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Valentino,QatareKering
cercanouncompratore
Peril 30%eranostatiinvestiti 1,7 miliardi.Le clausoledei pattiparasociali

di FrancescoBertolino
eDanielaPolizzi

Il gruppodel lussofrancese
Kering e il fondodel Qatar
Mayhoolariaprono il dossier
Valentino.Secondopiù fonti,
i due azionisti hanno avviato
unariflessione sulfuturo del-
la storica maisonitaliana, al
terminedella quale la società
potrebbetornaresul mercato.
Contattato,Kering non ha
commentatol’indiscrezione;
Mayhoolanonharispostoalla
richiestadi commento.

Kering hacomprato il 30%
di ValentinodaMayhoolanel
luglio del 2023per1,7 miliar-
di di euro. L’accordoprevede
cheKering possaesercitare
fra maggiodel 2026 e la fine
del 2028un’opzionepersalire
fino al100%dellacasadi mo-
da. E, simmetricamente,che
Mayhoola possaesercitare
un’opzionepervenderea Ke-
ring il residuo70%di Valenti-

no ancoranellesuemani.
L’operazioneValentino ha

rappresentatoil culmine del-
l’euforia dashoppingdi Ke-
ring che,calcolanogli analisti
di Bernstein,haspinto la hol-
ding a spenderenel giro di
pochiannicirca14 miliardi in
acquisizioni di marchi e im-
mobili di prestigio,fra cui il
celebrepalazzodi via Monte-
napoleone 8 a Milano. La
campagnahaperòaumentato
il debito di Keringfino a 10,5
miliardi proprio mentrel’in-
dustria del lussoiniziavaafre-
nare, causandograndi diffi-
coltà a Gucci, il marchio di
puntadelgruppofrancese.

Sottopressionein Borsa—

doveha persoil 40% in un an-
no — Kering ha avviato una
revisione del portafoglio che

haportato alla cessionedegli
outlet in Italia ealla ricercadi
investitori per i palazzidi Pa-

rigi, Milano e NewYork.Ed è

in questoquadro chela hol-
ding sta rivalutandoanche
l’affare Valentino. Il prezzo
per rilevare il restante70%

della societàda Mayhoola
non è statofissato nel 2023,
ma dipenderàdall’andamen-
to dei risultati dellamaison
italiana edallesueprospettive
di crescita.

Bernstein calcola che

l’esborsopotrebbeaggirarsi
intorno ai 3,4 miliardi. A ri-
chiesta di Mayhoola,la som-

ma potrebbeancheessercor-
risposta in azioni Keringfino
a un massimodi 3 milioni di
titoli. Senel luglio del 2023il

pacchettovalevacirca1,5 mi-
liardi, oggi la sua valutazione
in Borsaèscesaa pocopiù di
570 milioni. L’esborso per
cassadi Kering per il 70% di
Valentino resterebbequindi
molto rilevante, specie in
questafasedifficile perlamo-

da eper il gruppo.
Daqui lavalutazionein cor-

so daparte di Keringche,pe-

rò, perdire addio aValentino
avrebbebisognodel nullaosta
di Mayhoola.I patti fra le due
società prevedonoinfatti un
impegno anon venderele ri-
spettive partecipazioni(lock-
up) per cinqueanni.Lastrada
più semplice per usciredal-

l’impasse, dunque,sarebbe
quelladi trovareun investito-

re interessatoa rilevare tanto

la quota di Kering quanto

quelladi Mayhoolache,come
dimostra l’accordo con il
gruppofrancese,èdisposto a

vendereValentino al giusto
prezzo.Quale?

Fondatanel1959,Valentino
staattraversandoun periodo
menobrillante. L’annoscorso
i ricavisonolievementecalati
a 1,3miliardi, mentrel’ebitda
èscesodel21%a 246milioni e
laperdita nettasiè attestataa

circa 28 milioni di euro.La
maisonè intervenuta con un
cambioalladirezionecreativa
dove è statochiamatoAles-

sandro Micheleperrilanciare
il marchio ela societàha rifi-
nanziato 530milioni di espo-

sizione migliorandone lecon-
dizioni. Poi Valentinohainve-

stito nel rafforzamento delle
produzioni italiane e nella re-

te di negozi.
Le prossimestrategiesa-

ranno nelle manidi Luca de
Meo,exceodi Renaultchedal
15 settembreprenderàla gui-

da di Keringaffiancandosial
fondatoree principale azioni
François-HenriPinault.È pro-
babile che il nuovo numero
uno presentiil nuovo piano
delcolossodel lussonel2026,
annoche,adettadegliesperti
del settore,dovrebbesegnare
laripresadella modadopoun
biennio di grandidifficoltà
accentuatedalla situazione
geopoliticae dallo spettro di
unaguerracommerciale.
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La storia

Lamaison
èstatafondata

nel 1960
aRoma

daValentino

Garavani

Dopo l’addio
del fondatore,
ci sonostati
numerosi

avvicendamenti
nella proprietà:
dalla Hdp dei
Romiti al fondo

Permira,
dal Gruppo

Marzottoal

fondodelQatar
Mayhoola, fino
aunaquotadi
partecipazione
di Kering

I conti
Valentinohachiusoil

2024con ricaviper1,3
miliardi eunaperditadi
circa28 milionidi euro

AParigi
François-Henri

Pinault,63 anni,
èpresidente

eceodi Kering,

gruppo

internazionale
del lusso

consedeaParigi,
dove èstato
fondato

nel 1963
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JannikSinnerFetestheStart
Of WimbledonWith Gucci Dinner
Theworld number-onetennis player drew astarrycrowd,including PaulMescal,Erin Doherty,

Fionn O'Shea,JoeKeery, Naomi Ackie and George MacKay.

BY HIKMAT MOHAMMED PHC PHSBY VIANNEY LI CAER

LONDON –JannikSinneris the manof
thehour.

The Italian tennisplayer ranks as the
worldnumber oneon the ATP tennislist

and to celebratecompetingin his fifth

consecutiveWimbledonChampionships,
hethrewanintimatecocktailparty and
dinner at Claridge’s in London.

As the city husheddown for the

weekend,with manyheading to the

GlastonburyFestival,Sinnerdrewin a

starrycrowdincluding PaulMescal,Erin

Doherty, Fionn O’Shea,JoeKeery,Naomi

Ackie andGeorgeMacKay.
Thetennisstarswappedhis Wimbledon

whitesfor an olive greenGucciensemble.
“I feel very privileged andhonored to be

anambassadorof suchaprestigiousItalian
brandknown for its class, elegance and

innovation,’ said Sinner. “Thanks to my
partnershipwith Gucci, I’m startingto get
to know theworld of fashionandall the
hardwork behindthe beautifulproducts

we seeon the catwalk andin the stores.”
Thetennisplayerhasbeenspending

sometime in Londontraining aheadof his

first matchonMondayagainstLuca Nardi.
TheBritish summermay beverywell on

its way, but it wasaschoolnightfor many
of theguests,who confessedto jam-

packed schedule.
Irish actorFionn O’Shea,with freshly

dyed blond hair, said he was sneaking off to

Glastonburyfor the first timebefore diving
into work. He’s in the midst of shooting
“The Queenof Fashion,” a biopic on the

life oficonic fashioneditorIsabellaBlow

that will wrap up at the endof summer >

The actorwill beplayingIrishmilliner
Philip Treacyin the film, irectedand
written by Alex Marx.

“It’s beenreally greatsofar and I've got
to spendso much time with Philip, which is

Sorare.Philip and have beenmakinghats
together, which hasbeen one of the most

special experiencesof my life,” saidO’Shea.
“He’s been making the hats and I’'ve

beenwatchingmostly.Philip is a genius.
He’s SO talented, creative andpassionate.
It’s been a realhonor gettingto spendthat
time in his studio to watch him work. He
will saythat Imademoreof thehatsthan]

did, becausehe’s very humbleandkind,”

O’Sheahasbeendabbling in theworld
of biographies.Hisnext project setto

come ou later this yearis Netflix’s “House
of Guinness,” basedon thefamily behind
the Guinnessbrewing company.

In portrayingreal peopleonthe screen,
it hasmeanttransformingfromonerole
to another. “This is my first time going to
somethingwith my hair beinga different
color.Myself andmy stylist Felicity Kay

chosethislook together.just thought
theclotheswere sobeautifuland felt
confidentin them, also thecoloringis

really good, which is always nice,” hesaid

of‘his brown trousers andblack polo shirt.
British actorErin Dohertywill alsobe

spending hersummer vacation onset. She’s

going to bestarringin “California Avenue”
opposite HelenaBonham Carter andBill

Nighy aboutcomplexfamily dynamics.

“Preparing for a role is my favorite part
ofthe job.I] love peopleandgettingabook

thatTicantuck into. Theseriesis loosely
based on thedirector andwriter Hugo
Blick’s life, which is greatbecauseIget to

pick his brainabout it,” she said.
Even though Dohertywill bemissingout

on summer plans,sheexpectsto takean
earlyChristmasbreak.

The actoris nostrangerto fashion. She

playedayoung PrincessAnne in Netflix’s
“The Crown.”

“i love playingwith fashion.It’s such

aplayful opportunity to just let your
creative side runwild and for me, what

IIwearchangeson a daily basis.I had

a cruisein the Gucci storeandpicked

somethingthat hasa nod to going out,
but it’s also a little understated,”said

Doherty.
The GuccistoreonNewBondStreet

hasalreadybeentakenby the spirit of
tenniswith a themedwindow display
highlighting thebrand’stennisline,
which includesa collaboration with the
Americantennisracket brandHead.

Let thegamesbegin,in storeand on

court at Wimbledon .
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TosinCole
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FionnO'SheaandPaulMescal

Naon Ackie
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ImogenPoots

KyraKennedy
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JannikSinner
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PaulMescalJoeKeery

andFionnO'Shea.
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OBITUARY

Danielle Slavik, Model for CristôbalBalenciaga
Demna coaxedthe veteran
model out ofretirement to

walk in his second couture
collection in 2022.

BY LILY TEMPLETON

WITH CONTRIBUTIONS FROM MILES SOCHA

Danielle Slavik, ahousemodelfor

CristôbalBalenciagafrom 1964until he

hungup his scissorsfor good in 1968,died
lastSunday in Paris at age 81.

Her deathwas revealedWednesdayin
FrenchnewspaperLeFigaro.

A veteranmodelwhosecareerafter
Balenciaga spanned20yearsworking
for the likes of Chanel, Madame Grèsand
Hubertde Givenchy, Slavikwascoaxedout
of retirementby Demna, then the creative
directorof Balenciaga, for his second

couturecollectionin 2022.

Speakingto reportersafter his swan song
couture show for BalenciagaonJuly9 — he
is nowthecreativedirectorof Gucciin Milan

– Demna commendedSlavik for making
himfeelworthy of thejob, asif shewas

dispatchedby thefounderto encouragehim.

“She told me the most beautiful things
aboutmy work andmy creativityand the

linksthatshesawin me with Cristôbal

Balenciaga,bu shealsojustified me
being there,” he said. “so all the hate, all

the comparisons,all the whatevers,they
becameinsignifcantcomparedto her.

“I haveto saythank you to Danielle
for that,andI will beforevergrateful for

this person,”he continued.“She was the
mostbeautifulpersonI encounteredin

the 10 yearshere.It really changedmy
professionalandalso personallife.”

A Parisianof Czechdescent,Slavik was
born onMarch29,1944, in theFrench
capital. She told WWD in 2022 shehad
fallen into modelingby chancewhenshe
accompanied a friend to a casting call
advertisedin a Frenchnewspaper,andwas
hiredonthespot.

Thepay was modest– sherecalled

asking for 1,500 francs a month– andthe
hourslong, from morningto evening,with

dailyfashion shows at 3:30 p.m. that lasted

two hours. But shesaidit was “love at first

sight” when sheencounteredCristôbal

Balenciaga,whom ChristianDior dubbed
“the masterof us all.”

Shewentonto work for four yearsfor
theSpanishcouturier,whomshedescribed

as“a very benevolent, very generous man.”
Theystayedin touchuntil his deathin

1972,shetold fashion historianAlexandre

ofGivenchyhautecouturedressesto

Paris’ Palais Galliera fashion museumand
recordedin the museum’s database.

WhenBalenciagashutteredin 1968,
shewasrecruitedby HubertdeGivenchy
andbecamefriendswith thedesigner,
who askedher to wearhis designswhen

attendingevents.
In 1971, shewent to work for Chanel

shortly after thedeathoffounder

Gabrielle Chanel.When shewasasked to

cutherhair short in 1976,shequit and

joined Madame Grès, a position shekept
until 1979, accordingto herPalais Galliera
interview.

At the ageof 40, sheleft fashion

altogetherto focusonvolunteering,
notablywith FondationClaude Pompidou,
createdin 1970by then-FrenchFirst Lady
Claude Pompidouto helptheelderly, the
hospitalizedandchildren with disabilities,
andwith animalrightsgroups.

After learningaboutSlavik during his

collectionresearchandhavinghertracked
downby the house’s heritagedepartment,
Demnacoaxedher ontherunwaydespite
her initial reluctance.

“I said, ‘No, it’s not possible I’m too
old. I can’t showmy arms; I can’t show my
legs,’’ shesaidin an interview after the2022

show. “But he insisted, andI understood
that it wasto payhomageto Mr. Balenciaga,

SO I accepted that, despite myanguish.”
As a thankyou,Demnagiftedher a

replica of a1966 dress she deemedher

“favorite dress in [her] entire modeling

career,” a long-sleeved,black velvet

numberfromthe winter 1966 haute
couturecollectionthatwaspurchasedby
Grace Kelly, andworn ather 40th birthday
party in Monaco.

Slavik walkedoncemore for the2023

Balenciaga coutureshowandcontinued

to attendthe brand’sready-to-wear
showcasesduring Paris Fashion Week. She
madeher final appearanceonthe runway
for Dutch designerPeetDullaert’s fall 2024

couture runway.
In January,sheattendedthe ceremony

for Demna’s induction in France’s Knight
of the Order of Arts andLetters.

A funeralservice is plannedfor Friday
in Paris.
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Danielle Slavikin
the Balenciaga fall

2022 couture.
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HAUTECOUTURE,
THESHOWMUSTGOON!

Alors que l’industrie de la mode connaît le plus grand mercato

de son histoire, 27 maisons ont présenté leur défilé haute couture

à Paris. Reportage en coulisses.

Par Astrid Faguer – Photographe: Jonathan Llense

Robedos-nuensatin,

rebrodée desoie efilochée

et de fleurs multicolores,
CHANEL

HAUTECOUTURE.
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02-LEGENDEDEBUT

02-légende

02-LÉGENDEMODE CAP

MODE

Robe-manteau en tweed

mohair beige foncé, tressée

d’épis deblé entafetas de

soie et plumes, et ornée de

boutons bijoux, CHANEL

HAUTE COUTURE.
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Du 7 au 10juillet, Paris a accueilli sa

traditionnelle semaine de la haute couture. Une

saison automne-hiver marquée par les multiples

changements de directeurs artistiques. C’estainsi
que Demna dévoilait son ultime défilé pour

Balenciaga, puisqu’il rejoindra bientôt Gucci,

laquelle ne présente pas à ce jour de défilé haute

couture. Que Glenn Martens, transfuge de Diesel,

faisait sespremiers pas chez Maison Margiela.

Que la maison Chanel présentait son dernier

défilé avant ceux que signera son nouveau
directeur artistique Matthieu Blazy. Que les

noms de Fendi et Valentino s’effaçaient cette

fois-ci du calendrier. De même que celui de Jean

Ci-dessus et à gauche:

robe fourreau décolleté

profond, entièrement

brodée de cristaux noirs,

ARMANI PRIVÉ.

Paul Gaultier – probablement le temps que son

nouveau directeur artistique, Duran Lantink,

prenne ses marques. Mais l’absence la plus

remarquée était celle de la maison Christian
Dior*: son nouveau directeur artistique,

Jonathan Anderson, a préféré attendre pour

son premier exercice de haute couture.

À ce jeu-là, la créatrice néerlandaise Iris Van

Herpen, férue d’innovation et de technologie,

n’en est pas à son coup d’essai.Présentée à

L’Élysée Montmartre, sarobe de mariée «nude»
et aérienne, composée de biomatériaux et

agrémentée de centaines de pétales, a retenu

l’attention au milieu d’autres créations
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avant-gardistes. Chez Chanel – où Matthieu

Blazy a été vu dans l’assistance –, 46 silhouettes

ont été dévoilées dans les salons d’honneur du

Grand Palais: des blousons courts et des capes

brodés, des manteaux blancs en tweed fendus et

des robes en satin prônant la liberté de

mouvements. Le soir même, défilait «Noir

Séduisant», la collection d’Armani Privé (la

ligne haute couture de Giorgio Armani lancée

en 2005), sans son créateur, en fin de

convalescence. Un opus grand soir, où les vestes

de smoking rebrodées de perles portées à même

la peau côtoyaient de longues robes sinueuses

en velours et soie métallisée.

Enfin, séquence émotion chez Balenciaga,

où Demna livrait sa dernière collection après dix

ans de direction artistique. Dans les salons

couture de l’avenue George-V, le styliste géorgien

envoyait tailleurs et robes, entre glamour

hollywoodien et rigueur architecturale. À l’instar
de ce modèle corset en Néoprène noir profond

ayant nécessité plus de 200 heures de travail

–dont 115pour le corset. Le tout porté par les

«amies» célèbres de la maison, d’Isabelle
Huppert à Kim Kardashian. Mercato ou pas,

the show must go on!

*GroupeLVMH,propriétairedesEchos.

Robedemariéeen tissu

Spiberet organza

transparent,brodéede

pétalesdecorailblanc,

traînetorsadéeenspirale,
IRISVANHERPEN.

Robedemariée

enorganzade soieblanc

ivoire,coupéà lamain,
dotéede cordonsplissésà

la maindrapantle corset,
IRISVANHERPEN.
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Ci-dessus et à droite:

robe corset tulipe

en satin Néoprène noir,

BALENCIAGA COUTURE.
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Couture Week

It was a rich Couture Week in Paris, with houses from Boucheron to Buccellati showing their

latest alongside independent designers like Jessica McCormack and Dries Criel.

It was a rich Couture Week in Paris earlier this month, with houses from Boucheron to

Buccellati showing their latest luxury jewels, alongside independent designers like Jessica

McCormack and Dries Criel.

Boucheron

The summer Carte Blanche collection from Claire Choisne and her team is consistently

spectacular, but this season’s collection stayed with editors for days after the Place Vendôme

presentation. Continuing the nature theme of the January high jewelry collection,

Impermanence explored the life cycle of nature from budding to decay, through six Japanese

Ikebana-style floral jewelry compositions. Each one comprised a vase, botanical elements, and

an insect; 28 high jewelry pieces designed to be worn on the body in different ways.

Compositions ranged from light — glass, mother-of-pearl, diamonds, and 3D-printed plant

resin ingeniously sewn with diamonds to avoid adding metal weight — to dark — onyx,

aventurine, titanium and Vantablack® — illustrating the increasing rarity of nature.

“It’s about making the ephemeral, eternal,” Choisne told journalists. “First we considered

nature, then how it would sit on the body, rather than the other way around.” Four years and

18,000 hours in the making, Impermanence is a tribute to human ingenuity and the dizzying

beauty of the natural world, that is nothing short of breathtaking.

Tous droits de reproduction réservés

URL : http://forbes.com/ 

PAYS : États-unis 
TYPE : Web International 

JOURNALISTE : Kate Matthams

17 juillet 2025 - 11:01 > Version en ligne

Page  20

https://www.forbes.com/sites/katematthams/2025/07/17/the-luxury-jewelry-that-sparkled-brightest-at-paris-couture-week/


(2/4)  KERING - LUXE

Chaumet

More than any other house on Place Vendôme, Chaumet has placed nature at the heart of its

creative identity, transcribing plants and flowers into precious metals and gems with verve, for

the past 245 years. In a continuation of the strikingly modern Chaumet Bamboo collection

unveiled at Couture Week in February, Jewels by Nature felt more classic, with spectacular

diamond pave collars, earrings and full parures full of grace and movement. A majestic full-

diamond dahlia necklace of impressive volume, and a mixed metal gold and diamond earcuff
stood out, and sprinkled throughout, were a series of colored gemstone rings featuring the

house’s beloved bee emblem, also the theme for the Bee by Chaumet high tea, available this

summer at the Peninsula Hotel, in Paris.

Graff

Alongside more timeless pieces — like a triple-row pear-cut diamond choker that appeared to

be lined with baguette emeralds — Graff showed a hero suite, celebrating the freedom and

rebellion of Swinging London in the 1960s. The 1963 set, named for the year the house was

founded, comprised a necklace, earrings and bracelet made up of a swirl of elongated hoops,

traced in baguette, pavé and oval diamonds accented with round emeralds.

Play Puzzles & Games on Forbes

Dries Criel

The Antwerp-based designer is going from strength to strength, and in Paris, he showed his

first high jewelry collection, marking a move into more preciousness, more colored stones —
and more audacity. A natural palette ranging from woodland green to sunny yellow, in

gemstones including tourmalines, diamonds, and jade, accentuates his signature forms in the

Double Lotus bangle, while the endlessly elegant sphinx earrings showing paraiba tourmaline.

Bold, gender-neutral jewelry, which draws on the precision of the dancer and the art of Ancient

Egypt.

Pasquale Bruni

The Italian house chose the Musée des Arts Décoratifs for a decadent and intimate

presentation of the Rosina collection, inspired by Pasquale Bruni creative director Eugenia

Bruni’s family history. Against the backdrop of a former family home overtaken by nature, the

inspiration of a powerful matriarch — Aunt Rosina —becomes a capsule collection of diamond

pave rose petals, each piece complete with a ruby heart on the inside, representing a beating
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De Beers played tribute to the trees of the countries in which it mines — Botswana, Namibia,

South Africa and Canada — in a showcase held near the upcoming Rue de la Paix flagship,
which is set to open towards the end of 2025. Diamond pavé Baobab roots encircle the neck,

while the textured bark of the Namibian camelthorn tree is a reminder of resilience in bracelet

form. Elsewhere, mixed metal maple leaves adorn the ear lobes, all with the house’s signature

mix of polished and rough stones.

Pomellato

The Milan-based house revisited its archives with Collezione 1967, a joyful romp through three

decades of jewelry history. From chain-making in the 1970s, which saw the development of the

house’s characteristic chunky links, through the sculptural jewels of the 1980s and bold color in

the 1990s, the collection was a powerful distillation of the essence of the exuberant Milan-

based jeweler, with Pomellato’s signature use of colored stones providing energetic accents

throughout.

Damiani

Editors who stepped into Damiani’s Place Vendôme showroom embarked on a Grand Tour of

Italy for the high jewelry collection, with chapters based on the country’s spectacular coastline,

landscapes and cities. Muzo emeralds, a star sapphire and molto diamonds told a story of the

sun-drenched splendour. Topped with an ethereal Paraiba tourmaline on a mesh of marquise-

cut diamonds and morganites to convey the pink sands of Sardinia, the Marea Rosa necklace

was a case in point.

Repossi

As the city sweltered under a heatwave, Repossi brought editors down to the cool of the lush

outdoor auditorium at the Musée du Quai Branly anthropological museum, for a tour of the

collections that inspire Gaia Repossi’s jewelry. The most recent elements of the Blast collection

draw on the curves and circles of tribal necklaces, with volume and presence recalling the

designs of her father Alberto, who led the house in the 1980s and 1990s. Gold wire forms are

scattered with diamonds in a sculptural play of light, that draws on elements of traditional

Masai, Miao and Indonesian jewelry.

Anna Hu

Anna Hu showed at home this season, in her private apartments overlooking Place Vendôme.

The designer payed tribute to her other home, Monaco; with La Rose Gracieuse, a titanium,
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diamond and spinel brooch that recalls Princess Grace’s charitable work for children through

the Bal de la Rose. Elsewhere, electroplated titanium orchids bloomed next to a series of her

trademark butterflies — ‘hu’ means butterfly in Mandarin — in a blend of Eastern inspiration

and Parisian high jewelry expertise.

Jessica McCormack

Fresh from her store opening on Madison Avenue in New York, Jessica McCormack was

showing her easy-wear high jewelry in Paris. Sparkling in the summer sunlight in an airy suite

at the Ritz, were ropes of round diamonds, rubies and sapphires with interchangeable button-

back colored cushion-cut stones, and matching earrings topped with cornflower blue

sapphires, from the upcoming Tempest collection.

Buccellati

The Buccellati store on rue du Faubourg St Honoré was abuzz on Tuesday morning, as the

house unveiled new bejewelled evening bags. A revival of a historic line — precious bags from

the 1920s and 2000s were also on show — the three models looked to Buccellati’s historic

craftmanship. A soft velvet pouch was finished with a satin gold frame and diamond filigree, a

more structured green velvet bag was quilted and embroidered with gold and diamonds, while

the most striking model, a sphere of black velvet was finished with white gold and diamond

lace.

Mikimoto

As feminine and graceful as ever, the Japanese heritage pearl house channelled graceful flora
in a high jewelry collection that sparkled in the Parisian sunshine. Colored stones and pearls

evoked blooms at different times of the day, with Mikimoto’s signature conch pearls appearing

on statement earrings and necklaces. In parallel, the house — which also has a strong

presence in the Asian beauty market — is about to launch a fragrance collaboration with

Lalique, further strengthening its links with Paris.

David Morris

The rare Perfection collection spotlit the beauty of colored stones, with unusual cherry red

Mozambiquan rubies, a deep purple spinel ring and diamonds from the Argyll mine. Geometric

motifs bit through hearts and gentle floral shapes, in a nod to Art Deco that made for a

powerful 12-piece collection.
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The Americas rose 17 percentat constant

rates and 10 percentat actual ones, driven
by “supportivelocaldemandacrossall

businessareasandmarkets,” while salesin
the Middle EastandAfrica regionroseby 17

percent,led by the UnitedArabEmirates.
Theunwaveringsuccessof thejewelry

maisonsalsocomesdownto astrongvalue

proposition.Richemonthasa disciplined

approachto price,astrategythat comes

straightfromthe founderand chairman
JohannRupert.

In May,during Richemont’sfull-year
resultspresentation,Rupertsaidheis
loath to raisepricesdrastically— anywhere

for fearof damagingthe relationship
with the localcustomer.

“We were notgreedy in the post-

COVID-19 boomperiod. And I thinkour
resilient results [in fiscal 2024-25] prove
thatwe havenot sufferedthe revengeof

our clients.Ourgoal is to continuously
keepthe valuerelationshipfor our
clients,” Rupert said.

He addedthat if Richemonthikes its

pricestoo much,it risks “discriminating
against” its loyal local clients. “We have to
besensitiveto the loyal local clients,and

we will not makesudden,rapid increases.”

BUSINESS

Richemont
Jewelry
SalesSoar

Cartier, Van Cleef & Arpels
and Richemont’s other
jewelers notched double-digit

gainsfor the third consecutive

quarter with 11 percent
growth at constantratesin the
three months toJune 30.

BY SAMANTHA CONTI

LONDON – What’s moredurablethan

a billion-year-old diamond? Diamond

jewelry,especiallyif it comesout of a
Richemontboxandthe price is right.

In the thick of aluxury slowdown,
Richemont’sjewelry brandspostedtheir

third consecutivequarterof double-digit
growth, climbing 11 percentat constant
exchangeand7 percentat actual rates to

3.91billion eurosin the threemonthsto

June30.

Jewelryandwatchsales at Cartier, Van
Cleef & Arpels, Buccellatiandthe recently
acquiredVhernieraccountedfor more
than70nercentof Richemont’srevenuein

the first fiscal quarter of 2025-26,outshining
theotherdivisions despite risinggoldprices,

fluctuating exchangerates and volatile times.

Richemont’s overall salesrose6 percent
at constant exchange,and 3 percentat
actual ratesto 5.4 billion euros, sending the
shareprice up a modest 1 percentto nearly
150 Swissfrancs, or around160 euros.

Theresultsdrew praise– and sighs

of relief, no doubt– fromthe European
analysts,who by now havebecome
accustomedto downbeatnewsfrom the big

luxurygroups.
Citi’s Thomas Chauvet said the sales

momentum at Richemont “continues to

impress,”whileDeutscheBankargued
that the ongoingbrandandcategoryheat
aroundRichemontjewelry “will likely keep
it asthe standoutluxuryperformancefor

this quarter.”
Luca Solca of Bernsteinnotedthat the

11 percentuptick in jewelry outstripped
already“punchy” consensus estimates
of 9 percent.WanNurhayati,an equity
analystat CFRA Research,said Richemont
continuesto weatherthe broaderluxury
slowdown more effectively than peers
“thanksto the resilienceof jewelrybrands

Richemontattributedtheuptick in

jewelrysalesto highertourist spendand
“robust” demandfrom local clients and
touristsalike. It also credited“successful
high jewelry events,” such asCartier’s
“En equilibre” multiday showcasein

Stockholm,duringthe quarter.
Certainregionswerealsoin themood

to spend.Salesin Europe were up 11

percentat constantandactual rates,with

almostall main marketsin the region
seeing an increase in sales, with “notable
performances”in Italy and Germany,
Richemontsaid.
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increaseswerelower thanexpectedand

rangedfrom zeroin theU.K. to 5 percent
in SouthKorea. The aimwas to offset

input costs,suchas theprice of gold; U.S.
tariff increases,and foreign exchange
fluctuations.

Rupertis a big believerin the intrinsic

value of jewelry, andanadvocateof “fair”
globalpricing, in orderto avoid situations

whereclientswill travel to buy
anroductthat’scheaperina
certain market.

While jewelry wasthe starof

the first quarter, Richemont’s
specialistwatchdivision–
whichhasbeenstrugglingfor

a while along with the wider
industry showedsome
improvement.

Salesdeclines “softened” to
minus7 percentatconstant
ratesandminus 10 percent
at actualones.The declines
reflectedcontinuedlackluster
demandin China, HongKong
andMacau,anda downturn

in Japan.Salesin the division

werepartly offset by double-

digit growthin the Americas.
Sales at Richemont’s “other”

division,which includesthe
fashion andaccessoriesbrands

as well asthe Watchfinder&

co. resaleplatform, weredown
1 percentat actualrates and4

percentat constantexchange.
Richemontsaidthere

was “solid momentum” at
Peter Millar andAlaïa, an
encouragingperformanceat
Chloé and “robust growth” at
Watchfinder& co. in thethree-

month period.
Asia-Pacific continuesto

lag, duechiefly to China. Sales
in the regionwere down4

percentat actualrates,with a 7percent
declinein China, HongKongandMacau
offsetby stronggrowth in almostall other
markets.Sales in AustraliaandSouth
Korea wereup in the doubledigits.

In Japan, salesdeclinedby 15 percent
againstademanding59 percent
comparativein theprior-yearperiod,with

astrengtheningyen “strongly reducing”
tourist spend,mostnotably from Chinese
clientele,Richemontsaid.Local demand
remainedpositive.

Richemont’s netcashpositiononJune
30stoodat 7.4 billioneuroscompared
with 7.3billion eurosafteraccounting
for the426 million euroscash-out

uponcompletionof the saleof YNAP to
Mytheresain April.

“I think our resilient results[in fiscal 2024-25]

provethatwe havenot sufferedtherevenge
of our clients. Our goal is to continuously

keepthevaluerelationshipfor our clients.”
JOHANN RUPERT,CompagnieFinancièreRichemont
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Van Cleef&
Arpels

LadyArpels
PontDes
Amoureux

Aube.

Monica Bellucci in

Cartier.

A piecefrom Cartier'snew

En equilibre collection.
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Rupert
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Going
For Gold
Demandfor fine jewelry
is rising, regardlessof

whetherthosegemsare
selling in luxury stores,or at
auction.

On Wednesday,
Richemont reportedan 11

percentuptick in jewelry
salesto 3.91billion euros
in the first fiscal half, citing
"robust” demandin Europe,
the Americasandthe
Middle East from localsand
tourists alike.

But it isn’t just new

jewelry that’s hot –
heirloom, historic and
pieces from private
collectionsareflying off the
auctionblock, too.

Earlier thisweek
Christie’s said that in the

first half of 2025 auction
sales in its luxury cluster,

which includesvintagecars
and fine jewelry, rose 29

percentto $468million.

Christie's said it sold nine

of the top 10 jewels that
cameto auction in thefirst
half,which drovegrowth of

25percentwithin the luxury

cluster.The jewelry division

alsoset recordprices
during thehalf,with auctions

in Genevaand in New York

selling 100percent of the

piecesup for sale.

Among theChristie's

jewelrysalesthis yearwas
the collectionofthe New
York philanthropistLucille

Coleman,which includeda
hoardof Van Cleef & Arpels
sparklersincluding theruby
anddiamondMysterySet

flowerbrooch.
It also sold theBlue Belle,

a diamond necklace with a
SriI ankansapphireat its

heart;the Marie-ThérèsePink

Diamond,whichwas said

to havebelongedto Marie

Antoinette, andthe Golconda

Blue, thelargestFancyVivid

Blue diamond to beoffered

atauction with a provenance
rooted in Indian royalty.

The Marie-Thérèse rock

sold for $14million, while
the BlueBelle fetched$11.3

million at the Christie’s
MagnificentJewelsAuction

in New York lastmonth. The
Van Cleef & ArpelsMystery
Setflower broochwentfor
$1.6 million.

During the Christie's
resultscall, RahulKadakia,

internationalheadof

jewelry at Christie's,
describedtheluxury cluster

asa “great recruiting

department,consistently

attractingyounger buyers.”
Theonly othercategory

that grew in thesix-month

periodwasOldMasters,
which was up 15 percentto
$55 million comparedwith

the correspondingperiod
last year, accordingto
Christie’s.

Every othercategory
sawauctionsalesdecline.

Christie'slargestcategory,
20th and21st Century
Art, wasdown2 percent;
Asian andWorld Art fell

28percent;whileClassics
dipped 32percent. In the

half,Christie's saleswere
down 1 percentto $2.1billion.

-SAMANTHA CONTI

TheMarie Thérèse kDiamond,whichîs
thought have nged to MarieAntoinette.
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BUSINESS

SaksGlobal Posts01 Declines
CEOMarc Metrick cites

impactsfrom integratingthe
NeimanMarcusGroup into

SaksGlobalandconsumers

cautiouslyspending.
BY DAVID MOIN

Businessacrossthe luxury landscapeis

toughandSaksGlobal is feeling it.
On Thursday, Saks Globalreleasedits

first-quarterfigures,indicatingdeclines

onboththe top andbottomlines, though
executivessaid theperformancewasbetter

thanexpected.
Thenet loss for theperiodendedMay

3 was$232million, upfrom$184 million
in the prior-yearperiod, whichdid not
includethe Neiman Marcus Group. On

a combined basis,theyear-ago net loss

tallied $168 million.

Adjustedearningsbeforeinteresttaxes
depreciationandamortization,orEBITDA,

was$13 million for the first quarterand

comparedto a lossof $1 million a year
earlier,excludingNMG.

Revenuewas$1.6billion for consolidated
SaksGlobal comparedto $900 million in
the first quarterof fiscal 2024,whichdoes

not includeNMG. On a combinedbasis,the

year-agorevenuetotaled $1.9billion.

The companyplannedvery
conservatively,is still working to improve
inventoryflow anditsexecutiveshave
beenimmersedin consolidationand

integrationeffortsassociatedwith

December’s$2.7billion acquisitionof the
Neiman MarcusGroup.To somedegree,
all of thatdistractedfrom whatwould be
normalday-to-daybusinessfunctions.

While inventory receiptstrends

improvedin theback halfof the first

quarter,revenueswerestill impacted
by inventoryavailabilitythatwasbelow

optimumlevels. SaksGlobal buyershave
beenworkingto repair relationshipswith

manyvendors,afterseasonsof missed

paymentsonreceipts.
“AcrossSaksGlobal,we are making solid

stridesin executingonthe transformation

ofour business.Ourfirst-quarterresults
camein slightly betterthanexpected,as
we hadplannedfor continuedinventory
pressures,short-term effectsof our
integrationworkandmorecautious
snendingbv core 1uxurv consumers,” said

Marc Metrick, chief executive officer of Saks

Global, in a statementThursday, when he

andotherSaks Globalhada conferencecall

“Even asour momentumbuilds,

we knowthereis more todo, and as

we movethroughthesecondquarter
andinto the backhalf of fiscal 2025, we

are investingin our inventoryto meet
demandandreflectthe newnesstha will
excite our customers,”Metrick said. “To
maximizethe top-line potential thisoffers,

we arelaser-focusedonleveragingour
unparalleleddataset andreachas the

preeminentmultibrand luxuryretailer in
the U.S. At thesametime, wecontinue
to workaggressivelyanddeliberately
to capturesynergiesfromthe strategic
integrationof ourbusiness,andwe

remainon trackto reachour accelerated
annualizedcost reductiontargetof $600
million overthenext few years.”

TheCEO added:“Lookingahead,aswe
continueto strengthenOur collaboration

with ourbrand partners,takefull

advantageof ouruniqueability to engage

luxury customers,andexecuteon our
integration,we areconfidentin our ability
to deliverimprovedandsustainable
financial performance.”

Grossmerchandisevaluefor consolidated
Saks Global was $2 billion in the first

quarter,comparedwith $1.2billion ayear
earlier.On acombinedbasis,GMV in the
first quarterof fiscal 2024 was$2.3 billion.

The grossprofit margincamein at 44

percentof revenues,160 basispoints
higher than theprior yearperiod, which

the companysaid was drivenby improved
full-price sellingandinventoryposition
followingthe acquisitionof NMG. On a
combinedbasis,grossprofit marginin
the first quarter of fiscal year 2024 was44

percentof revenues.

Selling, generalandadministrative

expensesroseto 46 percentof revenues,
up approximately120 basis points from a
yearearlier, drivenby higher initial costs
followingthe acquisition of NMG and
the deleveraùingof fixed exdensesas a

percentageof revenues.On a combined

basis,SG&A in the first quarterof fiscal

year2024wasapproximately41 percent
of revenues.

Throughsynergiesand consolidations,

managementexpectsto reducecostsby
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few years.
In a letter to vendorsthis week, a copy

of whichwasattainedby WWD from a

source,Metrick wrote: “As we shared
lastmonth, we havesecuredup to $600
million in new financingcommitments,
$300million ofwhich is alreadyfunded.

Thebondexchange,which is the next

stepwith respectto the balanceof the

financing,is expectedto be completed
in August. This comprehensivefinancing
packagemeaningfullyenhancesour
liquidity andstrengthensour financial

positionfor the longterm. Pleasebe

assured,we remaincommittedto meeting
our financialobligationsto our partnersas
we hadoutlinedin February.”

Sakssaid that,pro formafor the

transaction,total availableliquidity asof

June27,would havebeenapproximately
$850million. Shortlyafter thatthe

companymadea$120million interest

paymentonbondsandwasdueto start
makinggoodonits past-duebills.

Total debtfor the SaksGlobal credit

group,excludingSaksOff 5th, atthe end
ofthe quarterin May was$4.4billion,
including approximately$1.1 billion in

borrowingsunder thecompany’sABL, $2.2
billion seniorsecurednotesdue2029 and
the$1.25 billion non-recoursemortgageon
the SaksFifthAvenueflagship.

SaksGlobal now hasa set of fresh eyes
onall this financialcomplexity.

On Wednesday,thecompanynamed

BrandyRichardson asits nextchief
financialofficer, a crucialrole in light of
theluxury retailer’s recentfinancialpivots
andeffortsto assurecreditorsandvendors
that it’s n1ow on firmer financial footing.
Shesucceedsinterim CFO Mark Weinsten.
Richardsonhasspentthemajority of her

careeratthe NeimanMarcus Groupwhere
sheheldseveral financeleadershiprolesof

increasingresponsibilityoverher 15-year
tenurethere,thoughshemostrecently
workedat TailoredBrandsInc.

AlthoughSakshasbeenslowto pay
vendorsover thelastcoupleofyears,it has

latelybeensaidto bemakingpayments
to many vendorsper itsnewschedule
announcedin February.Thecompany
is also in theprocessof makinggoodon

past-duebills from lastyear. Specifically,
Saksnotifiedbrandpartnersthateffective

March 1. 2025. vendorswill be paid 90 days

from receiptof inventoryandthat all
past-

due balanceswill be paidin 12 monthly
installmentsbeginningthis month.

Vendorsarenothappywith the
90-daypaymentschedule,which is very
rare in the industryandmakesit more
challengingfor manybrandsand designers
to sustainoperations.WWD continues
to hearfrom somevendorsindicating
that Sakshasbegunmakinggoodonits

promisesto fulfill paymentobligationsper
its newpaymentschedule,as well asother
vendorswho arestill to seemoneyowed

from unpaidbills.

The SaksFifth Avenue

flagship in Manhattan.
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NeimanMarcusin

downtown Dallas.
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BEAUTY

Ludivine Pontto Exit Balenciaga

Effective Sept. 1,Pontjoins
theFlorence-basedOfficina

Profumo-Farmaceuticadi

SantaMaria Novella as its CEO.

BYLUISA ZARGANI

MILAN Ludivine Ponthasbeennamed
chiefexecutiveofficer of Officina Profumo-

Farmaceutica di SantaMaria Novella,

effectiveSept. 1.

Shehasbeenchief marketingofficer

of Balenciagasince 2021, workingclosely
with artisticdirector Demnaonthe
brand’sglobal expansionand digital
innovation. Pont exits the couture brand
at a timeof major changes,asDemnawas

appointedartisticdirector ofGucci in

March.His swan songcouture collection
for Balenciagawas paraded in Paris earlier
this monthandthedesigner isbeing
succeededby former Valentino creative
director PierpaoloPiccioli.

BeforeBalenciaga,Pont servedas

worldwide marketing and communication

director at Moncler,which shehad joined
in 2016 ata time of developmentfor the
Milan-basedbrandaschairmanandCEO

RemoRuffini overturned thecompany’s
businessmodel andstrategy,launching
MonclerGeniusin 2018, a seriesof drops
and capsuleswith designersranging
from PierpaoloPiccioli to SimoneRocha

andCraig Green,to name afew. Prior
toMoncler. Pont contributed to the
international expansionof Philipp Plein.

At thehistoric Florentine brandfounded

in 1221andconsideredtheworld’s oldest

apothecary,Pontwill beresponsiblefor
leadingits global development,building on

its unique heritageand artisanalknow-how.

Carlo Pesenti,CEO of parentItalmobiliare
andchairman of Officina Profumo-

Farmaceutica di SantaMaria Novella,

emphasizedthe brand’s“unparalleled
history, deeplyrooted in Italianculture
andthe diffusionof perfume in Europeand
the world. This is a heritagethat we feel a

responsibilityto preserveand passon.”

PraisingPont’s “profound skills,

internationalexperience and strategic
vision, we are certain sheisthe right

personto contribute to the growth of

the group, giving further impetus tothe

globaldevelopmentof Officina Profumo-

Farmaceutica di SantaMaria Novella, always
respectingthevaluesand peculiarities that
make the companya brandwithout equalin
the world,” Pesenticoncluded.

Until herarrival, the companywill continue

to beled bygeneralmanagerGiampiero
Pesenti and thecurrent managementteam,
following theexit ofCEO Giovanna Paoloni,
who hadjoined inJanuary lastyear.

“It is a greathonor and a profound
responsibilityto take onthe leadershipof

Officina Profumo-Farmaceuticadi Santa
MariaNovella,” Pontsaid. “This is ahouse
with an extraordinary legacy, over eight
centuriesof botanical andpharmaceutical
excellence.My goal is to carry this heritage
forward and createanexperienceof
timelesscarethat speaksto the senses,to
beautyandto time.”

Officina Profumo-Farmaceuticadi Santa

Maria Novella is presentin morethan30

countries,with a networkof more than

400 pointsof sale. Investmentgroup
Italmobiliare, owned by thePesentifamily,
took80 percentofthe Florence-based

beautycompany following two separate
deals in 2020 anda combinedinvestmentof
160 million euros. Finalized in October2021,

the purchaseof theremaining20percent
stake was valuedat40 million euros.

Italmobiliare hasbeensupportingthe

company’sinternational development
andstrategictransformation.Thebeauty

companymarked Italmobiliare’sfirst
investmentin the perfume andcosmetics
industry.In threeyears,thebrand doubled
thenumberof storesand sales, which in

2022 climbed 56 percentto46 million euros
comparedto the previousyear and exceeded
60million eurosin 2023. Santa Maria Novella

has morethan600 products in its portfolio,
encompassingscents,soaps,pomades,skin
care. colones and candles.all delivered

in itssignature, old-schoolpackaging.In
2022,it introduced “L’Iris,” thefirst eau de
parfum thebrandlaunched in 800years
of history.A bergamot-basedfragrance
createdfor thequeen of FranceCatherine
de’ Medici in 1533 is still abestseller.

LudivinePont

Officina rofumo-Farmaceutica di SanteMaria Novella
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FashionScoops
Start
Spreading
TheNews
Chanel Is returningto the
New York runway for the

first time in sevenyears.
The French fashion

housewill presentits first
Métiers d’Art collection

designedby Matthieu

Blazy on Dec. 2, it said
on Thursday. The exact
locationwill bedisclosed

at a laterdate.Chanel
underlinedits historiclinks

with the U.S., datingback
to founderGabrielle "Coco"

Chanel'sfirst trips across
the Atlantic in the1930s.

“I am delighted that
MatthieuBlazy haschosen

New York for his first
Métiers d’Art show,” Bruno

Pavlovsky, presidentof

fashionandpresident
of Chanel SAS,said in a
statement."Hewill make

the creativeenergyof

the city he knows so
well resonatewith the
exceptional savoir-faire of

the house.”
From 2016 to 2019,Blazy

waspartof theCalvin

Klein teamthat Raf Simons
broughtto NewYork,

working on the men’sand
women’s collections as
designdirector.

He will make his official

debutfor Chanel during the

spring ready-to-wearshows
in Paris in October, marking

the endof anunusuallylong

handoverperiodfollowing

the departurelastyear of

Virginie Viard.

Former creativedirector
Karl Lagerfeldstaged
the “Paris-New York”
Métiers d’Art showatthe

MetropolitanMuseum of
Art in December2018,

twO monthsbeforehis

death. Shown in front of

collectiondrew inspiration
from AncientEgypt.

“It wasKarl’s lastshow,

So we alwaysget a little

nostalgicwhenwe talkabout
it in-house.Bu going back
to NewYork with Matthieu

and thebeginning of a new

seasonis superexciting,”
PavlovskytoldWWD.

“He's very enthusiastic

aboutshowing in New

York. It's a city he knows

well, where he'slived and

worked,” the executive

added.“New York is always
abold choice, becauseit’s
oneof themost important
cities for us in terms of

imageandbusiness.
Following Matthieu to New

York will be full of surprises
for everyone."

In tandemwith the

announcement,Chanel

releasedthe first visual

teaserof Blazy’s tenure: a
vintageNew York subway
map with adouble-C logo

superimposed.
The brandhaspresented

theMétiers d'Art line,
timed aroundthe pre-fall

season,in cities as far-

flung asTokyo; NewYork;

Rome;Edinburgh,Scotland;
Salzburg, Austria,and
Dallas.For the last three

editions,it explored cities
off thebeatenluxurytrack
with showsin Hangzhou,

China;Manchester, England,

andDakar,Senegal.
The Métiers d’Art

collectionscelebrate
the capabilitiesof the

specialtyateliersChanel
hasacquiredthroughits

Paraffectionsubsidiary.
Severalof themarenow
arouped atLe19M, a
striking building designed

by architectRudyRicciotti

andlocatednearPorte
d'Aubervilliers, aworking-

class areanorthof Paris.
Le19M bringstogether

embroidererand

its embroideryschool
and Lesage Intérieurs;

embroideryworkshop
Montex anditsdecoration

departmentMTX;

shoemakerMassaro;

feather- and flower-maker

Lemarié; milliner Maison

Michel; pleaterLognon;

grandflou atelier Paloma,
andgoldsmith Goossens.
–JOELLEDIDERICH

Sinner,
Winner
The 2025 Wimbledon

Championshipsmayhave
endedSunday,bu their

impact continuesonline.

According to datafrom
Launchmetrics,the data
researchandinsights

companyfor fashion,luxury
andbeauty,thetennis
tournamenthada media

impactvalue of $1.1 billion,

a 23 percentincreasefrom

last year'schampionships.
RalphLauren,

Wimbledon’s official

outfitter since2006, topped
the list with thehighest
mediavalueof all the
brandspresent–$22.5

million a 20percent
increaseyear-on-year.

TheAmericanbrand
hosted luncheons in

its suiteanddressed

celebritiesranging from
Andrew Garfieldto Monica

BarbaroandOlivia Rodrigo

throughoutthe twoweeks
of the tournament.

Kate Middleton also
madethecut.Her

attendanceatWimbledon
generated$36million in

mediaimpactvalue. Her

customSelf-Portraitdress
alonehada mediaimpact
valueof $918,000,boosting
the brand'spresenceby 17

percentwhencomparedto
data fromthesameperiod
lastyear.

tennisplayerwho ranks as
the world numberone, and
who won themen'ssingles
title, was also awinner off-

court,

Hegenerateda totalof

$9.1 million in media impact

value. Some$4.7million of

that camefrom Rolex after

helifted the Wimbledon

trophy wearing thebrand’s
CosmographDaytona.
Some$4.4 million came from

Nike, for which he’s beenan

ambassadorsince 2019.

According to

Launchmetrics,Sinner's

Instagrampostof him

holding the Wimbledon

trophywasthe top-

performing placement
overallfor the tournament.
His singlepost,wherehe

taggedRolex andNike,

generated$1.4million in

mediaimpactvalueand

has accumulated 1.8 million

likes so far.

The tennisstar is also

a Gucci ambassadorand

throughoutthetournament
carried his Gucci duffel
bagontothe grasscourt

generating$525,000 in

mediaimpactvalue.

In anotherreport,from
WeArisma, an influencer
analyticscompany, Gucci
ranked fourth for earned
media value, bringing in

$571,300.

The Italian brandstayed
underthe radarwith its
activationsduring the2025
WimbledonChampionships,
butin the leadupto the

sportingeventGucci

hosteda dinnerwith Sinner
thatwas attendedby Paul

Mescal, ErinDoherty, Fionn

O'Shea,JoeKeervNaomi
Ackie andGeorgeMacKay.

The Gucci storeon New

BondStreetchangedits
window displayto a tennis
themeto showcasetheir
tennisline, which includes
a collaborationwith the
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brandHead.

HIKMAT MOHAMMED

Skin Spot
Biologique Rechercheis
poppingup in New York City.

The luxury skin care
brandhasopenedapop-

up storein SoHo at132

GreeneStreet.This marks
the brand’s first owned
retail location in New
York City. The company,
foundedin 1977,also
maintainsaflagshipcalled

the Ambassadein Parisat
32 Avenue desChamps-

êlysées.

Upon enteringthe
minimalist space,guests
areableto undergoa skin
diagnosticvia the Skin

InstantLab, atechnology
exclusiveto Biologique
Recherchethatanalyzes
high-definition imagesof

the skin to recommend a

treatmentplan. From there,

Biologique Recherche’s
skinexperts canwalk

the guestthroughtheir

resultsand recommended

protocol,which could
include products like a

version of the brand’s cult-

favorite Lotion P50.AlI of
the brand'sproductsare
availableto purchaseat the

pop-up.

Periodically, thepop-up
will alsohosteventssuchaS
masterclassesandpanels.

The storeis open
MondayandWednesday
throughSaturdayfrom

noon to 6 p.m.,Sundayfrom
11 to 7 p.m., andclosedon

Tuesday.The pop-up will

beopenuntil Biologique
Rechercheopensits New
York City Ambassade

flagship in several months.
EMILY BURNS

New
Campus
The Milan-based fashion,
art anddesignschool

NuovaAccademiadi Belle

Arti, betterknown asNABA,

is expandinginto the U.K.

with anew campusslated

toopen in EastLondon next

year.
Thecampuswill bethe

organization'sfirst outside
of its homecountry of Italy

andwill belocatednear the
QueenElizabethOlympic

Park.

NABA will offerbachelor
of artsprogramsin design,
fashiondesignandfashion

marketingmanagement,
aswell as foundation-year

courses.
Theclasseswill be

taught in English and

accreditedby Regent's
University London.

“At NABA, we believe
in aneducationthat
trainspeople,not just
professionals.With this

opening, theacademyis

strengtheningits global
vocation,creatingan
environmentwherecultures
cometogether to design
tomorrow together,” said
Daniele Bisello o Ragno,
managingdirectorof NABA.

“The NABA campus in

Londonwill bean important
stepthatallowsusto
replicate outsideItaly the

didactic and educational

approachthathasalways
setusapart andenables

uS to consolidate the

academy'spositioning

in thepanorama of

artisticeducationatthe
international level,” headded.

TheLondon campus
will featurespecialistlabs
andstudios,including

fashion,knitwearandtextile

workshopsspanningmore
than21,000squarefeet.

"Our unidueness

lies in thecombination
of theexcellenceof
Italiandesignandan
experientialandcreative
educationalapproachwith

interdisciplinary, tech-driven

programsconnectedwith

the creativeindustries.We
offer classestailor-made

for the student, a ‘boutique’
model thatvaluesindividual

talent,” Rangosaid.

NABA hasambitions
of openingmanymore

campusesin the coming
vears=H.M.

Awards
Date
TheAccessoriesCouncil's

seventhannualDesign
Excellence Awards will

takeplacein New York City
in Novemberat TheFifth

AvenueHotel.Entriesare
openandwill beaccepted
until Aug. 29.Finalistswill

berevealedSept.9.

“We look forward to
welcomingsubmissions

from bothemergingand
establishedtalent for this

year’s DesignExcellence

Awards,” said Karen

Giberson, presidentand
chiefexecutiveofficer of

the AccessoriesCouncil.
“We encouragedesigners
to be bold and creative,
andto join uS in thisunique

opportunityto earn a stamp
of approval from respected
industry leaders,”

The AccessoriesCouncil
will honorbrandsacross
accessoriescategories
from handbagsto eyewear
(optical and sun),footwear,
jewelry (fashion and fine),

techandinnovation,and

moredisciplines.
Additionally, the

AccessoriesCouncil will

selectits prestigiousHall

of FameAward recipientof

the year,which recognizes

onesingle iconic product
or brandthat hasstoodthe
test of timeasdetermined

by the AccessoriesCouncil

Board. The 2024 recipient
of this honor waS Citizen, a
Japanesewatch brandthat
commemoratedits 100th

anniversarylastyear.
TheAccessoriesCouncil

will determine finalists

basedonsuch criteria as
excellence in design, unique

appearanceand/orfunction,

consumerneedsaddressed

by product,appropriate
aesthetics,innovative

materialsor technology,
marketpositioning and

competitiveperformance,
socialimages,emotional

appealand sustainability.
Thecriterionmirrors

consumerevaluationwhen

determining purchases.
Sponsorsof the

forthcoming 2025 Design
Excellence Awards

include Caleres, Circana,

andMarchon Eyewear.
November’s award

recipientswill receivea
trophy designedby Marchon

Eyewear.– JULIA TETI
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A teaserfor Chanel'sMétiers d’Artshow in NewYork City.
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Andrew Garfield

wearingRalph
Laurenatthe

RalphLauren suite

during the
Wimbledon

Championships.

JannikSinnerwearing
Nike and Rolex.
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Biologique

Recherche
New Vork City
pop-up.
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Marchon Eyewear from top:Nike Flyfree

injected framematerial derived partially from

castorbeanoil; Ferragamoacetate
sunglassesin opaline khakiblond tortoise;
Paul Smith acetatesunglassesintransparent
khaki; Calvin Klein acetatesunglassesinazure
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Thecampus will be

locatednear theQueen
Elizabeth Olympic Park.
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La Pomme Grande! Chanel’s Metiers
d’Art Show Will Return to New York This
Year
RunwayBy Laia Garcia-Furtado July 17, 2025

The year of creative director debuts continues full-steam ahead, and as the spring 2026
collections near, so do expectations rise. Matthieu Blazy will introduce his new vision for
Chanel this October in Paris in what is sure to be one of the most-discussed collections
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of the season, but already the maison is planning what comes next. Today, it announced
that the Métiers d’art show will take place on Tuesday, December 2 in New York City.

“I am delighted that Matthieu Blazy has chosen New York for his first Métiers d’art show,”
said Chanel president Bruno Pavlovsky in a statement. “He will make the creative energy
of the city he knows so well resonate with the exceptional savoir-faire of the house.”

Chanel last held a Metiers d’art show in New York in December 2018, when Karl
Lagerfeld took over the Temple of Dendur at the Metropolitan Museum of Art with a
collection that fused a kind of uptown chic with Ancient Egyptian geometry—along with a
trove of gold embellishments.

Although we don’t yet know where in the city Blazy will make his first Metiers d’Art
statement, we can be sure that it will be another spectacular chapter in Chanel’s new
era. We’ll keep our eyes peeled!
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Pourquoi Matthieu Blazy choisit New York pour son

premier défilé Métiers d’art de Chanel?

EXCLUSIF- En attendant la collection inaugurale de son nouveau directeur artistique le 6

octobre à Paris, la maison de la rue Cambon révèle déjà la destination de son deuxième show

début décembre: la ville qui ne dort jamais... et que connaît fort bien le Franco-Belge.

Par Hélène Guillaume

Publié le 17 juillet 2025 à 14h00, mis à jour le 17 juillet 2025 à 14h16

Chanel

En 2002, Karl Lagerfeld prétendant s’ennuyer entre deux collections de prêt-à-porter et de haute couture, invente

un nouveau concept: le défilé Métiers d’art comme un hommage aux artisans d’exception de la mode, brodeurs,

plumassiers, paruriers, plisseurs, bottiers, chapeliers ou encore, orfèvres. Le premier a lieu entre les murs de la rue

Cambon, le couturier présente ses mannequins fumant des cigarettes en écoutant Lou Reed. Les suivants se

tiendront hors les murs, à Paris ou dans des destinations lointaines. L’exercice, unique en son genre, donne

naissance à des collections ultra-raffinées et souvent opulentes qui sont aujourd’hui parmi les favorites des

clientes. À l’image de celle présentée à Hangzhou en Chine, en décembre dernier qui a rencontré un grand succès.

Ce 2 décembre aura lieu le premier «Métiers d’art» de Matthieu Blazy, le directeur artistique nommé en décembre

2024 et qui fera ses débuts sur les podiums parisiens de la Fashion Week le 6 octobre. Et il a donc choisi New

York. Une ville chère au cœur de la maison , depuis les années 1930 et les premiers voyages de Gabrielle Chanel

outre-Atlantique. En décembre 2018, Karl Lagerfeld y dévoilait un de ses derniers défilés au Metropolitan

Museum of Art. Au printemps 2023, quatre ans après sa disparition, l’institution culturelle lui consacrait

l’exposition «Karl Lagerfeld: A Line of Beauty». « Je me réjouis que Matthieu Blazy ait choisi New York pour

son premier défilé Métiers d’ar t, confie Bruno Pavlovsky, président des activités mode de Chanel. Il fera

résonner l’énergie créative de la ville qu’il connaît si bien avec les savoir-faire exceptionnels de la maison. »

Un choix qui fait aussi écho à sa propre vie puisque, en 2016, Matthieu Blazy y retrouvait son mentor et ami Raf

Simons qui venait de prendre la direction de Calvin Klein à New York. Avec son partenaire de l’époque et bras

droit de Simons, Pieter Mulier (aujourd’hui le bon génie d’Alaïa), il contribue à cette aventure américaine et

découvre la vie - qu’il adore - dans la Grosse Pomme. Les défilés font sensation, mais le groupe Calvin Klein qui

génère à l’époque son chiffre d’affaires sur des jeans et des slips à élastique, ne suit pas. L’aventure s’arrête avec

pertes et fracas. Matthieu Blazy est prêt à tout arrêter, il se renseigne même dans les universités américaines pour

suivre une formation de curation d’art. Mais, après une parenthèse nécessaire à Los Angeles, il repart à Paris en

2020 et rejoint le studio de Bottega Veneta. Deux ans plus tard, nommé directeur artistique, il fait sensation sur les

podiums milanais. Ce qui lui vaudra de décrocher l’un des jobs les plus hots de l’industrie de la mode: Chanel...
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Louis Vuitton Watch Prize 2025-2026 : qui

sont les 20 horlogers sélectionnés ?

Qui sont les 20 demi-finalistes de la nouvelle édition du Louis Vuitton Watch

Prize for Independent Creatives ?

Par Judikael Hirel

TheSerni-Fraubuts 2025-2026

--

HongKongButrion Independent
Creatives

Kockaes SchkrkuNH

FadingHours
SonesTua TheTn.71

KY

Organisé en collaboration avec La Fabrique du TempsLouis Vuitton, le Louis Vuitton Watch Prize for

Independent Creatives vise à célébrer et soutenir la nouvelle génération d'horlogers indépendants à

travers le monde.

Après une première édition ayant vu la victoire de l'horloger suisse Raúl Pagès,Louis Vuitton vient de

dévoiler les 20 demi-finalistes dela secondeédition, sélectionnésparmi plusieurs centainesdecandidats

venant du monde entier. Cet automne,le comité de 65 experts seréunira pour évaluer les candidatures

selon cinq critères : design,créativité et audace,détails et finitions, complexité et innovation technique.

Les membres du Comité voteront égalemententreeux pour sélectionner les cinq membresdu jury final.

Les cinq finalistes, ainsi que le nom des cinq membres du jury final, seront révélés le 15 décembre

2025. « Une facette importante de l'horlogerie réside dans l'essor des créateurs indépendants, qui

transforment une vision singulière en un art mécanique, explique Jean Arnault, Directeur Horlogerie

chez Louis Vuitton. Cette nouvelle génération d'horlogers est remarquable non seulement pour son

talent et sa richesse, mais surtout parce qu'elle ose créer des instruments de précision véritablement

créatifs qui sont aussi des œuvresd'art. Les créations audacieusesdes demi-finalistes du Louis Vuitton

Watch Prize témoignent de cet esprit. Entre leurs mains, l'horlogerie devientune expression de pure

créativité, chaque garde-tempstémoignant d'un savoir-faire exceptionnel. »

Les 20 demi-finalistes du Louis Vuitton Watch Prize for Independent Creatives :

· Anton Suhanov- St. PetersburgEaster Egg Tourbillon ClockJN Shapiro- Resurgence

· Auffret Paris- Giverny « Blue Train »

. David Candaux- DC6 Titanium
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· Lederer - CIC 39mm Racing Green

· Fam Al Hut - Mobiüs
· Hazemann & Monnin - Hazemann & Monnin School Watch

· Kallinich Claeys - Einser Central Seconds "Hong Kong Edition"

· Fabian Pellet - Essentiel

· Kudoke - Kudoke 5

· Behrens - Kung Fu

· Quiet Club - Fading Hours

· Reuben Schoots - Series Two

· Tasaki - Face Of Tasaki "Black Mother Of Pearl"

· Daizoh Makihara - Beauties Of Nature

· Masa & Co. - Sohkoku

· Mgraver - Ventrallis

· Mineroci - RD002

· Petermann Bédat - Seconde Morte

· Winnerl - The Tremblage Dial
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ENTREPRISES

A Tokyo, Tiffany & Co ouvre
son plus grand magasin en Asie
LUXE

A Ginza, l’ouverture
d’un flagship d’une
dizaine d’étages
marque un investisse-
ment stratégique pour
le joaillier américain,
dont le Japon est le
deuxième marché.
Virginie Jacoberger-Lavoué

—A Tokyo

A Ginza, les Champs-Elysées

tokyoïtes, le joaillier américain Tif-

fany & Co s’offre un nouveau

flagship. Ouvert depuis le 11juillet,

il s’élève comme un phare sur

66 mètres de haut, et comprend

une dizaine d’étages dont cinq

commerciaux et un composé de

salons privés pour les achats de la

clientèle VIC (very important con-

sumers).

C’est le plus vaste magasin en

Asie du joaillier new-yorkais fondé

en 1837 et détenu depuis 2021 par

LVMH (propriétaire des « Echos »).

« Cette ouverture de magasin consti-

tue un tournant. Dans notre plan de

développement, ce flagship est notre

plus important investissement

depuis la réouverture du Landmark

[son vaisseau amiral, NDLR] sur la

Cinquième Avenue à New York »,

déclare Anthony Ledru, PDG de Tif-

fany & Co.

Après une année 2024 difficile,

« quasiment flat » à l’échelle mon-

diale pour Tiffany & Co selon un

analyste, l’Archipel est stratégique :

il est le deuxième marché du

joaillier, derrière les Etats-Unis, qui

assurent 40 %de ses ventes. La mai-

son ne communique pas ses reve-

nus par pays mais plusieurs obser-

vateurs notent que le Japon pèse

plus de 15 %de son chiffre d’affaires.
Et ce alors qu’à l’échelle mondiale

« Tiffany & Co a atteint 5,5 milliards

d’euros en 2024 », estime un ana-

lyste.

Le Japon porte

tous les espoirs

« On a inventé à Ginza un concept qui

n’existait pas », déclare Anthony

Ledru. La façade conçue par Jun

Aoki porte e n t r a n sp a r e n c e

l’emblématique couleur bleue du

joaillier qui orne ses fameuses boî-

tes à bijoux. L’architecture inté-

rieure signée Peter Marino, comme

au Landmark à New York, accueille

une cinquantaine d’œuvres d’art.
« L’idée est d’apporter une expérience

différente d’un étage à l’autre » dans

ce magasin qui réunit pour la pre-

mière fois 65 pièces de joailleries ou

dessins des Archives Tiffany & Co.

Selon Anthony Ledru, dans

l’ensemble des magasins rénovés

– 25 % des 300 magasins de Tif-

fany –, les ventes sont en moyenne

en hausse de 25 %. « Samedi, au len-

demain de l’ouverture, le flagship a

accueilli près de 5.000 visiteurs en

une journée », précise-t-on. L’attrait
du building pourrait aussi être un

moyen de stimuler les ventes

ailleurs au Japon. Tiffany, qui y a

ouvert sa première boutique

en 1972, y détient 60 magasins dont

14 à Tokyo.

Trois raisons d’y croire
Selon Bain & Co, le pays représente

environ 25 milliards de dollars des

plus de 360 milliards que pèse le

marché des biens de luxe. Anthony

Ledru assure que le joaillier « a été

en croissance l’an passé » au Japon et

que celle-ci se poursuit « au cours

des six derniers mois ».

Il ajoute trois arguments au pari

japonais de Tiffany. D’une part, les

liens historiques, tissés à partir

de 1870, entre la maison et le Japon.

D’autre part, une présence sur place

depuis cinquante ans. Enfin, un

positionnement tiré vers haut de

gamme, à raison de « forts investis-

sements » depuis le rachat par

LVMH.

Le dirigeant identifie les pièces

iconiques parmi les catégories à

haut potentiel auprès de la clientèle

locale qui reste, selon lui, un « réser-

voir decroissance ». Les lignes Hard-

wear ou Lock sont d’ailleurs visibles

dans les vitrines dès le rez-de-

chaussée du flagship.

Autre spécificité « japonaise »,

l’activité « bague de fiançailles » de

Tiffany se maintient autour de 15%

des ventes. L’horlogerie, évaluée à

environ 10 % des ventes, est par

ailleurs prisée par les collection-

neurs.

Le haut potentiel

de la joaillerie
La haute joaillerie est plus essen-

tielle. Des clientes de Shanghai, de

Hong Kong, de Taipei et de Singa-

pour, sont venues à la soirée privée

d’inauguration du flagship le

10 juillet, où Pharrell Williams était

présent. Elles ont assisté à des pré-

sentations privées de haute joaille-

rie et participé à des dîners réservés

aux « grands clients ».

Au cours des derniers mois, les
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visites des touristes chinois ama-

teurs de luxe, jusqu’alors attirés par

la forte dépréciation du yen par rap-

port au yuan, ont diminué au

Japon. « Même avec un fléchisse-

ment global des ventes, le Japon res-

tera un hub touristique en Asie »,

estime Anthony Ledru. A partir

d’août, le flagship disposera d’un
Blue Box Café dont la carte a été

confiée à la cheffe japonaise Nat-

suko Shoji ; et le « breakfast at Tiffa-

ny’s » est une expérience très plébis-

citée. n

« On a inventé

à Ginza un concept

qui n’existait pas. »
ANTHONY LEDRU

PDGdeTiffany & Co

A Ginza, les Champs-Elysées tokyoïtes, l’immense tour habillée du bleu emblématique de la marque comprend notamment

cinq étages commerciaux et un étage composé de salons privés pour « les clients très importants ». Photo Tiffany & Co
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Bulgarisvelai segreti
dellecollanepiù preziose
A Milano
Masterclassinboutique

S
i chiamanoEternally Iconic

Masterclasses e danno l’op-
portunità dicapire i segretidi

ungioielloBulgari. Lamaisonleha
inauguratequestasettimana,par-

tendo dalflagshipstorediviaMonte-

napoleone, aMilano.Le“lezioni” so-
no partedel progettoEternally Ico-

nic, natopercelebrareil fascinodial-

cunenotissime creazionidi Bulgari:

Serpenti,B.zero1,BulgariTubogas e

Divas’Dream,esonocondotte daidi-
rettori creativiLuciaSilvestrieFabri-

zio BuonamassaStigliani. Il primo
appuntamentoèstatodedicatoaDi-
vas’ DreameLuciaSilvestri,cheèan-
che gemsbuying director della mai-
son, haaccompagnatoallascoperta

della collezione chemeglio rappre-

senta l’inno alla femminilità senza
tempo, espressadaeccellenzaarti-

gianale ebellezzachediventa eterna

Lasilhouette aventaglio checa-

ratterizza la collezione si ispiraai
mosaici delleTermedi Caracallae

confermaquanto i gioielli Divas’
Dreamssianoprofondamenteradi-
cati nel patrimonio artisticoromano.

LaMastercalssèstataanche l’occa-
sioneperpresentarele novitàdella

collezione, conl’orogiallo chesiaf-
fianca alcaratteristicooro rosa.L’in-
contro sièsvoltonellostorico Palaz-
zetto TavernaRadiceFossati, sede

dellaboutiqueBulgari inaugurataa
marzodiquest’anno:unospazioche

rendeomaggio alpatrimonio archi-

tettonico milanese,intrecciandocon

armonia l’eredità romanae l’arte

contemporaneaitaliana.

Progettati in collaborazione con
eccellenzedell’artigianato made in

Italy, gli interni accolgono operedi

artisti contemporaneicomeFabio

Viale eLuca Pignatelli, dando vita a

undialogo tra l’armonia classicae

l’espressione moderna,nel più au-
tentico stileBulgari.LeEternally Ico-

nicMasterclassesproseguirannoin
diversecittà nel mondo,persvelare

l’arte di perpetuareinvenzione di

Serpenti,B.zero1,BulgariTubogas,

Divas’ Dream eOcto,collezioni che
trascendonoil tempo,purrestando
fedeli aun’ inconfondibile identità.

—G.Cr.

©RIPRODUZIONERISERVATA

Divas’Dream.Unodei gioielliraccontatieindossati(foto quisopra)
daLuciaSilvestri,jewelrycreativedirector egemsbuyingdirectordi Bulgari
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Inspiration
À Milan, Dolce & Gabbana célèbre Madonna avec une collection spectaculaire. Entre
clins d'oeil à Jean Paul Gaultier et looks inspirés des années 1990, le duo a une fois de
plus captivé la Fashion Week. La collection

La fashion week de Milan ne serait pas la même sans Dolce & Gabbana. Chaque
saison, Domenico Dolce et Stefano Gabbana - les fondateurs et créateurs de la marque
depuis 1985 - font le show et étonnent leurs invités avec des défilés hauts en couleurs et
qui jouent des effets de surprises. Ainsi, au hasard des saisons, le duo envoie sur le
podium des brochettes de millennials, des stars (surtout italiennes), comme Monica
Bellucci ou Isabella Rossellini, ou c'est une collection imaginée en collaboration avec la
plus célèbre des influenceuses : Kim Kardashian. Cette fois-ci, la maison rend hommage
à la reine de la pop : Madonna. Sur le podium, les mannequins chaussées de ballerines
hautes perchées, à la démarche légèrement chaloupée, s'avancent, coiffées de
perruques peroxydées et arborant des lunettes noires pour certaines. Elles portent des
tailleurs marine à rayures banquier, des imperméables beiges ceinturés et ouverts sur
des soutiens-gorges apparents, des r, rose et bleu ciel - clins d'oeil à Jean Paul Gaultier
- des boas en fourrure… Au premier rang du défilé, cachée sous une mantille noire et en
retard d'une bonne demi-heure, Madonna assiste au spectacle dont elle est l'inspiration.

La référence

À gauche, défilé Dolce&Gabbanaà Milan. À droite, lors de sa tournée «Girlie Show», au
stade de Wembley, à Londres en 1993. ©Isidore Montag/Gorunway.com ; ilpo
musto/Alamy/Photo12

Dès 1991, la pop star choisit Dolce & Gabbana pour la première de son film
documentaire à Cannes In Bed with Madonna . Ce soir-là, la chanteuse porte un bustier
serti de pierres qui restera dans les annales de la mode. Deux ans plus tard, le duo
signe les 1.300 costumes de sa tournée « Girlie Show » pour son cinquième album «
Erotica ». En 2001, ils signent les costumes du « Drowned World Tour ». Puis en 2008,
la star opte une nouvelle fois pour une tenue Dolce & Gabbana pour l'image de la
pochette de son disque « Hardy Candy». Enfin en 2010, elle prend la pose devant
l'objectif du photographe Steven Meisel, reprenant les traits d'une Anna Magnani
moderne pour une campagne de publicité Dolce & Gabbana. Une série en noir et blanc
devenue mythique dans l'iconographie de la mode.
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Fondazione Prada annuncia la vincitrice
dell’ottava edizione del Premio di Laurea

È Greta Beluffi con una tesi su Eva Sorensen, la studentessa premiata con il
riconoscimento istituito dalla fondazione nel 2018

di Redazione

1 minuti di lettura

Sottolineare il ruolo centrale dello studio e della ricerca, valorizzare l’impegno e la
passione, offrire alle nuove generazioni l’opportunità di contribuire al futuro con idee,
visioni e nuove competenze. Sono questi gli obiettivi che, nelle parole di Miuccia Prada,
si pone il Premio di Laurea istituito nel 2018 da Fondazione Prada. Un bando
annuale promosso dall’istituzione dell’arte contemporanea, nella convinzione che l'arte e
la cultura siano efficaci strumenti di crescita personale e con l'obiettivo di svolgere un
ruolo sempre più incisivo nei confronti dei giovani e della città di Milano.

È Greta Beluffi, una studentessa dell'Università degli Studi di Milano, la vincitrice
dell’ottava edizione del Premio, con una tesi dal titolo L'esperienza italiana di Eva
Sorensen. Un'analisi approfondita, quella svolta dalla studentessa, dell'opera scultorea
dell'artista danese, con particolare attenzione al ruolo fondamentale che l’Italia ha avuto
nella definizione del suo linguaggio artistico. La ricerca, che ha coinvolto numerose
istituzioni nazionali, ha riportato alla luce connessioni finora poco esplorate, tra cui il
riconoscimento del lavoro di Sorensen da parte di alcuni artisti e critici di rilievo come
Piero Manzoni, Enrico Castellani, Vincenzo Agnetti e Vanni Scheiwiller. Il progetto di tesi
si è distinto per un'accurata e meticolosa indagine d'archivio, la chiarezza espositiva e il
contributo significativo che offre per futuri studi critici e storici sull'artista.

Ad assegnare il Premio, una giuria composta da Tommaso Sacchi, Assessore alla
Cultura del Comune di Milano; Emanuele Farneti, Vicedirettore del quotidiano La
Repubblica; Cristian Valsecchi, General Manager di Fondazione Prada e Katya
lnozemtseva, Head of Curatorial Department di Fondazione Prada (delegata da Miuccia
Prada, Presidente e Direttrice di Fondazione Prada).

Il bando annuale a sostegno della ricerca accademica, consiste nell'assegnazione di una
borsa di studio del valore massimo di 25.000 euro, finalizzata alla partecipazione della
vincitrice o del vincitore a un master semestrale, annuale o biennale, scelto tra una
selezione di scuole e università internazionali in una delle seguenti aree: Museologia,
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Curatela, Marketing Culturale ed Economia e Management delle risorse artistiche e
culturali. Dopo il conseguimento del titolo di studio è prevista l’attivazione di un
internship di sei mesi all’interno di uno dei dipartimenti della Fondazione. “Questa
iniziativa sottolinea il ruolo centrale dello studio e della ricerca nelle attività della nostra
istituzione. Con questo premio annuale vogliamo continuare a sostenere ii percorso
formativo di studentesse e studenti, valorizzandone l'impegno e la passione. L'obiettivo è
offrire alle nuove generazioni l'opportunità di approfondire ulteriormente le proprie
conoscenze e di contribuire con le loro idee, visioni e competenze ai progetti della
Fondazione", ha affermato Miuccia Prada.
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Can an Ultra-Fast Fashion Brand Be 'Sustainable'?

US-Australian Shein competitor Princess Polly recently received B Corp certification, gaining

a coveted stamp of approval from one of the world's leading corporate responsibility labels.

By SarahKent

Browse US-Australian brand PrincessPolly's website and you could belooking at any of dozensof low-

cost, ultra-fast fashion platforms scrambling to competewith sector leader Sheinfor a slice of the Gen

Z market.

New stylesdrop daily, promising "Insta-ready, TikTok-approved, celeb-worthy" 'fits for the weekend.

Offers abound, andin casecustomersarehesitating to make a purchase,top-selling products come with

nudging reminders that they are going fast.

But Princess Polly is aiming to carve out a particular niche in a crowded and intensely competitive

market. Thebrand's mission, it says,is to "make on-trend fashion sustainable."

The brand has launched a "lower impact" section of its website for products made with less

environmentally damaging materials, like recycled polyester and organic cotton. It emphasises its
commitment to ethical sourcing andpromotes its fast-paced,trend-driven businessmodel aslow-waste

because,it says,the Shein-like test-and-repeatapproachreducesthe risk of overproduction and unsold

inventory.

Last week, it becameacertified B Corp, gainingthe endorsementof oneof the world's leading corporate

responsibility labels - a coveted achievement for companies looking to sell consumers on their

commitment to environmental andsocial good.

But the movehas raisedeyebrows amongstsustainablefashion advocates,who seebusinessmodels like

Princess Polly's as the antithesis of responsiblepractice.

"If it's not aboutmaking andselling less,rather than fast trendsand constantsales,they shouldn't have

any sustainability certificates at all," said Brett Staniland, amodel, academic and sustainable fashion

editor. "Awarding fast fashion is unnecessaryanddamaging... It's a slippery slope for B Corp to engage

with brands like this."

To B or Not to B Corp

Thesekinds of criticism has becomea growing headachefor B Lab, the nonprofit behind the B Corp

programme. Thelabel meant to serveas astamp of approval for good actorshasin fact becomeits own

form of greenwashing,critics argue.

Earlier this year, cult soap brand Dr. Bronner's loudly and publicly quit the programme, complaining

that the certification scheme's system allowed large multinational companies with significant

environmental footprints andpoor ethical track records to qualify.

"The integrity of the B Corp Certification has become compromised and remaining certified now

contradicts our mission," Dr. Bronner's said at the time.
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B Lab saidit is focused on"continuous improvement" for its standardsandthat achieving its vision for

a more environmentally and socially responsibleeconomy means working with businessesof all sizes

and at all stagesof improvement.

It finalised an updatedmethodology in May following five yearsof consultation. Thenew assessment

processwill bephasedin from next yearandwill require companiesto show theyaretaking "meaningful

action" acrosssevendifferent impact areas,from climate to human rights, before they can qualify.

Under the old system,companies were scoredbasedon their answersto hundredsof questionsdesigned

to test their commitment to better businesspractices. To qualify for certification they neededto score

80 out of a possible 200points, meaning a B Corp could perform very poorly in some metrics so long

as it did well in others.

Brands like PrincessPolly that have already gainedB Corp status will have to comply with the new
standardsoncetheir current certification statusends. In PrincessPolly's case,that will be 2028.

B Lab said the brand spenttwo yearsassessingand improving its operationsto qualify for certification.

Its overall scoreof 86.8is just abovethe 80 point threshold required to gainB Corp status.It performed

best in B Lab's assessmentof environmental managementpractices,which assessescompanies' climate

impact, but is also intended to recognise environmentally innovative production processes.Its worst

scoreof just 3.8 was in the section focused on customers,which examines things like the quality of

products and servicesand ethical marketing practices.

Mixed Messages

Other sustainability assessmentsgive PrincessPolly lesscredit.

The brand has been awarded a sad face emoji and "not good enough" grading by Good on You,

asustainability ratings platform specifically focused on the fashion and beauty sectorsthat works with

retailers to help them select andpromote more responsiblebrands. PrincessPolly does better than Shein

(rated"we avoid"), but worsethan Zara and H&M, which both scorea neutral"it's astart."

Good on You's ratings are based on public disclosures and Princess Polly doesn't provide much

information, said co-founder Sandra Capponi. "There's a lack of evidence it's taking meaningful

action," she added.

The organisation also applies a penalty to ultra-fast-fashion and fast fashion companies, which have

business models that encourage overconsumption and rely on high-speed, low-cost production that

typically lead to negative environmental andsocial outcomes,Capponi said.

Thedifferent scoresreflect different approachestaken by ratingsschemes,which can alsoservedifferent

purposes. One benefit of the B Corp system is that it gives brands an internal framework for

accountability androadmap for improvement, supporters say.

Princess Polly said it's proud of the progresson environmental, social and governanceissuesthat its B

Corp qualification recognises. It pointed to other rankings where it has performed well and

environmental reporting initiatives that it participates in. "We remain committed to continuously

improving andholding ourselvesto high standardsin everything we do," it said.

Others say it's all just greenwashing.

"Celebrating ultra fast fashionbrands like PrincessPolly with statusand certificates like this, doesmore

harm than good," said Staniland. "It provides them with a marketing strategy to consumersthat it is

okay to overconsumetheir products becausethey're 'sustainable.'"
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From landfill to luxury: how a designer
uses scraps from Hermès and Chanel to
make leather goods

After more than a decade as a fashion designer, Dana Cohen was disillusioned.
Excessive waste was rampant in every part of the industry – from surplus samples, to
manufacturing scraps, to retail stores with “a disheveled mountain of garments that
nobody wanted”, she said. “I was like, ‘I just don’t want to be a part of it any more.’”

Then Cohen, who had designed for brands including Banana Republic, Club Monaco
and J Crew, had a chance encounter with a manufacturer that changed her course.
Drishti Lifestyle, based in India, had a container full of leather scraps it didn’t want to
discard. Together they experimented, and made some wallets and a handbag, all of
which sold out. That was the very start of Cohen’s sustainable leather accessories
company – and her mission to make a dent in the industry’s immense waste problem.

Launched in November 2019, Hyer Goods sells bags, wallets and other accessories
made entirely from deadstocks: leftover scraps that would otherwise end up in landfills.
Specifically, it uses luxury leather leftovers, retrieved from designer heavyweights like
Hermès, Chanel, and Valentino. Deadstocks are sourced both directly from Italian
factories – such as a tannery in the outskirts of Naples, Russo di Casandrino – and via
“people on the ground” in Italy who have longstanding relationships with those brands.

Dana Cohen, the owner and designer of Hyer Goods, in
her store in Manhattan, New York. Photograph: Tobias
Everke/The Guardian

The scraps are then transported to family-run factories in
Italy’s Marche region, on the Adriatic coast: a
mother-daughter-run factory produces the bags, and down

the road, a father-son-run factory assembles the wallets. “We literally load the scraps
from the bags in a little car and drive it to the wallet factory,” Cohen said.

Designer brands typically only use the very highest grades of leather, so Hyer takes the
“off-cuts” that are still above par, but may have blemishes like tick bites or stretch marks,
and cuts around them.

Given the reliance on whatever is available, the Hyer collection is inherently small-batch,
and a single line of bags might comprise a mix of different leathers. “We have never
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made 500 pieces of anything,” Cohen said.

The unpredictable supply can be hard. “It’s not for the faint of heart,” Cohen said. But
she estimates this model has kept approximately 7,000 pounds of leather in circulation –
and out of landfills – over the last six years of operation.

It’s a start in healing an industry that sends about 92m tonnes of textiles to landfills every
year, producing between 4% and 8% of the world’s greenhouse gas emissions.

“I appreciate any company that’s really trying to work towards the circular economy,”
said Ann Cantrell, associate professor of fashion business management at New York’s
Fashion Institute of Technology (FIT), “which is trying to keep things in the loop as long
as we can and not go to landfill.” She said Hyer Goods’s model followed the “triple
bottom line”: operating not only for profitability, but also for improving conditions for
people and for the planet. If more businesses operate with such models, they can
“continue to challenge the status quo” around issues like the overuse of virgin materials,
she said.

Leather is particularly troublesome for its connection to cattle ranching, which is linked to
deforestation, mass water use and the emission of methane, a potent greenhouse gas.
Tanning also uses toxic chemicals that can contaminate waterways. On the other hand,
leather is an extremely durable product, sometimes lasting decades. “So from that
perspective, it is a sustainable material,” said Cantrell.

Sustainability is nuanced. “There’s no perfectly sustainable material,” said Elizabeth
Cline, an author and expert on fast fashion and sustainability. But Cline said repurposing
genuine leather is better than producing so-called vegan leather, or faux leather, which is
made of plastics, even when it also contains some plant-based materials like cork or
apple peels. “You’re eliminating the animal welfare issue, but creating new
environmental problems,” she said.

The reality is that high-end consumers are still buying genuine leather. While Hyer’s
average customer is the sustainable-minded person looking for greener alternatives,
Cohen said she is starting to see more luxury-driven customers.

Dana Cohen, the owner and designer of Hyer Goods together with her creative partner
David Siskin, in front of her store in Manhattan, New York. Photograph: Tobias
Everke/The Guardian
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Hyer’s bestselling Ring Bag, made from lambskin Nappa, a premium leather known for
its softness, typically sells for $465 – nothing to sneeze at but still a far cry from luxury
brands that retail for several thousand dollars.

Cohen launched Hyer Goods just months before the pandemic.People weren’t buying
fancy handbags during lockdowns so she briefly pivoted to sewing masks with leftover
fabrics – even curtains – that she crowdsourced on social media. Consulting followers
for opinions has continued to be a strategy. “I think people really like being a part of the
process,” she says. “Not only is it a great way to connect with community, but it’s a really
good way to make smart decisions.”

Soon, the bags gained the attention of influential figures like Katie Couric and the
internet chef Alison Roman. When Roman recommended the bags to her followers:
“That was one of the best days for us, ever,” Cohen said.

Major brands like Bloomingdales, Nordstrom and Madewell now sell Hyer Goods bags,
and in 2024, Cohen opened a brick-and-mortar store in New York’s West Village after
winning a grant from the non-profit ChaShaMa, which supports women and minority
artists by providing them with subsidized real estate spaces.

Beginning April, the Trump administration imposed 10% tariffs on goods from Italy,
leaving Cohen little choicebut to raise prices. The price bumps initially led to a “huge dip”
in sales, she said. Volumes seem back to normal now, though that’s hard to parse out
due to seasonal shifts. “I’m not sure if the customer has gotten used to it, but I certainly
haven’t,” she said. (In July, Trump announced additional tariffs on European goods,
which European trade officials said would make continuing US-EU trade ““almost
impossible”.)

Dana Cohen, the owner and designer of Hyer Goods, in her store in Manhattan, New
York. Photograph: Tobias Everke/The Guardian

Cohen said she had no plans to move operations to the US; many factories that she had
considered weren’t capable of details like edge painting (to protect leather edges from
fraying), which would sacrifice quality. “The craftsmanship that you can get in Italy just
doesn’t compare,” she said. “‘Made in USA was just not an option.”

Cohen, who has five part-time employees, said she’d like to expand products into belts
and shoes, start sourcing deadstock Italian cottons, and open a second store, perhaps in
Brooklyn. She’d like to be fully circular, including hardware like zippers, which are not
made from scraps.

Tous droits de reproduction réservés

URL : http://www.theguardian.com 

PAYS : Royaume-uni 

TYPE : Web International 

JOURNALISTE : Talib Visram

17 juillet 2025 - 19:01 > Version en ligne

Page  55

https://hyergoods.com/products/the-ring-bag
https://anewsletter.alisoneroman.com/p/gifting-things-part-2
https://www.storefrontstartup.org/
https://www.theguardian.com/us-news/2025/apr/02/trump-new-tariffs-liberation-day
https://www.theguardian.com/us-news/2025/jul/14/trump-tariffs-eu-us-trade-says-sefcovic
https://www.theguardian.com/business/2025/jul/17/hyer-goods-luxury-brands-leather-recyclying


But economic volatility – and simply the nature of a bootstrapped business that depends
on a fluctuating supply – have delayed some of those plans. “Any dreams I had, I’ve put
on hold,” she said. “Right now it’s just: how can we stay afloat?”

But nothing has changed her mission, which comes before any growth ambitions, she
said. “My goal was never to be a behemoth organization,” Cohen said. “I just want to
have a nice, small business for people who care.”
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I

Are Luxury Megabrands Broken?

Simultaneous crises at LVMH, Kering and Chanel suggest all is not well with the

luxury megabrand model, but many of the headwinds they face may reverse in the

coming years, writes Luca Solca.

By Luca Solca

DIOR

Over the past fifteen years, fashion's luxury megabrands have had a terrific run, buoyed in part by

upgrades to their product mix and high price inflation, amid historic levels of new wealth creation in

China and a strong economy andsoaring stock market in the US.

Exhibit A: sector leader LVMH repositioned its flagship Louis Vuitton brand starting with the launch

of the upmarket Capucinebag back in 2013, andthe results have been spectacular, as the strategyshift

dovetailed with very strong growth in high-end consumer spending and defusedthe risk of customers

trading up to top-end competitors.

Yet,simultaneous crises at LVMH, Kering and Chanel- albeit different in nature - begthe question:

is something wrong with fashion's luxury mega-brands?

Even if we setaside Kering's deeply troubled flagship Gucci, we have seen faltering salesmomentum

at Chanel and LVMH's fashion and leather goods division amid the apparent success of accessible

luxury brands like Coach and Ralph Lauren Polo, and the rapid growth of Richemont's jewellery

maisons.

The other puzzling sign is smaller high-end brands taking market share during the post-Covid boom

normalisation. This is happening in the top-end quiet luxury space, with Loro Piana and Brunello

Cucinelli the epitome of this trend. But this is also happening with fashion-driven propositions

like Prada's Miu Miu, which has more than doubled its size.

So what's going on?

It's probable consumersare reacting to an innovation deficit at megabrands.

Severalmegabrandshave recently seriously failed to excite consumers with failed reinvention attempts

or more of the same. It's easy to single out Gucci, which has gone down a dead end in its effort to

becomemore classic. But Dior is suffering badly, too, with estimatedsalesdown double digits last year,

akey reasonfor its updatedcreative team.

Louis Vuitton deployed a skilful Takashi Murakami strategy to keep things reasonably buoyant, but

there are signs of malaise at LVMH's flagship brand, too, while Chanel has pulled back on price hikes

amid lagging leather goods sales.
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One lens to understand what is going on is to factor in the effect of a lower number of new customers

moving into the market. New consumers would naturally gravitate towards megabrands: they have to

tick the box and secure their luxury wardrobe foundations.

Consumersfurther along the experience curve will want to be excited and have new reasonsto part with

their money. They have the basics already. They are more open to experimentation and newness the

richer they are.

Indeed, a number of converging factors have coalesced to wrong foot most soft luxury goods

megabrands in the last 18 months. 1) China, where a majority of new luxury consumers are created, is

facing a continued real estate crisis and lower consumer confidence. 2) Higher inflation, higher interest

rates and lower job security have put pressure on middle class consumers in the US and Europe. 3) Most

soft luxury megabrands have embraced more of the same in the post-Covid-19 boom - or failed to

successfully innovate. 4) Jewellery has become cheaper in relative terms to leather goods,as soft luxury

brands have jacked up prices, making it appear better value for money to consumers.

Many of these headwinds may well reverse in the next few years, however. 1) Many soft luxury

megabrands have worked to adjust their product assortment, in an effort to re-engage entry-level

consumers. 2) Most soft luxury megabrandshave hired new creative directors to refresh their appeal and

we will seeanunprecedented volume of newness at the Spring Summer 2026 fashion shows this autumn.

3) Jewellery brands have taken the relay, increasing prices faster, to try and compensate for the rising

price of gold. 4) Best in class mega-brands like Vuitton have sought to recruit new middle-class

consumers, with major sponsorships such asFormula 1 and the Olympics.

Stay tuned.
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Just How Big Can Fashion Substack Get?

Brands, podcasters and influencers with massive followings are joining the

platform. But some veterans say that growth comes at a price.

By Diana Pearl

Fwd:
fromafriend

Emily Schumanthought shewas done writing anything longer than an Instagram caption.

With Cupcakesand Cashmere,where she started posting daily updatessince 2008, she becameone of

the first fashion bloggers to turn her side hustle into a multi-faceted business,eventually hiring a team

of writers and editors andselling jewellery, homewares andmore online. But by 2021, she steppedback

from posting to focus on her e-commerceshop.

Thencame Substack, the newsletter publishing platform that has convinced fashion to fall back in love

with longform for the first time since Instagram took off in the early 2010s. While blogging had moved

"further and further away from how I had started back in 2008," Substack, Schumanfelt, provided an

opportunity to go even "deeper, not asPinterest perfect ... as in the 2010s." Shelaunched her newsletter,

Fwd: From a Friend, in February; already, she has over 110,000 subscribers and is #16 on Substack's

fashion andbeauty ranking.

Schumanis one of severalhigh-profile recent additions to Substack,which has increasingly gone from

a launch pad for writers and former editors striking out on their own and a way for influencers to

diversify their income to attracting big names. In the past six months, that's included brands like Nike

and American Eagle, founders like Crown Affair's Dianna Cohen and Hill House's Nell Diamond,

stylists such as Allison Bornstein and Abby Arad and fashion podcastersNymphet Alumni and Style

Zeitgeist's EugeneRabkin.

"The floodgates have really opened within the last year," said Christina Loff, the head of lifestyle

partnerships at Substack,of fashion's adoption of the platform.

For the early adopters, however, the stakesare changing. Many of the brands, celebrities andfounders

who recently joined Substackaren't charging for their content, viewing the platform asa way to connect

with potential customers rather than as a subscription business. Some writers who are counting on

readers' monthly payments saythe competition is altering the economics of the newsletter business,and

not necessarily for the better.

"It was a lot easier to convert somebody when there were less people on the platform, and asking

someoneto pay $5 or $10 amonth wasn't as big of a deal," said JessGraves,the writer of the Substack

newsletter "The Love List," who has beenpublishing on the platform for over four years. "Few people
will subscribeto 30 different Substacksand pay for all of them."
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Fashion publishers of all stripes are also running up against Substack's limitations: the platform doesn't

offer support for selling ads or sponsored newsletters, two common ways they make money elsewhere.

Substackhasno plans to addthesefeatures, believing subscriptions are"the bestmodel for monetising,"

Loff said, adding that they've not seen evidence of subscriprion fatigue. (One possible reason:

Substack's top echelon is dominated by political and business newsletters, where ads and sponsored

posts are lesscommon).

For now, the benefits - having aplace to connect directly with followers and earnsubscription income

- outweigh the negatives. Still, keeping that community happy and publishing regularly is a priority

for Substack, which announced on Thursday it raised $100 million in a Series C funding round, with

participation from Skims co-founder and CEO Jens Grede. The company's primary source of revenue

is the cut it takes from subscriptions - reportedly bringing in about $45 million, or a little under 10

percent of what creators receive annually. Fashion newsletters represent $10 million of that, and are

growing fast, according to Substack, with both the number of publications and subscriptions doubling

over the past year. It seesbeauty in particular as a spacewith room to grow, too.

"When we have these new platforms, people are more open to exploring before it becomes too

formulaic," said Nya-Gabriella Parchment, the vice president of brand partnerships, UGC and marketing

at influencer management firm DBA, which represents Schuman. "Everyone's just trying to figure it
out."

Substack as Community-Building Tool

For founders like Diamond and Cohen, Substack allows them to experiment with a platform their

influencer partners are using, but also bring a more personal touch to their own brands. A recent post

from Diamond, for example, detailed the behind-the-scenes chaosof a 2021 launch that at the time was

its highest sales volume day to date. Cohen, meanwhile, offers a hair tip at the end of every post, even

if the larger content is unrelated - a subtle nod to Crown Affair.

"Substack allows me to give context to Crown Affair andhave it live in a more evergreen way than an

Instagram Story or a Tiktok," said Cohen.

Substack's community elements- where newsletters can host chats for subscribersand readers are fed

a consistent stream of recommended content - also help boost awareness.

Rose Colcord, founder of London-based Cou Cou Intimates, moved the brand's "Cou Cou Talks"

content series over to Substack in May from its own website, where she said it hadn't gotten much

traction.

"When people go on a brand's website, they're there to shop, not to read," said Colcord. On Substack,

meanwhile, readers arefed a consistent stream of recommended content, which brings in more eyeballs.

Larger brands, like Nike or American Eagle, also use Substack to foster community and further build

out their brand worlds. Both have enlisted writers on the platform: American Eagle hired CaseyLewis,

the author of the Gen-Z culture-focused Substack After School, to write the first three editions of its

newsletter, Off the Cuff.

Even without a high-profile author, the key is making it feel personal. The RealReal's Substack, which

launched in March, for instance, is authored by an anonymous author called The "RealGirl;" in her

opening post, she lists the ways she's similar to the site's most devoted customers, suggesting they

"might even own each other's clothes."

"You have to find a way to talk to people about things they are already thinking about and interested

in," said Kristen Naiman, chief brand officer of The RealReal.
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The Challenges Ahead

Big brands like Nike, and successful influencers like Schuman have a built-in audience ready to

subscribe. It's harder for less well-known writers to get noticed as Substack becomes more crowded.

They need other ways to make money, said Graves.

"[Subscriptions] are not enough of an income for just about anybody on the platform, unless you have

tens of thousands of paid subscribers, which very few people do," she said. She added that she'd like to

see Substack create its own built-in advertising tools, or offer integration with platforms like LTK and

ShopMy, which help creators line up sponsorships and use affiliate links.

Not everyone is waiting around for Substack's next move. Some newsletter writers are jumping ship for

rival platforms like Beehiiv, Ghost and Patreon (though there's plenty migrating in the other direction

as well). Graves said she regularly considers leaving. Stylist Subhrina Heyink, for example, decided to

shut down her Substack newsletter last month, explaining that it felt that fashion Substack was

dominated by sameness, alleging that the platform gives preference to those that fit that mold.

"[Wearing] The Row is the standard, and it's like, 'Okay, so if I don't wear The Row, does that mean

that you don't take me seriously?'" she said.

Graves said the cookie-cutter newsletter problem could be rectified in part with more personalisation

options, which Substack has offered to some of the platform's biggest users, including former New York

Times' columnist Bari Weiss' The Free Press, which allows for custom typefaces, homepage layouts

and more, making it feel more like a true publication and less a newsletter. A spokesperson for Substack

said that is part of a limited test, and they are "working on making more of these features available" to

a wider audience; just this week, they announced they'd be allowing users to select a cover photo for

their pages, while bestsellers can change the colours.

But while some want their Substacks to more resemble a freestanding website, others appreciate its

simple nature. For Heyink, for example, the added pressure to use features like Notes - Substack's

Instagram-esque feed, where users can share photos for likes and comments - contributed her feelings

of exhaustion.

The expanded features, though, are bringing in new talent. Substack's increased focus on audio, for

instance, was part of what encouraged the Nymphet Alumni podcasters to make the move, with host Biz

Sherbert saying "the ease of the UI has been really nice for creating more types of content." Now, they're

publishing more written content in addition to their weekly episodes.

It's an important reminder that, despite the fact that algorithm exhaustion is often cited as an impetus

for joining, Substack itself is a platform, just as Instagram and TikTok are.

"Substack could be bought by Meta tomorrow, and that could change the whole algorithm," said

Parchment. "You just never know, so you want to have a space that you can totally own."

Joan Kennedy contributed reporting to this story.
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ÃʷĻǵǣŊ ɮȢĢŭŊĢɷʙǣȐǇÑƆɮˍǣŊƆɂÃ ÑɈƆʙ

ÃʷĻǵǣŊÇĢŭǣȢ ɮƆɷʙƆ
ŊȢȐŊƆɮȐƆŭƆɷ ĢǣŭƆɷĢʷ ŭƇˍƆǵȢɀɀƆǝ

ȉƆȐʙ ƨǣȐĢȐŊƇƆɷɀĢɮŭƆɷĢǇƆȐŊƆɷŊȢȉǝ
ȉƆ ìÑ p1ŞƆʙǵɫìÑ pȐɷʙǣʙʷʙƆƨȢɮÃƆĢŊƆ
ɂǵɫǐ pȐɷʙǣʙʷʙ ĢȉƇɮǣŊĢǣȐɀȢʷɮ ǵĢ
ɀĢǣǒ˓ɈŞ ɠʷǣ ȢȐʙ ƇʙƇǵĢɮǇƆȉƆȐʙɷʷɀǝ
ɀɮǣȉƇƆɷŊƆɷŭƆɮȐǣƆɮɷȉȢǣɷ ɀĢɮ ǵɫ ŭǝ
ȉǣȐǣɷʙɮĢʙǣȢȐÝɮʷȉɀɑ
pǵȐƆɮƆɷʙƆɀǵʷɷɠʷɫī ǵĢ ǘĢȉĻɮƆ ŭƆɷ

ɮƆɀɮƇɷƆȐʙĢȐʙɷŭƆ ƨĢǣɮƆŭƆ ȉƊȉƆ
ĢˍĢȐʙ ɷĢȉƆŭǣɑ ŭƆɮȐǣƆɮƆ˓ƆȉɀǵƆ
ŭɫʷȐ ʙƆǵˍȢʙƆŞ ŭǣʙŭƆ ǐ ɮƆɷŊǣɷɷǣȢȐǒŞ
ɮƆȉȢȐʙĢǣʙī ȬȕȕȕɑìȐƆ ȉĢǰȢɮǣʙƇɷǣȉǝ
ɀǵƆĢʷ ÑƇȐĢʙĢɷʷƨƨǣɀʷǣɷɠʷƆǵĢ ǘĢȉǝ
ĻɮƆ ǘĢʷʙƆ ɷɫƆɷʙɀɮȢȐȢȐŊƇƆŭĢȐɷǵƆɷ
Ƽư ǰȢʷɮɷī ŊȢȉɀʙƆɮ ŭƆ ɷĢȐȢʙǣƨǣŊĢʙǣȢȐ
ɀĢɮ ǵĢ ǵĢȐŊǘƆɑĂȢǣǵīɀȢʷɮǝ
ɠʷȢǣǵĢ ǘĢȉĻɮƆ ĻĢɷɷƆŭȢǣʙǣȉɀƇɮĢʙǣǝ
ˍƆȉƆȐʙ ƨĢǣɮƆŭƆ ȉƊȉƆ ĢˍĢȐʙ ǵƆ
ˎƆƆǲǝƆȐŭɑ ŭƇƨĢʷʙŞǵƆɷŊɮƇŭǣʙɷɷƆǝ
ɮȢȐʙȉĢǣȐʙƆȐʷɷƆʙǵɫƆ˓ƇŊʷʙǣƨŭƆˍɮĢǵƆɷ

ĢǵǵȢʷƆɮŊȢȉȉƆ ɀɮƇˍʷɑ
ÑǣǵƆɮƆŊȢʷɮɷī ǵĢɀɮȢŊƇŭʷɮƆŭɫĢȐǝ

ȐʷǵĢʙǣȢȐŭƆ ŊɮƇŭǣʙɷ̱ȢʙƇɷŞŊɮƇƇƆɀĢɮ
ʷȐƆ ǵȢǣɮƆȉȢȐʙĢȐʙ ī ÇǣŊǘĢɮŭ
ɮƇʷɷɷǣʙŞǵƆ ɀɮƇɷǣŭƆȐʙÝɮʷȉɀ ʷɷƆɮĢ
ŊƆɮʙĢǣȐƆȉƆȐʙī ȐȢʷˍƆĢʷ ŭƆŊƆʙʙƆȉƇǝ
ʙǘȢŭƆŊȢȐʙɮȢˍƆɮɷƇƆĢʷŊȢʷɮɷŭƆɷɀɮȢǝ
ŊǘĢǣȐɷȉȢǣɷɑÇʷɷɷƆǵǵĂȢʷǇǘʙŞǵƆ ŭǣǝ
ɮƆŊʙƆʷɮŭʷ ʷɮƆĢʷŭʷ ȉĢȐĢǇƆȉƆȐʙ Ɔʙ
ŭʷ ĻʷŭǇƆʙŞɀʷǣɷɷĢȐʙŊȢǵǵĢĻȢɮĢʙƆʷɮŭƆ
1ȢȐĢǵŭ ÝɮʷȉɀŞ ɀĢɮʙǣɷĢȐĢƨƨǣŊǘƇŭƆ ǵĢ
ɮƇŭʷŊʙǣȢȐŭƆɷŭƇɀƆȐɷƆɷŭƆ ǵɫAʙĢʙƨƇǝ
ŭƇɮĢǵŞĢɀɮȢȉǣɷŭƆ ȉʷǵʙǣɀǵƆɷɀĢɠʷƆʙɷɑ
ÃȢʷɮ ǵƆɷŭƇȉȢŊɮĢʙƆɷŞǵƆ ɀɮǣȐŊǣɀƆ

ȉƊȉƆ ŭƆ ǵĢǐɮƆɷŊǣɷɷǣȢȐǒɮƆɀɮƇɷƆȐʙƆ
ʷȐƆ ŭĢȐǇƆɮƆʷɷƆĢĻŭǣŊĢʙǣȢȐŭʷ ɀȢʷˍȢǣɮ
ǵƇǇǣɷǵĢʙǣƨɑÑȢȐĢɀɀǵǣŊĢʙǣȢȐɀȢʷɮ ŊȢʷɀƆɮ
ǵƆƨǣȐĢȐŊƆȉƆȐʙŭɫĢǣŭƆɷĢʷ ŭƇˍƆǵȢɀɀƆǝ
ȉƆȐʙ Ȣʷ Ģʷ˓ ŊǘĢǦȐƆɷɀʷĻǵǣɠʷƆɷŭƆ ʙƇǝ
ǵƇˍǣɷǣȢȐƆʙɮĢŭǣȢƆɷʙī ǵƆʷɮɷ̝Ɔʷ˓ ɷŊĢȐǝ
ŭĢǵƆʷ˓ɑ ÃȢʷɮ @ǵȢȐ Ɔʙ ɷȢȐ
ǐŭƇɀĢɮʙƆȉƆȐʙ ŭƆ ǵɫ@ƨƨǣŊĢŊǣʙƇǇȢʷˍƆɮǝ
ȐƆȉƆȐʙĢǵƆǒ ɂ1ȢǇƆɈŞǣǵɷɫĢǇǣʙŭɫʷȐƆ
ɷȢɮʙƆŭƆ ɀɮƆȉǣƍɮƆˍǣŊʙȢǣɮƆɀȢɷʙǘʷȉƆŞ
ŭɫĢʷʙĢȐʙɀǵʷɷǣɮȢȐǣɠʷƆɠʷƆ ǵɫǣȐŭʷɷʙɮǣƆǵ
ƆɷʙŭƇɷȢɮȉĢǣɷī ŊȢʷʙƆĢʷ˓ ʙǣɮƇɷĢˍƆŊ
1ȢȐĢǵŭÝɮʷȉɀɑ

ʷ˓ ˔Ɔʷ˓ ŭʷ ÃĢɮʙǣɮƇɀʷĻǵǣŊĢǣȐƆʙŭƆ
ɷȢȐĢǣǵƆ ʙȢʷʙ ɀĢɮʙǣŊʷǵǣƍɮƆȉƆȐʙŞ
Ã Ñ Ɔʙ ɷȢȐʙŭƆɷŊǣĻǵƆɷī ĢĻĢʙʙɮƆŞ
ȉƊȉƆ ɷǣǵƆɷŊɮƇŭǣʙɷƨƇŭƇɮĢʷ Ȑ˓ƆɮƆɀɮƇǝ
ɷƆȐʙƆȐʙɠʷƆ Ȭưɏ ŭƆ ǵƆʷɮɷɮƆɷɷȢʷɮŊƆɷɑ

ʞưˤ ɷʙĢʙǣȢȐɷǵȢŊĢǵƆɷŭƆ ʙƇǵƇˍǣɷǣȢȐŞ
ĢƨƨǣǵǣƇƆɷī Ã ÑŞƆʙǵƆɷɠʷƆǵɠʷƆȬʕˤˤ ɷʙĢǝ
ʙǣȢȐɷǵȢŊĢǵƆɷŭƆ ɮĢŭǣȢŞŭʷ ɮƇɷƆĢʷ
ˍȢȐʙ ŭȢȐŊɷȢʷƨƨɮǣɮȉĢǣɷĻƆĢʷŊȢʷɀˍȢȐʙ
ɷʷɮˍǣˍɮƆɑ

ŊȢȐɷƆɮˍĢʙƆʷɮɷƆʙ ɀȢɀʷǵǣɷʙƆɷ
ˍȢǣƆȐʙƆȐ ƆǵǵƆɷŭƆɷȉƇŭǣĢɷɠʷǣŞɷȢʷɷ
ŊȢʷˍƆɮʙŭƆȐƆʷʙɮĢǵǣʙƇŞŭƆ ɀɮȢȉȢʙǣȢȐŭƆ
ˍĢǵƆʷɮɷƇŭʷŊĢʙǣˍƆɷƆʙ ŊʷǵʙʷɮƆǵǵƆɷƆʙ
ŭɫǣȐŭƇɀƆȐŭĢȐŊƆī ǵɫƇǇĢɮŭŭƆɷǣȐʙƇɮƊʙɷ
ɀɮǣˍƇɷŞɀɮĢʙǣɠʷƆȐʙ̫ȐƆ ǐɀɮȢɀĢǇĢȐŭƆ
ɀɮȢǇɮƆɷɷǣɷʙƆǒɷ˔ɷʙƇȉĢʙǣɠʷƆɑǐ ƆɷǣȐɷǝ
ʙǣʙʷʙǣȢȐɷȢȐʙƇʙƇŊĢɀʙʷɮƇƆɷɀĢɮǵĢǇĢʷǝ
ŊǘƆǒŞɮƇɷʷȉƆ @ɮǣŊÑŊǘȉǣʙʙŞɷƇȐĢʙƆʷɮ
ɮƇɀʷĻǵǣŊĢǣȐŭʷ
ĂȢǣǵīɀǵʷɷ ŭƆ ʙɮƆȐʙƆĢȐɷɠʷɫƆǵǵƆɷ

ɀĢɮˍǣƆȐȐƆȐʙŭƆ ǰʷɷʙƆɷɷƆǵȢɮɷɠʷɫʷȐ
ÇƇɀʷĻǵǣŊĢǣȐŊȢȐʙɮȥǵƆ ǵĢ
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ǵĢȐŊǘƆŞī ŊȢȐˍĢǣȐŊɮƆ̫ȐƆ ɀȢǣǇȐƇƆ
ŭɫƇǵʷɷŊȢȐɷƆɮˍĢʙƆʷɮɷŭƆ ˠȢȐƆɷ ʙɮƍɷ
ɮʷɮĢǵƆɷŞɠʷƆ ǵƆʷɮɷƇǵƆŊʙƆʷɮɷɷƆɮĢǣƆȐʙ
ŭƇɀȢʷɮˍʷɷ ŭɫǣȐƨȢɮȉĢʙǣȢȐɷŊɮǣʙǣɠʷƆɷ
ƆȐŊĢɷŭɫʷɮǇƆȐŊƆŞɷǣǵƆɷɷʙĢʙǣȢȐɷɮĢŭǣȢ
ŭƇɀƆȐŭĢȐʙƆɷŭƆ ɮƆɷɷȢʷɮŊƆɷƨƇŭƇɮĢǵƆɷ
ŊƆɷɷĢǣƆȐʙŭɫƇȉƆʙʙɮƆɑ 1Ɔʷ˓ ɷƇȐĢʙɮǣŊƆɷ
ɮƇɀʷĻǵǣŊĢǣȐƆɷŭƆ ʙƆǵɷAʙĢʙɷɮʷɮĢʷ˓
ɂǵƆ Ɔʙ ǵɫ ǵĢɷǲĢɈȢȐʙ ŭʷ ɮƆɷʙƆ
ˍȢʙƇ ĢˍƆŊ ǵƆɷŭƇȉȢŊɮĢʙƆɷɀȢʷɮ ɀɮƇǝ
ɷƆɮˍƆɮŊƆɷŊɮƇŭǣʙɷɑ ŭƆ ǰƆʷȐƆɷ
ƆȐƨĢȐʙɷī ŭƆɷɀɮȢǇɮĢȉȉƆɷ ƇŭʷŊĢʙǣƨɷ
ʙƇǵƇˍǣɷƇɷȐȢȐǝŊȢȉȉƆɮŊǣĢʷ˓ ɂǐÑƆɷĢǝ

ȉƆ ÑʙɮƆƆʙǒɈƆɷʙƇǇĢǵƆȉƆȐʙɀɮƇɷƆȐʙƇ
ɀĢɮǵĢǇĢʷŊǘƆŊȢȉȉƆ ǣȐŭǣɷɀƆȐɷĢĻǵƆɑ

ɫƆɷʙɷʷɮʙȢʷʙɷʷɮǵƆƨɮȢȐʙŭƆɷǰȢʷɮǝ
ȐĢʷ˓ ƆʙɀɮȢǇɮĢȉȉƆɷ ŭɫǣȐƨȢɮȉĢʙǣȢȐŭƆ
Ã Ñ Ɔʙ ɠʷƆ ǵƆɷŊȢȐɷƆɮˍĢʙƆʷɮɷ
ȉȢȐʙƆȐʙ Ģʷ ŊɮƇȐƆĢʷɑpǵɷ̝ ˍȢǣƆȐʙŭƆɷ
ǣȐɷʙɮʷȉƆȐʙɷŭƆɀɮȢȉȢʙǣȢȐ ŭʷ ǐˎȢǲǣɷǝ
ȉƆǒ ŞŭƆǵĢʙǘƇȢɮǣƆŭʷ ǇƆȐɮƆŞŭƆɷʙǘƍɷƆɷ
ŭƇȐȢȐŏĢȐʙǵɫ ȉƇɮǣɠʷƆ ŊȢȉȉƆ ǐ ʷȐ
ɀĢ˔ɷ ɮĢŊǣɷʙƆǣȐɷʙǣʙʷʙǣȢȐȐƆǵǒɠʷǣ ɷƆ
ȉĢǣȐʙǣƆȐʙƆȐɀǵĢŊƆǇɮĥŊƆī ʷȐƆ ɀȢǵǣŊƆ
ˍǣȢǵƆȐʙƆƆʙȉǣǵǣʙĢɮǣɷƇƆɑ

ƆɷɀɮȢǇɮĢȉȉƆɷ ɷȢȐʙǇƇȐƇɮĢǵƆȉƆȐʙ
ŊȢȐŏʷɷɀĢɮŭƆɷŊǘĢǦȐƆɷɀʷĻǵǣɠʷƆɷǣȉǝ
ɀǵĢȐʙƇƆɷŭĢȐɷŭƆɷ ĻĢɷʙǣȢȐɷ̫ɮĻĢǣȐɷ
ɀɮȢǇɮƆɷɷǣɷʙƆɷŊȢȉȉƆ ȢɷʙȢȐŞ
ĐȢɮǲŞÑĢȐZɮĢȐŊǣɷŊȢƆʙĄĢɷǘǣȐǇʙȢȐŞȢʼ
ǵƆÃĢɮʙǣɮƇɀʷĻǵǣŊĢǣȐƆɷʙȉĢɮǇǣȐĢǵǣɷƇɑZǣǝ
ȐĢȐŊƇƆɷƆȐȉĢǰȢɮǣʙƇɀĢɮŭƆɷŭȢȐĢʙǣȢȐɷ
ɀɮǣˍƇƆɷǵȢŊĢǵƆɷŞŭƆɷƨȢȐŭĢʙǣȢȐɷƆʙŭƆɷ
ĢǣŭƆɷƇʙĢʙǣɠʷƆɷŞƆǵǵƆɷɀɮȢŭʷǣɷƆȐʙŭƆɷ
ƇȉǣɷɷǣȢȐɷŊʷǵʙʷɮƆǵǵƆɷɠʷǣ ŭƇʙȢȐȐƆȐʙ
ŭĢȐɷǵƆɀĢ˔ɷĢǇƆĢʷŭǣȢˍǣɷʷƆǵĢȉƇɮǣŊĢǣȐŞ
ʙɮƍɷŊȢȉȉƆɮŊǣĢǵɑ ĢʷŭǣƆȐŊƆɮƆɷʙƆ
ǵǣȉǣʙƇƆŊȢȉɀĢɮƇ ī ŊƆǵǵƆŭƆɷ ĢʷʙɮƆɷ
ŊǘĢǦȐƆɷɑǣȐɷǣŞǵɫĢʷŭǣƆȐŊƆȉƆȐɷʷƆǵǵƆ
ŊʷȉʷǵƇƆ ŭƆ Ã Ñ ƆɷʙŭƆ ǵɫȢɮŭɮƆ ŭƆ
ʞʋ ȉǣǵǵǣȢȐɷŭƆ ɀƆɮɷȢȐȐƆɷŞŊȢȐʙɮƆɀǵʷɷ
ŭƆ ư ȉǣǵǵǣȢȐɷɀȢʷɮ ʷȐ ɷƆʷǵɷȢǣɮŭƆ
ǐɀɮǣȉƆ ʙǣȉƆǒ ɷʷɮ Ȣʷ Ñɑ̄
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