bothat
official eventsand in

editorial appearances.
Lastyear, healso attended

the Florentine house’s
cruise2025fashion

show in London, further
strengtheningits ties

with the Kering-owned
company. In his new role,

he will beevenmore
involved in Gucci’s events
andinitiatives.

“I believe Gucci is a
brandthat transcendsthe

pastandpresentthrough

heritageandcontemporary
creativity. It’s a great
honor to be part of Gucci’s
visionary journey,” he said
in a statement.

Sincehis debutwith Stray
Kids in 2018,LeeKnow has
become a multifaceted and

versatile artist, affirming
himself not only asa
performer but also asa

songwriter and composer.

The group overall has

turnedto beoneof the

biggestacts in music in just

a few years. It was formed

by JYP Entertainment

throughthe2017 reality
showof thesamename
andincludesthe other

sevenmembers:I.N, Bang

Chan, Changbin, Hyunjin,

Han, Felix and Seungmin.
In January 2018, the

group releasedtheirfirst
EP, and since then it has
beenall upward for the

band.Their musicsuccess
has gone hand-in-handwith

the increasing attentionof

the fashion industry. For

example,most recently

I.N was tapped as both
BottegaVenetaand
Damiani ambassador,while

Fendi,Versace andLouis

Vuitton havetappedBang

Chan,Hyunjin and Felix,

respectively, for similar roles.
The group is currently

on its third world tour, titled

"DominATE,” which began
in Seoul in August lastyear
and will wrap up in Italy on
ulv 30with afinal event
at theStadioOlimpico
stadium in Rome.

SANDRA SALIBIAN

Lee Know
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5 key takeaways from Paris Fashion Week Men's

JonathanAnderson's Dior debut, Julian Klausner's men's debut at Dries Van Noten, Grace Wales

Bonner's return andmore highlights from Paris FashionWeekMen's.

By Laure Guilbault

From JonathanAnderson'sdebut at Dior to the opening of Demna's Balenciagaexhibition attendedby
both Demnaandhis successor,PierpaoloPiccioli, Dries VanNoten's creative director Julian Klausner's

debutmen's show, Paris FashionWeekMen's heraldedfashion's transition into anew era.

Most of the weekfelt like it wasbuilding upto Anderson'sdebut."It definitely feelslike Dior's week,"

said GQ's global fashion correspondentSamuel Hine, noting that Jonathan Anderson's Jean-Michel

Basquiatteaserimagehasbeenplasteredall over Paris."Expectations were superhigh becauseJonathan
Andersonis so talented,Dior is so big, andeveryoneis looking for someoneto introducea big idea that

peoplecan follow or react against," Hine added.

It waspeak hype, and Anderson exceededthe anticipation, accordingto Harrods's director of buying,

SimonLongland.JonathanAnderson'sfather, Willie Anderson,seemedvery happyandproud, speaking

to Vogue Business backstage."Great start. First step of the 10,000-mile journey," he quipped.

(Anderson's women's debutshow is slatedfor October.)

Heatwave dressing

Theweekbefore, in Milan, Dolce & Gabbanashowedanall-pyjama collection, andthe trend continued

in Paris."A lot of designershave tried to embraceasenseof intimacy in the clothesthis season,starting

with TheRow. It was pyjamasandundergarmentsthat you can wear outside," said Hine."People want

to buy things that feel like they really fit into their lives in a really personal way." Saint Laurent's

interpretationswere breezy,silky shirts that looked incredibly comfortable yet sensual."It's a lightness

thatdesignersaregoingfor becausethey're trying to figure outhow to makeclothing that is comfortable

andeasyandthat peoplewant to wearin the heat but that still looks cool," Hine added.

It's a challengeindeed. Fashionweek goersthemselvestried to crack summer dressingthis season,as

many show venuesdidn't haveair conditioning (the historic library under the roof of Lycée Henri-IV,
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where WalesBonnerchoseto stageher show, wasparticularly warm). Only the thunderstormthatstruck

just as the Ami Paris show wasending brought somerelief from the sweltering heat. At Rick Owens,

modelswere sent to swim in the Palais de Tokyo's fountain in their showclothes. "Owens finally took

the dive," wrote my colleague Luke Leitch in his review of the show.

"Eventually it's not aretrospective," Rick Owens's wife Michèle Lamy told VogueBusinessaboutthe

major Palais Gallieraexhibition dedicatedto Owens'swork thatopenedthis week,right after the show.

"Usually a retrospectiveis becauseyou are finished andit's not the caseat all, so theshow at Palaisde

Tokyo wasthe answer[to show the brandis still full of life] andit wasniceto gofrom the showto the

museum."

Designing for extreme weatherresonatedwith whatbuyers are looking for. "Being in the south, we buy

with weather and heat at the forefront of our mind," Lauren Amos, owner of Atlanta concept store

Antidote, explained."Especially with a climate becominghotter andhotter, we gravitatetowards gauzy

textures, tailoring that sits off the body, and searching as much as possible for breathable fibres as

opposedto synthetics." Sheliked the leather vests(as opposedto leatherjackets) at Rick Owens, the

double-gauzetailoring in Ann Demeulemeesterpre-collection andthe openpuzzle jacket at Walter Van

Beirendonck.

GQ's Hine sumsup: "There's onethemethat's consistently emerged:a lot of brandsaretrying to crack

this casualformality of summerclothing in the city." He cited the flip-flops at Auralee andpretty much

every other show, aswell asthe dressed-upshort shorts at Dries VanNoten.

Hermès's SS26collection by the house artistic director of men's wear, VéroniqueNichanian, was all

aboutsummer in the city too: "Breathable clothing, just some lightness,softness,sensuality in the silk,

in the prints," shesaid after the show. What about the monkey print on tote bags?"Just for fun," she

replied. "It can't do any harm in this world."

Political statements

The menswearseasontook place against the backdropof escalationin the Middle East (the US attack

in Iran on 22 Juneduring Milan Fashion Week) and continuedraids in the Los Angelesarealed by the

US Immigration and CustomsEnforcementagency(ICE).

While most collections didn't really referencewhat's going on in the world, American designer Willy

Chavarriastoodout asanexception.His showopenedwith 35menin white T-shirtsmadein partnership

with the AmericanCivil Liberties Union (ACLU). "This moment wasin referenceto Salvadoranprisons

where people are being profiled and persecuted with no due process," read the show notes. The

collection titled Huron, after the designer's native town in California, was verycolourful. "Brights are

not just decorative, they're defiant," also read the notes. Victoria Dartigues, fashion buying and

merchandising director at La Samaritaine,praised "the dazzling colours on sharp tailoring and bold

feminine silhouettes".

Meanwhile, French designer Jeanne Friot, who created her namesake label in 2020 focusing on

genderlessfashion and LGBTQ+ culture, featuredan entirely trans andnon-binary cast. Somemodels

wore T-shirts festoonedwith the words"Trans lives matter".

A strong celebrity scene

Frenchsoccerstar Kylian Mbappé debutedJonathanAnderson's first look for Dior on ateaseron social

media - a reveal that quickly set the Internet abuzz. He, however, couldn't attendthe show. PR guru

Lucien Pagèsseesmore clients wanting to have footballers andathleteson their front row, in the wake

of Paris football club Paris Saint-Germain(PSG) winning its first ChampionsLeaguetitle amonth ago.

French footballer Jules Koundé attendedthe Louis Vuitton, Kenzo and Jacquemusshows. NBA star
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Victor Wembanyamaandrugby player Antoine Dupont were alsoat the Louis Vuitton show, alongside

Beyoncéand Jay-Z.

Front rows this seasonfeatureda better-than-evermix of big namesand up-and-comers.SaintLaurent,

which held two consecutive shows, had film directors Jim Jarmusch, Gaspar Noé and Francis Ford

Coppola(which brings to mind SaintLaurent's big bet on cinemawith SaintLaurent Productions). They

sat front row, alongside American actor Hunter Doohan and British actor Finn Bennett. At Dior,

Anderson blended longtime brand ambassadorslike Rihanna and Robert Pattinson, with new faces

like The WhiteLotus's SamNivola andEnglish actressMia Goth (wearing Dior women's by Anderson,

asateaser)plus a number of Loewetransfers (Luca Guadagninofilming something,Drew Starkey,Josh
O'Connor and Daniel Craig), all dressedin Dior's men's SS26.

Grace in Paris

Grace WalesBonner returned to the Paris show calendar after her big moment at the 2025 Met Gala

(she dressedco-chair Lewis Hamilton alongsideFKA Twigs, Omar Apollo, Jeff Goldblum andmore)

"For menswear,Parisis basically the place to be. I am speaking alot about heritage and tradition so I

think Paris is the place where you can have those conversations,"she said. For SS26,she sent out "a

proposition for dressingthat's eclectic, amix between sports heritage, a casual,preppy language, and

more fine tailoring. Also coming from the Met Galaand thinking about the idea of Superfine[referring
to the theme of the Costume Institute exhibition Superfine: Tailoring Black Style], I wanted to have

somesenseof continuity, think aboutthat character,andbring someof that spirit," the British designer

said backstage.When askedif there was someoneat the Met Gala that was meaningful to dress, she

replied: "Lewis [Hamilton] hasbeenso supportive over the years. It was just areally inspiring process

working with Lewis, so it's definitely somethingI took from that experience."

Her namesakebrand is 10 yearsold, and shehas alongstanding collaboration with Adidas. Her name

hasbeen mentioned several times for creative director jobs in big housesin recent years. Yet in the

dozensof debuts in the upcoming womenswearseason, there's only one female designer - Louise

Trotter at BottegaVeneta.VogueRunway's SarahMower wrote in her review of the WalesBonnerSS26

show:"Exactly why suchdemonstrably influential - andcommercially sharp- women suchas Grace

Wales Bonner andher elder British counterpart Martine Rosehave not yet beenhired by a house or a

brand is less a mystery than a total disgrace on the industry." Sheseemsto have struck a chord: the

commenthasbeen widely re-postedon socialmedia.

"It also highlights a fundamental flaw within the industry," Richard Johnson,chief brand officer at

LuxExperience, the umbrella company of Mytheresa and recently acquired Yoox Net-a-Porter,points

out. "Designers like WalesBonner - and other emerging talents - often lack the structural support

neededto scaletheir businessesmeaningfully. Theseyoung brandsshouldn't exist solely as stepping

stonesorrésumébuilders for roles within the major houses. Theydeservethe opportunity to grow into

thenext generationof householdnamesin their own right."

A shot of optimism

Despite the industry downturn, editors and buyers stressedan overall mood of optimism this week,

which translatedinto a burst of colours. "The prevailing optimism may seemparadoxical in the current

situation. It looks like a fashion responseto help find positive energyand face challenges," saysPascal

Morand, executive president of Fédération de la Haute Couture et de la Mode, the French fashion

governing body.

"We sawcollections rooted in beauty,certainly, but also groundedin real clothes designedfor real lives

- piecesto covet, wear, andultimately keep," saidHarrods's Longland.
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Michael Sebastian, editor-in-chief of Esquire, agrees: "What we saw this week is the embrace of clothes

that can be both wearable and interesting, not over the top, not boring, right in between. Designers are

finding their sweet spot of clothes that can say something and sell. You saw it in Jonathan Anderson's

debut at Dior and Pharrell Williams's latest collection for Louis Vuitton, among others. And I am very

much here for it."

"Paris is definitely the strongest fashion week, with a very good balance between mega brands who

delivered great shows, and emerging talents or independent brands with high creative voices," Galeries

Lafayette's menswear offer and buying director Alice Feillard said. "In a global luxury slowdown,

brands managed to push forward fashion boundaries, as the fashion industry needs the return of

desirability, value for money and restoring customers' confidence."

The Jacquemus show held at the Orangery, which sits just below the Château de Versailles, at the tail

end of Paris Fashion Week Men's, felt like a perfect transition into couture, which kicks off on 7 July.

After years of showing outside the fashion calendar, Simon Porte Jacquemus now feels strongly about

this slot: "A June show is very romantic, outside of Paris, you see the trees and you enter this space,

which is very humble," he commented. "Also, Sunday was the day my grandparents dressed up and

wore white. I wanted aminimal collection, very pure."

Comments, questions or feedback? Email us at feedback@voguebusiness.com.
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At Paris Fashion Week, Bigger Was Rarely Better

Julian Klausner's Dries Van Noten was the winner of a Paris men's season where grand

statements risked overpowering the fashion, reports Angelo Flaccavento.

By Angelo Flaccavento

PARIS - Tworather grandiosespectaclesbookended themen's fashion weekthat ended Saturday.The

first was Louis Vuitton's occupation of the squarein front of the Centre Pompidou, which felt like a

lengthy exercise in scale that was ultimately little more than a display of colourful bags set against

somber clothes; strange considering Pharrell's familiarity with live performance and Vuitton's interest

in becoming a "cultural brand."

Closing the week was Jacquemustakeover of the Versailles Orangerie, complete with coutureshapesin

humble cottons and peasantallure aplenty. The show aimed for fashion with a capital F - but did it

deliver? Simone Porte Jacquemus' intentions areno doubt sincere, but a show so grand tendsto make

everything - even sunny childhood memories - feel fabricated. Thatsaid, the level of execution was

a step in the right direction.

Elsewhere, scaleseemedto servea clearerpurpose. Rick Owens' Tatlin-esqueextravaganzacelebrating

the beauty of sleazefeatured models wearily wading through the Trocadéro Fountain in front of the

Palais de Tokyo before creating a superhuman, gravity-defying formation on the scaffolding that

protruded high into the sky in lieu of the runway.

Theouting - particularly angular andskin-baring, but devoid of Owens' masterful fluidity - wasmore

performance than collection, which in a way was apity but also a joy to behold.

Modesty, at Dior? Sounds like an oxymoron, but this is exactly the impression Jonathan Anderson

summoned with his eagerly anticipated debut, from the smaller tent than usual to the museum-like set

furnished with two little exquisite paintings by Jean Siméon Chardin. This wasto bea fashionmoment

that delivered the shift the system so badly needed.Did it happen?Up to a point.

Anderson is aradical auteur but he's well awareof the commercial constraints that exist at Dior. And

the balancehe struck felt risk-less, and yet charged with remarkablefreshness.He focused more onstyle

than design: the way things areput together rather than the way they're constructed;storytelling more

than architecture. The collection basically depicted a class of handsomely healthy young aristocrats

attired in a stylishmismatch of chinosandtailcoats, English countryside andcouture, Polo Ralph Lauren

and Angels & Bermans, capesand 18th century frocks, necks wrapped in decadentcravats. It was a

clash of normality and costume,orchestratedwith aprecise merch plan in mind.

Anderson's abstract aestheticand Dior's pomp are, on paper, strangebedfellows, but the gapbetween

the two is a fertile territory. OnFriday, the embryo of a vision wasthere, but a bit more daring would

help to balanceagainst the demandsof alarge corporation (all thoselogos). Farmore promising wasthe

dialogue with history andthe Dior archive.
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Fragility in its many shades- softness,tenderness,romance- was key to the season,proposing an
idea of masculinity that is sharply at odds with the way world leaderscurrently embodymanhood. At

SaintLaurent, Anthony Vaccarellodrew animaginarybridge betweenParisin the 1970sandFire Island

in the 1980s,andexploredfluidity througha painterly paletteinspired by the deceptivelynaive work of

artist Larry Stanton.It madefor a poignant andpowerful, if slightly monotonous,outing. In looking at

a clique of men that were wonderfully free andlighthearted, but who also belongedto the generation

that almostentirely andtragically succumbedto AIDS, Vaccarellokept the spirit, but not the skin-baring

looks. Therewere only four outfits featuring shorts, in fact. For the rest, this wasaneminently covered

up affair, thejuxtaposition of strongshouldersand flowy lines creatinga striking silhouette.

It soundslike a cliché, but in dull fashionmoments, one canalways count on the Japaneseto provide

stimulation, armedasthey are with the sharpestof scissorsandthe most radical minds. Thetrio behind

IsseyMiyake's IM Men brand is taking strides in reviving Issey-san's more powerful side, at once

fearlessly futuristic and soulfully ancestral. IM Men expandson one of the founding principles of

Miyake design: the challenge of making each piece from a single piece of cloth. Whatmay appear to

the uninitiated as a mere technicality actually producesclothes with beautifully fluid lines, whose

geometricforms shift andmorph with everymovement of thebody, creatinganever-evolving dialogue
with the wearer.This season,theideal conversationwith the work of ceramistShoji Kamodatranslated

into a collection that waslyrical and abstract,andpowerfully Miyake becauseof that.

At Commes des Garçons,Rei Kawakubo's tribe of mad-hatted shamanswas an ode to welcoming,

coiling, womanlycurves andpsychedelicpatternstaking apartthat bastionof masculinity that is the suit.

At Junya Watanabe,it was tapestry, blazers and a rude boy attitude: catchy and business savvy.

Meanwhile, master deconstructionist Yohji Yamamotocontinued doing what he doesbest, preferably
in black; hollowing things from the inside and fluidifying lines. This season,seditious slogans were

printed onjackets andvaporousshirts, turning poetry into punk, and viceversa.

Nigo's Kenzo has finally found its stride, with the help of headof design JoshuaBullen, exploring a

haphazardnessthat harksback to Kenzo Takada'sseminalJungle Japdays, but makesit all look fresh.

Whethersuchanexperimentmakessenseat a luxury label remainsquestionable,but it madefor acatchy
image. Elsewhere,for his first outing at the helm of Kolor, TaroHoriuchi kept the acrylic colours and

senseof humour, but addeda dashof adventure,fashion dramaandsporty multifunctionality that wasa

step in a bold new direction.

Soft formality is making a comeback,from WalesBonner's exquisiteinquiry into inherited piecesand

collected garmentsthat is almost heartbreakingin its longing for classand more eleganttimes to Mike

Amiri's LA swagger in peak lapels andflares, and quite somepride in self decoration. Hed Mayner

traded his signatureoversized, boxy, protective volumes for somethingmore fluid and skin baring,

completewith neckerchiefhems, swirling prints andshapelyblazers.It wasthe beginning of ashift that

may require somefurther attunementin seasonsto come.

Big volumes still loom large. Everything was detachedfrom the body at Ami, and yet Alexandre

Mattiussi has the ability to turn the abstractinto something possible,focused as heis in developinga
wardrobeof amicablepiecesthat staywith his customersfor a long time. Mattiussi belongsto theleague

of inspired Parisian realists who createnonchalantwardrobesfor everyday needs.Here the originators

- andthe benchmark - are Christophe Lemaire and SarahLinh Tran: their work at Lemaire is a

masterclassin malleability, straightforwardnessandFrenchswagger,which keepsgettingbetterby the
season. This time the duo worked around the daily act of getting dressed as a moment of self-

representation,which translatedinto anew sharpness,andanedgy kind of somberness.

Thenonchalanceover at Officine Generalewasdeliciously light and breezy,completely devoid of any

pretenseto befashionable. At Auralee,RyotaIway keepssubtly twisting the very idea of normality with

apoetic knack. His work is asaboutthe items asit is aboutthe attitudesthey project. Everything hasan
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aura that the eyes catch but that is impossible to express with words. The tied jumpers and the layers,

this time, looked like apractical responseto the unpredictability of the weather in modern life.

Equally difficult to put into words wasthe allure of Véronique Nichanian's work at Hermès. If there is

a designer who doestruly modern men's luxury, it is her: the proportions, fabrications andpalette are

always top notch; classic enough to be timeless, updated enough to feel au courant. This time around

everything was graphic and light, with roomy shapesthat fell wonderfully on and around the body.

Willy Chavarria began his second Paris outing with a politically-charged intro that featured 35 men

kneeling in white uniforms. The contrast with the colourful cheerfulness of a very feisty collection - a

homage to his hometown - was potent. But is a fashion show really the most effective setting for a

statement like this? In terms of the clothes, Chavarria upped the ante on womenswear alongside his

generously proportioned menswear,but both still lack sartorial refinement, despite the strength of his

message.

Paris' contingent of small, independent labels is still chugging along, despite the growing dominance of

corporatebehemoths. Kiko Kostadino keepssoftening his EasternBloc kind of sci-fi in favour of afluid

take on dystopian uniform dressing. At LGN, Louis Gabriel Nouchi opted for an animated film,

populated with sensual androids and replicants, to presentperhaps his most accomplished collection to

date,a merging of supermanism and carnality in decisively-shouldered silhouettes.

Always dreamy and equally bonkers, at Doublet's Masayuki Ino picked a neighbourhood gardenon the

outskirts of Paristo paradea collection that revolved around food asa human connector and a link with

nature. Between mackerel ties and hatsshaped like fried eggs, it waspossibly the most normal outing

in recentseasonsfor Ino. Everything felt fluid and organic, with surrealism limited to the details.

Kartik Research designer Kartik Kumra's quest into materiality and craft is captivating for its non-

obvious links to India. A new arrival on the Paris calendar, Kumra questionednotions of restraint as

good taste with a celebration of spontaneity and personality that felt truly fresh. Intricately woven or

embroidered pieceshad astunning effortlessness about them.

Still fiercely independent, Walter Van Beirendonck's answerto hard times wasthe stubborn decision to

continue looking at everything with starry eyes,striving to find joy and lightness even where theseno

longer exist. The urge translated into a vision of lysergic infantilism that felt asilluminating as it was

melancholic, complete with artist smocks and terrific cartoon shoes.

But the real surprise came from Craig Green. Back on the calendar, the designer delivered an elating

foray into floaty psychedelia that was a mash up of clerical attire, dog's coats repurposed on men,

childish shapes, ghosts emitted from mouths in the form of neckerchiefs and sartorial abstractions

collaged from well worn bedsheets,all of it keeping The Beatles in mind. As derangedasit all sounds,

the outing coalescedin a vibrant vision of colour and shape.

With his first men's outing, Julian Klausner, the unlikely winner of the season,proved once again he is

the ideal creative heir to Dries Van Noten. He respectfully navigates the codesof the house,but he also

hashis own perfectly formed sensitivity, which is harder than Dries' at times, certainly lesseclectic and

less prone to the soft elegance Van Noten so effortlessly owned, but cunningly more inclined towards a

subtle andcharming brand of ambiguity.

This seasonKlausner imagined aman in love, walking on the beach the day after a party, mixing tuxedo

and sarong,dense embroidery and pajama stripes, underwear and batteredformality. Such a charming,

absent-minded character was remarkably oblivious of what is to be commonly consideredmasculine or

feminine when it comes to items of clothing, and all the better for that. There was a kindness to the

proceedings that had emotion, and that left one wanting for more in aseasonin which, in general, one

beggedfor less.
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Yves Saint Laurent et la photographie, la mostra

alle Rencontres d'Arles

Un omaggio al percorso visivo del couturier: fotografie d'autore (80 scatti) e un cabinet de

curiosités di circa 200 oggetti d'archivio, in mostra dal 7 luglio al 5 ottobre

di Germano D'Acquisto

C'è un'immagine di Yves Saint Laurent, scattata daIrving Pennnel 1957, che sembraracchiudere tutto:

la timidezza di un ragazzo precoce, il peso della leggenda in costruzione e quella grazia nervosa che

solo i grandi hanno il coraggio di mostrare. È da lì che parte Yves Saint Laurent et la photographie,

la mostra presentata per la prima volta alle Rencontres d'Arles (dal 7 luglio al 5 ottobre), come si

conviene ai grandi debutti tardivi: con eleganza, con misura e, naturalmente, con stile.

Non si tratta solo di una rassegna di fotografie d'autore, quanto di una dichiarazione d'amore a un

medium che Yvesha frequentato con dedizione maniacale. Più che soggetto, è stato co-autore: padrone

del proprio mito, regista di sé stesso,spettatore consapevole della propria immagine. Avedon, Newton,

Moon, Sieff, Bourdin, Doisneau, Horst, Leibovitz, Klein - tutti hanno avuto il loro Yves, ognuno lo ha

reinventato, nessunoè riuscito a sfuggirgli.

La mostra si articola in due percorsi: il primo è un viaggio visivo in ottanta scatti - ritratti, editoriali,

backstage- che disegnano la parabola visiva di un couturier che non ha mai smessodi dialogare con

la macchina fotografica. Un dialogo intimo, mai banale, fatto di silenzi visivi, di geometrie sartoriali e

di teatralità studiata. La fotografia, in questo contesto, non serve a vendere abiti, ma a raccontare una

tensione: quella tra il disegno eil desiderio, tra il gestoe la posa. Ci sono gli esperimenti visivi enervosi

di William Klein, i backstagerarefatti e sensuali di Bettina Rheims, le poseteatralissime orchestrateda

Jeanloup Sieff, i reportage ravvicinati di Jean-Marie Périer. Ogni immagine, più che un vestito, cattura

un'epoca, un tono, un'aria.

Il secondopercorso èpiù intimo, più nerd, se vogliamo. Circa duecento oggetti d'archivio - planches-

contact, ritagli stampa, riviste, cataloghi di collezioni, fotografie private - compongono un cabinet de

curiosités che racconta la fotografia come strumento di lavoro, archivio sentimentale e dispositivo

mediatico. Un laboratorio visivo dove si sperimenta, si prova, si sbaglia e si rifà. Saint Laurent non

delegava, Saint Laurent controllava, annotava, correggeva. Era l'opposto dell'estetica spontanea.

Il risultato èun'immersione sensorialee storica nella costruzione visiva di un'icona. Quello chesi scopre

(e si ammira) è la coerenza quasi ossessiva con cui Yves ha costruito la propria immagine pubblica.

Sempreimpeccabile, sempre distante, sempre perfettamente Yves. E forse è proprio questo il punto:
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Yves Saint Laurent è stato il primo stilista a capire che l'immagine non era solo un corredo del vestito,

ma il vestito stesso - cucito non su misura per il corpo, ma per lo sguardo.

Che questa mostra si presenti ad Arles, capitale estiva della fotografia d'autore, è una di quelle

coincidenze che sanno di karma culturale. In fondo, Yves non ha mai nascosto la sua ossessione per

l'obiettivo: sapeva dove guardare, quanto restare in ombra, quando essere sfocato. E ha sempre scelto

bene i suoi testimoni. In un'epoca in cui l'immagine è ovunque ma il controllo sull'immagine è un lusso

perduto, Yves Saint Laurent et la photographie - che è anche un libro edito da Phaidon - ci ricorda una

verità che non passa mai di moda: sapersi far fotografare èuna forma d'arte. E Yves ne era maestro.
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Demna, le disrupteur devenu

empereur

Demna, le disrupteur devenu empereur De son enfance en exil à son ascension fulgurante dans les

hautes sphères du luxe, Demna s’est imposé comme l’un des créateurs les plus radicaux de sa

génération. Sa mission ? Faire du vêtement un langage brut, à la fois chic et politique.

Comme un manifeste, une marque presque, son patronyme est devenu le synonyme d’une mode

radicale, résolument contagieuse. Né en 1981 à Soukhoumi, dans une Géorgie encore soviétique,

Demna Gvasalia connaît l’exil dès l’enfance, fuyant la guerre civile pour Tbilissi, puis Düsseldorf en

Allemagne.

S’il commence ses études en économie, c’est la mode qu’il choisit comme langue d’expression et entre

en 2003 à la Royal Academy of Fine Arts d’Anvers. Là, il forge sa méthode : ignorer les croquis, coudre

à la main, manipuler directement les tissus, chercher la forme avant l’idée. Diplômé en 2006, il passe par

Margiela et Louis Vuitton avant de fonder, en 2013, Vetements avec son frère Guram.

Depuis son appartement parisien, il monte un collectif anonyme qui détourne les codes de la mode

bourgeoise avec, entre autres, des uniformes de travail recyclés, des volumes absurdes ou encore des

T-shirts DHL qui, aux balbutiements d’Instagram, font l’effet d’une bombe 3. 0. Dans une ambiance

noctambule improvisée où se mélangent des personnalités comme la styliste Lotta Volkova et le

photographe Pierre-Ange Carlotti, Vetements devient un véritable phénomène mondial, finaliste du prix

LVMH 2015 après trois saisons d’existence seulement.

La disruption comme ADN

Octobre 2015, coup de théâtre : Demna est nommé à la tête de la direction artistique de la maison

Balenciaga. Dès sa première collection en mars 2016, il impose une grammaire stylistique aussi

singulière qu’abrasive entre silhouette gopnik, tailoring tordu et humour grinçant. Pragmatique, il imagine

aussi des best-sellers – comme la sneaker Triple S que les cool kids du monde entier s’arrachent – et

réhabilite certaines archives iconiques à l’image de l’inimitable sac à main City.

Mais pas seulement. Le créateur introduit la première collection homme de l’histoire de la maison,

fusionne allègrement les genres lors des différents défilés et relance la couture en 2021 dans les salons

historiques du 10, avenue George V. En parallèle, il quitte Vetements en 2019 tout en se distinguant par

des coups médiatiques inattendus, de la collaboration avec la série télévisée The Simpsons à la

silhouette encagoulée de Kim Kardashian au Met Gala. Salué par le CFDA, le British Fashion Council ou

encore le Pratt Institute, il est l’étendard d’un zeitgeist modeux disruptif, rappelant que le luxe peut être

aussi désirable que cérébral.

Gucci : un nouveau chapitre à écrire

En mai 2025 , Demna — qui se fait désormais appeler par son seul prénom — est nommé directeur

artistique de Gucci, maison qui, comme Balenciaga, appartient à Kering. L’enjeu est de taille : faire

entrer le plus subversif des créateurs au cœur d’une griffe historique dont le chiffre d’affaires est à la

peine.

"Sa force créative est exactement ce dont Gucci a besoin”, déclare alors François-Henri Pinault,

dirigeant du groupe français, dans le communiqué de presse officiel. Demna, lui, s’est dit "honoré" et

prêt à "écrire un nouveau chapitre" de cette histoire. Sur ses épaules, une pression considérable : la

maison florentine est la locomotive de l'entreprise de luxe et connaît, depuis le départ d'Alessandro

Michele en 2022, un sérieux ralentissement de son activité. ■

03CdnKjwN_iry4UGTueB2dfkYmnd_yWmfZAm6oeg48OZ_acJaQsGZRriMWJLy0bp7G48z9YDvgIdh_Rp7kSTEHhnBkFecFFVC0uDl5BMsReAZTc0
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A luxury experience in China: Global
high-end brands bet on conceptual
stores to revive sales
Summary Companies Luxury brands shift focus to experiential retail amid China's
spending slowdown Chinese luxury market declines over 18% in 2024, flat sales
expected in 2025

Experiential luxury spending rises 5% despite overall market decline, Bain reports

Luxury brands closing stores but opening flagship locations

Key Points

SHANGHAI, June 27 (Reuters) - Louis Vuitton's latest Shanghai store is not your
average luxury flagship. The 30-meter-high, ship-shaped store, "The Louis", is billed as
an experience, and houses an exhibition space and cafe in Shanghai's downtown
Nanjing Road shopping strip.

"The Louis", which had a grand opening on Thursday, will undoubtedly draw crowds
eager to post pictures to social media of its gleaming facade and the photo-ready
exhibits inside. But LVMH-owned (LVMH.PA) , opens new tab Louis Vuitton will also be
hoping it can stimulate sales among Chinese consumers whose spending on luxury
goods has slowed.

LVMH's business strategy aligns with a broader shift among luxury goods retailers from
a transactional model - where a shop merely sells goods to customers - to enticing
customers with "experiences" that ultimately spur growth.

The stakes are high for the luxury brands, which for years have relied on brisk sales in
China to fuel their global growth, and ambitions, but are now facing a slowdown in
demand in the world's second-biggest economy.

The size of the Chinese market declined more than 18% last year to around 350 billion
yuan ($48.80 billion) and sales are on track for a flat performance in 2025, according to
estimates from consultancy Bain.

Zino Helmlinger, head of China retail at real estate service provider CRBE,
acknowledges that the luxury segment as a whole in China has taken "a hit" recently,
though he believes the slowdown was expected.

“If you look at the megastars - I mean LVMH, Kering (PRTP.PA) , opens new tab ,
Richemont (CFR.S) , opens new tab , Hermès (HRMS.PA) , opens new tab - they almost
tripled their profit within five years," he said. "At some point, there is some
counterbalancing, there is only so much you can grow, only so much you can generate."

In the first quarter, LVMH's revenue in the region that includes China fell 11% on an
organic basis - the Asia-Pacific excluding Japan accounts for 30% of the group's total
sales.

Chinese consumers, hard hit by broader economic uncertainty and a prolonged property
market downturn , have tightened spending on discretionary purchases - luxury branded
handbags among them.

Shanghai native Natalie Chen, 31, says she already owns enough "stuff" and has
redirected a significant portion of the funds she once used for luxury goods to travel.

"Truthfully speaking, I don't feel that buying another bag will improve my life," she said,
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though she has already visited a new restaurant opened by Prada in Shanghai and
intends to check out Louis Vuitton's new cafe concept with girlfriends.

"It brings a different kind of feeling than just [shopping] in a mall," Chen said, though she
was unsure the ship-shaped store would lead her to make any purchases outside of
coffee and cake.

Still, the luxury brands are sensing a longer term opportunity to pump-prime sales.

While appetite for personal luxury goods in China and around the world is declining, hurt
by economic pressures and price fatigue, sales rates of "experiential goods" are rising,
according to Bain, which highlighted a surge in personalized luxury hospitality
experiences and rising fine dining sales in its spring luxury report.

In 2024, for example, the overall personal luxury goods market worldwide fell 1% to 3%
even as experiential luxury spending rose 5%, Bain said.

LUXURY EVOLUTION

New research released by real estate advisor Savills earlier this month points to this as a
significant new trend in what it describes as China's "evolving" luxury market, in which
people seeking out experiences are lured with more experiential luxury brand
touchpoints, from restaurants to Salon Privé - private, appointment-only lounges for VIP
shoppers.

"All the brands are closing stores, but those that can afford to are also opening big
flagships or holding some big events or exhibitions to keep their visibility extremely high,"
said Patrice Nordey, CEO of Shanghai-based innovation consultancy Trajectry,
essentially preparing for future success when the market picks up again.

Brands from Balenciaga to Chanel, Louis Vuitton and Prada have all closed stores in
China since the second-half of last year. Gucci is on track to close 10 stores in the
market this year, Helmlinger said.

Louis Vuitton's stablemate Dior opened a cafe concept in Chengdu earlier this year, and
in March Prada (1913.F) , opens new tab opened a Wong Kar Wai-designed restaurant
at its Rong Zhai cultural space in Shanghai. Jeweller Tiffany and Co. recently downsized
a large downtown Shanghai store, but in March it also opened a new three-storey
flagship in Chengdu.

Nordey says that while more people refer to this trend as "experiential" retail, it actually
speaks to something much deeper.

"I think it's a way of looking at your customer, either as someone that will buy products,
or as an individual who is trying to have a more fulfilling life," he said. "If your purpose is
not only to feed your client with consumer products, but more than that, you might
actually resonate more strongly with them."

While high-profile luxury store closures in mainland China have prompted speculation of
brands lessening investment in a slowing market, CRBE's Helmlinger says the real story
is more nuanced, indicating a strategic realignment of resources, rather than a pullback
in the market.

"You need to create this concept of rarity, and rarity comes with scarcity," he said.
"When you have 80 or 90 stores in one market, it doesn't seem so rare anymore, it
seems like it's mainstream."

($1 = 7.1714 Chinese yuan renminbi)

Our Standards: The Thomson Reuters Trust Principles. , opens new tab
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Essilux, tre anni senza il fondatore Leonardo Del Vecchio.

Time la include tra le 100 big mondiali

L'ingresso nella classifica delle aziende più influenti. Oggi la commemorazione ad

Agordo. Gli eredi ancora in cerca di un accordo

di Daniela Polizzi

BUDOV

EssilorLuxottica, unica societàitaliana insieme aPrada,entranella Time100Most Influential Companies,

la classificachepremia le aziendechestannoavendounimpatto positivo a livello globale.Il riconoscimento

ègiunto alla vigilia del terzo anniversariodella mortedel fondatoreLeonardoDel Vecchio.Nel pomeriggio

del27 giugno,adAgordo, sedestorica del gruppoemaggioredistrettonazionaledell'occhialeria, èprevista

una messadedicataal fondatore. L'azienda ricorderà come Del Vecchio avesseimmaginato un gruppo

innovativo «capacedi coniugaretecnologia,talento estile».

I numeri di Essilux

EssilorLuxotticasi è ancheriflessa «in un costantepercorsodi crescita»,che l'ha portataa raddoppiarela

capitalizzazionedi mercatosuperandola soglia dei 100miliardi. Il progettodi Del Vecchioè statoportato
avanti da Francesco Milleri, designato dal fondatore alla guida del gruppo come presidente di

EssilorLuxottica(di cui eragiàceo) edellacassaforteDelfin. A dueannidallascomparsadell'imprenditore,

i ricavi sono cresciuti da 24,5 miliardi nel 2022 a 26,5 miliardi nel 2024, mentre utile netto e quello

operativo registrano incrementi rispettivamente del 9% e del 7%. La spinta è venuta dall'evoluzione
dell'azienda dal businessstorico della produzione di lenti e montaturea gruppointegrato che include le

tecnologiemediche, gli smart glass,l'audiologia e l'intelligenza artificiale applicataagli occhiali, comeha

dimostrato il lancio settimanascorsadi Oakley AI.

Il valore di Delfin

Lacrescitadel valoredelle attività controllate daDelfin si èriflessa in un aumentodel valore dellaholding:

oltre 50 miliardi aprezzi di mercato delle partecipatequotate. Facapo agli otto eredi: la vedovaNicoletta

Zampillo, suofiglio RoccoBasilico più i fratelli Claudio,Marisa, Paola,LeonardoMaria, Lucae Clemente

Del Vecchio,cui fa capoil 12,5%a testadi Delfin che aprezzi di mercatovale oltre 6 miliardi.

La contesa per l'eredità

Non risulta ancoraun accordoper chiudere definitivamente l'ultima parte della successionedi Leonardo

Del Vecchio,anchesei tentativi di ricompattamentocontinuano.Il prossimo èstato fissatoper il 31 luglio,

ladatain agendaper l'assemblea.Gli eredi provanoin questesettimanea fare fronte comuneperché,come

aveva stabilito Leonardo Del Vecchioattraverso lo statuto Delfin, le decisioni per cambiare le cosesi

possonoprenderesolo con una vocecomune,cioè con l'88% dei voti. Di fatto con un'unanimità che fin

qui gli eredinon hannotrovato.

Tous droits de reproduction réservés

URL : http://www.corriere.it/ 

PAYS : Italie 

TYPE : Web Grand Public 

JOURNALISTE : Daniela Polizzi

27 juin 2025 - 09:14 > Version en ligne

Page  47

https://www.corriere.it/economia/finanza/25_giugno_27/essilux-tre-anni-senza-il-fondatore-leonardo-del-vecchio-time-la-include-tra-le-100-big-mondiali-7ad6d1a3-7deb-4dd7-b411-68796baf3xlk.shtml?refresh_ce


(2/2)  CONCURRENCE - CORPORATE

Le ipotesi allo studio

Alcuni vorrebbero cambiare lo statuto inserendo scadenze per il board che oggi segue le regole di un trust.

Altri vorrebbero invece iniziare a dismettere le quote nelle banche che hanno alimentato la ricchezza di

Delfin. Una decisione assieme potrebbero prenderla all'assemblea sul fronte dei dividendi la cui

distribuzione ha, per statuto, un tetto del 10% sugli utili. Anche qui ci vorrà unità: per alzare quella soglia

devono essere d'accordo otto su otto.
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Hermès
Hermès’ big messagethisseason?Talk to
thehand.

Fromthe leatheropenworkweaveon
shirts andtrousers,to the roughedgeson
jauntysilk twill bandanas,to the ribbed
andnubbyknits, this collectionwasas
sensualas it gets.

Véronique Nichanianwasdesigningfor

asummerin the city– anycity, andany
kind of summer.

Therewerepiecesfor ultra-hotweather,

(seethe leather-and-ropesandals);chilly
summers(notethe sleevelessknit vests);
andrainy ones,too (leatherblouson

jackets someyellowas butter– should
offer someprotection).

Silhouetteswereslouchy,laid-backand

easy.Nichanianlayeredopen-neckstriped
shirtsover scoop-neckT-shirts andunder

safari-style jackets,andaccessorized

shantungsuits,shacketsandsilky tops
with knottedor drapedscarvesin colors
ranging frombright greento silverygray.

Those signatureHermèssilks worked

overtime,notjust aroundmodels’
necksbu also ascolorful pleatson cool,
collarlessshirtswhichthe designerpaired
with high-waisttrousers,someof which

hadbuilt-in belts.
Shealso lightenedup leathertopsand

trouserswith anopenworkweaveso delicate
it resembledlace,andaddedlots oftexture
toknits. A cocoacolored sweaterwitha

sailor collarcamewith chunky ribbing; a
short-sleevepolo stylehadunevenseams,
andan oversizeV-neck sweaterwasadorned

with azigzagpatternofperforations.

Thewholeoutingwasfresh, easy– and
for a manonthemove. And while the
designermayhavebeenthinkingof summer

in thecity, shealsoknowsherman dreams
ofescape,even if it’s for a long weekend.

Nichanianequippedhim with some
seriouslybeautiful,texturalhandluggage,

including canvas andcalfskin duffles,
weekend-cum-garmentbagswith touches
oftobacco-tonedleather,andovernight
totes for poppingin thebackof the
roadsteron a Thursday(or maybe even a
Wednesday)night.– SamanthaConti
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ĢɮʙǣƨǣŊǣƆǵǵƆɀȢʷɮ ǣȐˍƆȐʙƆɮǵĢȉȢŭƆ ŭƆ
ŭƆȉĢǣȐɑ
@ȐɮƆˍĢȐŊǘƆŞǣǵɷʷƨƨǣʙɀĢɮƨȢǣɷŭɫĢǵǵƇǝ

ǇƆɮ̫ȐƆ ˍƆɷʙƆʙĢǣǵǵƇƆŭĢȐɷ̫ Ȑ ȉƇǵĢȐǇƆ
ŭƆ ŊȢʙȢȐƆʙɷȢǣƆĢˍƆŊŭƆɷȉĢȐŊǘƆɷŭƆ
ŊǘƆȉǣɷƆŞŭɫǣȐˍƆȐʙƆɮʷȐƆ ȐȢʷˍƆǵǵƆ
ȉĢȐǣƍɮƆŭƆ ʙǣɷɷƆɮƆʙŭɫĢǰȢʷɮƆɮǵƆŊʷǣɮ
ɂɷʷĻǵǣȉƆɈŞŭƆ ʙɮǣŊȢʙƆɮ̫Ȑ ŭƇĻĢɮŭƆʷɮ
ŭĢȐɷŭƆ ǵĢǵĢǣȐƆŞŭƆǇǵǣɷɷƆɮŭƆɷɀȢŊǘƆɷ
ˠǣɀɀƇƆɷɷʷɮ ʷȐƆ ˍƆɷʙƆŭƆ ɀƆǣȐʙɮƆŞŭƆ
ǰȢʷƆɮ ĢˍƆŊǵƆɷɀɮȢɀȢɮʙǣȢȐɷŭɫʷȐ ŊĢĻĢȐ
ɀȢʷɮ ƆȐɮĢǰƆʷȐǣɮǵĢǵǣǇȐƆƖǐ ǵĢǰȢǣƆ
ŭɫĢˍȢǣɮ̫ȐƆʙȢʙĢǵƆǵǣĻƆɮʙƇŭƆŊɮƇĢʙǣȢȐƆʙ
ŭƆ ʙɮȢʷˍƆɮ ŊǘƆˠ hƆɮȉƍɷ ʷȐ ƆȐŭɮȢǣʙ
ɀȢʷɮ Ɔ˓ɀɮǣȉƆɮ ȉĢ ˍǣɷǣȢȐŭʷ ˍƊʙƆȉƆȐʙŞ
ĢȐĢǵ˔ɷƆĂƇɮȢȐǣɠʷƆ ƆɠʷƆ
ǰƆ ɮƆŊǘƆɮŊǘƆŞŊɫƆɷʙŭȢȐȐƆɮŭƆ ǵɫĢǵǵʷɮƆ
Ģʷ˓ ǘȢȉȉƆɷɑ ¨Ȑ ĢǰĢȉĢǣɷʙɮĢȐɷǣǇƇŞȐǣ
ɷʷɮǵĢɠʷĢǵǣʙƇŞȐǣɷʷɮǵĢŊɮƇĢʙǣˍǣʙƇɑ@ʙ
ŊɫƆɷʙŊƆɠʷǣƨĢǣʙǵĢŭǣƨƨƇɮƆȐŊƆɀȢʷɮ ƨĢǣɮƆ
ĢˍĢȐŊƆɮǵƆɀɮȢɀȢɷƆʙŊɮƇƆɮŭƆ ǵɫƇȉȢǝ
ʙǣȢȐɑǒ ĢʙʙƆȐʙǣȢȐŞǵɫǣȐˍƆȐʙǣȢȐƆɷʙ
ǣŊǣŭǣɷŊɮƍʙƆŞɀĢɷ ʙĢɀĢǇƆʷɷƆɀȢʷɮ ʷȐ
ɷȢʷɑ Ñǣ̱Ȣʷɷ ɀȢɮʙǣƆˠŏĢ ŭƆȉĢǣȐ ɂȢȐ
ˍȢʷɷ ǵƆɷȢʷǘĢǣʙƆɈŞ̱Ȣʷɷ ɷƆɮǣƆŊɣǘǣŊŞ
ŊȢȐʙƆȉɀȢɮĢǣȐŞǰʷɷʙƆŊƆɠʷɫǣǵƨĢʷʙŭƆ
ʙƆȐŭĢȐŊƆŞȐɫĢʷɮƆˠǵɫĢǣɮȐǣʙɮȢɀ ǰƆʷȐƆŞ
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ȢǣǵīŭƆʷ˓ ɷƆȉĢǣȐƆɷɠʷƆ
ǵɫȢȐɀĢɮŊȢʷɮʙǵƆɷŭƇƨǣǵƇɷ
Ɔʙ ɀɮƇɷƆȐʙĢʙǣȢȐɷŭƆ
ȉȢŭƆ ȉĢɷŊʷǵǣȐƆ Ɔʙ
ɠʷɫʷȐ ȐȢȉ ɮƆˍǣƆȐʙƆȐ
ĻȢʷŊǵƆŞŭĢȐɷǵĢĻȢʷŊǘƆ

ŭƆɷ ŊȢȉȉƆ ŭĢȐɷŊƆǵǵƆŭƆɷŊɮƇĢǝ
ʙƆʷɮɷŊǣʙĢȐʙǵƆʷɮɷǣȐƨǵʷƆȐŊƆɷś hƆɮȉƍɷ ɑ
1ǣɮƆɠʷƆ ǵƆ ɷƆǵǵǣƆɮƨĢɷŊǣȐƆɷƆɮĢǣʙʷȐ

ƆʷɀǘƇȉǣɷȉƆɑ ÃĢɮɷĢɠʷĢǵǣʙƇƆ˓ʙɮƊȉƆŞ
ƇˍǣŭƆȉȉƆȐʙŞ ī ǵɫǘƆʷɮƆȢʼ ʙȢʷʙǵƆȉȢȐǝ
ŭƆ ĢȉĻǣʙǣȢȐȐƆŭƆ ȉƆʙʙɮƆ ƆȐɀǵĢŊƆŭƆɷ
ǐɷʙɮĢʙƇǇǣƆɷŭɫƇǵƇˍĢʙǣȢȐǒɂĢʷǇȉƆȐʙƆɮǵĢ
ɠʷĢǵǣʙƇƆʙǵƆɷɀɮǣ˓Ģʷ ɀĢɷɷĢǇƆɈɑÃĢɮɷƆɷ
ŊǘǣƨƨɮƆɷǣȉɀɮƆɷɷǣȢȐȐĢȐʙɷɑ@ʙɀĢɮŊƆɠʷƆŞ
ŭƆɀʷǣɷȬȕƎƎƆʙǵĢȐȢȉǣȐĢʙǣȢȐŭƆ ĂƇɮȢǝ
ȐǣɠʷƆ ī ǵĢʙƊʙƆŭƆɷŊȢǵǵƆŊʙǣȢȐɷ
ȉĢɷŊʷǵǣȐƆɷŞǵĢȉĢǣɷȢȐĢ ƨǣ˓Ƈ̫Ȑ ŊĢɀƆʙ
ǣȉɀȢɷƇʷȐƆ ɷǣǇȐĢʙʷɮƆǝ ʷȐƆ ƇǵƇǇĢȐŊƆ
ɮƆǵĢ˓Ş̫Ȑ ǵʷ˓ƆǣȐȢʷǧŞ̫ȐƆȉȢŭƆ ɠʷǣȐɫƆɷʙ
ɀĢɷʙĢȐʙŭƆǵĢȉȢŭƆ ɠʷɫʷȐ ɷʙ˔ǵƆɑ

ʷ ƨǣǵŭƆɷĢȐȐƇƆɷŞǵĢZɮĢȐŏĢǣɷƆĢ
ŊȢȐɷǣŭƇɮĢĻǵƆȉƆȐʙʙɮĢȐɷƨȢɮȉƇǵƆˍƆɷǝ
ʙǣĢǣɮƆȉĢɷŊʷǵǣȐʙƆǵɠʷɫȢȐ ǵƆŊȢȐȐĢǦʙ
ĢʷǰȢʷɮŭɫǘʷǣɑ Ɔ˓ɀƇɮǣȉƆȐʙĢʙǣȢȐɷ
ĢˍƆŊǵƆɷȉĢʙǣƍɮƆɷʙƆŊǘȐǣɠʷƆɷī ŊƆȐǣǝ
ˍƆĢʷ ɂƨȢʷɈ ŭƆ ǵʷ˓Ɔɡ ɫƆɷʙƆǵǵƆɠʷǣǵƆɷĢ
ǣȐǣʙǣƇƆɷǝ ƆǵǵƆɷɷȢȐʙȉĢǣȐʙƆȐĢȐʙɀĢɮǝ
ʙȢʷʙɑ ǘ˔ĻɮǣŭĢʙǣȢȐɷƆʙŊȢȐʙɮĢɷʙƆɷŭƆ
ɮƆǇǣɷʙɮƆɷɂȉƇǵĢȐǇƆɮŭʷ ȉǣǵǣʙĢǣɮƆƆʙŭʷ
ʙĢǣǵǵƆʷɮɀĢɮƆ˓ƆȉɀǵƆɈŞ ƆȐŊȢɮƆ̫ȐƆ ƨȢǣɷ
ĢˍƆŊʷȐƆ ʙƆǵǵƆɮǣŊǘƆɷɷƆŭƆ ȉĢʙǣƍɮƆɷƆʙ
ɠʷĢǵǣʙƇŭƆ ƨĢĻɮǣŊĢʙǣȢȐŞŊɫƆɷʙĢʷɷɷǣɂȐȢǝ
ʙĢȉȉƆȐʙɈ ƆǵǵƆɑɮƆƨŞ̫Ȑ ŭƇƨǣǵƇhƆɮȉƍɷ
ɀĢɮ ŊȢȉȉƆ ǵƆŭƆɮȐǣƆɮɠʷǣĢ
Ɔʷ ǵǣƆɷ̫ĢȉƆŭǣŞŊɫƆɷʙ̫Ȑ ˍƆɷʙǣĢǣɮƆŊǘǣŊŞ
ŭƇŊȢȐʙɮĢŊʙƇŞƨȢʷɮȉǣǵǵĢȐʙŭƆ ȐȢʷˍƆǵǵƆɷ
ǣŭƇƆɷƆʙŭƆ ɷǣǇȐƆɷŭƆŊƆɠʷƆ ɷƆɮĢɀƆʷʙǝ
ƊʙɮƆǵƆˍƊʙƆȉƆȐʙ ȉĢɷŊʷǵǣȐŭĢȐɷʷȐƆ
ŭǣˠĢǣȐƆŭɫĢȐȐƇƆɷɑĢɮǣǵȐɫ˔ ĢɀĢɷĻƆǝ
ɷȢǣȐŭƆ ƨĢǣɮƆŭƆɷ̱ƆɷʙƆɷī ǘʷǣʙȉĢȐŊǘƆɷ
Ȣʷ ŭƆɷŊȢʙʙƆɷŭƆȉĢǣǵǵƆɷʙǣɷɷƇƆɷɷʷɮʷȐƆ
ǣȉɀɮǣȉĢȐʙƆʞ1 ŊȢȐŏʷƆƆȐǣȐʙƆǵǵǣǇƆȐŊƆ

ȐǣʙɮȢɀ ˍǣƆʷ˓ŞĻɮƆƨŞʙȢʷʙ ɷǣȉɀǵƆȉƆȐʙ
ɀĢɮƨĢǣʙɑ@ʙɷƆȐɷʷƆǵŞĢʷɷɷǣŞŊĢɮĂƇɮȢȐǣǝ
ɠʷƆ ǘĢĻǣǵǵƆǵƆɷǘȢȉȉƆɷ
ĢˍƆŊ ǇȢʺʙ Ɔʙ ǵɫƆȐˍǣƆŭƆ ǵƆɷɮƆȐŭɮƆ
ɂˍɮĢǣȉƆȐʙɈɀǵʷɷĻƆĢʷ˓ɑ Ɔ ī ɠʷȢǣĢɷǝ
ɀǣɮƆƆȐ ɀɮǣȐŊǣɀƆŊǘĢɠʷƆ ŊɮƇĢʙƆʷɮǝ
ŊɫƆɷʙɀƆʷʙǝƊʙɮƆǵī ɷĢɀǵʷɷǇɮĢȐŭƆǣȐǝ
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(2/2)  CONCURRENCE - LUXE

ƨǵʷƆȐŊƆƖ

ĢʷɷɷǣǣȐˍƆȐʙƆŞī ɷĢ
ȉĢȐǣƍɮƆŞǵƆ̱ƊʙƆȉƆȐʙ ŭƆ ŭƆȉĢǣȐɑÑȢȐ
ǣȉɀĢŊʙɷʷɮ ǵƆˍƆɷʙǣĢǣɮƆȉĢɷŊʷǵǣȐƆɷʙ
ƇˍǣŭƆȉȉƆȐʙ ȉȢǣȐɷ ǇɮĢȐŭɠʷƆ ŊƆǵʷǣ
ŭɫhƆɮȉƍɷŞ ȉĢǣɷɷȢȐɷʙ˔ǵƆƇɮʷŭǣʙƆʙɮĢǝ
ŭǣŊĢǵĢǣȐɷǣɠʷƆ ɷĢŊȢǵǵĢĻȢɮĢʙǣȢȐī ɷʷŊǝ
ŊƍɷĢˍƆŊ ɷǣŊɷǣȐɷɀǣɮƆȐʙĢʷǰȢʷɮŭɫǘʷǣ
ĻƆĢʷŊȢʷɀǵĢɮʷƆǝ ǣǵƨĢǣʙɀĢɮʙǣƆŭƆɷɮĢǝ
ɮƆɷǐɀƆʙǣʙɷǒŊɮƇĢʙƆʷɮɷĢŊʙʷƆǵɷī ĢˍȢǣɮ
ī ǵĢƨȢǣɷ̫Ȑ ĻʷɷǣȐƆɷɷɀɮȢƨǣʙĢĻǵƆɂŭƆʷ˓
ĻȢʷʙǣɠʷƆɷƆȐ ɀɮȢɀɮƆŞ ī ÝȢǲ˔Ȣ Ɔʙ

ȐǇƆǵƆɷɈƆʙʷȐƆ ƨȢʷǵƆŭƆ ŭǣɷŊǣɀǵƆɷ
ɂɷȢȐǣȐƨǵʷƆȐŊƆɷƆɮƆɷɷƆȐʙȐȢʙĢȉȉƆȐʙ
ŭĢȐɷǵĢȐȢʷˍƆǵǵƆ̱ĢǇʷƆŭƆǰƆʷȐƆɷȉĢɮǝ
ɠʷƆɷŊȢɮƇƆȐȐƆɷɈɑpǵ ˔ Ģ ʙȢʷǰȢʷɮɷ ŭƆ
ɠʷȢǣƊʙɮƆ̫Ȑ ɀƆʷ ŭƇŊȢȐŊƆɮʙƇɀĢɮǵĢɷǣǵǝ
ǘȢʷƆʙʙƆɀɮȢɀȢɷƇƆɀĢɮ ǵƆ
ɠʷǣĢǣȉƆɀʷǣɷƆɮŭĢȐɷǵƆɀĢɷɷƇɂǣǵƆɷʙ̫ Ȑ
ŊȢǵǵƆŊʙǣȢȐȐƆʷɮŭɫĢɮŊǘǣˍƆɷĐȢǘǰǣ ĐĢǝ
ȉĢȉȢʙȢŞ ȢȉȉƆ ŭƆɷ \ĢɮŏȢȐɷ Ɔʙ

\ǣĢȐȐǣĂƆɮɷĢŊƆɈɀȢʷɮ ɮƆȐȢʷˍƆǵƆɮǵƆɷ
ŊȢȐɷʙɮʷŊʙǣȢȐɷŞʙˎǣɷʙƆɮŭƆɷĢɮŊǘƇʙ˔ɀƆɷŞ
ʙɮĢȐɷƨȢɮȉƆɮǵĢɷǣǵǘȢʷƆʙʙƆƆȐ ɀǵĢŏĢȐʙ
ʷȐƆɀǣȐŊƆǵī Ȣʼ ȢȐȐƆɀƆȐɷƆɮĢǣʙɀĢɷŞƆȐ
ɮƆɀȢɷǣʙǣȢȐȐĢȐʙ̫ȐƆ ɀȢŊǘƆ Ȣʷ
ŊȢȐɷʙɮʷǣɷĢȐʙŭƆ ĻǣĢǣɷʷȐƆƇɀĢʷǵƆɑƆʙʙƆ

ɷĢǣɷȢȐŞǣǵɷǣȉɀǵǣƨǣƆŊȢȐɷǣŭƇɮĢĻǵƆȉƆȐʙ
ǵɫĢǵǵʷɮƆĢˍƆŊ ŭƆ ɷǣȉɀǵƆɷɀʷǵǵɷȉĢɮǣȐɷ
ɀĢɷɷƇɷɷʷɮʷȐ ɀĢȐʙĢǵȢȐǇƇȐƇɮƆʷ˓ŞŭƆɷ
ŊȢɷʙʷȉƆɷ ɂƨĢĻɮǣɠʷƇɷĢʷ Ģʷ
ĻȢʷʙȢȐȐĢǇƆŊȢȉȉƆ ŭƇɷĢ˓ƇŞŭƆɷȉĢǝ
ǇȐǣƨǣɠʷƆɷĻǵȢʷɷȢȐɷƆȐŊʷǣɮī ˠǣɀɷŭĢȐɷ
ǵƆŭȢɷƖ ÝȢʷʙ ƆȐǇĢɮŭĢȐʙŊƆɠʷǣǵƆɷǣȐǝ
ǇʷǵĢɮǣɷƆŞī ɷĢˍȢǣɮɷȢȐʷȐǣˍƆɮɷʙɮƍɷɀƆɮǝ
ɷȢȐȐƆǵŞŊȢȉȉƆ ŊƆɷɷĢŊɷǣȐɷɀǣɮƇɷŭƆɷ
ĻƆɷĢŊƆɷĢȐŊǣƆȐȐƆɷȢʷ ŊƆɷɀ˔ǰĢȉĢɷ ŭƆ
ɷȢǵŭĢʙĻʷǵǇĢɮƆɷŞɷȢȐɀĢ˔ɷŭɫȢɮǣǇǣȐƆɑ

pǵ̝ ĢĢʷɷɷǣɠʷƆǵɠʷƆŊǘȢɷƆŭƆƨʷʙʷɮǣɷʙƆ
ŭĢȐɷǵƆɷŊɮƇĢʙǣȢȐɷŭƆ ɮĢǣǇ\ɮƆƆȐɑpǵƨĢǣʙ
ɷȢȐɮƆʙȢʷɮŭĢȐɷǵƆŊĢǵƆȐŭɮǣƆɮɀĢɮǣɷǣƆȐ
ĢɀɮƍɷɠʷƆǵɠʷƆɷɷĢǣɷȢȐɷŭɫĢĻɷƆȐŊƆŞƆʙ
ŊɫƆɷʙ̫ȐƆ ˍɮĢǣƆǰȢǣƆŭƆ ɮƆʙɮȢʷˍƆɮɷȢȐ
ʷȐǣˍƆɮɷɀȢƇʙǣɠʷƆŞƨĢǣʙŭƆ ɮƆŊǘƆɮŊǘƆɷ
ĢʷʙȢʷɮ ŭƆ ǵĢɷʙɮʷŊʙʷɮƆŭʷ ˍƊʙƆȉƆȐʙŞ
ŭĢȐɷ̫ȐƆŊȢǵǵƆŊʙǣȢȐƨȢǣɷȢȐȐĢȐʙƆŞŭƇˍȢǣǝ
ǵƇƆŭǣȉĢȐŊǘƆŞȢʼ ɷƆŊȥʙȢǣƆȐʙɀĢɮǲĢɷ
ʙƆŊǘȐǣɠʷƆɷĢǰȢʷɮƇƆɷŞǵĢȐǣƍɮƆɷŭƆ ʙǣɷɷʷɷ
ˍȢǵĢȐʙĢʷˍƆȐʙŞŊȢǵɷŭƆ ɀʷǵǵɷƆȐĂ ŊȢȉǝ

ȉƆ ƆƨƨǣǵƇɷŞʙɮƆȐŊǘǝŊȢĢʙɷȢʷˍƆɮʙɷŭĢȐɷǵƆ
ŭȢɷŞǣȐɷɀǣɮĢʙǣȢȐɷˎȢɮǲˎƆĢɮɑAˍǣŭƆȉǝ
ȉƆȐʙŞ ǵƆɷɷǘȢˎɷ ŭʷ ɮǣʙĢȐȐǣɠʷƆɷȢȐʙ
ĢˍĢȐʙʙȢʷʙ ŭƆɷǐȉȢȉƆȐʙɷǒ ŭƆ ȉȢŭƆ ǝ
ŊȢȐʙɮĢǣɮƆȉƆȐʙī hƆɮȉƍɷŞ ʙȢʷʙ ŊƆɠʷǣ

ŭƇƨǣǵƆȐɫƆɷʙɀĢɷƨȢɮŊƇȉƆȐʙɀɮȢŭʷǣʙƆʙ
ŭǣɷɀȢȐǣĻǵƆƆȐĻȢʷʙǣɠʷƆɑ ŭƆɀʷǣɷŭǣ˓
ĢȐɷŞɷƆɷŭƇŊǵǣȐĢǣɷȢȐɷŊȢȉȉƆɮŊǣĢǵƆɷɂʙƆǵǝ
ǵƆɷɷƆɷɀĢɮǲĢɷȉĢʙƆǵĢɷɷƇƆɷɈȢȐʙʙɮȢʷˍƇ
ǵƆʷɮɀʷĻǵǣŊŭƆ ŊȢȐȐĢǣɷɷƆʷɮɷƆ˓ǣǇƆĢȐʙɷɑ
ÃɮƆʷˍƆɠʷƆ ǵɫȢȐɀƆʷʙʙɮĢȐɷƨȢɮȉƆɮǵĢɷǣǵǝ
ǘȢʷƆʙʙƆŭƆȉĢȐǣƍɮƆɀɮƆɷɠʷƆƆ˓ʙɮƊȉƆ Ɔʙ
ƆȐȉƊȉƆ ʙƆȉɀɷ ǘĢĻǣǵǵƆɮǵĢɮʷƆɑ

ŭĢȐɷŭǣ˓ĢȐɷɂƆʙɷʺɮƆȉƆȐʙ ŭĢȐɷ
ˍǣȐǇʙŞʙɮƆȐʙƆƖɈŞǣǵ̝ ĢŭƆǇɮĢȐŭƆɷŊǘĢȐǝ
ŊƆɷɀȢʷɮ ɠʷƆˍȢʷɷ Ģ˔Ɔˠ ĢʷɷɷǣƆȐˍǣƆŭɫʷȐ
ĻȢȐ ɀĢȐʙĢǵȢȐĻǵƆʷȉĢɮǣȐƆȢʷ ǇɮǣɷŞŭɫʷȐ
ĻƆĢʷ ĻǵĢˠƆɮĢɷɷȢɮʙǣŞŭɫʷȐ ĻǵȢʷɷȢȐƆȐ
ŊʷǣɮʙȢʷʙ ɷǣȉɀǵƆŞŭɫʷȐƆ ŊǘƆȉǣɷƆĻǵƆʷ
ŊǣƆǵĢʷ ĻȢȐ ˍȢǵʷȉƆ ƆʙĢʷ ĻȢʷʙȢȐȐĢǇƆ
ŭɮȢǣʙɑÃȢʷɮ ŏĢŞǣǵ̝ Ģ¨ƨƨǣŊǣȐƆ\ƇȐƇɮĢǵƆǝ
ǵĢȉĢɮɠʷƆ ŭʷ ZɮĢȐŏĢǣɷÃǣƆɮɮƆ
ǵĢȐŊƇƆƆȐʭˤȬʭŞĢɮƇʷɷɷǣī ʙɮȢʷˍƆɮɷĢ̱ȢǣƆ
ƆʙɷȢȐĢǵǵʷɮƆŞʙɮƍɷɀĢɮǣɷǣƆȐȐƆŞŊǘǣŊɷĢȐɷ
ŊǘǣŊǘǣɑpǵȐɫ˔ Ģ ɀĢɷŭƆ ɮĢǣɷȢȐɠʷƆ ŏĢ
ŊǘĢȐǇƆǝ ˍƆȐŭɮƆŭǣŞǵƆɀɮȢɀȢɷŭƆɷȢȐŭƇǝ
ƨǣǵƇƇʙĢǣʙǵɫǣȐŭƇȉȢŭĢĻǵƆŞǵƆɷʙ˔ǵƆɀǵʷɷ
ɠʷƆǵĢȉȢŭƆɑ ÃȢʷɮˍʷ ɠʷƆŏĢŭʷɮƆɑ¯
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Louis Vuitton launches 'The Louis' in

Shanghai

Louis Vuitton has unveiled "The Louis", a new space in Shanghai that houses retail, a café and an

exhibition.

Jennifer Braun

THELOUIS路基号

Located along Wujiang Road in Shanghai's central business district, the structure was designed to

resemble a boat, in line with Shanghai's ethos of "embracing all rivers."

Inside, visitors can explore the multifaceted world of Louis Vuitton across several decks. The first and

second floors house Visionary Journeys, an expansive exhibition designed by Shohei Shigematsu of

OMA.

The exhibition unfolds across thematic rooms showcasing historic trunks, fragrance, literary artefacts,

sports memorabilia, and iconic fashion pieces.

The second floor leads to the gift store and onward to the retail, where visitors can shop women's and

men's collections, shoes, accessories, and travel goods, with new personalization options inspired by

Shanghai's maritime spirit. Custom hot-stamping motifs include boat emblems and city-specific stamps.

Lastly, on the third floor, Le Café Louis Vuitton offers a menu that celebrates Shanghai's culinary

duality. Led by Chefs Leonardo Zambrino and Zoe Zhou, the café balances East and West with signature

dishes.
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Louis Vuitton jette l'ancre à Shanghai avec

« The Louis »

La maison Louis Vuitton inaugure un espace inédit à Shanghai avec « The Louis », entre

boutique, café et exposition immersive. Une expérience unique rendant hommage à l'art du

voyage et au port de Shanghai.

Par Laurence Basque

À Shanghai, Louis Vuitton dévoile « The Louis », un nouveau lieu d'exception abritant une boutique, le

Café Louis Vuitton et l'exposition « Louis Vuitton Visionary Journeys ». Safaçade, inspirée d'une coque

de navire évoquant les malles emblématiques, ornée du Monogram iconique, rend hommage à l'art du

voyage et au port de Shanghai, la « porte de l'Orient ».

Le Café Louis Vuitton propose une carte raffinée, tandis que l'exposition entraîne les visiteurs dans un

voyage mêlant héritage, culture et découvertes. Au-delà d'une simple boutique, « The Louis » est un

espaced'expression urbaine tissant un lien avec la culture locale. À l'extérieur, une terrasse accueille les

visiteurs dans une ambiance maritime raffinée tandis qu'au troisième étage, Le Café Louis Vuitton réunit

un bar convivial, où se rencontrent influences orientales et occidentales. À la carte, des créations

inventives inspirées des codes de la Maison inspirées des créations des chefs Arnaud Donckele et

Maxime Frédéric, le café accueille le chef Leonardo Zambrino et la cheffe pâtissière Zoe Zhou,

enrichissant la communauté culinaire Louis Vuitton.

À travers l'exposition « Visionary Journeys » les visiteurs pourront découvrir un parcours immersif à

travers le temps et la création, où les icônes du passé dialoguent avec celles du présent. Dès l'entrée, le

« Trunkscape », une arche de malles en toile Monogram, les liens de la maison avec l'univers maritime,

l'esprit du voyage, l'exploration olfactive, l'amour des livres et l'art du sport.
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On the accessoriesfront, healso struck
the

TheReviews
Dior
JonathanAnderson’s debutfor Dior was
one for the history books.

The hottestticket of the Paris men’s
collections drew a galaxy ofstars including
Rihanna,A$AP Rocky, Pharrell Williams,
SabrinaCarpenter,RobertPattinsonand

Daniel Craig– and fellow designers,from

Stefano Pilatoand DonatellaVersaceto Kris

Van Assche, who previouslyhelmedthe
men’s division at the Frenchfashionhouse.

Such wasthebuzzaroundthe show
that Metasponsoreda watchparty in a

bar,hostedby influencerLyas, for those
that didn’t scorea ticket. Some600 guestsewere invitedto theactualshow, held in
atent in front of the Hôtel desInvalides,

home to Napoleon’s tomb.
The insideof thevenuewas modeledafter

Berlin’s Gemâldegaleriemuseum,which

housesa vastcollectionof oldMasters,

but only two paintingswere onshow: still

lives by 18th-century painter JeanSiméon

Chardin, onedepicting avase of flowers, the
other apunnetof wild strawberries.

The latterwason loanfrom theLouvre

museum,lendinganextradoseof cultural

gravitasto theproceedings.The room
was emperature-controlled to protect the
pricelessartworks,awelcome departure
fromtheusualswelteringshowvenues,
ensuring that despite the starwattage, the

room kept its collectivecool.Anderson
himselfdescribedtheshowas arecoding.

erenHe teasedit onsocialmediaandoutdoor
adswith Andy Warhol’s Polaroidsof Lee

Radziwill andJean-Michel Basquiat.The

imagestelegraphedmore thanan idea
of style: riffing onDior’s obsession with

the 18th centurv. theTrish designeralso
conceived the collection asa commentary

on class.

The lineupwasbuilt onthe tension
betweenthreepillars:almostaggressively

normcorestaples;replicahistorical

garments,andconceptualpiecesinspired
by threehautecouturedressesfrom the
earlyDior archives: theCaprice,the Cigale
and the Delft.

Andersonopenedthe showwith aBar

jacket, thefoundationof Dior’s NewLook.

His version camein forest greenDonegal
tweedwithablack faille collar, and its

hourglassconstructionwas basedonchest
canvasesinstead of padding,groundingit in

and

flat aspectwhen viewed from theside.

He pairedit with off-white cargo shorts
with voluminous pleatsthat gobbledup16

yards of fabric, a directreference to Dior’s
1948 Delft dress.It was styled with athletic

socks, fisherman sandalsand a stiff collar
and tie reminiscent of aneck brace. So far,

So Anderson.
Over thenext fewlooks,heelaborated

on theideaof mixing ancientandmodern,
high andlow. Think formal eveningshirts
worn with fadedjeans andsneakers,
tailcoatsoverbarechests,andtuxedo

jacketscroppedto flasha sliver of midriff.

“I like that it’s abit posh,” Anderson
said in apreview. “There’s this thing that’s
happeningnow whereit’s [like] wedon’t
have to be partof‘a society,but we can
kind of look like it. We want to dresslike

it. Wherethere’sa kindof fascinationwith
this ideaof old andnew,andtheideaof
what those things mean today.”

He comparedit to the scenefromJean

LucGodard’s Nouvelle Vague classic“Bande
îpart,”wherethe heroesrun throughthe
Louvre museum,butit was temptingto

readinto it elementsof uppercrust cosplay
from almore recent film: “Saltburn.” >

You felt echoesof its workingclass hero,
Ollie, in items like aplain greenzip-up
sweatshirtwith a Dior logo ploppedonthe

front, Or the PoloRalphLauren-stylepastel
cableknit sweaters.There were reminders
of aristocratFelix’s casual arrogance, too,
in the way thatelaboratelyembroidered
waistcoasts were tossed over classicmen’s
shirtsandbaggypants.

Anderson hadthe Dior couture
workshopmakeexactreplicasof

a collection of 18th-century men’s
garments,including a couple of gold-
trimmed frock coats. “For me, it’s nearly
like, what would someonelike akid in
Saint-Germain-des-Prés bewearing,bu
in another world?Or howdoyou mix the
things up?” he explained.

The seaofcommercial piecesmadefor

a sometimes repetitive display, bu gave
a clearindicationof how Andersonplans
to rev up salesat Dior,which hasbeen
lagging the rest ofthe keyfashionand
leathergoodsdivisionat luxury group
LVMH Moët HennessyLouis Vuitton.
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Cementinghis art world credentials,
AndersontappedParis-basedU.S. artist
Sheila Hicks to customizethe Lady Dior

handbagwith layersof tassels,hinting at

anotherrich seamof future collaborations

via the Dior LadyArt project, which
celebratesits 10th anniversarythis year.

Olivier Gabet,directorof thedecorative

arts departmentat the Louvre and curator
of its currentexhibition, “Louvre Couture:
Art andFashion StatementPieces,”
noted that the showsetreflectedthe
brand’sdeeprootsin theart world, which

go back to founder Christian Dior’s early

careeras a gallerist. >

Anderson’s choiceof Chardin, a prestigious
but fairly obscure18th-centurypainter,

stoodin contrastto his predecessorKim

Jones’splashy men’s debutfor Dior seven

yearsago, with its giant floral statue by

Kaws. “I think he’s really goingto put the

focus backon the ssenceof luxury, and
this is a perfectdemonstrationof that,”
Gabetopined.

By his ownadmission,Andersonis

still learningaboutDior. “It’s alittle like

doing a Ph.D. You’re going in and trying to
absorbit and then reconfigure it,” he said.

“He wasvery goodat creating a world.”
Buildinghis ownuniverseat Dior isa

processthatwill unfoldover five collections
betweennow andthecruiseshow next
spring, he suggested–enoughtime for the

publictoacclimateto theshockof thenew.
Thefashioncrowd, it wouldseem,needed

no time to adjust, rewardingthe designer
with a standing ovation.

‘I loved it, loved it, loved it,” said

Rihanna,a Dior brandambassador.“I want
to wear everything.” - JoelleDiderich

with reproductionsof classicbookcovers
ranging from Bram Stoker’s “Dracula” to

TrumanCapote’s “In Cold Blood.” It was

aclever ideathat hasthe potentialto run
andrun, with seasonalvariationsthat are
bound to becomecollectibles.
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FASHION

Dior Draws
Daniel Craig,
RobertPattinson,
TXT andRihanna

BY RHONDARICHFORD

PHOTOGRAPHSBY STÉPHANE FEUGÈRE

JonathanAnderson’sdebut at Dior was
the hottestticket in town =and that’s
sayingsomethingwhen tempsare hitting
thehundred-degreemark. Therewasrare
AC in thevenue;nevermind that it was

installedto protectthe artworks ondisplay
in the museum-likeset.Buteither way,it
benefitedthe audience.

Somestars haveperfectedthe artof

arriving “fashionably” late (seeBeyoncé
Knowles-Carter at LouisVuitton), Rihanna
andA$AP Rocky amongthem.Their
entrancecausedacommotionwhenthe
doorsreopenedfor the coupleand sent

guestsinto a frenzy.
RobertPattinsonadmitted he hada

preview of the collectionthe daybefore
the show.

“I’ve known Jonathanfor years,so

I’m really happy for him,” hesaid.

Even thoughhe’s beento many shows,

Pattinson,aDior brandambassadorfor

14years,expressedhis excitementfor the

energysurrounding fashion week. “I love
theentire process,”he added.

Pattinsonalso sharedthathe’ll begin

shooting the next “Batman” film next year.

“The costume is iconic,” he said,
thoughhenotedit wouldn’t be making

anappearanceat fashion week. Instead,
hepraisedAnderson’snewcollection.

Many lookswereanchoredwith Regency-

style collars,cravatsandcapes,alongside
modernknitwearandjeans.

“It’s all superwearable,which is great
andexciting,” Pattinsondeclared. >

Mike Feistwasdeepin discussionwith

JoeAlwyn andAlison Oliver. Turningthe
tablesduring a chat with WWD, Feist

grabbedthe mic andplayed reporter,
askingOliver whatshe thoughtof the show.

“I’m delighted andvery warm, but have
no intention of taking this jacket off,” she

with military-style buttons.

Feist,whopreviouslytold WWD inCannes
that he’s “not a fashionguy,” kept hislook

casualandwas there to supportAnderson.

“I’m a big fan of him. We’re good
friends,’ he said. Currently taking a break
from film to focus on writingascreenplay,
Feist said that he’s preparingto return to
thestage in anewplay.

“I’m feeling very Sgt. Pepper,” said

Drew Starkey, referencinghis military-

inspired jacket.
The British actoris anotherlongtime

friend of Anderson’s.
“He’s one of thehardest-working people

I’ve ever met and oneof myfavorite

people.This is well deserved,”hesaid.

Starkey recently wrapped“Onslaught”
with Rebecca Hall andDan Stevensbut
remainedcompletelytight-lipped aboutthe
project.Instead, he revealed thathe flew

in for the showduring a quick break from

filming the next seasonof “Outer Banks”
in SouthCarolina, whereproductionwill

continuefor sevenmonths.

He also hadafront-row reunionwith his

“Queer” costar Daniel Craig. Craig joked
thathedidn’t haveanythingintelligent to

sayabout fashion but was seenchatting
with Soobin, Yeonjun, Beomgyu and

Taehyun_four out of five membersof
Tomorrowx Together who attendedthe

show (Heuningkai wasabsent). Craig asked
about their recenttour, music-making and

writing processbeforeposingfor photos
with both the group andPattinson.

With Anderson’sDior debutbeing
the hottest ticket in town, many fellow

designerscameout in support.
JackMcCollough andLazaro

Hernandez,recently namedasAnderson’s
successorsat Loewe, were enthusiastic
aboutbeingthere.

“We’re big fans of him,” Hernandez
said. “We have alot of love for him.”
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“We’re having somuch fun. I don’t know
how elseto describeit. Everythingfeels

possible —it’s a dream.”
However,theyadmitted they’re

still adjustingto Paris. “We’re really
justbetweenthe office andhome, not
going out much. We’re focused on the

job. Septemberwill be the bigone,”
Hernandezaddedof their upcoming
debutat the other LVMH Moët Hennessy

LouisVuitton-ownedhouse.
DonatellaVersace, seatedfront row,

was therefor Anderson’s big moment.
“For me, I’m so emotional becauseI
worked with Jonathanwhenhe wasvery
young. We did theVersusshowtogether,”
sherecalled of the 2013 collection. “so,
you know, I considerhim like mylittle

baby now.”
Theshowalso brought out fashion’s

bestin class.FormerDior Homme artistic

director Kris Van Assche, Courrèges’
Nicolas Di Felice, Silvia Venturini Fendi,
Rabanne’sJulien Dossena,Jacquemus
designerSimonPorteJacquemus,newly-

apponted Balenciagacreativedirector
PierpaoloPiccioli, StefanoPilati, and
Louis VuittonMen’s artistic director
PharrellWilliams were just few of the

many notablecreativesin the crowd.

JonathanAnderson’s
debut wasthe hottest

ticket in town for other
designers,too, with Donatella

Versace,Pharrell Williams

and newLoewe headsJack

McColloughand Lazaro

Hernandez in thecrowd.

Tomorrow X Together

Sabrina Carpente
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A$AP Rocky.Hélène

Mercier Arnault:Rihanna
and Bernard Arnault.

PierpaoloPicciol
DonatellaVersace
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ICraigASAP Rocky andRihanna
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Mingyu

Pharre Williams
with wife Helen

Lasichant and
Rocket

AverWilliams.

SamNivola
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DOherRobert PattinsorPattinson

DrewStarkey
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MEN’S

JonathanAndersonon
Building His Dior World

Ahead of his debutcollection

ascreative director of Dior, the

Irish designertalked to WWD

aboutmanagingthe hype,

embracing the pastand how

heplans to play the longgame.
BY JOELLE DIDERICH

PARIS – “You cannotrebuild ahousein

oneshow. It’s impossible. You’d have to
be like Christ,” JonathanAnderson said on
theeveof unveilinghis debut collectionas
creativedirectorof Dior.

It was theIrish designer’sattemptto

manageexpectationsaheadof themost

highly anticipatedevent of the Paris men’s
collections,andoneof the mostclosely
scrutinizeddesignerdebutsin ayear
of unprecedentedcreativeupheavalat
leadingluxury houses.

SinceBernardArnault,chairmanand
chiefexecutiveofficer ofDior parent
companyLVMH Moët HennessyLouis

Vuitton, offhandedlyconfirmedhis

appointmentascreativedirector of Dior

menswearat the group’s annualgeneral
meetingin April, the pressurehasbeen
buildingonAnderson,freshoff a stellar
decadeat smallerstablemateLoewe.

Lastmonth, thehouseconfirmed
hewouldalso be in chargeofwomen’s
collectionsandhautecouture,makinghim

thefirst designersincefounder Christian
Diorto havefull purview over thehouse.

His appointmentcoincideswith a
generalslowdown in spendingonluxury
goods,whichhasseenDior lag the restof

LVMH’s fashionandleathergoodsdivision

amid consumerpushback against a rashof
post-pandemicprice increases.

AndersonandDelphineArnault, chairman

andCEO of Christian Dior Couture,areona
mission to fix this. Thedesignercautioned
that fashion critics, and shareholders,will
haveto settlein for theride.

“It’s going to take five collections to
breakthe cycle ofit, andthenyou cankind
of birth out avision from it,” hesaid in

an interview. “so for me, it is aprocessof
decodingthebrand, andthenfrom that,
wehopeto endupwith asolution.”

Though he’s long beentoutedas arising
starin the LVMH firmament,Anderson
admittedhehadnot picturedhimselfin

the the brand

luxury empire.
“I would neverhave imagined five years

ago that I would be here. SoI’m trying

to kind of go backto, ‘What is Christian

Dior?’” hesaid. “I didn’t know much about

Dior, so in a weird way, it’s alittle like

doinga Ph.D.You’re going in andtryingto
absorbit andthen reconfigure it.”

Startingwith menswearfelt like a
perfectentry point for Anderson,who
launchedhiseponymousJW Anderson
label as a men’s line in 2008.

“I’ve always startedwith men’s. I started
with men’s in my own brand, I startedwith
men’s at Loewe. I’m kind of a creatureof
habitandslightly superstitious,which Dior

wasaswell,” heremarked.

EmbracingtheHistory
He teasedhis visionwith a campaign
featuringAndy Warhol’s Polaroidsof two
cultural icons,Lee Radziwill andJean-

Michel Basquiat,and acouple ofvideos

starringsoccerplayer andDior brand
ambassadorKylian Mbappé.Theideawas
to projectanattitude thatwill thenfilter
into thenitty-gritty of newready-to-wear
andaccessoriescollections.

“It’s aboutstyle. Christian Dior, the
manhimself,wasmoreaboutarchetype,”
he explained, noting Dior’s proficiency

at churningout architecturallyinspired
silhouettes.

In additionto the Bar jacket,which
famouslvlaunchedtheNewLook in 1947

Andersonpinnedthreearchivaldresses

onhis men’s mood board for spring2026:

the sorethe Cigale andthe Delft. “YouCaprice,
could probablyget a show out of eachof
theselooks,becausetheywereradical in
theirmoment,” he mused.

The 40-year-old wasalsoinspired by Dior’s
world-building skills. “For me, what makes

Dior himselfunique is that I think hehas

got hugeamountsof empathy,” he noted.

Fromthebeginning,the founding
couturierworkedwith decoratorVictor
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includingits signaturecolors gray and

pink – andthe Louis XVI chair. In addition

to decoratingthe label’s headquarterson
AvenueMontaigne,Grandpierredesigned
thedisplaysandpackagingof iconic

perfumes such as MissDior.
Dior’s obsessionwith the 18th century

chimed with Anderson, who tookit asa
cueto explorehistoric menswearpieces,

including acollection of 23waistcoats,some
ofwhich hereplicatedfor theshow— anidea

hecreditedto anotherdesignicon, Martin

Margiela,andlinkedto the capabilities of

Dior’s hautecouture workshop.

“On the first daybeing introducedto

the coutureteam,it wasreally fascinating
that somecustomersstill todayorder looks
from the ‘50s, and wemake them for them

still, which I think is remarkable,”hesaid.
“For me,thatjust showsyou the powerof
thebrand.”

He’s keento embracethehistory of
thehouse,includingthe contributionsof

hispredecessors.In addition to Dior, the
women’s side hasbeen helmed by Yves

SaintLaurent,Marc Bohan,Gianfranco

Ferré,John Galliano, RafSimons andMaria

GraziaChiuri,with Hedi Slimane, Kris Van

AsscheandKim Jonessteeringthemen’s
divisionsincethe newmillennium.

“When you go into a houselike Dior,

which is so famous– taxi driversknowit,

everyoneknowsit – I think you haveto

notbe afraid of the past,” Anderson said.

“People want history from abrandthathas

history, bu they want it reinvented.”
That’s why he’sembracedChiuri’s

bestsellingBookTote, offering his own take
with versionsthat reprisethe cover of “Dior
by Dior,” Christian Dior’s autobiography;
Irish authorBram Stoker’s “Dracula,”
andan18th-century classic,“Dangerous
Liaisons”by Choderlos de Laclos.

“I don’t want to evaporatewhat every
singlepersonhascontributedto this

brand,” Anderson explained. “It’s not
efficient, and it’s just not respectful.”

FindingBalance
Revisiting the Bar jacketwasalmostarite
ofpassage.Andersonhaskissedthe ring

by makingit the openinglook ofhis show.

“It’s somethingthat Dior hasbarked on
aboutfor probablytoo long,but I dothink
it is probablyone of themostgeniuspieces
of clothing,becauseultimately it is taken
from men’s and it is reconfigured every
time adesiùnercomesin, which is kind of

interesting,because it’s not abag,” he said.

Still, he doesn’t believe in being too
reverential,nothingthat thescaleofDior

meanshe must speakto a large cross-section
ofpotentialconsumers.UnderChiuri and

Jones,thebrand’ssalesquadrupled from 2.2

billion euros in 2017 to 8.7billion euros in

2024, accordingto HSBC estimates.LVMH

doesnotbreakout revenuesby brand.
“It’s adifficult balance,becausethe

brand is bigger thanit was20yearsago, it

is very democratic,”Anderson remarked.

“I’m trying to juggle this thing, which

is,how doyou give style,attitude and
fashion? How doyou give the classicism?

And at thesametime, how doyou give,
like, wherethe world is?”

Some trial and errorwill beinvolved,
but he’swilling to take risks.

“It takes time to ultimately reject things
within thebrandthroughexperiencing
them,” hesaid. “Being in a historical

house,therehasto bea respectfor it, but
at the sametime,you haveto bewilling to

challengeit, becauseifDior hadbeenalive

today,he wouldhavedesignedcompletely
differently.”

To thosewho havespeculatedhow he
will juggledoubledutyat Dior with his

own brandandongoingcollaboration
withJapanesefast-fashion giantUniqlo,
Anderson had a simple message:no, he
will not bedesigning 18 collections a year,
as some memes have suggested.Instead,
hewill focuson aroundeight Dior lines

per year,betweenready-to-wear,haute
coutureand pre-collections.

“Of course,I wasnot going to be doing
four atmy own brand, or atsomepoint

we were doing six, becausethere’snoemodernity,plusthatpeoplewouldjust
hateme aftera while. It would be like Dua
Lipadoingan albumeverymonth — it
wouldbecomeboring,” he said.
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JonathanAnderson

JonathanAndersontakeshis bow.
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Delft dressDior

hautecouture
fall 1948.
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Jonathan Anderson debuts Dior's next chapter

in Paris

The designer's first men's collection was a sign of what's to come as the French

house enters a new era. It was met with much enthusiasm from the fashion crowd.

By Laure Guilbault

Becomea VogueBusinessMemberto receive unlimited accessto Member-only reporting and insights,
our Beautyand TikTok Trend Trackers,Member-only newsletters and exclusive eventinvitations.

"You got a ticket? It's a war out there," afellow attendeeof JonathanAnderson's debut collection for

Dior told me before the show. Theinvite - aporcelain plate topped with eggs- wasthe goldenticket

to themost-anticipated menswearshow of the season.For thosewho did not receiveone, contentcreator

Lyas stageda viewing party in a Parisbar.

Theinvitation wasthe culmination of a seriesof teasersthat built up excitement throughout the week.

Imagery of medallion chairs, Jean-Michel Basquiat, Bram Stoker, Lee Radziwill and French football

starKylian Mbappé sprinkled Instagramin the leadup to the show. "It's arebus," fashiondesignerJean-

Charlesde Castelbajacsays. What was the plate about? Anderson told French fashion journalist Loïc

Prigent before the show, which was held at Hôtel National des Invalides, that the plate came from the

archives; the eggswereto symbolise the "start of something".

Undeniably it's the start of anew era at Dior, with Andersonasthe sole creative director of womenswear

andmen's. In that way, the housereturned to the organisation it had in the daysof Christian Dior. The

pressureis on. Dior chair and CEO Delphine Arnault is betting big on Andersonby entrusting him with

women's, men's, accessories and couture, banking on his talent to boost brand desirability, while

weatheringthe luxury slowdown andcurrent global turmoil. Dior salesdecreasedto €8.7billion in 2024,

from €9.5 billion in 2023, according to HSBC estimates. In the first quarter, salesof LVMH's fashion

andleather goods division, which includes Dior, were down 5 per cent.

It was also high stakesfor Anderson. "While at Loewe, he built the house's legacy. At Dior, he's

following in the footsteps of designers who defined their era, including Christian Dior, Yves Saint

Laurent, John Galliano, Raf Simons and Maria Grazia Chiuri," Benjamin Simmenauer, professor at

Institut Français de la Mode, says. "He will have to carve out a place for himself among all these

illustrious predecessorsandasserthis own style, while still respectingthe house's codes."
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Simmenaueraddedthat under Hedi Slimane asartistic director of Dior Homme from 2000to 2007, the

houseperfectly capturedthe most contemporaryexpressionof masculinity, the 2000sephebe,andit's

up to Anderson to pinpoint today's masculinity, not necessarilyaligning with the house's women's

codes.

Thefront row wasa mix of long-time Dior ambassadors(Robert Pattinson,Rihanna)andnew facesfor

Dior who are transfers from Loewe (Daniel Craig, Josh O'Connor, Luca Guadagnino). Pattinson,

O'Connor andCraig were all wearing thenew collection. "It's veryNew York 1980s,"saysCraig about

his look that was first unveiled on Mbappé. Roger Federeralso attended.Was it becauseof the On

connection?Federeris an investor, and Loewe and On collaboratedon capsulecollections. The White

Lotus's Sam Nivola was also there, after starring in a short teaserposted on the house's Instagram,

suggesting Anderson will continue working with trending talents like he did at Loewe. Nivola was

wearing a knit sweater with little embroideriesof roses and a Diorette charm around the neck for a

rococo feel. "Monsieur Dior was in love with the era, ashe was with British culture, of which echoes

persist," the pressreleasesaid.

Mia Goth, Sabrina Carpenter and Natalia Vodianova each attended, dressedin Anderson's Dior

women's, offering a foretasteof whatwe should expectin Octoberwhenthe designerpresentshis first

womenswearcollection for the house,in a seasonjam-packed with debuts.Carpenter'slook, not only a

departurein style for the pop star, wasan updatedversionof the maison founder's famousNew Look.

Anderson'slast Loewe showfor SS25wasattendedby anumber of designers.This time again,creative

directorsturned upin drovesto the show. Guestsincluded Donatella Versace,ChemenaKamali, Pharrell

Williams, Julien Dossena,Chitose Abe, Adrian Appiolaza,Kris Van Assche,Simon Porte Jacquemus,

Michael Rider, Silvia Venturini Fendi, Glenn Martens, StefanoPilati, Jack McCollough and Lazaro

Hernandez."We are all friends of each other these days. We are all supporting one another," says

McCollough, who, alongsideHernandez,succeededAndersonat Loewe.

"I am coming with afeeling of extreme excitementbecauseit's so important for his careerand for the

history of the house. I am excited to watch this historical moment," Kamali says.He also had the full

support of the Arnaults; almostthe whole family, including Bernard,were present.

The set wasmodelled on the interiors of Berlin's Gemäldegalerie,"a programmatic act that speaksa

language of understatementand poise", according to the press release. Two masterpiecesby Jean

Siméon Chardin,onelent by the Louvre Museum, theother oneby National Galleriesof Scotland,were

hanging on the walls. Thesoundtrackkicked off with Bruce Springsteenin a nod to some of the -

somewhatsurprisingly - Americanareferenceswithin the collection's more casuallooks.

But most overwhelmingly, the collection drew inspiration from the 18th century as well as Dior's

heritage."The dialogue with history andthe archive is constant," Andersontells VogueBusiness,with

the collection featuring a seriesof waistcoatsdating from around 1710 to 1865 and reproduced. He

continued: "The iconic Delft, Caprice andCigale couturedressesfrom the archiveswere usedasa base

to shapetrousersor jackets. The Delft shorts define the main silhouette,opening the show. Then,there

is the Bar jacket, which we madein donegal tweeds,stressingthe classicmasculinity of the item from

which Mr Dior startedto createoneof his most feminine garments."

Othertouches werereminiscentof his work at Loewe, suchasthe volumesof the coatsandtrousersand

the sandals.(Anderson brought a number of teammembers from Loewe to Dior including menswear

director Giacomo Tortarolo, while footwear designer Nina Christen, with whom he collaborated at

Loewe, is alsopart of the new chapter.)

Buyerspraisedthe collection's perfect balancebetween Anderson'sstyle andDior's heritage.

"The collection is the perfect meeting of the Dior universe and JonathanAnderson's," says Arthur

Lemoine,headof buying at Galeries Lafayette."We could feel all his creativity and energy. Therewas
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a clear heritage of Hedi Slimane's collections at Dior Homme: a certain idea of English youth, with a

touch of romanticism."

"Jonathan exceeded expectations," Simon Longland, fashion buying director at Harrods, says. "He

brought his distinct clarity and ease to Dior, delivering a collection that combined everything we love

about his work with everything we look for in Dior: refinement, wearability and quiet confidence. These

are clothes to desire, to own and to keep. A powerful new vision of the Dior man: elegant yet relaxed,

simple yet special."

"Dior feels cool again. Jonathan Anderson has answered the question of what Dior menswear stands for

on its own terms - without collaborations," Richard Johnson, chief business officer at LuxExperience,

parent company of Mytheresa and recently acquired Yoox Net-a-Porter. "It feels like a warm-up for

September/October," a buyer notes, referring to the unprecedented number of debuts.

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

Jonathan Anderson lance son «New Look »Dior
LUXE

Jonathan Anderson
a présenté, vendredi,
sa première collection
homme pour Dior.

Ce défilé, très attendu,
marque un tournant
pour la maison, avec
un style disruptif mais
fidèle à ses codes.
Virginie Jacoberger-Lavoué

Le « New Look » Dior a éclos ven-

dredi, avec la présentation de la pre-

mière collection homme de Jona-

than Anderson, 40 ans, le nouveau

directeur artistique de la maison,

second pilier de LVMH (proprié-

taire des « Echos »)après Louis Vuit-

ton. Ce n’est pas un « reset » car

« Dior est capable de renaître en elle-

même », a déclaré le directeur artis-

tique nord-irlandais avant la tenue

de son défilé de la collection prin-

temps été 2026, devant nombre de

stars, Rihanna, Pharrell Williams,

Roger Federer, Daniel Craig…
« C’est un nouveau chapitre qui

s’ouvre » avait déclaré le 2 juin, Del-

phine Arnault, PDG de Dior, à

l’annonce de sa nomination à la tête

des collections femme de la maison

de couture, après qu’il fut désigné à

la tête de Dior Homme. Il est le pre-

mier couturier, depuis le fondateur,

à piloter toutes les activités à

l’exception de la joaillerie, tenue par

Victoire de Castellane.

Comme il a l’intention de conti-

nuer à tenir parallèlement sa pro-

pre maison, J. W. Anderson, on le

compare volontiers à feu Karl

Lagerfeld. Ce fils de rugbyman a les

épaules larges au-delà de son physi-

que, il a aussi en commun avec le

« Kaiser de la mode » un appétit

débordant qui va de la mode à la lit-

térature en passant par le design.

Le défilé homme constitue sa

première signature pour la maison.

Le nouvel homme fort de Dior

assume un « New Look » radicale-

ment différent du travail de ses pré-

décesseurs, tout en travaillant à sa

façon et avec une certaine espiègle-

rie les codes de la maison de l’Ave-
nue Montaigne.

Dans un contexte de ralentisse-

ment de la demande de biens de

luxe, Dior, dont le chiffre d’affaires
est évalué à 14 milliards d’euros (en

englobant la mode et la beauté) par

Bernstein, a connu une année diffi-

cile en 2024. Un « repositionnement

d’envergure », s’impose estime Luca

Solca, analyste chez Bernstein.

Revue des principaux défis à rele-

ver pour le créateur.

• JOUERSUR
LESDÉCALAGES
Jongler avec les œufs peut être con-

sidéré une métaphore de la vie.

Jonathan Anderson y a sans doute

songé. Il est le premier styliste à

débuter son ère dans une grande

maison, avec une invitation à son

défilé qui est une assiette en porce-

laine sculptée de trois œufs solide-

ment accrochés ;un joli tour de pas-

se-passe pour jongler sans risque,

avec l’esprit de renaissance.

Sur le podium, la collection

homme comporte des looks sophis-

tiqués, inspirés des costumes d’uni-
versités anglaises ou d’une élégance

très XVIII e avec des gilets de tissu

moiré, des blouses dandy, des capes

et même des jupes-culottes bouf-

fantes. Plusieurs détails font aussi

écho à un célèbre défilé organisé

dans les années 1950 en Ecosse par

Christian Dior. La veste Bar est revi-

sitée en tweed Donegal ; l’allure est

un mélange de sophistication et de

nonchalance. Le décor du défilé

s’inspirait d’un musée berlinois,

avec des toiles de Chardin sur les

cimaises. De l’inédit donc, à fortes

dimensions culturelles.

• SÉDUIRELEMONDE

Avant même la tenue du show,

Jonathan Anderson qui compte

plus de 1,3 million d’abonnés sur

Instagram, a révélé son « style

Dior » avec les premières tenues sur

mesure de Kylian Mbappé, ambas-

sadeur de la maison.

Mais le styliste n’a pas oublié que

Christian Dior fut galeriste, avant

d’être couturier. Il a enflammé les

réseaux sociaux avec deux posts

de Polaroid d’Andy Warhol. L’un est

de Jean-Michel Basquiat ; c’est une

référence qui parle à tout le monde ;

et un hommage à l’artiste le plus

doué de sa génération. Mais « Jona-

than » offre toujours plusieurs clés

de lecture de ses inspirations et créa-

tions.

L’autre portrait du maître du Pop

Art est celui de Lee Radziwill, la

sœur de Jackie Kennedy, amie de

l’artiste, et figure de la mode améri-

caine. C’est comme un subtil faire-

part de remerciement, car le « New

Look » insufflé par Monsieur Dior,

a d’abord été acclamé par l’Améri-
que, à la création de la maison. Dior

qui détient 38 magasins aux Etats-

Unis, y poursuit son expansion.

En outre l’association d’images
est habile ; elle plaira à la fois à l’îlot
des plus aisés à Manhattan et aux

amateurs d’art contemporain, alors

que Dior est chaque année plus

active à la Miami Art Fair.

• PARLERÀ DESCLIENTÈLES
DIFFÉRENTES
Très remarqués sur le podium ainsi

que dans des posts distillés sur les

réseaux sociaux, les « Book tote

bag » aux noms d’œuvres littéraires

mondialement connues vont

de « Dracula » de Bram Stocker, aux
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« Liaisons dangereuses » de Cho-

derlos de Laclos, en passant par « In

Cold Blood » (De sang-froid) de Tru-

man Capote.

Ils sont déjà sur liste d’attente
chez Dior. Jonathan Anderson a

actionné le « Fear of missing » (la

peur de manquer) sur un modèle de

sac cabas accessible et générant

de fortes marges, un bon moyen

pour relancer la machine.

Lettré, Jonathan Anderson valo-

rise aussi avec malice cet ancrage

littéraire pour séduire différentes

catégories de clients. Capter l’atten-
tion des VIC (Very Important Con-

sumers) qui n’ont jamais été aussi

nombreux parmi les clients du

luxe, est essentiel. Selon Bain & Co,

ces derniers représentent 40 % des

ventes, et se montrent plus rési-

lients et fidèles. n

40 %
DESVENTESDU LUXE
sont réaliséesauprèsd’une
catégoriede clients identifiés
commeVery Important
Consumers(VIC), selon
Bain& Co.Ce sont les plus
résilients et les plus fidèles.

Sur le podium, la collection homme comporte des looks sophistiqués, inspirés des costumes d’universités anglaises ou d’une élégance

très XVIII e avec des gilets de tissu moiré, des blouses dandy, des capes. Photo Christophe Ena/AP/Sipa
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ɠʷȢǣʙǣƆȐʙ̫Ȑ ŭƇƨǣǵƇȉƇǝ
ȉȢɮĢĻǵƆɡìȐƆ ŊȢǵǵƆŊʙǣȢȐ
ŭƇɷǣɮĢĻǵƆɡìȐƆ ȉʷɷǣɠʷƆ
ɠʷǣ ȐȢʷɷ ƇȉƆʷʙɡ ìȐ
ŊĢɷʙǣȐǇɷƆ˓˔ɡ ìȐ ɀɮƆǝ
ȉǣƆɮɮĢȐǇŭƆ ŊƇǵƇĻɮǣʙƇɷ

ĻǣƆȐŊǘȢǣɷǣƆɷɀȢʷɮ ɷĢ̱ǣɮĢǵǣʙƇɡ@ʙȉƊȉƆ
ĢˍƆŊ ŏĢŞƆȐŊȢɮƆƨĢʷʙǝǣǵǵɫƇʙǣȐŊƆǵǵƆɠʷǣ
ƨĢɷɷƆĻĢɷŊʷǵƆɮʷȐɷǘȢˎ ɮƇʷɷɷǣƆȐʷȐ ȉȢǝ
ȉƆȐʙ ŭȢȐʙȢȐ ɷƆɷȢʷˍǣƆȐŭɮĢŭĢȐɷɀǵʷǝ
ɷǣƆʷɮɷĢȐȐƇƆɷɑ ȉƇȐĢǇƆȢȐɷɀĢɷǵƆɷʷɷǝ

ɀƆȐɷƆś ǵƆɷŭƇĻʷʙɷ ʙɮƍɷĢʙʙƆȐŭʷɷŭƆ
ȐŭƆɮɷȢȐŊǘƆˠ 1ǣȢɮhȢȉȉƆ Ş

ŊƆ ˍƆȐŭɮƆŭǣĢɀɮƍɷǝȉǣŭǣŞĢˍĢǣƆȐʙʙȢʷʙ
ŊƆǵĢɑ@ʙɀǵʷɷƆȐŊȢɮƆɑ1ĢȐɷǵĢȉȢŭƆ ȉĢɷǝ
ŊʷǵǣȐƆŞǣǵɷɫĢǇǣɷɷĢǣʙȉƊȉƆ ŭɫʷȐƆ ŭƇǝ
ȉȢȐɷʙɮĢʙǣȢȐŭƆƨȢɮŊƆŊɮƇĢʙǣˍƆŊȢȉȉƆ ȢȐ
ȐɫƆȐĢˍĢǣʙɀĢɷ̱ʷƆ ŭƆɀʷǣɷǵȢȐǇʙƆȉɀɷɑ

ȬƼǘʞˤŞ ǵĢʙɮĢŭǣʙǣȢȐȐƆǵǵƆǐĻȢǦʙƆǒ
ǣȐɷʙĢǵǵƇƆɀǵĢŊƆĂĢʷĻĢȐɀȢʷɮ ǵƆŭƇƨǣǵƇ
1ǣȢɮƆɷʙŭƇǰī ɠʷĢɷǣɀǵƆǣȐƆɑÃƆɮɷȢȐȐƆŞȢʷ
ɀɮƆɷɠʷƆŞȐɫƆɷʙƨĢɷǘǣȢȐĢĻǵ˔ǵĢʙƆŞɷǣǇȐƆ

ɠʷƆ ǵƆŭƇƨǣǵƇƆɷʙĢʙʙƆȐŭʷŞŭʷ ǇƆȐɮƆȢʼ ǣǵ
ƨĢʷʙƊʙɮƆɑ ƨǣŭƍǵƆɷŭƆ Ȑǝ
ŭƆɮɷȢȐɷȢȐʙǵī ś1ĢȐǣƆǵɮĢǣǇŞƇǇƇɮǣƆŭƆɷ
ŭƆɮȐǣƍɮƆɷŊĢȉɀĢǇȐƆɷɠʷɫǣǵĢ ɷǣǇȐƇƆɷ
ɀȢʷɮ ɷȢȐĢȉǣǵƆŊȢȉƇŭǣƆȐ
¨ɫ ȢȐȐȢɮŞǣɮǵĢȐŭĢǣɷŊȢȉȉƆ ǵʷǣŞǵƆɮƇĢǝ
ǵǣɷĢʙƆʷɮ \ʷĢŭĢǇȐǣȐȢŞŭȢȐʙǣǵĢɷǣǝ
ǇȐƇǵƆɷŊȢɷʙʷȉƆɷŭƆɀǵʷɷǣƆʷɮɷƨǣǵȉɷŞɷȢȐ
ŊȢǵǵĢĻȢɮĢʙƆʷɮŊǘƆˠ ìȐǣɠǵȢÇȢǇƆɮZƆŭƆǝ
ɮƆɮƖ ĢʷɷɷǣŭƆɷƨǣŭƍǵƆɷŭƆ 1ǣȢɮŞǵƆɷ
ĢȉĻĢɷɷĢŭƆʷɮɷȉĢǣɷȢȐÇȢĻƆɮʙÃĢʙʙǣȐɷȢȐ
ƆʙÇĢɀǘĢƋǵÅʷƆȐĢɮŭɑÝȢʷʙŊƆɀƆʙǣʙȉȢȐǝ
ŭƆĢɮɀƆȐʙƆǵɫƆɷɀĢŊƆŞɮƇɀǵǣɠʷƆŭƆǵĢɷĢǵǵƆ

ʙĢɀǣɷɷƇƆŭƆ ˍƆǵȢʷɮɷŭƆ ǵĢ\ƆȉħǵŭƆǝ
ǇĢǵƆɮǣƆŭƆ ƆɮǵǣȐɠʷǣĢĻɮǣʙƆǵɫʷȐƆ ŭƆɷ
ɀǵʷɷǣȉɀȢɮʙĢȐʙƆɷŊȢǵǵƆŊʙǣȢȐɷŭƆʙĢĻǵƆĢʷ˓
ŭɫ@ʷɮȢɀƆɑ ʷ ȉʷɮŞ ŭƆʷ˓ ȧʷˍɮƆɷ ŭƆ
ǘĢɮŭǣȐɂʷȐƆ ɀɮƊʙƇƆɀĢɮ ǵƆ

ǵɫĢʷʙɮƆɀĢɮǵĢ \ĢǵǵƆɮ˔ȢƨÑŊȢʙǝ
ǵĢȐŭɈŊǘȢǣɷǣƆɷƆȐɮƇƨƇɮƆȐŊƆī ǵɫĢȉȢʷɮ
ŭƆɷƨǵƆʷɮɷƆʙŭʷ ĎĂpppƆɷǣƍŊǵƆŭƆ ǘɮǣɷʙǣĢȐ
1ǣȢɮɑÇǣƆȐȐɫĢƇʙƇǵĢǣɷɷƇĢʷǘĢɷĢɮŭɑ

ǵȢɮɷɠʷƆ ÇǣǘĢȐȐĢɂˍǣɮĢǵƆƢɈŞƇʙȢȐǝ

ȐĢȉȉƆȐʙ ɀƆʷ ƆȐɮƆʙĢɮŭŞɷɫĢɷɷȢǣʙī ŊȥʙƇ
ŭƆ ƆɮȐĢɮŭ ɮȐĢʷǵʙŞǵƆŭƇƨǣǵƇŊȢȉȉƆȐǝ
ŊƆɑ ɀɮƆȉǣƆɮǵȢȢǲƆɷʙī ǵĢƨȢǣɷʙɮƍɷ1ǣȢɮ
Ɔʙʙɮƍɷ ȐŭƆɮɷȢȐśʷȐƆˍƆɷʙƆĻĢɮŞʙĢǣǵǵƇƆ
ŭĢȐɷ̫Ȑ ʙǣɷɷʷ1ȢȐƆǇĢǵǣɮǵĢȐŭĢǣɷŞɀȢɮʙƇƆ
ɷʷɮʷȐ ɷǘȢɮʙĻȢʷƨƨĢȐʙĢʷ˓ ˍȢǵʷȉƆɷ ŭƇǝ
ȉƆɷʷɮƇɷɑÃʷǣɷ̫Ȑ ȉĢȐʙƆĢʷ ŭɫȢɀƇɮĢƆȐ
ˍƆǵȢʷɮɷɮĢɷǇɮǣɷ1ǣȢɮɷʷɮʷȐ ǰƆĢȐŭƇǵĢˍƇ
ŭɫʷȐƆɷǣȉɀǵǣŊǣʙƇƨȢǵǵƆŞĢˍƆŊ̫ ȐƆ ɀĢǣɮƆŭƆ
ɷĢȐŭĢǵƆɷŭƆɀƊŊǘƆʷɮɑ\ǣǵƆʙɷŭƆ ŊȢɷʙʷȉƆ
ŊȢǵȢɮƇɷɷʷɮ ĻƆɮȉʷŭĢŞ ɀĢɮŭƆɷɷʷɷƆȐ
ʙˎƆƆŭ ɷʷɮŭƆȐǣȉ ŭƇǵĢˍƇŞŊǘƆȉǣɷƆƆȐ
ɀȢɀƆǵǣȐƆɀĢɷɷƇƆɷȢʷɷ̫ ȐƆŊĢɀƆĎĂpppƆƖ
@ɷɀɮǣʙǇɮʷȐǇƆȢʷ ǇɮĢȐŭɷȢǣɮŞǣǵ̝ ĢŭĢȐɷ
ŊƆ̱ƆɷʙǣĢǣɮƆŭʷ ɀɮǣȐʙƆȉɀɷǝƇʙƇʭˤʭʋ ǵɫĢɮʙ
ŭƆ ȉƇǵĢȐǇƆɮǵƆɷɮƆǇǣɷʙɮƆɷŭɫ ȐŭƆɮɷȢȐŞ
ĢɷɷȢŊǣƇī ʷȐƆ ȉĢǦʙɮǣɷƆŭƆ ǵɫǘǣɷʙȢǣɮƆŭƆ
1ǣȢɮĢȐŊǣƆȐȐƆɂˍȢǵʷȉƆɷ ǣȐɷɀǣɮƇɷŭƆ ɮȢǝ
ĻƆɷŭʷ ƨȢȐŭĢʙƆʷɮɈȢʷ ɀǵʷɷɮƇŊƆȐʙƆɂǵƆ
ȢȢǲÝȢʙƆ1Ɔ ɷĢȐǇǝƨɮȢǣŭŞŭƆ ÝɮʷȉĢȐ
ĢɀȢʙƆŞ ȢȐǰȢʷɮʙɮǣɷʙƆɷɷƆŞŭƆ ZɮĢȐŏȢǣɷƆ

ÑĢǇĢȐŞ1ɮĢŊʷǵĢŞŭƆ ɮĢȉ ÑʙȢǲƆɮƖɈɑ

pǵ̝ ĢʷȐ ɀƆʷ ŭɫhƆŭǣÑǵǣȉĢȐƆŞĢʷɷɷǣŞŭĢȐɷ
ǵĢȉĢȐǣƍɮƆŭƆǰȢʷƆɮĢˍƆŊǵɫĢǵǵʷɮƆƆʙǵɫĢʙǝ
ʙǣʙʷŭƆɮƆĻƆǵǵƆŭƆɷĢŭȢǵƆɷŊƆȐʙɷŭƆɷĻƆĢʷ˓
ɠʷĢɮʙǣƆɮɷɀĢɮǣɷǣƆȐɷǝ ǵĢŊɮĢˍĢʙƆŭƇǝ
ĻɮĢǣǵǵƇƆŞǵĢŊǘƆȉǣɷƆɷȢɮʙǣƆŭʷ ɀĢȐʙĢǵȢȐŞ
ǵƆŊȢǵȢʷˍƆɮʙŞǵƆȉĢȐʙƆĢʷ ɀĢɷɷƇȐƇǇǵǣǝ
ǇƆȉȉƆȐʙ ɷʷɮ ǵƆɷƇɀĢʷǵƆɷƆʙ ǵƆɷĢŊī
ǵɫƇɀĢʷǵƆƖpǵ̝ ĢŞɷʷɮʙȢʷʙŞŊƆŭȢȐʙ ʷȐƆ
ȉĢǣɷȢȐŊȢȉȉƆ 1ǣȢɮĢĻƆɷȢǣȐƆʙŭĢȐɷ
ɠʷȢǣǵɫpɮǵĢȐŭĢǣɷƆ˓ŊƆǵǵƆś ī ǵĢƨȢǣɷ̫Ȑ
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ŊȢȐŊƆɀʙɂȐȢʷɮɮǣŭʷ ˍƊʙƆȉƆȐʙ ƨɮĢȐŏĢǣɷ
ŭʷ ĎĂpppƆŞŊȢȉȉƆ ŊƆɷǵȢȐǇɷȉĢȐʙƆĢʷ˓
ŭɫȢƨƨǣŊǣƆɮɷɮƆɀɮȢŭʷǣʙɷī ǵɫǣŭƆȐʙǣɠʷƆɈƆʙ
ŭʷ ɀɮȢŭʷǣʙŞǵƆ ȐƇŊƆɷɷĢǣɮƆɀȢʷɮ ƨĢǣɮƆ
ƨȢȐŊʙǣȢȐȐƆɮǵĢȉĢŊǘǣȐƆī ŭƇɷǣɮɷƆʙŊƆǵǵƆ
ī ŊĢɮʙƆĻǵƆʷƆǝ ȢȐɀƆʷʙǵƆɀĢɮǣƆɮŞȢȐ ˍƆɮǝ
ɮĢĻǣƆȐʙȥʙŭĢȐɷǵƆɷɮʷƆɷĢʷʙĢȐʙŊƆɷɷĢŊɷ
ɠʷƆ ŊƆɷɀĢȐʙĢǵȢȐɷʙƆŊǘȐǣɠʷƆɷī ɀȢŊǘƆɷ
ˠǣɀɀƇƆɷŞŊƆɷȉȢŊĢɷɷǣȐɷī ĻȢʷŊǵƆ 1 Ɔʙ
ŊƆɷɷȐƆĢǲƆɮɷī ǵɫƆɷɀɮǣʙĢȐȐƇƆɷȬȕȕˤɑ

ƆʙʙƆŊȢǵǵƆŊʙǣȢȐɀɮȥȐƆɷʷɮʙȢʷʙ̫Ȑ ɮƆǝ
ʙȢʷɮ ī ǵɫƇǵƇǇĢȐŊƆƆʙɀɮȢɀȢɷƆ̫ ȐƆǣȐʙƆȐǝ

ʙǣȢȐŞ̫ȐƆȉĢȐǣƍɮƆŭƆɷɫǘĢĻǣǵǵƆɮǝ ŊƆɠʷƆ
ɀƆʷ ŭƆ ŭǣɮƆŊʙƆʷɮɷĢɮʙǣɷʙǣɠʷƆɷŭƆ ȉȢŭƆ
ȉĢɷŊʷǵǣȐƆȢȐʙ ƨĢǣʙǰʷɷɠʷɫĢǵȢɮɷɑ ˍƆŊ
1ǣȢɮŞ ȐŭƆɮɷȢȐɷƆȉĻǵƆĢˍȢǣɮ
ʙɮȢʷˍƇ ʷȐƆƆȐʙɮƆɀɮǣɷƆī ǵĢʙĢǣǵǵƆŭƆ ɷȢȐ
ʙĢǵƆȐʙɑÑȢȐƆɷʙǘƇʙǣɠʷƆŞĢŊŊƆɷɷǣĻǵƆȉĢǣɷ
ɮĢŭǣŊĢǵƆŞɀȢǣȐʙʷƆȉĢǣɷɀȢɮʙĢĻǵƆŞǇɮĥŊƆī
ǵĢŊĢǣɷɷƆŭƆ ɮƇɷȢȐĢȐŊƆȢƨƨƆɮʙƆɀĢɮʷȐƆ
ȉĢǣɷȢȐŭƆ ŊƆʙʙƆɷʙĢʙʷɮƆŞĢ ǵƆɀȢʷˍȢǣɮŞ
ŊȢȉȉƆ 1ƆȉȐĢ ǣǵ̝ Ģŭǣ˓ĢȐɷŞŭɫǣȐƨʷɷƆɮ
ŊȢȐɷǣŭƇɮĢĻǵƆȉƆȐʙǵĢ ȉĢȐǣƍɮƆ ŭȢȐʙ
ɷɫǘĢĻǣǵǵƆɮȢȐʙǵƆɷ ǘȢȉȉƆɷ ŭƆȉĢǣȐɑ

ǐ 1ȢȐɫʙ ɷʙȢɀȉƆ ǒŞ ŊǘĢȐʙƆŞŭĢȐɷÑʙĢʙƆ
ÝɮȢȢɀƆɮŞɮʷŊƆÑɀɮǣȐǇɷʙƆƆȐƆȐĻĢȐŭƆǝ
ɷȢȐƨǣȐĢǵƆɑƆȐ ǰʷǇƆɮɀĢɮǵĢɷʙĢȐŭǣȐǇ
ȢˍĢʙǣȢȐɮƆŏʷƆɀĢɮǵƆŭǣɮƆŊʙƆʷɮĢɮʙǣɷʙǣǝ
ɠʷƆŞǣǵȐɫƆɷʙɀĢɷɀɮƍɷŭƆɷɫĢɮɮƊʙƆɮɑ¯
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Unnouveauchapitre
prometteur
pourDior Homme
JonathanAndersonaprésentésonpremier
défilé masculinpourDior, vendredi27juin,
dansle cadrede la fashionweekdeParis.

Unecollection printemps-été2026
à la fois « casual» etexpérimentale

D ans la mode, l’année 2025
ouvre unnouveau cycle: pen-
dant lesfashion weeksde

sep-

tembre et d’octobre, une di-

zaine de marquesmajeures vont présen-

ter la première collectionde leurnouveau

designer. Dior prend de l’avance sur la

concurrence,avecle défilé homme deson
nouveaudirecteurartistique,Jonathan
Anderson, organisé vendredi 27 juin, à

Paris, dans le cadre de la fashion week

printemps-été 2026.

Nommé audébut dumois à la têtedesli-

gnes
féminines et masculines, leBritanni-

que de40ansoccupeuneposition inédite
dans l’histoire de la maison,puisque per-

sonne, avant lui, n’avait eu la chargede
l’ensemble de lamode Dior. Le succèsde

samarque J. W. Anderson,et ses onzean-

nées chez Loewe,une autre maison du

groupe LVMH, ontconvaincu le groupede
lui confier ce poste-clé.Sison talent et sa
capacité de travail ne font aucun doute, il
reste une interrogation: le designer,
connu pour sa créativitédébridée,saura-
t-il s’adapter à Dior, qui proposeune
modeplus classique?

Pour présentersacollection inaugurale,
JonathanAnderson afait monter une im-

mense boîte rectangulaire sur l’esplanade
des Invalides. Safaçadeextérieure repro-
duit une photo distorduedu salondecou-

ture historique deChristian Dior, au 30,
avenueMontaigne, àParis. Malgré lataille

imposante de la structure, le nombre de

placesa été divisé par deux par rapport
aux saisons dernières, avec seulement
600 invités. Unrétrécissementqui corres-

pond à la volonté de Dior de se position-
ner commeunemarqueplusexclusive

dans les annéesà venir.
Le comité restreintest aussi une con-

trainte liée au décor, qui reproduit fidèle-

ment une salle de la Gemâldegalerie,à

Berlin, duparquetde boisblond auxmurs

mière, permettent aux œuvresdedégager
toute leur intensité chromatique. Ici, seu-

lement deux peintures ponctuent l’es-

pace : il s’agit de naturesmortes de JeanSi-

méon Chardin (1699-1779), Le Panier de

fraises, emprunté auLouvre (dont LVMH

est mécène),et Un vasedefleurs, prêt des

National Galleries of Scotland. Chardin
fait partiedespeintres favorisde Jonathan
Anderson, parcequ’il y a, chez lui, «une
approximation quiannoncel’impression-
nisme », s’enthousiasmele designer.

Pressionmaximale
On perçoit l’importance de cedéfilé dans
le choix des invités : Bernard Arnault,
PDGdeLVMH, estassisà côtédeRihanna

(trois jours plus tôt, au défilé Louis Vuit-

ton, il était le voisin de Beyoncé). Les

stars sont nombreuses et de toushori-

zons (le joueur de tennis RogerFederer,
le groupe deK-pop TXT, lesacteurs Ro-

bert Pattinson et Daniel Craig, la chan-

teuse Sabrina Carpenter, etc.). Les desi-

gners
demode sontaussi légion,certains

dugroupe (Pharrell Williams, Michael Ri-

der, Lazaro Hernandez et JackMcCol-
lough), d’autres non (Donatella Versace

et même Kris Van Assche,qui pilota Dior
Homme pendantonze ans). On croise
aussi desdirecteurs demusée(du Lou-

vre,
de laGemâldegalerie).Une foule dis-

parate, mais liéeparun point commun:

JonathanAnderson, pourquila pression
est maximale.

Les volumes étonnantset les nom-
breux drapésde la première silhouette à

sortir descoulissesfont d’embléepenser
àson travail pour Loewe.Elle fait pour-
tant référence à l’histoire de Dior la
vestes’arrondit surles hanches,comme
celledu fameuxtailleur fémininBar que

Christian Dior imagina en 1947, emblé-

matique de l’allure New Look. Le short

cargo, dont l’arrière est lesté de pan-

une traîne rectangulaire, est une réfé-

rence à la robe Delft de l’automne-hiver
1948-1949.

«Quand je me suis demandé comment

élargir les horizons de la maison, j’ai re-

pensé à Christian Dior, qui, ausortirde la

secondeguerre mondiale, a plongé dans
le passépourcréer leNew Look », explique
JonathanAnderson. Les référenceshisto-

riques ne secantonnentpasauxarchives

du fondateur. JonathanAnderson trans-

pose allègrement le vestiaire du
XVIIIe siècle, avec desvestesenvelours à

queue-de-pie, desgilets brodés, descols
blancs ornés d’un nœud.

«Certaines vestes sont des répliques

exactes de modèles de 1720. Pour moi, il

n’y a pasd'intérêt à lesmoderniser, je pré-

fère lesmontrercomme desreliquesdece

que la Francea été»,tranche-t-il. Il lesas-

socie à deséléments contemporains faci-

les à porter, desjeans délavés, despanta-
lons baggys, des sandales en veau ve-
lours ou desbaskets aux lacets dénoués.
Il proposeaussidessilhouettes plus sim-

ples, commeun cabanmarineavecun
pantalon beige. Expérimentale mais
aussi casual,cettecollection séduisante

semble nepaschoisirsoncamp et laisser
à JonathanAnderson différentes options
pour l’avenir.

Le Britannique dit nepasvouloir enfer-

mer Dior dansuneesthétiqueetsouligne
l’importance de « créer despersonnages».
«Etre en Dior, c’est avoir du style. C’est

pour ça que j’ai choisi desportraits de

Jean-MichelBasquiat et de [la mondaine]

Lee Radziwill [pour la première campa-

gne
de publicité]. Ils n’ont rien à voir l’un

avec l’autre, venaient demilieux complè-

tement différents. Mais ils avaient de l’al-
lure. » Sur ce point, le designer remporte
son pari sesmannequins, qu’ils portent
unevesteLouisxv ou unevesteen jean
avec une cravate à rayures,attirent l’at-
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Kim Jones,sonprédécesseur.
Ce défilé poselesbases du travail de Jo-

nathan AndersonchezDior, maiscen’est
qu’un début: le designer devraaussi ima-

giner le prêt-à-porter et la haute couture

femme, ainsi que des précollections.
«Chaque chapitre sera différent. Et l’his-
toire ne sera pas complète tant qu’on ne
les aura pas tous écrits», prévient le

Britannique. La rentrée s’annonce déci-

dément palpitante.
ELVIRE VON BARDELEBEN

Lesmannequins,
qu’ils portent

uneveste
Louis xv ou une
vesteenjean

avecunecravate
à rayures,attirent

l’attention
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Dior Homme.
ESTROP/GETTY IMAGES
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ModeJonathanAndersonravive

Dior sanss'enfermerdansunstyle

LE DèFILè le plus attendu de la

fashionweekhommeparisienne
aeu lieuvendredi27 juin : Dior a
présenté,à l’hôtel desInvalides,
à Paris, la première collection du

Nord-Irlandais Jonathan Ander-

son, qui a désormais la charge de
toutes leslignes mode de la mai-

son decouture,filiale dugroupe
LVMH. Dans un faux décor de

muséeponctué devraies œuvres
deJeanSiméonChardin, dont Le

Panier de fraises, récemment ac-

quis par leMusée du Louvre, il a
proposéun vestiaire versatile,
empreint de références histori-

ques.
Des versionsmasculini-

sées du tailleur Bar, qui a fait la

gloire de Christian Dior en1947,
et des reproductionsde vestes
du XVIIIe siècle ont côtoyé des

pièces contemporaines:jeans,
pulls àcarreaux,baskets.

PAGE 28

Défilé Dior Homme, à Paris,le 27 juin. BERTRAND GUAY/AFP
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JonathanAnderson:«Lastoriafa il brand.Lamoda
ecomel’arte.Chesi trasmettestudiandoi maestri»
Ha in menteunpercorsoprecisoperl’uomo Dior?
Ho intenzione di realizzare cinque collezioni.

Ognunamostreraunlato diversodella maison.Al-
cune sarannoin contraddizionetralo-

ro, altre in linea. Altre ancorasaran-

no radicali.La couturesarauneserci-

zio diversodalmenswear,e la resort
ancoraaltro.Questoe solol'inizio.

Comesi rapportaconl’heri-
tage deicreativisuoiprede-
cessori?
Perme eun lavoro di decodifica.Al-
cuni tra i miei eroiassoluti hannola-

vorato perDior. Io nonvoglio com-
battere l’identita delmarchio,ma ab-

bracciarla. eunamaisoncapacedi ri-

nascere susestessa.
Nell'artesi cita.Nellamoda si copia?
Quandosi entrain unamaisondelgenere,si studia-

no tutti: Hedi Slimane,Marc Bohan,JohnGal-
liano, RafSimons,MariaGraziaChiuri. enon
sipossiedenulla. ComedicevaSaintLaurent, il

jeanse unadelle invenzioni piu importanti. Ma

nessunolo «possiede».L’idea creativadevecirco-

lare. I grandipittori delpassatocopia-
vano, Rubens,Tiziano. e cosi che
funziona.

Ha dormito ieri notte?
No (ride).Abbiamo fatto unfitting al-

le tre delmattino.Ma orami sentobe-

ne. Senonsi eunpo’ folli in questola-

voro, chesensoha?
Indossaunsuolook?
Si, anchesenon lofaccio spesso.Og-

gi volevo supportareil team.
Un messaggiofinale?
La storia fa il brand.ebisognaavere
il coraggiodiguardarealpassato,sen-

za avernepaura. Il futuro si costruisceanchecosi.
(riproduzione riservata)

StefanoRoncato(Parigi)
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MF fashion ilprimoquotidianodellamodaedellussoAnno XXXVIIn 126 Direttoreededitore PaoloPanerai–DirettoreStefanoRoncato

28.06.25

a s h i 0n

Thenew

Dior
DaSabrinaCarpenteraRihannafinoaglistilisti
DonatellaVersace,SilviaVenturini Fendi,
JacquemusePierpaoloPiccioli.Unparterre
l'eccezioneapplplaudelil debuttodi Jonathan

Andersonallaguida dellamaisondi Lvmhh,
hotticketdi stagione.«loeDelphineArnault
abbiamounasfida.Alzareiil livello2,spiega

«M
aiavreipensatodiesserequicinque anni fa.Einveceeccomi. Se
ho dormitostanotte?No,C’e stataunaprova alle3del mattino,
maci siamo,mi sentobene».JonathanAndersonsorride,havo-
glia di parlare,di raccontarequestiquattromesi in cuie

prepa-
rato aun debuttoimportante,anzifondamentale, la sua prima sfilatadaDior
cheavvieneconil menswear.Accogliecon il suo consuetosorrisopocheorepri-

ma delloshowchesegna
lasuaentratanel ruolocomementecreativadi tutte le

collezionidellamaison diLvmh,perlaprima voltariunitein ununicopivot arti-

stico dall’epocadello stessoMonsiuerDior. La sfilata e unhotticket di stagio-

ne, anticipatodaun tamtammediaticoe applauditadaunparterred’eccezione
daSabrina Carpenter a RihannadaDaniel Craig aRogerFederer,passandoper
gli stilistiDonatella Versace,SilviaVenturini Fendi,PierpaoloPiccioli, Simone
PorteJacquemus,StefanoPilatieJackMcCollough eLazaroHernandezsoloper
citarne alcuni,oltreallafamiglia Arnaultal completo.Isocial mediahannosnoc-

ciolato elementi comelepolaroiddi Andy Warhol conBasquiateLeeRadziwll,

trasformateincampagnaadv anchesui cartellonidi Parigi.Eccoil video di
Mbappechesvelai primi look uomo,le totedisegnatadaMariaGrazia Chiuri

continuaapag.II
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seguedapag.|

ora decoratacon le scritte di

Dracula di Bram Stoker. e
poi si arriva a quel wall dietro
le quintedovevengonosvelati
altri elementi-chiavedi questa
scoltachehaun grandesapore
artistico. Dalle immagini della
Gemaldegalerie,galleria di
Berlino che viene citata come
emblemaper il setting si a di-

pinti di Jean Simeon Char-

din, uno dei quali e appesoin
saladopoesserestatoprestato
dal Louvre. Passandoper ele-

menti iconici come gli abiti
couture The Delft, Capricee

La Cigale. «Negliultimi quat-
tro mesi,questoe stato il mio
PhD su Christian Dior», ha

continuato Anderson che

non ha paura di guardare in-
dietro pensandoavanti, guar-
da a quanto fatto anche da

Marc Bohan, Raf Simons,
HediSlimanetantopercitar-

ne alcuni. «Parliamodella
maisonnon ci deveessereil

problema di owernship di
uno stilista. Dior e ovunque,
sui cartelloni, su Rihanna,e
qualcosadi piu grandedi me.
Non stiamopiu nei primi anni
2000, i brand ora sonogigan-
teschi. e mi piace la sfida.
Nella costrizionetrovi la sfi-
da e lanovita». e la manodel
designer nordirlandesesi leg-
ge con la suafluidita fin dalla
prima uscita, da studiare dal-

la testaai piedi. Ricordidella

giaccaBar cometradizione,i
grandishortscouturecomeaf-
fetti da gigantismo sono l’e-
voluzione, per arrivare alla

sperimentazionecon materia-

li nuovi rispetto al passato.
Le silhouettesi allungacon
cappotti-cappe, con bluse su-

per long,con sciarpechepen-
dono su un lato. Ma ecco de-

nim e capospallasuper tailo-
red, trench mutanti con volute
e pantaloni morbidi dalle for-

me generose.e da sotto una
giaccaspuntanomarsinemili-
tari di unmondo napoleonico.
«e unagangof boys.Perme e

importantenon chiudermiin
unascatola fin dall’inizio».
Giudizio. «Questoe il punto
di partenza.Voglio fare una
seriedi cinque show,ognuno
dei quali mostrera aspetti di-

versi del brand. Alcuni con-
traddiranno, altri andranno
nella stessadirezione, altri sa-

ranno completamenteradica-
li». La missione di Anderson
e iniziata. I codici della mai-

son si stannofondendo lama-
no del designer,lo stylingeso-
fisticato e attento, il colpo
d’ occhiod’insieme e di

gran-
de freschezza. Si aspettala
provadel fuococon la donna
per vederese il new look sara
davvero new. (riproduzioneri-
servata)

StefanoRoncato(Parigi)
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Alcuni lookDior spring-summer2026
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Dior, il dandy
ètornato
Standingovationecelebritàperil debutto
nellamaisondiJonathanAnderson.
Le “citazioni” deipredecessori,daGallianoaChiuri
diPaolaPollo

C
apolavori alle pare-
ti e rispettodella
storia della moda
di Dior in passerel-
la. JonathanAnder-

son si presentaco-
sì. E lo showdel debuttopiù
attesodellastagionefinisce
con unapplausoliberatorio e
unastanding ovationmerita-
ta. Ha avuto “solo” quattro
mesiper “prepararsi”: «Emo-
zionato? Amo il mio lavoro»,
dice poco prima di entrare
nell’arena,a sottolineare che
tutto questo lui lo hadentro.
«Se ho dormito?Certo… la
scorsanotte,dalle 3 alle 6».
Ma a lui tre oredi sonnoin 48
oresonoquasi routine,tanto
èappassionatodelfare esicu-

ro del dire. «Non saràtutto
perfetto ma…».«Ma»:niente.
La fotografia del nuovo Dior
by Andersonègiàchiaraatut-
ti. C’è lui e lasuamodernitàe
c’è la maison e la classicitàe
c’è la freschezzae il romanti-
cismo dellarinascita.Il primo
look (unagiaccabarripensata
perl’uomo in tweedeunpaio
di pantalonicargooverecor-

ti) e l’ultimo (un completo
grigio doppiopetto)aprono
e chiudonouncerchio per-

fetto dovela “formalità” pas-
sa al quotidiano di un oggi
più rilassatonelle forme
(ispirati agliabiti Delft e Le

Cigale) e nei tessuti. Ci sono
codee papillon, gilet ecravat-
te regimental,maanchejeans
e sneaker,camicie “fuori” e
sandali.Ci sonotocchi delica-

ti comerose,ricami e gioielli
in stile rococò,omaggio al-
l’amore di Monsieur Dior per
quell’epoca e per la cultura
britannica. Un modernodan-
dy cresciuto a Parigi. Anche
gli accessorisi trasformano:
la borsaTotesi vestedalibro,
con copertine ispiratea opere
fondamentaliper Anderson:
come Les Fleursdu Mal di
Baudelaireo A sanguefreddo
di Capote;la Lady Dior viene
rinnovatadall’artista Sheila
Hicks.

Uno “stretching” dell’oriz-
zonte lo definisce Anderson.
Dovel’orizzonteèlastoriacon
tutta la sua ricchezza.La sua
bulimia del saperepermea
ogni sceltapercapiree riscri-
vere il linguaggio,senzatrala-

sciare nulla del vocabolario:
cita il fondatorema anchegli
altri stilisti che si sonoavvi-

cendati da Bohana Ferrè e
Galliano e Chiuri, mettendo
sempredavantiil brand. «Un

designerdeve aver sempre
presenteperòcheil marchio
fa partedi un immaginario
comune,altoopop chesia».E
il messaggioè chiaro: niente
personalismio stravolgimen-

to dei codici. L’interpretazio-
ne del designer irlandese

(«sonosinceromai avreipen-

sato cinque anni fa cheoggi
sareistatoqui») partegià dal-

lo spazio ispirato agli interni
dellaGemäldegaleriedi Berli-

no. Qui esponedue quadri
semplicima intensidiJeanSi-
méon Chardin(«il mio prefe-

rito»), un pittore che, in
un’epocadi esagerazioni,ce-

lebrava la bellezzadelle cose
quotidiane.Piùchiaro dicosì.
In prima fila mai tanti desi-
gner, un bellissimosegno:da
DonatellaVersace,Daniel Ro-
seberry, PierpaoloPiccioli,
PharrellWilliams,SilviaVen-

turini Fendi,StefanoPilati e
Jacquemuse altri. E poi star
del calibro di Rihanna e

Asap (i soliti ritardatari)e
SabrinaCarpentere Daniel
Craig e la famiglia Arnault
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alcompleto.
E c’è nell’aria in questa

fashionweek pariginail
suggerimentoa vivere con

più consapevolezzasul qui
e ora.Lo si percepisceda
SaintLaurentdovela colle-

zione è di unasemplicità
poetica:giaccheover,cami-
cie morbide, pantaloni vis-

suti, shortsprecisi in colori
immediati ecaldi (verdi,bru-
ciati, aranciati)e in tessutifa-

cili (dal nylon alla seta).E da
Louis Vuitton l’allestimentoè

si faraonico(riproduce un
gioco da tavolo), ai piedi del
centre Pompidou, ma poi
Pharrel Williams fa un buon
lavoro di semplificazione. O

quantomenoci prova.Il desi-
gner/artista/musicista
esploral’influenza della mo-

da indiana sullo stile globale,
fondendo dandismo, artigia-

nalità e spirito di viaggio. In

collaborazionecon Studio
Mumbaiuniscecosìtradizio-
ne emodernitàattraversotes-

suti solari,colori sbiaditi,capi
vissutie accessoriiconici.

Sottrazioneèanchelaparo-
la chiavedella nuovaAmi Pa-

ris di AlexanderMattiussi che
“occupa” unapiazza (place
desVictoires)emetteinscena
uncarosellocoreograficoin-
torno alla statuadi Luigi XIV

molti suggestivo. Sulle note
delBolérodi Ravel,girano54

modelli uomini e donne:
workweareorganza,oversize
e maglieria, colori freschi e
materiali leggeri: un’eleganza
rilassata,dallo spirito urbano
e dall’anima profondamente
parigina. Un fresco punto di
vista.

© RIPRODUZIONE RISERVATA

Emozione
Il designerirlandese:
cinqueannifanon
avreimai pensato
di esserequi
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Louis Vuitton by PharrelWilliams
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Modernoe
classicosi

fondononella
visionedel
designer
Jonathan

Anderson
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1 Il carosellocoreograficoallestitoin

PlacedesVictoires perla nuovaAmi

Parisdi Alexander Mattiussi:54modelli
emodellechegiranointornoalla
statuadi Luigi XIV. Workweare
organza,oversizeemaglieria, colori

freschiemateriali leggeri.Una

eleganzarilassata,dallospiritourbano
edall’anima profondamenteparigina
2 Un look della collezionepresentata

daAmi Paris
3 La chiave dellacollezionedi Saint

Laurentè la semplicitàpoetica:giacche
over,camiciemorbide,pantaloni
vissuti, shortsprecisi in colori

immediatiecaldi (verdi, bruciatie
aranciati)e in tessutifacili, dalnylon

alla seta
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Investissement durable : les

questions climatiques et sociales

deviennent-elles taboues dans les

grands groupes français ?

Nina Godart

Les impacts extrafinanciers des entreprises devaient être à l’honneur lors des assemblées

générales, avec la publication des premiers rapports de durabilité. Mais les actionnaires avides

de détails sur ces sujets sont restés sur leur faim.

Pour les actionnaires des grandes entreprises cotées en Bourse, le printemps, saison des assemblées

générales, est souvent riche en informations sur leurs activités, leurs priorités et leurs orientations

stratégiques.

En 2025, les investisseurs pouvaient s’attendre à ce qu’elles détaillent leurs premiers rapports de

durabilité, donc à ce qu’elles présentent longuement, notamment, leurs impacts sur le climat et la société

– une nouvelle exigence pour les grands groupes, issue de la directive européenne sur la publication

d’informations en matière de durabilité par les entreprises (CSRD).

Des espoirs douchés en ce qui concerne les groupes cotés en France. En écho au rejet de ces sujets

aux Etats-Unis, une lassitude s’est fait sentir sur les thèmes sociaux et environnementaux durant cette

saison 2025 des assemblées générales. Sur plus de deux heures de rencontres entre les dirigeants des

120 plus grandes capitalisations de la Bourse de Paris et les porteurs d’actions, les sujets climatiques

n’auront ainsi été abordés que sept minutes en moyenne. Autant qu’en 2024, et deux minutes de moins

qu’en 2023, selon les calculs de Scalens, une fintech spécialisée dans les entreprises cotées.

En amont, BNP Paribas, LVMH, Sanofi, Danone et les autres avaient certes bien alourdi leurs rapports

annuels de dizaines de pages sur la consommation d’eau, l’absentéisme et les accidents du travail, les

litiges commerciaux, etc. Mais les ordres du jour des assemblées générales, qui listent les sujets de

vote, laissaient déjà présager une mise de côté de ces thèmes : ils ne comportaient en effet quasiment

aucune résolution sur la durabilité.

Lettre de l’ambassade américaine

En France, l’avis des actionnaires n’est pas requis sur les questions extrafinancières. On votait donc

seulement les rémunérations et mandats aux assemblées générales d’Atos, BNP Paribas, Crédit

agricole, Bouygues, Eiffage, LVMH, Kering, Interparfums, ou encore Danone, Dassault Systèmes,

Lagardère, Renault, Sanofi, Stellantis, Teleperformance… Parmi les entreprises du CAC 40, seule Engie

a organisé un scrutin sur la stratégie de décarbonation.

La réserve sur les sujets extrafinanciers s’est aussi fait sentir dans les réponses aux questions des

actionnaires, comme celles du Forum pour l’investissement responsable (FIR), association qui fédère

des sociétés de gestion, des agences de notation extrafinancières, des ONG. Avant les assemblées

générales de 2025, le FIR n’avait pourtant envoyé aux entreprises cotées que quatre questions liées à

l’environnement et au social, contre une dizaine les années précédentes. « Les réponses ont été parfois

un peu indolentes. Certains indiquaient avoir déjà abordé ces sujets dans leurs rapports extrafinanciers.

0moKvvW6PlKk30c_tTQlLT7A_mNQsZiDxNJgmoC3x7-23mFj-ZrUjhHJonV6Ifc3zLMjUWiA8eRyEfWVOfdIFzwNjcw
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On sent une action coordonnée réactionnaire dans quelques réponses », déplore Grégoire Cousté, le

délégué général.

Les entreprises évoquent une « année très compliquée, avec beaucoup de pression sur les indicateurs à

publier dans les rapports extrafinanciers. Certains dirigeants ont perçu les questions du FIR comme une

couche supplémentaire d’obligations », souligne une source proche des organisations de dirigeants. Elle

pointe, par ailleurs, les « embauches de personnel qualifié sur la responsabilité sociale et

environnementale, le temps passé à choisir et à compiler les données, les coûts de la certification de

ces rapports ».

Les organisations patronales contactées ne souhaitent pas être citées. Une discrétion motivée par la

lettre envoyée par l’ambassade américaine, fin mars, à des entreprises françaises, pour exiger le

respect des politiques antidiversité américaines. « Le marché américain génère un quart du chiffre

d’affaires du CAC 40 », rappelle-t-on.

Questions d’actionnaires
Ce contexte tendu a suscité nombre de questions d’actionnaires. Un de ceux d’Engie a demandé si le

gazier avait reçu le fameux courrier. « Cette lettre concerne apparemment les fournisseurs de

l’ambassade des Etats-Unis à Paris, et Engie ne l’a pas reçue », a répondu la direction. Un autre s’est
inquiété de l’ « évolution réglementaire aux Etats-Unis », susceptible d’influencer les projets de

renouvelables, de batteries, de réseaux électriques. « Engie adaptera sa stratégie », lui a-t-on dit.

Inquiétude aussi à Air Liquide, où un porteur de titres a interrogé l’entreprise sur les effets, sur son

activité, du fait que « la décarbonation n’a plus vraiment la cote depuis le retour de Trump ». « Au niveau

mondial, pour nos clients, la décarbonation reste une ambition », a tenté de rassurer la direction du

producteur d’hydrogène.
Pour Sanofi, l’association Initiative pour un actionnariat citoyen s’est inquiétée que le groupe renonce à

ses ambitions sociales alors que « les programmes de diversité, égalité et inclusion deviennent illégaux

aux Etats-Unis ». « Nos programmes de recrutement et de promotion des employés ont toujours été et

continueront d’être basés sur le mérite », a répondu le laboratoire, deuxième groupe du CAC 40 le plus

exposé outre-Atlantique, selon Morningstar.

« La lettre n’a pas été envoyée par hasard juste avant le début des assemblées générales, ce sont des

moments de prise de parole importants pour les entreprises », estime Louise Schreiber, responsable de

la recherche de la société de gestion Mirova. « Les dirigeants des entreprises ont pris le parti de

retravailler leurs éléments de langage, pour alléger leur communication sur ces sujets. Mais la plupart

indiquent que la réalité de leurs pratiques ne devrait pas changer », tempère-t-elle.

« Les entreprises européennes n’envisagent pas de remettre en cause leurs engagements ESG

[environnement, social et gouvernance], celles très exposées aux Etats-Unis peuvent juste être

prudentes sur ces sujets », abonde Anne-Claire Imperiale, directrice durabilité de la société

d’investissement Sycomore AM. Ce qui n’a pas empêché le directeur général de Danone, Antoine de

Saint-Affrique, d’assurer que la parité restait une priorité, devant une actionnaire qui déplorait n’avoir
face à elle que des « voix de barytons et de basses », quand elle eût aimé entendre aussi des

« sopranos et des mezzos » …
240

C’est le nombre d’entreprises françaises tenues, en 2025, de publier un rapport de durabilité conforme

aux exigences de la directive CSRD (relative à la publication d’informations en matière de durabilité par

les entreprises, Corporate Sustainability Reporting Directive en anglais, entrée en application à partir du

1er janvier 2024) de 2022, selon Bercy. Cette obligation devait monter en puissance au fil des années et

toucher à terme 4 500 entreprises en France. Le 23 juin, les Etats membres de l’Union européenne se

sont toutefois accordés pour limiter sa portée, en la réservant aux entreprises (cotées ou non) d’au
moins 1 000 salariés et 450 millions d’euros de chiffre d’affaires. Si l’accord s’appliquait, seul un millier

d’entreprises françaises seraient à terme concernées par la CSRD. La balle est maintenant dans le

camp du Parlement européen, qui doit examiner le sujet à l’automne. ■
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Luxury Brands Bet on Experiential Retail to

Revive China Sales

Louis Vuitton's latest Shanghai store is a 30-metre-high, ship-shaped experience

called 'The Louis.'

By Casey Hall

THELOUIS路 易号

Louis Vuitton's latest Shanghai store is not your average luxury flagship. The 30-meter-high, ship-

shaped store, "The Louis", is billed as an experience, and houses an exhibition space and cafe in

Shanghai's downtown Nanjing Road shopping strip.

"The Louis", which had a grand opening on Thursday, will undoubtedly draw crowds eager to post

pictures to social media of its gleaming facade andthe photo-ready exhibits inside. But LVMH-owned

Louis Vuitton will also be hoping it can stimulate sales among Chinese consumers whose spending on

luxury goodshas slowed.

LVMH's businessstrategy aligns with abroader shift among luxury goodsretailers from a transactional

model - where a shop merely sells goods to customers - to enticing customers with "experiences"

that ultimately spur growth.

The stakes are high for the luxury brands, which for years have relied on brisk sales in China to fuel

their global growth, and ambitions, but are now facing a slowdown in demand in the world's second-

biggest economy.

The size of the Chinese market declined more than 18 percent last year to around 350 billion yuan

($48.80 billion) and sales are on track for a flat performance in 2025, according to estimates from

consultancy Bain.

Zino Helmlinger, head of China retail at real estate service provider CRBE, acknowledges that the

luxury segment as a whole in China has taken "a hit" recently, though he believes the slowdown was

expected.

"If you look at the megastars- I mean LVMH, Kering, Richemont, Hermès - they almost tripled their

profit within five years," hesaid. "At some point, there is some counterbalancing, there is only so much

you can grow, only so much you can generate."

In the first quarter, LVMH's revenue in the region that includes China fell 11 percent on an organic

basis- the Asia-Pacific excluding Japanaccounts for 30 percent of the group's total sales.
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Chinese consumers, hard hit by broader economic uncertainty and a prolonged property market

downturn, havetightened spending on discretionary purchases- luxury brandedhandbagsamong them.

Shanghainative Natalie Chen, 31, saysshe already owns enough"stuff" andhas redirected asignificant

portion of the funds sheonce usedfor luxury goodsto travel.

"Truthfully speaking, I don't feel that buying another bag will improve my life," shesaid, though she

has already visited a new restaurant opened by Prada in Shanghai and intends to check out Louis

Vuitton's new cafe concept with girlfriends.

"It brings a different kind of feeling than just [shopping] in a mall," Chen said, though she wasunsure

the ship-shapedstorewould lead her to make any purchasesoutside of coffee andcake.

Still, the luxury brandsare sensingalonger term opportunity to pump-prime sales.

While appetite for personalluxury goodsin Chinaand around the world is declining, hurt by economic

pressures and price fatigue, sales rates of "experiential goods" are rising, according to Bain, which

highlighted a surge in personalised luxury hospitality experiences and rising fine dining sales in its

spring luxury report.

In 2024, for example, the overall personal luxury goodsmarket worldwide fell 1percent to 3 percent

even as experiential luxury spendingrose 5 percent, Bain said.

Luxury Evolution

New researchreleasedby real estateadvisor Savills earlier this month points to this as asignificant new

trend in what it describesas China's "evolving" luxury market, in which people seeking out experiences

are lured with more experiential luxury brand touchpoints, from restaurants to SalonPrivé - private,

appointment-only lounges for VIP shoppers.

"All the brands are closing stores,but thosethat can afford to arealso opening big flagships or holding

somebig events or exhibitions to keep their visibility extremely high," said Patrice Nordey, CEO of

Shanghai-basedinnovation consultancy Trajectry, essentially preparing for future success when the

market picks up again.

Brands from Balenciaga to Chanel, Louis Vuitton and Pradahave all closed storesin China since the

second-half of last year. Gucci is ontrack to close 10 storesin the market this year,Helmlinger said.

Louis Vuitton's stablemateDior openedacafe conceptin Chengduearlier this year,andin March Prada

opened a Wong Kar Wai-designed restaurant at its Rong Zhai cultural spacein Shanghai. Jeweller

Tiffany and Co. recently downsized a large downtown Shanghaistore, but in March it also opened a

new three-storey flagship in Chengdu.

Nordey says that while more people refer to this trend as "experiential" retail, it actually speaks to

something much deeper.

"I think it's a way of looking at your customer, either as someone that will buy products, or as an

individual who is trying to have amore fulfilling life," he said."If your purposeis not only to feed your

client with consumer products, but more than that, you might actually resonate more strongly with
them."

While high-profile luxury store closures in mainland China have prompted speculation of brands

lessening investment in a slowing market, CRBE's Helmlinger says the real story is more nuanced,

indicating a strategicrealignment of resources,rather than a pullback in the market.

"You needto createthis concept of rarity, andrarity comeswith scarcity," he said."When you have 80

or 90 stores in onemarket, it doesn't seemsorare anymore,it seemslike it's mainstream."
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This Week: Fashion's Back-to-School Dilemma

Retailers will need to prepare for the $11 billion summer shopping season without

fully understanding what tariffs will be in place, or how much parents and students

are willing to spend.

By Brian Baskin

ge Arckpacks Backpacks Backpack

Back to school shopping is starting earlier and earlier, but we're not going to make the casehere that

parentsarestocking up for next fall even before classeshave even let out in some districts.

Our focus today is instead on brands that are in the thick of preparing for this important season,when

parents and students spend around $11 billion annually on clothing, according to National Retail

Federationestimates.

What's Happening: The unofficial kickoff for back-to-school shopping is Amazon's Prime Day sales

event, which begins on July 8. That's the day president Donald Trump's pauseon "reciprocal" tariffs

on big apparelproducerssuch as Vietnam and Bangladeshis set to expire.

OpenQuestions:Retailers will havehadto order their schoolsupplies well before July, andmany moved

up shipments to fall in the window between Liberation Day and July 9. There's also optimism about

somelast-minute bilateral trade dealsto avoid the highest tariffs, or that Trump will simply extend the

deadline again.

A bigger mystery is how much parents and students will spend. Consumer confidence readings have

beenall over the place: One closely watched index published by the Conference Board found spending

intentions plunged in April, soared in May, then gavebackmuch of those gains in June.

A PwC survey released last week found amajority of parentsplan to spendat least $250 on clothing for

their children, on par with past years. But 40 percent of respondentssaid they plan to cut back on the

category, a far higher percentagethan for true school essentialslike suppliesand textbooks.

No Sale:Back-to-school saleswill testapparel brands' ability to hold prices steady despite the pressures

they're facing from tariffs and lingering inflation.

Clothing prices have been remarkably stable this year. School clothes and supplies may evolve into

more of a loss leader for some retailers, more useful as a way to connect with consumers around

memorable purchaseslike anoutfit for the first day of school, rather than trying to maximise profits.
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For example, Target, which is trying to reverse a slide in foot traffic this year, says it will hold prices

steady on some "essential" school supplies, whatever the tariff situation. They're mostly talking about

crayons and notebooks, though the promotion does include children's clothing starting at $5.

Meet Customers Where They Are: Beyond tariffs, retailers will need to make other adjustments to their

approach. The PwC survey found one in five back-to-school shoppers plan to use AI tools to find deals.

And more than a quarter of Gen-Z consumers plan to exclusively shop in store, higher than any

generation other than Boomers.

The Week Ahead wants to hear from you! Send tips, suggestions, complaints and compliments to

brian.baskin@businessoffashion.com.
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Commerce Droits

de douane : l’Europe
au pied du mur face

à Trump // PP. 16-17

Droits de douane : l’Europe au pied du mur face à Trump

Les Vingt-Sept ont
encore dix jours pour
se mettre d’accord
avec Donald Trump
sur les droits de
douane, sauf si
la pause des tarifs
est reconduite.

COMMERCE
Guillaume de Calignon

Le choc des droits de douane améri-

cains se rapproche à grande vitesse

pour l’Union européenne. C’est le

9 juillet que la pause sur les tarifs

douaniers, décrétée mi-avril par

Donald Trump, arrive à échéance

pour le reste du monde. Sauf pour

la Chine et Royaume-Uni, qui sont

les deux seuls pays à avoir signé

un accord commercial. Dans les

états-majors des multinationales

européennes mais aussi des entre-

prises exportatrices plus petites, on

croise les doigts fébrilement, en

espérant que le marché américain,

qui représente 30 % de la consom-

mation mondiale, ne se ferme pas.

Il faut dire qu’avec 532 milliards

d’euros d’exportations européennes

qui ont pris la direction de l’Améri-
que l’an dernier, l’enjeu est énorme.

Donald Trump entend taxer tous

les produits entrant aux Etats-Unis

à 10 %, en ajoutant des droits de

douane supplémentaires de 20 %

pour l’Europe. Mais il a menacé

de les monter à 50 %.Scott Bessent,

le secrétaire américain au Trésor, a

certes semblé ouvert vendredi à

une extension de la pause, estimant

que les accords pourraient être con-

clus d’ici au 1er septembre. Mais

à Bruxelles, Ursula von der Leyen,

la présidente de la Commission

européenne, est restée droit dans

ses bottes, indiquant que « toutes les

options (restaient) sur la table ».

Sous-entendu : y compris des

mesures de rétorsion européennes.

Parmi les pays membres, la

France est apparue plus intransi-

geante et prête à en découdre avec

le président américain. Pourtant,

l’UE n’est pas en position de force

puisqu’elle dégage un excédent

commercial avec l’Amérique. Et de

nombreux secteurs économiques

français, fortement exportateurs,

seraient les premières victimes

d’une guerre commerciale longue.

A l’inverse, l’Allemagne donne

des gages au président américain.

« Le plan de relance allemand, voté

cette semaine, change la donne » ,

estime Mathilde Lemoine, cheffe

économiste du Groupe Edmond de

Rothschild. « Dans la négociation

avec Donald Trump, c’est un point

important. Car en mettant 850 mil-

liards d’euros sur la table pour relan-

cer son activité et investir dans les

infrastructures et l’armement, l’Alle-
magne va permettre de faire reposer

la croissance européenne plus sur la

demande interne que sur les exporta-

tions et vasoutenir l’euro », explique-

t-elle. Car la sous-évaluation de

l’euro ainsi qu’une activité économi-

que tirée par les marchés extérieurs

sont les deux grandes critiques

que les Etats-Unis font à l’Europe,
comparables à celles que faisait

Ronald Reagan au Japon dans les

années 1980. Sans compter que les

pays européens se sont engagés à

monter leur budget de la défense à

3,5 % de leur PIB d’ici à 2035 (et

même 5 % en incluant toutes les

dépenses de « sécurité »), comme le
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leur demandait Donald Trump.

Pas totalement désarmée

L’Europe n’est pas totalement

désarmée. D’abord parce que si

les produits européens étaient

taxés à 10%, les exportations chinoi-

ses à 30 % et l’acier et l’aluminium
à 25 %, alors le PIB américain serait

amputé de 2 points d’ici à 2026,

par rapport au niveau qu’il aurait

atteint sans protectionnisme, a cal-

culé Mathilde Lemoine.

Pour l’UE, la facture serait moins

lourde puisque son PIB serait infé-

rieur de 0,5 point. Et si les droits

de douane atteignaient finalement

le niveau annoncé le 2 avril c’est-à-
dire 30 % pour l’UE, alors le PIB des

Etats-Unis chuterait de 3,8 points et

celui des Européens, de seulement

0,8 point. Mais certains secteurs

économiques fortement exporta-

teurs seraient plus sévèrement

affectés. Et ce serait encore pire si

Donald Trump mettait à exécution

sa menace de taxer les produits

européens à 50 %. Dans ce cas, les

exportations européennes vers

les Etats-Unis pourraient rapide-

ment être divisées par deux. Certes,

il existe des moyens pour Bruxelles

de se défendre. « Les Européens

peuvent taxer des produits améri-

cains spécifiques, idéalement à la fois

pénalisants pour les Etats-Unis et

aisément substituables par de la

production domestique ou desimpor-

tations en provenance d’autres pays »,

selon Jean-Christophe Caffet, chef

économiste de Coface.

Les économistes du Centre d’étu-
des prospectives et d’informations
internationales (Cepii) jugent qu’il
est possible d’infliger aux Etats-Unis

des pertes de marché équivalentes

à celles subies par les exportateurs

européens en taxant environ un mil-

lier de groupes de produits à 40 %,

mais que cela risque « d’entraîner
une spirale de conflit commercial,

coûteux pour les deux parties ».

Front asiatique

« Ils ont aussi la possibilité de res-

treindre l’accès des entreprises amé-

ricaines aux marchés publics, voire

de suspendre les droits de propriété

intellectuelle américains, de taxer les

services numériques ou encore de

contrôler les prises de participations

d’investisseurs américains dans des

entreprises européennes », poursuit

Jean-Christophe Caffet. « Mais de

telles décisions entraîneraient une

montée des tensions », ajoute-t-il.

L’arme nucléaire serait d’empê-
cher l’épargne européenne de partir

de l’autre côté de l’Atlantique pour

financer l’économie américaine.

Mais il y aurait nécessairement un

effet boomerang, les banques euro-

péennes détenant des bons du Tré-

sor américains seraient elles aussi

affaiblies. Quoi qu’il en soit, même

en cas d’accord avec l’Amérique, les

tribulations commerciales ne vont

pas s’arrêter là. « L’Europe est prise

en tenaille entre les Etats-Unis et la

Chine qui redirige ses exportations

vers le Vieux Continent, et dont

l’industrie concurrence désormais

frontalement celle des pays euro-

péens sur les marchés tiers », souli-

gne Mathilde Lemoine. En consé-

quence, « l’UE n’a qu’un moyen pour

sauver son industrie, c’est de négocier

des quotas d’importations chinoises

et d’exportations européennes vers la

Chine avec Pékin », considère l’éco-
nomiste. Avant de s’engager sur ce

front asiatique, encore faudrait-il

avoir au préalable déminé le front

atlantique. Le compte à rebours est

enclenché… n
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