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ÉVÉNEMENT

Chez Kering, le nouveau pi lote Luca de Meo sur la grille de départ
L’ancien patron de Renault

prendra ses fonctions

le 15 septembre dans

le groupe de la famille

Pinault. La relance de

la marque phare Gucci

est urgente mais l’Italien
devra foncer tout en

respectant les codes

du luxe.

Philippe Bertrand

Un spécialiste de l’automobile
pour remettre un champion du

luxe en marche avant. Luca de

Meo enclenchera le 15 septembre

la première vitesse de son par-

cours chez Kering. Auparavant,

le 9 septembre, il empruntera un

dernier virage, lors de l’assemblée
générale extraordinaire qui devra

approuver son arrivée au conseil

d’administration du groupe pro-

priétaire de Gucci, Saint Laurent

et Balenciaga.

La route de sa nomination est

dégagée. La famille Pinault qui l’a
choisi possède 42,3 % des actions

de Kering et 59,34 % des droits de

vote. Il faudra néanmoins éviter les

dérapages des petits actionnaires

et des minoritaires actifs comme

le fonds Parvus qui pourraient

s’émouvoir non pas de sa rémuné-

ration (2,2 millions d’euros fixes et

jusqu’à 6,6 millions de variable)

mais de son « golden hello » de

20 millions d’euros.

Chutes des ventes

La prime d’arrivée est censée com-

penser les actions Renault gratui-

tes que l’Italien a perdues en quit-

tant brutalement le constructeur

le 16juin. Mais le montant pourrait

faire débat. Il a été calculé en consi-

dérant que les actions Renault

auraient été attribuées à 71 % et

la valeur de ces titres a été fixée

à 49,42 euros, le montant de la

mi-mars.

Depuis, le cours de Renault est

tombé en dessous des 34 euros

après un avertissement sur résul-

tat. Les connaisseurs du groupe

rappellent néanmoins que les

assemblées de Kering restent

toujours très policées et que

Parvus a plutôt pris un pari sur le

succès de Luca de Meo.

Passé cette dernière chicane, le

nouveau patron de Kering enta-

mera alors une course contre la

montre. Les résultats semestriels

ont confirmé l’urgence d’une
relance. Les ventes du groupe

ont baissé de 15% (en comparable)

au premier semestre et celles de

Gucci de 25 %. Le résultat opéra-

tionnel de Gucci a dévissé de 52 % !

La marge opérationnelle courante

est descendue à 12,8 % contre, à

titre de comparaison, 22,6 % chez

LVMH (propriétaire des « Echos »).

Le résultat opérationnel de Kering

avait déjà chuté de 46 %(à 2,55 mil-

liards d’euros) en 2024.

Autant dire que le 9 septembre

au siège de l’ancien hôpital Laen-

nec, à Paris, où se tiendra l’AG,
les premières paroles de celui

qui a relancé la R5 et a gonflé de

3 milliards la capitalisation de

Renault seront attendues tant par

les employés que les investisseurs.

« Il devrait se contenter d’évoquer
son style de management et la phi-

losophie de son action », suppose

un proche du groupe.

Donner une couleur en sorte,

plus qu’un programme que, selon

nos informations, il ne dévoilera

pas plus lors de son entrée en fonc-

tion officielle le 15 suivant. Luca de

Meo a déjà franchi les portes de

l’hôpital Laennec au cours d’un été

studieux mais prendra le temps

de rédiger son plan stratégique.

Il a pour ce faire commencé

à rencontrer des cadres de Kering

dès juillet, après l’annonce de

sa nomination, dont les deux

directeurs généraux adjoints,

Jean-Marc Duplaix, en charge

de l’opérationnel, et Francesca

Bellettini, responsable du dévelop-

pement des maisons.

Boutiques et immobilier

Le cours de Bourse de Kering

a repris 35 % en trois mois malgré

les difficultés du marché du luxe :

atonie de la consommation en

Chine, tarifs douaniers en hausse

15 % aux Etats-Unis. Les marchés

ont aussi dit « hello » à l’Italien.
Mais, rappelle Luca Solca, l’ana-
lyste de chez Bernstein, dans une

note : « Si son plan revient à dire que

Kering va faire à peu près la même

chose qu’auparavant, la défiance va

revenir vite ».

Pour les experts, le nouveau

patron devra ouvrir quatre chan-

tiers : la relance commerciale

de Gucci, les économies de coûts,
l’allègement de la dette et la gouver-

nance du groupe. Pour sa relance,

Gucci compte sur son nouveau

créateur Demna, venu en interne

de chez Balenciaga.

Le styliste géorgien présentera

ses premiers travaux en septem-

bre, mais son premier véritable
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défilé n’interviendra qu’en
mars 2026. Il faudra attendre

et que le charme opère sur des

clients déboussolés par le passage

de l’exubérance d’Alessandro
Michele à la – relative – sobriété

de son successeur Sabato de Sarno

qui a cédé la planche à dessins

à Demna.

Dans un groupe qui a déjà bien

optimisé et mutualisé ses fonc-

tions logistiques et informatiques,

les économies de coûts viendront

pour l’essentiel du réseau de distri-

bution. En raison de la baisse de ses

ventes, Gucci ferme des boutiques.

Le désendettement passera

aussi par l’immobilier. Kering a

dépensé ces derniers mois des mil-

liards pour acquérir des emplace-

ments stratégiques à New York,

Paris et Milan. Le groupe a entre-

pris de recéder des participations

dans ces actifs pour retrouver du

cash. Une opération a eu lieu à

Paris avec Ardian pour 2 milliards.

New York et l’Italie suivront. La

dette a baissé mais reste à 9,5 mil-

liards à la fin du premier semes-

tre 2025. Le cash-flow libre opéra-

tionnel du groupe s’établit

à 2,4 milliards d’euros. Dans

son communiqué de résultats

semestriels, Kering a fait état

« d’une vigilance particulière en

matière de discipline financière,

qu’il s’agisse du contrôle de la base

de coûts, du choix de ses investisse-

ments et de la gestion de son bilan ».

Lors de la présentation, Jean-

Marc Duplaix a expliqué qu’il n’y
avait pas urgence à « brader » les

actifs immobiliers de prestige.

Mais après avoir acheté les

parfums Creed (pour 3,5 mil-

liards), Kering a pris une participa-

tion de 30 % dans Valentino pour

1,9 milliard. Et Mayhoola, le fonds

qatari propriétaire de Valentino,

dispose d’une option pour imposer

la vente de son solde de 70 % en

mai 2026, pour une valeur d’envi-
ron 4 milliards d’euros. Une partie

est payable en actions (jusqu’à
2,5 % du capital de Kering) mais

une soulte sera nécessaire.

Luca de Meo devra, enfin, se

pencher sur la gouvernance de

Kering. Chaque maison a sa direc-

tion et son siège. Les analystes se

posent la question du rôle des deux

directeurs généraux adjoints du

groupe. « La liberté créative et la cul-

ture d’entreprise sont les limites à ne

jamais franchir, au risque de vider

les marques de leur substance », pré-

venait en juillet Julia Amsellem,

associée chez EY-Parthenon.

Le nouveau pilote de Kering

devra aller vite, sans pour autant

casser la mécanique du groupe

de luxe en démarrant sur les cha-

peaux de roues. n

« Si son plan

revient à dire

que Kering va

faire à peu près

la même chose
qu’auparavant,
la défiance va

revenir vite. »
LUCASOLCA

Analyste chezBernstein
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Entreprises La valse

des grands patrons

s’accélère // PP. 16-17

La valse des
grands patrons
s’accélère
ENTREPRISES

Sur fond de crises
de plus en plus
complexes à gérer
et de résultats jugés
parfois décevants,
la valse des dirigeants
s’accélère : 13 nou-
veaux CEO ont pris les
rênes des entreprises
du CAC 40 et du
SBF 120 cette année.
Sharon Wajsbrot

Un vent de renouveau souffle sur

les directions générales des grands

groupes tricolores. A la faveur

g

d’une vague singulière de départs

qui s’est renforcée ces derniers

mois à la tête des grands groupes,

sur fond de crise aiguë dans l’auto-
mobile, de guerre commerciale ou

encore de crise industrielle, plu-

sieurs nouveaux CEO démarrent

une rentrée à hauts risques.

Le plus remarqué d’entre eux,

Luca de Meo – démissionnaire chez

Renault – est attendu chez Kering

à partir du 15 septembre, une fois

qu’il aura reçu le feu vert des action-

naires du groupe de luxe. Mais il est

loin d’être le seul.

Juste avant la pause du mois

d’août, Renault s’est dépêché de

fermer le ban, en nommant son

directeur des achats et des partena-

riats, François Provost, à sa direc-

tion générale. Juste avant, le chinois

Fosun s’était séparé brutalement

d’Henri Giscard d’Estaing, lui préfé-

rant Stéphane Maquaire pour

mettre en musique le plan de diver-

sification du Club Med. Comme

Luca de Meo, ce dernier change

radicalement de secteur puisqu’il
évoluait jusqu’ici au sein du groupe

Carrefour.

Départs mouvementés

Soucieux de tourner la page du

départ précipité de Carlos Tavares

fin 2024, Stellantis voit aussi débar-

quer en cette rentrée un tout nou-

veau DG, l’italien Antonio Filosa.

Aux manettes depuis la fin juin, ce
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dernier doit parer au plus pressé,

notamment l’érosion des ventes

sur le marché américain, mais il est

très attendu sur sa stratégie, pro-

mise début 2026.

Chez Suez, EDF ou encore Eutel-

sat, les départs mouvementés de

Sabrina Soussan, Luc Rémont ou

encore d’Eva Berneke ont laissé

la place à trois nouvelles directions

générales : Xavier Girre, Bernard

Fontana et l’ancien directeur géné-

ral d’Orange en France, Jean-Fran-

çois Fallacher. Ces derniers doivent

désormais faire leurs preuves alors

que les vents de face n’ont pas faibli,

en particulier pour les groupes très

exposés à la France qui risquent de

pâtir de la chute désormais très pro-

bable du gouvernement Bayrou.

« Il y a de la tension dans l’air entre

les dirigeants et leurs conseils d’admi-
nistration, alors que les vents de

face se multiplient et que le contexte

est de plus en plus brutal », confirme

Vincent de la Vaissière, président

et fondateur du cabinet de conseil

VcomV, qui pointe des effets en

chaîne liés à la guerre commerciale,

au conflit en Ukraine ou encore à

la crise énergétique qui a frappé

l’Europe il y a trois ans. Un contexte

qui amène certains conseils d’admi-
nistration à trancher dans le vif ou

certains CEO à prendre la tangente

lorsque cela est possible…
Preuve de cette valse des diri-

geants qui s’accélère : cette année,

le baromètre du cabinet de recrute-

ment américain Russell Reynolds

recense 13 nouveaux venus à la

tête des groupes du SBF 120 et du

CAC 40 entre juin 2024 et juin 2025,

contre seulement 9 arrivées recen-

sées l’an dernier.

Certains, comme Philippe Pascal

chez ADP ou Pierre Anjolras chez

Vinci, sont venus boucler des suc-

cessions enclenchées de longue

date. Mais d’autres ont davantage

joué les pompiers dans des succes-

sions mal enclenchées ou pour faire

face à des crises industrielles.

Chez Schneider Electric, Olivier

Blum a ainsi pris le relais de Peter

Herweck, qui, après dix-huit mois

à la direction générale, n’avait pas

convaincu. Chez GTT – le spécia-

liste du transport de gaz naturel

liquéfié – c’est l’ancien patron Phi-

lippe Berterottière qui a repris en

main la direction générale sur fond

de crise de l’hydrogène.
« La période est complexe et pour

certains CEO, les résultats sont

plus durs à atteindre », abonde Paul

Jaeger, directeur chez Russell Rey-

nolds. Qui tempère toutefois : « On

ne peut pas parler de dégagisme car

en moyenne les CEO du SBF 120

restent sept ans à leur poste…En réa-

lité, ces chiffres montrent un certain

retour à la normale, puisqu’en 2023

notre baromètre recensait également

15 nominations de nouveaux direc-

teurs généraux au sein du SBF 120 et

du CAC 40 et 14en 2022. »

Tendance marquée toutefois

cette année, dans un contexte trou-

blé, les conseils d’administration
ont été plus volontiers chercher

la bonne recrue à l’extérieur : le taux

de recrutements externe des diri-

geants au sein du SBF 120 et du

CAC 40 est ainsi passé de 47 % l’an
dernier à 62 %, toujours selon le

cabinet américain.

Le jeu de chaises musicales n’est
pas terminé, mais il risque désor-

mais de se faire désirer. A la SNCF

et à la Poste, les remplacements

de Jean-Pierre Farandou et de Phi-

lippe Wahl – pourtant anticipables

de longue date – se font toujours

attendre, faute d’arbitrage de l’Ely-
sée. Sur ce sujet, la procrastination

n’est pas la seule responsable. Si

Jean Castex, en poste à la RATP

depuis novembre 2022, fait figure

de favori pour s’emparer de la

SNCF, tout transfert est empêché

avant l’automne compte tenu des

garde-fous posés par la Haute

Autorité pour la transparence de la

vie publique (HATVP). Le départ du

gouvernement, s’il est confirmé ce

8 septembre, ne devrait rien arran-

ger à l’affaire. n

A la SNCF

et à la Poste,

les remplacements

de Jean-Pierre
Farandou et

de Philippe Wahl –
pourtant anticipables

de longue date –
se font toujours

attendre.

62 %
DESNOUVEAUXDIRIGEANTS

au seindu SBF120et du
CAC40 viennent de l’extérieur
cette année,contre 47% l’an
dernier,selonles données
du cabinet de recrutement
américainRussellReynolds.
Unetendancemarquéecette
année,dans un contexte
troublé.
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De gauche à droite : Stéphane

Maquaire, PDGdu Club Med,
Lucas de Meo, directeur

général deKering, François

Provost, directeur général

de Renault, Olivier Gavalda,

directeur général de Crédit
Agricole et Antonio Filosa,

directeur général de Stellantis.
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› DESIGN

Le géantdu luxe Kering
mise sur Aulnay
Au cœurdela Rose-des-Vents,les nouveauxlocaux du 0-93.Lab,cet incubateur

artistiquedédié à la mode, ont été inaugurésen présence desonfondateur,

BastienJ. Laurent, et de François-Henri Pinault, PDGdu groupeKering.

Quand le numéro deux mondial du

luxe rencontreAulnay: le groupe

Kering (Yves Saint Laurent,Gucci,

Balenciaga...) est partenaire du

0-93.Lab, cet espaced’initiation gra-

tuite au designdemode et auxarts
visuels.Véritable incubateur artis-

tique, le 0-93.Lab créeun pont entre

jeunes créateurs et univers de la

hautecouture.

L’inauguration des locaux a eu lieu

rue Edgar-Degas,enpleincœurdela

Rose-des-Vents,dansl'ancien poste
de police mis à disposition par le

bailleur 1001 Vies habitat. Pourl’oc-

casion, François-HenriPinaultavait

fait le déplacementauxcôtésdu fon-

dateur Bastien J.Laurent, originaire

d'Aulnay, créateurdu label Avoc, et

du Maire, Bruno Beschizza.Il a fallu

un an de travauxpour transformerle

bâtiment en un lieu dédié à la mode

et auxartscréatifs.Le chantieraété

rendupossible par unemobilisation

conjointed’acteurspublicsetprivés,

parmilesquelsl’Agence nationalede

la cohésion desterritoires (ANCT),

la Région ïle-de-France,le Départe-

ment de la Seine-Saint-Denis,ainsi

que le groupeKering, grandmécène

du projet depuistrois ans.

EXCELLENCE ET MèRITE

«Lacréativitéestau cœurde notre
stratégie.Il estessentielpour nous

de soutenirtousles talentscréatifs,

passeulementceux qui ont déjàun

métier,mais aussiceuxqui émer-

gent. Le designdoit constamment

seréinventer.Pourcela, il nousfaut
destalents,en particulierjeunes,a
déclaréFrançois-Henri Pinault. Les

métiers créatifs ont un avenir ex-

traordinaire, surtout à l’ère de l'in-

telligence artificielle. Alors que le

designdevientde plus enplus syn-

thétique, lescréationshumainesau-

ront unevaleurencoreplus grande.

Alors, travaillez, soyez ambitieux,

rêvez... car l’avenir vous appar-

tient. » BastienJ.Laurenta, pour sa
part, exprimésa fierté: «Réaliser

ce projet à Aulnay metenaitparti-

culièrement àcœur, car c’est la ville

où j’ar grandi».

Les invités ont ensuiteparcourules

différents espacesdu Lab, répartis

sur325m2 : unateliercouture-brode-

rie et modélisme,unatelierteinture

etsérigraphie,unstudio photo-vidéo,

ainsiqu'unespaced'exposition. Des

jeunesont présentéleursœuvreset

partagéleurs parcours.

Depuis2019,lesactions menéesont

déjà permis d'accompagnerprès

d'un millier de personnes.â tra-

vers le0-93.Lab,cesontdesvaleurs
d’excellence et de mérite qui s'in-

carnent.

0-93.Lab, 7, rueEdgar-Degas.

Internet: https://093lab.com
Mail: contacta093lab.com

François-HenriPinault, PDG du groupeKering,Bruno Beschizza,maired’Aulnay-sous-Bois,et BastienJ.Laurent,
fondateur du0-93.Lab, ont inauguréleslocauxde cet incubateurartistique consacréà la mode.
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The Great Fashion Reset: Can Designer

Revamps Save Fashion?

Chanel, Dior, Gucci and more are betting big on creative reboots to reignite

consumer demand amid the biggest luxury slump since 2008. But sticking the

landing on an aesthetic refresh is easier said than done, and a new generation of

creative directors faces the same systemic challenges that stymied predecessors.

By Robert Williams

Fashion is midway through an unprecedentedyear of designer turnover: Givenchy, Tom Ford, Dries

Van Noten, Dior (men's), Celine andMargiela have already launched new creative visions.

Brands debuting new creative directions this autumn include: Chanel, Gucci, Dior (women's),

Balenciaga, Bottega Veneta,Jil Sander,Loewe, Versace,Mugler and Jean Paul Gaultier.

The wave of designer changespromises to reignite interest in luxury fashion amid a sharp decline in

consumer demand. But translating novelty into marketing narratives, products, store conceptsand more

is a lengthy process with no guaranteedoutcome.

High commercial stakes,soaring prices and an ultra-fast-paced, saturatedlandscapefor marketing and

distribution continue to put pressure on fashion creativity.

A tsunami of excitement sweeps the fashion system as new creative directors take the reins across

luxury's top brands, driving shoppersback to stores. At least that's what brands are betting on.

Going into a month packed with designer debuts - 10 of fashion's biggest names including Chanel,

Gucci and Dior are set to unveil revamped creative visions between now and early October - many

industry insiders are more measured in their outlook, noting that successis far from guaranteed as a

hyper-competitive seasonplays out against a difficult macroeconomic backdrop for luxury.

Even the most successfuldesigner refresheswill face the samepressuresthat stymied predecessors:the

challenge of creating products and imagery that read as "new" without alienating a diverse, global mix

of existing customers; steep price inflation that has narrowed the audience for luxury fashion; and a

saturated, ultra-fast-paced media environment that is making it harder for novel propositions to cut

through the noise and stick.

"If you define creativity as expressing a strong personal ideology, being fearless, being willing to

experiment, then it's harder andharder to operate creatively in today's landscape. Thebigger the house,

the more complicated it is," art director and Self Service magazineco-founder Ezra Petronio said. "The
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potential cost of risk taking is so high. And when you're addressingsuch a big, global audience things
often needto be flattened out and simplified for the mass market."

Still, the wide-reaching creative reset is seen as fashion's best hope for reigniting demand after two

yearsof falling sales.

"It's harder to question the system, to proposenew ideas when everything's working - so this moment

is a big opportunity," said Lucien Pagès,founder of the eponymous Paris PR firm.

While the consumer economy is less buoyant than during its heady post-Covid rebound, experts see

stagnantcreativity (along with inflated prices) ashaving exacerbated the slowdown.

"There had been a sort of collective tiredness: tired of the fashion cycle, tired of iterative design. It

becamehard to find the headspaceto appreciate and untangle the creativity that is out there due to this

tiresome rhythm," said Judd Crane,executive director for buying andbrand at Selfridges. "We're feeling

this mood of excitement for newness,and anticipating renewed desirability at severalkey brands."

Mega-Brand Refresh

Over the next month, three of luxury's five biggest brands are embarking on designer reboots, setting

the scenefor anew fashion era.

Gucci - which stagnated, then slipped in its final yearsunder designer AlessandroMichele and CEO

Marco Bizzarri - hasbeenin free-fall sincethe duo's exit. Salesfell 16 percent in the first half of 2025,

on top of a 23 percent decline last year. Following two yearsunder creative director SabatoDe Sarno

- whose effort at restoring sensual, sartorial glamour to the brand failed to catch fire - star designer

Demnahas been brought over from Kering stablemateBalenciaga to revamp the brand.

Demna brings a native understanding of how internet culture changed fashion along with both a savvy

touch for accessibleproducts like sneakersand merch and a devoted following for his high-end ready-

to-wear. Gucci will provide a first glimpse at his efforts during Milan Fashion Week on September23

- though it's holding fire on a full-fledged runway show until next spring.

Dior, LVMH's second-biggest brand, has also seen sales decline sharply as clients pull back. Under

former creative directors Maria Grazia Chiuri and Kim Jonesand CEO Pietro Bizzarri, revenuesnearly

quadrupled from €2.7 billion ($3.2 billion) in 2018 to more than €9 billion in 2023. But over the past

two years,customers have balked at steepprice hikes as well as storytelling anddesign that was seenas

too repetitive. Current CEO Delphine Arnault is now counting on Jonathan Anderson, fresh off a

transformative tenure atthe group's smaller Loewe brand, to rejuvenate Dior with his prolific creativity,

curatorial sensibility and cast of of-the-moment collaborators in art and cinema.

Anderson's well-received debut menswear show in June teaseda cool, neo-preppy silhouette. His Oct.

1 womenswear debut will be the next test of how his off-kilter, often niche sensibility can continue to

impress while being adaptedfor acommercial juggernaut.

Even blue-chip couture-and-beauty giant Chanel - previously seenasunassailable- has come under

pressurefrom a slow-burning grassrootsassault on its runway creativity, styling and the quality of its

manufacturing: called out by customers and content creators on social media asnot up to par with its

top-of-the-line pricing. Revenues fell 4 percent last year.

Matthieu Blazy, a poised and approachable spokesperson known for his exacting behind-the-scenes

leadership on design, product development, materials innovation and art direction, has taken over the

brand's creative direction andis setto debut his vision at its Oct. 1ready-to-wear show.

For financial analyst Luca Solca, the creative shakeups were a businessnecessity. "This was required.

Prices have gone up a lot - especially in soft luxury. If consumersneed to spendmore, it has to be at
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least for something new andexciting," he said. "The industry is built on making heritage current. Not

innovation at all costs, but innovation that puts the brand equity at the centre of attention and at the

centre of the social debatetoday."

Reboot or Slipstream?

Anderson and Blazy have left red-hot brands and businessesin their wake at LVMH's Loewe and

Kering's Bottega Veneta, respectively.

Both brands will nonetheless need to commit to their new creative directors' visions if they want to

maintain their reputations for cutting-edge creativity. Louise Trotter, formerly of Carven and Lacoste,

will stage her debut for Bottega Veneta Sept. 27. Jack McCollough and Lazaro Hernandez, the co-

founders of New York's Proenza Schouler, will follow with their first show for Loewe in Paris Oct. 3.

At the same time, both brands - among the few to have continued growing as the wider industry

slumped- will likely be careful not to disrupt their relatively resilient commercial performance. Head-

to-toe overhauls of merchandising andcommunications, as seenat Valentino under AlessandroMichele

since 2024, are unlikely.

At Kering's Balenciaga, excitement for Demna's more accessiblemerch has cooled in recent seasons.

But the brand's sculptural, subversive couture collections and savvy celebrity partnerships have left it

with a powerful platform that may better be retooled than fully rebooted under new creative director

Pierpaolo Piccioli, formerly Valentino's longtime creative chief.

Futuristic, norm-core, goth - key themesthat fuelled the brand underDemna - may no longer be the

fastest-growing buzzwords in fashion. But they evoke enduring customer archetypes who can be

reactivated through new creative. "Our intention is to evolve. It's not to lose the business and the

segment that Balenciaga already had, but to build on this with the aesthetic that Pierpaolo will bring to

the brand," Kering's deputy CEO FrancescaBellettini said in a July call with investors.

Other brands getting in on fashion's creative reset this seasoninclude OTB's Jil Sander(which tapped

Simone Bellotti, former creative director of Bally), L'Oréal's Mugler (where former Sportmax designer

Miguel Castro Freitas is taking the reins) and Puig's Jean Paul Gaultier (relaunching ready-to-wear

under Duran Lantink).

Capri-owned Versaceis also in the midst of a creative transition, emerging as a notable wild card in the

season.Expectations were high for new creative director Dario Vitale, who recently played a key role

turning Miu Miu into fashion's hottest brand. But his Milan debut hasbeen postponed- replacedby a

low-key presentation- after Versaceturned loss-making, while a deal to sell the brandto PradaGroup

has yet to close. A first peek at Vitale's vision did little to reassurethe market: Julia Roberts - a

megawatt star, albeit with no aesthetic or creative connection to Versace- wore a sharp but generic

jeans and blazer by the brand to the Venice Film Festival, followed by an archive-inspired black

harlequin gown.

Marketing Rollout

In today's celebrity-driven internet culture, establishing a credible, coherent and ideally surprising

programme of red-carpet partnerships can be aspowerful as the runway for fuelling interest in abrand.

Thatexplains why Versaceisn't the only brand to have capitalised on Venice this year asa platform for

providing sneakpeaksat their new creative directors' visions aheadof a busy fashion month, or to keep

up momentum for recent debuts: Dior teasedits upcoming womenswear debut by Anderson, dressing

actressesAlba Rohrwacher (in abustled crepe gown) and Mia Goth; Bottega Veneta's Trotter dressed

JacobElordi and new ambassador Vicky Krieps.
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TomFord, which stagedawell-received womensweardebut by designer Haider Ackermann in March,

threw a star-studdedparty, dressing Tilda Swinton and Kate Moss.

Maison Margiela, which stagedits first hautecoutureshow by GlennMartens in July, hasfought to hold

onto its renewed spotlight: the brand eschewedits longstanding codesof anonymity - tapping Miley

Cyrusfor its first-ever celebrity campaign,daysbefore dressingKim Kardashian and CateBlanchett at

the Venice gathering.

But creatingrunway andred carpetmomentsarejust thetip of the iceberg for designersat globalbrands

that require their input onmore touchpoints than ever. From mainline collections, carry-over products

and one-off VIP ensemblesto collaborations, ad campaigns,store conceptsand commercial capsules
for beach,Lunar New Yearand more,"everything hasto be aligned," Pagèssaid.

"Being a creativedirector is no longer just aboutcreatinga silhouette - it's also aboutshaping apoint
of view. You're a cultural interpreter, working acrossproduct, image, values and community," said

Julian Klausner, who stagedhis first womenswear show as creative director of Dries Van Noten in

March, followed by amensweardebut in Junethat wasahighlight of the Parisseason."It demandsthat

youlisten more, delegatewell, andkeep the vision elastic - but still anchored."

Brand Halo

Fully transitioning a brand's output to anew aestheticcan take years. Still, the biggest luxury brands

can beginto reapthe benefitsof acreative director changealmostimmediately after broadcastinganew

vision: manycustomersbuy into luxury without much attention to who designedthe products, andcan

be influenced by anuptick in buzzmonths beforerefreshed collections arrive in stores.

Dior's Junemensweardebut owned the fashionconversation for days, fuelling a steady drip of content

about archival references, celebrity attendees,a watch party and potential "it" bags. Some of that
attention translatesto storetraffic.

"There were somany layers to unpeelat Dior; it gavepeople a lot to getexcited about. For brandsthat

took thosekind of steps,we seesomereally positive businesscomingthrough thanksto thehalo on the

brand," Selfridges' Cranesaid. "At the sametime, we're still anticipating alot of people will hold back

for new products to arrive."

Smaller,more fashion-driven brandshaveto maketough choices about whenand whereto allocatetheir

creative focus andbudget.

Givenchy, which stagedits womenswear debut by SarahBurton in March has beenless focused on

driving social media chatter than with restoring the brand's prestige: renewing ties with stylists and

fashionmagazinesin aneffort to havea strongereditorial presenceby thetime the collection arrivedin

stores.A single-brand shoot in Voguestarring Anne Hathaway wasa big win, followed by a campaign

starring Adut Akech, Kaia Gerberandmore. Venicemay have to wait for next year.

New Products

While runway creativity, red carpet,social media content andcampaignsoften drive the conversation

surroundingan aestheticrefresh- novel products arewhat brands may needmost. "Eighty percentof

what this industry is about is product. Everything else has to support," Solcasaid.

What will thoseproducts look like? Brandsthat rely lesson seasonalfashion - like Hermès, Brunello

Cucinelli, Loro Pianaand Zegna- have proven more resilient during the industry's recentdownturn.

But seekingto emulatetheir understatedaestheticscould backfire. "Timeless designsaregreat.But the

problem is consumersmay already have them in their wardrobe. I have a feeling that 'quiet luxury' is

past its peak," Solcasaid.
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Selfridges' Crane sees fashion demand in two camps - with continued momentum for "archetypal"

products like a Birkin bag or the perfect cashmere sweater coexisting alongside renewed interest in bold,

seasonal looks.

"Recently there's been a lot of stuff that's sort of in-between, which doesn't respond to the growing

sense of discernment in the market. I see it moving to the extremities: a mix of core, comforting,

understandable pieces and ones that can really excite the imagination," Crane said.

The Next Big Bang?

Fashion is hoping this year's creative reset could ignite a new era of excitement and demand: much like

in 1997, when Galliano's theatrical take on Dior, McQueen's Givenchy, Nicolas Ghesquière's

Balenciaga and Martin Margiela's Hermès were all nascent concepts accelerating the fusion of fashion

creativity, pop culture and French couture (as documented in a recent exhibition at Paris' Palais Galliera

fashion museum). The same year in Milan, Tom Ford's Gucci was hitting its sleazy stride and Prada

was making waves with its subversive, "ugly pretty" twists on Milanese glamour.

1997's fashion "big bang" also coincided with a business that needed rethinking: sales in Japan

(previously luxury's biggest export market) were slowing, and fresh ideas were needed to make

European heritage relevant for a burgeoning US market. This time, it's an over-dependence on China

that needs weaning, while the US has become more volatile and polarised across brands. Despite

buoyant pockets like the Gulf, its unclear which markets the industry can turn to next in order to

capitalise on its creative refresh.

With many luxury stocks already depressed, however, financial markets are likely to focus on the upside.

"The stock market will be fast to react to any subtle sign of inflection. The feedback on the upcoming

fashion shows will be very important," Solca said. "Then, most often, self-help stories tend to work like

yo-yos, rising on expectations and sometimes falling back on disappointing updates. Prada, Burberry,

Ferragamo, Kering have all been following this pattern multiple times."

"All the hiring and firing puts brands' names in the media spotlight - but the hiring is simply the

beginning of a new chapter," System magazine co-founder Elizabeth von Guttman said. "Desirability

requires time and is incredibly tough to maintain - winners and losers will inevitably emerge."

The industry will need to be patient while designers and brands find their footing, both creatively and

commercially.

"Not everything can work right away. It takes time to put something in place and to refine it, and for it

to find its audience. But you do need some strong early signals to make people believe," Pagès said.

"It's very hard to come back from a bad debut."
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La nouvelle ère des créateurs : la fin des

rivalités, l'heure des amitiés ?

Dans un secteur très concurrentiel, la nouvelle génération brandit depuis peu

l'étendard de l'amitié. Histoire d'une mutation feutrée.

Ilaria Casati

KENZO
PARIS

Vendredi 27 juin, à 14h 30, sejoue l'un des actesmajeurs du grandmercato qui a secouéla mode en

2025: la collection inaugurale de JonathanAndersonpour Dior Men. L'occasion se prêteà merveille à
lamise enscène.À l'extérieur, devantla boîterectangulairegéantedresséesur l'esplanadedesInvalides,

lespaparazzis scrutent l'arrivée des invités. À l'intérieur, dans un décor qui reproduit fidèlement une

salle dela Gemäldegalerie,à Berlin, l'arène seremplit - les plus branchésarborentle nouveautote bag

Dior inspiré descouverturesde livres classiques.

UN DEFILE ATTENDU COMME UN CONCLAVE

Quelquesjournalistes se lèvent pour partager sur les réseaux l'arrivée en grandepompe du couple
star Rihanna et A$AP Rocky. Ni JonathanAndersonni les invités ne peuvent ignorer la présencede

caméras qui retransmettent l'événement en live. Et tout le monde sait que se joue un rendez-vous

médiatique essentiel.

Le journaliste français Loïc Prigent tient le livre d'or du défilé sur sa chaîneYouTube.On apprendainsi

queles designersChemenaKamali (Chloé), Nicolas Di Felice (Courrèges),Julien Dossena(Rabanne),

Glenn Martens (Maison Margiela), Silvia Venturini Fendi (Fendi), Simon Porte Jacquemus

(Jacquemus),Michael Rider (Celine), Lazaro Hernandezet Jack McCollough (Loewe), StefanoPilati

(ex-Saint Laurent), Donatella Versace (ex-Versace), Kris Van Assche (ex-Dior Men), Pharrell
Williams (Louis Vuitton Homme) ou encorePierpaolo Piccioli (Balenciaga) sont présents.

« C'était très touchant de les voir tous ensemble.Comme un mini-conclave qui se réunit pour décider

du destinde la fashion », s'amusele journaliste.

QUAND LA MODE JOUE COLLECTIF

Le messageenvoyépar Jonathanet les autresdesignersest loin d'être subliminal : à l'heure du grand

mercato où les maisonsdisputent une compétition majeure, on se serreles coudes.On unit nos forces.

Onprouve qu'il y a encorede la place pour le soutien, l'amitié. On propose un nouveaumonde sur les

ruines du précédent,usépar les capricesdes années2000-2020. « On est des êtreshumains. On n'est

pas des marionnettes », rappelle l'Italien Pierpaolo Piccioli. Alors, fini les petites rivalités, fini les

grandesquerelles,les annéesde guerrefroide où l'on setoisait du regardet durantlesquellesles bonjours
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se faisaientraresdanslepatio du Costes,QG autoproclamédumilieu ?Aprèsles« splendeursetmisères

de la mode», place auchevaleresque« Un pour tous,tous pour un » ?

Nicholas Ghesquière,alors directeur artistique de Balenciaga,embaucheNicolas Di Felice, Natacha

Ramsay-Levyet Julien Dossenacomme stylistes. Ils ont évolué ensemblejusqu'en 2012 avant de

prendreplus tardles rênesdes directions artistiquesde Courrèges,Chloé et Rabanne.

Une tradition plus ancienne qu'on ne croit

« Poserla questionencestermesvoudrait dire quel'esprit decamaraderieentredesignersn'existait pas

avant,relève Alexandre Samson,historien dela modeet conservateurau PalaisGalliera. Ce qui estsûr,
c'est quel'hommage rendu à JonathanAndersonétait collectif, brassantun largespectrede designers.
Mais la reconnaissancedu travail et du talententre pairs estbeaucoupplus ancienne.Elle prenait jadis

desallures d'adoubement: les designersdéjàétablis favorisaientla reconnaissancesocialedesnouveaux

venus et les accompagnaientdans leur processuscréatif. Comme Gabrielle Chanel et Madeleine

Vionnet,propulsant Cristobal Balenciaga.Balenciagaattirant la lumière sur Hubert de Givenchy. Paul

Poiret aidant ElsaSchiaparelli à fonder samaison.» D'autres affinités électivesont émaillé l'histoire de

lamode contemporaine,sousforme debandesou de familles degoût.

Ils sont prochesdepuistoujours. La designeranglaiseadore les créationsultra-sexy du créateur texan,

qui plaisantesouventendisant qu'« elle est la seulefemme avecqui il pourrait coucher».

Des bandes et des clans

Thierry Mugler et AzzedineAlaïa ?Une amitié cousuemain : dansles années1980,c'est Mugler qui

encouragele couturier tunisien àselancer ensonnom, etils seresteronttoujours fidèles, Alaïa pouvant

débarquerchezMugler à 4 heuresdu matin pour l'aider à finir un smoking. Idem pour SoniaRykiel,

Emmanuelle Khanh, Chantal Thomasset JacquelineJacobson(Dorothée Bis), inséparablesdans les

années1970. Quant à Karl Lagerfeld et Yves Saint Laurent, si la pressea mis en avant querelleset

concurrence,leur correspondancedejeunessetémoigned'un respectfeutré, réel.

Sansoublier, audébutdesannées1990,les surnommésSix d'Anvers, groupeinformel d'amis créateurs

diplômés de l'Académie royale des beaux-arts, Ann Demeulemeester,Dries Van Noten, Dirk Van

Saene,Walter Van Beirendonck,Dirk Bikkembergset Marina Yee.

« Ils étaient animéspar un même projet de mode, inventif, décadent,sesouvient Jean-JacquesPicart,

conseillerdecréateurspendantquarante-cinqans,aujourd'hui à laretraite. Ils partageaientlemêmegoût
pour le punk etl'androgynie, la mêmepassionpour les couleursfranches.Leur complicité faisait plaisir

à voir. Les générationsdesannées1970-1990voulaient participeret s'entraider, cellesdesannées2000-

2020se sontcalquéessur l'individualisme et la vanité», estime-t-il.

« Nous avions créé des monstres »

C'est versla fin des années1990quetout change: la mode se constitueen pôles de luxe et la finance

s'invite aubal. La logique ? Créerdesdivas dansunecourseau profit. Toujoursplus deprofit. Kering

- ex-PPR (Pinault-Printemps-Redoute)- rachète Gucci, Yves Saint Laurent et nomme Tom Ford.

LVMH fait prospérersesmaisons- Celine, Givenchy,Loewe-, place JohnGalliano chezDior et Marc

JacobschezLouis Vuitton.

Cemonde sansmerci, cousude rivalités, de jalousies et de chassesgardées,aucun designern'a pu y

échapper. C'est comme si chacun devait avaler son concurrent pour émerger, rafler de nouveaux

stylistes, photographes,célébritéspour former un clan.

Danscette guerre,le milieu découvredesdéfilés aux décorsaussidémesurésquela mégalomaniedes

designers,lesquelsn'hésitent pasàjouer deleur pouvoir pour blacklister les personanon grata.« Cette
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générationavait tout et voulait toujours plus. La mode a beaucoupsouffert de ce climat. Nous avions

créédesmonstres», admetJean-JacquesPicart.

C'est à la fin desannées2000qu'ils serencontrent dansles studios dela marquelancée par Raf Simons,

sansplus jamais se quitter.

Une génération moins dupe

Commentne pas vouloir faire table rasede cestravers, surtout si l'on a grandidans cesstudios ? Très

conscientedu jeu de chaisesmusicales dont se délecte le luxe, la nouvelle génération de designersse

sait installéesur siège éjectable.Et prendle parti de profiter du momentprésentetde fréquenterqui bon
lui semble.

«Pharrell Williams estun bon exemple, souligne Loïc Prigent. Après son premier défilé du Pont-Neuf

[en juin 2023, ndlr], qui l'a sacrénouveau roi de la mode, au lieu de savourer sa gloire en solitaire il

s'estrendu le lendemain chezLoewe et Kenzo. »

D'autres sont intimes, commeNicolas Di Felice et Julien Dossena. Sefréquentent, comme Alexandre

Mattiussi (Ami) et Ludovic de Saint Sernin, qui a lancé sa marque éponyme en 2017. Ou parfois ont

partagédeshistoires de cœurconnuesdansle milieu.

Ces liens se sont souvent noués sur les bancs des écolesou chezles designersstars des générations

précédentes.Les disciples de Raf Simons, comme Matthieu Blazy et Pieter Mulier, ont ainsi vite fait

alliance. Ils ont desrêvesréalistes,des enviesd'amitié, d'amour et desolidarité. Et le font savoir ! Ainsi,

Demnaqui a invité son successeurPierpaoloPiccioli à son dernierdéfilé chezBalenciaga.OuMatthieu

Blazy, félicitant Demna sur son compte Instagram personnel pour la prouessede sa collection. Du

jamais-vu !

Les deux mousquetairesde la mode se connaissentdepuistrente ans. Une belle amitié couronnéeen

janvier dernier, lorsque le designer américain a invité son acolyte, directeur artistique de Kenzo, à

imaginer une partie de la collection pour son défilé Automne-Hiver 2025-2026chezLouis Vuitton.

Un esprit de camaraderie

La solidarité s'exprime particulièrement chezles plus jeunes : le Franco-Turc Burc Akyol, lauréat du

prix Pierre Bergé de l'Andam 2025 ; Meryll Rogge, nouvelle directrice artistique de Marni ; la

flamboyante JeanneFriot, révélée au grandpublic grâce aucostume dela cavalière argentéelors de la

cérémonie d'ouverture des JO ; ou encore Alphonse Maitrepierre, nouvel espoir d'une mode

écoresponsable.

Comme l'a observé Alexandre Samson,ils se concertent sur l'organisation de leurs shows afin de

pouvoir s'envoyer mutuellement leursinvités. Ils multiplient les déclarationsamicalessur Instagram,se

réjouissent d'une nomination, applaudissentà tout rompre aupremier rang des défilés. Ils font savoir

qu'ils se fréquententhors desprojecteurs,s'appellent régulièrement, vont danseret partentenvacances

ensemble.

« Ils ont partagé la même histoire, connu les mêmes obstacles,les mêmes galèresdes débuts,ils ont

vécude petits boulots... Cent fois ils sont tombés. Et un vrai esprit decamaraderies'est installé. Dans

cette drôle d'ambiance, entre tracas et imagination, ils ont réussià créer des réseaux desolidarité et

d'amitié indéfectibles », conclut JeanJacquesPicart.

Desrivalités plus feutrées

La médaille aun revers,et les grandsnomsdu design nesontpassoudain devenusdesenfantsdechœur.

Car les chamailleries sejouent en coulisses.« Le bras de fer estplus sournois. On peut sefâcher pour

un chefde studio, commece fut le casrécemmentavecle mouvement delatrèsbankable Nina Christen,

Tous droits de reproduction réservés

URL : http://www.elle.fr/ 

PAYS : France 

TYPE : Web Grand Public 

JOURNALISTE : Ilaria Casati

1 septembre 2025 - 09:10 > Version en ligne

Page  14

https://www.elle.fr/Mode/Les-news-mode/La-nouvelle-ere-des-createurs-la-fin-des-rivalites-l-heure-des-amities#:~:text=pour%202%20mois-,La%20nouvelle%20%C3%A8re%20des%20cr%C3%A9ateurs%20%3A%20la%20fin%20des%20rivalit%C3%A9s%2C%20l,%C3%A0%20la%20mise%20en%20sc%C3%A8ne.


(4/5)  KERING - LUXE

passéedeLoewe à Dior. Ou encore celui de Harry Pontefract, ancien de chezLoewe lui aussi, qui aurait

été débauchépar Maison Margiela, ce qui a fait grincer beaucoup dedents », révèle Loïc Prigent.

L'ambiance peut même virer à l'orage. On murmure ainsi que Pieter Mulier se serait offusqué de

l'emprunt un peu trop vibrant de Jacquemusaux silhouettes qu'il signe chez Alaïa.

Après avoir été brutalement licencié de chez Ann Demeulemeester, en mai 2023, Ludovic de Saint

Sernin a pu compter sur le soutien de ces deux designers de poids, qui sont venusassister audéfilé de

samarque éponyme.

Une grande famille

Discrets, mais pas soumis pour autant, les nouveaux designers connaissent les règles du jeu. Ils savent

que chacun a son univers, et chaque maison sescontraintes. Ils rejettent la configuration éculée de

« comédie humaine » - des figures, des mentors, des muses et quelques parasites - et lui préfèrent celle

de « famille », opposantune réponse humaine à la crise financière où patauge le secteur du luxe. Une

grandefamille donc, avecsescousinades- les fashion weeks - et sa hiérarchie implicite - le calendrier

des défilés.

Lucide et passionnée, cette génération pourrait bien bouleverser un secteur féroce et matérialiste,

obnubilé par les chiffres. En remettant l'amitié et l'affect au cœur du village, elle repeint la mode dans

des couleurs plus douces et donne le « la » de cette folle rentrée.

Témoignages

Nicolas Di Felice directeur artistique de Courrèges

« Je n'ai jamais vu Julien Dossena comme un collègue, mais comme un ami. Nous nous sommes

rencontrés il y a vingt ans à l'école de La Cambre, à Bruxelles. Ce lieu nous a apporté l'intelligence et

le respect de l'autre, tout en forgeant notre personnalité. Quelques années plus tard, nos vies se sont

recroisées chez Balenciaga.

À l'époque, ce n'était pas la grande maison très structurée qu'elle est devenue aujourd'hui. Tous les

ateliers semélangeaient aumême étage: pré-collections, défilés, maille ... On seconnaissait tous, c'était

unejoyeuse colocation. Et notre amitié avecJulien estdevenue une vraie affection. Aujourd'hui, il nous

arrive de parler de mode et d'échanger sur nos équipes. Mais, évidemment, on ne s'est jamais piqué

aucun collaborateur. Tous les étés, je fais un saut chez lui à Formentera pour son anniversaire. Cette

année, çan'a pas manqué ! »

Julien Dossena directeur artistique de Rabanne

« Le mot "concurrence" n'existait pas sur les bancs de l'école de La Cambre. On s'entraidait tous, on

partageait les castings de mannequins, on se faisait des sessionsde travail jusqu'à tard le soir... Je me

revois, il y a vingt ans, faire des nocturnes chez la seuleélève dema promotion qui avait une machine à

tricoter. Il y avait certes des affinités, descommunautés de goût, mais tout était tellement intense quela

vie semêlait au travail, l'amitié à la création.

À cet âge-là, on a des doutes, on affine son identité créative. On a besoin de conseils, d'un dialogue

sincère, de solidarité. Aujourd'hui, on agardéles mêmes réflexes avecNicolas Di Felice. Nous sommes

devenus deux amis inséparables, qui se soutiennent parce que nous travaillons dans un secteur réputé

difficile. On se recommande des collaborateurs, on se concerte, on est fiers denos succèsrespectifs. Pas

deterrain miné. Autour de nous, il y a d'autres chapelles mais on serespecte tous profondément. »

Carole Jacobson fille de Jacqueline Jacobson(Dorothée bis)
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« Ma mère avait le sentiment très fort d'appartenir à une bande de copines. Avec Sonia Rykiel,

Emmanuelle Khanh et Chantal Thomass, elles se fréquentaient tout le temps. Elles se sont rencontrées

par la mode, grâce à la mode. Leur ciment, c'était le prêt-àporter. Elles essayaient de repenser le

vêtement, d'avoir des idées nouvelles dans un univers gouverné par des créateurs hommes, pour qui la

mode n'avait de valeur créative que si c'était de la haute couture. Elles étaient unies comme personne.

D'ailleurs, elles ne se voyaient pas comme des collègues, plutôt comme des sœurs. Elles partaient en

vacances ensemble à Saint-Tropez, aux Etats-unis, au Japon, à Londres, en Turquie. Elles étaient

complices sur tout : aller au ciné, chiner aux puces, s'entraider jusqu'à 4 heures du matin, se consulter

pour les mannequins ... Les années 1960-1970 leur ont donné beaucoup d'énergie. Elles avaient un

incroyable appétit pour la vie, pour la mode et ne se disputaient jamais. Leur pacte était de ne jamais

parler de leurs collections, tant que celles-ci n'étaient pas finies, pour éviter de s'influencer. »
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Mostra de Venise 2025 : la Sérénissime est-elle

devenue l'antichambre de la Fashion Week ?

À la Mostra de Venise, Julia Roberts, Alba Rohrwacher et Ayo Edebiri donneraient-elles

le la de la Fashion Week la plus attendue depuis des années?

Par Pierre Groppo

La Mostra de Venise 2025est - bien sûr - un festival de cinéma. Mais l'événement du Septièmeart,

devenu l'un des plus chics depuis la fin du Covid, n'est pasque cela. Avec sestapisrouges, sesstars en

gondole,sesdînerprivés - comme ceuxdonnéspar Chopard, Giorgio Armani Beauty et Tom Ford dans

desomptueuxpalais, Veniseestaussi (et finalement depuis toujours) une desgrandearbitresdela mode.

Unemode qui, cettesaison, s'annonceexceptionnelle, à Pariscomme àMilan, où l'on attendles premiers

défilés de Demna chez Gucci, de Jonathan Anderson chez Dior (pour la collection féminine), de

Matthieu Blazy chez Chanel, de Dario Vitale chez Versace,de Pier Paolo Piccioli chez Balenciaga ou

encore du tandemaméricain Lazaro Hernandezet JackMcCollough chezLoewe.

New Dior, new Versace

Une saisonhaute en couleurs, amorcéepar le premier défilé masculin Dior de JonathanAnderson,qui

semblemarquerles apparitions descomédienneset comédiens surle tapisrougede la Mostra de Venise

2025. C'est ainsi que l'apparition d'Alba Rohrwacher, venue défendre le film de Jay Kelly de Noah

Baumbachlaisse deviner certaines évolutions stylistiques chez Dior : elle avait choisi une robe haute

coutureDior par JonathanAnderson encrêpedesoie bleueplissée, ayantnécessité126heuresdetravail,

jouant davantagesur le travail des volumes que sur la touche sexy longtemps attendueà la Mostra de

Venise.

Julia Roberts,deson côté, avait porté son choix sur l'une despremières créations de Dario Vitale chez

Versace. Venueprésenterle film - trèsremarqué- After the Hunt de Luca Guadagnino,la comédienne

américaineavait choisi une robe à rebours de tous les clichés traditionnellement attachésà la maison

milanaise: à mille lieux deslooks àhaute teneur érogènequi ont fait le succèsde Versace,l'actrice de

57 ansportait unerobe jouant sur les bleus etnoirs, sansdécolleté et descendantjusqu'au bas despieds.

Tendancesagesur le Lido

Point commun? Un esprit sophistiqué, mais jamais tape à l'œil, également adoptée par Kim

Kardashianlors de sonapparition àla Mostra de Venise,qui sembleavoir renoncé,sur la route du dîner

donnépar Diane von Fürstenbergau TeatroGoldoni, à ce « trop de peau» qu'on lui a parfois reproché.

Côté Chanel, la maison, qui a habillé entre autres Tilda Swinton pour la cérémonie d'ouverture, mais

aussi Fernande Torres, Ayo Edebiri et Virginie Ledoyen (fidèle à la tendance vintage avec sa robe

millésimée 2023) ne communique pas sur une éventuelle implication de Matthieu Blazy, dont tous le
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fashion-pack attend avec impatience le premier défilé lors de la prochaine Fashion Week de Paris. On

remarquera simplement une certaine sagesse dans le choix des robes : si la maison de la rue Cambon n'a

jamais été connue pour son culte du « sexy », elle clame ici son art de la sophistication et de l'épure

absolue. Quant à la tenue blanche arborée par Ayo lors du photocall du film The Hunt, elle n'a pas

manqué de déchaîner les passions sur le web et le réseaux sociaux : faudrait-il lire dans ce combo veste-

pantalon la patte, même en sourdine, du nouveau directeur artistique de Chanel?

N'en déplaise à Kim, un peu de peau est possible - en témoigne la robe d'Emma Stone signée Louis

Vuitton, un modèle bustier entièrement rebrodé dans les ateliers de la maison de la rue du Pont-Neuf.

Morale vénitienne, également défendue par Ami Paris et Lena Garrel, qui sera peut-être celle des fashion

weeks à venir : montrez vos bras, oui, mais cachez (un peu) ces jambes que nous ne saurions voir ... Une

tendance que pourraient bien confirmer les fashion weeks de Milan et Paris les plus attendues depuis

pas mal d'années.

Tous droits de reproduction réservés

URL : http://vanityfair.fr/ 

PAYS : France 

TYPE : Web Grand Public 

JOURNALISTE : Pierre Groppo

1 septembre 2025 - 09:04 > Version en ligne

Page  18

https://www.vanityfair.fr/galerie/mostra-de-venise-2025-la-serenissime-est-elle-devenue-lantichambre-de-la-fashion-week


(1/2)  KERING - LUXE

EXCLUSIVE

BoucheronTapsDaisyEdgar-JonesasGlobal Ambassador
The British actress’ first

campaignappearance for the

Frenchjeweler is slated for

the holiday seasonkickoff in

earlyNovember.
BY LILY TEMPLETON

PARIS– BritishactressDaisyEdgar-Jones

hasa new role and it’s with Frenchjeweler
Boucheron.

ThePlaceVendômecornerstonerevealed

Tuesday it had tappedthe “Normal People”
and “Twisters” star asits latestglobal
ambassador.

Lauding the house’sblend of “bold
creativity with a strongsenseof heritage,’»9

the actresssaidit was “also inspiring to

see two visionary women,[chief executive
officer] Hélène Poulit-Duquesneand

[creativedirector] Claire Choisne, leading

the charge.”
In May, Edgar-Jonestook aturn onthe red

carpetatthe CannesFilm Festivalwearing

oneof thehouse’s question-mark necklaces.

“There’s such abeautifulsenseof
emotionandartistry in everythingthe
maison creates,” the British actress said,

highlightingexamplessuchasjewels filled
with aerogel,madeof real flowerpetals,
andtheJuly’s Impermanencehighjewelry
collection. “It’s areal privilege to bepart
of its story – I’m so looking forward to
what’s ahead.”

Among thoseprojectsis her first
campaignappearance,which is slated
for theholidayseasonkickoff in early
November.

Poulit-Duquesne said that Edgar-Jones’
“radiant personality, naturalelegance and

artisticintegrity resonatedeeplywith the

spirit” of Boucheron.

“We seethis partnershipasa celebration

of contemporaryself-expression;of a
confident, unapologetic freedomthat’s
perfectlyaligned with thevalues thathave

alwaysinspired us,” the executive added.

Since the actress’breakout role in the

2020 drama series “Normal People,”
whereshesharedtop billingwith Paul

Mescal, whichnettedher aGoldenGlobes

nomination, Edgar-Joneshascarvedan

eclecticpath with roles in featuressuchas
themysterydrama “Wherethe Crawdads
Sing,’ horror flick “Fresh,” disastermovie

“Twisters” andthe romanticdrama“On
Swift Horses.”

Shealso appearedin thetruecrimeTV
miniseries “Under the Banner of Heaven,”
leadingto hersecondGolden Globe
nomination.

Also anaccomplishedtheateractress,she

most recentlystarredin a 2025production
ofthe American classic“Cat on aHotTin

Roof” at London’s Almeida Theatre.

Currently filming the thriller “A Place in

Hell,” where shestars alongside Michelle

Williams and Irish actorAndrewScott, and

a remake of “SenseandSensibility,” the
actresshasalsobeenconfirmed in the cast
ofthe Netflix-produced heistmovie “Here
Comesthe Flood,” with DenzelWashington
andRobertPattinson.

On the fashion front, Edgar-Jones
madeherdebutas aface for Gucciin the

Florentine house’s“Gucci Lido” campaign
thatdroppedin April.

In hernewrole at Boucheron,the
actressjoins aroster that includesbrand
ambassadorssuch asSouth Korean actress
Han So-Hee; China’s Xiao Zhan andZhou

Dongyu; andMinaMyoi, theJapanese
singeranddancerknownmononymously
asMina, aswell asthe likes of Pierre

Niney and CharlotteLe Bonasfriendsof
the house.
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Quels sont les plus beaux bijoux vus sur le

tapis rouge de la Mostra de Venise 2025?

Les diamants ont aussi pris la route direction la Mostra de Venise. Best-of

joaillier, entre gondole et tapis rouge.

Par Sophie Volanges

Dann

À la Mostra de Venise, l'heure est aussi ... aux bijoux. Et pas n'importe lesquels. Les maisons italiennes

sont évidemment à l'honneur : on pense bien sûr à Pomellato, qui a paré les actrices italiennes Anna

Ferzetti, Benedetta Porcaroli et Monica Guerritore, mais aussi à l'apparition très spectaculaire

de Georgina Rrodiguez, qui n'avait décidément pas peur d'accumuler les pièces en or et diamants

de Pasquale Bruni (ni d'afficher sa spectaculaire bague de fiançailles). Également à l'honneur de la cité

des Doges (ses ateliers sont situés à quelques kilomètres de là, dans les terres de la région), Roberto

Coin avait réservé un exceptionnel collier à la personnalité de la télévision dubaïote Farhana Bodi.

Mais Venise, c'est depuis toujours la rencontre des mondes, et les joailliers sont venus de partout pour

parer les stars de la Mostra, à l'image de Chopard, de plus en plus présent lors du festival de la fin de

l'été. Sofia Carson, Da'Vine Joy Randolph et, bien sûr, Julia Roberts avait fait le choix de pièces du

joaillier suisse, tandis que Boucheron réservait à Clara Luciani sa broche en forme de flèche. Tiffany

avait été choisi par Chloë Sevigny et Rosie Huntington-Whiteley, tandis que Chanel a eu la préférence

(en version full look) aussi bien de Tilda Swinton que d'Ayo Edebiri.
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Bernard Arnault Bets on LA’s Rodeo Drive With New

Tiffany, Louis Vuitton Flagship
(Bloomberg) -- Bernard Arnault is pressing ahead with two major developments on Rodeo Drive in Beverly Hills,

tightening his grip on one of the world’s most exclusive retail corridors. Arnault’s luxury conglomerate, LVMH

Moët Hennessy Louis Vuitton SE, is planning a new Tiffany & Co. flagship store on the site of the old Luxe

Hotel, which will be demolished, according to city filings reviewed by Bloomberg.

Just a block away, LVMH has submitted plans for a big new Louis Vuitton store and cultural campus designed by

architect Frank Gehry – a pivot from the company’s original plan to build a hotel, which was rejected by voters in

2023. The new proposal would be the company’s largest project yet in the tony Los Angeles-area enclave.

LVMH is deepening its bet on Rodeo Drive as it contends with headwinds including higher US tariffs on

European goods and what it described in July as softening demand in key markets such as China and Japan.

Despite that weakness, Rodeo Drive still draws a steady flow of wealthy visitors from Asia, the Middle East and

the Americas, offering a palm-tree-lined stage and selfie backdrop that few other shopping venues can match.

Rodeo Drive is in a league with shopping high streets such as Madison Avenue and Fifth Avenue in Manhattan

and the Miami Design District, said Milton Pedraza, chief executive officer of Luxury Institute, a consulting firm.

“There are some places and spaces that are iconic, and they are some of the most pleasant and desirable places to

be.”
LVMH declined to comment for this article. Executives have previously named Rodeo Drive on a select list of

places where it makes more sense to own than rent.

“You can mention Paris, London, New York and Fifth Avenue and probably Rodeo Drive in Los Angeles and

that’s about it,” Jean-Jacques Guiony, LVMH’s chief financial officer at the time, said on a 2023 earnings call.

The Paris-based company already has spent more than $900 million on 12 leased or owned boutiques on Rodeo

Drive over the years. That includes a new three-floor Bvlgari boutique opening in October.

Its plans to invest more underscore the strength of high-end luxury in the Los Angeles area even as the regional

economy struggles in the aftermath of the deadly wildfires in January, a downturn in Hollywood and US

immigration raids backed up by a temporary military deployment.

LVMH bought the Luxe Hotel site for $200 million in 2021. Plans for the Tiffany project, the most recent version

of which was filed Aug. 4 with the Beverly Hills planning commission, haven’t been publicly announced.

Designs filed with the city call for a three-story building on Rodeo Drive spanning 30,466 square feet (2,830

square meters), featuring a rooftop indoor-outdoor space for very important clients and a restaurant. The plans by

architect Peter Marino are wending their way through the planning department. The plan is occurring as LVMH

renovates its Tiffany stores, a process that’s about 30% complete, CFO Cecile Cabanis said in July.

The campus proposed for Louis Vuitton calls for about 100,000 square feet in two buildings connected by

pedestrian bridges and an underground tunnel, according to an application with the planning commission. The

development, which LVMH disclosed earlier this year, would include luxury retail, a cafe, restaurant, open-air

terrace, exhibition space and a garden rooftop. If approved by the city, construction could start in 2026 and finish

by 2029.

Pedraza likened the concept to a theme park, with LVMH “becoming more like Disney or Universal Studios than

they are just purveyors of luxury goods.”
LVMH originally planned a Cheval Blanc hotel for the same corner of Rodeo Drive and South Santa Monica

Boulevard, a proposal rejected by Beverly Hills voters after a contentious fight over zoning and public benefit.

This time, the company’s proposal doesn’t require changes in zoning rules. Darian Bojeaux, an attorney who led

opposition to the hotel, said she doesn’t personally like what’s being proposed — but she isn’t campaigning

against it either, saying it’s her understanding that the project complies with local codes.

For Beverly Hills City Councilmember John Mirisch, who also opposed the hotel plan, the earlier fight wasn’t
over luxury itself but whether the development gave enough back to the community. While he hasn’t taken a

position on the Louis Vuitton campus, Mirisch said the project could offer a civic benefit if it draws from
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LVMH’s art holdings.

“If they use that to feature the amazing LVMH world-class art collection and bring that to Beverly Hills, that

would be a tremendous community benefit,” he said.

LVMH’s latest plans cap a buying spree on the street that began more than a decade ago, mirroring its approach in

other global hot spots such as New York and Paris, where it paid $1 billion in 2023 for a retail property on the

Champs-Elysees.

In 2012, LVMH paid $85 million for a site on Rodeo Drive now being developed into a Dior flagship opening

later this year. Between 2018 and 2020, the company spent another $465 million to piece together four parcels for

the planned Cheval Blanc hotel.

“There’s these hubs where people go and they have expectations of what stores are there — and if you’re not

there, then the money flows to competitors,” said Justin Mateen, a tech and real estate investor who co-founded

Tinder.

Mateen and his brother Tyler paid $211 million in 2024 for a building on the corner of Rodeo and Wilshire

Boulevard they plan to rebrand as One Rodeo, a new deluxe retail venue.

Prime real estate on Rodeo Drive typically commands annual rents of between $960 and $1,200 a square foot,

while store sales often top $10,000 per square foot, said Houman Mahboubi, a broker with CBRE Group Inc.

“That limited supply creates urgency for groups like LVMH to buy rather than lease,” said Mahboubi, who was

involved in the sale of the Luxe Hotel site.

Beverly Hills trailed only New York in new luxury openings from July 2023 to July 2024, with Rodeo Drive

accounting for more than 40% of all new luxury space in the Los Angeles market, according to a report from

Jones Lang LaSalle Inc.

Strong demand illustrates the willingness of high-end brands to splurge on one of the areas that make up the

“absolute core” of global glamor, said Jay Luchs, vice chairman at Newmark Group Inc. and a longtime broker on

Rodeo Drive. It’s not just about securing space on the street, he said. It’s about appearing on the feeds of

influencers who flock to Rodeo Drive.

“People that have hundreds of millions of followers on Instagram — those are very important in fashion and in

influence in the world,” he said.

--With assistance from Angelina Rascouet.
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Chanel Owners Lean on 38 Year-Old Heir to Protect

Their Billions
(Bloomberg) -- Arthur Heilbronn has all the traits of being groomed to wield power over one of the world’s
biggest multi-generational fortunes. Deep family connections? Check. Ivy League degree? Check. Wall Street

smarts? Check.

Now there are growing signs the scion from the dynasty behind the Chanel empire is moving closer to the top of

the firm overseeing its $90 billion fortune.

Heilbronn, 38, has taken on management positions overseeing his and his relatives’ real estate, banking and media

investments in the six years since joining Mousse Partners, one of the world’s largest and most discreet family

offices. In the latest indication of ascent for the Harvard Business School graduate and ex-Goldman Sachs banker,

he became a director earlier this year for one of Mousse’s main holding entities, occupying a role vacated

following the death of longtime Chanel executive Michael Rena, according to registry filings.

He’s also the son of Charles Heilbronn, founder of Mousse and the firm’s chairman since 1991. Charles is a half

brother of Alain and Gerard Wertheimer, third-generation heirs to the Chanel fortune.

The Wertheimers are grandsons of one of the original business partners of Gabrielle “Coco” Chanel who started

the fashion house in 1910. They shared the same mother as Charles, Eliane Heilbronn, who was considered the

empire’s matriarch until she died last year. Her sons are all in their 70s.

A representative for Mousse declined to comment.

The Wertheimers, credited with owning equal shares of closely-held Chanel, each have a net worth of about $45

billion, according to the Bloomberg Billionaires Index. Their fortune has largely held up in the post-pandemic era,

even as a downturn in luxury goods hit rivals including LVMH, led by Bernard Arnault, and Kering SA,

controlled by the Pinault family.

Arthur Heilbronn’s rise gives some indication of the succession plans of the media-shy extended family, which

has long sought to keep its wealth out of the public eye. Gerard Wertheimer’s son David has started a private

equity venture, though there’s no indication that other children of the two heirs are involved with Mousse.

“They feel less like a family office and more like a private endowment for a luxury empire,” Marc Debois,

founder of FO-Next, an advisory firm for family offices, said of Mousse. Among its peers, “what puts them in the

true top 1% isn’t size; it’s time; dividend-fed, multi-cycle patience.”
At least one-fifth of individuals among the world’s 500 biggest fortunes now have a family office that help to

oversee wealth totaling more than $4 trillion, according to the Bloomberg Billionaires Index.

A recent survey of 317 family office clients at UBS Group AG found just over half of them have a succession

plan in place, with those in the US and Southeast Asia most likely to have made those arrangements.

Heilbronn joined Mousse as a director in 2019, moving to managing director a few years later, according to his

LinkedIn profile. He’s currently co-head of private equity and venture direct investing with another managing

director, Paul Yun. He was named to the supervisory board of Rothschild & Co. after Mousse Partners made one

of its most high-profile investments to date by joining two other French dynasties in 2023 to help take the bank

private.

Chanel’s ultimate holding company is the Wertheimers’ Cayman Islands-based Mousse Investments Ltd., which

doesn’t reveal financial numbers. Mousse Partners is the investment division and also has offices in Beijing and

Hong Kong.

Mousse Investments describes itself as having a “broad range of asset classes in public and private markets” in

addition to Chanel. While Mousse doesn’t disclose how much money it controls, some companies have named

Mousse Partners as a participant in deals or as a shareholder. That points to investments in stocks, real estate,

credit and private equity.

Mousse Partners employs more than three dozen people worldwide and counts former banking analysts from

JPMorgan Chase & Co. and Wells Fargo & Co. among its employees. Suzi Kwon Cohen joined as chief

investment officer almost a decade ago after leading North America private equity for Singapore’s sovereign
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wealth fund, putting her among the top female executives in the historically male-dominated family office space.

Over the years, Mousse Partners has backed a wide range of startups including mental health provider Brightside

Health, digital advertising firm Brandtech Group, biotechnology company Evolved by Nature, food company

Harmless Harvest and health-care provider Thirty Madison. Last year Mousse joined the billionaire L’Oreal SA

heiress investing in high-end clothing brand The Row.

Not all bets have proved lucrative. Beautycounter failed last year while a pair of Mousse’s public holdings are

languishing. The family office has a roughly 8% stake in listed French digital entertainment company NetGem SA

and 5.7% in hair products maker Olaplex Holdings Inc. Both companies’ share prices collapsed from their initial

public offering levels and haven’t recovered.

Mousse has also been invested for decades in France’s publishing and audiovisual industry through

Media-Participations, which owns a range of book publishing, specialized media, cartoon and comic businesses.

The family behind Chanel, a maker of $970 sunglasses, $6,500 handbags and $23,400 J12 watches, has joined

other French luxury billionaires with media holdings at home. Bernard Arnault owns newspapers Les Echos and

Le Parisien along with the glossy weekly Paris Match. The Pinault clan owns magazines Le Point and Point de

Vue.

While Mousse isn’t involved in Chanel’s operations, both companies have offices in a glass tower just south of

Central Park in Manhattan that’s famed for its pricey rents and list of major financial tenants. Both Arthur and

Charles Heilbronn listed their workplace address at that New York premises on Manhattan’s “Billionaires Row,”
where Alain Wertheimer has also long-held an office.

Behind closed doors on that street, the next steps in the succession plans for Mousse Partners may already be

taking shape, though it’s unlikely anyone in the dynasty behind Chanel will comment publicly on the matter.

“We’re a very discreet family,” Gerard Wertheimer once said in 2001. “We never talk.”
--With assistance from Julius Domoney.
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Moda
Hermès,cambioal
vertice in ItaliaeGrecia:
PaolaTriolo nuova
amministratricedelegata

Cambioai vertici di HermèsItalia.Dopo20annidi guida,
Francescadi Carrobiohapassatoil testimoneaPaolaTriolo
che daieri haassuntoil ruolo di amministratricedelegatae
direttrice generaledi HermèsItalia eGreciaeguideràle
attività della filiale consedeaMilano.La manager,laureatain
Economiaaziendaleall’UniversitàBocconidi Milano, finora
halavoratodal2015 comechief information officer per
HermèsInternational pressolasedeparigina.Prima di
approdareallamaison francesehamaturatooltre vent’annidi
esperienzanellaconsulenza,in particolarenel settoredel

lusso,ricoprendo ruoli apicali.Francescadi Carrobbio,invece,
chehaguidatola filiale italiana dal 2005consolidandoil
modello di businessdella maisonin Italia,assumeràl’incarico
di chiefstrategicaffairandgrouprelationsepresidentedi
HermèsItalie Operations,mantenendolapresenzanelcdadi
HermèsItalia.Il cambiodi governancearrivain unmomento
di soliditàper il gruppoparigino,chehachiuso il primo
semestre2025con ricaviper 8 miliardi ,in crescitadel 7%.

Emily Capozucca
© RIPRODUZIONE RISERVATA

Paola Triolo

alla guidadi

HermèsItalia
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ThePlight of BeautyCompanies
Navigating headwinds:Beautycompaniesconfront economicpressures,tariffs andrestructuring. BY KATHRYN HOPKINS ANDJENNIFER WEIL

Beautycompanies onboth sidesof the

pond areexpectedto haveto grapple
with a multitude of issuesthroughout the
remainderof the yearandinto 2026.

Startingwith Europe,numerous
beautycompanies therecu their full-year

guidancedueto a hostof factors,including
a weak U.S. dollar andsofteningconsumer
demand.

InterparfumsSA in Julysaidits full-year

salestargetshouldreturn to the lower
endof theinitial estimate,toaround 910

million euros, due to theappreciation
of the euroagainstthe U.S. dollarsince

spring.
Fragranceand flavors supplierSymrise

thatsamemonth loweredits full-year 2025

organicgrowth outlookto 3percent to 5

percent,from 5percent to 7 percent,due

to challengingglobaldemand.
Henkel alsoin Julyloweredits2025

organic salesgrowth guidance to 1 percent
to 2percent,versusthepreviously
announced1.5 percentto 3.5 percent.

“‘We believe Henkel faceschallenging

translatingpricing into growthas
consumersappearmoreprice-sensitive
and lessbrand loyal today,” wrote Danny

Yeo, anequityanalystat CFRA Research,
in anote.

While navigatingslowingconsumer
demand,severalbeautycompaniesare
raisingproduct prices.

Puig saidinJuly, independentof tariffs,

it hadalreadydecidedto makeprice
increasesin themidsingledigits in August.

It’s the samestory in the U.S.: E.1.f.

BeautyonAug. 1 took its prices up $1 across
the brandportfolio,to counterbalance

rising costsfrom inflation and import tariffs,

especiallyonproductsmadein China.

ProcterR Gamblewhosebrands

includePampers,Tide, Gillette and SK-II,

plansto increasepricesonarounda

quarter of its items.
“At theserates,tariffs alone area 5-point

headwindto core EPSgrowth in fiscal
2026.Wewill look for everyopportunity to

mitigatetheseimpacts,including sourcing
flexibility, productivity improvements,
andpricing with innovationin affected

categories andmarkets,” saidoutgoing

chiefexecutiveJonR. Moeller duringan

earningscall.

Its fiscal 2026 outlook includes $1 billion

beforetax in highercostsfrom tariffs
basedonratesannouncedsinceJuly 9,

Moeller explained. “You canthink about

$200million frommaterialsandproducts
importedfromChina to the U.S. Another
$200 million from Canada’s tariffs on goods

shippedfromthe U.S. And theremaining
$600 million from tariffs on goodscoming
to the U.S. from therestof theworld.”

The EstéeLaudercos. saidit, too, has
the optionto raisepricesin its tool kit.

Concurrently,chief financialofficer Akhil

Shrivastavasaidthecompanyhasbeen

workingto reducethe tariff impactin

itssupplychain.It expectstariff-related

headwindsto impactprofitability by about
$100 million.

He said, “We sawthe challenge that

wasaheadof us,andwe put ataskforce
in placeworkingdirectly with Stéphane
[de LaFaverie,CEO] andmeon strategies
to mitigatethe tariff impacts.We have

usedthetradeagreements.Wehave

movedproduction.We havelookedat
materialsourcing,finishedgoodsourcing,
leveragingour ninecampusesaroundthe
world. And we areontrack to reducethe
shareof productssoldin Chinathatare
sourcedfrom our U.S. plantsto less than

10 percentby the endof the year.”
Oliver Chen,ananalystat TD Cowen,

said: “The EstéeLauder cos.is taking the

right steps,in our view, to transformthe

company,bu we continueto monitor
signs of longevity in a tougher backdrop.”

Againstthischallengingandever-

evolving backdrop,morejob lossesare
alsoexpectedin beauty.

In February,Lauderrevealedplans
to ramp up its restructuringprogram
andeliminatebetween5,800and7,000
positions.As of Aug. 13, the companyhad

approvedinitiativestotaling$747million
and anet reductionof morethan 3,200
positions.

In April, Coty revealedplansto cut up to
700jobsas it revisits a strategylaunched

duringthepandemic.
Shiseido Americasis alsotrimming

its headcount.“Shiseido Americas has
undertakenabusinesstransformation

to return to growthandprofitability. As

partof thisprocess,we havemadethe
difficult decisionto eliminatecertainroles
within the companyanda numberof our
employeeshavebeenadverselyimpacted,’
the companysaid in astatement.

Thereare,however,bright spots.
Themoveto sell moreprestigebeauty

onAmazon is paying off, especially for
the likes of whicheschewed
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experiencinggrowth fueledby TikTok.

After its partnershipendedwith

Target,Ulta Beauty is eyeing growthfrom

expandinginternationallyfor thefirst

time, beginningwith Mexico, whereit just
soft launcheda store in the capital,andthe

Middle Eastlater thisyear.
And while it hasslowedslightly,

fragranceis still ahot category, driving
growth for manyof the big players.
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EstéeLauder
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Will BeautyM&A Continue
To GainMomentum?
E.l.f. Beauty, Ulta and Unilever deals signalan optimistic outlook for the remainderof 2025.
BY KATHRYN HOPKINSAND JAMESMANSO

Beauty bankers are optimistic that the

recentspateof dealswill continueinto the
secondhalf of thisyearandinto 2026.

After a standstill,anumber of dealshave

beenmadein recentmonths,including
E.1.f.’s acquisition of Rhode, Ulta snapping

upSpaceNK andUnilever’s purchaseof
Wild and Dr. Squatch,not to mention
L’Oréal’s rattatatdealswith Color wow and
Medik8.

“The recentdealannouncementssend

a really positive signal to themarket, to
all playersinvolved in the market from
foundersandmanagementteamsto
privateequity thatmaybelookingat
dealsbut wereconcernedthat strategics
weren’t also going to showupat the table,”
Ashleigh Barker, a director atLincoln
International’s consumergroup, said.

“I do think that wewill continue to see

more dealsgettinglaunchedthroughthe
remainderof theyear,aswell asheading
into Q1 ofnext year, perhapsnot with a

flurry of dealsthatwe often talk about

oncewe getto thispost-LaborDay period,
but thereareseveralopportunitiesthat are
contemplatingthe specific timing of when

theywantto go to market,”shecontinued.

“Whether it’s in thefall or in early 2026,

it feels like peoplearegettingreadyfor

processes,”said an industry source, who

addedthat potentialbuyerswould favor

newerentrantsto marketovertheswathof
colorbrandsthat launchedsaleprocesses
in 2024. “Makeup by Mario stopped, Kosas

stopped,andI haven’theardapeepabout
Merit.”

The focus is moreon skin careand
hair carethanmakeup, from a category

perspective. “Byoma is definitely getting
done,” thesourcesaid,who added
that acoupleof hairbrands,namely
Amika, Camille RoseandJolie, wouldbe
anticipatedtargets.

Dermatologicalskin carebrandsare
still in demand, highlighted by L’Oréal’s
acquisitionof Medik8.

Other brandsripe for the pickingare
Westman Atelier, asreported, Salt & Stone,
Biologique Recherche andMaesa,saida

source.Trinny London is alsosaidto be

exploring itsoptions,with salesaround
$85 million, andis askingfor revenue
multiples of 4x or5x.

As far aswhat makes aviable asset, “the
biggest questionfor our communityin

today’s world is the distribution question,”
the source said. “Sephora is not helping
brandslongterm, I think it will hurt some
more. Indiebeautybrandsaregoing to
haveto competewith K-beautybrandsat a
lower price point.”

Thatbeingsaid, retail is still oneof
the mostimportant factorsfor potential
acquirers,the source said. “Retail is where

you havesustainablebusinesses– if you
candeliver sustainable business,that’s
what strategics care about.”
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Tarang Amin andMiu
HaileyBieber
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The Futureof Coty
Coty's future remainsuncertain as thecompany explores
potential sell-offs of its luxury andconsumer divisions.
BY KATHRYN HOPKINSAND JENNIFERWEIL

Thefuture of Coty is certainly oneto
watchfor the remainderofthe year.

As previouslyreportedin June,a
number of sourcestold WWD that Coty,

jointly listed in NewYork andParis,
is exploringa potentialsell-off in two

parts.Thatwould involve itsLuxury
division,countingbrandssuchasGucci,

Burberry,Jil SanderandHugoBoss,and
its Consumerdivision, with massbrands
includingCovergirl, Max Factorand
Rimmel London.

For Coty’s luxury business, sources

havesaidthat the companyis in talkswith

Interparfums,althoughtheyspeculated
that Interparfumswould wantonly some
of thefragrancebrands namelyBurberry
andHugo Boss.

Burberry Goddess,releasedin 2023,

remainsCoty’s biggestlaunchever,while
Hugo Boss became the number-twomen’s
fragrancefranchisein Europein the

secondhalf oflast year.
For this reasonit’s beenspeculated by

asource thata potentialdeal for Coty’s
fragrancebusinesscouldcomein theform
of astrategic partnershipor merger, versus

anoutright acquisition.
Interparfumsis saidtohavealready

madeanoffer to Cotyfor the Burberry
license,which Interparfumspreviously
heldthroughend-2023.

It’s understood that talks are still

underway,butthat thesituationis in flux as
thebrandswouldneedto agree to a deal,

whichmight proveto beastickingpoint.
Thenthere’sthequestionof the

blockbusterGucci fragrancelicense,
which waslong assumedwould go to
Gucci’s parentcompanyKering once

thelicenseexpires.
Thatlicensewasinkedfor 50years,

accordingto wWD archives,whichwould

makethe expirationyearbe2028. Coty

chiefexecutiveofficer SueNabi alsohinted
at thatdatewhenshetoldjournalists
in July 2023 that therewouldbeno
discussionof therenewalof any of Coty’s
licensesfor at leastanotherfive years.

More recently, however, multiplesources
have speculatedthat Kering’scurrent
financial struggles,drivenby theGucci

brand,couldmeanthe Frenchluxury group
mightnot wantto takebackthe licenseas
originallyplanned at leastnot rightaway

and that could also impact Coty’s plans.

Keringis rampingup its cost-cutting
effortsto curb debtasits preparesto
welcomeLuco de Meo, thegroup’snew
CEO, who hasa “cost killer” reputation
with aspecialtyin turning aroundailing

companies.
Sourceshavetold WWD the costto Kering

to bringGuccibeautyin-house wouldrun
into the tensof millions of dollars.

“There are lots of ballsin the air,” said

onesource.
For the massmarket,sourcessay

Coty continuesto searchfor a buyer
for its Consumerdivision in Asia. That
divisionhasbeenfacingchallengesfor

numerousreasons.Massmarketbrands

areincreasinglyupagainstcompetition
fromdirect-to-consumercontenders,and
investors often don’t seemassbrandsas

appealingastheir luxury counterparts
froma valuationstandpoint,for instance.

Coty reportedanet lossof $72.1million
in its fourth quarter.TheadjustedEPS loss

was5 centsa share, below forecasts for a 1

centprofit.
Net revenuewas$1.25billion in the

fourth quarter endedJune30, down 8

percentyear-over-year,but aboveWall

Streetforecasts.
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EmmaMackeyinthe
campaignfor Burberry's

fragrance,Goddess.
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Acquisizioni

Dolce&Gabbanainvestesullafiliera
MadeinItaly erilevail calzaturificioFabi
Secondoquantoemersodall’ultimobilancio, ilgruppodiDomenicoDolce eStefanoGabbanahacompratoil suo
fornitore,storicoproduttoremarchigianodi scarpeeirelativibrand.Salvaguardatii 170dipendenti.ChiaraBottoni

D
olce&Gabbanain-
veste sulla filiera ita-
liana della calzatura.
La casa di moda di

Domenico Dolce e Stefano
Gabbanaharilevato, attraver-

so il suobracciooperativoMa-
nifatture italiane, lo storico
calzaturificiomarchigiano Fa-
bi, contribuendocosì a soste-

nere una delle eccellenzedel
Made in Italy. L’operazione
sarebbestataconclusa nell’a-
gosto del2024,secondoquan-
do emerge dal bilancio del
gruppo,manon èmai statauf-
ficializzata. Anche sesul sito
di Fabi si rimanda peril servi-
zio clienti allasocietàManifat-
ture italiane di via Carlo Gol-
doni a Milano. Il calzaturifi-
cio di Monte SanGiusto(Ma-

cerata) eragiàfornitoredi Dol-
ce&Gabbana. Fondato nel
1965 dai fratelli Elisio edEn-
rico Fabi a cui è succedutala
secondagenerazionecapitana-

ta daEmanueleFabi,il calza-

turificio è statounodei mag-

giori esponenti del distretto
marchigiano della scarpa,an-
che grazie all’espansione del
mercatorusso che portò a un
vero e proprio boom negli an-

ni 2000. Nel 2012 il fatturato
dell’azienda era arrivato a 46
milioni di euro con circa 370
dipendenti.Nel 2014 erastato
inaugurato a Roma Palazzo
Fabi, uno spaziodi 700metri

quadrati in via del Babuino,
che univa le eccellenzadella
moda a quelle dell’enogastro-
mia. Il crollo del mercatorus-

so hamessoperò in difficoltà
l’azienda che,nella primavera
del 2024,ha siglato un accor-
do di ristrutturazionedel debi-
to, con i creditori bancarie fi-
nanziari, omologatodalTribu-
nale di Macerata.Attualmen-
te i dipendentisarebbero170,
salvaguardatigrazieall’investi-
mento di Dolce&Gabbana.
L’operazione includerebbe
l’acquisizione anchedei mar-

chi Fabi eBarracudacheven-
gono definiti dallagriffe brand
«con interessanti opportunità
di sviluppo».Dolce&Gabbana
da sempredifende, sostienee
promuoveil Madein Italy. Più
recentementelasocietàhainve-
stito sulla filiera italiana del
beauty, internalizzatograzie a
unaseriediaccordiconprodut-

tori, prevalentementecollocati
nell’area lombarda,andandoa
costruire una sorta di beauty
valley italiana. Alfonso Dol-
ce, amministratore delegato
dellasocietà,hapiù volte infat-

ti ribadito l’importanza di va-

lorizzare edifenderel’italiani-
tà e i duestilisti lo hannoricor-
dato spessoattraversole loro
collezioni.(riproduzione riser-
vata)
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Un’immagine del calzaturificioFabi

COSÌI FASHIONSTOCKSNELLEPIAZZEMONDIALI
PrezzoVar.%%12m PrezzoVar.%%12m PrezzoVar.%%12m

Piquadro 2,51 1,2 32,2UrbanOutfitters 67,08 -3,8 83,1BurberryrpG 1.248,002,8- 86,9
MFFLUXURY STOCK INDEX SafiloroupG 1,48 -2,1 19,8V.F.Corp 15,13 1,5 -17,9Dr.MartenscPl 90,50-0,2 25,8

SalvatoreFerragamo 4,63 -1,6 -38,2 Victoria'secretS 23,02 1,5 -3,9 Mulberry 96,00 - -16,5

STATIUNITI VinceldgH 1,42 -2,7 -23,7 SVIZZERA
130

Abercrombieh&Fi tc 93,53-3,1 -34,2 GERMANIA Richemont 138,85-0,9 3,7

AmericangleEa 12,94-1,7 -37,7Adidas 166,00-0,2 -28,4 SwatchroupG 142,75-1,5 -17,2
120

Birkenstock 52,13-0,6 2,4 Douglas 11,98 -1,5 -42,2 DANIMARCA

110 CanadaoseG o 12,98-1,5 13,6HugoBoss 42,04 -0,1 11,2Pandora 862,00-2,2 -27,0
CaprioldingsLtdH 20,59-4,5 -42,6Puma 20,96 -2,5 -46,4 SVEZIA

100
Coty 4,28 -1,2 -53,7 Zalando 23,83 0,1 1,7 HennesMauritz& 138,40-0,3 -14,8
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Chanel Supports Young Filmmakers at
Venice Film Festival Through Biennale
College Cinema Project

From left to right: Massimiliano Camaiti, Vincho Nchogu, Audrey Diwan, Alberto Barbera,
Nidhi Saxena, Savina Neirotti, Polen Ly at Venice Film Festival. Courtesy of Chanel

MILAN — A regular presence at the Venice Film Festival, this year Chanel swapped its
traditional soirée hosted at Harry’s Bar for a lunch celebrating its partnership with
Biennale College Cinema.

This is the first time Chanel is endorsing the project, which festival organizers introduced
in 2012 and which is dedicated to young filmmakers. In its role as a partner, Chanel
provided financial support and connected the participants to industry professionals close
to the company.

The initiative promotes new talents and offers them the opportunity to work with master
filmmakers on new micro-budget feature films. Since its creation, 68 features by
emerging filmmakers have been made, which were selected from more than 2,700
applications from all over the world.

Of the 12 projects chosen and supported by the institution for the 2024-25 edition, four
have been completed and were presented as part of the official program of the Venice
Film Festival.

The patron of the 13th edition is director and screenwriter Audrey Diwan, who’s been
affiliated with Chanel for years. Diwan has a special bond with the film festival, too. In
2021, her movie “Happening” starring Chanel ambassador Anamaria Vartolomei won the
Golden Lion, the event’s award for best film. 
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“This patron role perfectly embodies how I feel about passing things on,” Diwan told
WWD. “Cinema is, by nature, a collective art. When I started, someone reached out and
offered me guidance. The day I received the Golden Lion, it was Jane Campion who
presented it to me. And now it’s my turn to give back to others.”

The director described the project as “one of a kind” and underscored that the strength of
the program “lies in its ability to bring a vision to life, to give it form.”

“Filmmakers from all over the world can submit their projects. Their radical ideas and
unique perspectives are welcomed here as assets. Then, they are supported from the
writing stage to production and, finally, the films are screened at the [festival], with
packed theaters,” said Diwan, underscoring how the experience offers a springboard for
young creators.
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Directors Audrey Diwan and Massimiliano Camaiti at the press conference of Biennale
College Cinema during the 2025 Venice Film Festival. Jacopo Salvi/Courtesy of La
Biennale di Venezia

On Sunday, Diwan joined the director of the Venice Film Festival and Biennale College
Cinema director Alberto Barbera in unveiling the 12 preselected projects for the next
edition. They were flanked by the four winning directors of this year’s chapter, who
reflected on how the initiative shaped the development of their movies, which were shot
across Italy, Kenya, Nigeria, Cambodia, the U.S. and India.

The four winning titles include Italian film “Agnus Dei” by Massimiliano Camaiti;
“Becoming Human” by Polen Ly; “One Woman One Bra” by Vincho Nchogu, and “Secret
of a Mountain Serpent” by Nidhi Saxena.

“Cinema — especially auteur cinema — is experiencing a difficult moment,” Diwan said.
“These voices, which powerfully depict different realities and shed light on diverse
cultures, deserve to be heard. If we lose the means to share these visions and bring this
light into being, we risk entering a period of obscurantism.”

Directors Vincho Nchogu, Nidhi Saxena, Polen Ly at the press conference of Biennale
College Cinema during the 2025 Venice Film Festival. Jacopo Salvi/Courtesy of La
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Biennale di Venezia

The mission of the initiative is in sync with Chanel’s roots.

For one, it was in Venice that Gabrielle Chanel met the young Italian director Luchino
Visconti and, taking an instant liking to him, she helped launch his career by introducing
him to Jean Renoir, who quickly became his mentor. Incidentally, Visconti was also
among the cinematic references inspiring the cruise 2026 collection the brand paraded
earlier this year at the iconic Villa d’Este overlooking Lake Como and for which it
commissioned Sofia Coppola, a longtime friend of the house, to make a short film set in
the exclusive hotel.

“Chanel has a very deep relationship with the world of cinema. Whether it’s through its
connection to heritage, the restoration of films, or its commitment to the future with
emerging voices, their desire is to support an artwork, a message, to help the artist
cultivate their uniqueness,” Diwan concluded.
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Planet
Prada

ThePradaNatural pop-

up is on until Sept. 20 with

a selection of men's and

women’s ready-to-wear and
accessoriesdisplayedon

light woodenmodulesthat

are lit upby neon lights and

Prada logos.
In the middle of the

CornerShop,eachstation

has beenfilled with a
designatedproduct:

sunglasses,keychains,
water bottles,buckethats
andthe new PradaExplore

bagin shadesof gray, black,

brown andmaroon.
Pradais also pushing its

Re-Nylonwith acurated

selectionof raincoats,
windbreakers,quilted
paddedjackets,blouses,

flaredskirts,anddrawstring

trousersthatdraw from the
brand'sutilitariandesigns.

At Selfridges,
Pradaalreadyhas
threeconcessions,an
accessoriessnaceonthe

ground floor with amen’'s
andwomen'sspaceon the
first andsecondfloor.

As reported,the Prada

Group is weathering
the currentchallenges,
reporting rising salesand
steadyprofitability in the

first halfendedJune30.

Revenuesrose8 percentto
2.74billion euroscompared
with 2.55billion euros in the
sameperiod lastyear.Group
net profit amounted to 386

million euroscompared
with 383 million euros in the

sameperiod lastyear.
In August,the group

revealedit hadpromoted
ChristopherBugg to

chief communication

officer, a new role at
the company, anda new

developmentas it gearsup
to completethe Versace
acquisition. H.M.

PradaNaturalpop-upat the

SelfridgesCornerShop.
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ACCESSORIES

PradaLaunchesFineJewelry
CouleurVivante Collection

The Milan-basedbrandhas

conceiveda dedicatedad

campaignlensedby David

Sims, fronted by Amanda

Gorman;Maya Hawke, and

Kim Tae-Ri,and unveiled

exclusivelywith WWD.
BYLUISA ZARGANI

MILAN – Pradais further developingits

jewelry collectionwith a made-to-order

lineupthatwill beavailable startingin
October.

ThePradaFineJewelryCouleur
Vivante collectioncomprisesdrop
earrings,solitairerings, linebraceletsand

rivièrenecklaces,with unconventional

combinationsof amethysts,aquamarines,
madeiracitrines,pink morganitesandoro-
verde peridotsused throughout.Prada’s
signaturetriangle motif, which harksback
to the brand’s founderMario Prada, is a

recognizableelementof thelineup.
The Milan-based fashioncompany

is launchinga dedicatedadcampaign
frontedbyaward-winningAmericanpoet
andactivist AmandaGorman;American

actress,model andsinger-songwriter
Maya Hawke, andSouthKorean actress

Kim Tae-Ri. Theboldportraits were
photographedby David Sims.

Co-creativedirectorsMiuccia Pradaand

Raf Simonstold wWD exclusivelythat
“jewelryis part ofthe feminineidentity.
It is fascinating howjewels echo histories,

experiences,emotions– anideaofwho
thewoman isbehindeachpiece, a link to
her interior life. Theseareconsiderations
that canbe reflected in new pieces,aswell

asantique. Jewelry is aform of personal
adornmentembeddedwith meaning, deeply
connectedwith cultureandhumanity.”

Miuccia Pradahassucceededin
protectingher privacy over theyears,with
few personaldetailsemerging,apart from,
for example,her passionfor vintageand

antiquejewelry.

PradaandSimons addedthat “Prada has

alwayshadatradition of luxury, of creating
preciousthings– but also of examining
thattradition, questioningconvention.The

Pradafinejewelry collectionscontinueour
explorationofthis, investigatingreceived
notions,acceptedideasandproposing

approachto materials gold, gemstones,
diamonds with a radicalreconsideration

of the preciousat its core. For Prada,
jewelry is a differentvocabulary,a form of
language that canbeshifted.”

Prada’s first fine jewelry collection was
launched in 2022. t the time, Lorenzo

Bertelli, headof CSR,explainedthat the

line, calledEternal Gold, wasthe first one
madeby agloballuxury brandusing100

percentcertifiedrecycledgold. Thatwas
the lateststep in Prada’s commitmentto
sustainabilityandresponsiblepractices,
suchasthe shift to its recycled Re-Nylon
production.

GormanandHawke alsofronted the
campaignphotographedby Sims to launch

that first jewelry collection, togetherwith
Dutch-Korean-CanadianmusicianSomi

Jeon.
Each PradaFine JewelryCouleur

Vivante piecehasbeenrecordedonthe

Aura ConsortiumBlockchain platform,
throughwhich customerscanverify the
authenticityof their jewelryand accesskey

provenanceinformation on thegemstones
usedin eachdesign. In 2021,PradaGroup
andCompagnieFinancièreRichemont

joined LVMH MoëtHennessyLouis

Vuitton,which in 2019initiated the Aura
platform, promotingthe useof asingle
blockchainsolutionopen to all luxury
brandsworldwide.

The threeyoungtalentswho featurein
the CouleurVivante campaignarePrada

brandambassadors,appearingin previous
campaignsandwearingthe Italian labelon
the redcarpetandsocial events.Gormanis

the youngestinauguralpoetin U.S. history,
the first personto benamedNational
Youth PoetLaureateandanadvocate

for the environment,racial equalityand

genderjustice.
Hawke, the daughterof UmaThurman

andEthanHawke,gainedglobal fame
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of the Netflix drama“Stranger Things,”
andalso starredin, andcoproduced,her
father’s biographical film of Flannery

O'Connor, “Wildcat.”
Tae-Ri madeherdebutin the 2016

psychological thriller “The Handmaiden”

by Park Chan-wookand, mostrecently,
in 2023, shestarred in the SBS television
drama “Revenant” and in 2024 in tvN’s
historical musicaldrama,“Jeongnyeon:
The Star Is Born.”

AmandaGormanin

the PradaFine

JewelryCouleur
Vivante campaign.

Maya Hawke in
the campaign.
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Kim Tae-Ri inthe campaign.
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EXCLUSIVE

Cartier’s Latest
CampaignStarLeaps
On Landmarks'Screens

The panther madeits

debut on Monday at Tokyo’s
famousShibuyaCrossing
before taking a leap to

the580,000-square-foot

"Exosphere"outerLED

display ofLasVegas’
Sphereon Wednesday.

BY LILY TEMPLETON

PARIS– As summerwindsdown,Cartier
is roaringbackwith a new campaign
featuring its longest-standing ambassador

the panther.
Bu it’s notstately posesand the brand’s

namewrit large thatwill catchthe attention
in thevisuals capturedby London-based

Norwegian photographer and director Sùlve
Sundsbù.

Thespottedfeline madeits entranceon
Monday leaping across screensat Tokyo’s
famousShibuya Crossingbeforetakinga
leapto the 580,000-square-footscreenof

Las Vegas’ Sphere from Wednesday.

In Paris, it’s above the fountain on Place

Saint-Michel,a stone’sthrow from theNotre-

Dame cathedral,that thepanthermadeits

appearanceon Monday, although bringing it

tolife will requirescanningaQR code.
“We wantedto work on unexpected,

unprecedented formats,” Cartier’s chief

marketingofficer ArnaudCarrez told

WWD. “It’s really about surprise, about

unexpectednessandCartier is verymuch
aboutfinding itsownway, beingfree-

spirited, pioneeringsomeideas,[being]

playful and dynamic.”
Otherhigh-profileplacementsinclude

London’s Piccadilly Circus, aswell as
billboards onthe Pont-Neuf in Paris andat
theShanghaiExhibitionCenter.

Only portionsof itscursive signature
canbe glimpsed as the campaign’s star

padsacross thescreen.Likewisein still
versionsof the campaign,headedfor
billboardsandprint media,diptychsshow

thepanther in posesthatechothe shape
of magnified letters.

For Carrez, this is a “clever andnew” way
to highlight apairingthatstartedwhenthe
Panthèrebracelet-watch was introduced

motif...an emblem, asymbol, a collection as
well as sourceof inspiration.”

JeanneToussaint, Cartier’s legendary
creativedirector,wasalso famously
nicknamed“la panthère.”

“We like the idea to refocus, re-showcase

this emblematicbondandat thesame
time,whenyou seeapawora glanceof
the panther, [or] afew elements, [in] the

end it instantly evokesCartier bu it’s done

in asubtleway andunprecedentedway,”
Carrezsaid.

“You have peoplewho know Cartier and
they seeexactly thebondbetweenthetwo
and for peoplewho don’t know so much

aboutus, I think it will arousecuriosity,”
the executive continued.

Expressingeleganceandindividuality

as much as legacy is whatmadethe animal

win overchoicehuman ambassadors

like Zoe Saldaña, Blackpink’s Jisoo, and
Timothée Chalamet, to name bu a few.

Also striking is that there’s not a product
in sight– at leastnot in this initial campaign.

“We didnot wantto havebig products
in your face from the beginning,” Carrez
said. “This campaign, this brandstatement
is pretty muchthe startingpoint of anew
creative direction.”

Furthercampaignspursuetheideaof
the pantherencountering “creations and
sourcesof inspiration” for highjewelry

designs,its eponymous Panthèrecollections

or the Santoswatchfamily.

The campaign’s releasemarks the kickoff

of a “rich anddiverse” secondhalf for
theRichemont-ownedjeweler,headded.
There will bea raft of activations, the
launch of new products aswell asa “Cartier
Collection” exhibition in Rome, opening

in November. Its exhibition at London’s
Victoria & Albert Museum is alsoongoing.
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Cartier's new campaign

starsthe panther.
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"La beauté de toutes les femmes
m’inspire" : Sarah Burton signe une
première campagne féminine et plurielle
pour Givenchy

Dans ce premier chapitre mode inédit pour Givenchy, Sarah Burton dévoile une vision
intime qui redéfinit l’élégance contemporaine.

Pour sa première collection en tant que directrice artistique de Givenchy, Sarah Burton
dévoile une campagne automne-hiver 2025 qui affirme déjà les contours de son univers.
Héritière d’une sensibilité façonnée par son long passage chez McQueen, la créatrice
choisit ici de poser un regard personnel et profondément humain sur la maison
française. Loin des campagnes figées et hiératiques, elle privilégie la spontanéité, la
complicité et l’énergie partagée. "La beauté de toutes les femmes m’inspire, à
commencer par celle de mon équipe", explique-t-elle dans le communiqué de presse
officiel.

© Givenchy
Nyaduola Gabriel dans la campagne Givenchy automne-hiver 2025.
Givenchy automne-hiver 2025 : une vision collective de la féminité

Fidèle à cet esprit, elle a choisi d’intégrer ses collaboratrices de longue
date. Aux côtés des mannequins stars – Adut Akech, Vittoria Ceretti,

Kaia Gerber , Liu Wen, Eva Herzigova, Nyaduola Gabriel et Emeline Hoareau –
apparaissent ainsi la styliste Camilla Nickerson et la makeup artist Lucia Pieroni. Des
figures de l’ombre qui, pour une fois, passent devant l’objectif.
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© Givenchy
Vittoria Ceretti dans la campagne Givenchy automne-hiver 2025.

Photographe de la campagne, Collier Schorr apparaît, elle aussi, dans certaines images,
soulignant cette ouverture aux multiples visages de la création.

Tous droits de reproduction réservés

URL : http://grazia.fr/ 

PAYS : France 

TYPE : Web Grand Public 

JOURNALISTE : Chloé Maurin

25 août 2025 - 16:15 > Version en ligne

Page  47

https://www.grazia.fr/mode/news-mode/la-beaute-de-toutes-les-femmes-minspire-sarah-burton-signe-une-premiere-campagne-feminine-et-plurielle-pour-givenchy-1181605.html


© Givenchy
Lucia Pieroni dans la campagne Givenchy automne-hiver 2025.
Givenchy automne-hiver 2025 : spontanéité et complicité en images

Loin des poses figées, cette campagne inédite capture des rires, des conversations et
des gestes spontanés, donnant l’impression d’entrer dans les coulisses de la maison.
Cette ouverture illustre la vision d’une féminité multigénérationnelle et plurielle, où top
models de renommée internationale côtoient collaboratrices créatives, égéries de
différentes générations et origines. Un casting qui met en avant la diversité des visages
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et des parcours, loin d’une représentation uniforme de la mode.

© Givenchy
Kaia Gerber dans la campagne Givenchy automne-hiver 2025.

Plus qu’une simple mise en scène de silhouettes, Sarah Burton esquisse ici un
manifeste de sincérité et d’énergie collective. En célébrant la diversité et la complicité
entre femmes, elle insuffle un souffle nouveau à Givenchy, entre authenticité et
modernité.
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FashionScoops
Flying High
Tiffany & co. hasdebuted

a campaigncelebratingits

Bird ona Rockhigh and fine

jewelrycollection.
Nathalie Verdeille,

Tiffany's chief artistic officer,

continuesto reimagineJean

Schlumberger'spopular
motif from 1965 with two

newfine jewelry expressions
andtwo new highjewelry
suites.

“Reinventinaa leaendarv

design like Bird onaRock is

nosmall feat,” Verdeille said

of herwork. “We had to stay
trueto its spiritwhile giving
it acontemporaryspirit.”

The newvisualstap
Tiffany brandambassador
andactressZhangZiyi and
modelAbbyChampion,

settingthem in adreamlike

settingof cloudsandopen
skies,breathing life into
Verdeille's newdesigns.
Photographedby Carlijn
Jacobs,the campaign
includes a seriesof films
thatcelebrateboththe
heritageandevolutionof
Bird ona Rock.

Theseriesunfolds

acrossthreechapters:the
first explores the brand’s
ongoingfascinationwith
birdsandavianmotifs;

thesecondoffersapoetic

imagining of the moment
that inspired it all when

Schlumbergerencountered

arare bird andcreateda
design basedon it, and

thethird tracesthe ascent
of Bird on a Rockfrom a
broochto a Tiffany & Co.

signature.
Thetwo new highjewelry

suitespaytribute to one-

of-a-kind gemstones,one
anchoredby tanzaniteand

anotherby turquoise. “For
high jewelry, we studiedthe

bird's anatomy, replicating
each featherin gemstones
andpreciousmetal, layering
them for movementand

realism,” Verdeille said.

The fine jewelry

collectiondebutswith two

distinctexpressions:one

figural, the otherabstract.

The figural birdsarecrafted
in platinum and 18-karat

gold with gemstones–
appearingto perchupon
the wearer, The abstract
“Wings” motif captures
the essenceof flight with

sculpted,symbolic forms
that evoke avianmovement.

“For fine jewelry,we
embracedabstraction.The

wing becamea graphic

motif, repeated in visual

rhythm like birds in flight.
Our diamond-setting
techniquescreated
texturaldepth,muchlike

pointillism, whereeachgem
contributesto a greater

whole,” shesaid.

The new Bird ona Rock
collectionsdebutTuesday,
coincidingwith thelaunch

of the campaignacross
print anddigital channels.

–THOMAS WALLER

ZhangZiyi in the
Tiffany & Co. Bird on
theRock campaign.
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To the
Manor
Burberryis going fully

regal for its fall 2025

campaign,which was

shot at WoltertonHall, the
Palladian-stylecountry
housedesignedby Thomas
Ripley in Norfolk, England.

Someof the people
in the campaignhave
evenplayed in historical

dramas,including actor

RupertEverett,who has
beenin “The Madnessof

King George” and “A Royal

Night Out,” and Luther Ford,

who playedPrince Harryin

Netflix's “The Crown.”
Artist JenyHoworth

iS also featured in the
campaignalongside
modelsLina Zhang,Assa

Baradji, Tristan Watkins,

Leon Keenanand Iris

Lasnet,who madeher

Burberry runway debutin
the fall 2025 show.

The campaign is a nod

to WoltertonHall,which

inspired the brand's fall

2025show.
“We wantedto bring the

collection to life and to tell

the story behindall those
incredible textiles,” said
Daniel Lee, Burberry'schief
creativeofficer.

PhotographerSamRock

tookover WoltertonHall to
shootthecampaignfaces
aroundthelargecountry
house,from thedrawing
roomsandbedroomsto the
greenfields.

In one shot,Everett

is holding a duck,which

has becomea whimsical

Burberrymotif duringLee's

tenure.

But the mainstarsof

thefall campaignarethe
brand’s outerwearpieces,
suchasthe shredded
viscoseblendtrenchcoat
andcorduroyorembossed

leatherjackets.

"Burberry is abrand
that’s made for being on
the go, being in motion,
and in movement, outside
and in all different types
of weatherand terrain,”
Lee toldWWD at his fall

2025 show.

HIKMAT MOHAMMED

RupertEverett in

Burberry'sfall

2025campaign.
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TyroneLebonfirma
la campagnadi Alaïa
Alaïa firma un vero e proprio cortometraggio

d’autore. La summer-fall 25 (nellafoto), della
maison di Richemont segnaunpassoinedito.

Perla primavolta, infatti,le immaginidella cam-

pagna sonostatescattateinteramenteall’aper-
to, trale scogliere selvaggediCap Blanc-Nez
e CapGris-Nez, nel nord della Francia. È qui

che il fotografoTyrone Lebon, assiemeal regi-

sta FrankLebon eal direttorecreativodella grif-

fe, lostilistabel-
ga Pieter Mu-
lier, hadato vita

aunanarrazio-

ne visiva che
celebrail movi-

mento elapoe-

sia del tempo

sospesoattra-

veso le fotogra-

fie in biancoe
nero. (riprodu-

zione riservata)
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Studio54 Getsa Revival
FromValentinoBeauty
For onenight only, the beautybrandis reviving the cultural institution.

BY JAMES MANSO

Who said disco was dead?
Certainlynot ValentinoBeauty, who is

bringingback Studio54 for thenight of

Sept. 10. It marks the brand’s 2025 Born in
RomaRendez-VousIvory Collectionwhich,

accordingto the brand, soldout in oneday
duringa Sephoraapppreview.

“This placeis pretty mythical, fromthe
endof the ’70s andinto the ’80s, where

pop culturewascreated,”saidClaudia

Marcocci, Valentino Beauty’s global
president.“The idea was to not make

this a commercial event, it’s a cultural
event.This is in the originallandmark,
with everythingthat madethe original:
performances,andsomeof the iconic
elementsof Studio 54.”

Those coincidewith yet-to-be-named
“new talentscomingto the house,”
Marcoccisaid, “and oneof themwill join

us for Studio 54.”
Theidea for this specific revival,

Marcocci said, came from the brand’s own

DNA. “We’re inclusive by nature, but also
exclusive becausewe’re a luxury brand.

We don’ttakeourselvesvery seriously,
there’s always a momentto celebrate.

Studio54wasthe only placewe could

createa momentaroundthat.”
Marcoccialso notedthat consumersare

keepingin tune with newness,but through

a nostalgic lens. “There is a generationof

peoplethat areall fascinatedby thingsthat
don’t exist anymore,” she said. “Valentino
himselfwasthereandpart of the group
thatmadeStudio54 famous.

“Everybody can doadvertising, bu
I think whenyou havea brandthathas

beenculturally relevantfor 70 yearsnow,
this is part oftelling stories,bringing

peopleback,andwe own thatnostalgia,"
Marcoccicontinued.

Theactivationcomesat atime of growth
for Valentino Beauty which, Marcocci said,
would be15 timeslargerby salesvolume
than when L’Oréal first acquired the

license in 2018. “We havetheleadership
on female fragrances for almost a year, we
have double-digitgrowth in all the major

Europeanmarkets,” shesaid. “That’s
mostly ledbyfragrances,withmakeupwe

are justgetting started.”
That traction,Marcocci said,comes

from thebrandhitting the sweetspot
betweendesirability andaccessibility. “‘We
dothingsourown way. There’s amix of

grace and intrigue, and it’s not a flat brand.

Peopletend to believe somethingcannot
be exclusive and inclusive, and we’ve
shownwith Born in Roma that we could be
both.That’s exactlywhat Studio 54 usedto
standfor.”

Thoughher considerationsfor the revival

aremorequalitative than quantitative
buildingout the spacehastakenthebrand
weeks shealsothinks thatis where

marketing is going. “I alwaysbelieve that
the biggestmarket is the world ofmake-

believe. Peoplewantauthenticity,brands

that standfor somethingandbrandsthat
havestood for a long time,” shesaid.

With thelimited editionsof the
fragrance,sheanticipatesthosebrand
fanaticsto collectthem,andto also benefit
from holiday gifting.
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Valentino Born in

Roma2025

Rendez-Vous

IvoryCollection.

Tous droits de reproduction réservés

PAYS : États-unis 
PAGE(S) : 11

SURFACE : 26 %

PERIODICITE : Hebdomadaire

DIFFUSION : (61000)

JOURNALISTE : By James Manso

2 septembre 2025 - N°nc

Page  54



CONJONCTURE - TENDANCES



(1/4)  CONJONCTURE - TENDANCES

MEN’S

MENTALITIES

Will theLooserTailored
SilhouetteTakeHold in Men’s?

Upscaleretailersoverseas

areembracingthe
changewhile U.S. storesare

moving more slowly.
BY JEAN E. PALMIERI AND

RHONDA RICHFORD

The skinny suit is out anda looserfit is

makingits return. Thatwasthe message
on the menswear runways for fall £25, bu
will guys embracethenew silhouette?

Maybeyes,maybeno,dependingon
wherethestoresare locatedandthe
customerdemographics.Here, retailers
in theU.S.and overseasweigh in on the
viability of the newrelaxedtailoringtrend.

DanFarrington
general merchandise manager,
men’s, Mitchells Stores:

“We areevolving slowly with fits. Our

corecustomeris not high fashionsothe

industry is aheadof themonpace. We will

haveoptionsin looserfits acrosscategories
andseveralvendorswhichwill bemore
than last fall; however, it’s still asmall

percentage.I think it’s a good thing as
skinnywent too far in somecases.When

weget back late ‘80s/early ‘90s modelswe
will know we’ve gone too far again.”

Alice Feillard
director ofmen’sbuying, GaleriesLafayette:
“Soft tailoring is a key long-term trend,

settingitself durably in men’s wardrobes.

Jacketsarebecomingmore fluid and

unlined, while pleatedtrousersarelooser.
Theoverall men’s silhouette is more
refinedyet softer,from cocoOn coats to
softleatherslippersand loafers.This trend

is quite commercial, soour customers are

alreadyinvestingin thesepiecesthatare
easyto match.This softnesswill continue
into the nextsummercollections.”

BrucePask
senior director, men’sfashion,
SaksFifth AvenueandNeimanMarcus:

“We havebeenseeing looser, more

voluminousmenswearproportionson
the runwayandin collectionsfor quite
a few seasonsnow, both in tailoringas
well asin sportswearsilhouettes from

fuller trousersanddenim aswell as shorts.
The wider-legged, more fluid ‘fashion’
pantwasthe first wardrobepieceseenon
the runwayto trigger this movetoward
volumein themenswearwardrobe,and
will likelybe themosteasilyembraced.

We havealreadyseenthisgainingtraction
with early adonters andI expectthis to
continueto expandin scope.

“Menswear developmenthashistorically
movedin aratherincrementalway; a
gradualprocessfrom stagesof customer
awarenessandobservationto adaptation.

Quite literally, it takestimefor the eye to

adjustandacclimateto thesesilhouette

changes. I remembermorethan20years
ago whenThom Browne’s shrunken suits

first hit the sceneandwereseenby many
as extreme.Cut to the ubiquitoustrim,
tight, croppedpants thathavedominated

the men’s marketfor years now. I expect

a muchshorter timelinefor the embrace
of fuller, fluid proportionsgiventhe easy
accessto theinformation andinfluence
of social media.Wehavealreadyseenthe
embraceof theseproportions in street-

style imagesandredcarpet looks from all

over the world. Themarket andcustomer
feel ready for this – there is adesirefor

easeand fluidity.

“In the casual tailoredworld, we saw

a real developmentin ‘set dressing:’
versatile,softly tailoredjackets,short zip
jacketsandblousonspairedwith trousers
inmatchingfabricsfor a new, relaxedtake

on thetraditionalsuit. Thisseemslike a
nice,wearableextensionof the shirtjacket
that hasbeenwidelyembraced.”

JooWoo
senior vice president,

brandpartnershipsandbuying, men’s,
SaksFifth AvenueandNeimanMarcus:
“We are seeingsignals of customerinterest

in morerelaxed, loose-fitting suiting
silhouettes. It’s a direction that’s gaining
momentumin the market.We believein

the evolutionof thissilhouetteand
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andwe expectto seecontinuedgrowthas
customersgrowmore comfortablewith
theaesthetic.”
Young-SuKim
vicepresident,divisionalmerchandise

manager, men’s,Bergdorf Goodman:

“We have seen early successwith looser

suitingsilhouettesin menswearover the

pasttwo seasons,andwe have increased

our investmentfor fall. After reviewing
thespring 2026 collectionsthispastJune,
it’s clear that the shift toward this trendis

showingno signs of slowing down.
“In recentseasons,we’ve observed a

broaderrangeof relaxedtailoringoptions
from ouIr brandpartners,drivenby a
growinginterestin suitsandsuit separates
amongour customers.This trend is not
justaboutfit and proportion; it’s alsoabout
fabricanddrape.Themovementtoward

softer,more effortless fabrics reflects a
modernapproachto dressing.Brioni is a

greatexampleof thisapproach.Thesoft,
less constructedshoulder,ahallmarkfor
sometimenow of Neapolitantailoring
from brandslike Kiton andCesareAttolini,
is increasinglybeingadoptedby labels such

asTheRow, SaintLaurent,Lemaireand
Fearof God, further solidifying that relaxed
tailoring is here to stay.”

JulieEhrmann
general merchandisedirector, men’s ready-

to-wear, accessories,shoes,Printemps:
“At L’Endroit (Printemps’ men’s designer

section), we’re already seeing the shift.
Clients aregravitatingtowardscleaner,

more elevatedtailoring– whetherin full

suitsor styled down with denim while

still cravingthatdistinctive twist. FromAnn

Demeulemeester’savant-garde cuts and
Sonia Carrasco’sdeconstructedtailoring
to Casablanca’sbold ’80s silhouettes and

Willy Chavarria’sexaggerated proportions,

tailoring remains in our DNA. For fall/
winter ‘25, themood is lessstreetwear,

morefashion-forward: exceptionalfabrics,
refined construction,andstatementdetails.

“The momentumis here,driven by fresh
arrivalsthis seasonsuchasAlainpaul,
2025 LVMH Prize semi-finalist; Calvin Klein

défilé; Moschino underAdrian Appiolaza,
andOmar Afridi’s ultra-modern vision.

Looser silhouettes aren’t just coming

they’re landing.”

DanLeppo
seniorvicepresidentandgeneral
merchandisemanager, men’s, Macy’s:
“We’ve noticed the trend towardwider pant

legs,especially thosethataremoreathletic

in thethigh andstraight from theknee.We
have introduced

from flat-front taperedlegs. Jacketsremain

largely unchanged,exceptfor sportswear
where oversized, ’80s-inspired silhouettes

from Armanior DonnaKaran,or Lemaire

are gaining traction.

“We are happywith the currentmix

in ourassortment.Our teamcontinues

to refinefits that resonatemostwith

customerswho arelooking for amore
progressivesilhouette,andwe arealways

closelymonitoring markettrendsasthey

develop.Wehave anincredibletrend and

forecastingteamthat we work closely
with to stay up to dateon evolving trends
andfashion.Webelievethetrend will

continueto gain momentum.Weexpect
to seebroaderappealparticularlyin pants
– wherereimaginedpleatsandfabrics

with greatdrapethat createfluid lines can
givecustomersa fresh, compelling reason
tobuy.”

JosephTang
fashiondirector, HoltRenfrew:
“We’ve seena gradual move toward looser,

morerelaxedsilhouettes in men’s fashion,

especiallyin denim.Brandslike Frame

andCitizens ofHumanity areleadingthe

waywith relaxedandstraight-legfits. In
tailoredsportswear,theoverallaesthetic
remains polished, bu there’s anoticeable
shift toward fluidity in trousersand

jackets.Structureis giving way to ease,and

it’s resonating.Webelievethis trendwill

continue,especially if it’s styledwithin a
cleanandintention manner.”

JohnTighe
chief executiveofficer, Tailored Brands:

“We’re testingloosersuits and the results
dependonthebanner.At K&G, we sell

looser silhouettes and they’re performing
well. But we’re testing looser suits and

pleats at Jos.A. Bank and Men’s Wearhouse
andthey haven’tshownmuchsuccess.At

K&G, we havemoreof a fashion customer,
bu it takesafew years for atrendto
becomemainstream.Lookat skinnyjeans
andhow longthosetook to beginselling.
But we think it’s coming and we’ll continue
to test.”

Isla Lynch
buying director, Ssense:

“We’vebeenselling a wider leg shape
for several seasonsnow throughbrands
like Lemaire,AuraleeandThe Row.For

us, it’s a silhouette thatstyleseffortlessly
with a T-shirt, leatherjacketandbelt for

acasualyet polishedlook.Lookingahead

to spring/summer‘26, and despite the

‘hygiene’ debates,it also pairs with ease

with a simple flip-flop.”
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Lemaire

Alainpaul

Willy Chavarria
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Calvin Klein
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How to Get Ahead in Fashion's Stagnant

Job Market

Tariffs, AI fears and shaky economics have slowed hiring but there are ways talent

and brands can find opportunity in the standstill.

By SheenaButler-Young

The US retail labour market is unusually steady - companies wary of tariffs andeconomic uncertainty

aren't cutting deeply, but they're not hiring aggressively either.

For top executives, stability offers the time needed to implement and prove out strategiesbut for mid-

level talent, it often means stalled mobility.

Opportunities are emerging in adjacent sectors, where retail skills in customer service and

merchandising are increasingly prized in industries like hospitality, sports and entertainment.

A few days ago, Paula Reid, an executive coach and president of the talent search firm Reid & Co.,

askeda top retail executive whether he was happy in his current role.

His response: "This feels like a safeplace to hide out during this moment of uncertainty," Reid recalled.

For Reid, his comment spoketo acollective malaise that has taken hold in the retail industry. Employees

are unwilling to take risks with their careers, and equally cautious employers are content for their

corporate staff to tread water.

The retail labour market is remarkably stable in the US. While some companies, including Estée Lauder

and Nike, have announced layoffs, unemployment in the sector stood at 4.4 percent in July, lower than

at the sametime last year. But though companies aren't cutting their workforces, they aren't doing much

hiring either. The overall economy added a net 106,000 jobs between May and July, by far the slowest

three-month stretch since the pandemic. Takentogether, the data speaksto akind of economic purgatory

for companies and workers.

At its best, fashion's current holding pattern canbe read as a natural correction - areset after years of

churn ranging from creative director roles at big European conglomerates to over-hiring and inflated

compensation packages at the corporate level immediately after the pandemic, to the rapid team

expansion in beauty asthe sector surged.

At its worst, stagnation - driven by tariff pressures, economic uncertainty, geopolitical tensions and

even fears about AI's impact on work - risks stifling innovation and choking the flow of talent when
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the industry can least afford it. How brands andemployees respond now could shapefashion's growth,

creativity and ability to attract top performers for yearsto come.

But unpredictability doesn't have to mean paralysis.

"There's not a lot of mobility ... and hiring plans seem a bit more defensive than [focused] around

innovation, " said Lauren Lotka, founder andCEO of executive searchfirm andtalent consultancy Lotka

& Co. "But ... we can only sit tight for so long. The market doesn't reward us for that."

Change at the Top

One reason there's so little movement now is because there was so much movement before. The

immediate aftermath of the pandemic brought almost unprecedentedturnover in retail - at the start of

2023, The Gap, VF Corp, The RealRealand Kohl's were all simultaneously without CEOs. In luxury,

Dior, Celine and Chanel all named new creative directors in the past year.

Some fashion firms standto benefit by keeping leaders in place long enough for strategiesto take root,

said Lisa Yae, managing partner of the retail and luxury goods practice at CAA Executive Search.

"There was a moment from 2020 to '22 where people were moving at the very senior level in 12- and

16-month turns, and you start to question, 'how much are you really able to accomplish in that time

period?'" shesaid.

Traditionally, a new leader's first year is for assessing and learning the business, the second for

implementing strategy, and the third for iteration. Themost challenging work often comesin yearsfour

and five - figuring out what's working, what's not, and adapting. Many leaders were exiting before

they could show they're worth their salt, Yaesaid.

Below the C-suite, the opposite can be true: volatility sometimes opens doors. For talent at the director

or VP level, where bottlenecks often stall mobility, disruption can be prime time to leap - whether by

moving to another brand or advancing internally under leaders willing to make space for their growth.

"Anytime you have upheaval like that, there's also opportunity," Reid said. "It creates the chance to

reinvent yourself ... or to see clearly where the weaknesses in your business are and use it as an

opportunity to shore up or restructure."

How to Make the Uncertainty Work for You

In the near term, sourcesof uncertainty - from tariffs (companies from Crocs to Claire's have recently

taken sizable revenue hits due to the Trump administration's new duties, with the latter filing

bankruptcy) to AI and broader economic volatility - aren't likely to go away. For some, staying put

makes sense.But there are also pockets of opportunity.

In the months ahead, fashion retailers are likely to ramp up hiring - first for the holiday seasonand

temporary roles, then more meaningfully as 2026 budgets open (though this could also coincide with

somelayoffs or exits). Experts sayretail talent with customer service and merchandising backgrounds

is increasingly in demand in adjacentsectors like hospitality, sportsand entertainment.

"There's real interest in that consumer-luxury background in certain sectors," Yaesaid. "You have alot

of industries [like sports] trying to create or increase revenue streams in product and merchandise

categories."

For talent feeling restless or worried about stagnation (even if the broader job market is), the smartest

moves are measuredones - grounded in researchabout where the next big opportunities actually are,

Yaesaid.
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"For any candidate that has historically been within a fashion organisation and is really struggling to see

how they could make a move into another sector, [I say] 'get curious or go crazy,'" Lotka said.

If candidates make it to the interview stage in this climate, they should be prepared to ask the questions

that reveal whether they're joining a sinking ship or one ready to thrive on the high seas.

"As ajob seeker, you have to be an educated consumer," Reid said. "You need to ask the questions of a

leader that you're going to work for, like 'how are you navigating the headwinds? What are the biggest

challenges? What is your plan?'"
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Crise de la mode et du luxe: NellyRodi
présentera son étude “Fashion Reset” en
octobre
Publié le
1 septembre 2025

Pour décrypter les bouleversements que vit l’industrie de la mode et du luxe, l'agence de
conseil NellyRodi organisera une matinée d'analyse le mardi 14 octobre, de 9h à 11h, au
9, rue Cadet, Hôtel Cromot du Bourg (Paris IXe). Cet événement, programmé juste
après les Fashion Weeks de septembre, présentera en avant-première l'étude "Fashion
Reset".

NellyRodi présentera son étude sur le renouveau de la mode, "Fashion Reset", le 14
octobre prochain - NellyRodi

L'industrie de la mode et du luxe traverse une période de mutations sans précédent. En
2025, plus d'une quinzaine de maisons ont procédé à un changement de direction
artistique, aboutissant au plus important mercato de l’industrie de la mode depuis 1997.
En réalité, il est organisé pour pallier la crise d’un secteur en difficulté: les chiffres
d'affaires des grands groupes affichent une baisse généralisée.

Cette situation inédite est due à une réticence de la part des consommateurs face à
l’acte d’achat, qui questionnent l'inflation galopante des prix, l'obsession du spectacle et
le rythme effréné des opérations commerciales qui caractérisent désormais le secteur.

L’étude “Fashion Reset” proposera un diagnostic du marché actuel, en identifiant ses
dysfonctionnements et ses facteurs de résilience. Elle analysera le paysage créatif
émergent et décryptera les aspirations inédites des clients pour la mode de demain.
“Fashion Reset” présentera trois scénarios innovants pour sortir de la crise: nouvelles
propositions de valeur, modèles économiques repensés, expériences clients réinventées
et stratégies créatives adaptées aux enjeux contemporains.

Les inscriptions sont disponibles ici, au prix de 300 euros la place en présentiel ou en
visioconférence.
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La formula che fa volare l’e-commerce:
tanta AI ma invisibile

ServizioContenuto basato su fatti, osservati e verificati dal reporter in modo diretto o
riportati da fonti verificate e attendibili.Scopri di piùModa lei e lui Incontro con Michael
Kliger, il ceo di Mytheresa, che spiega come la tecnologia debba semplificare la vita e
puntare sulla velocità di «poter fare acquisti nel tempo d’attesa di un semaforo rosso».

di Barbara Sgarzi

1 settembre 2025

Esperienze uniche. Emozioni da ricordare. Secondo Michael Kliger, il ceo di Mytheresa,
il lusso ha sempre meno a che fare con gli oggetti che possediamo e sempre più con le
sensazioni e i momenti che può regalare. Look smart casual, occhiali dalla montatura
nera, Klinger dal 2015 è alla guida della piattaforma che ha rivoluzionato lo shopping
online, nata nel 1987 con una boutique a Monaco, sul web nel 2006 e quotata in Borsa
dal 2021. Lo intervistiamo mentre è in partenza verso uno dei tanti eventi che il colosso
luxury organizza per i top client in tutto il mondo. È una delle caratteristiche che fanno la
differenza tra Mytheresa e altri shop simili, forse responsabile, almeno in parte, di quel
più 17,9 per cento nel valore lordo delle vendite proprio per i top client e più 8,8 nella
media del valore degli ordini, con una customer satisfaction dell’86 per cento. Il tutto in
un periodo non facile per il lusso. «Dopo l’esplosione del momento post-pandemico, il
settore ha accusato le difficoltà economiche di uno dei clienti più importanti, la Cina, che
ha rallentato», spiega. «Ma il punto più basso è già alle spalle, ne sono certo: la
domanda sta risalendo. Quanto e quanto rapidamente non so dire, ma la tendenza si è
invertita», assicura forte anche della recente acquisizione di Yoox Net-A-Porter. Il
gruppo, dal nuovo nome di LuxExperience, riunisce oggi sotto lo stesso tetto Mytheresa,
Net-à-Porter, Mr Porter, Yoox e The Outnet, per un valore complessivo stimato di quasi
tre miliardi di euro. L’operazione, chiusa ad aprile 2025, ha portato alla nascita di una
nuova holding quotata al NYSE con il simbolo LUXE. «L’obiettivo è creare uno dei player
globali più forti del lusso digitale, ottimizzando sinergie operative e tecnologiche,
mantenendo però l’identità distinta dei vari brand». Nonostante la fusione, infatti, l’idea è
di conservare linee di prodotto distinte, dedicate a target diversi. Mytheresa conta oltre
250 brand e si concentra su clienti di alta gamma; Net-à Porter e Mr Porter ne
propongono oltre 700, con un focus più orientato alle tendenze. Kliger traccia il percorso
a medio termine dell’azienda, partendo proprio dalle caratteristiche “money can’t buy
experience” e dell’importanza di costruire momenti unici che facciano sentire gli utenti
parte di un club esclusivo. Parliamo di un piccolo gruppo di happy few, il 3,5 per cento di
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chi fa acquisti su Mytheresa, che contano per il 38,5 per cento dei profitti e godono di
attenzioni speciali: personal shopper, collezioni da vedere e acquistare prima di tutti gli
altri, consegne più rapide, e-mail prioritarie. Gli ultimi lanci in anteprima e capsule
collection hanno i marchi di Loewe, Etro, Balenciaga, Manolo Blahnik, Saint Laurent,
Bottega Veneta, Tod’s, mentre la collaborazione con Prada si è rafforzata con i diritti
globali di distribuzione estesi agli Stati Uniti. Un mondo a sé, che parla il linguaggio
globale del lusso e va ben oltre l’ultima it-bag: «Le persone oggi tendono a spendere
meno nei soliti prodotti, cercano un’esperienza a tutto tondo e un legame con il brand e
le persone che lo incarnano. Fino a qualche anno fa, c’era la corsa all’oggetto iconico, il
lusso si doveva possedere. Oggi lo si vuole vivere. Per questo leghiamo ad abiti e
accessori momenti speciali da passare insieme: l’incontro con il designer, una cena
speciale, la visita a un laboratorio artigiano». Questa tendenza ha contagiato anche la
Cina, che, fino a poco tempo, era più concentrata sull’acquisto di beni materiali e che
oggi potrebbe, invece, fare da volano a paesi ricchi di storia, di arte e storytelling.
«Questa voglia di uscire, vedere, sperimentare, è evidente nel mondo dell’hospitality, il
vero campo di gioco del lusso oggi. È in quella direzione che i brand devono andare:
legare i prodotti a un viaggio, a un momento specifico, a qualcosa che si possa vivere,
sentire, toccare con mano e ricordare. Le occasioni di arricchire il racconto di un marchio
legandolo alla ricchezza del territorio sono infinite. Gucci e Firenze. Della Valle e il
Colosseo».

Da un pranzo a Portofino nella villa di Dolce e Gabbana all’après-ski ad Aspen o un
weekend all’Oasi Zegna, questo è il tipo di progetti a tutto tondo che i top spender si
aspettano a corollario di uno shopping di alta qualità. Lontano dal glitter digitale degli
influencer: «Non sono momenti creati per finire nel flusso dei social media, ma occasioni
private da assaporare nella vita reale, fra persone che condividono gli stessi interessi e
valori». Gli influencer esistono anche nel mondo di Mytheresa, certo, ma i criteri per
selezionarli non sono quelli dei milioni di follower: «Sono scelti in modo mirato, devono
essere coerenti con la narrazione del brand e con il tipo di evento, e possibilmente già
brand ambassador del marchio», spiega.

Il gruppo oggi è un caleidoscopio presente in 130 Paesi. Il maggiore mercato in
espansione sono gli Stati Uniti (oltre il 20 per cento), mentre l’Europa rappresenta il 50
per cento, l’Asia-Pacifico e il resto del mondo il 25. È interessante osservare le diverse
fasce di età, che cambiano in base alla geografia: più giovani in Asia, più âgé in Europa,
mentre la maggioranza si attesta globalmente tra i 30 e i 50 anni, ma con più similitudini
che differenze nelle abitudini di acquisto e nelle scelte dei marchi. Oltre che nel modo in
cui guardano alla sostenibilità. «Parliamo di una nicchia di persone che hanno soldi,
amano spenderli e solitamente hanno poco tempo. Non sono interessate ai tecnicismi
dei metodi di produzione, non sono scienziati. Vogliono essere certi che ciò che
indossano non abbia un impatto negativo sull’ecosistema, ma puntano più alla credibilità
del brand e quindi alla fiducia nella sua serietà più che sul controllo dei dettagli. Per
questo anche la comunicazione su queste tematiche dev’essere emozionale, non
razionale e tecnica», spiega. Una comunicazione che, in digitale, passa ancora e
soprattutto attraverso Instagram, in modo coerente con l’età media dei clienti. Sulla Gen
Z, il cui coinvolgimento resta una priorità, Klinger ha idee precise: «I bisogni di fondo,
anche per i giovani, sono emozionarsi, sentirsi bene. Con la differenza che per le nuove
generazioni è fondamentale sentirsi parte di una tribù. Per questo bisogna comunicare
non tanto un messaggio diverso, ma su canali e piattaforme diverse».

La tecnologia è fondamentale. «Anche se vale lo stesso discorso fatto per la
sostenibilità: ci dev’essere e deve funzionare perfettamente, ma non si deve vedere.
Resta sullo sfondo, non è mai invadente, è a servizio del cliente nel presentare il
prodotto perfetto al momento giusto. L’intelligenza artificiale ci aiuta a migliorare testi e
immagini, ma la chiave deve restare la semplicità d’uso: chi acquista online, lo fa per
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risparmiare tempo. Spesso ci dicono che il nostro sito è talmente facile e immediato che
riescono a fare acquisti nel tempo d’attesa di un semaforo rosso. Vogliamo rimanere
così». Per quanto riguarda le innovazioni tecnologiche, il mercato cinese ha un focus
specifico. Dopo una sperimentazione di shopping immersivo con Apple Vision, l’ultima
novità è il lancio di WeChat Mini Program, che offre agli utenti utilizzatori del Whatsapp
cinese un’esperienza di acquisto fluida e semplice, con accesso immediato a oltre 180
marchi.

Prima del volo che lo porterà a Venezia c’è tempo per un’ultima domanda. Gli chiediamo
che cos’è davvero il lusso per chi guida una piattaforma fashion globale e passa da un
evento all’altro, fotografato a fianco di stilisti, imprenditori e i più grandi nomi del settore.
«Banale, ma vero: il tempo. Anche per non fare nulla. Il pensiero di passare qualche ora
seduto sul divano, senza impegni, è quasi un sogno». C’era da aspettarselo, il lusso non
è un oggetto.
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