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Kering Named Multiyear Presenting
Sponsor of the Palm Springs
International Film Awards

Julia Teti

Senior Digital News Writer

Kering has been named a multiyear partner and new presenting sponsor of the Palm
Springs International Film Awards. In conjunction with the sponsorship, Women In
Motion, Kering’s renowned initiative highlighting women in the arts and culture, will
showcase two Talking Pictures events during the festival’s opening weekend.

“We are honored to welcome Kering as the Presenting Sponsor of the Palm Springs
International Film Awards,” said festival chairman Nachhattar Singh Chandi via
statement. “Kering is more than a global leader in luxury — it’s a force for cultural
change. Their commitment to artistic innovation and amplifying diverse voices aligns
perfectly with our mission. This partnership celebrates the power of storytelling and the
global impact of film.”

The festival returns on Jan. 2, with the 2026 Film Awards taking place on Jan. 3. Film
Awards tables and festival passes go on sale Aug. 1.

The Palm Springs International Film Festival is a high-profile event that takes place at
the beginning of awards season. At the 2025 edition of the festival, all four of the top
acting Oscar winners — Adrien Brody, Mikey Madison, Kieran Culkin and Zoe Saldaña
— were honored with trophies for their respective performances in 2025’s lauded films.
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Jacques Audiard, Karla Sofía Gascón, Zoe Saldaña, Selena Gomez and Edgar Ramírez
at the 36th Annual Palm Springs International Film Festival. Getty Images for Palm
Springs In

Established in 2015 at the Cannes Film Festival, Kering’s Women in Motion is a program
that promotes women in the film industry, both in front and behind the camera. Women
in Motion made its debut at the Palm Springs International Film Festival in January.

“We are thrilled to partner with the Palm Springs International Film Festival and Awards
as part of Kering’s long-standing commitment to supporting cinema and celebrating
creative talent,” said Laurent Claquin, chief brand officer of Kering. “In honor of its 10th
anniversary, Women in Motion made its debut at the festival this year with two powerful
conversations — one with the cast of ‘Emilia Pérez,’ and another with Angelina Jolie.
Through this initiative, we not only recognize women’s contributions to culture, but also
create a space to amplify their voices, spark dialogue, and inspire future generations,”
Claquin said.

Kering is a French multinational company specializing in luxury goods. It owns the
brands Yves Saint Laurent, Gucci, Balenciaga, Bottega Veneta, Creed, Maui Jim and
Alexander McQueen.
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Palm Springs International Film Awards to

Be Sponsored by Kering

By William Earl
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Global luxury group Kering will be the new presenting sponsor of the Palm Springs International Film

Awards, the Palm Springs International Film Society announced Thursday. The awardsareskeddedfor

Jan.3, the second day of the festival which takes place Jan. 2-12.

As part of the sponsorship, Kering's Women in Motion program ,which spotlights women in the arts

andculture, will present two Talking Picturesevents during the festival's opening weekend.

"We are honored to welcome Kering asthe Presenting Sponsor of the Palm Springs International Film

Awards," said Festival Chairman Nachhattar Singh Chandi. "Kering is more than a global leader in

luxury-it's a force for cultural change. Their commitment to artistic innovation andamplifying diverse

voices aligns perfectly with our mission. This partnership celebrates the power of storytelling and the

global impact of film."

"We are thrilled to partner with the Palm Springs International Film Festival and Awards as part of

Kering's long-standing commitment to supporting cinema and celebrating creative talent," said Laurent

Claquin, Chief Brand Officer of Kering. "In honor of its 10th anniversary, Women In Motion made its

debutat the Festival this year with two powerful conversations- one with the castof Emilia Pérez,and

another with Angelina Jolie. Through this initiative, we not only recognize women's contributions to

culture, but also create aspaceto amplify their voices, spark dialogue, andinspire future generations."

At this yearsfestival, Women in Motion featuredtwo Talking Pictures programs - one with Angelina

Jolie talking about her role in "Maria," and one with "Emilia Pérez" actors Karla Sofia Gascón, Zoe

Saldaña,SelenaGomez, Edgar Ramírezand director JacquesAudiard.

Women in Motion waslaunched at the CannesFilm Festival in 2015, with the aim of shining alight on

women in all aspectsof filmmaking, behind and in front of the camera.

Film awards tables andfestival passeswill be available starting Aug. 1.
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Starry Palm Springs Film Awards to Get Bigger Dose

of Glamour With New Kering Sponsorship

The multiyear pact will see the global luxury group deliver two Talking Pictures sessions as

part of its Kering's Women in Motion series after hosting Angelina Jolie and the team from

'Emilia Perez' in January.

By Chris Gardner

The Palm Springs International Film Awards havelong beena star-studdedstop on the awardsseason

calendar,held in the early days of Januaryin the desertto jump start the race after the new year. The

marathonawardsshow- at which there aretypically around 10trophieshandedout over the courseof

the evening - will get abigger doseof glamour courtesy of a new multiyear partnershipwith Kering.

The global luxury group, parent of fashion houses like Gucci, Saint Laurent, Bottega Veneta,

Balenciaga, McQueen, Brioni, Boucheron, Pomellato and more, will serve as a presenting sponsor.

Under the pact, Kering's Womenin Motion serieswill deliver two Talking Pictures sessions.The news

comeson the heels of January's event, at which Womenin Motion test drove two of thosesessions,one

featuring Maria star Angelina Jolie andthe other with the team from Emilia Pérez,Karla Sofía Gascón,

Zoe Saldaña,SelenaGomez, Édgar Ramírezanddirector JacquesAudiard. (Kering's Saint Laurent co-

produced Emilia Pérezwith the house's creative director Anthony Vaccarelloproducing.)

Festival regulars, especially thosewho make the rounds at the CannesFilm Festival, are familiar with

the Womenin Motion brand, which launched in Cannesasaway to spotlight the contributions of women

in cinema,in front of andbehind the camera,in 2015. It presentstalks andpodcastsas well asan A-list

Women in Motion Awards in Cannes.

Palm SpringsInternational Film Festival chairman NachhattarSingh Chandi said his teamis honored to

welcome Kering into the fold for the film awards. He added,"Kering is more than a global leader in

luxury- it's aforce for cultural change.Their commitment to artistic innovation andamplifying diverse

voices aligns perfectly with our mission. This partnership celebratesthe power of storytelling and the

global impact of film."

Kering's chief brand officer Laurent Claquin said the company is "thrilled" to partner with the

presentingsponsorshipas a wayto further his company's commitment to cinemaandcreative talent. "In

honor of its 10th anniversary, Women In Motion made its debut at the festival this year with two

powerful conversations- onewith the cast of Emilia Pérez,andanother with Angelina Jolie. Through

this initiative, we not only recognize women's contributions to culture, but also createa spaceto amplify

their voices, spark dialogue andinspire future generations."

Theupcoming edition of the Palm Springs International Film Festival is scheduledfor Jan.2-12, 2026,

while the Film Awards will take place on Jan.3. Film Awards tables and festpassesgo onsale Aug. 1.
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3 key takeaways from Paris Couture Week

Americans in Paris, couture as comment and two very solid debuts. This was a

week that exceeded our expectations.

By Elektra Kotsoni And Laure Guilbault

This couture season nicely surpassed our expectations. Staples like Dior, Jean Paul

Gaultier, Valentino, Fendi, Givenchy, Alexis Mabille and Alexandre Vauthier may have been absent

with many of the housesin transition, but it turns out there's always a bright side. "The absenceof some

big brands createdroom for smaller brands to shine," says Thierry-Maxime Loriot, the curator behind

blockbuster exhibitions on legacy houseslike JeanPaul Gaultier and Mugler.

And then, of course, there were the debuts. "The debuts have been good. [Jonathan Anderson's debut

at] Dior was good, Celine was good, Margiela was great," says David Martin, editor-in-chief

of Odda magazine. "I feel positive about what's coming next".

Good vibesare always good for business,too. Couture generally tendsto bemore resilient, asits small

pool of wealthy clients are less affectedby things like the economic slowdown and therefore push back

lessdespite eye-popping prices. And couture derives part of its value from the halo effect it creates: it

enhancesa brand's image by highlighting craftsmanship and skill, while creating aplatform for buzz.

"This couture week had alot of the beauty and wonder that makes fashion, especially at couture prices,

worth it," says Lauren Amos, owner of Atlanta concept store Antidote, and a couture client (she is

considering buying piecesfrom Iris van Herpen and Margiela). "What makes couture worth the price is

supporting the designer. With Iris, I know I am supporting anindependent artist. I want to seeher work

continue to be shown in museumsand at Paris Couture Week."

"I feel great about this couture season.Even though Dior isn't showing, all our clients are in town, so

we are doing fittings for everybody," says milliner Stephen Jones, who has been working with Dior

since 1996.

Americans in Paris

Many of the aforementioned clients this seasonwere American. "Le Bal d'Été, the fundraising ball held

on the eve of couture at Musée des Arts Décoratifs (MAD), brought a lot of Americans to Paris for

couture. A lot of heavy-hitter American women who haven't beento Paris for a while are shopping in

Europeagain," sayseditor Lauren SantoDomingo outside of Sotheby's following the celebration of the

auction house's collaboration with denim brand Frame.
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Julie de Libran, who created her namesake brand of made-to-order pieces in 2019 after being artistic

director of Sonia Rykiel, confirms: "I already have a very international clientele with many Americans.

This time, some clients were already on vacation, but they visit Parisregularly. Our couture business is

developing well and the MAD gala, indeed, brought many Americans." De Libran presented a 28-piece

collection, including atuxedo in brocade, feminine heart-shaped corsets and lingerie-inspired pieces.

"Historically, the Metropolitan Museum of Art's collection [in New York] has been built on American

couture clients. I do wish we had more contemporary clients who would donate, but Americans are

generally very supportive of couture. Being in Paris this week has felt like being in New York -

everyone I know from back home is at the Ritz," notes head curator of the Anna Wintour Costume

Centre at the Met Andrew Bolton.

Alexis Mabille, a haute couture member, still had orders despite skipping this season's presentation to

focus on January - including from American clients. "January is always better for business than July

anyway. It has to do with the international holiday calendar," the designer explains. "We met clients as

usual. I have more time for them. Not presenting doesn't prevent from creating andproducing."

Uranus in Gemini, algae dresses and angry birds: Couture as comment

Schiaparelli, Iris van Herpen and Viktor & Rolf held high-impact shows that revealed a clear

preoccupation with the state of our world - albeit from entirely different viewpoints. On onehand, the

Schiaparelli show featured anecklace in the shape of aheart that was actually beating, Cardi B holding

a crow and many musings on the state of our politics in conjunction with Uranus entering Gemini (the

next seven yearsare expected to be very chaotic).

"When coming to couture, the show that you are most grateful to be invited to is Schiaparelli," said

celebrity stylist Law Roach at the post-show cocktail party, which was alsoladen with American couture

clients. "One thing that you can count on every single seasonwith Daniel [Roseberry], is that you will

get ashow. I think that's what we need. Clothes are supposedto feel aspirational andbe able to transport

you to somewhere else. Daniel is a master of that and we are so blessed that we get this every six

months."

Van Herpen, who now shows couture only once a year, on the other hand, presented alight spectacle of

alternative fabrics dedicatedto the ocean. The collection includes a dressthat is alive (yes, really): "For

me, it was the next step, in not being inspired by nature, but collaborating with nature. That's a mindset

that is a global movement, a call for action for all of us," van Herpen explained backstage. Asked how

long the dress will live, she replied: "No one knows. It's like a human being. It needs eight hours of

sleepand sunlight." JeanPaul Gaultier, who knows athing or two about performances, applauded. "It's

like a full dream. I love the technique, the poetry, fabulous experience," he said.

"Schiaparelli creative director Daniel Roseberry and Iris van Herpen are almost the same age, around

40. It's nice to see the young generation exploring the future of couture with such creative freedom,"

says Loriot.

Viktor & Rolf showed 15 pairs of dresses - each pair featured two of the same dress, only one had

been inflated with feathers to become both voluminous and sculptural, while the other was bare. "The

thousands of feathers found in their dressesand in Stephen Jones's hats were not from birds, but all

handmade in silk gauze fabric in their Amsterdam ateliers, innovating again and developing techniques

with preoccupation about animal protection by making sure they do not use any fur or animal skins in

their creations," Loriot says.

"We thought of [game series] Angry Birds," said the designers backstagewhen asked what inspired the

collection. "I think we all are angry birds."
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Making and creating space for the future

At Chanel, we saw the last collection createdby the studio, before Matthieu Blazy takes over in October.

The incoming designer attended the first of two shows, in a show of support to his new team, a level of

discretion that echoed the famously low profile of the Wertheimer brothers at the house's runways.

Christelle Kocher, artistic director at Maison Lemarie, one of Chanel's speciality métiers d'art

workshops, says:"We collaborated alot on the collection with very sophisticated details such asLognon

pleats. It was rich in detail." Hubert Barrère, artistic director of Lesage, another of Chanel's métiers

d'arts, praised "the apparent simplicity of the materials at the outset to arrive at an extraordinary

sophistication". Kocher and Barrère have started collaborating with Blazy but stayed mum on what's to

come.

Demna, who said goodbye to Balenciaga on Wednesday, also seemedto be thinking about what's to

come: "It just felt like I could not do better than this at Balenciaga, and I felt like it's a good time for

me to move on to the next chapter," he said backstage. "In my next chapter, I have quite a luxury of

having a lot of different codesthat I have actually never had to build on before - andthat's something

that excites me." The designer is expected to officially start at Gucci within the next few days (his "first

hints" will be unveiled in September,as Kering deputy CEO FrancescaBellettini announced during the

group's first-quarter earnings, and his debut show will beheld in February).

The debuts

Celine showed its spring 2026 collection onthe eve of couture, astrategic slot before the dozen of debuts

in September/October. Creative director Michael Rider sent out a mix of different silhouettes and

proportions, including strong eveningwear such as a classic little black dress. "I am very positive. I saw

lots of new proposals, new shapes,while keeping the spirit of the brand. Michael is comfortable in Paris.

He understands the Parisienne, an international Parisienne. I think it's going to be a hit," Sidney

Toledano,senior advisor to LVMH chair and CEO Bernard Arnault, told VogueBusiness after the show.

There were lots of accessories, jewellery, scarves, bags and belts with the Triomphe brand signifier,

alongside somemore playful usesof the logo. "We arein atime of designing newness, about silhouettes,

it's not just marketing," Toledano added.

Overall, the show was well received. "I think that Michael gaveus a new Celine woman that was familiar

but also felt new. Theaccessorieswere incredible. And I think that he gave you alot of options to build

a wardrobe, which I think is important, especially with the economy," says Roach.

On Wednesday, Glenn Martens delivered the highlight of the week in the form of his debut show for

Maison Margiela. It was a collection that elegantly but clearly referenced his predecessors, yet was

ultimately very much his own and very much of our time. There were upcycled fabrics, drapedmetallics,

dip-dyed nails that poked out of the breasts of jackets, as well as feathers and beading set against a

patchwork wallpaper that was coming away from the walls. It wasapocalyptic and emotional, with many

of the attendeeswe asked for a comment post-show saying they needed"a moment to digest". Luckily

for them, there was asea of balloons to play with at the afterparty. "It wasexplosive, andit's loud. But

perhaps, this is what the world needs," says Renzo Rosso, chair of OTB, the company that owns

Margiela.

"With all of this change coming in, fashion has been treading water for a while now, and it washard to

get particularly excited when it feels like a fallow period," says fashion director of editorial and

partnerships at Dazed Emma Davidson. "We're really in need of something new and innovative, and I

hope we get it. I do hope that we'll see fashion make more big statements, though; Willy Chavarria did

that during menswear. And Glenn Martens's debut was the perfect tension between MM's codes andhis

own offbeat approach to creating clothing."
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Will September and its myriad of debuts usher in the change fashion needs and snap us out of the gloom

like the balloons at Margiela? One way or another, it will be very busy, so try to get some beach time in

between.

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

En 1975, la maison vénitienne introduit dans

ses collections l’ intrecciato : une technique

artisanale de tressage du cuir qui devient

rapidement sa marque de fabrique. «Dans

l’Italie des années 1960, le marché était dominé

par des sacs à main lourds, rigides et structurés.

Nos créations se distinguaient par leur extrême

douceur: les sacs étaient à la fois fluides, souples

et épurés. L’introduction de l’intrecciato leur

a apporté une nouvelle légèreté, évoquant presque

la texture d’un tissu» , raconte Barbara Zanin,
directrice de l’artisanat et du patrimoine.

LE SACCABAT, DEBOTTEGA VENETA
Un savoir-faire immédiatement reconnaissable,

que l’on retrouve sur la plupart des accessoires

de la griffe – de la maroquinerie aux souliers.

Lancé pour la première fois en 2002, devenu

depuis l’une des créations emblématiques

de la maison, le modèle Cabat mobilise deux

artisans chevronnés. Ceux-ci tressent pendant

deux jours des fettucce (bandes de cuir) à l’aide
d’une aiguille. Particularité: une partie du

tressage s’effectue debout – pour contrôler

la tension des bandes de cuir. Touche finale:
l’anse en cuir est cousue à la main avant
que la pièce ne soit retournée. Astrid Faguer
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A star-studded
farewell show
PARIS

BY VANESSAFRIEDMAN

It’s rarethat anyonegets to curate their

own legacy. Usually that’s the preroga-
tive of the future, something that can

only happenin retrospect.
ButonWednesdayin Paris,Demna,

the mononymic designer whc has de-

fined Balenciaga for the past 10 years,
transforming tfroma ymboleof austere
and unattainable perfection into a pop
culturephenomenon, able touse his

final couture showto do exactly that. In

March it was announceo that he was

leaving the brandto go to Gucci,but
ratherthan‹cut tiesimmediately, hewas
given the opportunity to designhis exit.

Now, that iselegant.And it was
The audiencewasrifewith the celeb-

rities who werethe avatarsof his dis-

ruptive, initially shocking, style: Nicole

Kidman and CardiB; Lorde andKaty

Perry. Even Lauren Sanchez Bezos,
freshfrom her Venice wedding, was
there.

Theshowitselfwaschockablockwith
characters,including Kim Kardashian
channeling Elizabeth Taylor in a ocham-

pagne duchesse-satin slip dress, a
tawny fur coatactually made‹leoffeather
trailing from her shoulders and,in her
ears,15 aratsofadiamond dropearrings
thatMikeToddgaveMs. Taylor, onloan
from the jeweler Lorraine Schwartz
Also Isabelle Huppert offering Left
Bankhautebeatnikin skinnyblack ca-

pris andablack urtleneckahidden
corset turning herinto an hourglass.

The soundtrackwas composedofthe

names of thosewhohad helpedDemna

over the decade,recited in their own
voices.

Mostofall, however,it washeclothes
thatspoke for him. Each one represent-
ative of how he hadassumedthe chal-

lenge of silhouette inherentin thename
of Balenciagaandturned it inside-out
combining his Streetwearroots with the

highfalutin’ heritage of the house to up-
end the totemsofluxury andgenuinely
influence how everyone dressed.
WhethertheyboughtBalenciagaorn

Shoulders jutted like iron struts in

ot-quite-polit tailored coat dresses
andImidisi suits.The collarsof simple silk

and cashmeresweaterscurved up and
around the facelike razor- edged tulips.
Slouchy corduroytrousersturnedout to
be made from what the teamsaid was

300 kilometers (morethan 185 miles) of
tufted yarn, and a long quilted puffer

rame with no side seams, so it resem-

bled the shell of anarmadillo

Classicmen’s suitinghadbeenmade

by traditional Neapolitarateliers– but
prototyped.n theframe ofabodybuild-

er arand ther modeled: notonly7by hhimbut
nine other men‹»f notably differentsisizes

(including Demna’s husband,thecom-

poser known asBFRND), so the jackets
hungon their frames and twisted
around their ankles. The better to sug-

gest, Demna said backstage, that one

size could fit all.

The pointbeing, he continued, thati
should notbe thegarmentthat defines

the body, “but thebody thatdefines the
garment.”

That’s why he replaced the logoson
the oh-so-proper handbags dangling
from models’ arms with their own
names. Why what looked like extreme
corsetry beneaththe draped siren
dressesof Olde Hollywood that ended
the show turned outto be made fromaa
sort of shapewear,built of layersand

layersof stretch material, it allowed

the personwithin to actually breathe.
And sit.

And that’s progress.
n the end, it was areminder of how

muchDemnahad let the air into the
cloisterecenvirons notitjustet of coouture
it was only four years ago that he re-

ntroduced the practiceto Balenciaga
aftera53-year hiatus –but fashion in

general How, byyusing the ernacularof

the everyday and applyingitto the elite
and the exclusive he pulled down the
barriers off both.

To that end,thehousephotographed
every piece in the collection on the

streetsof Paris,rather than1in the salon.
After theshow,for the first and last-

time, Demnacame out to take a bow.

Onceuponattime,back in 2015 whenhe
arrived, hemight have beer seenas an
interloper,but he was leaving as an
agentof change.

On every seathe hadputanote that
readiin part, “Fashion lives or the edge
of tomorrow, driven not by whatwe
know7but the thrill ofdiscovering what’s
next.”

On Monday,hestartsatGucci.
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ForBalenciaga
Kim Kardashian,

near right, in a
duchesresse-satir slip

dress,,ata tawny fur
coatactuallymade
of:P feathersand
diamond earrings.
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At couture week, a taste for the strange and macabre
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Fashion week de Paris : la haute

couture en quatre exemples

Le Nouvel Obs

Fashion week de Paris : la haute couture en quatre exemples

La semaine de la haute couture automne-hiver 2025-2026 s'achève s'achève ce jeudi 10 juillet

dans la Ville lumière. Réflexion et émerveillement autour des défilés Giorgio Armani Privé,

Chanel, Balenciaga et Maison Margiela Artisanal.

Cette chose est à nous, elle est française. Et quand elle n'est pas française, c'est à Paris qu'elle se

passe. La haute couture. Deux fois par an. Or il y a de moins en moins de monde à ces défilés-là. Même

les journaux étrangers diligentent moins de critiques. C'est qu'en accaparant à peu près tous les jours du

calendrier, la mode provoque une sorte de saturation. Ça, c'est le premier point. Il y en a un autre : si

une robe de princesse fait encore rêver quelques petites filles dans le monde, et quelques femmes

aussi, cet accoutrement a perdu beaucoup de son sortilège. On ne peut faire vivre une grande maison

en habillant des célébrités le temps d'un tapis rouge. Cela doit aussi être porté dans la vie réelle par des

personnes « vivant comme ça » , ainsi que l'a si bien résumé un collègue. Et même là-bas, dans les

pays où, soit-disant, on aime beaucoup ce qui brille et où l'on peut avoir la fameuse « vie qui va avec » ,

ça bouge. Au défilé Giorgio Armani Privé, j'étais placée à côté d'une femme et de ses deux filles. Elles

se ressemblaient étonnamment toutes les trois, et je le leur ai dit. Une conversation s'est engagée. Elles

venaient du Koweït et avaient fait le voyage pour choisir la robe de mariée de l'une des deux filles. Elles

étaient ravissantes. Habillées de pied en cap dans des vêtements de grandes marques, elles étaient ce

que l'on appelle dans le métier des « Very Important Clients », un VIC qui sonne comme VIP ( « Very

Important People » ) et a presque l'aura de la célébrité. Au premier rang, bien sûr. J'ai demandé à la

future mariée si elle avait une idée en tête à propos de sa robe. Elle a tout de suite dit : « Quelque chose

de très simple. » Certes, cette jeune femme et moi ne mettons peut-être pas le curseur du simple au

même endroit. Mais, tout de même, j'ai vu qu'elle y tenait. Durant le show, elle me faisait un petit signe

du menton quand une robe lui plaisait. Et, avec un goût très sûr, elle a presque levé un pouce, à la

romaine, au passage d'une robe de velours noir, que sans doute elle imaginait en velours blanc, une

robe très échancrée sur les seins (quasi jusqu'au nombril), mais avec ce décolleté d'une part recouvert

de brillants et d'autre part possiblement recouvrable d'une pièce de soie. Tout ça, je voyais qu'elle y

pensait. Quand le show a été terminé, elle m'a confirmé qu'elle avait flashé sur cette robe et m'a

demandé si cela me semblait beau, du velours blanc. Je repensais à toutes les sublimes robes du soir

en velours blanc que j'ai vues dans ma vie, aux archives dans les musées, mes yeux brillaient. Je ne

sais pas ce que cette jeune femme choisira en définitive. Ni même si elle choisira quelque chose dans

cette maison-là, qui excelle en robes du soir. Mais ce que je sais, c'est que j'ai approché là un monde

dont il faut bien reconnaître qu'il existe et qu'il fait vivre une partie de notre artisanat, qu'il soit français ou

italien. La grande hystérie à l'entrée du show, les célébrités présentes, le cirque habituel, mes trois

nouvelles amies n'y pensaient pas, c'était même le cadet de leur souci. Elles venaient faire leur marché.

Mon marché, moi, je ne peux évidemment pas le faire dans un défilé de haute couture. J'en suis réduite,

si je puis dire, à considérer ces défilés si spéciaux comme des somptueuses soirées costumées dans

lesquelles je n'irai jamais. Et c'est très beau aussi vu sous cet angle. Au défilé Chanel , une robe

blanche à volants mais assez simple, portée sous un immense manteau chocolat, en plume et tweed.

Une splendeur. Le rêve de « la vie qui va avec » s'enclenche immédiatement. Chacun le fait à sa

0Z9Dv1sjvro2MVrDFC6kdwCHEC4DxTyqbs-9V7ZSdAB7YQ81ijAHoHj2ZwUw3BOCiBAT5GUEFXzQcBsPB65N3WgZjA0
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manière. Je ne rêve pas prince charmant. Je ne me vois pas en princesse. Ce que je vois ? Un habit

pour un remake de « l'Année dernière à Marienbad » et une vie... littéraire. Quelle importance que je ne

puisse pas m'offrir ce manteau, si ce vêtement a, lui, à m'offrir au moins sa beauté. Et puis, je ne sais

pas, ça donne des idées, on a envie de sortir le soir, de se savonner davantage (même si on se savonne

déjà beaucoup), de marcher la tête plus haute. Donc, il se passe quelque chose. Certaines de mes

collègues pensent d'emblée aux heures de travail que la confection d'un tel vêtement a nécessité. Moi,

tout en trouvant cette information intéressante si d'aventure elle vient à mes oreilles, je ne pense qu'au

résultat, à la poésie, au tour de magie. C'est encore une autre histoire chez Balenciaga. Dernier défilé de

Demna - le créateur, qui était à la tête de la maison depuis dix ans, part chez Gucci. Tandis qu'au siège

de Kering, à Paris, une exposition retrace l'apport du directeur artistique à Balenciaga, on voit arriver les

invités, tous tellement lookés « en Bal » qu'on en est à se demander si, en fait, le défilé n'a pas

commencé. Ce serait bien du Demna tout craché de faire un coup pareil. Mais non, une fois cette faune

parfois réussie et parfois repoussante assise, le défilé commence. Demna chez Gucci : le directeur

artistique dont la main ne tremble pasDes vestes et manteaux à la coupe folle, au nom de cette

obsession de Balenciaga pour la dramaturgie de la structure des habits. Que Demna ait eu cela dans les

doigts pendant toutes ces années, c'est une évidence. Mais il tente aussi toujours, en haute couture, de

nous interroger sur ce qu'est un habit d'exception. Il veut à tout prix relier cela à la vie. Et, pour lui, la

fameuse « vie qui va avec » est liée à une attitude. Une attitude couture, c'est comme dans la célèbre

phrase de la publicité, « nous n'avons pas les mêmes valeurs, monsieur l'huissier » . Alors, soignant les

matières, les coupes et l'intention même, il montre des choses qui pourraient aller demain dans la rue.

La force de ça. Et me voici chez Maison Margiela Artisanal. Là encore, un nouveau venu dans la place,

Glenn Martens. Il succède à John Galliano, rien que ça. Au début, c'est à la fois somptueux, une femme

enveloppée dans un plastique savamment ouvragé et drapé, et crispant : car on connait ces allures

spectrales, visages entièrement masqués. C'est comme une règle de la mode. Et, ensuite, on connait et

reconnaît ce côté puzzle des codes Margiela. Mais, peu à peu, viennent, si j'ose dire, les vêtements. Et

pour quelques robes à couper le souffle, pour une jupe en plume à perdre la tête (d'ailleurs elle-même

peu visible), le talent de Glenn Martens vous saute au coeur. On en oublie les talons qui rendent la

démarche hasardeuse (en plus que les mannequins voient mal sous le masque), on en oublie le

fétichisme, quelque chose se produit : une robe qui dit l'époque. ■
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Haute couture : une semaine sur

mesure

Elvire von Bardeleben

Les collections automne-hiver 2025-2026 présentées à Paris du 7 au 10 juillet ont été marquées

par les adieux de Demna chez Balenciaga, la première collection de Glenn Martens pour Maison

Margiela et l’absence de Giorgio Armani à son défilé.

C’est décidément une drôle de fashion week haute couture que cette saison automne-hiver 2025-2026

qui se termine le 10 juillet, à Paris. Son rythme de croisière – quatre journées bien remplies, avec, au

programme de chacune, beaucoup de petites marques et une ou deux grandes maisons – a été troublé

par l’absence de poids lourds (Dior, Fendi, Valentino, Jean Paul Gaultier). Mais aussi par un départ, une

arrivée et une défection.

Demna a présenté, mercredi 9 juillet, sa dernière collection pour Balenciaga avant son arrivée chez

Gucci. « Je ne saluais jamais à la fin des shows, car j’avais l’impression de ne pas le mériter. Mais là, je

me suis dit que c’était le moment », explique le designer après le défilé organisé dans les salons

historiques de l’avenue George-V. Pour ses adieux, le Géorgien a cherché à « pousser un peu plus loin

[ses] obsessions vestimentaires habituelles ».

Le résultat est conforme à ce que l’on peut attendre de Demna : les tailleurs féminins ont des encolures

rigides et montantes « à la Nosferatu », les robes du soir à la démesure hollywoodienne sont conçues

dans l’organza « le plus léger du monde », les costumes masculins ont été conçus sur mesure pour un

culturiste, mais sont portés par des hommes aux morphologies très diverses, dont le mari de Demna.

« Ce n’est pas le vêtement qui définit le corps, mais le corps qui définit le vêtement », explique le

designer.

Cette dernière collection n’est pas un coup d’éclat comme Demna en a été capable par le passé, mais

elle ferme de manière honnête sa décennie balenciaguesque. Et a réuni une assemblée

impressionnante : Isabelle Huppert et Kim Kardashian ont défilé, et l’on a rarement vu autant de stars au

premier rang (de Katy Perry à Aya Nakamura). Parmi les autres invités notables, on compte Guram

Gvasalia, le frère de Demna ; ensemble, ils ont lancé la marque Vetements avant de se brouiller. Et

Pierpaolo Piccioli, son successeur chez Balenciaga.

« Cela fait quinze ans que je vis à Paris, et je pars pour de bon lundi. Je n’ai jamais vécu aussi

longtemps quelque part, raconte Demna, qui, dans son enfance, a dû fuir la guerre en Géorgie. Je

voulais rendre hommage à Paris, c’est pour ça que les photos de cette collection ont été prises dans la

rue. Cette collection, c’est vraiment une lettre d’amour à Paris et à Balenciaga. » Son départ permettra

peut-être de relancer la marque, mais laissera indéniablement un vide dans la capitale.

Ailes en tissu

Le même jour, Glenn Martens a montré sa première collection pour Maison Margiela. Il succède à John

Galliano, designer vénéré par le milieu de la mode, dans une maison réputée pour sa capacité à

réinventer les codes vestimentaires. Autant dire que la pression est forte pour ce Belge de 42 ans qui,

auparavant, a piloté la petite marque Y/Project et est encore le directeur artistique de la griffe de denim

Diesel (propriété du groupe OTB, comme Maison Margiela).

Son défilé a lieu loin du « triangle d’or », où s’installent la plupart des marques. Et prend place au

Centquatre, centre culturel du Nord-Est parisien, dans les sous-sols qu’il a tapissés de papiers froissés,

0Hgb9uY_zIn2oXPh82Bhy71tEq1NgCyhNsf5v9HhIVRXDkZiPK0xr-4_1YE04mPemyR2CVkI-AVOI1ttC3cqzTgODE2
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avec, au sol, un revêtement en PVC imitant du parquet volontairement mal posé. Si Glenn Martens

s’amuse avec le décor, les tenues sont tout ce qu’il y a de plus sérieux.

Les robes bustier sont taillées dans du plastique transparent et remplies de ce même matériau ; un

tablier est fabriqué à partir d’un patchwork de pantalons en cuir, embossé d’un motif floral imitant les

peintures flamandes du XVIe siècle et peint à la feuille d’or ; une jupe est composée d’un
enchevêtrement d’ailes en tissu. D’impressionnantes robes en satin métallique ondulent autour du corps

comme des vagues étincelantes prêtes à engloutir celles qui les portent. Les nombreuses références au

travail du fondateur Martin Margiela épousent parfaitement le gothique flamboyant de Glenn Martens.

Cette collection, qui déploie des techniques insensées, possède une beauté aussi stupéfiante que

dérangeante : les masques qui couvrent tous les visages, les corsets serrés et les jupes étroites, les

ceintures qui se résument parfois à un fil enserrant le ventre… Tous ces éléments participent à la

tension dramatique, mais donnent aussi l’impression d’une mode étouffante, qui rudoie celle qui la porte.

Chez Armani, pas de Giorgio. Le créateur, qui fêtera ses 91 ans le 11 juillet, n’a pu se déplacer à Paris

pour le défilé de sa ligne haute couture Armani Privé. Déjà, à la fashion week masculine de Milan, fin

juin, il n’avait pu saluer le public à l’issue de ses deux shows, une infection pulmonaire l’ayant obligé à

garder le lit. Sa présence dans la capitale était prévue. Même s’il va mieux, assure-t-on dans son

entourage, son médecin lui a déconseillé le voyage. Le créateur a tout de même pu surveiller

étroitement les préparatifs de ce show, en visioconférence.

La collection est présentée dans le « palazzo Armani », un hôtel particulier classé, au 21, rue

François-Ier, que la marque a acheté en 2024 pour y installer ses bureaux et recevoir ses clientes haute

couture. Les salons qui leur sont réservés, situés à l’étage noble, tout en marbre et dorures, constituent

un écrin idoine pour mettre en scène la haute couture d’Armani, qui, depuis sa création en 2005, a

toujours fait preuve d’un goût prononcé pour l’apparat. Cette saison encore. Le velours noir est la base

commune à des tenues chargées de nœuds (ton sur ton, mais pailletés), de plumes, de strass, de

volants. Faussement sobres, les tenues scintillent de mille feux, dévoilent le dos ou les épaules (ou les

deux), épousent la forme du corps. Même si le designer n’était pas là pour saluer, on a bien reconnu sa

patte. ■
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Pierpaolo Piccioli, le poète de la mode

Après avoir fait de Valentino le temple d'une mode sensible et poétique, Pierpaolo

Piccioli commence à écrire un nouveau chapitre chez Balenciaga. Portrait d'un

couturier qui ne cesse de relier l'artisanat à l'émotion, en toute discrétion.

Par Alexandra Pizzuto

"Il compte parmi les créateursles plus talentueux et les plus acclamésde notre époque. Samaîtrise de

la haute couture, sa créativité inépuisable et son attachementprofond au savoir-faire en ont fait le choix

évident pour diriger la maison". Alors que Balenciaga vient de nommer Pierpaolo Picciolo à la tête de

sa direction artistique, Francesca Bellettini, directrice générale adjointe de Kering, le groupe auquel

appartient la maison, donnele ton.

Et elle n'a pastort : le couturier italien s'inscrit fidèlement dansla lignée desdesignersqui ont su animer

la maison d'ascendanceespagnole,Cristóbal Balenciaga entête. En plus d'une approche architecturale

du vêtement et d'une interprétation poétique de la couture, les deux hommes partagent une autre

similitude : celle d'une origine modeste,bien loin des fastes du luxe pour lesquels ils semblaient tous

deux prédestinés.

DU DUO MYTHIQUE A LA CONSECRATION

Bien qu'il soit né à Rome le 29 août 1967, c'est àNettuno que grandit Pierpaolo Piccioli, petite ville

côtière du sud dela capitale qui, encore aujourd'hui, nourrit son imaginaire créatif. Après des étudesde

littérature, il se forme à l'Istituto Europeo di Design de Rome où il rencontre Maria Grazia Chiuri,

avec laquelle il entame une collaboration artistique de près de vingt ans. Iels débutent ensemble

chez Fendi en 1989, au sein du département accessoires,avant derejoindre Valentino dix ansplus tard

pour insuffler leur vision moderne aux sacs,souliers et lunettes de la maison.

En 2003, la direction leur confie la ligne Red Valentino puis en 2008, après le départ de Valentino

Garavani et l'intermède d'Alessandra Facchinetti, les rênes de la maison. Une double nomination

audacieuse,dansun paysagemode alors dominé par des"Kaiser" et autresdirecteur-rice-s créatif-ive-s

tout-es puissant-e-s, qui permet à la marque romaine de connaître une véritable renaissance.

Réinterprétation du vestiaire masculin, développement de l'accessoire avec des succès planétaires

comme la ligne Rockstud et surtout, création d'une nouvelle identité stylistique entre héritage couture

et attitude contemporaine. En quelques saisons,les deux designersmétamorphosentla maison, au point

derecevoir un CFDA en 2015.
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LA COUTURE COMME LANGAGE STYLISTIQUE

En juillet 2016, coup de théâtre, Maria Grazia Chiuri prend la direction artistique de Dior et laisse son

acolyte de toujours seul aux commandes de la griffe italienne. Dès lors, il impose chez Valentino une

couture poétique et politique, qui mêle la rigueur des coupes et la force chromatique, comme en

témoigne le désormais emblématique Pink PP, coloris développé en partenariat avec Pantone avant

même la déferlante barbiecore. Visionnaire sans être radical, il façonne saison après saison une mode

qui relie l'artisanat à l'émotion, la beauté à l'époque, sans jamais céder aux sirènes de la hype ou de la

provocation.

Dans ses ateliers, tout est affaire de geste et d'élégance, d'épure et de douce extravagance, le couturier

n'hésitant pas à saluer à la fin des défilés aux côtés de ses couturiers-ères et premier-ères d'atelier. Doté

d'une dextérité prodigieuse, Pierpaolo Piccioli développe un vocabulaire couture qui, mis en scène aux

détours de défilés d'inspirations cinématographiques, se révèle taillé pour les tapis rouges et les rendez-

vous mondains, l'homme habillant les célébrités de Rihanna à Zendaya.

Cette dernière devient d'ailleurs ambassadrice de la maison, le couturier attaché au savoir-faire et à

l'artisanat ne manquant pas d'entamer un dialogue vivant avec les nouvelles générations. En tant que

directeur artistique de Valentino, Pierpaolo Piccioli reçoit deux fois le titre de Designer of the Year aux

British Fashion Awards (2018 et 2022), tout en conservant une discrétion et une humilité rare dans le

milieu.

BALENCIAGA, UN NOUVEAU DEFI

En mars 2024, Pierpaolo Piccioli quitte Valentino et met fin à vingt-cinq ans d'un précieux dialogue

entre artisanat et modernité. Un peu plus d'un an plus tard, en mai 2025, Balenciaga confirme sa

nomination comme directeur artistique, quelques semaines après l'annonce du départ de Demna pour

Gucci. Une passation qui n'a pas manqué de susciter la surprise dans une industrie en proie à un intense

jeu de chaises musicales : comment Pierpaolo Piccioli imposera-t-il sa vision sensible de la mode dans

une maison marquée par l'esthétique abrasive de son prédécesseur ?

Dans ses premières interviews, le créateur affiche d'emblée ses intentions : renouer avec le geste, le

textile et l'archive, tout en poursuivant une conversation critique avec l'époque. "Il est fascinant de

reprendre une maison riche de tant de possibles, tout en restant fidèle à son langage esthétique", déclare-

t-il dans le communiqué officiel, remerciant Demna qu'il admire "pour son talent et sa vision". L'aube

d'un nouveau chapitre pour l'homme comme pour la maison parisienne, qui débutera en octobre

prochain, lors de la Fashion Week de Paris.
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Hautecouture,si cambia
aParigiè la finedi unciclo
dallanostra inviata
SERENATIBALDI

PARIGI

L
atornatadi presentazioni
hautecouture dedicateal

prossimo autunno-inver-
no, appenaconclusaaPa-

rigi, è apparsacomelafine di unci-

clo. A determinarel’atmosfera so-

no statele sfilate di Balenciagae
Chanel,visto che entrambe le mai-

son nei giorni scorsi hannochiuso

uncapitolo della loro storia. Da Ba-

lenciaga, dopo dieci anni, Demna
salutaesene va: lunedì saràa Mila-
no, daGucci. E il suo showè stato
esattamentequelche ci si aspetta-

va: una cavalcataattraverso le si-

lhouette e le costruzioni ideate in
questianni,indossatedai personag-

gi che piùgli sonocari.A dominare
èquel sensodiquotidiano chelo sti-
lista ha semprecercato: i look sono
mostrati“in purezza”, senzatruc-

chi, persottolinearne laconcretez-

za. Bustiercostruiti solo di cucitu-
re; completi maschili realizzati da

unasartoria napoletanasul corpo
diunbody-builder;cappottiscolpi-
ti, abiti daballo neltessutopiù leg-

gero cheesista.Sfilanole suemuse:

IsabelleHuppert, Kim Kardashian,
NaomiCampbell.Tra il pubblico, la
neo-signoraBezos Lauren Sanchez
e Pierpaolo Piccioli, successoree
amicodiDemna.

L’elenco dei nomi di tutti i suoi

collaboratori accompagnai look in
passerella;chiudeNo ordinary love
di Sade.«È lacanzonedellamia vita.
La dovevoaBalenciaga», diceDem-

na. Eachi gli chiede cos’haimpara-

to in questi dieci anni,spiega:«I co-

dici di Balenciaga,perquantounici,

non sono proporzionati all’enormi-
tà che èoggi il marchio. Perciòli ho

dovuti innestarecon il mio linguag-
gio. Mahocapito di non poter rima-
nere ingabbiato in questo mondo,
meravigliosomaclaustrofobico.Co-
me gli chef, ho bisogno di tanti in-

gredienti checi sonodoveandrò».
Conquestoshow, Chanelchiude

il periodo di interregno senza un
creativo: da ottobre tocca a Mat-

thieu Blazy. Ma lapresenzadelfran-

cese già si nota, fosseanchesoloin-
direttamente: nerisulta un immagi-

nario del marchio più contempora-

neo edefficace.Provanesonoimol-

ti tweedin passerella,corposiepre-
ziosi, fatti d’oro edi spighe;i tailleur
bouclé ripensati in decine di modi,

dalle giacche trasformate in four-
reau alle versioni “scomposte” in
più pezzi;gli abiti di satin biancoe
nero. Tutte le modelle,sposacom-

presa, indossano stivali da pesca:
camminanorapideesicure,amplifi-
cando l’idea delcambiodi passo.

Subito prima di presentarela sua
collezione,GiambattistaValli èsta-

to insignito dalla ministra della cul-

tura franceseRachidaDatidel titolo

di Officier d’Ordre des Arts et des
Lettres.Nel suodiscorsola ministra

ha reso omaggio alla capacità del
couturier di creareabiti in cui le
donnesisentanobelle,esaltandoco-

sì la loro dignità. «È unaquestione
di libertà», ha commentato lo stili-

sta tra le sue creazioni oggettiva-

mente dasogno.«Nonvedo perché
la femminilità odiernanon possaes-

sere ancheromanticaedelicata.Of-

frire alle donne capi in cui essere
chi vogliono èunsegnodi rispetto».
Più chela chiusura di un’epoca,è il
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coronamentodel lavorodi anni.
A tenerealta la bandiera della

creativitàsfrenataè il gruppoOtbdi
RenzoRossoconViktor&Rolf. Il duo
si è ispirato alle piume. Ne hanno
realizzate oltre 10mila di tessuto,
usandoleperimbottire vestitieope-

ra coat.Ma in passerellahannoman-

dato anche la versione “svuotata”
dei look, per dimostrare quantoil

volumecambi tutto.
Infine, il debuttodi Glenn Mar-

tens daMaison Margielaconla linea
Artisanal.ArrivaredopoJohnGallia-

no nonè facile: maMartens,che già
disegna Diesel, è un fuoriclasse. Il

creativo attinge dalla mistica del
fondatorebelgaela fa propria. L’a-

nonimato comeestetica,con il volto
dei modelli coperto da maschere.
La ricontestualizzazione degli og-

getti, dai fogli di acetatoche com-

pongono gli abiti daseraagli arazzi
applicati sui capicomeuna patina
invecchiata.Le lunghesilhouettedi-

storte acolpi di corsetti.Bravo.

©RIPRODUZIONERISERVATA

L’addioaBalenciaga
di Demnain arrivo

lunedìdaGucci

Chanelègià

nell’eradi Blazy

T Romantico,GiambattistaValli

T Volti copertiperMaison Margiela
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T I volumi esasperatidi Viktor&Rolf

Q Abito da star
e,sullo sfondo,
lestradedi Parigi

EvaHerzigova

interpretacosì
Balenciaga

secondoDemna
alsuoultimo
show

perla maison
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R In attesa
di Blazy,

Chanel
si concentra
suisimboli
della maison
comei tweed
e i tailleur bouclé
ripensati
in ogni foggia
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Protagonisti

DEMNA RIVELA:
«PRIMA SFILATA
GUCCIA MARZO»
Lo stilista lohadichiaratoin backstage
allasuaultimacoutureperBalenciaga
Un dropseenow,buynowasettembre

O
ra e ufficiale. La pri-
ma sfilatadi Dem-
na per Gucci sara
nel 2026. Fino a

quel momento, nientepasse-
relle. «Myfirst showwill be
inMarch»,harivelato lo stili-
sta nel backstagedella suaul-

tima coutureperBalenciaga
aSuzyMenkes,chehadif-
fuso la notizia via Insta-

gram. Piu probabile che si
tratti di fine febbraio.e che
il designeravessein mente
la scansionedel calendario
parigina, a meno che non
pensidi portarelo showa Pa-
rigi. Ma ladoppiaG non re-
stera ferma. Come anticipa-
to daMFFnelle scorsesetti-

mane, a settembredurantela fashionweekmilaneseandra
in scenaun primo intervento.Nientesfilata,bensiunapre-
sentazione in formatoalternativo(si parladi unoshortfilm
girato aLosAngeles)cheintrodurraunaselezioneristretta
di capi, gia in produzione e disponibili subito in una cinquan-
tina di negozi.Saraunapropostafuori calendario,con logi-

ca seenow,buynow,pensataperaccenderel’attenzionesul
nuovocorsodellamaisonprimadell’ effettivodebuttoin pas-
serella. Unamicciacreativa,piucheunacollezionestruttura-

ta, cheserviraa trasmettere,1nchiavelimitata, i primicodici
dell’’universo Gucci secondoDemna.I capiarriverannoin
unacinquantinadi boutiqueselezionatealivello globale,in
quantita limitate, secondounalogica di immediatezzae desi-

derabilita. «Mi serve tempo per appropriarmi dell’archi-
vio», haspiegatolo stilista, lasciandointendereche la vera
svolta arriverasoloconla sfilatadi marzo.Ma intanto,aset-

tembre, si alzerail sipariosulprimoatto.(riproduzioneriser-
vata)

TommasoPalazzi

UnritrattodiDemna
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«Volevo portare la couture nella vita reale»: così Demna descrive

la sua ultima sfilata da Balenciaga. In scena, la community e le

silhouette che hanno dato forma al brand negli ultimi 10 anni

Da Kim Kardashian con un abito omaggio a Elizabeth Taylor fino ai riferimenti a Cristóbal.

Scopri tutto quello che c'è da sapere sull'ultima sfilata di Balenciaga by Demna tenutasi alla

Paris Haute Couture Week

Di Sarah Mower

Alla Paris Haute Couture Week, con la sua ultima sfilata per Balenciaga, Demna ha voluto

«portare la couture nella vita reale», nella sua Parigi

È andata in scena la grande conclusione di tutto ciò che Demna ha portato in Balenciaga

nell'ultimo decennio: la sua ultima sfilata couture, prima di consegnare ufficialmente le chiavi della

maison a Pierpaolo Piccioli, lasciare Parigi e trasferirsi alla guida creativa di Gucci. «Sento che oggi è

come se mi svelassi al mondo», ha raccontato ridendo dietro le quinte, con indosso una felpa grigia

sbiadita, un berretto Balenciaga e pantaloni mimetici. «Non mi ero mai davvero mostrato così dopo le

mie sfilate. Ma questa volta sentivo di doverlo fare: lo dovevo ame stesso,a Balenciaga e a tutto quello

che abbiamo fatto qui in dieci anni. E sentivo che non avrei potuto fare di meglio di così».

In passerella, alla sfilata di Balenciaga, la community e le silhouette di Demna. Kim Kardashian

impersonava Elizabeth Taylor in Cat on a Hot Tin Roof, indossando i diamanti originali di Taylor.

Isabelle Huppert, ultra-parigina d'un certo livello, con una lady bag a mezz'asta su pantaloni neri e un

dolcevita couture scultoreo. La super model Eva Herzigova con un abito bustier in satin torquato e

fianchi imbottit

E mentre lo show - concepito, come ha detto Demna, come uno studio sui codici vestimentari

della "bourgeoisie" - proseguiva, tutte le persone che lavorano per Balenciaga, incluso il

direttore creativo, pronunciavano i loro nomi nella colonna sonora. È stato un sentito

ringraziamento personale a chi ha aiutato Demna nelle sue imprese tecniche: scolpire, modellare,

realizzare corsetti con maestria e consolidare l'architettura monumentale "addossata in avanti" delle sue

spalle in stile Nosferatu - in breve, creare l'inconfondibile marchio Demna che ha cambiato la moda

nell'ultimo decennio.
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Non sono mancati gli omaggi a Cristóbal Balenciaga. In particolare c'era un tailleur gonna ricamato

pied-de-poule in bianco e nero, copia di un capo del 1967, indossato da Danielle Slavik. Demna ha

raccontato che incontrare questa modella gli ha tolto ogni senso di "sindrome dell'impostore" nel

progettare per la casa del più grande couturier dei couturier. «Spesso sentivo di dovermi giustificare per

essere qui», ha detto. «Sembrava una battaglia e la gente non me l'ha resa facile. Poi ho incontrato

Danielle, che era stata la modella di fitting di Cristóbal Balenciaga, e da sola ha cambiato tutto. Mi ha

abbracciato, non solo dicendomi le cose più belle sul mio lavoro e la mia creatività e i legami che vedeva

tra me e Cristóbal Balenciaga, ma ha anche giustificato la mia presenza qui» .

Ma da Balenciaga non c'era mai stata moda maschile, tanto meno nella sala couture. Questa è

un'invenzione totalmente di Demna, basata soprattutto sull'elevazione degli archetipi del suo

guardaroba personale. Perciò, ovviamente, dovevano esserci i bomber oversize, i trench che sfiorano il

pavimento, le giacche da biker in pelle. Un punto di svolta, però: sebbene Demna non fosse mai stato

un fan del completo sartoriale, ha collaborato con un sarto napoletano per realizzare lo smoking nero

indossato da un bodybuilder che ha sfilato. La precisione della vestibilità "all'italiana" era tale da

diventare una meraviglia e ha usato lo stesso modello per tutti i completi da uomo della sfilata (da qui

le proporzioni "da nuotatore" indossate da suo marito).

Demna porterà questa sartoria italiana anche da Gucci? Lo scopriremo solo al suo debutto alla Fashion

Week di Milano. Per ora, il suo lavoro da Balenciaga è concluso. Riflettendo sul passato e sul futuro, ha

detto di sentirsi felice, come seavesse compiuto un'impresa quasi perfetta. «Avevo bisogno di integrare

molti codici Demna in questa maison per farla diventare l'azienda che è», ha riflettuto. «Era una

necessità. Questo ha dato forma al capitolo Demna da Balenciaga, un mix tra quell'eredità bellissima

ma un po' claustrofobica e il mio stile personale in evoluzione».

«E su Gucci che ne pensa?», qualcuno ha chiesto. «Per il mio prossimo capitolo, ho un gran lusso: ho

tanti codici diversi che in realtà non ho mai usato prima», ha sorriso. «E questo è ciò che mi entusiasma

molto».

Infine, la sua ultima parola è arrivata sulle foto pubblicate da Balenciaga, non dalla sala couture, ma

scattate per strada, fuori da negozi di valigie e ferramenta, lungo la Sennae davanti alla maison. «Parigi

è un posto che amo e odio», ha concluso. «Ho sentito nel cuore di voler rendere omaggio alla mia

Parigi - non quella vista magari dall'estero, ma la Parigi reale. E anche inserire la couture in quel

contesto. È stata una sfida, da quando sono arrivato qui. Volevo rendere la couture rilevante, metterla

nel contesto non del palazzo, non di questo salone meraviglioso - ma là, nella vita reale».
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Alexander McQueen, Broadway celebra lo

stilista: Luke Newton la star di Bridgerton il

protagonista

La prima ufficiale sarà il 9 settembre a New York: intanto l'attore ha postato sul

suo account Instagram foto del designer per ispirarsi sempre di più

di Federica Bandirali

In attesa dell'uscita della quarta stagione di «Bridgerton», in cui interpreta Colin Bridgerton, Luke

Newton vestirà i panni dello stilista Alexander McQueen, scomparso nel 2010. Dopo aver recitato sul

palcoscenico inglese, ne «Il Libro di Mormon» e più recentemente «La forma delle cose», è una nuova

avventura teatrale quella che attende l'attore.

Lo si vedrà poi nuova commedia di Darrah Cloud: «House of McQueen» alla Mansion at Hudson Yards,

aNew York; lo spettacolo sarà diretto da Sam Helfrich ed è prodotto da Lazes e Gary James McQueen,

nipote dello stilista, anche direttore artistico. Avendo appenaterminato le riprese della quarta stagione

di «Bridgerton» e del thriller fantascientifico «White Mars» con Lucy Hale, Luke Newton sta vedendo

la sua carriera decollare in diversi ambiti artistici. I produttori dello spettacolo teatrale «House of

McQueen» sono particolarmente contenti di averlo scelto per interpretare il ruolo di uno dei mostri sacri

della moda.

«È con grande piacere che annunciamo la partecipazione di Luke ad "House of McQueen"» ha detto a

Deadline il produttore esecutivo Rick Lazes. «Non riusciamo pensare a nessunoche possaraccontare la

storia di Lee meglio di questo incredibile e impressionante multi-attore», ha aggiunto. Non appena è

stato fatto l'annuncio, l'attore non ha mancato di pubblicare diverse foto dello stilista scomparso sulla

suapagina Instagram.
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SabinaBelli, CEOdePomellato

FAUT QU’ON ENFINISSE

AVEC CETTECONDESCENDANCE

MAQUILLÉE EN GALANTERIE !»
Après avoir fait sesarmeschezGiorgio Armani, Christian Dior, ou encore
Bulgari, cette Italienne au parcours international dirige depuis 2015 la
maison milanaise Pomellato, devenuesousson impulsion un acteurmajeur

joaillerie tnde l'initiative PomellatoforWomen,de la contemporaine.
elle donnevoix aux femmes, avec style etdétermination.

VousêtesCEO d'une maison de luxe. Quelle

estvotre missionauquotidien ?

SaBINABELLI : Mon rôle premierestdegénérer

dela valeur pour l’entreprise, de piloter sastratégie,

sondéveloppement,sa croissance à l’international.
etre une femme ne changerien à cette exigence

business.Mais je dirige aussiune entreprise faite

d’humainset je mesensprofondémentresponsable
de leur bien-être. Je veux qu’ils évoluentdans un
environnementsûr, épanouissant,qui leur permette

de grandir. Cela demande du temps, de l’écoute,
et une vraie attention à leurs rêves et priorités

personnelles.

Commentdéfinissez-vousvotre style de

leadership?
S.B. : Je crois enun leadershipexigeantmais

profondémenthumain.Diriger une maisonde luxe,

c’est travailler dans l’extraordinaire, dans le détail,

dansl’émotion.Mais cestaussiunechargementale

importante,surtoutpourunefemme.Il faut porter
uneimage,maintenir uneexcellenceconstante,tout

engérantunevie privée parfois très dense. Cequ’on
attendd'une femme CEO dépassesouvent ce qu’on
attendd’un homme. Il y a unniveaudexemplarité

implicite, parfois pesant,auquelje choisis de

répondresansrenoncer à ma sincérité.

Etvotre façon demanager?
S.B. : Je crois au managementpar laconfiance.

Jedonne beaucoupd’autonomieà meséquipes.Je

crois aussiau collectif, à l’idée que l’intelligence se

construit ensemble.Et je reste très à l’écoute, cest

essentielpour avancerdansun monde qui bouge

vite.

Vous êtesaujourd'hui l'une desraresfemmes

à diriger une maison dejoaillerie de cette

envergure. Voyez-vous cela comme un
accomplissementféminin ?

S.B. : Pour être honnête, je ne voyais pas ça

commeunexploit. Pour moi,c’était simplement le

résultat logique d’un parcoursprofessionnel,celui

dequelqu’un qui travaille, qui avance,qui prend
des responsabilités.A l’époque, je ne voulais pas
entrer dans des considérations sur la différence

entre leshommes et les femmes,ce n’était pasun

sujet qui m’intéressait.Mais plusj'avançais,plus je

réalisais que ça l’était pour d’autres, surtout pour
les jeunesfemmes.Elles meposaientdesquestions,

cherchaient des repères.Et c’est à ce moment-là

que j’ai compris qu’il fallait en parler, qu’il fallait

prendre la parole sur ce sujet. Parce qu’en réalité,

ça compte.

Depuisvotre arrivéeà la tête de Pomellato il

y a dix ans,comment avez-voustransformé
la maison tout en respectantson héritage
milanais?

S.B. : Quand je suisarrivée, mon premier

objectif a été de respecter profondément l’ADN
de la maison: sonancragemilanais, saculture du

design,son artisanat joaillier. Pomellato est une
maison italiennetrès féminine, mais aussi libre dans

sa manièrede penserlajoaillerie. Cette liberté m’a
donnéla possibilitéde dirigerautrement,ensortant

des codestraditionnels du luxe : on oseplus, on

parle vrai, onconstruit une forme d’excellencequi

estmoins figée, plus instinctive. Je n’ai pascherché

à tout bouleverser,mais à renforcer ce qui faisait

déjà sa force : la couleur, l’audace, la sensualité.Jai
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aussi voulu apporter une voix plus moderneet

inclusive. Nous avonsainsi élarginos engagements,

notammentautour de la placedes femmes, de la

durabilitéet delavalorisationdu savoir-faire local.

Lidée était de rester fidèle àl’esprit Pomellato tout

en le projetantdansles enjeuxcontemporains.

Commentdirige-t-on unemaisoncomme
celle-là à l'international ?

S.B. : Cela exigebeaucoupd’agilité. Il faut rester
fidèle ànotre ADN milanais dansnos designs,
notre liberté et notreexpressivité, tout enveillant
à ce que cette identité parle à des clients très

différents,partout dansle monde. On n’impose

pasunevision depuis Milan ou Paris. On échange

avecles marchés,on apprend,on adapte.Mon rôle

est demaintenir une cohérenceglobaletout en

laissantunevraiesouplesselocale.

Vous avezfait le choix de l'or éthique bien

avant quece soitunenorme.Pourquoicet
engagement?

S.B. : Nous faisons partie du groupeKering,

qui est pionnier sur ces sujets. Il y a une forte

responsabilité dans notre secteur, notammentà

causede l’impact environnementaldes industries

minières.Nous avons donc fait de léthique un
pilier fondamental de notre stratégie. L’intégralité
de nos bijoux est fabriquée avec de l’or et des

diamantséthiques,dansdesconditionsde travail

respectueuses.Cela nous connecteà quelque
chose deplusgrandque nous etdonnedu sensà

ce quenous produisons.On nepeutpasprétendre
aimerla beautési on nerespectepaslaplanète. Ce

sont des choix qui, aujourd’hui, deviennentdes

marqueursdedifférenciation. Maisils sontd’abord
nés d’une conviction : nous devons réduire notre

empreinte,agir concrètement.Le luxe ne peutplus

êtredéconnectédu monde. Nosclientes veulent de

la beauté, mais aussidesvaleurs. C’est cettedouble

exigence qui guide toutes nosdécisions.

Pouvez-vousnous parler de l’initiative
Pomellato for Women?

S.B.: Pomellatofor Womenest unprojetqu’on
a lancéparce qu’on avait enviede donner laparole à

desfemmes, demettreen lumière des trajectoires,
deshistoires, desdiscours quicomptent.On sentait

qu’il manquait un espacepourparler franchement

desfemmes, deleursparcours,de leurscombats. a
lépoque,dansle luxe,personnene prenaitvraiment
la parolesurcessujets. Ona voulucréerquelque
chose d’utile, de sincère. En 2025, on a porté une

campagneforte avecJaneFonda,AmericaFerrera,

LauraHarrier : desvoix puissantes. Et derrièreça,
il ya desactionsconcrètes: onsoutientleCADMI

àMilan, qui aide les femmes victimesde violences,

et FreeFromà Los Angeles, qui les accompagne

vers plusd’autonomie. L’idée, c’est d’agir, pasjuste

de parler.

avez-vousle sentimentquel'on attendautre
chosed'unefemmeCEO?

S.B. : Oui, bien sûr. On projette beaucoup

sur une femmedirigeante : on veut qu’elle soit

performante,mais aussi bienveillante, forte,

mais sansarrogance.Ce sontdes attentesparfois

contradictoires. Il faut apprendreà naviguer là-

dedans, sansse perdre.

Justement,quelsstéréotypesou clichésvous

agacentle plusdansvotre position ?

S.B. : Celui de la femmeparfaite: celle qui se
lève à65h, fait du yoga, élèvesesenfants, dirige une

entreprise,reste impeccable et rayonnante. C’est
unepressionénorme,irréaliste. Ce double standard

neconcernejamaisles hommes.Un hommea un
costume et deux chemises, cela suffit, alors qu’une
femmedoit gérersesvalises,sestenues,sonimage,

sachargementale.. Et quandune femme s’affirme,

on la juge « hystérique ». Il faut qu’on en finisse

aveccettecondescendancemaquillée en galanterie.

Quel regard portez-vous sur l’avenir du

leadership féminin ?

S.B. : Je suis optimiste. Il y a une nouvelle

génération qui arrive, avecd’autresattentes, d’autres
codes.Mais il faut restervigilants : le luxe évolue,

la sociétéchangevite, et nous devonstoujours

adapternotre manièredediriger, sanstrahir nos
convictions. J’espèrequ’un jour, on neposeraplus

la question « comment êtreune femme CEO », mais

simplement « comment être un bon leader ».©

JERYYU
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Lopulence à l’italienne
Cascadedechaînes

enpierresfineschez

Pomellato,fermoir
desacenoretdiamants
chezBuccellati, bagues
cocktail entopazebrun
chezFendi : la luxuriance
desmarques
transalpinesamarqué
les collections dehaute

joaillerie présentées
àParisdu7au10 juillet

S
pécialistes londoniens du dia-

mant (Graff, David Morris),
mastodonteslocaux (Cartier,
Chanel) ou indépendants asia-

tiques (Anna Hu, Serendipity) : Paris

attire, durant la semaine de la haute

couture, quantité de marquesvenant
dévoiler leurs derniers crus dehaute
joaillerie. Mais cette saison, parmi la
diversité de propositions exhibéesdu
lundi7 auvendredi 10juillet, les griffes
italiennessortentdu lot.

De Repossi, maisonturinoise qui
perpétue un design sculptural, en li-

gnes et spirales, à Damiani, fondée

en1924,qui déploie une collection en
écho aux paysagessardesou toscans,
le spectreestlarge. Sansmême parler
de Dolce & Gabbana,qui présentera,
dimanche 13 juillet, à Rome, devant

450de ses meilleurs clients,une collec-

tion qui promet baroque, racinesanti-

ques
et folklore catholique.

A quoi tient le style par-delà les Al-

pes ? En joaillerie, il peut heurter le

goût du puriste parisien. Les gemmes
sontvolumineuses et souvent taillées
en cabochon; les colliers s’affirment
en volume; l’allure est volontiers

m’as-tu-vu. Reste que des nuances
existentavec, historiquement, une op-

position entre Rome et Milan, l’exces-
sive et labourgeoise.

Bulgari seveut, par exemple, la quin-

tessence de la romanité. Après avoir

inauguré, en mai, une collection plé-

thorique autour decompositions mul-
ticolores tapageuses, la maison de

LVMH révèle quelquesnouveautés en

de teintesde la pierre (groseille, tur-

quoise, citron vert), elle valorise les

points forts deBulgari : le tubogas (une
maille d’or soupletubulaire), les cabo-

chons bombéscomme desconfiseries,
les clins d’œil àl’architecture (destour-

malines pain-de-sucre rappelant les
dômesde la capitale).

«Rome est la ville des extrêmes: y
cohabitent l'artificiel et l’authentique,
le spectaculaireet le spirituel », analyse
Delfina DelettrezFendi, responsable
des lignes bijoux de Fendi depuis
2020.Alors que la marque, également
souspavillon LVMH, ne s’aventure
que depuis 2023 en haute joaillerie,

elle réussit des parures graphiques,
volumineuses sans être indigestes.
Outre desbaguescocktail twistées aux
tons de soleil couchant (saphir jaune
ou topaze brun) ou un ras-de-couen
traits nets inspirésparles 135 marches

de la placed'Espagne,elle imagine des

colliers courbesen écho aux jets et

aux arcades des fontaines. « Depuis
mon enfance,ellesfont partie demon
quotidien. A Rome, il y ena davantage
qued’églises!» Pour le centenaire de

Fendi, en 2025, l’apogéeseveutun col-

lier à pampilles aux 100diamants jau-

nes en poire, frappé d’un autre, cen-

tral, qu’un lapidaire a taillé afin qu’il
soit de20,25 caratsprécisément.

Côté milanais, Vhernier, griffe répu-

tée pour ses bijoux architecturés,
lancepour la première fois une collec-

tion de haute joaillerie. «L’élégance mi-

lanaise seveut raffinée, avecdeslignes
épurées, sobres, mais très étudiées»,

la

Stylisé d’aprèsla carapaced’un pango-

lin, le motif, déclinéencolliers,bagues
et boucles d'oreilles, fait beaucoup
d’effet, structuré comme uneenfilade
de morceauxd’or, de titane ou d’alu-
minium pavés de saphirs,ou de dia-

mants blancs ou jaunes. «Nous avons
faitfabriquer cettegammeparnos ate-

liers habituels,ce qui a poussélesarti-

sans à se surpasser,avec la fierté du
“fait en Italie"», souligne Isabella Tra-

glio, dont la famille a cédéla marque,
en 2024, à Richemont.

Autre entité milanaise du groupe
suisse,Buccellati renoue avec une tra-

dition. «Lors de notre rétrospective à

Venise, en12024, des visiteurs ont redé-

couvert les archives desacsà main em-

pierrés que nous vendionsdèsnos dé-

buts, dansles années1920, époqueoù il

étaitdebongoûtd'enporterunpour al-

ler voir un opéra à la Scala.», explique
AndreaBuccellati.

Cette saison, le directeur créatif a
donc fait façonner trois sacsultrapré-
cieux auglamourvintage, pratique in-

terrompue depuis 2016: une bourse
noire au fermoir arqué enor piqué de
diamants et tourmalines, un sacsphé-

rique entouré d’une ligne de festons
pavés,unebourseenveloursvert forêt
brodéde petites fleurs d’or. « Leplus dif-

ficilea étéde trouverdesartisansencore
capablesde telles prouesses,raconte
Andrea Buccellati.J’aifini pardénicher

à Milan un octogénairequi avait hérité
descompétencesdeson père. »

Facettageasymétrique
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nue à parfaire un vocabulaire sédui-

sant, fait de chaînes à gros maillons

variés et mélangés (forçat, zig-zag, jase-

ron..) et de pierres fines renflées,

taillées en cabochon ou à facettage asy-

métrique. Ici, des chaînes dévalent en

cascade des manchettes et ras-de-cou

en jettent avec leurs maillons éblouis-

sants; ; des boucles d’oreilles chamar-

rées surprennent, avec leurs tanzani-

tes ou rubellites lisses et ovales.

En tombant, dans les archives de Po-

mellato, sur des colliers en or et corde

de soie de 1984, Vincenzo Castaldo a eu

envie de ranimer ce mélange entre mé-

tal et textile. Pour cela, il a proposé une
collaboration au cousin italien Gucci.

Sur le papier, les lignes abstraites et se-

venties du joailliernee ont peu à

voir avec le baroque du maroquinier
florentin. Mais la demi-douzaine de

pièces cosignées (colliers, bracelets,

pochette) vaut néanmoins le coup
d’œil. Formé autour d’une corde en

cuir et d’un mousqueton en titane ou
en or rose, parfois pavé de diamants, le

résultat s’avère visuellement mar-

quant et bien exécuté. Et, à l’heure où
Gucci espère se relancer avec l’arrivée
du designer Demna, cette coopération

inattendue peut aussi se lire comme

une façon, pour deux marques de luxe

de la maison mère Kering, de se serrer

les coudes. En Italie comme ailleurs,

l’union fait la force

VALENTIN PÉREZ

Chez Bulgari,

les cabochons

sont bombés

comme

des confiseries

Collier anniversaire Eaux d’artifice, Fendi. FENDI

Tous droits de reproduction réservés

PAYS : France 

PAGE(S) : 21

SURFACE : 53 %

PERIODICITE : Quotidien

DIFFUSION : 275310

JOURNALISTE : Valentin Pérez

11 juillet 2025 - N°25046

Page  33



(3/3)  KERING - LUXE

Chaîne zig-zag Suprême, collection 1967, Pomellato. POMELLATO
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ENTREPRISES
LVMH renforce les capacités de production
de Thélios, sa division optique
La filiale de LVMH double

la taille de son usine

de Longarone, en Vénétie.

Avec Kering Eyewear

et Thélios, les géants

du luxe concurrencent

de plus en plus les

lunetiers traditionnels.

Les lunettes confirment chaque

jour leur statut d’accessoire de

mode. Et elles sont d’autant plus

stratégiques pour les groupes de

luxe qu’elles pourraient, dans leur

version connectée, supplanter les

smartphones. Kering et LVMH, les

deux groupes français de luxe,

multiplient les investissements

dans la conception et la fabrication

de montures pour leurs marques.

Jeudi au nord de l’Italie, au cœur

des Dolomites, à 100 kilomètres de

Venise, dans la région de la lunette-

rie italienne, Thélios, la filiale de

LVMH (propriétaire des «Echos »),

a inauguré une manufacture de

20.000 m 2 dédiée aux montures

métalliques.

Ce site de production setrouve à

côté d’un autre atelier de la même

taille consacré, lui, aux montures

en acétate. Au total, Thélios double

à Longarone sa capacité de pro-

duction avec 1.300 employés.

« Longarone est en train de devenir

le cœur de notre vision indus-

trielle », a déclaré Alessandro

Zanardo, directeur général de

Thélios.

Rachat de marques
L’inauguration de la nouvelle

usine de Thélios fait figure de sym-

bole dans le secteur. La filiale de

LVMH a racheté la fabrique et

repris 250 de ses employés à Safilo,

l’un des grands fabricants italiens

de lunettes derrière Luxottica.

Safilo produisait jusqu’en 2020

sous licence les lunettes Dior. Avec

les autres marques de LVMH

(Celine, Givenchy, Fendi), Dior

représentait 200 millions de chif-

fre d’affaires pour un groupe dont

les revenus se situaient alors à

environ 1 milliard d’euros.
Safilo a dû se restructurer, ven-

dre des usines et se reconstruire

autour de ses marques propres

comme Carrera. Thélios est

devenu un vrai concurrent en con-

cevant et produisant pour un

grand nombre de marques de

LVMH – Dior, Fendi, Celine, Given-

chy, Loewe, Stella McCartney,

Kenzo, Berluti, Bulgari, TAG Heuer

et Fred. Et en rachetant deux autres

marques, la californienne Barton

Perreira et le français Vuarnet qui

possède sa propre manufacture à

Meaux, en Seine-et-Marne.

Kering Eyewear

avec Richemont
LVMH ne communique pas le chif-

fre d’affaires de Thélios. Les

experts estiment qu’il approche les

500 millions d’euros avec plus de

4 millions de montures par an.

Kering Eyewear publie pour sapart

le chiffre de 1,6 milliard pour

l’année 2024, soit près du double

des ventes de Safilo.

Fondée comme une start-up

en 2015, Kering Eyewear a connu

une croissance rapide avec un por-

tefeuille de 14marques dont Gucci,

Saint Laurent, Chloé ou Balen-

ciaga. L’activité de Kering Eyewear

prend de l’envergure dès 2017

quand le groupe Richemont prend

une participation au capital et

apporte les lunettes Cartier avec sa

manufacture de Sucy-en-Brie dans

le Val-de-Marne. La division opti-

que de Kering rachètera en 2021 le

danois Lindberg et en 2022 l’améri-
cain Maui. Elle ouvrira un centre

logistique en 2019 à Vescovana en

Vénétie.

Kering Eyewear a posé son siège

peu après sa création et avant son

installation dans un immeuble de

Milan à la Villa Zaguri, à quelques

kilomètres de Padoue, à un jet de

pierre des locaux de Safilo. Le

même Safilo auquel la filiale du

groupe de la famille Pinault a

racheté il y a un mois Lenti, un spé-

cialiste des verres solaires installé

à Bergame.

Quelques mois auparavant,

Kering Eyewear avait repris Visard

et investi dans une participation

minoritaire dans Mistral, deux

lunetiers eux aussi installés dans

la région de Venise. Petit à petit, les

géants du luxe grignotent le terri-

toire des anciens princes de la

lunette. — P.B.
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Hermès Family Tops French Rich List

Hermès CEO Axel Dumas Courtesy of Hermès

PARIS — The Hermès family now possesses the biggest fortune in France, according to
French magazine Challenges, which published its latest list of the country’s biggest
professional fortunes Thursday.

Bernard Arnault, chairman and chief executive officer of LVMH Moët Hennessy Louis
Vuitton, and his family, which had held the top spot since 2017, came in second place.

The Wertheimer family, owners of Chanel, remained number three on the list, meaning
France’s wealthiest business empires remain in the realm of its luxury titans, despite a
tough ride for the sector over the past year.

According to Challenges — in which LVMH is a stakeholder — Arnault’s fortune dropped
38 percent last year to 116.7 billion euros, its lowest level since 2020. The company’s
stock performance — and that of other luxury players — has been buffeted by
uncertainty over Trump’s tariffs, a slowdown in China and lackluster trading.

The Wertheimer family, the Pinault family that controls Kering, and L’Oréal’s
Bettencourt-Meyers dynasty have also suffered from the global context.

Hermès, meanwhile, has benefited from what the magazine described as its “pricing
power,” the capacity to increase prices without losing consumers. The leather-goods
specialist now has a market capitalization of 245 billion euros, meaning the company’s
founding family, which owns two-thirds of its capital, now has a fortune estimated at
163.4 billion euros, up 5 percent year-on-year. It is the first time they have topped the
list, which was started 30 years ago and now features 145 billionaires, compared with 16
in its first edition.

Luxury’s titans are not the only ones to have suffered from the extreme volatility of recent
months. The total fortune of France’s richest dropped 100 billion euros year-on-year, to
1.13 trillion euros, according to Challenges.

Luxury’s biggest listed companies will publish results for the second quarter in the
coming weeks — LVMH on July 24, Kering on July 29 and Hermès on July 30. As
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reported, the former saw sales down 2 percent in the first three months of 2025, while
Hermès revenues were up 7.2 percent.

Representatives of LVMH and Hermès did not immediately respond to requests for
comment.
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ENTREPRISES
La nécessaire réinvention du fabricant
de lunettes italien Safilo
LUXE

Au troisième rang
du secteur, le groupe
a perdu il y a quelques

années les licences
des grandes marques
de luxe de LVMH
et de Kering qui
ont créé leur propre
division d’optique.

Un coup dur qui
l’a obligé à se reposi-

tionner sur le segment
premium et les
marques en propre.

Philippe Bertrand (à Padoue)

Le calendrier écrit l’histoire de

l’industrie de l’optique. Le 10 juillet,

Thélios, la filiale de fabrication de

lunettes de LVMH (propriétaire des

« Echos »), a inauguré une nouvelle

usine à Longarone, au nord de

Venise. Le site de production de

montures a été racheté au fabricant

italien Safilo qui, quelques jours

plus tôt, a confirmé devant la presse

sa nouvelle stratégie.

Le groupe f o n d é e n 19 3 4 à

Padoue, au cœur de la région de la

lunetterie, achève le retournement

qu’il a débuté en 2020. En plein

cœur de la crise du Covid, Safilo s’est
vu retirer la licence Dior par LVMH

qui bascule alors la fabrication des

lunettes de son empire du luxe vers

la filiale Thélios, créée en 2017. Les

lunettes Dior constituaient les

meilleures ventes de Safilo.

Départ de Gucci et Dior

Quatre ans auparavant, en 2016,

l’entreprise avait perdu la licence

Gucci. Le propriétaire de la mar-

que, Kering, était devenu lunetier

en 2014 avec la fondation de Kering

Eyewear. Sans Dior et Gucci, Safilo

perdait son statut de sous-traitant

des lunettes de luxe.

« Cela a été le début d’un long

voyage », résume le directeur géné-

ral Angelo Trocchia. Un chemin de

redressement : le chiffre d’affaires
est tombé de 1,3 milliard d’euros
en 2015 à 962 millions en 2018,

l’année de son arrivée de chez Unile-

ver. La licence Gucci générait à elle

seule 20 % des ventes de Safilo. Les

seules licences du groupe LVMH,

Dior mais aussi Celine, Givenchy,

Fendi, représentaient 200 millions

d’euros de chiffre d’affaires.
Les ventes ont de nouveau atteint

la barre du milliard d’euros en 2022

avant de se stabiliser à 993 millions

en 2024. Entre-temps, le résultat

net de l’entreprise passait d’une
perte de 53 millions en 2015 à un

gain de 34 millions en 2024. Le luxe

ne payait pas tant que cela malgré

des marges à deux chiffres pour le

fabricant. Loin derrière Essilor-

Luxottica et ses 26 milliards de chif-

fre d’affaires (avec les verres d’Essi-
lor), Safilo a vite vu Kering Eyewear

le dépasser en termes de ventes et

Thélios serapprocher de lui. Kering

Eyewear réalise 1,6 milliard d’euros
de chiffre d’affaires, Thélios environ

500 millions. Avec le soutien de son

premier actionnaire, le fonds fami-

lial hollandais HAL qui détient la

moitié du capital devant la société

d’investissement française BDL

Capital Management (15 %), et au

gré de deux augmentations de capi-

tal (150 millions en 2018 et 135 mil-

lions en 2021), Safilo, coté à la

Bourse de Milan, a modifié son

positionnement.

Marques détenues

en propre

« Le marché mondial de l’optique
pèse environ 18 milliards d’euros e

valeur de gros [62 milliards en

valeur au détail, NDLR]. Le luxe

représente environ 4 milliards et le

marché de masse 4 milliards aussi.

Le segment premium, avec desmon-

tures qui ne dépassent pas les

250 euros de prix de vente, c’est
10 milliards. C’est sur ce cœur de

marché que nous nous sommes posi-

tionnés », explique Angelo Troc-

chia. Safilo n’a pas déserté le luxe

avec des licences comme Isabel

Marant, Etro, Boss ou Missoni,

mais le cœur de son activité est

désormais constitué par des mar-

ques haut de gamme comme Car-

rera, David Beckham, Levi’s ou

Tommy Hilfiger.

Plusieurs labels d’entrée de

gamme (mais jamais au-dessous

d’un prix de vente de 80 euros la

paire de lunettes), Polaroid ou Blen-

ders, offrent un complément aux

100.000 détaillants et opticiens

clients du groupe dans 70 pays à tra-

vers le monde. Le groupe a rééquili-

bré ses collections entre l’homme et

la femme (qui reste à développer, les

lunettes femmes représentant

60 % du marché mondial), le solaire

et l’optique. La marque Carrera, née

dans le sport auto et le ski avec des

verres solaires et des masques, par

exemple, a étendu son offre à des

montures optiques et des lunettes

pour les femmes.

La perte des grandes licences du

luxe a entraîné un autre rééquili-

brage entre les marques détenues

en propre et les licences. Carrera,

Polaroid, David Beckham (par le
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biais d’une licence perpétuelle),

Blenders et Smith (un spécialiste

américain des masques de ski et des

lunettes de sport d’extérieur) génè-

rent la moitié des ventes. « Nous sou-

haitons attirer d’autres licences

comme Carolina Herrera ou Victoria

Beckham qui vient de nous rejoindre.

Mais nous sommes ouverts à des

acquisitions », explique le directeur

général. « Nous ne sommes plus

obsédés par le luxe. Nous sommes

obsédés par les opportunités », résu-

me-t-il en précisant qu’avec à peine

80 millions de dette, Safilo peut

lever l’argent de ses ambitions.

La restructuration est aussi pas-

séepar un ajustement du parc d’usi-
nes. Celle de Longarone a été cédée

à Thélios. Une autre, à Marti-

gnacco, près de Bergame, a été ven-

due à Ivision. Un atelier à Bergame,

spécialisé dans les verres solaires et

exploité par la société Lenti a quitté

le giron de Safilo pour rejoindre

Kering Eyewear. Safilo ne possède

plus que trois sites de production :

l’un à côté de Padoue, un autre aux

Etats-Unis dans l’Utah et un dernier

à Suzhou en Chine.

Des sous-traitants en Chine assu-

rent 60 % des 30 à 35 millions de

lunettes produites chaque année.

En ajoutant l’usine de Suzhou, la

production est à 70 % chinoise, con-

tre 10 % pour l’Italie, 10 % pour les

Etats-Unis et 10 % pour le reste de

l’Asie du Sud-Est. La création reste,

elle, maison avec cinq sites : le siège

de Padoue, Milan, New York, Port-

land et Hong Kong.

Tests avec Amazon

La dernière phase de la réorganisa-

tion menée par le directeur général

Angelo Trocchia fait prendre le

virage numérique à Safilo. Les col-

lections ont été digitalisées. Des sites

marchands ont été ouverts pour les

marques maison. Ils engendrent

16% des ventes du groupe.

Un autre site consacré aux clients

professionnels a été créé. Un accord

a été signé avec Salesforce. Une base

de données client a été constituée.

Des tests de lunettes connectées

(sans caméra) ont été lancés avec

Amazon et son assistant Alexa. Un

système d’essai virtuel des montu-

res a été développé. Le service

après-vente s’active désormais par

simple envoi d’une photo du pro-

duit cassé.

Sur le plan commercial, les

efforts ont été concentrés sur

l’Amérique du Nord et l’Europe qui

représentent chacune 40 %des ven-

tes. « Notre philosophie, complète le

directeur général, c’est de laisser cha-

que pays décider de sa propre straté-

gie commerciale afin de coller à la

demande locale. » C’est ainsi qu’en
France, Safilo ne distribue que

13 marques sur les 30 du groupe.

« Nous pensons que la consolida-

tion se poursuivra dans le monde de

l’optique. Nous serons très actifs »,

promet Angelo Trocchia qui consi-

dère que la base du « nouveau

Safilo » qu’il a construit est solide.

L’avenir le dira. Une chose est sûre :

le vieillissement de la population et

l’épidémie de myopie assurent la

croissance du marché mondial. n

« Le segment

premium, avec

des montures
qui ne dépassent

pas les 250 euros

de prix de vente,

c’est 10 milliards

d’euros. C’est
sur ce cœur de

marché que nous
nous sommes

positionnés. »
ANGELOTROCCHIA

Directeur général deSafilo

Le cœur de l’activité
de Safilo est

désormais constitué

par des marques haut

de gamme comme

Carrera, David

Beckham ou Levi’s.

Le résultat net de Safilo est passé d’une perte de 53 millions d’euros en 2015 à un gain de 34 millions en 2024. Photo ZCVA/Wenn.com/Sipa
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ACCESSORIES

Thélios ExpandsEyewearManufacturingHub
The group is strengthening
its eyewearmanufacturing

capabilitiesand fostering

growth opportunities for its

luxury portfolio underLVMH.

BY LUISA ZARGANI

LONGARONE, Italy — “This isa win-win

situation,”saidToniBelloni, president
of LVMH Italy, at the inaugurationon

Thursdayof thenew industrialfacility of

eyewearfirm Thélios.
Locatedin Longarone,in theheart of

Italy’s eyewear manufacturinghub,the
plant allows Thélios to “fully controla key

technologyfor the sector,as well asquality
andtime-to-market,”chief executive

officer AlessandroZanardosaidproudly.
This wasachievedby acquiringaformer

Safilo plant andabsorbingaround250
employeeswith experiencein developing
metal frames. This facility is locateda few
feetawayfrom theManifatturaThélios

plantinauguratedin 2018 anddedicatedto
acetateframes.

“We usedto buy themetallic

componentsfrom localsuppliersbu when

we feltwe had thenecessarymaturity to
addthe differentphasesof development,
we startedthinking aboutsettingupanew

factory.Thenthis opportunity to havean
integratedcampusaroseandrather than

startingfrom scratch,we incorporated

part of the Safiloworkerswho were
alreadyskilled in developingmetal frames,
allowing them to keep their jobs,” said

Belloni hencethe win-win comment.
Sevenyearsago, Thélios wasestablished

“with aclear strategy, to createa pole of

excellencesaspart of anambitiousand
long-term, sustainable project,” Zanardo

said.Theunveilingof itsnewproduction

facility in Longaroneis amajor step for the

eyewearmanufacturinggroup.
At the sametime, Belloni notedthat

Thélios still works with around200
factoriesandsmall companiesin the

territory. “In noneof oursectorswe have

the ambitionto doeverythingourselves.

Being exposedto changeanddifferent

suppliersis agreatsourceof innovationand

technological know-how, alsobecausethese

artisans havea greatexnerience » he said.

Thélios is controlledby LVMH Moët

HennessyLouis Vuitton andproduces
collectionsfor Dior, Fendi, Celine,

Givenchy,Loewe,Kenzo,Berluti, Bulgari,

TagHeuer,FredandStellaMcCartney. It

The business “is more consolidated

now,” said Belloni, bu the Thélios

portfolio of brands“all havegrowth
opportunitiesandthis industrialstructure
andtheprogressiveintegrationwill allow

usto grow in thenextyears.”
Bellonisaid10million euroswere

investedin the acquisitionofthe plant,
which wasrestructuredover thepast
11 months,makingit more functional
andmoremodern,with greeneryand

convivial spaces.Machinesandrobots

were acquiredbu the artisans remain
fundamental,he remarked.

“Quality-control requires400to 500

checksby oneperson,so weare investing
in digital technologythat will simplify
this job, bu the artisanwill alwayshave
the lastword,” hesaid. “It’s appealing to

seehow theexistingcanbeenhancedby
innovation.”

Théliosnow has1,300employeesin
Longarone.

Asked about anincreasedandpotential
shift into the ophthalmic,technicalor
medicalsegments,Zanardosaidthat,
while the brandsproducedby Thélios were
initially “morefocusedon sunglassesin

an organicway giventheir fashionnature,
andthesecontinuetobe very important,
manymaisonsare now realizingthe
relevanceof optical as arepresentation
of their creativeuniverse.”In additionto
being morenecessaryasthepopulation

agesand is exposedto digital devices,

ophthalmicglassesarebecomingmore
fashionableas customersoftenhavetwo or
threepairsandchangethem dependingon
the moment,heremarked.

Tag Heuer,whichThéliosbeganto

produceand distribute lastyear,is by its

nature more technicalandwill likelybe
further exnloredin the optical segment,
he added.

As for “med/tech, it’s a very interesting
developmentthat must be observed

and showshow eyewearis asectorin
continuousevolutionandwith room for

explorationthat wasunthinkableuntil very
recently.It givesus greatconfidencefor
the future,” Zanardosaid.

Both theexecutiveandBelloni saidthe
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thedevelopmentof VuarnetandBarton

Perreira,withouteyeingadditionallicenses

or acquisitions.Belloni hinted thatTiffany

& co., controlledby LVMH, could bean
interestingaddition,althoughthat license
with EssilorLuxotticadoesnot expireuntil

2027.Pucci, for example,is still produced
by Marcolin. Zanardo pointed outthat it’s
up to eachbrand to decidewhetherto
join Thélios or not, which is “a sourceof

pride,” he admitted.
“The opportunitiesare different, each

brand is complementaryandthere is no
overlap,whichhelpsto strengthenour
portfolio, but eachneedsour time and our
resources,”Zanardo said.

Theinvestmentin Thélios reflectsthe
commitmentof LVMH to the six Italian

brandsit controls,andin Italy, whereit has
280stores,66 productionsitesand18,000
employees,Belloni said.Headmittedthis

wasamomentof uncertaintyso he stayed

awayfrom any short-termforecast, bu
saidhewas “extremelyconfidentin the
demandfor high-qualityproductsin the

medium- to long-term,” andthat “the
contextwasright for the developmentof

the industry in Italy.”
After openingthreemajorboutiques

onVia Montenapoleonefor Louis Vuitton,

Bulgari andTiffany, Belloni saidFendi, Dior
andCeline stores areupnextin Milan and
thatLoro Pianais buildinga newindustrial

complexin Ghemme,in Piedmont.

The new Thélios
industrial facility.
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Here and below:Eyewearproduction atThélios.
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EXCLUSIVE

‘Puig, Homeof Creativity' Book Celebrates
TheCompany's110-PlusYears

Publishedby Rizzoli,

thetomewill be sold starting

Sept. 2 in selectbookstores.
BY JENNIFER WEIL

PARIS – Puigis celebratingits morethan
110 yearsof existencewith anewbook,
called“Puig, Home ofCreativity.”

The148-pagetomepublishedby Rizzoli

will besoldin selectbookstoresstarting
Sept.2. It focusesonthelegacy, values
andbrandsthatcomprisethe company
foundedby the Puig family, as well as a
snapshotof the group’spresentandfuture.

“In thelast few yearswe havebeen
forcedto talkmoreaboutPuigthan

just thebrandsthat we have underour
umbrella,” explainedMarc Puig,chairman
andchiefexecutiveofficer of the company.
Thatwasparticularlytrue sincethe group
wentpublic in May 2024.

“When the 110-yearanniversary
arrived,we felt that manyof the stories
andthingsthathad happenedover the

lastdecadewere worth putting in black

andwhite,” he said,addingthis was
important for the world – as well as

companyemployees– to see.
“It’s a good reflection of the essenceof

who we are,” the executive said. “Puig,
Home of Creativity” wasfashionedto
reflect the company’s spirit. It is also

meantto complementthe bookPuig
publishedto mark itscentenary,called

“Puig, 100 Yearsof a Family Business.”
“The 100-year anniversary was an

homageto the secondgeneration,”said

Puig. At the time, threeof thefour of the

family memberswho madethatup were
still alive. Bu by today, all of them have

passedaway.
“This book is more alegacy for the

next generation, becausen1ow we’re
transitioning,from the family point
of view, from the third to the fourth

generation,” saidPuig. “This book is a
platform ofwherewe aregoing.”

Thecompany– with fashionand

beautybrandsincluding Rabanne,
CarolinaHerrera,Dries Van Notenand

JeanPaul Gaultier– hasbeendeveloping

strongly. Last year Puig’s sales were 4.79

billion euros. Its productsaresold in over
150 countries.

Puighasgrownits worldwidemarket
shareof fragrancesfrom 3 percentto more
than 10 percent.

proposeideas that broke the molds,” said

Puig, explainingthathasbeenin termsof
productsandstorytelling. “We createthe
environmentfor peopleto beableto grow
andtakerisks.

“‘Home of Creativity’ was agood way
to express we are a home,becausePuig’s
culture is basedon afamily’s culture that
has[infused] throughthe organization,
where you try to take care of people,”said

Puig. “But atthesametime, youpushthe
limits, andyoutry to excel at whatyou do.

It’s [also] ‘creativity,’ becausewe like to

think thatwe arewilling to takerisks.”
The company’schoicesovertheyears

that haveshapedit into whatPuig is today
be it the focus on fragranceor niche

brandsor ownbrands arehighlightedin

the new book.

It openswith aphotographiclook

of Barcelona,hometo Puig sinceits

conception,andtraces the group’s
evolutionuntil today,whenthe company
isa premiumbeautyand fashion

powerhousewith fragrance,makeupand

skin care.
There’s adive into the Puig family’s

history, the company’s valuesand creative

partnerships, as well asthe thinking behind
its brands. This is sprungto life with

contributions from the likesof perfume
historian Michael Edwardsandperfumer

Jean-ClaudeEllena, imagesfrom thearchives
andnewly commissionedphotographs.

Fourteenof the brandsarehighlighted,
including Rabanneand its iconic metallic
chain-mail dress,plus interviewswith
CharlotteTilbury, Jean PaulGaultier and
Dries Van Noten,who talks abouthow his

gardenhasinfluencedhis creativeworld.
A sectiondescribesWesGordon’s

succeedingHerreraather eponymous
brand. Thereis also a spotlighton
Uriage’s history, amongother notable
brand moments.

Edwardspennedasectionaboutthe

rise of nichefragrances,which
are importantstrategically
for Puig, which hasbrands
suchas Penhaligon’s,L’Artisan
ParfumeurandByredo.

Puig’s globetrotting is
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sailinghistory,amajormoment

camelastyear,with the first

Puig Women’s America’s Cup.
Puig, onthe behalfof his

family, askedEllenato create
four colognesin memory of

Antonio Puig, who founded
the house.

“Historically,we had some
productsthat hadthe Puig
family namethat wewere very
proud of andover time they
have been disappearing,”said

Puig. “We wantedto makean

homageto the nameand to
someof the inspirationsfor
thoseproductsthat at some
pointreally shapedwho we
were as a company.”

Theexercisemadethe family

proud, accordingto Puig.
“There’s always the question

thatyou have to ask yourself:

Whatmakesthat brandor company’s
personality,its value system? What’s the

essencethatdifferentiatesthatcompany?”
said Puig. “What are thecharacteristicsof
thiscompanythat the family hasshaped
thatwe want to maintain?”

Change is of the essence.If onestays
still, they fall – like in bicycle riding, he
said. “But you also have to decide what

it is thatwe want to keepevolvingand
changing,so that thiscompany
cansurviveandexcelgoingforward,”
addedPuig.

“Creating this book is along and
ambitious process,” said Catherine

Bonifassi, editorial director ofRizzoli

New York, in a statement.“Duringthis

journey,as an editor,youtruly getto see
the personalityofthe peopleyou work

with, as you arefacing togetherchallenges,

surprises,creativedecisions...,exchanges
that revealtherealvaluesof abrand
and its people’s creativity, openness,
commitment and boldness.”

“Puig, Home of Creativity” canbe pre-

ordered on rizzoliusa.com.
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Rabanne’s
chain mail.
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CarolinaHerrera

and Wes Gordon
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Assetti

Gli eredidi Hermès
superanogli Arnault
Idiscendentidellamaisondelcarrébalzanoalprimo postoin classifica
dellepiù grandifortuneprofessionalidiFranciasecondoChallenges,
superandolafamigliaacapodel colossoLvmh. BenedettaMigliaccio

C
ambio della guardia
ai vertici del lusso.
Gli eredi Hermes
conquistanola vetta

dellaclassificadellemaggiori
fortune professionalipubblica-
ta da Challenges,scalzando
Bernard Arnault e la sua fa-

miglia, storicamentedominan-
ti la graduatoriagrazieal loro
colossoLvmh. Per la pri-
ma volta dal 2017, l’im-
prenditore francesecedeil

passo. A segnarela svolta,
unacrescitasolida ein con-
trotendenza, con Hermes
chehachiusoil 2024conri-
cavi in aumentodel 13%,
raggiungendoun fatturato
di 15,2miliardi di euro.De-
cisivo il contributo delquar-
to trimestre, in rialzo del
18%, sostenutoda perfor-
mance robuste in tutte le
areegeografiche.Inpartico-

lare, il cuore pulsantedella
maisone lacategoriaMaro-
quinerie-sellerie, divisione
checomprendela pellette-
ria, chehageneratodasola
6,45 miliardi(+16,4%).
La soliditaoperativae la fidu-
cia nel futurohannoconvinto
il gruppoa distribuire anche
un dividendo straordinarioa
16 euro per azione, con una
propostadi aggiuntadi altri 10

euro, ulteriore testimonianza

della capacitadi Hermes dico-
niugare esclusivita e risulta-

ti.Tale dinamismoha trovato
specchiodiretto nei mercati.
Nei primimesidel2025il tito-
lo Hermeshasuperatoin capi-
talizzazione persinodi Lvmh,
diventandola primabluechip
dellistino francese.Unascala-

ta cheha moltiplicatola ric-

chezza dei numerosimembri
delle famiglieereditarie,titola-
ri di circadueterzidel capita-
le, portandoli a una fortuna
complessivadi 163 miliardi di
euro. Unribaltamentostorico,
chehadeclassatoBernardAr-

nault ela suafamiglia al secon-
do posto, con un patrimonio
stimatoin 117miliardi, ben74
miliardi in menorispettoalla
classifica Challenges dello
scorso anno.Alle spalle dei
duecolossidel lusso, la gra-
duatoria riservapoche sorpre-
se. Terzi i fratelli Werthei-
mer di Chanel con 95 miliar-

di, seguiti da Françoise
Bettencourt Meyers di
L’Oreal con i suoi 74mi-
liardi di euroe, appaiati a

quota35 miliardi, la fami-

glia Dassaulte Rodolphe
Šaade.A completarela top
10 si trovanopoi Xavier
Niel conFreea 28 miliar-
di, Gerard Mulliez, Au-
chan e Decathlon per 26
miliardi, François Pi-
nault di Keringcon15mi-
liardi ed Emmanuel Be-
snier di Lactaliscon14mi-
liardi. Nel complesso,la
ricchezza delle 500 piu
grandifortunefrancesiha
raggiunto1.128 miliardi di
euronel 2025,in flessione
rispettoal recordassoluto

di 1.228 miliardi toccato lo

scorsoanno,distribuiti tra 145

famiglie miliardarie, due in

menorispettoal2024,maqua-
si dieci volte quelle presenti
trent’anni fa. (riproduzione ri-

servata)

Axel DumaseHenri-LouisBauer
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Messico e cinema, installazione di Iñárritu a

Fondazione Prada

Da settembre Sueño Perro, a 25 anni dal suo film di debutto

Redazione ANSA

ALACIÓN CELULOIDE

END PERRO

ANDRO G. INÁRRITU

A 25 annidall'uscitadi Amoresperros, film di debuttodelpluri premio OscarAlejandroG.

Iñárritu,la fondazionePradadi Milano ospitadal 18settembreal 26febbraiounainstallazionecinematografica

dalui ideatachedal 5 ottobresaràreplicataaLagoAlgo a Città del Messicoe dallaprossimaprimaveraal Los

AngelesCountyMuseum of Art.

'SueñoPerro: A Film Installationby AlejandroG.

Iñárritu' èun'operarealizzataconi filmati - le scenecrudedi amoreeviolenza- tagliati in fasedi montaggiodi

Amores Perros,300 chilometri dipellicola per 16milioni di fotogrammi in 35 millimetri cheper unquarto di

secolosonostati conservatinegli archivi cinematograficidell'UniversidadNacional AutónomadeMéxico.

Il registaneha fatto unmosaico visivo chei visitatori vedonoin un labirinto semibuio, in cui vieneproiettato

(conproiettori analogicirigorosamente35mm)unflussodi immagini accompagnatedaunflussosonorodiffuso

nello spaziopercreareunaatmosferaonirica.

"In occasionedell'anniversariodel film - haspiegato Iñárritu- ho sentitoil dovere di riscoprire eriesplorare

questiframmenti abbandonati,con la loro granaei fantasmidi celluloide checontengono.

Spogliatadi ogninarrazione,questainstallazionenon èunomaggio,ma unaresurrezione:un invito apercepire

ciò chenon èmai stato.È comeincontrareun vecchioamicochenon abbiamomai vistoprima".

L'installazionesi troveràal piano terradel Podium, il principale spazioespositivodellaFondazione,mentre il

primo piano ospiterà l'esibizione visiva e sonora "Mexico 2000: The Moment that exploded" pensata

appositamenteper"Sueño Perro" dallo scrittoree giornalistamessicanoJuan Villoro con unatracciaaudio e

unaraccoltadi ritagli di giornali e fotografiedi autori comeraciela Iturbide,PedroMeyer, PaoloGasparinied

EugenioMetinides,selezionatedaPabloOrtiz Monasterio,perraccontareil contestopolitico, culturaleesociale

di Città delMexico.

"A venticinqueanni dalla sua uscita- ha osservatoMiuccia Prada,presidentee direttricedella Fondazione-,

AmoresPerroscontinuaa parlareal presentee arestituire,con potenzavisiva edemotiva, tuttala complessità

delmondo in cui viviamo".
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FashionScoops
Expensive
Bag
After 10 minutesof
frenziedbidding in Paris
on Thursday, JaneBirkin’s
original HermèsBirkin sold

for $10.1million atSotheby’s
in Paris, shatteringthe

previousrecord by nearly
20 times.

Sotheby’ssaid the

sale“establishes new
benchmarksfor themost
valuable fashion item sold

at auction in Europe,and the

most valuable luxury item

ever sold at Sotheby’sParis.”
The opening bid was 1

million euros, prompting

gasps in theroom and

sparking an “electrifying”
bidding battle between
nine collectors,according
to Sotheby’s,which fielded

bids from within the room,
onlineandoverthephone.

“In the end,the

handbagthatchanged
fashionhistory wasmet

with applauseaS it sold

to aprivatecollector
from Japan,bidding via

telephonethroughMaiko

Ichikawa, country head of

Sotheby’s Japan.”
Billed as“one of the

most iconic fashion items
ever created,” the all-black

leatherBirkin prototype
commissioned in 1984

spawnedoneof the world’s
mostrecognizableand

covetedhandbagstyles,

and turnedBirkin, a British

actressand singer, from a
style icon into a household

name.

In the run-up to
Thursday’s sale,thousands
of peopleattended
exhibitionsof thehandbag
in ParisandHong Kong,
and 270 participantsfrom

38 countriesregisteredfor

Thursday’s “Fashion Icons”
auction,with the Birkinbag
thestar lot.

MorganeHalimi,

Sotheby’s global headof

handbagsandfashion,

said therecord-breaking

sale price “is a startling

demonstrationof the power
of a legendand its capacity
to ignitethe passionand

desire of collectorsseeking
exceptionalitemswith

unique provenance.”
She also lauded “the

enduringspirit andappeal
of its muse, JaneBirkin.”

Sotheby’s notedthat the

previousauction record
for a handbagwasa
White Himalaya Niloticus

Crocodile Diamond

RetourneKelly 28,which

fetched $513,040 in in 2021,
while thecurrentauction
record for any fashion item

is apair of ruby slippers
from “The Wizard of oz,”
which sold for $32.5 million

lastyear.

MILES SOCHA
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JaneBirkin’s original
Hermès Birkin.
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Speaking
Of Hermes
TheHermèsfamily now

possessesthe biggest
fortune in France,

accordingto French
magazineChallenges,
which publishedits latest

list of the country’s biggest
professionalfortunes

Thursday.
BernardArnault,

chairmanandchief

executiveofficer of LVMH

Moët Hennessy Louis

Vuitton, and his family,

which hadheld thetop spot
since 2017, came in second
place.

The Wertheimerfamily,

ownersof Chanel,remained

numberthreeon the
list, meaning France’s
wealthiestbusiness

empiresremain in the realm
of its luxury titans, despite

a tough ride for the sector
over the pastyear.

Accordingto Challenges
– in which LVMH is a
stakeholder – Arnault’s
fortunedropped38percent
lastyearto 116.7 billion

euros,its lowestlevel since
2020. The company’s stock

performance– andthat
of otherluxury players

– hasbeenbuffetedby

uncertainty over Trump’s
tariffs, a slowdown in China
and lackluster trading.

The Wertheimerfamily,
the Pinault family that
controls Kering, and

L’Oréal’s Bettencourt-

Meyers dynastyhavealso

suffered from the global

context.
Hermès, meanwhile,

hasbenefitedfrom what

the magazinedescribed

aS its “pricing power,”
the capacityto increase
priceswithout losing

consumers.The leather-

goods specialistnow hasa
marketcapitalizationof 245

billion euros, meaning the

company’s founding family,

which owns two-thirds of its

capital, now has a fortune
estimatedat 163.4 billion

euros, up 5 percentyear-

on-year. It is the first time

theyhave toppedthelist,

which was started30years
aaoandnowfeatures145

billionaires, comparedwith
16 in its first edition.

Luxury’s titans are not

the only onesto have
sufferedfrom the extreme
volatility of recentmonths.
Thetotal fortuneof

France’s richestdropped

100billion eurosyear-on-

year, to 1.13trillion euros,

accordingto Challenges.

Luxury’s biggest listed

companies will publish
resultsfor the second

quarter in thecoming

weeks LVMH on July

24, Kering onJuly 29 and
Hermès on July 30.As

reported,theformersaw
salesdown 2 percentin the

first three months of 2025,
while Hermèsrevenues
were up 7.2 percent.

Representativesof
LVMH and Hermèsdid not

immediately respondto
requestsfor comment.

– ALEX WYNNE

Axel Dumas
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Hermès’ Original Birkin Bag Sells for $10 Million at

Auction
(Bloomberg) -- The original Birkin bag sold for a record €8.58 million ($10 million) at auction, showing demand

remains robust for unique luxury collectibles.

The black leather Hermès handbag made some forty years ago for the late singer and actress Jane Birkin was sold

in a bidding war that lasted more than 10 minutes at Sotheby’s in Paris Thursday. The buyer was a private

collector from Japan, bidding via telephone, according to the auction house.

The price shattered the previous record for a handbag at auction, a rare Himalaya Kelly bag in crocodile with a

diamond, also by Hermès, that sold at a Christie’s sale in 2021 for HK$4 million ($510,000.)

The original Birkin was commissioned in 1984 for Jane Birkin by Hermès International SCA’s then Chief

Executive Officer Jean-Louis Dumas. It was delivered to her a year later.

Birkin recalled in interviews how she bumped into Dumas on a flight and complained about the lack of a Hermès

handbag big enough for her needs. She said she sketched a model of what she wanted on a “vomit bag” during

that encounter. The following year, the brand presented her with its prototype.

The company went on to commercialize the product under her name, but the features on the original bag weren’t
replicated on any other Birkin bag.

Birkin sold her handbag in 1994 to raise funds for an AIDS charity. It was auctioned again in 2000, and has until

now belonged to the collector who goes by the name “Catherine B” on Instagram.

“Today it’s the most sought-after bag that everybody dreams about,” she said ahead of the auction Thursday,

explaining that she kept it during the past 25 years in a safe-like location at appropriate temperatures to protect it,

while occasionally taking it out for some events. The seller didn’t wish to share her family name.

Hermès bags often fetch higher prices at resale than in boutiques due to long waiting lists. Sotheby’s didn’t
release estimates for what the piece could fetch ahead of Thursday’s auction.

(Updates with information on buyer in second paragraph)

More stories like this are available on bloomberg.com
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FASHION

ChanelUnfurls RedesignedBoutique
At theBellagio in LasVegas

DesignedbyPeter Marino, the

4,778-square-footspace features

expandedareasfor fashion,

watchesandfine jewelry
and fragranceand beauty.

BY LISA LOCKWOOD

Chanelwill reopenits boutiquewithin

the Bellagio ResortandCasino in LasVegas
on Fridayfollowing amajor redesign.

Designedin partnershipwith Peter

Marino, the house’s longtime collaborator,
the 4,778-square-foot,single-level

boutiquedrawsinspirationfromthe city
of LasVegas,combinedwith the refined
atmosnhereof Gabrielle Chanel’sown

apartmentat 31 rueCambon in Paris.

Chanel first openedits boutiqueatthe
Bellagio in 1998.

“For us, Las Vegas is such a dynamic
marketwithincredibleclientele andultra

luxe fashion,” said RebekaMcCabe, Chanel’s
general manager of fashion, in aZoom

interview. She described Vegasasaglobal
destinationfor businessandleisureandhub
for topclients, both local anddomestic.

Last year, LasVegasattracted41.7
million visitorsoverall,accordingto
the LasVegasConventionandVisitors

Authority ResearchCenter.
Chanelhasthreeboutiquesin Las Vegas

at TheShops at Crystals,TheWynnLas

Vegas,andthe Bellagio Resort,whichhas
the largestChanel store in Vegasin terms
of front-of-house square footage.

“What is unique to theLasVegas
marketis thatwe havethesethree distinct

boutiquesthatservice their ownunique
client base and havea different experience
within the Las Vegasmarket,” said

McCabe. “To beable to createthese unique
environmentswithin the city that enable

ourclients— both newandexisting– to
experienceChanelandcontinue in elevated

waysis alwaysakey strategy for us.”
Therenovatedspaceat the Bellagio

features three ready-to-wear try-on rooms
comparedto theprior two, aready-to-wear
roomthat canbeprivatized for clients, a
dedicatedareafor textiles includingtwo
walls for eyeglasses(comparedto one

eyewearwall previously), anexpandedshoe

salon, and dedicatedareasfor watches and

finejewelry,andfragranceandbeauty.

Among otherluxurybrandsthathave
at the

In describing Chanel’sVegascustomer,
McCabesaid, “They [the customers] have

a largepropensityto travel – theyhave

multiple homeswithin theU.S., andwe are
seeinganincreasedriseinclientswho are
making LasVegastheir primary residence.”
Sheaddedthat theypreviouslysawVegas

ashaving asmaller local and largely tourist

customer. “Now we’re seeing this beautiful

local client develop there, thatwe’re really
excitedto buildarelationshipwith within

the city,” shesaid.

Setbetweenthe resort’s existing
limestonecolumns,Chanel’s newly
designedfacadefeatureswhitemarblethat
is sculptedto evokethe eleganceof pleated
fabric. Adornedwith large displaywindows
and accessoryvitrines, the texturedwhite

stonetransitionsinto acurvedblackfluted
stoneshowcasededicatedto Chanelfine

jewelry. The contrastingdisplayechoesthe
qualitiesof the fashion textilesusedby the
house.Thelayout encompassesatotal of
sevenindividualsalons. Marino designed
customhand-wovencarpetsandtextured

upholsteryfabrics for the space.

Uponentering,clientsarefirstwelcomed

into two areasfor leathergoodsand

accessories,followedby two distinctspaces
for fragranceandbeautyandwatchesand
fine jewelry. There is adedicated shoe salon

featuring a pairof Liane Chandeliers made

of 24-karat goldanddecoratedwith hand-

cuť rock crystalsby goldsmith Goossens.
In the backof theboutique,two

connecting ready-to-wear salonsare
decoratedwith custom furniture.The first

containsan Ingrid Donat coffeetablewith

a pairof Venini crystalvasesdesignedby
Marino, decorativelyplacedontop.Two
ReneCressonLouis XV Stylearmchairs

arepositionedaroundthe tablewith a
Goossens“Zen” table lamp placed on the

console behindthe customupholstered
sofa.With an ivory texturedplasterwall

finish, the secondand final salonshowcases

acustom André Dubreuil coffee table as
well asa roundThierryLeproustsidetable
betweentwo armchairs.
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displayinsidetheboutique,with mostplaced
within the three exclusive fitting rooms.

Thefirst fitting room featuresan oil and
enamelcanvasby RobertDonatelli,an
Italian postwar andcontemporaryartist.
In thevestibuleoutsidethe secondfitting

room,there is aRobertMapplethorpe
framegelatinsilverprint. Inside,guests
will find ablackoil on white linenabstract
paintingby Germanartist Chris Succo.

Next door, in the third ftting room, is a
gold resinandacryliccanvasby Gianfranco

Zappettini,anItalianabstractpainter.
In the watchesandfine jewelrysalon,

agoldmodelingpastecanvasby Florian
andMichael Quistrebertis mountedin a

prominentspotbehind a deskandthree
customupholsteredchairswith goldhand
embroideryto match.

For theboutique’sopening, Chanel’s
2024/2025 Métiers d’art collection is

available.The shop will also feature
the new fall 2025 pre-collection.The

assortmentfeaturessilhouettes suchas

shortsportyknit sets,relaxedvintage-

inspired denim,rich tweeds,anddelicate
laceaccentswoven throughout.

Within the watchesandfine jewelry

salon,a customcracklelacquerwall
mirrors the Coromandelscreensin

Gabrielle Chanel’sapartment.Featured

area selectionof the COCO Crush, No. 5
andCameliafine jewelrycollections.The
salonalso offers piecesfrom the Ruban
andComète collections, as well as a range
of timepiecesincludingtheJ12 in blackand
white high-resistanceceramic,anddesigns
fromthe Premierecollection.

In addition,there is adedicatedarea
that featuresthefull rangeof Chanel

fragrance,makeupandskincareproducts.
Lastmonth Chanel was the first luxury

fragrancebrandto taketo Sphere,the Las

Vegaslandmarkthat openedin 2023, as
reported.The week-long activationwas
comprisedof a90-secondspot,which
airedmultiple timesdaily, for a limited-

edition incarnationof No.5 L’Eau.
While the newChanel storewasunder

construction,the luxurybrandoperateda
temporarystoreat the Bellagio.

“The benefit of Vegasis you’re always
inspiredbv theenergvof thecity. I think

thatgenerally it’s areally nice time to

purchasesomethingthat remindsyou of
thatvisit,or encapsulatesthe energyof the
city,” said McCabe.

McCabe expects a “high penetrationin

ultra-luxe items” to bebestsellers.
“With this expanded ready-to-wear

assortmentand ftting rooms, we’ll have

astrongrepresentationof runwaylooks

from Métiers d'art, complemented

I thinkwill bevery impactful.And we’ll
haveotherkey leathergoodstyles from

Métiers d’art, including astrong selection
of Chanel 25 [The hobo-designedChanel

25, available in three sizes,adoptsthreeof
the signaturecodesof its forerunners:the

quiltedleather,thebraidedchainandthe
pockets],andnanoshoppinghandbag] in

avariety of colors which we also thinkwill
beveryimpactful in the market,”shesaid.

She alsohighlighted a Métiers d’art flat bag

completelycoveredin gold, copper,and
black Strasscrystals “which I think is really

extraordinary.”
“There’s also astrong emphasis on

novelty. We seenoveltybeingagrowing
categoryin our leathergoods,andin
neutralcolors,balancedwith a few icon

investmentsto provideoptionsfor every
client,” said McCabe.

Chanel’screativedirectorMatthieu

Blazy’s official debutwill bein October. He
will beresponsiblefor all hautecouture,
ready-to-wear and accessoriescollections.

Taking apage from their “One Boutique.
OneStory”concept,McCabe notedthat
eachChanel boutiquein Las Vegashas

its ownassortmentgearedto the client
whoshopsthere. “This boutique will

complementthe experienceof Vegas.Bu
eachboutiquewill haveits own1 unique
presencein the market,” shesaid.

Sheacknowledgedthatbusinessin

Vegasnever slowsdown. “With somany

greatperformancesand Sphere,there

aresomanyculturalopportunities.And
there’sall the energythat came to Vegas
aroundFormula 1. They’re doingsuchan
exceptionaljob bringingso muchenergy
to Vegas,” shesaid. Sheaddedthat they’re
veryhappywith the performanceof all

their boutiquesin Vegas. “Becausethey
eachhave adifferentrole to play in the

market,there’s room for all of them. There

arenotmanymarketsthat canhandle

threeboutiques,”she said.

Turning to Chanel’s currentbusinessin

the U.S., McCabe said, “Business is good
in America.We’ve seenthat the American
shodderhasbeenquiteresilient.” Shesaid

they aredrawnto newshapes,novelties

and leatherwear. “We continueto see
growth in thosecategories,” she said.

Chanel currentlyhas23 freestanding
boutiquesin the U.S. Lastmonth, the

brandunveileda salon at TheHedgesInn
in EastHampton,N.Y., that will beopen
for privateappointmentsuntil July28.

Chanelwill alsobe openinga newseasonal

boutiquein Montecito,Calif., this fall.

Askedwhetherhotel stores

performbetter thanfreestandingstores,
McCabeobserved, I don’t think
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Many of our clientsin theU.S. also shopin

Vegas whenthey travel there.It canalso be

seen as aservice and adifferent expression.
They cango to Vegasandfind thingsthey
didn’t even see in their home boutiques.
It’s very exciting for them to come andvisit
usin Vegas,andwe want to createthe most
elevated client experience [in LasVegas].”

Chanel'snewly redesignedboutique
at theBellagio Resortin LasVegas.

Ready-to-wear and accessoriesat Chanel's
newly redesignedBellagioboutique.
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ET JONATHANANDERSON.
créal’homme

Une vestebar,taillée dansun tissuDonegalirlandais,portée
surun shortcargosurdimensionné,avecsandalesdepêcheuraux

pieds.Dèsle lookd'ouverture, onasuqu’il sepassaitquelquechose
de nouveauchezl’hommeDior.Pour sapremière collection,la plus
attenduedelaFashionWeekmasculine,JonathanAndersona fait
sensation.« Pourmoi, le style,c’estlafaçondontonassembleles
choses», dixit lenouveaudirecteurartistiqueglobaldeDior. Mixant

queue-de-pieavecjeanample,broderiesduXVIIIe et chaussures
de randonnée,longmanteaud’officier et cravatenégligemment
défaite,capeougiletd'aristo, pull rosetorsadéetchemisegrunge
à carreaux..lecréateurirlandaissigneunnouvelhomme Dior

à l'élégancepop,pointueet décontractéequi fait déjà l’unanimité.

UNE GRANDE LIBERTÉ DETONS, UNE SENSUALITÉEN TOUTE SIMPLICITé,

UNE DÉCONTRACTION PARFAITEMENT étudiée,LEtout INFUSÉ
DE DÉTAILS CRÉATIFS.AU JEUDE LA MODE, LES HommesCASSENTLES RÈGLES.

COULEUR
THERAPIE

Rouge carmin + jaune

tournesol+ rosepâle ? Ou mix

deteintesframboise

etturquoise? On pourrait

presquese croire devantdes

tableauxde Mark Rothko

tellementc’est beau.Etpuis,

remettrede la couleurdansles

dressingsatoujours été unebonne

idée pourboosterson moral.

9:DÉFILÉ HOMME PRINTEMPSéTé 2026

LE CHIC désinvolte

Tous droits de reproduction réservés

PAYS : France 

PAGE(S) : 20-22

SURFACE : 271 %

PERIODICITE : Hebdomadaire

DIFFUSION : 424521

11 juillet 2025 - N°11 07 2025

Page  56



(2/3)  CONCURRENCE - LUXE

COSTUME
+ TONGS =

le duogagnant
Ce serasansdoutele débat

stylistique del’été prochain:

peut-onporterdestongsau
bureau? Aprèslebermudaou

le shortdela saisonpassée,ce

basiquedesplagesensoleillées
s’inscrit commele nouveau
gimmick de l’officewear

décontracté, sorte de croisé

audacieuxentreallureurbaine

etvacancesà lamer.Laplupart des

podiumsenont fait le statementde

lasaison,associantveste et pantalon
àcesnu-piedscaoutchoutés. Le must?

Celles d’Hermès,enversioncuir et

corde,devenues d’emblée un objetdedésir

immédiat.Snobismeouvrai marqueur
de liberté ?achacundesefaire son idée.

COMMENT PORTER
SACRAVATE EN 2026?

Lagénérationx a voulu s'endébarrasser,lajeunessed'aujourd’hui
la plébiscite dansdesportéscool et décalés. Quelquesexemples : àl’envers

etunpeu dénouéechez Dior, à moitié glissée dans sachemise chez Saint

Laurent, enmixand matchrayureset pois chezDolce & Gabbana,ou haute

encouleur ton surton chez Paul Smith. L’art d’être «soie », en somme.

PASSION
DESANDERSON
Quand deux artistes « funtaisistes »

serencontrent PharrellWilliams

etWes Anderson çadonneune

nouvellecollectionde sacsLouis

Vuitton forcémentdésirables.

Une série de modèlesiconiquesL.V.

reprenantpourla premièrefois

les motifs d'animauxdela jungle

etde palmierscrééspar le malletier

en2007 pour le film TheDarjeeling
Limited. Collector envue !
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PYJAMA
enville

Il sortdu lit pourinvestir

avecélégancele bitumedes

métropolessurchaufféespar
lescanicules duprintemps- été.

AMilan, Dolce & Gabbana

a inaugurécebal décontracté

avecunevéritablepyjamaparty,
chemiseouvertesurdébardeuret

pantalondecotonhabillé defleurs ou
derayurespastel,unmanifesteaussi

sensuelque léger. A Paris, lespodiums
ontsuivi, libérant lepyjamadeson

cadreintérieur dansdesdéclinaisons
urbainesquiréinventent la figure
dudandy.Un certainartdevivre

insolent,solaireetnonchalant

qui reflètebienla saison.

Il n'y des l’été
TOUTSHOES!

JACQUEMUS

aurapasque tongs prochain, mais aussi destennis

blanchesrehausséesde rubansnoirs,deschaussuresde conduite

bicolores à picotsou des chaussettesdefoot glissées dans des

sandalesdepêcheur...Bref, dequoisortirdessentiersbattus

et récolterautantde likes quedevues.

chemiseXXLONGUE
On restesur l’humeur chicdécontractédumoment

avecunenouvelleversion delachemiseclassique

entaillesurdimensionnée.Les créateursont choisi

l'esprit liquetteà superposersurunjeanetsousunpull,

pour adopteruneposturecoolmais affirmée.Unpoint
devuestyléqui allongeaussilasilhouetteet permet
desefaireremarquer en toutesimplicité.

Tous droits de reproduction réservés

PAYS : France 

PAGE(S) : 20-22

SURFACE : 271 %

PERIODICITE : Hebdomadaire

DIFFUSION : 424521

11 juillet 2025 - N°11 07 2025

Page  58



(1/1)  CONCURRENCE - LUXE

ONuit blanche
C’ESTDANS SA VILLE QUE LA DIRECTRICE

ARTISTIQUE DE DIOR, MARIA GRAZIACHIURI,
A DÉVOILÉ SONDÉFILÉ CROISIÈRE.

UN BOUQUET FINAL pour LA CRÉATRICE
Qui QUITTE LA MAISON DE Luxe.

LE DRESSCODEA eTe CRUPULEUSEMENT
RESPECTe.Les femmesenblanc,leshommesen noir.Aucune
célébrité n’a dérogé àla règle : Camille Cottin estapparuedans

unerobe devestaleimmaculée,DevaCasseldansundrapéantique
éclatant,Natalie Portmanenvestequeue- de pie étincelante.

Toutes avaientrendez- vous pourunévénementmémorable:

ledernier défilé deMaria GraziaChiuripourDior. Aprèsneufans
àla têtedescollectionsfemmedelagriffe de luxefrançaise,
la directriceartistiquea clôturésonexceptionnelleaventure
par unecollectionCroisière 2026dévoiléeàRome,saville natale.
La créatriceavouluracontersonhistoire,sespassions,

sesobsessions,sesadmirations,saville, sesamis,sesrêveries..1
au traversde cedéfilé trèspersonnel,leplusintime detous.
L’événements’esttenudans lesjardins delavilla AlbaniTorlonia,
un fabuleuxpalaisprivé construitentre1747 et1763 pour
lecardinalAlessandroAlbani, avantdedevenir lapropriété
de la familleTorlonia,àlaquellele domaineappartienttoujours.
Danscelieu horsdutemps,lacréatricearecrééunbal imaginaire,
inspiré du Bal blancdonnéparMimi Pecci- Blunt àParisen 1930.

Cettecomtesseromaineoccupeuneplaceimportantedans
le panthéondeMaria GraziaChiuri,qui aracheté,restauré

et vient tout justederouvrir àRome leTeatrodellaCometa,
fondéen1958 parcettemécèneréputéedans lemondeentier.
Le défilé s’ouvre surdes silhouettes habilléesà la Casanova

de Fellini, envestesàqueue de pie ouvragées(réaliséespar
les ateliersdecostumeTirelli, situésà Rome),portéessurdes
pantalonsou desrobesvaporeuses.Lafiction et leréel, le costume
et levêtement s’entremêlent.L’obsessionde Maria Graziapour
la légèretéseretrouvedansles robesimmaculéesultracouture,
jouantavecla transparence,les plissésou les broderiesen3D

dedentelle,de soieou de tulle. Des robes

devestaledessinentune silhouettedéliée

querienn’entrave : dansla modede Maria

GraziaChiuri,les vêtementss’adaptent
aucorpsféminin etnon l’inverse.
Sontravail interrogelepouvoir duvêtement
à libérer lecorps. Au travers deslignes épurées,

presquemonacales,decertainesrobesdusoir,
s’exprimeuneformedemodestierenversante
desubtilité, quicachepourtantdestrésors
detechnicité : Maria Grazia Chiuri révèle
là unecertaineidéede l'allure, du chic etdu
féminin. La simplicitépeutêtreéblouissante.

Leschasublesdescardinauxsetransforment

enrobeavecjupondetulle et dentelle.
Plusloin, on retrouveuneréinterprétation
dupretino, cetterobesoutanenoireàboutons

rouges,vu dansLa DolceVita, deFellini.
Sur les 80 silhouettesqui ontdéfilé,une
quarantaineétaitdela purehautecouture,
véritableode aux savoir– faire Dior. a la tête
dela directionartistiquedescollectionsfemme

depuis2016 lapremièreàceposte ,la
designeritalienne n’a jamais dévié de saroute :

elle placele féminismeaucœurdesontravail,

pourdéfendreunemodeàla fois fonctionnelle,
désirableet iconique.Unemodecrééepar une
femme,taillée pourles femmes,penséepour
lesaccompagnerau fil d'unevie. Résultat?

Lechiffre d’affairesdu départementfemme

a quadruplé.Cesuccèsestuneaffairedetalent
maiségalementde vision. Une visionsaluée

partous lesinvités réunisàRome,qui ontoffert

unestandingovation à Maria GraziaChiuri.

Ces applaudissementsnourriscélèbrentun
défiléspectaculaire,maissurtoutunecréatrice
alliée desfemmes,qui va marquerdurablement
desonempreintela maisonDior.

Maria
Grazia
Chiuri.

PHOTOS

ANDREAS

SOLARO/AFP,

LAURA

VELLI/FONDAZIONE

TORLONIA

ET

DIOR

PARCLARA DUFOUR
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L'Alta Moda di Giorgio Armani "Questi sono i miei

abiti couture preferiti che celebrano 20 anni di

eleganza e raffinatezza"

All'ARMANI/SILOS di Milano si celebrano i 20 anni dell'Alta Moda firmata

Giorgio Armani: i migliori abiti sartoriali realizzati su misura anche per le star

internazionali

Di Selene Oliva

L'Alta Moda di Giorgio Armani raccontata attraverso una selezione di abiti couture che abbiamo

anche visto sul red carpet: curiosità, dettagli e le date per non perdere la mostra celebrativa

L'alta moda, secondo Giorgio Armani, non è mai un esercizio dell'eccesso. Al contrario, è un atto di

misura, un linguaggio silenzioso che trova forza nella coerenza e nell'essenzialità. «Preferisco creare

qualcosa che sembri senza tempo ed elegante», spiega lo stilista. Credo che questasia l'essenza della

vera raffinatezza». Ed è proprio in questa idea di tempo sospeso,al di fuori delle mode, che si costruisce

la sua personale definizione di couture: uno stile che non rincorre, ma scolpisce; che non urla, ma

sussurra. Una ricerca continua di equilibrio tra luce e ombra, tra forma e sostanza, tra tattilità e

leggerezza.

La mostra Giorgio Armani Privé 2005-2025, Vent'anni di Alta Moda, ospitata fino al 28 dicembre negli

spazi di Armani/Silos di Milano, celebra questa visione e rende visibile un pensiero stilistico che ha

attraversato due decenni senza mai smarrire la propria voce. Curato personalmente dal designer, il

percorso espositivo raccoglie per la prima volta vent'anni di creazioni Privé, svelando l'universo

poetico e rigoroso dell'haute couture secondo Armani.

Quella di Armani Privé è una grammatica fatta di silenzi luminosi, di geometrie morbide, di superfici

liquide. Gli abiti raccontano storie in filigrana: giaccheche si muovono come armature leggere, tuniche

in satin che accarezzanoil corpo, sottovesti ricamate come talismani, volumi impalpabili rivestiti dauna

glassa cristallina, interamente cucita a mano. È un mondo che attinge tanto all'eleganza di

Hollywood quanto al rigore dell'Estremo Oriente, dove l'artigianalità diventa linguaggio e lo stile una

forma di pensiero.
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Per Giorgio Armani, l'haute couture è uno spazio di libertà assoluta: «Qui esprimo la mia visione dello

stile e dell'eleganza attraverso l'arte dell'artigianalità e del savoir-faire. Soltanto qui posso farlo senza

pormi limiti», dice. E così ogni abito si trasforma in racconto. Alcuni, più di altri, sono diventati memoria

viva, testimonianza di incontri, legami, amicizie.

Come il vestito dorato creato per Demi Moore, indossato ai Golden Globe del 2025, quando l'attrice ha

ricevuto il suo primo premio importante per The Substance. Originariamente nero e parte della

collezione autunno inverno 2022, l'abito è stato reinterpretato su desiderio di Moore: lo voleva dorato,

«come una corazza luminosa». Il risultato è una raffinata nuance champagne, impreziosita da una

scollatura strapless disegnata da un sinuoso ricamo di cristalli. Nulla è urlato: anche l'oro, da Armani,

conosce la disciplina dell'eleganza.

Tra le fonti di ispirazione più profonde e durature dello stilista, la cultura giapponese occupa un posto

privilegiato. Fin dagli anni 80, Armani guarda al Giappone come a un interlocutore silenzioso ma

essenziale: ne ama la bellezza rigorosa, la grazia contenuta, l'armonia formale. Questo dialogo si è fatto

omaggio esplicito nella collezione Hommage au Japon (autunno inverno 2011 2012), presentata in un

momento di dolore collettivo per il Paese, appena colpito dal devastante terremoto e conseguente

tsunami. Non fu solo una dedica estetica, ma anche un gesto concreto di solidarietà: Armani sostenne

infatti un programma di borse di studio dell'UNESCO rivolto ai bambini vittime del disastro.

Con la sfilata Privé di quello stesso anno, Armani manifestò un'affinità ancora più intima e personale;

forse anche il desiderio di restituire qualcosa auna cultura che aveva nutrito il suo immaginario fin dalla

celebre collezione ispirata ai samurai. Emblematico, in quella stagione, un abito ricamato con paillettes

applicate e poi dipinte a mano: una vera e propria scultura di luce, sintesi perfetta tra la raffinatezza

giapponese e la precisione sartoriale italiana.

L'influenza orientale riaffiora anche in un capo iconico realizzato per l'evento One Night Only a Pechino

nel 2012: un abito bustier nero, interamente ricamato amano con paillettes, su cui si innalza un dragone

tridimensionale, simbolo di buon auspicio. Motivo amato da Armani, il dragone diventa qui fulcro visivo

e concettuale: realizzato con cristalli, pietre, elementi geometrici e piume, è un esempio magistrale di

tecnica, immaginazione e rispetto per la tradizione. Un ponte tra culture che si incontrano nel gesto

sartoriale, nell'intelligenza del segno, nella forza evocativa del dettaglio.

In Armani, l'haute couture non è mai semplice ornamento: è pensiero, misura, visione. Ed è proprio

questo senso profondo di coerenza e integrità che, dopo vent'anni, continua a renderla

sorprendentemente contemporanea.
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Big Blue
Tiffany& Co.hasupsizedin Tokyo, opening a27,340-square-foot,six-floor flagshipin anewbuilding in

Ginzathat is the jeweler'slargeststore in Asia. Andjust SO no onemissesit, thebuilding'sall-glassfacadeis in the
brand'ssignatureshadeofblue,asseenhere.For moreon thestore,seepages4 to 7.

PHOTOGRAPH BY KOHEY KANNO
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TIFFANY&CO.

Thefacadeofthe
newTiffanystore.

ACCESSORIES

Tiffany & Co.'s Biggest

Store in Asia Bows in Tokyo

· Thestore,inGinza,isina
newbuildingcoveredin
glassthatreplicatesthe
brand'ssignatureblue.

BYKELLYWETHERILLE
PHOTOGRAPHSBYKOHEYKANNO

oneofthemost,orthemost,beautifulof
allLVMHstoresworldwide.Ifeelit'sabit
arroganttosaythat,butit'sdefinitelyin
thetopthree,"Ledrusaid.

"It's66meters[high],it'safacade
takingyoutoheaven.AllTiffanyblue,up
tothesky.Youdon'tseethedifference
betweentheskyandTiffany,"headded.
"Andit'sthefirsttimesincethe[LVMH
MoëtHennessyLouisVuitton]acquisition
thatwe'vebeenabletocreatesuchabig
impactfromoutside.BecauseevenThe
Landmark,weonlytouchedthetoppart
ofthebuilding,butthefacadewasjust
cleanedup.Ifyoudon'tgetinside,you
don'tknowthatit'sbeenrenovated."

TOKYO- Tiffany&Co.isgoingbig
inJapan,asitopensitslargeststore
inAsiaonFriday.Locatedintheritzy
GinzadistrictoftheJapanesecapital,
theboutiquestandsoutwithamassive,
shiningfacadeinthebrand'ssignature
bluecolor.

Tiffany'schiefexecutiveofficer
AnthonyLedrudescribedthestoreasa
"lighthouse"forthebrand,similartoits
iconicFifthAvenueflagshipinNewYork,
calledTheLandmark,butwithevenmore
ofavisualimpact.

WhileTiffanydoesn'towntheGinza
building,itoccupiessixofits12floors,
withstorespacestartingfromthe
basementandextendingtothethird
floor,Japan'sfirstofficialBlueBoxCafé
onthefourthfloor,andaninvitation-only
VIPspaceonthe12thfloor.Evenso,the
brand'slogoappearsonthetopofthe
building'simpactfulblueexterior.

Thestore'sarchitecturewasdesignedby
JunAoki,withinteriorsbyPeterMarino.

"Itdoesn'thappenveryoften,tobeable
tosecureabrandnewbuildinginGinza.
Omotesandowasanotherone,butthat
wasanexistingbuilding.Thisonewas
everythingfromscratch,withtheability
toreallybuildthefacadethatwebelieveis

Theprojecthasbeenintheworksforfour
years,withconstructionlastingalmost
exactlytwoyears.

"Therehasbeenasenseofreadiness
toopena'lighthouse'likethisinJapan,"
Ledrusaid."It'ssomethingthathasnot
beendoneyetinTokyo."

Adisplayin
thestore.

AnImpactful Facade
Todesignthestore'sroughly80,730
square-footfacade,Aokisaidthathewas
inspiredbystainedglasspiecesthathe
foundinTiffany'sarchives,particularly
onefeaturingwisteriaflowers.

"ThereisnonatureinGinza,it'salljust
buildings,"Aokisaid."SoIwantedtoadd
somethingthatinvokesnature,ratherthan
somethingthatisjustanotherman-made
object."

Hesaidtheshapeofthecurvedglass
isreminiscentofwisteriahangingfrom
aboveandswayinginthewind.Tocreate
thesignaturecolorontheoutsidewithout
castingabluehueinsidethestore,he
coveredtheglassintinywhitedots,before
layeringbluedotsoverthem.
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Aviewof
theBlue
BoxCafé

Aninterior
viewofthe
newTiffany
store.

TheGinzastorespansover27,340
squarefeet,withseveraldesignelements
thatcelebratethebrand'slonghistory
andclosetiestoJapan,whereitopened
itsfirststoreover50yearsago,in1972.
InadditiontoartworksbyMichelangelo
Pistoletto,DamienHirst,JulianSchnabel,
DonaldJuddandmore,thespace
incorporatestheworksofover100
Japaneseartisans.

Therearewashipaper-coveredceilings
thatresembleorigami,otherceilings
coveredingoldleaffromtheJapanese
cityofKanazawa,furnitureupholstered
inexquisitefabricsbyHosoo,window

displaysbytheJapaneseartistKimiko
Fujimura,andanotherwindow
designedbyMarikoKusumotoand
inspiredbytheJapanesetheatrical
artformKabuki.

Asweepingstaircasethatleadsvisitors
betweenthefloorsfeatureswallsofdigital
screensdepictingscenesinspiredbythe
NinomaruGardenofTokyo'sImperial
Palace.Theartwork,titled"Immersive
MovingFresco"byOyoramVisual
Composer,incorporatesjewel-encrusted
birdsthatflitteramongtheflowersand
treesascustomerspassby.

"Weareofferingsomethingthat

Insidethenew
Tiffanystore.

Hereand
below:The
jewelry
displaysin
thestore.

embracesJapanesecultureandthelove
storythatwehavewithJapan,"Ledrusaid.

ASpecialCafé
TheBlueBoxCaféonthefourthfloor
showcasesTiffany'shomecollectionand
boastsadedicatedterrace,ararityin
Ginza.Thecafé'smenuwasdevelopedby
renownedchefNatsukoShoji,whohas
beenlaudedasAsia'sbestfemalechefand
Asia'sbestpastrychef.Inadditiontoher
highlysought-aftercakes,dinerswillbe
abletoenjoyfullmealsinthespace,which
isdecoratedwithflowerinstallationsby
MakotoAzuma.
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Hereand
below:
Displaysin
thestore. Thehome

collectionon
display.

"I am used to working

with craftspeople

on retail projects, but

for something like

this, it can't be artisan-

made, it has to be

on an industrial scale.

Sothe challenge is

to make something

that is industrial but

looks artisan-made."

JUNAOKI,architect

LedrusaidthatTiffanydoesnotplanto
doanotheropeningquitelikethisanywhere
intheworldforawhile.Therearemajor
storesplannedfortheSouthCoastPlazain
Californiafornextyear,inSeoulfor2027,
andParis,Osaka,andRodeoDriverfor
2028,butnoneofthemwillhavethekind
offacadethattheGinzastorehas.

TheTiffanyGinzastorerepresentsAoki's
largestretailprojecttodate,although
hehasdesignedseveralstoresforLouis
Vuittonaroundtheworld,aswellasaLoro
Pianastore,alsoinGinza.Bothbrandsare
alsoownedbyLVMH.

withcraftspeopleonretailprojects,but
forsomethinglikethis,it can'tbeartisan-
made,ithastobeonanindustrialscale.So
thechallengeistomakesomethingthatis
industrialbutlooksartisan-made."

Theglassthatcoversthreesidesofthe
cornerbuildingfeaturestwo-dimensional
curvesforafluidlook,whilethecorners
incorporatethree-dimensionalcurves.Aoki
saidthatthistechniqueissomethingthat
theaveragepersonwouldnotnotice,but
theywouldseeanaturalsoftnesswithout
understandingthetechnicalreasonbehind
it.Hesaidthathewasinspiredbythe
softnesshesawinMarino'sinteriorsofThe
LandmarkwhenhevisitedNewYork.

"TheLandmarkopeningin2023marked
thebeginningofaneweraforus,andwe
areworkingonabout40projectsayear,
whichishighfortheindustry,"Ledrusaid.
HeaddedthatTiffanyhasalreadyrenovated
roughlyhalfofits60storesinJapantobein
linewithitslatestdesignconcept.

Japanisanextremelyimportantmarket
forTiffany,representingboththefirstAsian
marketthatitenteredandaccountingfor
moresalesthananyothercountryaside
fromtheUnitedStates.Itisbecauseofthis
thatthecompanydecidedtomakeoneof
itslargestinvestmentseverintotheGinza
store.Whiletraditionallythebrandwas
seenasaleaderinbridalandsolitairesin

Japan,thishasexpandedinrecentyearsto
includeothericonicTiffanycollections.

"It'sthenumber-twomarketandit's
beengrowingbydoubledigitsoverthe
lastfouryears.Thisyearwearepositive,
becausewearesofocusedonlocal
businessandlocalclientele.Weperhaps
missedoutalittlebitonthetouristslast
year,whichotherbrandsbenefitedfrom,
butwewantedtheteamtoreallyfocus
onbuildingthelocalclientele,andthat
businessisconstantlyingrowthover
thelastfouryears,"saidGavinHaig,
Tiffany'sexecutivevicepresidentandchief
commercialofficer."AndIthinkthatthe
opportunityupsidethatwehavenowas
weexpandintoallthesemomentsoflove
thatwesharedabout,we'reonlytouching
thesurface,tobehonest.Sowe'revery
confident,hencethelevelofinvestment."

BothLedruandHaigagreedthat,
whiletheGinzastorewillcontinuetobe
Japan'slargestTiffanyoutlet,thebrand
isnotdonegrowinghere.Haigalsosaid
thattheaveragesaleamongJapanese
consumershasdoubledoverthepastthree
years,signalingthatthereisevenmore
tocomeforTiffanyinitsmostsignificant
internationalmarket.

"It'sverydifficulttodoastorethislarge,"
thearchitectsaid."Iamusedtoworking
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PARTIES

Mikev Madison,
PharrellCelebrate
The Big Blue Store

Celebritiesand ambassadors

turnedout to fete the

brand's largest store in Asia.
BY KELLY WETHERILLE

PHOTOGRAPHS BY KOHEY KANNO

In themidst of a suddendownpourand
thunderstorm,localandinternational
celebritiesbravedtheelementsto join
Tiffany & co. in celebratingtheopening
of its largeststorein Asia. The festivities

beganat thestoreonGinza’s mainstreet,
Chuo Dori,beforemovingacrossthe road

to aneventspaceat the Ginza Six luxury
shoppingcomplex.

Amongthoseattendingwereactress

Mikey MadisonandlocalmodelAi

Tominaga, both of whomareambassadors

for the brand.
“I’m solucky that they got me to come

andcelebratethe storeopening,” Madison
said. “This is also one of my favorite places
in the world. I wasableto cometoJapan
for my birthday lastyearwith my brothers,

andthis timeI broughtthemhereaswell.

And so we getto be hereandcelebrate

Tiffany andwearsomebeautifuljewelry,

so it’s wonderful.”
On hersecondtrip to Japanin just two

years,Madison saidthat shehasbeen

enjoyingvisitingsomeof her favorite
neighborhoods,suchasHarajuku.

“I’m kind of asuckerfor anything

kawaii [cute], sowe’ve been doing lots of

sightseeingaroundthere,eatinglotsof

ramen... It’s a little bit difficult in this heat
right now, butwe’ve beenjust walkingas
much aspossible.”

Tominaga’s relationshipwith Tiffany

is one that also ties in
traditional culture, as
thebrandsponsors
a local Noh theater

program.

“At this store, you
canreallyseethe
culturethat is shared

betweenTiffany and
Japan,” the model said.

“It was53 yearsago that

Tiffany openedits first

storein Japan, andthe

brand’s history dates
backmore than 100

years. Soyou cansee
the exhibitionupstairs,
and it makes mereally
proudofJapanto see
this kind of heritage.”

Acrossthe streetat Ginza Six, the
crowdsippedonChampagneby Ruinart
andcocktailsby Sip & Guzzle,anaward-

winning bar groupbasedin Tokyo.

Japanesestylepaper lanternsin Tiffany
bluehung from the ceiling, while the entry

passageto thevenuewaslined in bamboo
andneonlights modeledafter the brand’s
iconicbird broochesdesignedbyJean
Schlumberger.

After ashortcocktail hour, guestsmade
their way into a larger spacewith a dance

floor, where Anderson.Paak,alsoknown as

DJ PeeWee,spunamix of lively dancetunes
while alsorapping and singing live. Later

in the nighthewasjoined by trumpeter

Maurice Brown, andthetwocollaborated

on a rousing, high-energy performance that

was a hit amongthe revelers.

Tiffany ambassadorPharrellWilliams

put in a brief appearanceat theevent,

only stayinglong enoughfor afew photos
beforeheadingbackout into thehot and

humid night.
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KikugoroOnoe,Anthony
Ledru,MikeyMadison,Ai

Tominaga,Gavin Haigand
ShintaroKitsuda.

Maurice Brown

AndersonPaak

Mikey Madison

andAi Tominaga
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TheReviews
MaisonMargiela
Artisanal
“To doa show after John [Galliano] is not
easy,we are allworking veryhard,”Renzo
Rosso said beforeGlennMartens’ debut at

Maison Margiela on Wednesdaynight.
This Artisanalshow came roughly18

months afterGalliano’s triumphant swan

song and tilted the Parishousein a dark,

daring and DiY direction, with someof the

clothes lookinglike theyhad been buried
for sometime, the antiquewallpaper
florals faded, soiled and crackled.

Face coveringswere aninventionof
founder MartinMargiela,aconceptual
designerwith GretaGarbo-likeways who
coveredmodels’facespartly to keep
attentionfocusedonthe clothes.

Here theywere often distracting and

sometimesdisquieting,especiallythe

suffocating plastic masks thatopened
the display, and the metalonesnearly
encasingsome heads.

Martens broughtthefashion flock way,

wayout to the Le Centquatre, ahangar-sized
cultural spacein the 19th arrondissement

whereMartin Margiela, unknown to all

but Rossoand his inner circle that night in

March 2009,stagedhis last show, hail of

gold confettiduringthefinale ostensibly
to celebratehis 20th anniversary,but also

silently signalingthe end of an era.

Using thesubterraneanspaceof this

vastvenue felt very Margiela, thewalls

flypostedwith photocopiedelementsof
interior architecture, the floors a papier-

mâché of checkerboard patterns,upon
which mismatched woodenchairswere set.

ToMartens’ credit, his coedcouturelooks

like nothingelse naradedin Paristhisweek

with its weatheredpatinas and itsuseof
offbeat materials like transparentplastic for

trenchcoats, or oil paint applied to men’s
jeans, freezinga loosebelt in a dangle.>

Theshow notesclarified that repurposed
naterialsincludedlining fabrics,vintage

leatherjacketsanddiscardedcostume

jewelry, the latter loopedtogetherto create

a shift dressthat felt part flapper, part
Missoni It was kindacool.

TheBruge-borrdesignerreferencedthe
medieval architectureandatmosphereof
Flandersandthe Netherlandshis prints
of flowers andgamebasedon17th-century

still-life paintings, and thengiven a:3D

aspectby overlaying illusion tulle over

detailslike the wings of thehunted birds.

Onedressin mother-of-pear duchess

satin recalledthe eerie statueon the

cover of the1987 DeadCanDancealbum

“Within theRealm of: Dying Sun,” the

headof the wearerdrapedin mourning.
Othersemployingevenmorevoluminous

drapingin metallic duchesswere simply

otherworldly – or you might sayvery Cardi

B, who hasbeen out-couture-ir everyone
in Paris this week.

Also to Martens’ credit, this debut

effort duly honorsthe house’slegacyof
provocative,avant-gardefashions while
alsostickinganunwashedthumb in theeye
ofthenumbingquiet luxury juggernaut.

The eye will take time to adjustto these
sometimesmessy,sometimes spooky
clothes,but theshock of the newis what
drives fashion forward

Here’s somethingelsenew at Maison

Margiela. GaetanoSciuto,chiefexecutive

of thehouse, told WWD beforethe show
that the Artisanal collection,principally

an image vehicleandR&D centerfor the

house since its creationin 1989, will be
offered for sale, and prospective clients

were presentat the show. .Miles Socha
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Paris Couture's Life and Lifelessness

In a week of couture shows that often felt formulaic, Glenn Martens' debut at

Maison Margiela supplied bold new energy, writes Angelo Flaccavento.

By Angelo Flaccavento

PARIS - When fashion reverts to black, the most unforgiving of shades,demanding perfection in cut

and execution, it's not necessarily for a senseof drama or a needto mourn. Black can signal the need

for apause,a will to concentrateonthings that matter, aquest for reassurance.And yes,choosing black,

thesedays, is also playing it safe, commercially.

There was a lot of black in the latest cycle of haute couture shows, which played it so safethey risked

looking old and dusty. At least, the strictness made for a stark contrast with the audience, which,

nowadays, is composedof serial attention seekersasmuch as old money doyennes.

The clash of high and low, trash and salon, together with heavy use of black, and associations with

charactersas diverse asIsabelle Huppert and Kim Kardashian,has been asignature of Demna's tenure

at Balenciaga. Ending is an art that is rarely openly practiced in fashion. Many of the final collections

are labeled assuch only in hindsight, after the announcementof aseparation, whether mutual or not.

That the collection presented by Demna on Wednesday morning in Balenciaga's couture salons on

Avenue GeorgeV would behis last for the house,which the designerled to pop culture fame and multi-

billion-dollar revenueswith a unique blend of talent and cynicism, wasknown since last March, when

he wasappointed creative director of Gucci. Thisbrought a very different spirit to the outing: both lyrical

andrecapitulative, highlighting Demna's genius and how necessaryhis exit is.

Demna's journey into the language of stylish severity andformal perfectionism à la Cristóbal had come

to an end a few seasonsago, hardening into a powerful formula that, alas like all formulas, became

formulaic. Demna himself said it between the lines, looking emotional at the end of the show, as he

handedover an uneasylegacy to Pierpaolo Piccioli, his successor:"One of my turmoils herehas been

navigating a codethat wastoo narrow for what the businesshasbecome; that's why I had to put somuch

of myself into it."

The farewell was a bold yet underwhelming display of Fashion with a capital F that addednothing to

what has already been done but closed the chapter for the history books. All of Demna was there: the

extreme constructions, the relentless tailoring, the distortion of the everyday, the struggle betweendress
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andbody, trash and glamour. All his characterswere there, too, now burdened by mannerisms. That's

all folks, and now on to the next.

Daniel Roseberry has been cleaning up his Schiaparelli act for quite a while now. This outing,

predominantly black and very couture in that sculpted, hourglass and solemn kind of way, was

practically devoid of surrealism,savefor aterrifying, very "Death BecomesHer" red dressthat featured

a realistic bosom turned backwards - boobs on the back - complete with beating heart diamante

necklace. Ghoulish faux pas aside, this was Roseberryat his most strict and unadorned,but also at his

most nostalgic, though this season'sdialogue with the archives was meant to propel the houseinto the
future. The outing was drenched with an early 1940s spirit, which read as retrofuturism.

Thankfully Roseberry is planning a creative "restructuring" at Schiaparelli, as the formula is getting
tired.

Speaking of formulas, here's to hoping Matthieu Blazy will shake Chanel out of its creative formula,

despite its enduring appeal with clients. This week's last studio-signed show before Blazy's official

debut was exquisitely staged and decidedly cozy. As much as it felt headless,it also had something

slightly freshabout it, like apreludeto better things to come. Thejolie madamefrivolities and giddiness

were replaced by something a little more sleek, at once pastoraland mannish, with stompyboots worn

throughout, setting the tone. Little of it gelled together,and at times a certain dullness persisted,but as

apalate cleanser,it made sense.

Onthe advice of his doctors,Mr Armani was not in Paris for the Armani Privè show, but his stamp

was all over it, from the faultless long silhouettes to the Orientalist glamour that gave these

predominantly black proceedingsa sparkly art decocoating. ThiswasMr Armani at his most linear and

graphic, but also at his most detachedfrom the presentmoment. The Armani-isms, in any case, were

there: acode at this point asstrong as Chanel's, which meansit is both anassetand a burden. Onecan

only behold in awe andadmiration creationsso pure andsoelegant. What wasmissing wasaclear sense
of relevance.

Giambattista Valli's purpose is celebratingbeauty: assimple andas soulful asthat. Justas simple and

heartfelt is Valli's belief in an archetypalbrand of femininity, as embodied by Valli girls that have both

"legs and brains." ThisseasonMr Valli skipped the runaway for a presentation,which washeld in the

whitewashedsalonsof the Maison Valli andintroduced by aceremonyduring which the FrenchMinister

of Culture, Rachida Dati, awarded the designerthe medal of Officer of the Orderof Arts andLetters for

his achievements. It was an emotional moment, which a particularly flowery collection with French

rococo flavours made evenmore elating.

At Viktor & Rolf, black was so pervasivethat even the venue wasplunged into darkness.And yet there

wasastrange kind of humor to the endeavour:chilly andnordic, but still humour. Theidea wassimple

and effective: identical dresses come out in pairs, one puffed up to an nth degreeand stuffed with

colourful feathers, the other limp and deflated. Wasit areflection on the ubiquity of the down jacket?

Or perhaps a mumbling on the pre- and post-Ozempic body? The designersmentioned feathers as a

couturetrope in the show notes,but there wasso much more to decode.For Viktor & Rolf, couture is a

brand-building exercisemore than a business,but their level of execution is always admirable.

If the week was largely unimpressive, it closed with an impressive new beginning as Glenn Martens

took the reins of Maison Margiela by reconnecting to the work of Martin, the iconic andirreplaceable

founder, aswell asthat of his anonymoussuccessors- including Matthieu Blazy - without forgetting

JohnGalliano's transformative decadeat the house.This is to saythat while gettingbackto the founding

codes, Martens neverthelessinherited a maison with a changed and complex identity, a bit like those

horror movies in which genetic experiments increasingly alter the DNA, and there's no way back to the

beginning.
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In this imaginary atelier filled with test tubes and hybrids, Martens moved boldly and confidently,

allowing different fragments of identity to align into anew design, made of disheveled historical shapes,

imaginative accumulations, crumbling surfaces and incongruous materials, but also of naked pureness.

The veils Martin himself used to hide the models' faces were turned into masks, if not helmets, at times

retaining a fashion school feel to them, or at least that sense of ingenuity. It all came across as utterly

theatrical, when Martin was instead a supremely inspired realist, and architectural, which is a Martens

trait, the collection being an homage to gothic buildings. However, the pursuit of hybridity as a code in

both aesthetic and materiality was at once intoxicating and fascinating, and an interesting puddle in

which to let life linger and contaminate once again these rather lifeless fashion shores.

Tous droits de reproduction réservés

URL : http://businessoffashion.com/ 

PAYS : Royaume-uni 

TYPE : Web International 

JOURNALISTE : Angelo Flaccavento

10 juillet 2025 - 09:00 > Version en ligne

Page  76

https://www.businessoffashion.com/reviews/fashion-week/balenciaga-maison-margiela-schiaparelli-haute-couture-autumn-winter-2025/


(1/2)  CONCURRENCE - LUXE

%$

! & &

!&

' '
ĢɮʙǣȐ Ɔɷʙ
ɷĢȐɷŭȢʷʙƆ ǵƆ ŭƆɷǣǝ
ǇȐƆɮǵƆɀǵʷɷŊǣʙƇɀĢɮ
ǵĢ ǇƇȐƇɮĢʙǣȢȐŭƆɷ
ŭǣɮƆŊʙƆʷɮɷĢɮʙǣɷʙǣǝ
ɠʷƆɷĢŊʙʷƆǵǵƆȉƆȐʙĢʷ

ɀȢʷˍȢǣɮɑ1ƆȉȐĢ ɂɠʷǣɠʷǣʙʙƆŊƆɷǰȢʷɮɷǝŊǣ
ĢǵƆȐŊǣĢǇĢɀȢʷɮ ɮƆǰȢǣȐŭɮƆ\ʷŊŊǣɈ Ɔʙ

ǵĢˠ˔ŞȐȢȉȉƇ ŊǘƆˠ ǘĢȐƆǵŞ
ȢȐʙʙɮĢˍĢǣǵǵƇŭĢȐɷɷĢȉĢǣɷȢȐĢɀɮƍɷɷȢȐ
ŭƇɀĢɮʙɑ ȐŭƆɮɷȢȐŞŊǘƆˠ 1ǣȢɮŞ
ƆȐ ɀĢɮǵƆŊȢȉȉƆ ŭɫʷȐƆ ŭƆ ɷƆɷɀǵʷɷ
ǇɮĢȐŭƆɷǣȐƨǵʷƆȐŊƆɷɑ ĂĢȐǘƇƆ
ŭɫhƆɮȉƍɷŞĢŊȢȉȉƆȐŊƇ ɷĢŊĢɮɮǣƍɮƆī ɷƆɷ
ŊȥʙƇɷŞƆʙŞĢʷǰȢʷɮŭɫǘʷǣŞǘƇɮǣʙƆŭƆ ɷȢȐ
ʙɮĢˍĢǣǵŊǘƆˠ ǵƆɷƆǵǵǣƆɮǵȢɮɷɠʷɫǣǵƆȐƇʙĢǣʙǵƆ
ŊɮƇĢʙƆʷɮƆȐʙɮƆȬȕȕʁƆʙʭˤˤʞɑ Ɔǵʷǣɠʷǣ
ɷɫƆɷʙɮƆʙǣɮƇŭƆǵĢɷŊƍȐƆŭƆǵĢȉȢŭƆ Ģɀɮƍɷ
ĢˍȢǣɮ̱ƆȐŭʷ ɷĢȉĢɮɠʷƆ ĢʷǇɮȢʷɀƆ̈Ý
ŭƆ ÇƆȐˠȢÇȢɷɷȢĢˍĢǣʙŊɮƇƇƆȐȬȕƎȕŞƆȐ
ȉĢɮǇƆ ŭƆ ɷƆɷŊȢǵǵƆŊʙǣȢȐɷŭƆ ɀɮƊʙǝīǝ
ɀȢɮʙƆɮŞ̫ȐƆ ǵǣǇȐƆǐĢɮʙǣɷĢȐĢǵƆǒĢʷʙȢʷɮ
ŭƆ ˍƊʙƆȉƆȐʙɷ ɮƇŊʷɀƇɮƇɷƆʙ ŭɫȢĻǰƆʙɷ
ŊǘǣȐƇɷŞ̫ȐǣɠʷƆȉƆȐʙ ɮƆʙɮĢˍĢǣǵǵƇɷī ǵĢ
ȉĢǣȐɑ
@ȐʭˤȬʭŞŊƆʙʙƆǵǣǇȐƆɀƆɮȉƆʙ ī ǵĢȉĢǣǝ

ɷȢȐŭƆ ɀƇȐƇʙɮƆɮŭĢȐɷǵƆŊƆɮŊǵƆʙɮƍɷƨƆɮǝ
ȉƇ ŭƆǵĢǘĢʷʙƆŊȢʷʙʷɮƆɑ1Ɔ ʭˤȬȬī ʭˤȬƼŞ

ǵĢˠ˔ƆȐƆɷʙǵƆŭǣɮƆŊʙƆʷɮĢɮʙǣɷǝ
ʙǣɠʷƆǐĢȐȢȐ˔ȉƆǒŞ ɷƆɷȉĢɷɠʷƆɷ ǣȐǝ
ŊɮʷɷʙƇɷŭƆ ĻǣǰȢʷ˓ ɀȢɮʙƇɷɀĢɮ
ĄƆɷʙĢʷ ƨĢǦʙƆŭƆ ɷĢǇǵȢǣɮƆɷȢȐʙƆȐʙɮƇɷ
ŭĢȐɷǵɫǘǣɷʙȢǣɮƆɑɀɮƍɷǵʷǣŞÇƆȐˠȢÇȢɷɷȢ

Ģ ǵƆǇƇȐǣƆŭɫƆȐǇĢǇƆɮ \ĢǵǵǣĢȐȢɑ
ƆɮʙĢǣȐɷ˔ ˍȢǣƆȐʙ̫Ȑ ȉĢɮǣĢǇƆŊȢȐʙɮƆǝ

ȐĢʙʷɮƆƆȐʙɮƆǵƆȉǣȐǣȉĢǵǣɷʙƆǣȐʙƆǵǵƆŊʙʷƆǵ
ĻƆǵǇƆƆʙ ǵɫƆ˓ʙɮĢˍĢǇĢȐŊƆǘǣɷʙȢɮǣŊǣɷʙƆ
ĻɮǣʙĢȐȐǣɠʷƆɑÃȢʷɮʙĢȐʙǵĢǇɮƆƨƨƆɀɮƆȐŭŞ
ƆʙɀȢʷɮ ɷȢȐ̫ ǵʙǣȉƆŊȢǵǵƆŊʙǣȢȐɮʙǣɷĢȐĢǵŞ
ƆȐ ǰĢȐˍǣƆɮʭˤʭƼŞ \ĢǵǵǣĢȐȢǵǣˍɮƆʷȐ
ŭƆɷɀǵʷɷ ĻƆĢʷ˓ ŭƇƨǣǵƇɷŭƆɷŭǣ˓ ŭƆɮǝ
ȐǣƍɮƆɷĢȐȐƇƆɷɑ

ĻĢɮɮƆƆɷʙǘĢʷʙƆŞŭȢȐŊŞɀȢʷɮ \ǵƆȐȐ
ǵƆ ƆǵǇƆŭƆ ɮʷǇƆɷŭƆƼʭ ĢȐɷŞ

ɠʷǣȧʷˍɮƆ ŭƇǰī ī ǵĢŊɮƇĢʙǣȢȐŭƆ 1ǣƆɷƆǵŞ
ȉĢɮɠʷƆ ɀǘĢɮƆŭʷ ǇɮȢʷɀƆǣʙĢǵǣƆȐɑ¨Ý Ş
ɠʷǣɷǣǇȐǣƨǣƆǐ¨Ȑǵ˔ ʙǘƆ ɮĢˍƆǒŞ ɀȢɮʙƆ
ŭƇŊǣŭƇȉƆȐʙĻǣƆȐɷȢȐȐȢȉɑ pǵƨĢǵǵĢǣʙʷȐƆ
ŊƆɮʙĢǣȐƆĻɮĢˍȢʷɮƆī ÇƆȐˠȢ ÇȢɷɷȢɀȢʷɮ
ɮƆŊɮʷʙƆɮ\ĢǵǵǣĢȐȢĢɀɮƍɷɷȢȐɀʷɮǇĢʙȢǣɮƆŞ
ǣǵƆȐƨĢʷʙĢʷɷɷǣĢʷ ȐȢʷˍƆĢʷ ŭǣɮƆŊʙƆʷɮ
ĢɮʙǣɷʙǣɠʷƆɀȢʷɮ ɷʷǣˍɮƆǵƆɷɀĢɷŭƆ ɷƆɷ
ǣǵǵʷɷʙɮƆɷɀɮƇŭƇŊƆɷɷƆʷɮɷɑ Ɔɷʙ
ĻɮĢˍƆŞĢʷɷƆȐɷŊǘƆˍĢǵƆɮƆɷɠʷƆŭʷ ʙƆɮȉƆŞ
ƆȉĻɮĢɷɷĢȐʙʙȢʷʙ ǵƆɀĢɷɷƇŭƆ
ɀȢʷɮ ɮƆȐŭɮƆī ǵĢǘĢʷʙƆŊȢʷʙʷɮƆʙȢʷʙƆǵĢ
ĻƆĢʷʙƇŞǵĢɷȢɀǘǣɷʙǣŊĢʙǣȢȐŞǵĢƨȢǵǣƆɠʷɫȢȐ
ĢʙʙƆȐŭɷĢȐɷɷȢʷˍƆȐʙǵƆɷʙɮȢʷˍƆɮŊǘƆˠ ǵƆɷ
ȉĢǣɷȢȐɷɀǵʷɷƇʙĢĻǵǣƆɷɑ
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ɷȢǣɮŞǘȢɮɷŭƆɷŊǣɮŊʷǣʙɷŭʷ
ǵʷ˓ƆŞ ŭĢȐɷǵƆ ȬȕƆ ĢɮɮȢȐŭǣɷɷƆȉƆȐʙŞǵƆ
ƆȐʙɠʷĢʙɮƆĢʷ˓ ȉʷɮɷ ʙĢɀǣɷɷƇɷŭƆ ŊȢǵǝ

ǵĢǇƆɷŭɫǣȐʙƇɮǣƆʷɮɷŭƆ ɀĢǵĢǣɷŊĢȉɀƆ ǵƆ
ŭƇŊȢɮŭƆ ŊƆʙʙƆɷĢǣɷȢȐǣȐɷɀǣɮƇƆŭƆ ǵɫĢɮǝ
ŊǘǣʙƆŊʙʷɮƆǇȢʙǘǣɠʷƆƆʙŭƆ ǵɫĢʙȉȢɷɀǘƍɮƆ
ȉƇŭǣƇˍĢǵƆŭƆ ǵĢZǵĢȐŭɮƆƆʙŭƆɷÃĢ˔ɷǝ
ĢɷɑÑǣǵƆɷɀɮƆȉǣƆɮɷɀĢɷɷĢǇƆɷǝ ŭƆɷ

ɀǣƍŊƆɷɷŊʷǵɀʙʷɮĢǵƆɷŭɮĢɀƇƆɷƆȐɀǵĢɷʙǣǝ
ɠʷƆ ǝ ǰȢʷƆȐʙɀǵʷɷǵƆɮƆǇǣɷʙɮƆŭƆǵɫƆ˓ɀƇɮǣǝ

ȉƆȐʙĢʙǣȢȐɠʷƆ ŭʷ ˍƊʙƆȉƆȐʙŞǵƆŭƇƨǣǵƇˍĢ
ŊɮƆɷŊƆȐŭȢŞʙɮȢʷĻǵƆŞǣȐʙƆɮɮȢǇƆŞǵƆɷǣȐˍǣǝ
ʙƇɷɷƆɀƆȐŊǘƆȐʙɷʷɮǵƆɷĻĢȐŊɷɀȢʷɮ ŊȢȉǝ
ɀɮƆȐŭɮƆǵƆɷȉĢʙǣƍɮƆɷŊȢȉȉƆ ŊƆɷǇƆȐɮƆɷ
ŭƆ ɀĢɀǣƆɮɷɀƆǣȐʙɷŭƇŊǘǣɮƇɷŞŭƆ Ŋʷǣɮɷ
ɀĢɮŊǘƆȉǣȐɷŞŊƆɷɷĢʙǣȐɷɷƆŊȢȐŭƆɀƆĢʷ
ɀƆǣȐʙɷƆȐǐ ŊȢʷɀɷŭƆɀǣȐŊƆĢʷǒī ǵĢ\ʷɷǝ
ʙĢˍƆ ʷ ƨʷɮ Ɔʙī ȉƆɷʷɮƆŞǵƆɷ
ƨǣǵǵƆɷĢʷˍǣɷĢǇƆȉĢɷɠʷƇ ŭĢȐɷǵĢʙɮĢŭǣʙǣȢȐ

ɷƆȉĻǵƆȐʙɀȢɷɷƇŭƇƆɷŞƇʙȢʷɮǝ
ŭǣƆɷŞǘĢĻǣʙƇƆɷɀĢɮǵĢƨȢɮŊƆŭƆ ǵƆʷɮ̱ƊʙƆǝ

ȉƆȐʙɑ
ɮȢĻƆǵȢȐǇʷƆƆȐɀȢǵ˔Ɔɷǝ

ʙƆɮī ǵĢʙĢǣǵǵƆŊȢɮɷƆʙƇƆŞɮƆȐʙɮƇƆŭĢȐɷǵƆɷ
ŊȥʙƆɷŞɷɫĢˍĢȐŊƆŞǵɫĢɷɷǣɷʙĢȐŊƆɮƆʙǣƆȐʙ
ɷȢȐɷȢʷƨƨǵƆɑÃǵʷɷǣƆʷɮɷĢʷʙɮƆɷɮȢĻƆɷƆȐ
ǰƆɮɷƆ˔ǇɮǣɷɀȢʷɷɷǣƍɮƆŞƆȐ ŊǘĢɮʙɮƆʷɷƆ
ˍƆɮʙƨǵʷȢȢʷ ƆȐɷĢʙǣȐǣˍȢǣɮƆɷƆŭƇŊȢȉǝ
ɀȢɷĢȐʙƆȐ ƨǵƆʷɮŭƆ ŭƆȐʙƆǵǵƆɷŞɮƆɀɮƆȐǝ
ȐƆȐʙŊƆʙʙƆŊȢȐɷʙɮʷŊʙǣȢȐƆȉɀɮʷȐʙƇƆ ī
ǵĢŊȢɮɷƆʙƆɮǣƆŞĢŊŊƆȐʙʷĢȐʙŭĢȐɷʷȐƆǣǵǝ
ǵʷɷǣȢȐŭɫȢɀʙǣɠʷƆǵɫĢȐĢʙȢȉǣƆɑ̈Ȑ ɮƆǝ
ʙɮȢʷˍƆ ǵƆǇȢʺʙŭƆɷˍƊʙƆȉƆȐʙɷĢȐŊǣƆȐɷ
ŭƆ ǐ ǒŞ ǵƆɷŊȢɮɀɷɷŊʷǵɀʙƇɷī ǵĢ
ÃȢǵĢǣɮƆŭƆ ĢʷɷɷǣǵƆǇǵĢȉȢʷɮ
ɮƆˍǣɷǣʙƇŭɫʷȐ
1ʷɮĢȐʙɷƆɷĻƆǵǵƆɷĢȐȐƇƆɷī ǵĢʙƊʙƆŭƆ

ǵĢ ȉĢɮɠʷƆ ĐʓÃɮȢǰƆŊʙ ɂʭˤȬʞǝʭˤʭƼɈŞ
ĢƨĢǣʙȉȢȐʙɮƆ ŭƆ ɷĢɷƆȐɷǣĻǣǵǣʙƇ

ƆʙŭƆ ɷĢȉĢǣȐ ŊȢʷʙʷɮƆɑAɀĢʷǵƇɀĢɮ ǵƆ
ɷʙʷŭǣȢŭƆ ŊƆʙʙƆǵǣǇȐƆɮʙǣɷĢȐĢǵʙƆǵǵƆǝ
ȉƆȐʙ ī ɀĢɮʙ ŭĢȐɷǵɫǣȐŭʷɷʙɮǣƆŭƆ ǵĢ

ȉȢŭƆŞ ǣǵȢʷˍɮƆ ʷȐƆȐȢʷˍƆǵǵƆ̱ȢǣƆɀȢʷɮ
ǵĢ ȉĢǣɷȢȐŞʙɮƍɷ ŊȢȐȐʷƆ ɀȢʷɮ ɷƆɷ
ɷȢʷǵǣƆɮɷÝĢĻǣɂɮƆˍǣɷǣʙƇɷǣŊǣŞȐȢʙĢȉǝ
ȉƆȐʙŞ ƆȐ ɀǵĢɷʙǣɠʷƆʙɮĢȐɷɀĢɮƆȐʙɈȉĢǣɷ
ŭȢȐʙ ǵƆɀĢʙɮǣȉȢǣȐƆɷǣɮǣŊǘƆɮƆɷʙƆƆȐǝ
ŊȢɮƆī ƊʙɮƆŭƇŊȢʷˍƆɮʙɀĢɮ ǵƆɷǰƆʷȐƆɷ
ǇƇȐƇɮĢʙǣȢȐɷɑ¯
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(1/2)  CONCURRENCE - LUXE

Ɔ ǵʷȐŭǣŞŭƆˍĢȐʙ ǵɫAǵ˔ɷƇƆǝ
ǵƆɷʙƆŊǘȐǣŊǣƆȐɷ

ŭƇŊǘĢɮǇƆȐʙǵƆɷŭƆɮȐǣƆɮɷŊĢǣɷǝ
ɷȢȐɷŭʷ ŊĢȉǣȢȐɑǐ ÇƆǇĢɮŭƆˠ

ʙȢʷʙ ǵƆ ɨȉĢʙȢɷɩŞ ȉʷɮȉʷɮƆ ʷȐƆ
ŊȢȐɷȧʷɮ ǰȢʷɮȐĢǵǣɷʙƆɑ ɫƆɷʙɷʺɮŞ pɮǣɷ
ˍĢȐ hƆɮɀƆȐˍĢ ƆȐŊȢɮƆɀɮƇɷƆȐʙƆɮʷȐ ɷĢǝ
ŊɮƇ ɷǘȢˎ Ƣǒ ÃĢʷǵ \ĢʷǵʙǣƆɮŞǵƆ
ȉĢȐȐƆɠʷǣȐ ĄǣɷŭȢȉ ǵĢŊǘĢȐǝ
ʙƆʷɷƆȉƆ˓ǣŊĢǣȐƆ1ĢȐȐĢÃĢȢǵĢɂɮƇˍƇǵƇƆ
ɀĢɮ ǵĢɷƇɮǣƆAǵǣʙƆɈɀɮƆȐȐƆȐʙɀǵĢŊƆƖ
ÑʷɮǇǣʙŭƆȐʷǵǵƆɀĢɮʙŞ̫ ȐƆŭĢȐɷƆʷɷƆƆȐǝ
ˍƆǵȢɀɀƇƆ ŭɫʷȐ ʙǣɷɷĢ̫ƇɮǣƆȐǰĢɀȢȐĢǣɷ
ɷɫƇǵƍˍƆɷȢʷɷŭƆɷ ƨĢǣɷŊƆĢʷ˓ĻǵƆʷɷƆȐ
ʷȐƆ ŭĢȐɷƆ ɷƆɮɀƆȐʙǣȐƆȉȢŭƆɮȐƆɑ

ŭʷ ŭƇƨǣǵƇƆɷʙ̫ ȐƆɀƆɮƨȢɮǝ
ȉĢȐŊƆ ŊǘĢɮǇƇƆŭɫƇȉȢʙǣȢȐɷʷɮǵĢƨĢŏȢȐ
ŭȢȐʙ ȐȢʷɷ ĢˍȢȐɷˍǣŭƇȐȢɷȢŊƇĢȐɷŭƆ
ʙȢʷʙƆˍǣƆǒŞ ƇŊɮǣʙǵĢŊɮƇĢʙɮǣŊƆŭĢȐɷɷĢ
ȐȢʙƆ ŭɫǣȐʙƆȐʙǣȢȐĢʷ ɷʷǰƆʙ ŭƆ ŊƆʙʙƆ

ŊȢǵǵƆŊʙǣȢȐĻĢɀʙǣɷƇƆÑ˔ȉɀȢǣƆɷǣɷɑÑǣǵƆ
ȉƆɷɷĢǇƆȉǣǵǣʙĢȐʙƆɷʙɀƆʷ ɀƆɮŊƆɀʙǣĻǵƆŞ
ǵƆɷ ȉĢȐȐƆɠʷǣȐɷ ɀɮƇɷƆȐʙƆȐʙŭɫǣȐǝ
ŊɮȢ˔ĢĻǵƆɷɮȢĻƆɷĢʷ˓ ŭɮĢɀƇɷƆʙɀǵǣĢǇƆ
ŭƆ ĻǣȢʙƆ˓ʙǣǵƆƆʙŭƆ ʙʷǵǵƆʙĢǣǵǵƇƆɷŭĢȐɷ
ŭƆɷȐȢʷˍƆǵǵƆɷȉĢʙǣƍɮƆɷɂƨǣĻɮƆŭƆ ŊĢɮǝ
ĻȢȐƆ ʙɮĢȐɷǵʷŊǣŭƆŞŊȢɮĢʷ˓ ƆȐ ɮƆˎƆŭ
ÃɮȢʙƆǣȐƨƆɮȉƆȐʙƇƆɈɑìȐƆ ĢɀɀɮȢŊǘƆˍǣǝ
ˍĢȐʙƆ Ɔʙ ȉʷɷƇĢǵƆ ɠʷǣŞʷȐƆ ȐȢʷˍƆǵǵƆ
ƨȢǣɷŞɷǣƆŭī ǵɫʷȐǣˍƆɮɷɷǣȐǇʷǵǣƆɮŭɫpɮǣɷ
ˍĢȐhƆɮɀƆȐɑ

ƆɮʙĢǣȐɷŭƇƨǣǵƇɷɷȢȐʙʷȐ ɀƆʷ ɀǵʷɷ
ɠʷƆ ŭƆɷŭƇƨǣǵƇɷɑÑʷɮʙȢʷʙɀƆȐŭĢȐʙǵĢɷƆǝ
ȉĢǣȐƆ ŭƆ ǵĢǘĢʷʙƆ ŊȢʷʙʷɮƆŞʙƆɮɮĢǣȐ
ŭɫƆ˓ɀɮƆɷɷǣȢȐɷĢȐɷŊȢȐʙɮĢǣȐʙƆŭƆ ɀɮǣ˓
ȐǣŭƆ ƨĢĻɮǣŊĢʙǣȢȐɑÇȢĻƆɮʙĄʷȐ ƆɷʙŭƆ
ŊƆʷ˓ǝǵīɑ Ñʷɮ ǵĢɷŊƍȐƆŭʷ ǘĥʙƆǵƆʙŞŊƆ
ȉƆɮŊɮƆŭǣŞɷƆǰȢʷƆ ʷȐƆ ɀǣƍŊƆŭƆ ȉȢŭƆ
ŊȢȉȉƆ ȢȐ ƆȐ ˍȢǣʙɀƆʷɑ ɀɮƆȉǣƍɮƆ
ŊɮƇĢʙʷɮƆƆɷʙ ƆȐˍƆǵȢɀɀƇƆ ŭĢȐɷ ʷȐƆ
ŊȢʷƆʙʙƆǝȉĢȐʙƆĢ Ļ̫ɮȢŭƇƆŭƆ ɀĢǣǵǵƆʙʙƆɷ
ƨĢŏȢȐʙĢŊǘƆɷŭƆ ɷĢȐǇǝ ǐ Ȣʷ ŭƆ ǲƆʙǝ
Ŋǘʷɀ ǒ Ş ɀǵĢǣɷĢȐʙƆǵƆ ŊɮƇĢʙƆʷɮǘȢȐǝ

ǇǲȢȐǇĢǣɷƇʙĢĻǵǣī ŭȢȐʙ ǵĢ
ƨĢȐʙĢǣɷǣƆɮĢɮƆǘĢĻǣǵǵƆ \ĢǇĢƆʙ
ǰȦɮǲɑ1ĢȐɷʷȐƆ ȉƆɮˍƆǣǵǵƆʷɷƆȉǣɷƆƆȐ

ĢĻ˔ȉƆŞ ǵƆŊȢʷʙʷɮǣƆɮǵǣˍɮƆŭƆɷɮȢĻƆɷŭƆ
ɮƆŭŊĢɮɀƆʙɀǵʷɷƨȢǵǵƆɷǵƆɷ̫ȐƆɷɠʷƆ ǵƆɷ
ĢʷʙɮƆɷǝ ƨȢʷɮɮƆĢ ŭ̫Ɔ ɷĢʙǣȐȐȢǣɮĢɷ˔ȉƇǝ

ʙɮǣɠʷƆȢʷ ĻɮȢŭƇƆŭƆ ɷʙɮĢɷɷĻǵƆʷƇǵƆŊǝ
ʙɮǣɠʷƆŞĢĻȢȐŭĢȐŊƆŭƆ ƨǣȐƆɷɀǵʷȉƆɷ ƆȐ
ŊɮǣɷʙĢǵŞŊɮǣȐȢǵǣȐƆɷī ʙɮĢǦȐƆɷƆȐ ɷȢǣƆ
ǣȉɀɮǣȉƇƆŭƆɮȢɷƆɷǇƇĢȐʙƆɷƖ1Ɔ ɂƨĢʷɷǝ
ɷƆɷɈȉĢǣȐɷǣȉɀɮǣȉƇƆɷƆȐʞ1 ƆȐʙȢʷɮƆȐʙ
ǵƆɷƨǣǵǵƆɷɠʷǣ ƆȐŊǘĢǦȐƆȐʙǵƆɷɀȢɷƆɷ
ƇʙǘƇɮƇƆɷĢˍƆŊǵƆʷɮɷĻɮĢɷƨĢŏȢȐŭƇƆɷɷƆ
ÑǘĢǲʙǣɑ ˍȢʷǵĢǣɷƨǣǇʷɮƆɮŊƆŭƆɮȐǣƆɮ
ŊȢʷɀ ŭɫȧǣǵŭƆˍĢȐʙǵƆȉǣɮȢǣɮĢˍĢȐʙŭƆ
ɀĢɮʙǣɮɀȢʷɮ ǵĢɷȢǣɮƇƆŞɠʷĢȐŭˍȢʷɷ ɀȢɷƆˠ
ɀȢʷɮ ˍƇɮǣƨǣƆɮˍȢʙɮƆ ʙƆȐʷƆŞƆȐʙɮƆŭƆʷ˓
ɀƆɮɷȢȐȐĢǇƆɷŞǵƆˍȥʙɮƆ Ɔʙ ŊƆǵʷǣŭƆ ǵĢ
Ȑʷǣʙɑǒ

ɠʷƆɷʙǣȢȐȐƆ@ǵǣƆÑĢĢĻɷʷɮ
ǵƆɷǣȐɷɀǣɮĢʙǣȢȐɷŭƆ ɷĢŊȢǵǵƆŊʙǣȢȐǘĢʷʙƆ
ŊȢʷʙʷɮƆɀȢʷɮ ǵɫǘǣˍƆɮɀɮȢŊǘĢǣȐŞǣǵɮƇǝ
ɀȢȐŭ ś ǐ Ȣʷɮ ƆʙɮȢ˔ĢʷʙƇɑǒÃʷǣɷĢǰȢʷʙƆ

ȐȢȐɷĢȐɷǘʷȉȢʷɮ śǐ ƆǵĢɷʷƨƨǣɮĢɀȢʷɮ ƆȐ
ƨĢǣɮƆ̫Ȑ ĢɮʙǣŊǵƆŞȐȢȐɡǒ Ɔ ȉƆɮŊɮƆŭǣĢʷ
ÃĢˍǣǵǵȢȐĢȉĻȢȐŞ ŊȢȉȉƆ ŭǣʙǵƆŭǣŊʙȢȐŞ
ʷȐƆǣȉĢǇƆ̱Ģʷʙ ȉǣƆʷ˓ ɠʷƆ ȉǣǵǵƆȉȢʙɷɑ
@ɷɷĢ˔ȢȐɷɠʷĢȐŭ ȉƊȉƆɑ 1ƆɷŊƆȐŭĢȐʙǵƆ
ǇɮĢȐŭƆɷŊĢǵǣƆɮŞǵƆɷɀɮǣȐŊƆɷɷƆɷŭƆŊȢȐʙƆɷ
ŭƆ ƨƇƆɷŭʷ ŊȢʷʙʷɮǣƆɮǵǣĻĢȐĢǣɷƨȢȐʙǵƆʷɮ
ĢɀɀĢɮǣʙǣȢȐɑʙȢɀǝȉȢŭƍǵƆ ÑʙȢȐƆ
ȢʷˍɮƆ ǵƆĻĢǵŭĢȐɷ̫ȐƆŊĢɷŊĢŭƆŭƆȉȢǣɮƆ
ƇĻƍȐƆƇɀȢʷɷĢȐʙɀĢɮƨĢǣʙƆȉƆȐʙɷƆɷŊȢʷɮǝ
ĻƆɷɑÑɫƆȐɷʷǣˍƆȐʙƆȐɷƆȉĻǵƆŊȢɮɷƆʙƆʙ
ɀĢȐʙĢǵȢȐŭƆ ȉĢɮɠʷǣɷƆƆȐˍƆǵȢʷɮɷȐȢǣɮŞ
ɮȢĻƆƨƆȐŭʷƆǰʷɷɠʷɫī ǵɫĢǣȐƆŭƆ ɷȢǣƆȢɮ
ɀƆǣȐʙƆŭƆ ƨǵƆʷɮɷī ǵĢȉĢȐǣƍɮƆŭƆɷƆȐǵʷǝ
ȉǣȐʷɮƆɷƆʙƨȢʷɮɮƆĢŭ̫Ɔ ɷǣɮƍȐƆƆȐŊʷǣɮɑ
1ƆɷɷǣǵǘȢʷƆʙʙƆɷɷȢȉĻɮƆɷŞɀɮƆɷɠʷƆȉƇǝ
ŭǣƇˍĢǵƆɷŞǵȢǣȐŭƆǵĢɀĢǵƆʙʙƆɀĢɷʙƆǵƨƇʙǣŊǘƆ
ŭʷ ŊɮƇĢʙƆʷɮɑÅʷƆ ǵɫȢȐɮƆʙɮȢʷˍƆʙȢʷʙ ŭƆ
ȉƊȉƆ ɠʷƆǵɠʷƆɷɀĢɷɷĢǇƆɷɀǵʷɷʙĢɮŭĢʷƨǣǵ
ŭƆ ɮȢĻƆɷŭƆ ĻĢǵŞī ĢɀɀǵǣŊĢʙǣȢȐɷŭƆ ɀǵʷǝ
ȉƆɷŞŭƆ ƨǵƆʷɮɷƆʙŭƆ Ȑȧʷŭɷ ƆȐĢǵǵȢˍƆɮɑ

ȉĢɮǣƇƆŊǵȥʙ ǵƆ ɷɀƆŊʙĢŊǵƆɷȢʷɷʷȐ
ɷɀƆŊʙĢŊʷǵĢǣɮƆˍȢǣǵƆɀȢʷŭɮƇ ƆȐŭƆȐʙƆǵǵƆ
ĻɮȢŭƇŭƆȉǣǵǵƆɷɀĢǣǵǵƆʙʙƆɷɑ@˓ɠʷǣɷɑ
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The Smart Glasses Gold Rush, Explained

Meta's $3.5 billion investment in EssilorLuxottica is the clearest sign yet that

some of the biggest names in tech and eyewear see smart glasses as a

commercially viable category with a long-term future.

By Marc Bain

The future of smart glassesis looking so bright that Meta went out andboughtitself someshades.

The social-media company - and, increasingly, tech hardware player - has acquired just under 3

percent of eyewear giant EssilorLuxottica for $3.5 billion, according to a report this week by

Bloomberg, andcould increasethat staketo 5percentover time. EssilorLuxottica is the parentcompany

of Ray-Ban andOakley, which Meta haspartnered with to createsmart glassesthat incorporate audio,

video andnow AI featuressuch aslive translation into the brands' well-known frames.

The move is the clearest sign yet that the biggestnamesin tech and eyewearsee smart glassesas a

commercially viable category with a long-term future. After a decadeof false starts by the likes of

Google, Snapandothersthat long madeit seemthat they would neverbe more than anovelty item, the

glassesarefinally winning over asignificant, and still growing, number of consumers.

"The investment should be read as a vote of confidence in EssilorLuxottica in the smart-glasses

opportunity," Bernsteinanalyst Luca Solcawrote in a researchnote.

There's still a long way to go before smart glassescan genuinely be called a widespread device, of

course.In the US,between3percentand5percent of adultsown any kind of AI wearable,accordingto

Bain & Company.

But the momentum of the last year has given companieshope that they could finally be moving from

fantasyto reality, andit's clearthey're not about to passup the opportunity. Thespacehasseenaflurry

of activity in recent weeks as tech players have announcednew plans and new deals with eyewear

makersto bring their visions for the categoryto life.

What's happening in smart glasses?

Meta andEssilorLuxottica had beengrowing closer for months before this week's investment. In June,

the two companiesexpanded their partnership to EssilorLuxottica's Oakley brand, introducing a

new line of what they called "performance AI" glassesaimed at Oakley's audienceof athletes. CNBC

also reported that Meta is working on a line of smart glasses with Prada, whose eyewear

EssilorLuxottica holds the licenseto produce, though detailshave yet to berevealed.
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And Meta isn't the only tech giant with its eye on the category. In May, Google signalled its intent to

makea big push into smart glassesby announcing partnershipswith Warby Parker, GentleMonster and

Kering Eyewear, which makes glasses for Kering brands including Gucci, Bottega Veneta and

Balenciaga,as well asother labels such as Cartier, Alaïa, Maui Jim andPuma.

Google had already been working with Samsungon smart glasses,and while it hasn't yet shown what

any of the glasses from thesenew partnershipsmight look like, they will be built on its Android XR

platform, which mixes AI and extended reality, meaning digital text and imagesthat appear in the

wearer's field of vision - something Meta is working on but has yet to introducein its EssilorLuxottica

products. Thelaunchesareplanned for after 2025.

In asign of Google's seriousness,it's alsoinvesting up to $150million in Warby Parker, representing

aroughly 5 percent stakebasedon Warby's current market capitalisation, half of which it's fronting to

the company for product development and bringing goods to market and the remaining half being

additional investment in Warby Parker. (It is also reportedly investing up to $100 million in Gentle

Monster, though neither companyhas confirmed the investment.)

Thesmart-glass landscapeis consequently shaping up to be a battle between Meta and Google, each

with their own eyewearpartners,though other contenderslook set to emerge.Apple is planning its own

AI-powered smart glassesfor 2026, Bloomberg reported in May, while China's Xiaomi, a large maker

of consumerelectronics andelectric vehicles,has unveiled its own take onthe device. Snaphasn't found

successwith its previous smart glassesbut continues to invest in the technology.

OpenAI, which recently acquired the AI device startup of former Apple designer Jony Ive for $6.5

billion, is the rarebig tech player thatdoesn't seemto beinterestedin making smart glasses:Co-founder

SamAltman has madeclear that their product with Ive won't be apair of glasses.

Others that have yet to announceplansmight just be working quietly for now.

"We would not be surprisedto seenew entrantssoon, with joint development andmarketing efforts by

playerslike Apple, Samsung,LVMH/Thelios or Safilo just fostering the adventof smartglassesasmass-

marketproducts," Jefferiesanalyst Julien Dormois wrote in a July 9 researchnote.

What changedthe outlook on smart glasses?

Onereasonfor the activity right now is clear: The surprise successof the second generation of Ray-

Ban Meta glassescreatedconfidence that consumerswill actually buy smart glasses- if they're done
right.

The glassespreservedthe look of classic Ray-Ban styles like the Wayfarer while adding featuresthat

madethem useful. Peopleusethem to listen to music, take phonecalls, snappictures, record video, live

stream to Instagram and hear live translations of other languages, so far including English, Spanish,

French and Italian.

As of February, more than 2 million pairs of the glasseshadsold since their late-2023 debut, Francesco

Milleri, chairmanandchief executive of EssilorLuxottica, said onan earningscall thatmonth. He added

that the company would scale production to 10million units annually by the endof next year.

Theresults have given Meta - andothers,like Google- reasonto invest more in smart glasses.

"If you haveaproof point in scale,that tablesalot of risk," TD Cowen analyst Oliver Chen,who covers

Warby Parker, saidin aninterview.

Thoughthat maynot bethe only reasonfor the rush now."It's a bit of araceto leverage the AI models,"

Chen said.
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The rapid advance of AI has enabled companies to augment their glasses with more abilities. A recent

Bain survey found that three of the top four uses of the Ray-Ban Meta glasses involved generative AI,

namely general information searches, getting tailored recommendations and identifying locations or

products. The AI is far from perfect at this point. Wired documented its difficulties with translating last

year, for instance. But as AI improves, companies will likely leverage those capabilities to add even

more features to convince shoppers to buy a pair.

How big is the market for smart glasses?

Smart glasses are still very much in their infancy. In terms of dollars, they remain a niche business. For

EssilorLuxottica, which generated €26.5 billion (about $31 billion) in revenue in 2024, even selling 2

million pairs of its Meta Ray-Ban glasses for $299 to $379 apiece amounts to a drop in the bucket.

That could change. Bain estimates that adoption of AI wearables, including smart glasses,by US adults

could rise from between 3 percent and 5 percent around the start of 2025 to 10 percent or higher by the

end of the year, thanks largely to products like the Ray-Ban Meta glasses.

By 2030, Chen of TD Cowen estimates that the total addressable market of smart glasses could be $2

billion to $4 billion in the US alone.

Companies will each be fighting for their share. Chen pointed out that what could separate the winners

from losers is how effective their AI features are and factors like their synergies with existing apps. It

will also matter how they segment the marketplace. Different companies will offer different fashion

propositions, and there's also the possibility that one might corner the market for leisure and

entertainment while another could emphasise B2B uses, much like what happened in the initial

development of the smartphone landscape.

"Is there a BlackBerry relative to Nokia, and then does it all converge later?" Chen said.

That convergence would be something like the iPhone of smart glasses, which may or may not ever

emerge. But plenty of companies are now racing to build it.
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TikTok Prepares US App With Its Own Algorithm

and User Data

The move could open the door to resolving years of debate over whether the company would

share what is considered the crown jewel of the ByteDance-owned short video-sharing

platform.

By Krystal Hu

Tik
Tok

TikTok is preparing to launch a standaloneapp for US usersthat is expected to operateon a separate

algorithm and data system from its global app, laying the groundwork for a potential sale orchestrated

by US President Donald Trump, according to people familiar with the matter.

Over the past several months, TikTok employees have been working under tight deadlines to build a

new, US-specific version of TikTok by transferring and duplicating the application's codebase-

including AI models, algorithms, features,anduser data- from the global platform, current employees

at the company told Reuters, who requestedanonymity while discussing private matters.

Themove could open the door to resolving yearsof debateover whether the company would sharewhat

is considered the crown jewel of the ByteDance-owned short video-sharing platform - the

recommendation algorithm powering the Chinese-owned platform, which has been at the center of the

US-China technology standoff.

ByteDance and TikTok declined to comment.

The initiative, known internally as "M2," has a Septemberdeadline, and could represent the biggest

technical break between TikTok's US operations andits international business. The changeis expected

to impact how 170million US usersaccessglobal content andhow non-US creators makemoney on the

platform.

Thenew US-only appis designedto function independently, similar to Douyin - the versionof TikTok

available exclusively in mainland China. Users from outside the US will not find the American version

in their appstore, sourcessaid.

Technical details of the upcoming US app are reported here for the first time. The Information first

reported on the plannedlaunch of the US TikTok app.

While current content is expected to migrate into the new app, it remains unclear to what degree new

content from the global TikTok apps will be integrated into the US version. Thenew app is expectedto

useonly data from US usersto train its recommendationalgorithms, further distancing it from TikTok's

global systems, sourcesadded. As a result, most users will be recommended content generatedwithin

the US

Separation Anxiety

The push to separateTikTok's US app from its global platform has been underway for months, as

ByteDanceexecutives prepared various plans to prevent a banof the appin the US, a move required by

recently passedlegislation over datasecurity concerns.

Tous droits de reproduction réservés

URL : http://businessoffashion.com/ 

PAYS : Royaume-uni 

TYPE : Web International 

JOURNALISTE : Krystal Hu

10 juillet 2025 - 08:39 > Version en ligne

Page  84

https://www.businessoffashion.com/news/technology/tiktok-prepares-us-app-with-its-own-algorithm-and-user-data/


(2/2)  CONJONCTURE - TENDANCES

Thefuture of theapp usedby nearly half of all Americanshas beenup in the air sincea 2024law, passed

with overwhelming bipartisan support, required ByteDanceto divest TikTok by January19.

Washington officials have said TikTok's ownership by ByteDancemakes it beholden to the Chinese

government, and Beijing could use the appto conduct influence operations against the US and collect

data on Americans.

After the first deadline and a brief moment of "going dark" in January, TikTok beganmoving non-US

user data out of American data centersrun by Oracle, ensuring only US user dataremained on servers

in the US, paving the way for separatingUS and international businesses,accordingto sources.

Thecompany has also beenworking on separatingthe codebasefor its core algorithm sincelast year,a

move first reported by Reutersanddenied by the company at the time.

Oncethe split is completed, the core technology and ongoing development will be managedseparately

from the global TikTok team, although someByteDance employees could continue supporting TikTok

US in anoutsourced capacity, one of the sourcesadded.

Thishas raisedinternal concerns about whether the algorithm for the US will remain as effective in the

long run as it is today, when TikTok can leverage ByteDance's global engineering talent and product

expertise.

The project comes as ByteDance faces continued political pressure in Washington to divest its US

business.A deal had beenin the works this spring to spin off TikTok's US operationsinto anew US-

based firm, but it was put on hold after China indicated it would not approve it following Trump's

announcementsof steeptariffs on Chinesegoods.

If a sale is finalized, the new appis expected to be owned by a joint venture formed by an American

investor consortium and ByteDance, which will maintain a minority stake.

The consortium, which has emerged as the frontrunner, includes ByteDance's current shareholders

SusquehannaInternational Group (SIG), General Atlantic, KKR, as well as new investors such as

Blackstone and AndreessenHorowitz, Reuterspreviously reported. Oracleis alsolikely to take astake.

Still, it remains unclear whether Beijing has approved the plan to copy the algorithm or sell TikTok's

US operations.

During previous negotiations, Chinese authorities expressedstrong reluctance to allow the export of

TikTok's recommendation algorithm, widely seenas ByteDance's valuable assetand akey driver of its

global popularity.

In 2020, whenthe Trump administration first pushedfor asale of TikTok's US business,Chinaupdated

its export control rules to cover technologies suchasrecommendation algorithms, effectively giving the

government a sayover any transfer.

At the time, TikTok's managementteam rejectedthe plan of hiving off its US operationsas detrimental

to both usersandthe global network, according to people with knowledge of the decision.

Now, the talks on TikTok's fate arealsopart of President Trump's broadertrade negotiations with China

over tariffs, sourcessaid.

Trump saidlast weekhe would resumetalks with China about a TikTok deal. While he saidhe was"not

confident" about Beijing's approval, Trump added,"I think the deal is good for China and it's good for
us."

By Krystal Hu; Editors: Kenneth Li and Nick Zieminski

Tous droits de reproduction réservés

URL : http://businessoffashion.com/ 

PAYS : Royaume-uni 

TYPE : Web International 

JOURNALISTE : Krystal Hu

10 juillet 2025 - 08:39 > Version en ligne

Page  85

https://www.businessoffashion.com/news/technology/tiktok-prepares-us-app-with-its-own-algorithm-and-user-data/


(1/3)  CONJONCTURE - TENDANCES

Why Ulta Beauty Bought Space NK

The US retailer's surprise buyout of the London-based upmarket chain is in line with its recent business

overall, which puts global expansion at the core of future growth.

By Daniela Morosini

SPACENK

ULTA

The global beauty arms race is heating up.

On Thursday, Ulta Beauty announced it was acquiring the British retailer SpaceNK from its private

equity owners Manzanita Capital. Financial terms of the deal were not disclosed. Rumours that Space

NK was courting buyers had swirled for more than a year - the company had streamlined itself, selling

off its US operations in 2024, whilst also investing in elaborate new stores. Within the new deal

structure, SpaceNK will becomea subsidiary of the US retailer and will operate stores independently.

Ulta Beauty's choice to snap up Space NK demonstrates its commitment to expanding its global

footprint. Theretailer is preparing to launch its joint venture with Groupo Axo in Mexico in August and

has reached alicensing agreementwith Alshaya Group in the Middle East, with storesslated to openin

Dubai and Kuwait by year-end.

Chief executive officer Kecia Steelman told The Business of Beauty that it chose Space NK on the

strength of its brand and team, and that it realised needed to enter the region through an established

banner. "We're eager to learn from Space NK's success in the UK and explore new ways to create

meaningful growth for our brand partners as we expand our international presence," said Steelman,

describing the UK as a critical next step for the company.

The acquisition comesin the midst of anaggressive revamp which includes a recently refreshed C suite

inclusive of Steelman, previously president and chief operating officer at the retailer; chief merchant

Lauren Brindley, formerly of the UK's Revolution Beauty; and chief marketing officer Kelly Mahoney

and chief retail officer Amiee Bayer-Thomas.

Beyond reduced consumer spending and supply chain turmoil, previous market share gains have not

panned out asexpected for Ulta Beauty. In April, Steelmanannouncedthat the retailer had pressedpause

on opening new shop-in-shops in Target. Once seen as a smart growth opportunity, the deal did not

allow for the promised beauty discovery customers hadhoped for, especially compared to what shoppers

experienced when visiting Sephora in Kohl's. Despite both retailers' sheer size, customers were often

confused about the difference between Ulta Beauty products in Target versus Target beauty.

For its fiscal year, Ulta Beauty is expecting 1percent growth. Steelman's recent moves are an attempt

to kickstart growth and increase its competitive advantageagainst rivals Sephoraand Amazon.

"What we're seeing is a company that has dominated the domestic market, but has yet to do anything

material abroad," said Simeon Siegel, managing director at BMO Capital Markets, adding that buying

a business was a quicker way to land in a new market than building from scratch. "[Ulta Beauty] is

trying to figure that out,"
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Why the UK?

Despite its small geographical footprint, the UK is a vital beauty market. According to researchby the

British Beauty Council and Oxford Economics, consumer beauty spendingreached £32.4 billion (about

$44 billion) in 2024, an 8 percent increase onthe previous year.British customers shop and consume

servicesvoraciously; the sameresearchshowed that theindustry's contribution to overall grossdomestic

product increased9 percent year-on-year, growing four times fasterthan the overall economy.

Ulta Beauty's choice to buy an existing property rather than attempt its own storefronts is smart. When

Sephoralaunched in the UK in 2023 after a 17-yearhiatus and two previous failed attempts, it did so by

buying local e-tailer Feelunique.

"International retailers see [the UK] as a really hard market to crack," said Wizz Selvey, founder of

Wizz & Co., a brand and retail strategy firm.

What will SpaceNK mean for Ulta Beauty?

To British locals, SpaceNK is arguably the UK's most beloved premium beauty retailer.

It excels at high-touch, localised selling, and operatesstores in major shopping districts like Battersea

Power Station, andsoon, London's Oxford Street.Many of SpaceNK's 83 storesoffer beauty in smaller

market towns and exclusive postcodeslike the capital's Muswell Hill, St John's Wood or SloaneSquare.

SpaceNK's role asa curator of product andservices waslikely another selling point for Ulta Beauty. It

hashad a lock on beauty's buzziest brandsin the market from Rare Beauty to Sol de Janeiro. SpaceNK

has also has become more price-agnostic, enabling a more diverse and nuanced customer to walk

through its doors.

"We think of ourselves ashunters, so we go out and find brands, that's really what we're there to do,"

chief executive Andy Lightfoot said at The Business of Beauty Global Forum in June, adding that a

brandlike Naturium, which in the US is thought of asa more mass label dueto its Target distribution,

had beena standout in SpaceNK's assortment."We think much more about the brands that consumers

are looking for rather than trying to pigeonhole them and define what we should be in their shopping

habits," he continued.

Millie Kendall, chief executive of the British Beauty Council, pointed out that buying SpaceNK also

gives Ulta Beauty immediate accessto its stocked brands, distribution network and customer data.

Smaller British brands might also get better footing to launch in the USthrough the deal, she said.

The 33-year-old SpaceNK is still growing fast. Last year, its turnover surged 34 percent, powered by

growth in the under-25 cohort, the retailer's fastest-growing demographic. Even with the arrival of

Sephora,andgrowth of Boots, the local Walgreens-ownedchain, SpaceNK hasretained customerswith

its loyalty programme which offers generouscashdiscounts on spending. Through the deal, SpaceNK's

fleet of storesis also expectedto grow.

But SpaceNK's turnover, which reached $265 million in 2024, is a minnow comparedto Ulta Beauty,

whoserevenue reached$3.5 billion last year. Siegelsaid the acquisition is not life-changing, referencing

the minimal reaction in Ulta Beauty's stock.

"The question is: What dothey do with it?" he said.

What does this mean for beauty's global turf wars?

The acquisition of SpaceNK gives the US company more firepower as it looks to supercharge growth.

Ulta Beauty plans to launch an Amazon-style marketplace this year and has exclusive brands like

Beyoncé's hair care line Cécred or makeup label Half Magic, but a cooling market still might get
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shoppers to stores. Indie brand building and newness is also not Ulta Beauty's strong suit, but Space

NK's prestige portfolio fills in that gap. However, big brands are where Ulta Beauty's bets are. Bayer-

Thomas previously told The Business of Beauty prestige brands drive 70 percent of Ulta Beauty's sales,

and that it would prioritise the likes of established names like MAC Cosmetics and Clinique.

Looking to less-saturated markets such as Mexico and the Middle East allows for diversification, and

while the UK is already penetrated with competitors, the Space NK name offers instant credibility.

Sephora has 2,700 stores in 35 countries, a count that is growing each day. The LVMH-owned retailer

understands that global alliances are key in cracking beauty's tougher markets. In November

2023, Sephora partnered with Reliance Retail, owner of Tira Beauty, to better understand India while

also fending off its competitor, the domestic beauty giant Nykaa.

Right now, the acquisition will do little to affect Ulta Beauty's bottom line, but it does give them the

potential to unlock further growth.

"Presumably, the company views this as the beginning of their opportunity, not the end," said Siegel.

Sign up to The Business of Beauty newsletter, your complimentary, must-read source for the day's most

important beauty and wellness news and analysis.
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