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BUSINESS

HSBC: Luxury Sector
ShouldTurn aCornerin H2

EquityanalystErwan

Rambourgsaid “it’s time to be a

bit more positive” ashe expects
second-halfsalesto pick up
slightly anddecent,profitable

growth to resumein 2026.
BY MILES SOCHA
HSBC thinks “its timeto be abit more
positive onthe luxury sector” after ayear
of pain, much of it self-inflicted.

So saida newreport issuedTuesday
by luxury analystErwanRambourg,who

expectssalesin the secondhalf of 2025

to pick up slightly “and 2026to revert to
decent,profitablegrowth.”

Thebank is forecastingsalesto

be up 2.9percent on averagein the
secondhalfas soft luxury brandsstart
to find solutions aftersuffering “from
greedflationand alack of creativity,”
accordingto the report, no doubt

alludingto thedesignerchanges
currently under wayat Gucci, Dior,

Chanel,Balenciagaandahost of other
Europeanbrands.

Louis Vuitton’s introduction of

lipsticks andmakeupgota shout-outas

“re-awakened creativity at more palatable

pricepoints.”
“We believe the Chinesecluster should

startto turn thecorner in termsof luxury
demand,”Rambourgwrote in thereport.
“And althoughwe acknowledgethat there
areshort-termhurdlesfor the American
cluster (inflationary pressures,atough
basis of comparisonas we lap last year’s
post-electionbump),we do not foreseea

dire scenario there.”
HSBC alsoupgradedLVMH Moët

HennessyLouis Vuitton andKering to
buyfrom hold, anddowngradedHermès

Internationalto holdfrombuy.

While Rambourghasdoubtsthat Louis

Vuitton can growat or abovemidsingle
digits in the long term, “we believe in

Dior’s rebound,think cost containment

will gosomewaytoward defendingthe
margin,and also seemanyopportunities
for the LVMH groupto simplify its
structure.”

JonathanAnderson,Dior’s new creative
director, hasalreadyunveiledhis first
men’s collection to strongacclaim, and
is dressingcelebritiesin hautecouture

at the Venice Film Festival to mixed

receptions.
As for Kering, its newchiefexecutive

officer Luca deMeo, who officially arrives

on Sept. 15 after a lifelong career in the
automobileindustry,will beTeflon-coated

for criticism in the first threeto four

quartersof his tenure, “andwe think the

likely changesintroducedwill lower the

risk” onshares.
HSBC said Hermès remains“a much

betterbusinessthanthe restof our

coverage,” howeverthe bankdoes notsee
salesacceleratingmuchin the secondhalf.
(Revenues in thefirst half rose8 percent.)

Rambourgnoted his forecastof

“sequential improvement” is also

supportedby “a less punishingbasisof

comparisoninJapan,” afavorable basis
of comparisonin Europeafter theParis

Olympic Gamesin 2024 boostedspending
anda recoveryin U.S. equitymarketsafter
the panicselloff in earlyApril.
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LouisVuitton
lipsticks.
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European Luxury Stocks Rally, Fueled by LVMH and

Kering Upgrades
(Bloomberg) -- European luxury stocks got a boost on Tuesday after HSBC Holdings Plc upgraded sector

heavyweights LVMH and Kering SA on the expectation of a Chinese consumer comeback.

Analysts led by Erwan Rambourg raised both stocks to buy from hold, saying both companies could see sales

revive for the remainder of this year and “revert to decent, profitable growth” in 2026.

“Although American consumers face short-term hurdles in the fourth quarter, we think Chinese consumers are

bound to become more engaged, and both should contribute to better growth next year,” the analysts wrote.

LVMH rose as much as 4% in Paris trading, while Gucci-owner Kering climbed as much as 4.6%. A Goldman

Sachs Group Inc. basket of luxury-goods stocks gained as much as 2.4%, but is still more than 20% below

February’s record high, weighed down mainly by slowing Chinese demand.

For LVMH, the HSBC analysts see opportunities for the Louis Vuitton owner to simplify its cost structure and

achieve higher long-term margins. They envisage risks around Kering shares reducing under the leadership of new

Chief Executive Officer Luca de Meo.

Optimism over an improving outlook in China also lifted shares of competitors such as Swatch Group AG,

Brunello Cucinelli SpA and Richemont on Tuesday. Yet peer Hermes International SCA missed out, falling as

much as 1.2% after HSBC downgraded the stock to hold from buy.

The analysts don’t see sales growth at the maker of Birkin bags accelerating for the remainder of the year,

although they view Hermes “as a much better business than the rest of our coverage.”

--With assistance from Gary Parkinson.

More stories like this are available on bloomberg.com

©2025 Bloomberg L.P.
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Why the world fell out of love with luxury
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Bottega
In London
Takea scroll throughsocial

mediaandit's evident

that BottegaVeneta is still

everywhere.
The Italian luxury brand

soft launchedwhat to

expectaheadof creative
directorLouise Trotter's
debutin Septemberonthe
red carpetof the Venice

Film Festival with the likes
of brandambassador
JacobElordi, in a head-

to-toe white number, and

Luxembourgish-German
actorVicky Krieps in a
blacksculpturaldresswith
leather trimmings.

Therearemoreclues,

startingwith Bottega
Veneta'sLaTavola pop-up
at Harrodsrunning until

Sept.28.

The brandhas takenover

theexhibitionwindows at

the departmentstore in

Knightsbridgeto celebrate
50yearsof its signature
leather weave,Intrecciato.

True to BottegaVeneta
fashion, the interiors of

the pop-up havebeen

inspiredby the worktables
of the Montebelloateliers

with splashesof materials

including Italian wood,

suppleleather, concrete

andsoft leatherIntrecciato
seating.The walls are
decoratedwith images
from the brand's“Craft Is

Our Language” campaign
shotby Jack Davison.

The brand is maximizing
its Intrecciatotechnique
with anexclusive capsule
collectionof accessories
andready-to-wear piecesin
emeraldgreenandBarolo,

awine-like red.

BottegaVeneta'snew
fragrancecollection,

Mezzanotte,will also
make its debutat Harrods
with threenewscents:
Goodmorning Midnight,
Almost Dawn andHinoki.

“The pop-up spaceiS

really anexpressionof this
timelesscraft ” said Leo

Rongone, chiefexecutive

officer of BottegaVeneta, in

aninterview. "Harrods,with

its own globalreputationfor

luxury andits far-reaching

appealto London locals
and visitors alike,is an ideal

home.”
Rongonereiteratedthat

as a brandwithout a logo,
the Intrecciatohasbecome

the symbol of Bottega
Venetaandits drive for

craftsmanship.
“The 50th anniversary

of the Intrecciatois really

a double milestone – as
we’re also inaugurating a
newcreativechapterunder

Louise Trotter,honoring

the craft's remarkable

heritageand ushering in

newinterpretationsunder

Louise's creative direction,”
hesaid.

BottegaVeneta hasn’t
stoppedpressingthe gas
pedal.

On Tuesdaymorning,
coincidingwith theHarrods

pop-up, the brand released
its Campanatotecampaign
with brandambassador
JulianneMoore andmodel

Vittoria Ceretti in the
secondinstallmentof the
“Craft Is Our Language”
campaignseries. H.M.
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BottegaVeneta’s
La Tavola pop-up

atHarrods.
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September2, 2025

Bottega Veneta

| theimpression.com/bottega-veneta-campana-fall-2025-ad-campaign-review

TheImpressionTeam

Review of Bottega Veneta 'Campana' Fall 2025 Ad Campaign by Creative Director of

Agency Untitled Project with Photographer Jack Davison with models Julianne Moore,

Terrance Lau, Vicky Krieps, Dave Freem, & Lauren Hutton

Bottega Veneta's Fall 2025 campaign arrives with elegant resolve, threading the final line

in a three-month visual dialogue that has subtly prepared the stage for a new chapter

under incoming Creative Director Louis Trotter. Anchored by the introduction of the

Campana bag - a reimagined 2004 archival silhouette - the campaign distills the house's

codes of movement, materiality, and artisanal clarity with both graphic restraint and

emotional nuance.

Photographed and directed by Jack Davison, the campaign is part of the brand's ongoing

"Craft is our Language" series, which for Fall includes a cross-generational, multicultural

cast of icons and creators: Julianne Moore, Tyler Okonma (aka Tyler, the Creator), Vittoria

Ceretti, Dave Free, Guo Jing Jing, Marcantonio Brandolini, Ritsue Mishima, and Yo Yang.

Each is captured in quiet gestures and minimalist portraits, underscoring Bottega

Veneta's belief in subtlety over spectacle. The focus isn't on transformation-it's on

tactility, proximity, and presence.

The Campana tote is the campaign's visual and conceptual centerpiece: supple,

sculptural, and soft-spoken in its luxury. Available in two sizes and rendered in smooth or

Intrecciato leather, the bag features a new 15mm fettucce weave that heightens both
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pliability and texture. By leaving the bag unlined, the house invites the wearer into a full

appreciation of its construction-an intimate exposure of interior and exterior alike.
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Watch Video At:

BOTTEGA VENETA

https://youtu.be/AaPn7j3Dz1g

This unspoken duality is a recurring motif. Whether it's Julianne Moore's poised stillness,

Vittoria Ceretti's lyrical gestures, or Ritsue Mishima's quiet astonishment, each subject

conveys something between pause and procession. Davison's lens and Paul Olivennes'

art direction further this language with studied compositions that alternate between

human intimacy and material expression: a face mirrored by hands, a tote poised in

suspension, a weave that becomes a topography.

Choreographed moments-credited to Lenio Kaklea-weave gently into the campaign's

rhythm, echoed in images of intertwined fingers, crossed hands, and framing gestures

that speak to a kind of silent communication. There's a cerebral poetry at play here, one

that favors slowness and sincerity over digital flash.

The styling by Robbie Spencer balances tailoring and texture, framing the woven leather

as both garment and object. The mood is cohesive, warm but edited, precise yet natural.

Hair by Sigi Kumpfmüller, makeup by Hiromi Ueda, and casting by Julia Lange contribute

to the campaign's unfiltered humanity. Set design from Staci-Lee Hindley and Julia

Wagner remains minimal but supportive, allowing each element to breathe.

Strategically, this campaign is Bottega Veneta playing its best card before a reshuffle.

With Louis Trotter set to debut at Milan Fashion Week in September, the house smartly

doubles down on its DNA-celebrating the iconic bags, leather goods, and artisanal

know-how that define its foundation. There's no pivot here. Just a confident pause.
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VeniceFilm FestivalRedCarpet:
More PredictableThan Outstanding
The incoming crop of luxury Europeancreative directors utilized top celebrities at the

Venice Film Festival to perhapspreview their upcoming debutcollections. BY ALEX BADIA

TheVenice redcarpetdelivered

glamour, butas alaunchpadfor new
designersat establishedbrandsit felt

predictable.Versaceledwith Dario Vitale’s
debut: Julia Roberts in a daytime blazer-

and-jeans look thatshewore to amorning

pressconference,later switchingto a
sleek,understatedblackgown– modern
andpolished– for aneveningpremiere,
evenit wasveryun-Versace.Amanda

Seyfriedworethe samedaytimeoutfit days
later leaningstylishly performativerather

thangenuinelyeco-conscious– perhaps
nosurprisesincesheand Robertsshare
thesamestylist, ElizabethStewart.

JonathanAnderson’snewDior highlights
includedAlba Rohrwacherin midnight-
blue hautecouture old-worldgrandeur
rewrittenthrough Anderson’ssubversive

eye, Monica Barbaroin ablackgownwith

pleatedskirt andbow, andAndrew
Garfield in acable-knitand Dior sneakers.

Instagramwentcrazywith Garfield’s
everydaypreppy look and endless

comparisonsto J.Crew pre-AI followed

. an indicationof themicroscopicanalysis
of redcarpetfashionthesedayssince

everyoneonsocial mediawantsto bea
critic.AlthoughAndersonis undoubtedly
saving his boldestnewideasfor the

runwayshow, this revealedsomeof the
ingredientsof the newmix.

Tilda Swintoncandono wrong.Bu this
timearoundthe Chanelpairingwasthe

perfectcombinationof a crispwhite silk
blousewithruffled cuffstuckedinto a

sweeping black mikado skirt. It’s unclear
whetherthis truly wasapreviewof
Matthieu Blazy’snew Chanel, however.

Louis Trotter’snew BottegaVeneta

was the festival’s winner: JacobElordi in a
boxy eveningweartux andmegachic

daytime all-white ensemble– doesn’t hurt
to look like anearly2000s Dolce &

Gabbanamodelobviously, andVicky

Kriepsin a sculpturalblackgownwith

leatheraccentsandbold pink hair one of

the few looks that felt genuinelyforward-

thinking on the redcarpet.Whenit came

to jewelry thereweresomepieceshere
andtherebut a gobsmackingmomentwas
definitely missing.
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TildaSwinton

inin Chanel.Chanel

JuliaRoberts
inVersace.

Andrew
Garfield in Dior.
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GretaLee
in Chanel.

Alba
Rohrwacher
inDior.

Vicky

Krieps in

Bottega
Veneta.

Ayo Edebiri
in Chanel.
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JacobElordi in

BottegaVeneta.

Amanda

Seyfried in

Versace.
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Opinion: How Red Carpet Teasers
Damage Designer Debuts
Luxury

When exposure-hungry fashion labels present garments out of context, to be devoured
and judged with the speed and superficiality of social media, they destroy the very
grammar of brand storytelling, writes Simone Cotellessa.

Julia Roberts in Versace and Alba Rohrwacher in Dior at the Venice Film Festival.
(Getty Images)

By
Simone Cotellessa•

02 September 2025
BoF PROFESSIONAL Subscribe to the Daily Digest

The essential round-up of fashion news, analysis, and breaking news alerts.Plus,
access one complimentary BoF Professional article of your choice, each month.
Receive news, offers and invites from BoF

Our newsletters may include 3rd-party advertising, by subscribing you agree to the

Terms and Conditions  & Privacy Policy.

There was a certain tragedy in watching luxury fashion sabotage itself at the Venice Film
Festival, as luxury houses, one after the other, played their most important card — the
debut of a new designer — on one of fashion marketing’s most fragile and uncontrolled
terrains: the red carpet.

No one should judge a film based on a single scene or reduce a play to a single line.
And yet some of fashion’s top brands have invited consumers to do exactly that.
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The logic seems seductive: a top star wears a look by a new creative director before
their debut collection hits the runway, and the flashbulbs of the red carpet turn the
moment into a teaser seen around the world. But the strategy can play out very
differently in practice: garments presented out of context are devoured and judged with
the speed and superficiality of social media.

Case in point: Versace sent Julia Roberts down the red carpet in a look by the talented
Dario Vitale that appeared to nod to the house’s optical collection of 1986. It was a
deliberate echo of a key moment in Versace’s history, but instead of reading as a
declaration of continuity and renewal, it felt like a fragment plucked from memory, judged
in isolation, stripped of its symbolic force and instantly compared to its earlier
incarnation.

Even more disorienting: the first look unveiled on Roberts was nothing more than a
jacket-and-denim ensemble — to be repeated on Amanda Seyfried only a few days later.
(Stylist Elizabeth Stewart, who works with both Roberts and Seyfried, called it a
“sustainability” moment, writing on Instagram that “sharing is caring,” but it came across
as applause-bait in an industry that has yet to seriously confront its waste problem).

Dior, under Jonathan Anderson, fell into a similar trap. Anderson is a designer with an
extraordinary command of nuance, of cultural layering and subtle symbolism. His
decision to show Alba Rohrwacher in a pannier dress could have resonated with
extraordinary depth, because the pannier is not an incidental silhouette but a through
line in the history of Dior, appearing during the eras of Gianfranco Ferré’s majestic
architectural couture, Galliano’s theatrical excesses, Raf Simons’ sculptural minimalism
and Maria Grazia Chiuri’s “global atelier.” To return to it is to engage deeply with the
brand’s past, but what might have been read as a fresh twist on a lineage, looked
instead like a technical study stripped of its narrative power.

At Cannes, Bottega Veneta under Louise Trotter dressed Julianne Moore and Vicky
Krieps. The looks were poised, elegant, undeniably refined but they vanished into the
blur of festival imagery, and this is where the analogy with cinema becomes striking. No
director would ever release the ending of a film before its premiere, for to do so would
destroy the narrative structure, the suspense, the very grammar of storytelling. And yet,
this is precisely what fashion now insists upon: revealing endings before beginnings,
showing fragments before the whole.

The Transparency Society (2012) is a slender volume by South Korean philosopher
Byung Chul Han that fashion communication directors should keep on their bedside
tables: Han describes our age as one in which exposure replaces meaning, where
everything shown too soon becomes flat, robbed of depth.

It would be easy, almost comforting, to describe these red carpet operations as
marketing spectacles, but that would suggest a coherence they do not possess. The
truth is far harsher: they manage to achieve neither the pathos of spectacle nor the
efficiency of marketing.

What we have seen in Venice is devoid of strategy, an act of exposure without
calculation, urgency without purpose, because behind this compulsion there is not vision
but fear. The fear of not making headlines, of failing to go viral, of vanishing into the
algorithmic churn that reduces every image to a few seconds of attention before it is
replaced by the next. And fear is the worst foundation on which to build an identity: it
produces gestures that are anxious, reactive, defensive — never myth-making.

Simone Cotellessa is the content creator behind the Instagram account Ecce Homo.

The views expressed in Opinion pieces are those of the author and do not necessarily
reflect the views of The Business of Fashion.
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How to submit an Opinion piece: The Business of Fashion accepts opinion articles on
a wide range of topics. The suggested length is 700-800 words, but submissions of any
length within reason will be considered. All submissions must be original and exclusive
to BoF. Submissions may be sent to opinion@businessoffashion.com. Please include
‘Opinion |’ in the subject line and be sure to substantiate all assertions. Given the volume
of submissions we receive, we regret that we are unable to respond in the event that an
article is not selected for publication.
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Venezia
fashionweek
DaJonathanAndersonconDioraDarioVVitale
perVersace,gli stilisti piùattesialdebutto
scelgonola Mostradelcinemaperanticipare
il nuovocorso.«II rapportolatramodaei film
ecresciuto»,spiegaaMFFildirettore,Alberto
Barbera.E in lagunaarrivanoChanel,Armani,
Prada,Ysl comeproduttoreeMarcJacobs

] red carpetsi trasformain passerella.E perun primo assaggiodel nuovo
corsodi Dior, VersaceeBottegaVeneta,un«trailer» arrivadalla 820Bien-

nale cinema.Si parte conla doppiapresenzadi JonathanAnderson,che a
Veneziaescesulredcarpetcomeautoredei costumidi untitolo in concorso

ecomenuovotimonieredi Dior. In occasionedellaprima del film JayKelly di
NoahBaumbachAlba Rohrwacherhaofferto un’anteprima inattesa.La pri-
ma creazionecoutureinassolutodeldesignerBrit. L’abito harichiesto126ore
dilavorazionenegliatelier,untempocherestituisceil valoredell'artigianatoe
l’irripetibilita dell’alta moda.L'abito, in unblu nottecheevocai riflessi della
lagunaveneziana,richiama il celebreslipdressdisegnatodaJohnGalliano e
indossatodaLadyDianaalMetgala del 1996,momentocardineperla rinasci-
ta di Dior alla fine del secoloscorso.Sul fronte italiano, il nuovodirettore
creativodi Versace,DarioVitale, segnala suaprimaapparizionecon Julia
Roberts,protagonistadel film After thehunt di Luca Guadagnino,che nel
film indossavainvecei costumibyJonathanAnderson.Il look eracompletato
da un paiodi decolleteconfibbia eplateaudi vernice,firmate RogerVivier.

continuaapag.II
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Sopra,JuliaRobertsinVersacebyDarioVitale (1),JacobElordi

in BottegaVenetaby LouiseTrotter(2),Alba Rohrwacher(3)

eLucaGuadagnino(4) in Diorby JonathanAnderson

seguedapag.|

edapreziosissimigioielli condia-

manti ezaffiri Chopard.La vera

sorpresaearrivataquandoAman-

da Seyfried a Venezia con lo

stessolook giorno Versaceby
Dario Vitale gia indossatodaJu-
lia Robertsper il suo arrivo alla
conferenza stampa. Una scelta-

semplice, mache forsedice qual-

cosa sull’imprinting dell’ex crea-
tivo di Miu Miu. Anche laDior
byJonathanAnderson,del re-

sto, ha visto creazioni scelte da

Monica Barbaro,Mia Gothe
Greta Lee.Terzo debuttouffi-
ciale, poi,quellodi LouiseTrot-
ter da Bottega Veneta, che in
concomitanza con il Festivalha
annunciatoVicky Krieps come

nuovabrandambassador.Suo il
look scelto dall’ attrice, cosi co-

me quelli fotografatissimi dell’i-
cona JacobElordi, protagonista
diFrankenstein.«Primaerapro-
duct placement. Ora le maison
entrano nella produzione, finan-

ziando partedeifilm. SaintLau-
rent e il piu attivo, ma anche
Chanel(vederebox in pagina).
e poi ci sonomarchichesosten-

gono i cineasti prima o dopola
realizzazione di un progetto. e
un matrimonio di interesse reci-

proco chestadandofrutti di gran-
de qualita»,spiegaaMFF Alber-
to Barbera,direttore dellaBien-
nale cinema.Trai cuimainpart-

ner figurano due realtavicine al-

la moda. Armani beauty, spon-
sor ufficiale dell’evento, hascel-

to di celebrare al massimo l’im-
portanza delcinema e lo ha fatto
conunacenaesclusiva nellacor-

nice suggestivadi PalazzoDuca-

le con i global ambassadorCate
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Blanchett,AaronTaylor-John-
son, SadieSink, Nathalie Em-
manuel, MadisinRian.
Peril quartoannoconsecutivo,
tra i mainpartnerdellaMostra
c’e Thelios, eyewear expert
delgruppoLvmh, sponsoruffi-
ciale della Biennale cinema

2025. Che ha scelto di essere
presenteancheperchelaprodu-
zione avvienein Veneto,stessa
regionecheospitala kermesse.
Tronando al beauty, anche
Tom Ford ha sceltoil festival
lacornicedi PalazzoContari-
ni Polignacpercelebrareil lan-

cio della nuova campagnadi
Blackorchidreserve,fragran-

za iconicadellamaisonreinter-

pretata da Haider Acker-
mann, direttore creativo del
brand. Protagonista assoluta
della nuovaimmagine eTilda

Swinton, musa visionariae
volto della campagna,celebra-

ta con unacenaintima che ha

trasformatoil palazzovenezia-

no in unpalcoscenicosospeso
tra arte,cinemae moda.Miu
Miu e Pradafoundationpor-
tano invece le loro conversa-
tion sul futuro dell’immagine
femminile tra cinema emoda,
con unpanel che vede la pre-
senza di registi, artistie creati-
vi. Spazio anche ai talenti
emergenti, con l’esordio di
GiulioBertelli,alla regiadel
suo primo film, con un’ acco-

glienza da standingovation.
Figlio di MiucciaPradae Pa-

trizio Bertelli, 35 annicom-
piuti il 5 maggio, finora era
apparsoin attivita legate allo

sport: la vela soprattutto, che
lo ha portato a diventare atle-
ta professionista,con Luna

rossaeoltre. Il suo lungome-
taggio Agon e stato presenta-
to alla SettimanadeIla critica
e questolo haportato a uscire
allo scoperto,seppureconmol-
ta discrezione, concedendosi
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adalcuneinterviste.esarapro-
iettato a Milano venerdi. No-
nostante le voci molto riprese,
non sono ufficialmente di

Matthieu Blazy i lookCha-
nel visti sui red carpetin lagu-
na. Nemmenol'abito semplice
ed eleganteindossato da Til-

da Swinton, anchese almeno

per i look daywear il sospetto
puo restare.E sul red carpet,
per il nuovo film di Jim Jar-
mush lo stilista AntonyVac-
carello al timone di SaintLau-
rent spuntain qualitadi produt-
tore. Mentre Sofia Coppola
torna in lagunaconun ritratto
intimo sullo stilista Marc Ja-
cobs. Anzi, il documentario
fuori concorsoMarc by Sofia
potrebbe definirsi una lettera
d'amorealsuo caroamico,co-

nosciuto da 30 anni. «Ormai

non si puo piu prescinderedal
rapporto conla moda», conclu-
de il direttoreAlberto Barbe-

ra. evero che la modae sem-

pre statain qualchemisura le-

gata al cinema,ai grandi film.
Ma ora e diventataun'abitudi-
ne condivisa da tutte le cine-

matografie, soprattutto quelle
europee».(riproduzione riser-

vata)

TommasoPalazzi

(Venezia)
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ChanelPartnersWith
BiennaleCollege Cinema
The brand is supporting young filmmakers atthe 2025 Venice Film Festival by partnering with the project,

whosepatron this year is AudreyDiwan. BY SANDRA SALIBIAN

MILAN — A regularpresenceat the Venice

Film Festival, thisyearChanelswappedits

traditional soiréehosted at Harry’s Bar for

a lunch celebratingitspartnershipwith

BiennaleCollegeCinema.
This is thefirst time Chanelis endorsing

the project,which festival organizers
introducedin 2012and which is dedicated
to young filmmakers. In its roleas a

partner,Chanelprovidedfinancialsupport
andconnectedtheparticipantsto industry

professionalscloseto thecompany.
Theinitiative promotesnew talentsand

offers themthe opportunityto workwith

masterfilmmakers on new micro-budget

featurefilms. Since its creation, 68 features

by emergingflmmakers havebeenmade,
whichwere selectedfrom morethan 2,700
applicationsfrom all over the world.

Of the 12 projectschosenandsupported
by theinstitution for the2024-25 edition,
four havebeen completedandwere
presentedaspart of theofficial programof

the Venice Film Festival.
Thepatron of the 13th edition is director

andscreenwriterAudrey Diwan, who’s
beenaffiliated with Chanelfor years.
Diwan hasa specialbondwith thefilm

festival, too. In 2021,hermovie

“Happening” starringChanel ambassador
AnamariaVartolomeiwonthe Golden

Lion, the event’s award for best film.

“This patronrole perfectlyembodies
how I feel aboutpassingthingson,” Diwan

told wWD. “Cinemais, by nature,a
collectiveart. WhenI started,someone
reachedout andofferedmeguidance.The

dayI receivedthe GoldenLion, it wasJane
Campionwhopresentedit to me. Andnow

it’s myturn to give backto others.”
Thedirector describedthe project as

“one of a kind” and underscoredthat the

strength of the program“lies in its ability
to bringavision to life, to give it form.”

“Filmmakers from all over the world can
submittheir projects.Theirradicalideas
anduniqueperspectivesarewelcomed
hereas assets.Then, they aresupported
fromthe writing stageto productionand,
fnally, the films arescreenedat the

[festival], with packed theaters,”said

Diwan, underscoringhowthe experience

offers aspringboardfor youngcreators.
On Sunday, Diwanjoinedthe directorof

the Venice Film Festival and Biennale

CollegeCinemadirector Alberto Barberain
unveilingthe12 preselectedprojectsfor
the nextedition.Theywereflankedby the

four winning directorsof thisyear’s
chapter,whoreflectedonhow the
initiative shapedthe developmentof their

movies,whichwereshotacrossItaly,

Kenya, Nigeria, Cambodia,the U.S. and
India.

The four winningtitles includeItalian
film “Agnus Dei” byMassimiliano Camaiti;
“Becoming Human” by Polen Ly; “One
Woman OneBra” by Vincho Nchogu, and

“Secret of a Mountain Serpent” by Nidhi

Saxena.

“Cinema – especially auteur cinema – is
experiencinga difficult moment,” Diwan
said. “These voices, which powerfully

depictdifferent realitiesandshedlight on
diversecultures,deserveto beheard.If we
losethemeansto sharethesevisions and

bringthis light into being,we risk entering
aperiod of obscurantism.”

Themissionof theinitiative is in sync
with Chanel’s roots.

For one,it wasin VenicethatGabrielle

Chanel mettheyoungItaliandirector
LuchinoVisconti and, takinganinstant
liking to him,shehelpedlaunchhis career

by introducinghim to JeanRenoir, who

quickly becamehis mentor.Incidentally,
Visconti wasalsoamongthecinematic

referencesinspiringthe cruise2026
collectionthebrand paradedearlier this

year at the iconic Villa d’Este overlooking

Lake Como and for whichit commissionec

Sofia Coppola,a longtimefriend of the
house,to make ashort fîlm set in the
exclusive hotel.

“Chanel hasa verydeep relationship

with the world of cinema.Whetherit’s
throughits connectionto heritage,the
restorationof films, or its commitmentto
the futurewith emergingvoices,their
desire is to supportanartwork,a message,
to help theartistcultivate their

uniqueness,” Diwan concluded.
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From left: Massimiliano Camaiti,

Vincho Nchogu,AudreyDiwan, Alberto
Barbera, Nidhi SaxenaSavinaNeirotti,

PolenLy atVenice Film Festival.
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Chaneladessosostienei giovanidi BiennaleCollege
Dietro lo scintillio delredcarpetdellaBiennaleci-
nema sicelaunprogettodiscretomadistraordina-

rio valore.Nato nel 2012, sostienequeigiovani ta-
lenti cheil cinema lo sognanoda sempre,manon

sempredispongono dei mezzi per trasformarele
proprie ideeinfilm. Giunto alla13aedizione,Bien-
nale college–cinema,sostenuto

quest’annoper la prima volta da

Chanel,si rivolge ai registiemer-

genti offrendo loro la possibilita
di lavorare fianco a fianco con
grandimaestri delsettoreper rea-
lizzare lungometraggidestinati a
esserepresentatinel programma
ufficiale dellaMostral’annosuc-
cessivo. Dalla suanascita, il pro-

getto
voluto daAlbertoBarbera

(nellafoto, conAudreyDiwan)di-

rettore del settore cinema della
Biennaledi Venezia, insiemeal-
la head of programme Savina

Neirotti, haricevutooltre 2.700
candidature da ogni parte del
mondoe portatoallaproduzionedi 72pellicolepro-
venienti dapiu di 40Paesi.«Biennalecollegecine-

ma eun’iniziativa unica nelsuo genere»,afferma

Barbera.«Nel giro di dodici mesisi passadall*lidea
al film completo,pronto per la proiezione,con un
budgetmassimodi 200mila euro.Siamoorgoglio-
si chetutti i titoli realizzati abbianoavutounavita

propriadopol’esordio veneziano,diventandospes-

so untrampolinodi lancio per i loro autori».E l'inte-

resse pergli artisti emergentihacatturatoanchela
maisonChanel, legataal mondo del cinema dai

tempi della suafondatrice che finanzio il revival
dei Ballet russesdopo avercono-
sciuto SergeiDiaghilev proprio a
Venezia nel 1920. I quattro titoli

prodotti quest’anno nell'ambito
del progettoBiennalecollegehan-

no alcentro,perragioni diverse,le

donne, comesottolineala regista
Audrey Diwan, vincitrice del
Leoned’oro nel 2021con L’ev-
enement e amica della maison.
Nel 1931Coco Chanel andoU a
Los Angeles su richiesta del pro-
duttore americano Samuel
Goldwynper vestire lesuedive,

tracui GloriaSwanson.Quell'in-
teresse, duratoper tutta lavita, og-
gi ee in ereditaallamaison,chedal
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2022haistituito unDipartimentorelazioni conil ci-

nema, diretto da Elsa Heizmann.Tra le prossime
partecipazione,ilFestivaldi Villa MediciaRoma
con uneventol’11 settembre.E poi il Festivaldi
Biarritz. (riproduzioneriservata)

TommasoPalazzi(Venezia)
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JW Anderson se métamorphose en label
lifestyle avec son nouveau site
Publié le
3 septembre 2025

JW Anderson dévoile son nouveau visage à travers un site Web entièrement renouvelé.
Première étape dans la stratégie qui guide désormais la  la maison du créateur irlandais
Jonathan Anderson. Son objectif? Transformer JW Anderson en une marque lifestyle à
part entière, où l’art, l'artisanat, les accessoires et les objets pour la maison prennent
toute leur place, comme en témoigne le nouveau site marchand.

Ce t-shirt avec le logo signature est proposé à 190 euros sur le site - jwanderson.com

Entre sa première collection pour Dior homme en juin et le très attendu défilé pour le
prêt-à-porter féminin de Christian Dior le 1er octobre à Paris, le nouveau directeur
artistique de la maison vedette de LVMH a dû faire des choix. Renonçant pour l’heure à
défiler avec sa propre marque, dont il va limiter les créations vestimentaires, Jonathan
Anderson a repensé celle-ci comme une sorte de "cabinet des curiosités", surfant sur les
collaborations avec des artistes ou artisans et une offre hétéroclite d’objets désirables.

Un avant-goût de cette nouvelle orientation a été donné en juillet avec le lancement de
la collection resort printemps 2026 à travers un lookbook réunissant les amis et
collaborateurs de la maison, tel que le réalisateur Luca Guadagnino ou l’acteur Ben
Whishaw. Des personnalités que l’on retrouve aujourd’hui sur le site à travers des mini
vidéos amusantes. Comme toujours chez le créateur, la veine ludique domin" avec des
exclamations telles que "Chic", "Yes", "Fab" ou "Wow", qui viennent s’afficher en
grosses lettres sur certains produits, lorsque l’on clique dessus, dans un esprit interactif.

Entre deux pulls et deux sacs, jwanderson.com met en avant, à travers une mosaïque
de photos et d'images en mouvement, toutes sortes d’objets, minutieusement
sélectionnés par le styliste: accessoires, lampes, céramiques, porte-clés, tabourets,
verres et carafe en verre de Murano, bijoux, etc. Comme le souligne le label, ce nouveau
site "marque une étape clé dans le rebranding de la marque, avec la mise à jour de ses
logos". Le logo signature entremêlant les initiales J et W avec une ancre a en effet été
redessiné et affiné.

A défaut de défilés, JW Anderson occupe le terrain avec des initiatives. La prochaine
étape est fixée à Londres le 19 septembre, où la marque va présenter sa nouvelle
collection de vêtements et objets design lors d’un événement dans sa boutique de Soho,
rouverte pour l’occasion.
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Eventi
DaVirgil AblohaVersace,la moda
infiammal’autunnodei musei
ElsaSchiaparelliegli Antwerpsix,VivienneWestwoode Rei Kawakubo,leprossimefashionexhibitionpuntanotutto
suipiù grandidesignerdisempre.Protagonistidirivoluzionicouture,comePaulPoireteCharlesWorth, o autoriavant
gardecomeRickOwenseMassimoOsti.Passandoperlafotografiadi Gian PaoloBarbierieLuchford.GiadaCardo

D
alla coutureallostreetwear,dal
raccontodelle sfilatealla foto-

grafia, mai come quest’anno le

capitali internazionali della mo-
da fanno il pieno diesposizionichecele-
brano 1 vari aspettidell'industry.DaMi-
lano aParigi, Londrae NewYork, il ca-
lendario dellemostremust-seedeiprossi-
mi mesi e piu ricco che mai e con un fo-

cus sui protagonisti del settore piu rile-

vanti di sempre. Dal 30 settembre al 10
ottobreal Grand palais di Parigi andra
in scena «Virgil

Abloh: the codes»,
laprimaretrospetti-

va europeadedicata
all’ex direttorecrea-
tivo dell’uomo
Louis Vuitton e
founder di Off-whi-
te. Realizzatain col-

laborazione conNi-
ke, la mostraomag-Sgia Abloh attraver-

so 20mila pezzi pro-
venienti dai suoi ar-
chivi personali.
Nell’ attesa, Parigi

esplora la visione
creativa di altri

grandi designer, a
cominciaredaRick
Owens. Fino al 4

gennaio, il Palais Galliera ospitera
«Templeof love», laprimamostra 1ncit-
ta dedicata alla poetica di Owens, dalui
stessoconcepitaconle suecollezioni da-

gli esordi a oggi. Fino al 7 settembre, al
Petitpalais sarainvecepossibilevisita-
re «Worth: inventing haute couture»,
l’exhibition dedicataal padre dell’ alta
modaCharlesWorth, chesegnala pri-
ma collaborazionetra il Petit palaise il

Palais Galliera. Infine, al Musee des
arts decoratifs sara in scenafino all’11
gennaio«Paul Poiret: la mode estune
fete», retrospettiva sul leggendario cou-
turier. Semprea Parigi ha aperto Acne

paperPalaisroyal, lo spazioespositivo
permanentedi Acnestudiosispiratoallo
spirito della rivista Acne paper, cheha
avviato il suoprogrammamultidiscipli-
nare conlapersonaledel fotografoPaul
Kooiker. Tragli appuntamentipiu attesi
dei prossimi mes c’e poi la mostra

«Schiaparelli: fashion becomes art», al
Victoria and Albert museumdi Lon-
dra dal 21 marzo all’1 novembre2026,
segnandola prima esposizionenel Re-

gno Unito su Schiaparelli. Oltre200 tra

abiti, accessori,oggettie profumi legati
alla storia dellafondatriceElsa e della
maison,oggidisegnatadaDaniel Rose-

berry, dialogherannoconopere di Man
Ray, Picassoe JeanCocteau.Sempre
nella capitale brit, fino all’1 marzo 2026
saravisitabile «Gianni Versace retro-

spective London», la piu grande mostra
mairealizzatain Uksullostilista. Allesti-
ta ad Arches London bridge, accoglie
450 pezzi, provenientidalla collezione
di Antonio Caravano,cheripercorrono
21 collezioni dal 1988 al 1997. «Style is
forever» e invece il tributo di Atlanta ad
Andre Leon Talley, dal 15 ottobre all’1

marzo 2026 allo Scad. A New York,
mentreal Met e in corso fino al26 otto-
bre «Superfine: tailoring black style», il

Museum at Fit accogliera «Dress,
dreams, anddesire: fashion andpsychoa-
nalysis» dal 10 settembre al 4 gennaio
2026. Curata da Valerie Steele,e lapri-
ma exhibition a indagareil rapportotra
modae psicoanalisicon un centinaiodi
lookdi creatoricomeMcQueen, Gallia-
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no e Vivienne Westwood. Proprio alla
regina del punk, e a Rei Kawakubo, e de-

dicata «Westwood |Kawakubo» alla Na-

tional gallery of Victoria di Melbourne
dal 7 dicembre al 19 aprile 2026. Una

doppia esposizione che esplora il lin-

guaggio groundbreaking delle due stili-
ste attraverso 140 pezzi, di cui 40 donati

da Comme des garçons. Un altro appun-
tamento imperdibile del prossimo anno
sara «The antwerp six» al Momu-Fa-
shion museum Antwerp dal 28 marzo
2026 al 17 gennaio 2027. Per la prima
volta in 40 anni, una mostraraccontera il
lavoro del collettivo di designer belgi
piu famosi di sempre, cioe WalterVan

Beirendonck, Dirk Bikkembergs, Ann

Demeulemeester, Dries Van Noten,
Marina Yee e Dirk Van Saene meglio
noti come 1 Sei di Anversa. Intanto a Mi-

lano, fino a fine anno si potra visitare

«Giorgio Armani prive 2005-2025»

all’ Armani/silos su1 20 anni dell’alta
moda di Giorgio Armani, mentre una
mostra alla Pinacoteca diBrera corone-
ra le celebrazioni del 500 dell’ aziendadu-

rante la prossima fashion week. Sempre
nel capoluogo lombardo, dal 25 settem-

bre al 23 novembre 10 Corso Como ospi-

tera «Atlas», mono-

grafica sul fotogra-
fo Glen Luchford,
mentre dal 25 set-

tembreal 15 genna-
io la nuova sede di

Zurich Italia in via
Santa Margherita
11 inaugurera il suo

programma cultura-

le con «Eternalele-

gance – The time-
less photography of
Gian PaoloBarbie-

ri», la prima mo-
stra dedicataal foto-

grafo dalla sua

scomparsa e realiz-

zata con la galleria
29 Arts in pro-

gress. A Bologna,

fino al 28 settembre si celebra l’eredita
creativa di Massimo Osti con la mostra

«Ideas from Massimo Osti. From Bolo-

gna, beyond fashion», promossa da C.p.

company e Massimo Osti studio assie-

me a Massimo Osti archive.Infine, in oc-
casione del suo 500, la Fondazione Mu-
seo del tessuto di Prato ospitera la mostra

«Alaia e Balenciaga. Scultori di forma»
in collaborazione con la Fondation Azze-
dine Alaia. Appuntamento dal 25 ottobre

al 3 maggio 2026 con l’exhibition, curata

da Olivier Saillard, che celebra due gran-
di firme della moda francese e internazio-

nale. (riproduzione riservata)
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Da sinistra, Gianni Versacenel 1990(foto Paolo Castaldi), un look Gianfranco Ferre fotografato da Gian Paolo
Barbieri ed esposto a Milano e lamostra «Temple of love» dedicataa Rick Owens al Palais Galliera, aParigi
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Armanisvelail suoarchiviodigitale tracharityegala
CateBlanchett in totalwhite (nella foto) e forse

l'immagineche restapiu impressa.Dopo unatra-

versata in motoscafodallostore rinnovatodietro

piazzasanMarcoal Venissaresort di frontea
Burano, lastare tra gli happy few alcharity din-

ner chesostieneUni-
cef, per dareun con-

tributo destinato a

supportareil Glo-
bal humanitarian
thematic fund, fon-
do chegarantisceri-

sposte rapideedeffi-

caci in caso di con-

flitti, disastrinatura-

li ed epidemie, con
particolare attenzio-

ne all’aiuto ealla tu-

tela dei diritti dei
bambini. Maestato,
pero, all'Arsenale
cheArmaniha sve-

lato ufficialmenteArmani/archi-

vio, la nuovapiattaformadigitale
checelebra i 50anni dellamaison,

progetto visionario che custodi-

sce migliaiadi look originalidelle
collezioni uomo edonnae chesa-

ra consultabile dal pubblico su ar-

chivio.armani.com, con una pri-
ma selezione di 57 pezzi. Oltre a

Venezia, sette boutique nel mon-
do metterannoadisposizione del-
la clientela unaprimaselezionedi
look iconici affinche in un’ottica
di circolarita possanocontinuare

a incontrare nuovi appassionati.

Quandole luci si sono accesesulla Tesa 113

dell'Arsenale, l'atmosfera si eresacaricadi ener-

gia, anche modaiola:oltre 500 ospiti, tra cui Mi-
caela Ramazzotti,AnnaFerzetti,Margherita

Buy, StefanoAccorsi, la conduttrice del Festi-
val di VeneziaEmanuelaFanelli e tanti altri

hannopresenziatoall'eventoimmersiin luci spet-
tacolari, dj settravolgenti e cocktail d'autorecon
i loro look spettacolari, Armani of course, decli-

nati in ognipossibileformadi minimalismo
sofisticato.eper lacultura,nonmancavain
tuxedoTotoBergamoRossi,animadi Vene-

tian heritage,che entro il 2027terminera il

restauroe ripensamentodella Ca’ d’oro. La
maisonGiorgio Armanihaappenacompiu-
to 50 anniesatti,essendostatafondatadall’o-
monimo stilista piacentinodi culto il 24 lu-

glio 1975.Nonun semplicedatabase,maun
atlantevisivo e culturalecheintreccia look,
epochee visioni, restituendoil sensoprofon-

do di un’esteticachehacambiato persempre
il mododi vestire il mondo.Tutti i dipenden-
ti del GruppoArmani potrannoaccedere
all'intero corpus, mentre il pubblico potra

esplorare una prima selezione di 57 look.
Unasedefisicanei pressidi
Milano dara presto una di-
mensione tangibile al

proget-
to, trasformando l’archivio
in luogo di cultura e ricerca.
Elin chiusuradellaMilanofa-
shion week, la Pinacoteca
di Brera ospiteraper la pri-

ma volta unamostradedicata

alla moda.In un dialogo ine-
dito tra arte e stile, l'esposi-
zione celebral’universo crea-
tivo di Giorgio Armaniattra-

verso una selezione di 150
abiti d’archivio cheripercor-
rono l’evoluzione del brand
nel corso dei decenni.Un incontroaffascinante
trai capolavoridelmuseoel'eleganzasenzatem-

po dello stilista. (riproduzione riservata)
TommasoPalazzi(Venezia)
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Pradasvelaunanuova
collezionedi jewelry
Pietrecolorate che riflettono l’animo di Prada.La

collezionedi alta gioielleria fine jewelry couleurvi-

vante realizzatadaMiucciaPradaeRafSimonssi

concentrasu colori assolutie intensi,sulla simulta-

nea espressionedi dualita esfumaturedeclinatein

combinazionidi gemme nonconvenzionali.Scelte

per il loro valore cromatico, ametista,acquamari-

na, citrino madeira, morganite rosa e peridoto
oro-verde trovano unacollocazioneall’intemo del-

la palettePradae rispecchianolavisione del lusso

dellamaison. Compostadaorecchini, bracciali,

collaneeanelli, la collezionee madeto orderesa-

raacquistabiledaottobre.Protagonistedella cam-

pagna pub-
blicitara le at-

trici Maya Ha-

wke e Kim

Tae-Ri (nella

foto), cattura-

te dall’obieti-

vo di David

Sims.
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Miu Women'sTales
EpisodeCenterson Black
emale

WWD satdown with French filmmaker Alice Diop, director of the 30th installment of the brand'sfilm series,to
discussher episode "Fragments for Venus"premiering atVenice Film Festival.BY SANDRASALIBIAN

MILAN – A Black womanwandersthrough
the hallsofa museum,stoppingto examine
paintingswhilea voiceovercites titlesand

descriptions,revealingtheplacethat
Westernart hasoftenreservedto Black

femalebodies.
Another Black womanmovesacrossthe

streetsof Brooklyn, spendingthe day
observingfellow Black womenaroundher,
hergaze movingfrom acrossingguardto a
commuterin the subway, fromamusician

playing a flute to a lady paintingon a

bench all living incarnationsandmodern

interpretationsof the newVenus.

Thesearethe twomain segmentsof
“Fragments for Venus,” the latestshort
movie in the Miu Miu Women’s Tales

series,whichMiucciaPradalaunchedin

2011 asacommissioning platform
exclusivelyfor femalefilmmakers,who
herewereinvited to expresstheir own

point ofview and investigatetheplurality
of femininity with nosubjectsbriefed
beforehandsoasto avoid restrictions.

Repairinga deformedrepresentationof
Black women is the focusof the 30th
installmentof the ongoingseries,for which

the brandtappedAlice Diop. The
acclaimedFrenchdirector hasbeen
behinddocumentariesexamining

marginalized communities,including “La
Permanence”and “Vers la tendresse”in
2016 beforeher breakthroughfeature

“Saint Omer” inspired by a real-life

infanticidetrial of a Senegalesewoman
waspresentedin Venice in 2022, whereit
receivedaccolades.

NowDiop is back tothe Italian lagoon to
unveil the21-minute moviecommissioned

by Miu Miu, which will premiereat the
Venice Film Festival’s “Giornate degli
Autori” on Saturday,beforebeingreleased

on thebrand’sdigital channelsand,like

the other Tales, madeavailable to stream

on Mubi globally fromSept.15.

“This is the first time I haveaccepteda
collaboration of this kind. .because,for me,

a commission is not enough of a motorto

intimate,morevisceral,”Dioptold wWD in

a Zoominterviewon theeveof the
premiere.

“But it’s hard to savnoto the offer to join
sucha prestigious teambecausemost of the

filmmakers who haveparticipatedin the
[Miu Miu] Women’sTalesare among those
who arethemostinterestingto meand

inspire me the most,” shecontinued, citing
the likes ofLucrecia Martel, AgnèsVarda
andAlice Rohrwacher and defining “all the

women who participatedin thisseriesthe

most important of our contemporaryera.”
Miu Miu first reachedoutto Diop more

than two yearsago, after “Saint Omer”
playedin Venice.Thedirector foundthe
timewasnow ripe to embarkonthe project
as shehasbeenspending a year teachingin

the U.S. andbeenworkingon afree
adaptationof theoeuvreof theAmerican

poetandartistRobin Coste Lewis.

HerMiu Miu episodewassparkedby her
interest in Coste Lewis’ 2015poem

“Voyage of theSable Venus,” “which is
basicallyrevisiting orquestioningthe place
that is givento Black women’sbody in the
history of Westernart. This is something
that’salways beencentralto my workand
seemedparticularlypertinentto meto be
ableto questiontheseissuesin theform of
this film,” shesaid.

“We – Black people come from this

history of paintingin whichwe havebeen
marginalized, objectified,” said the
director,whosefilm wantsto showthat
“we – artists,writers, thinkers = arehere

now. It atteststo the way in whichwe are
now readyto expressourselves.”

To thisend, thefilm includesatracking
shotof contemporaryart, paintings,
sculpturesandphotographythat is an

“homage to all the contemporaryfemale

artistswho inspireme the mostand
sharpenmy days asa filmmaker.” Tributes

additionallyinclude Meshell Ndegeocello’s
song “Thus Sayeth the Lorde,” which turns
American poetAudre Lorde’ ideas against

injusticeinto apoignantcanticlethat
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“I’ve been makingfilms from the

margins,with apolitical intention of

filming thosemargins,becausethoseare
the peopleI comefrom. That’s my
territory, my history,” said Diop. “It’s why I

work. I’ve beenworking onthese

questionstoday, yesterday,always. This is

my path...ifit happensto coincidewith the

zeitgeist, that’s great. But...it’s beenthe

sameway the whole time and I suspectI’ll
beworkingonthesequestionsstill in10

years.”
Describing it as“my mostsimple and

radicalwork to date,’ Diop seestheshort
movie asimportant as“Saint Omer.” To be
sure,there’s a consistencyin the two, not
only in the themesbut alsoin thecast,as
Rwandan-Swisscontemporaryartistand

actressKayije Kagamefeaturesin both.

“I always approachmy films in the same

way, whichis to resolvespecific questions
that each film raises.And to me, there’s no
difference betweena three-hourfilm or
20-minute film, between afiction anda
documentary,”said Diop whenaskedif
therewere different challengesthis time
around.

Ditto for her time inVenice.“When
you’re presentinga film, what’s important

is not whether the film is a commission
from a clothing brandor not...it’s how the

film will bereceived,how peoplearegoing
to talk aboutit,” said the director. “You’re
kind of onedge, there’ssomething feverish
about it becauseyou don’tknow how the
discourseis goingto beshapedaroundthe
film. So in thatway, there’sbeennochange
betweenthe twoexperiences.”

As for the reactionshehopesto elicit,

Diop hasnospecificexpectation.“Maybe
for people to teachme things that I hadn’t
suspectedI wantedto sav.or for themto
experiencerevelationsthat theyhadn’t

imaginedtheymighthave,”said Diop.
“When I make afilm, I’m looking to be
nourished,expanded,mademorelucid.

And that’s what I wantfor thepeoplewho

seeit, too....It’s somethingthatyou can’t
predict...Onecould also expectsilence– a
reactionthat is so deepthat thereis no
speaking. That’s very beautiful, aswell.”

“The film is a form of thought that is
sentout tobereceivedin everyway.
What’s magnificent about makingthem is

that whatyou’ve put into it, it is givenback

to you whenpeople tell youl whatthey’ve
felt, seenand thought,” said Diop. “I make

my films for other peopleto speak.”
Sparkingaconversationis alsowhat Miu

Miu is all about.As per itsVenice tradition,

following the premiereandcelebratory
dinner at Palazzo Cà Corner della Regina

which housesFondazionePrada’s
Venetian outpost the brandwill have

Diop takepartin apanelonSunday.She

will bein talks with fellow directorJoanna
Hogg, who workedontheprevious
installmentof theTales series,titled

“Autobiografia di unaBorsetta,” or
“Autobiography of a Handbag,” and

presentedin Londonin February.
Theeventwill beflankedby anothertalk

betweenMiu Miu’s longtime ambassador

Emma Corrin andMaggie Gyllenhaal, who’s
part of Miu MiuWomen’sTalesCommittee
that includestalentsfromacrossthefilm

industry,alongwith Prada.On Monday, it
will bethe turn ofactressesAlisha Boe,
SarahCatherineHook andMyha'la Herrold

to takepartin a conversation.
Nextup, Miu Miu will return asofficial

partner of Art BaselParis’ Public Program
for thesecondyear, bringingthe "30
Blizzards” showby experimentalBritish
artist Helen Marten to the Palais d’Iéna
from Oct. 22 to 26.
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Hereand above:A behind-the-scenes imageof the30th episode of
Miu Miu Women's Tales,"Fragments of Venus”by Alice Diop.

Alice Diop
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FASHION

RachelScottNamed
ProenzaSchouler's
CreativeDirector

TheJamaicanAmerican

designerof Diotima is taking

over the reins from founders

JackMcColloughand Lazaro

Hernandez.
BY EMILY MERCER

ProenzaSchouleris enteringa new

chapterwith Rachel Scott at thehelm.
On Tuesday,theAmericanluxury

brandrevealedits appointmentofRachel

Scott, founderanddesignerofDiotima,

as its newcreativedirector,overseeingall

categoriesfor the brandincluding mainline

ready-to-wear,White Label, handbagsand
footwear.Her first presentationfor the

brandwill debutin February2026 with its
fall 2026collection. However,theindustry
will beintroducedto the beginningofher
conversationfor ProenzaSchouleratthe

upcomingNewYork FashionWeek asScott
workedcloselywith thebrand’sdesign
studio as aconsultant over the last few

monthsto collaborateon thespring2026
collection.

Scottwill continueDiotimaalongside
hernew roleof overseeingcreative

director andwill be presentingher latest
collectionfor that labelduring NYFW.

Scott,who officially startedwith the
brandon Aug. 15, succeedsProenza

SchoulerfoundersJackMcCollough

andLazaroHernandez,whoin January
steppeddownas creativedirectors of the

brandtheyfoundedin 2002.Last March,
T oeweconfirmedthat the duowould
succeedJonathanAndersonat Loewe, with

plansto show their first collectionduring
Paris FashionWeekin October.

As reportedby WWD, theduo, who
remaincompanyshareholdersandserve
on theProenzaSchoulerboard,worked
in tandemwith ProenzaSchoulerchief
executiveofficer Shira Suveyke Snyder to
find a newcreativeleadfor thebrand.

“When we left ProenzaSchoulerlast

January,we knewthestory wouldgo on
bu not yetwho wouldwrite the next

chapter.Rachelis someonewhoseworkwe
havealways admired.Her trajectoryover
thelast few yearshasbeenimpressiveto
watch. As foundersandboardmembersof

to thisvery special brandandexcitedto see
how shewill embraceandevolve the legacy
andspirit of whatwe started,”Hernandez
andMcCollough saidin a statement.

“Jack and Lazaro, asboardmembers,
helpedalongwith theglobal searchthat
we embarked which startedbeforetheir
exitwaseven announced,we started
havingoff-the-record conversationswith

talent,” SuveykeSnydertold WWD in an
exclusive interview. “It was really ajourney
to figure out exactlywho wasthe right fitfor

Proenza.Having that right mix of someone
who is going to bring auniquepoint ofview,

bu also would really honor the codesand
the legacyof whatJackandLazaro started.”

SuveykeSnyderaddedthat findinga
creativedirector who couldcontinuethe

company’scultureandworkwith the
designstudio, atelierandglobalteamsin
New York andItaly wasof importance.

“I hadmetRachel, interestingly at the
[2024] CFDA Awards whenbothProenza
SchoulerandDiotimawerenominatedfor

AmericanWomenswearDesigner ofthe
Year.That’s how sheand I first connected.
As I wasembarkingupon thesearch,I also
knewwe neededsupportin thestudio for

the upcomingcollection, and I thought
Rachelwould mavbehelp out. Sheaoreed

and, as time progressed, I thought, ‘Of
course, there’ssomuch in conversation

in Diotima’s language,Rachel’s spirit and

Proenza’slanguage,’ bu asI startedto

seeherwork I thought, ‘This could bea

marriage madein heaven,’ while knee-deep
in search,” Suveyke Snyderexplainedof

askingScott to workwith the brand full

time after sheserved asa consultantearlier

this year. “Then things fell into place.”
SuveykeSnydersaidthat while she

hadwonderfulconversationswith global
talentswhilesearchingfor thebrand’snew
creativedirector,sheandthe boardfound

Scott the “quintessential” personfrom
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codesandAmerican culture.”
Suveyke Snyder notedthat Scottfit the

bill for the company’s searchfor acreative
directorwho hadastrongunderstanding
of its luxeAmericanbrandcodes,current
femaleaudienceand avision of thewoman
thebrandwantsto speakto in thefuture.

Furthermore,Scott’s love of materials
andstrongability to marry craft with

innovationmadeher thenatural choiceto
leadthe brandforward, shesaid.

In addition,Suveyke Snyder notedthe

brand’snewflagshipon MercerStreet
in SoHo,whichopenedin January,and

re-imagede-commerceplatformhavebeen
successfulandperforming.

“It is anexciting time to have a new
creative voice comeinto the organization

aswe look to expandour retail footprint,”
shesaid. “We’re alsoexcited to seehow we
think aboutexpressionof thebrand online

andhow we continueto evolve that image
online seeinghowRachelinfluencesthat

is exciting. We’re embarking on this new

chapterfrom acreativeperspective,but
also from a businessstrategy perspective.
We’relookingto talk to ourcustomer,and
I believeRachel is goingto inspireanew
communityofProenzaSchoulerwomen.”

Lastyear Scott tookhometheAmerican
WomenswearDesignerof the Year

award at theCFDA FashionAwards and
wasawarded the CFDA Awards’ Google

ShoppingAmericanEmerging Designerof
theYear honor in 2023 after launchingher

womenswear label Diotimajustfour years
ago. The NewYork-baseddesigner,who

hails from Kingston,Jamaica, also received

theFashionTrustU.S. ready-to-wearaward

in 2025.

SinceDiotima’s inception,Scotthas

gainedasteadvandstrongfollowingfor

her inclusive,nuancedand authentic
visionof Caribbeanstyle through strong
tailoring,knit dressingandsportswear
with fringe,emellishmentandstrong
handcrafted,artisanaldetails.Shehas
beencelebratedasoneof the mostexciting
luxury brandsto comeout of New York

City in recentyearsfor her femaleled,
modern andsensualfashions.

Prior to launchingDiotima in 2021,Scott

studiedfine art andFrenchliteratureat

ColgateUniversity andfashion designatthe
IstituMarangoniin Milan beforestarting
hercareerat CostumeNational. Shethen
movedto New York andcuther teethat

J.Mendel andAshley and Mary-Kate Olsen’s
contemporarylabel ElizabethandJames

beforejoining Rachel Comeyin 2015, where
sheworkedher wayupto vice presidentof

design, ready-to-wear and footwear.

Amidst the ongoingmusical chairs across

luxury houses,Scott’sappointment plays
into a newgenerationof creativedirectors.

“This is an incredibly momentous
momentfor the industry Rachel is an
excitingnewvoice andoffers afreshvision

embracing both craft andmodernity,” said

Linda Fargo,seniorvice president,fashion
directorandstorepresentationof Bergdorf
Goodman. “To not only haveRachel

continuingto designfor Diotima, but
nowalsoextendinghercreative prowess
andleadershipto ProenzaSchouler is

aninspiringandexcitingtime for our
customers.We couldnotbemore proud
of Rachelandtheopportunity for herto
lead this significant new erafor Proenza

Schouler.”
“I think it’s amazing to bringona female

creativedirectorandto beableto seehow
shetakesthisbrandforward.We set out
the searchto find the bestpersonfor the
job andwe’re delighted that it’s Rachel.

We’re excited to seewhat a femalewill

bring to ProenzaSchouler,andhow the
subtledifferencesin fit, techniqueor
the way she thinks of awoman’s body or
lifestyle thosenuances,we’re excited

to seewhat thatbrings,” Suveyke Snyder
said. “We’re readyto getgoing, andare so
excited for February.”

RachelScott

Tous droits de reproduction réservés

PAYS : États-unis 
PAGE(S) : 2

SURFACE : 44 %

PERIODICITE : Hebdomadaire

DIFFUSION : (61000)

JOURNALISTE : Emily Mercer

3 septembre 2025 - N°nc

Page  38



(1/2)  CONCURRENCE - LUXE

EXCLUSIVE

Valentino CampaignExploresIntimacy, Identity
Clairo is amongthe

talents fronting the

campaignphotographed
by Glen Luchford.

BY LUISA ZARGANI

MILAN – AlessandroMicheledoesnot
wantspeedto bepart of his vocabulary.

Valentino‘s creativedirector turned

once againto his longtimecollaborator
Glen Luchford to photographthebrand’s
fall 2025campaign,unveiledexclusively
with WWD, andpennedaletter to say
that “nowadays fashion is moreandmore

an expression of a hypertrophic and
acceleratedworld, stubbornlypursuing
the promiseof novelty: newforms, new
traces,new stories.”

Michele is aimingto go in a different
direction,ashe didwith hispre-fall
campaignfor Valentinourginga return to
amorelong-lasting gaze.

“In suchawhirlwind, I choseto dwell

in a differentgesture:not running,but
lingering,” Michele continued in his

letter. “Not opening a newchapter, rather

delvinginto athemealreadyunfolding.
I chosenot to consumethelatestthing.
Rather,I decidedto let theimages andthe

interrogationssedimentandgrowwithin a
vertical excavation.”

He referencedthe topicsof the fall

show, dubbed “Le Méta ThéâtreDes

Intimités” andheld in Parisin March,

“to continuequestioning the close

relationshipbetweenidentityandrobing

practices.Here comesthe
public bathroomagain: a
counter-placewhereprivate
andrelational dimension
mingle,wherethe visible

challengesthe invisible, where
decencycollideswith guilty
pleasureandexposureflirts

with occultation. It’s a liminal

spacethat, in this campaign,
becomesenrichedwith new
bodies,gazesand encounters,
becominganunfailing sceneof

possibilities.”
Thecampaignis fronted by

Americansinger-songwriter
Clairo, who is alsoaValentino
brandambassador;American

interdisciplinaryartist and

rock musicianKembra

Pfahler; Aimée Byrne; Isabella

Pascucci;ShaneStevens;
HanaJanata;SaniqueDill;

Weiyi Fang; Bukwop Kir; Paul Scally, and

GiuseppeCirillo.

The talentsareseenposingin a
public bathroomwith red andblack

tiles, reproducingthe setof Michele’s
sophomoreValentino ready-to-wearshow,

stagedin a giantpublictoilet bathedin
red light. In his shownotesatthe time,

the designerdescribedthespaceas

“dystopian, disturbing, Lynchian.”
Conceivingthe campaign,Michele

argued that “it was like imagining a
life afterthe show: Howmanyother

existencescouldthat uncannyandchoral

spacehost?How manyother unspoken
desirescould takeshapethere?Andwhich
different intimacieswouldbe reflectedin

its corridors?”
Indeed, in Marchthedesignertold

WWD the showwasaboutexploring
the performativenatureof intimacy,
andthewaywe constructour identity

through clothes.

“We know, fashion has alwaysbeen

a languageof appearance,adevice that

stagesbodiesandexposesthemto the
gaze.Even in ourmost intimatedimension

we can’t escape such exhibiting nature,”
Michele continuedin the letter.

He believesthe late historianand
philosopherHannah Arendt “had it

perfectlyclear:beingandappearing
coincide, it’s what frames our very
existencein the world.Accordingly,
clothescertify their statusof secondskin,

the meansthrough whichwe decideto
show ourselves on the stageof life.”

The designerconcluded that “it maybe

just this, fashion’smostvaluablelegacy:

depth showingitself asaninterweaving
of surfacesand intimacyrevealingits

political andpoetic strength.Notat all

motionlessessence,but endlessmotion.
Not a private shelter,bu asharedscene.”
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Clairo in the fall campaign.
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BUSINESS

BrandsSeenFacing
Scrutiny in Wakeof
SupplyChainScandals

Investigationsuncovering

ties of luxury brandssuchas

Loro Piana,Valentino,Dior

andGiorgio Armani with

subcontractors involved in

sweatshopschemescould

dentthe sector’s aura of

quality,exclusivity and ethics.

BY MARTINO CARRERA

MILAN – Overthe past twoyearssupply
chain scandalshave rockedthe luxury
fashionindustry inItaly, shakingbothits

reputation andbusinesspractices.

Investigationsby aMilan court that
uncoveredtiesof luxurybrands suchas
Loro Piana,Valentino, Dior and Giorgio
Armani, amongothers,to subcontractors
involved insweatshopschemeshave
raisedconcernsabouttheindustry’s
ability to manageits supplychains

effectively.

Overall, prosecutorsidentifiedthe
brands’ negligencein properly auditing
their supplychainpartners. As aresult,
all the abovebrandshavebeenput
under judicial administrationto correct
and enhanceauditsandoversight
through court-mandatedprocedures,

with Loro Piana’s and Valentino’s
probes fully resolvedand thejudicial
oversightlifted.

Subcontractingis a commonpractice
in thefashion industry, offering
flexibility, bu it can result in weak

oversight.Additionally, theseincidents
have shineda light onthe gapthat

canexistbetweenbrands’ public
commitmentsto ethicalstandards
andthe reality of their supplychain

operations. To thisend, the Italian

CompetitionAuthority, or AGCM,

imposedsanctionsof 3.5 million
euroson Giorgio Armanifor alleged
misleadingadvertisinglinked to its
sustainabilityclaims.

In response,brandshavebegun
strengtheningtheirinternal controlsand

compliancemeasures.Loro Pianahas

reaffirmedits commitmentto improving
its supplychainauditing,severingties

agreements,asdid Valentino, Giorgio
Armani andDior.

The issueof supplychainoversight
is not limitedto isolatedincidents,
observersclaimed,sayingthat the
existing auditsystems,whichareoften

checklist-based,needto berestructured

to providemorefocused,risk-based

assessmentsof eachsupplier.This shift

could help mitigatefuture risks by
addressingspecific vulnerabilitieswithin
different tiers ofthe supplychain.

As brandswork to improve
their compliancemeasures,they
also faceexternalpressurefrom
policymakers.The EuropeanUnion

is to enforceseveralnew directives
aimed atincreasingtransparencyin

supply chains,suchasthe Corporate
SustainabilityReportingDirective, the

CorporateSustainabilityDueDiligence
Directive, as well asthe EU Forced
Labor Regulation.The latter, setto take

effect in 2027, will banwithin the EU the
saleof goodsmadeusingforcedlabor,

affectingall stages of the supplychain.
At the nationallevel, Italy’s fashion

industry associationsand tradeunions
haveurgedthe creationof amandatory,
nationwideprotocolpromotedby the

Ministry of Enterprisesand Made in Italy

to standardizesuipnlv chainauditing

practices.But legislationon the latter
isn’t expectedto progressin the short
term.

Meanwhile,theMilan Prefecture
has introduceda memorandum

of understandingto tackleworker

exploitation, undeclaredwork,
tax evasionand unfair contractual

practicesin the fashionsupplychain.

The initiative undersignedby
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AccessoriModa andCameraNazionale
dellaModa Italiana, amongother
entities– is limited to the Lombardy
region,bu couldlay the foundationfor

acountrywidesystem.
Thepressureon high-endfashion

brands to maintain their auraof quality,
exclusivityandethics is mountingamid

analreadychallengingluxury landscape,
whichis beingimpactedby aglobal
spendingdownturn.

Observerssaythat fashioncompanies
andluxury groupsmustcontinueto
improvetheir compliancemechanisms

to addresslaborexploitationand
work-relatedriskseffectively,forging
collaborationwith lawmakers,their

suppliersandindustry associationsto
ensurethe survivalandprestigeof the
Made in Italy supplychain.

Inside a textile plant.
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BEAUTY

CrackingtheRefill Code
With L’Oréal’s Luxe Division

In the U.S., thedivision that
entails Giorgio Armani,

Lancôme, PradaBeauty and

more is debuting refill fountains

in selectDillard's locations.
BY JAMESMANSO

L’Oréal Luxe is introducinga new,
sustainablymindedinitiative Stateside.

The luxury divisionof theworld’s largest

beautyconglomerateis introducing refill
fountainsat four Dillard’s locations,which

beganrolling out in Augustandwill service

key fragrancepillars suchas Lancôme’s
LaVie EstBelleandLa Vie Est Belle Elixir,
YSL Beauté’sLibre, Mugler’s Angel and
Alien scentsandGiorgio ArmaniBeauty’s
Acquadi Gio.

It mirrors similar initiativesthathave
existedin othergeographies,including
Europe,andwith other products.Mugler,
for example,inspiredthe initiative and

hashad refill fountains in retail sales

points since 1992.“We thought it would be
interestingto expandthat to otherjuices,”
said Silvia Galfo, presidentof L’Oréal’s
Luxe division in the U.S.

As for the timing, Galfo crediteda
few factors, including L’Oréal’s focus on
sustainabilityas akeyvalue,consumer
adoption,replenishmentratesandmaking
surebeautyadviserswereproperly
educatedonhow to drive the accelerating
consumerbehavior.

Perhapsmostimportantly, it comes
atatime of growthfor the business.

“L’Oréal Luxe in the U.S. is doingwell.

Wearegrowing aheadofthe market,and
what’s doingvery well for us in terms of

categoriesis fragrance– we havealmosta
third of marketshare,” said Galfo. “We’re
very strong in women’s andin men’s,
andgrowth is comingfrom both newer
franchises and legacy fragrances.”

Amongthe mostanticipatedlaunches
arethe newRalph’s Club NewYork launch

frontedby Usher, andthe newPrada

Paradigmefrontedby Tom Holland.On

thelegacyfront, thosejuicesarealso
gettinganenvironmentallyfriendly
reincarnation bu onethatplays to the

natureof the products.For La Vie Est
BelleElixir from Lancôme,for example,

buyinga100-mlrefill insteadof two 50-ml
bottlessaves73 percentglass,66 percent
on plasticand 61 percentoncardboard.

PradaParadoxeEaude Parfumand

Mugler Angel Eau deParfum.
If theexistingperformanceof the Angel

refills is any indication, it won’t take much
for the otherjuicesto gaintraction as

refillables, either. “About 25 percent or 30

percentofour businessis donewith the
refill,” Galfo said of Mugler fragrances.
“The gestureof comingin with your
bottle,gettinga little service– we see
successwith that.”

As for why to kick off the effort with

Dillard’s, Galfo thinks the high-touch

natureof the retailer’sservicewill drive
adoption.“They have avery strong
service model,” she said. “The clients

are loyal to our fragrances,thestaffing
is hungry for education,andtheyhavea

very strongclientelingapproachwith their

consumers.Theydoalot of after-hour
activations as well.”

Galfo isn’t opposedto broadening
the fragrancesavailablefor refill, either.

“YSL Myslf andValentinoBorn in Roma
couldbe part ofit. All of thesecould
bedevelopedandwe couldhavemore
options in the future,” shesaid. “We need

full adoptionof thesalesstaff on thefloor,
andtherewill be a lot of local marketing,
local socialmediatargeting,andtargeting
local influencers.”

L’Oréal Luxe's refill
fountainatDillard's.
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Du front row aux réseaux sociaux : est-il
encore possible de critiquer la mode ?
DÉCRYPTAGE - Des premières publications dédiées à l’art de
se vêtir aux réseaux sociaux, la critique de mode a dû en
découdre pour gagner ses lettres de noblesse. Focus sur un
genre journalistique à part entière.

Par Marion Dupuis
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Le 22 septembre 2011, dans les colonnes du Figaro , la collection printemps-été 2012
de Tom Ford se fait descendre au lance-flammes. La critique est signée Virginie Mouzat,
la plume mode d’alors. Petit aperçu : «Commence ainsi ce qui va lentement tourner au
cauchemar. Dès les premiers passages, on est frappé par l’apparence démodée d’une
collection façon Gucci d’il y a plus de dix ans. Les complications chichiteuses des
coupes, la coiffure chahutée pour fille à peine sortie d’un “cinq à sept” et le make-up en
font trop. Les mannequins sont littéralement barbouillées de fond de teint, de rouge à
lèvres over glossy couleur Ferrari, d’ombre à paupières charbonneuse. Sur la soie
cloquée, le violet associé au damier noir et blanc augmente d’un cran le stress rétinien.
La collection Tom Ford fait de sa cliente la même à toute heure, une professionnelle…
de la vulgarité. Tom Ford, ce pape du glam, fût-il porno chic, embarrasse…» La
signataire, déjà très reconnue dans le milieu de la mode, devient une star des Fashion
Weeks du jour au lendemain. «En 2011, quand cette review Tom Ford est sortie, tout le
monde en parlait, de la France aux USA, note Hélène Guillaume, aujourd’hui rédactrice
en chef du service style au Figaro et grande signature mode. Elle était très bien écrite, à
la française, avec de l’esprit, et surtout elle visait juste. Virginie Mouzat s’attaquait certes
à une icône en perte de vitesse, mais c’était également une époque où elle pouvait se le
permettre.»

Avant elle, il y eut la légendaire Janie Samet, qui passa vingt-cinq ans à rédiger les
pages mode du Figaro (poste qu’elle quitta en 2004) d’un trait si alerte qu’elle reçut, en
1987, un Oscar de la mode, celui de la meilleure journaliste de quotidien. Le seul jamais
décerné. «À l’aube des années 2000, Janie Samet était encore la plus célèbre critique
de mode française, se rappelle Hélène Guillaume. Elle écrivait ses reviews avec
beaucoup d’humour et de saillies. Comme les autres, elle avait ses chouchous, mais,
arrivée à un certain âge, elle a raté le coche avec des créateurs nouvelle génération
dont elle ne comprenait pas la vision, tels Rei Kawakubo de Comme des Garçons ou
encore Martin Margiela.» Sa prédécesseure s’appelait Hélène de Turckheim, mais cette
grande figure du journalisme était plus généraliste que simple arbitre des élégances,
avec, à son tableau d’honneur, des interviews des plus grandes stars, comme Jack
Nicholson ou Maria Callas. «Il y eut ces articles sur la mode où j’ai introduit une notion
de critique, à une époque où les rubriques spécialisées dans ce domaine ressemblaient
plutôt à des catalogues publicitaires», se souvient-elle, amusée, dans sa biographie,
Née coiffée .

1890, première chronique mode du Figaro

Écrire sur la mode ? Un exercice particulier qui remonte au siècle des Illusions perdues,
et dont la reconnaissance a pris du temps. Le secteur du luxe et ses accointances
prêtant à suspicion, et le vêtement ayant longtemps été associé à un sujet frivole et
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féminin. «C’est une tâche difficile que j’entreprends là, note une certaine Claire de
Chancenay, en 1890, dans l’une des premières chroniques mode du Figaro . Parler de
la mode, c’est-à-dire de la chose la plus inconstante du monde. Songez donc…» La
discipline lutte encore aujourd’hui pour acquérir la respectabilité dont les critiques de
rock, d’art ou de cinéma jouissent depuis toujours. Laurence Benaïm, la biographe de
Saint Laurent, grande figure du journalisme de mode au Monde, notamment, où elle a
signé tous les articles sur le sujet de 1986 à 2003, se souvient de ses débuts : «Je me
suis battue pour que la mode fasse partie de la culture au Monde et qu’elle devienne
une vraie rubrique. J’ai toujours défendu l’idée qu’il pouvait y avoir une critique de mode
comme il existait une critique d’art. Mais j’avais le sentiment de passer pour la
Marie-Chantal de service, alors que, dans le milieu de la mode, on me prenait plutôt
pour une intello.»

«Le critique de mode est un acteur relativement nouveau», assurait de son côté, au
magazine Ssense , la très crainte et respectée journaliste américaine Cathy Horyn, en
2020(aujourd’hui à The Cut , la section mode du New York Magazine ). « Pas le
journaliste de mode. Lui, il était là dès les années 1800. Pendant assez longtemps, la
tradition voulait qu’un journaliste révèle au public la vision d’un designer. Les critiques
anglais sont apparus au début du XXe siècle. Je pense à Kennedy Fraser, au New
Yorker , qui a véritablement donné forme à la pratique, avec un sens de l’humour, une
plume et une connaissance de l’histoire hors du commun. Mais on ne les appelait pas
des “critiques”. Amy Spindler a été la première. Elle s’est battue pour ça.» Le New York
Times a même créé spécialement ce titre pour elle, en 1994. Cathy Horyn sera la
seconde, en 1998, s’imposant comme une rédactrice qui ne mâche pas ses mots,
qualifiant par exemple Oscar de la Renta de «hot-dog de la mode américaine» et se
voyant interdire l’accès aux défilés de Giorgio Armani et de Hedi Slimane époque Saint
Laurent, après quelques phrases au vitriol.

Sous pseudonyme

Au commencement, donc, était le journalisme de mode, qui fait son apparition au XIXe
siècle. «Il est né vraisemblablement d’un accord entre les Grands Magasins du Louvre,
créés en 1855 sous le Second Empire, et la revue hebdomadaire La Mode illustrée,
fondée en 1860 par Emmeline Raymond, explique l’historien de la mode Olivier Saillard.
Et d’emblée, la fonction prend la forme d’une entente entre annonceur et plume, afin de
faire la promotion des rayons des Grands Magasins. » Lorsque la haute couture surgit
en France, sous l’égide de Charles Frederick Worth, le système en va de même entre
les maisons et pléthore de magazines baptisés Le Bon Ton , Paris élégant , Petit
Courrier des dames , Journal des dames et des modes … avec des articles le plus
souvent signés de pseudonymes. À quel moment apparaissent les grandes signatures
sur le sujet ? «La question est plus difficile qu’il n’y paraît, précise Sylvie Roy, cheffe du
service des ressources documentaires au Palais Galliera, la presse de mode ne
permettant pas toujours d’identifier facilement ses auteurs. Au début du XXe siècle,
certains magazines, comme Vogue Paris, n’indiquent presque jamais le nom du
chroniqueur. D’autres, comme L’Officiel de la mode et de la couture, fondé en 1921,
comportent peu de texte et donnent la priorité à l’illustration et à la photographie.»
Femina, quant à lui, dès le début de sa publication, en 1901, fait appel à des signatures,
sans qu’il soit possible de mettre en lumière une personnalité en particulier, d’autant que
les textes sont fréquemment signés de noms d’emprunt.

«En revanche, jamais les grands auteurs de la littérature ne se seront autant intéressés
aux vêtements, aux tendances et à l’apparence qu’au XIXe siècle», poursuit Olivier
Saillard. Théophile Gautier écrit De la mode (1858), Honoré de Balzac, un Traité de la
vie élégante (1830) en cinq articles pour La Mode , la revue fondée par Émile de
Girardin. Jules Barbey d’Aurevilly ou Oscar Wilde donnent des conférences sur l’histoire
du vêtement… Bref, tous les grands écrivains veulent en découdre avec la couture

Tous droits de reproduction réservés

madame.lefigaro.fr
URL : http://madame.lefigaro.fr/ 

PAYS : France 

TYPE : Web Grand Public 

JOURNALISTE : Marion Dupuis

2 septembre 2025 - 07:00 > Version en ligne

Page  45

http://madame.lefigaro.fr/style/du-front-row-aux-reseaux-sociaux-est-il-encore-possible-de-critiquer-la-mode-20250902


parisienne. Le poète symboliste Stéphane Mallarmé édite, lui, en 1874, un éphémère
magazine à tirage limité, baptisé La Dernière Mode, dans lequel il va rédiger lui-même
les huit numéros en signant de différents pseudos, comme Miss Satin. Dans le Journal
des dames et des modes, relancé en 1912, paraissent également des chroniques sur les
salons, les spectacles et la mode signées par Gabriele D’Annunzio ou Jean Cocteau.
Lorsque Lucien Vogel, l’un des hommes les plus importants de l’histoire de la presse de
mode au début du XXe siècle, lance la Gazette du bon ton , des écrivains de renom
produisent textes et chroniques. Parmi eux, on retrouve à nouveau Cocteau, mais
également Tristan Bernard ou Jean Giraudoux. Plus tard, Colette écrira dans la version
française de Vogue, ainsi que Violette Leduc, qui signera des articles dans Pour elle,
titre éphémère lancé pendant la Seconde Guerre mondiale.

Plumes acérées

Les premières grandes critiques de mode émergent, elles, au fil du XXe siècle. Elles
sont d’abord américaines. Elles se nomment Kennedy Fraser, puis Virginia Pope au
New York Times, ou Lois Long du New Yorker (de 1927 à 1970). Autre accélérateur de
la discipline : Condé Montrose Nast qui lance, en 1920, une version française de Vogue
avec l’aide de Lucien Vogel, puis de Michel de Brunhoff, qui en sera l’illustre rédacteur
en chef, de 1929 à 1954. Ce dernier deviendra la figure de proue de l’âge d’or de la
presse fashion et féminine. Bienvenue dans l’ère de ces fameuses reporters
américaines, envoyées spéciales à Paris (là où tout se passe) qui deviennent les
personnalités les plus choyées des grands salons de couture parisiens.

«L’industrie de la mode américaine s’est développée en imitant Paris. Il était donc
essentiel d’y expédier des correspondantes afin d’analyser les collections et les
dernières tendances », note Émilie Hammen, historienne de l’art fraîchement nommée à
la direction du Palais Galliera en juillet. Parmi elles, deux grandes figures dignes d’un
film hollywoodien : Bettina Ballard, correspondante de Vogue à Paris avant-guerre puis à
la Libération, et Carmel Snow, la rédactrice en chef de Harper’s Bazaar à qui on doit le
fameux « It’s such a new look », son exclamation légendaire à propos de la première
collection de Christian Dior, en 1947. Une Californienne et une Irlandaise, devenues
deux Américaines indissociables de l’élégance à la française, et que Frédéric Mitterrand
surnommait les Joan Crawford et Bette Davis de la mode.

Ces deux illustres reporters offriront leurs lettres de noblesse au journalisme de mode,
faisant des émules françaises comme Edmonde Charles-Roux ( Vogue Paris ) ou
Hélène Gordon-Lazareff et Françoise Giroud ( Elle ). L’époque est alors aux icônes des
magazines de mode US, de celles qui font et défont les carrières des plus grands
couturiers en choisissant de publier leurs modèles ou en rendant compte de leurs
collections avec dédain ou enthousiasme, c’est selon. Diana Vreeland lance sa célèbre
rubrique mode «Why Don’t You… ?» au Harper’s Bazaar, puis succède à Carmel Snow
avant de partir révolutionner Vogue . Bettina Ballard la décrit ainsi lors des défilés :
«C’est comme voir un roi mage, ou Benjamin Disraeli, ou une odalisque d’Ingres assise
raide sur une chaise et regardant passer les vêtements avec une expression
indéchiffrable sur le visage.»

Dans les années 1950 et 1960, l’Américaine Eugenia Sheppard devient une des
chroniqueuses influentes, notamment au Herald Tribune . Aucun créateur n’osait lancer
un défilé avant qu’elle ne soit arrivée. Et elle était toujours en retard, bien sûr. Elle fut
aussi l’une de celles qui canarderont la fameuse collection Libération d’Yves Saint
Laurent en 1971, titrant sa chronique « Truly hideous » («Vraiment hideux»), manquant
de clairvoyance sur ce qui allait devenir l’avenir de la mode.

L’ère Fashion Week

Cette collection scandale marque la fin du règne de la haute couture, et inaugure
l’avènement du prêt-à-porter. En 1974, dans le cadre de ce qui deviendra la Fashion
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Week de Paris, Dior fait défiler pour la première fois le sien. Les Thierry Mugler, Jean
Paul Gaultier, Claude Montana et autre Azzedine Alaïa font leur apparition, suivis dans
les années 1980 des Belges et des Japonais. «Dure vie que celle des marathoniennes
de la mode», écrit Janie Samet dans le Figaro , à propos de la démultiplication soudaine
des shows. Elle rend compte avec acuité des collections à chaque saison. Et, au fil des
pages, porte de nombreux créateurs : Thierry Mugler ou Christian Lacroix, entre autres,
et développe de véritables affinités avec Gianni Versace, Azzedine Alaïa, Karl Lagerfeld
ou Yves Saint Laurent.

«Personne n’a jamais volé la vedette à Azzedine Alaïa, s’enthousiasme-t-elle. Depuis
plus de trente ans, du haut de son mètre cinquante, avec ses yeux lance-flammes, ses
vestes de coolie en satinette noire et sa voix qui vient du soleil, le plus petit des grands
couturiers s’est coté d’emblée au-dessus de tous les autres.» C’est un fait, les critiques
de mode ne distribuent pas que des bonnes ou mauvaises notes aux défilés, elles font
émerger des talents et n’hésitent pas à tremper leur plume dans de l’encre sympathique,
voire dithyrambique. «Les créateurs parisiens se surpassent» ; «Dries Van Noten
remporte tous les suffrages avec une collection remarquable» ; «Un défilé Louis Vuitton
magistral, digne d’une production hollywoodienne» ; «Dior, un bien fou», peut-on ainsi
lire dans le Figaro au fil des Fashion Weeks.

Années 1980 et 1990 : la montée en puissance

Dans les années 1980 et 1990, les critiques de mode ont acquis une puissance inouïe»,
se souvient Jean-Jacques Picart, ex-grand conseiller des marques de luxe. «Leurs
comptes-rendus dans les quotidiens ou les magazines apportaient aux griffes un impact
médiatique et commercial sans équivalent.», souligne-t-il. Le Women’s Wear Daily (
WWD ), devenu, sous l’impulsion de John Fairchild, la bible du secteur, couvre alors les
collections avec la plume ultrapointue de l’illustre Etta Froio, bientôt rejointe par la jeune
et discrète Bridget Foley. Cette dernière deviendra jusquà son départ du quotidien
américain, en 2021, la référence incontournable en la matière, n’hésitant pas à soutenir
des talents émergents – Helmut Lang, Marc Jacobs, Michael Kors – alors peu connus.

La terrible Hebe Dorsey, qui a succédé à Eugenia Sheppard à l’ International Herald
Tribune , fait, elle, trembler les couturiers. En 1980, elle titre son article sur la collection
Dior «Un bâillement.» La saison suivante, elle est blacklistée du défilé de la maison.
«Hebe Dorsey détenait un pouvoir quasi politique, tous les couturiers étaient à sa botte,
toutes les marques de prêt-à-porter à sa merci, et tous les créateurs lui faisaient la cour.
Puis, elle a été remplacée après son décès, en 1987, par Suzy Menkes, qui, très vite, a
eu la même puissance de frappe, car sa culture mode et artistique était titanesque,
poursuit Jean-Jacques Picart. Ses papiers, comme ceux de Laurence Benaïm au
Monde, donnaient aux collections une dimension sociétale. Ces journalistes racontaient
l’évolution du style d’un créateur, et replaçaient aussi l’émotion d’un défilé dans un
contexte culturel et politique, l’air du temps, en somme.»

Des liens qui se tissent

Au fil des collections, ce sont également de grandes histoires d’amour qui naissent entre
ceux qui font la mode et ceux qui la traduisent en toutes lettres. Ainsi, Saint Laurent dira,
admiratif, à Laurence Benaïm : «Vous habillez mes collections avec des mots», et il lui
ouvrira grandes les portes de sa maison. «À l’époque, je défendais l’idée de la beauté
dans mes critiques, une sensibilité, une vision émotive mais juste et honnête,
raconte-t-elle. Avec Saint Laurent, j’ai tout appris : le théâtre de la séduction, l’exigence,
la tendresse. Je pensais que la mode était faite pour embellir la vie. Quand Gaultier
lançait des jupons longs, par exemple, tout le monde avait envie de les porter. » Des
coteries se forment dans les rédactions, il y a les journalistes qui crient au génie devant
les créations avant-gardistes de Margiela, et ceux qui préfèrent l’élégance d’un Hubert
de Givenchy. Les couturiers stars détiennent aussi le pouvoir, privilégiant leurs
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reviewers , à l’image d’un Karl Lagerfeld qui n’ouvrait ses fameuses accessoirisations
chez Chanel – les essayages avant défilé – qu’à un petit groupe d’initiés. Et puis, il y a
ces fashion moments , ces défilés prodigieux où l’émotion surgit et qui mettent tous les
journalistes d’accord.

De nouvelles voix

À partir des années 1980, un collectif de journalistes va cependant casser tous les
codes et dépoussiérer le compte-rendu des défilés. Une bande de joyeux drilles, venus
de tous horizons (littérature, cinéma, art de vivre, société…), œuvrant pour le quotidien
Libération . Sans rubrique spécifiquement dédiée à la mode, l’historien Farid Chenoune
(le seul spécialiste du secteur), Michel Cressole, Gérard Lefort, Maud Molyneux, Martine
Trittoleno, Pascaline Cuvelier, puis, plus tard, Marie Colmant ou Anne Boulay décryptent
alors la fashion sphère à leur manière, sans tabou, avec une joie de vivre et d’écrire.
«Cette transversalité protège de l’entre-soi que peut alimenter le culte de la fringue, des
tendances et des apparences», dira alors Gérard Lefort. Le journaliste et réalisateur Loïc
Prigent s’inspirera d’ailleurs de cette bande légendaire lorsqu’il démarrera comme
pigiste dans le même quotidien en 1997, prenant soin de jouer le second degré pour que
les lecteurs puissent découvrir les coulisses du secteur tout en s’amusant. «À l’aube des
années 2000, les plumes ultimes du secteur s’appelaient Suzy Menkes, Cathy Horyn ou
Hilary Alexander du Daily Telegraph , se souvient-il. J’adorais aussi les papiers de
Laurence Benaïm que je lisais à voix haute, ces descriptions littéraires des tissus, des
lumières, des clientes, de l’état d’esprit, ces comptes-rendus incisifs dans lesquelles elle
était aussi capable de retranscrire la crise du Golfe.»

Février 2020, la crise sanitaire liée au Covid-19 envahit la planète. Internet et les
réseaux sociaux, relais tout-puissants des collections de mode depuis 2010, ouvrent
encore plus la lucarne au grand public en diffusant les défilés en streaming. Question :
alors que chacun peut voir instantanément les images des vêtements présentés chaque
saison et se faire son propre avis, comment la critique de mode résonne-t-elle encore
aujourd’hui ? «En France, contrairement aux journalistes anglo-saxons ou aux réseaux
sociaux qui privilégient le clash, nous sommes plutôt dans l’explication et la défense d’un
patrimoine. Notre démarche est plus journalistique que critique, avec un point de vue
argumenté, analyse Hélène Guillaume. Nous documentons l’histoire de la mode, en
somme, avec ses problématiques et la façon dont elle résonne avec l’époque.»

Autre sujet prêtant à débat : l’entente entre le secteur du luxe et la presse, le pouvoir
grandissant du premier sur les articles liés aux collections des grandes maisons. «Les
comptes-rendus des défilés se sont édulcorés, reconnaît Lucien Pagès, fondateur d’un
bureau de presse influent à Paris. Mais les grandes plumes d’aujourd’hui, comme
Vanessa Friedman ( New York Times ), Tim Blanks ( BoF ), Cathy Horyn ( The Cut ) ou
Hélène Guillaume ( Le Figaro ), sont autant reconnues et respectées dans l’industrie de
la mode que par le grand public. Les jeunes sont fascinés par ceux qui racontent la
mode et y ont accès.» De nouveaux «poils à gratter» émergent aujourd’hui sur TikTok
ou sur Instagram, comme boringnotcom, qui note les défilés, ideservecouture, qui
souligne avec humour les petits travers de l’industrie, ou ly.as , l’une des voix les plus
cash du moment. Journalistes et influenceurs partagent désormais le front row des
défilés. Certains sont les deux, à l’image de Sophie Fontanel, romancière et rédactrice
en chef mode au Nouvel Obs , dont les publications poétiques et décalées sur Instagram
sont suivies par quelque 463 000 followers.

» LIRE AUSSI - Lucien Pagès, le stratège de la planète Mode : «Il faut comprendre
l’époque pour être en adéquation avec elle»

Le temps des réseaux

La presse doit-elle s’en inquiéter ? «Pas du tout, je vois plutôt un tir groupé général de
voix et d’informations sur le secteur dont l’intérêt résonne collectivement», explique
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Lucien Pagès. Idem pour Loïc Prigent, qui suit plusieurs comptes sur les réseaux
sociaux. «Certains sont vraiment intéressants, comme lewissmag , relaxitsonlyfashion
ou encore hautelemode , note-t-il. Mais seuls certains journalistes chevronnés ont
vraiment accès aux informations des maisons, et donnent des clés pour décrypter ce
qu’on ne voit pas forcément sur les images.» Les incontournables, selon lui ? Hélène
Guillaume, Miles Socha et Joelle Diderich de WWD , ou encore Sarah Mower, Nicole
Phelps et Luke Leitch de Vogue Runway . «Il y a toujours un corps considérable de
journalistes qui couvrent le secteur, en particulier dans les pays où la mode et le luxe
contribuent le plus à l’économie, c’est-à-dire la France et l’Italie, analyse Luke Leitch.

Je continue de penser qu’il est utile d’interviewer les créateurs, de suivre de près leurs
shows et d’utiliser les connaissances ainsi acquises pour donner un contexte
supplémentaire aux photos et aux vidéos. L’évaluation des vêtements est totalement
subjective. Qu’on aime ou pas une collection n’est pas, à mes yeux, une question d’un
grand intérêt. Ce qui est pertinent, c’est d’analyser comment cette collection et la forme
sous laquelle elle est présentée recoupent ou anticipent les goûts et les préoccupations
de la culture populaire à laquelle elle est destinée.» Fair-play, le journaliste anglais cite
parmi ses critiques de mode préférés un Français, Roland Barthes : «Il a réalisé les
écrits sur la mode parmi les plus brillants et stimulants qui soient. » Dans son livre,
Système de la mode , paru en 1967, le sémiologue spécifiait notamment : «L’importance
du vêtement écrit confirme bien qu’il existe des fonctions spécifiques du langage, que
l’image, quel que soit son développement dans la société contemporaine, ne saurait
prendre en charge.»

La mode sur petit écran

Pour tous ceux que la mode fait rêver, une fenêtre s’ouvre dans les années 1990 : les
résumés des shows, diffusés en quelques minutes chrono à la fin des journaux
télévisés. Des journalistes, oubliés aujourd’hui des nouvelles générations, comme
Viviane Blassel sur TF1, les critiques de cinéma France Roche, Nicole Cornuz-Langlois
ou Marie-José Lepicard sur Antenne 2 couvrent ainsi ce secteur glamour et révèlent à
toute une population un monde secret, fermé, seulement réservé à quelques élus. En
1992, Paris Mode surgit sur Paris Première. «L’émission est devenue culte, et sa
productrice-animatrice, Marie-Christiane Marek, toute-puissante, se souvient le
journaliste et auteur Jérôme Gautier, qui a travaillé avec elle sur ce format de
cinquante-deux minutes hebdomadaire. Pas un show ne commençait si elle n’était pas
arrivée.» Mademoiselle Agnès et Alexandra Golovanoff, respectivement sur Canal+ et
sur Paris Première , rallieront aussi, avec leur ton décalé et plein d’humour, des
centaines de milliers de téléspectateurs devant leurs émissions. Mais peu à peu,
réseaux sociaux aidant, le genre déserte le petit écran. Seul le documentariste
chevronné Loïc Prigent parvient à renouveler le propos et continue de décrypter les
Fashion Weeks ( 5 Minutes et 52 Minutes de mode ) sur TMC, TF1+ et sa chaîne
Youtube.
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BUSINESS quarterto$220.4million,whilerevenues
forthethreemonthsendedJune28
increased14percentto$1.7billion,an11
percentincreaseinconstantcurrency.

PatriceLouvet,presidentandchief
executiveofficerofRalphLaurenCorp.,
saidinaninterviewthecompanyputsalot
ofemphasisonvalueperception,which
"isn'tjustaboutprice.It'sabouthow'sthe
storytelling,what'stheproductexperience,
what'stheshoppingexperience."

Luxury Brands Need to Win

Back Aspirational Shoppers,

Before It's Too Late

Animagefrom"Ralph's
Hamptons"campaign

AlexaChunginBurberry's
Festivalcampaign.

· AccordingtoMorganStanley.
luxurybrands"cannot

playwiththe pricinglever
anymore,andwillneedto

recruitagainfromthemiddle
toupper-middleclass"if they
wantto grow.

Headded:"Weknowtheconsumer
isdiscerning,andwe'reputtingalotof
emphasisonmakingsurethat,relative
tothecompetitiveset,weprovideavery
attractivevalue.Itisallaboutauthenticity."

Tapestryhasalsobeenreapingrewards
inthewhitespace.TheparentofCoach
andKateSpadebeatfiscalthird-quarter
earningsandsalesestimatesandraised
itsoutlookfortherestofitsyear,which
endedinJuly.

Inthefourthquarter,salesofthe
powerhouseCoachhandbagbrandshot
up14percentto$1.4billioninthequarter,
addingadashofaccessibleluxurylusterto
thecompany.

BYSAMANTHACONTI

LONDON- Theseason'smostpopular
color?Withoutadoubt,it'swhite.

GroupsincludingBurberry,Ralph
LaurenandTapestryandsmaller
Europeanlabelshavebeenmovingrapidly
intothewhitespacecreatedbythebig
Europeanluxurybrands,whoseaggressive
pricehikesinthepost-pandemicyears
havealienatedaspirationalconsumersin
China,theU.S.andelsewhere.

Althoughtheeraofgreedflationisslowly
windingdownandthebigluxuryhousesare
nolongerincreasingpricesinthedouble
digits,itwilltaketimeforthemtowinback
thetrustofaspirationalcustomerswhohave
alreadymovedon,andoptingforbrands
theybelieveofferbettervalueformoney.

AConsumerBacklash
Overthepastthreeyears,like-for-like
priceinflation- especiallyinsoftluxury
- hasbeen"significantlyahead"ofits
long-termaverage,andwellinthedouble
digits,accordingtoBernstein."Brandslike
Chanelhaveledthisescalation,andmost
havefollowed,"thebanksaid.

AccordingtoMorganStanley,the
affordabilityofcertain"iconic"luxury
handbagsintheU.S.hasdeteriorated
between10percentand33percent
overthepastdecade,faroutstripping
disposableincomeintheU.S.,and"pricing
outthemiddle-incomeconsumer."

Inraisingtheirprices,MorganStanley
added,"luxurybrandshaveprovided
oxygentomoreaccessiblealternatives.We
thinkitisnocoincidencethatsomemore
affordablebrands,suchasToteme,Polène,
orCoacharecurrentlygrowingstrongly."

HSBCbelievesthat"Coach,Ralph
Lauren,LongchampandBurberryare
seeminglybenefitinggreatlyfromthe
whitespacebeingcreatedbypremium
luxurybrandsbeingoutofreachformany
aspirationalconsumers,"HSBCadded.

ThebankarguedthatEurope's
luxurygiants"haveundoubtedlylostin
authenticityandappeal,"duetoalackof
creativity,greedflationandpricesthatare
"difficulttojustify."

Thereisalsoarapidlygrowingwhite
spaceinChina.Accordingtothebusiness
researchfirmThirdBridge,localChinese
brands"offerbettervalueformoney,
andarecreatingincreasinglyfierce
competition"fortheluxurybrandsina
highlyprice-sensitivemarket.

ANewLandofOpportunity
Thewhitespaceisfertilegroundfor
brandstoutingavalueformoney
proposition.

InAugust,RalphLaurenoutstripped
first-quarterexpectationsandraisedits
outlookforthefullfiscalyear,evenwith
somefearoverhowconsumerswillreactto
theimpactofhigherU.S.tariffsonimports.

Netincomerose30.7percentinthe

Inthefirstquarteroffiscal2025-26,
Burberrysuccessfullystemmedthe
double-digitsalesdeclinesoftheprevious
yearandoutstrippedgrowthexpectations.

Comparablestoresalesinthethree
monthstoJune30weredown1percent,
comparedwithanalysts'projectionsofa
3percentdecline.Inthecorresponding
periodlastyear,comparablestoresales
weredown21percent.

"It'searlydays,andit'satoughmacro,
butwearereallystartingtoseethe
potentialofwhatliesahead,"saidCEO
JoshSchulman,whohasbeentweaking
Burberry'spricingstrategyandadopting
a"good,betterandbest"offerinabidto
appealtoavarietyofcustomers,notjust
thehigh-net-worthones.

"We'retakingthingsstepbystep,butwe
areoptimisticaboutthequartersahead,
andoptimisticaboutthebusinessin
general,"Schulmanadded.

HSBChashighhopes,too."Burberry
useditsoutletnetworkswiftlytohelpmove
productsfromanoverpriced,handbag-
focusedapproachtogobacktobasics:
well-priced,authentic,outerwear-focused,"
thebankwroteinareportcalled"Knight
Fever,"referringtothebrand'shistoriclogo.

Customers,too,aretakingarenewed
interestinthemoredemocraticBurberry.

InJuly,afterayear-longabsence,
Burberrymadeacomebackonthe
shoppingplatformLyst'srankingofhottest
brands.Inthesecondquarterof2025,
Burberrylandedin17thplace,aheadof
Gucci,BirkenstockandValentino.

LystsaidBurberry'sreturnwasthe
resultofaresurgent"coolBritannia"vibe,
astrongfestivalcampaignandagrowing
demandforitsmenswearoffering.

BigLuxuryIsFeelingthePain
Bycontrast,thebigEuropeanbrandsare
sufferingandhopingthatrecentchanges
inmanagementandcreativedirection,as
wellasless-aggressivepricehikeswillturn
thetideintheirfavor.

AccordingtoCiti,luxurybrandsraised
prices3to6percentinJulytooffsetthe
impactofhigherU.S.tariffs,andtosmooth
overpricegapsinEurope.Industry
sourcessaytherewillbemoresingle-digit
pricehikesbeforetheendoftheyear.

Inthemeantime,brandscontinueto
feelthepainofconsumerbacklashagainst
prices.

Inthefirsthalf,LVMHMoëtHennessy
LouisVuittonsawnetprofitfall22percent
asitskeyfashionandleathergoods
divisionmissedexpectations.Thedivision,
hometobrandsincludingLouisVuitton,
DiorandCeline,recordeda9percentdrop
inorganicsalesinthesecondquarter,
belowtheVisibleAlphaconsensusforecast
fora7percentdecline.
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AtKering,parentofGucci,Saint
LaurentandBalenciaga,groupnetprofit
plummeted46percentinthefirsthalf.The
groupishopingthatincomingCEOLuca
deMeocanstopthebleeding,particularly
atGucci,whereDemnaissettotakeover
ascreativedirector.

AtPradaGroup,retailsalesinthefirst
halfweredown1.9percentto1.65billion
euros,withperformanceinthesecond
quarterimpactedbylowertouristflows
inJapanandEurope.Netprofitinthe
six-monthperiodwasbroadlyflatat386
millioneuros.

In2024,theChaneljuggernautcame
toahalt,asrevenuesfellforthefirsttime
sincethepandemicandoperatingprofits
plummeted30percentamidasharp
slowdowninluxuryspendinginmainland
China.

andAltagamma,theItalianluxurygoods
industryassociation,engagementwith
brandsacrossthedemographicshasslowed
since2022,withsocialmediafollower
growthdown90percent,andengagement
ratesoffby40percent"largelyduetoprice
fatigueandstagnantcreativity."

Bernstein,meanwhile,believesthat
"valueformoneyremainsthemain
concernforluxurybrandsinthesecond
half,withtheluxurysectorfacinga
paradigmcrisisacrossmultiplefronts."

YanmeiTang,analystatThirdBridge,
saideventhemostresilientluxurybuyers
"havetheirlimits,andbrandsmustoffer
morethanjusthigherpricetagstoretain
them.Priceincreasesmustbejustified
throughinnovationorimprovements."

Tangaddedthat"valueperception
remainsimportant,asmanyultra-wealthy
individualsarenotwillingtooverpay
simplyforabrandname.Whilethese

RevenuesattheFrenchfashionhouse
totaled$18.7billionin2024,down4.3
percentatcomparablerates,asgrowthin
JapanandSouthKoreafailedtooffsetthe
impactofmacroeconomicandgeopolitical
volatilityelsewhere.

TheValuefor
MoneyConversation
Evenwithchangestopricing,creativity
andmanagement,itmighttakeawhile
forthebigbrandstowinbackaspirational
customers.

AccordingtoajointreportbyBain&Co.

GemmaChan
forCartier.

consumerscontinuetospend,theyare
becomingmoreselective,drawnto'quiet
luxury'anddiscreet,high-qualityitems
recognizedbytheirpeers."

Sienna
Millerina
Guccihobo
bagand
redMiu
Mluclogs

AmritaBanta,managingdirectorat
AgilityResearch&Strategy,saidthat
despitegreedflation,high-net-worthand
ultra-high-net-worthindividualsarestill
spendingonluxurygoods.

"However,theyaremoreselectiveand
shiftingtowardvalue-anchoredluxury.
Itisaredefinitionofwhatmakesluxury
worthpayingfor,"shesaid,addingthat
theseshoppersscrutinizethevalueoftheir
purchases."

Bantaadded:"Ifapriceincrease
isaccompaniedbyenhancedquality,
exclusivityorservice,theymayacceptit.
However,ifit'sperceivedasunjustified,
itcanresultinbranderosion.High-net-
worthconsumersaretypicallybrandloyal,
butnotunconditionally."

therevengeofourclients.Ourgoalisto
continuouslykeepthevaluerelationship
forourclients,andwewillnotmake
sudden,rapidincreases,"hesaid.

ALongRoadAhead
TheEuropeanluxurybehemothswillhave
toresettheirrelationshipwithnearlyall
demographicsandgeographiesifthey
wanttostartgrowingagain.

GenZwillbeaparticularchallenge.The
BainAltagammareportsaidluxurybrands
arenowcontendingwith"agrowing
disillusionmentwiththeirofferingsamong
youngergenerations,notablyGeneration
Z...whoarereassessingtheirrelationship
withluxury."

JohannRupert,
founderandchairman
ofCartierparent
Richemont,would
agree.Incontrasttoits
luxurypeers,Richemont
hasbeendisciplined
withpricing,andthe
strategyhasdelivered.
Thegroup'sjewelry
brandspostedtheirthird
consecutivequarterof
double-digitgrowthinthe
threemonthstoJune30.

Earlierthisyear,
Rupertsaidheisloathto
raisepricesdrastically
-anywhere- for
fearofdamagingthe
relationshipwiththe
localcustomer.

"Wewerenotgreedy
inthepost-COVID-19
boomperiod.AndIthink
ourresilientresults[in
fiscal2024-25]provethat
wehavenotsuffered

TheexpandedLouis
VuittonflagshiponVia

MontenapoleoneinMilan. MorganStanleybelievesluxury
brandsareina"difficultsituationwhere
theycannotplaywiththepricinglever
anymore.Forthesectortogrowinline
withitshistoricalaverage,itwillneedto
recruitagainfromthemiddletoupper-
middleclass.Relyingonlyonhigh-net-
worthindividuals"cannottranslatetoa
midsingle-toahigh-single-digitgrowth
rate,thebankargued.

Thebanksaidgrowthwillneedtocome
from"significantpricedisciplineoverthe
nextthreeyearsorsoand/orplayingwith
theproductmix."

Bernstein'sLucaSolcabelievesthebig
Europeanbrandshavealreadymadea
decentstart."Wearenowinadifferent
worldwithmoremoderatelike-for-like
[price]inflation,andafocusedeffortto
introducemoreaggressiveentryprice
products."

Inthemeantime,thosesmaller
Europeanbrands,U.S.groupsandChinese
fashionbrandswillcontinuetoreapthe
whitespacerewards.
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The Great Fashion Reset | How to Fix

Luxury's Trust Issues

A series of scandals linking brands including Dior, Armani, Valentino and Loro

Piana to sweatshops in Italy have helped fuel doubts about what customers are

paying for and whether they can trust luxury brands anymore.

By SarahKent

Socalled"luxury"isdeadandburied.It'snothingbutan
embarrassment. Quiet(ly)(exploitingworkers)luxury

Capitalismhasruinedluxury
companiesaroundtheworldfor
profit..

MADEINITALY...BUT
ATWHATCOST?

HAVEYOUGOTTHELUXURYAtthispoint,howcanluxuryJustifytheir"MadeinItaly"isbecominga prices?Thequalityisgoingdown.sustainabilityisanafterthought,andtheycan'teventakecareattheirworkers

As star designerJonathanAnderson preparedto makehis Dior debut earlier this summer,brand CEO,

Delphine Arnault, had akey word on her lips: "quality."

While the buzz around Anderson's first men's collection for the house focusedon what it would reveal

about Dior's new creative direction, the duo knew it would take more than a refreshed aesthetic to

reignite demand for LVMH's second-biggest fashion label following sales declines that analysts

estimatehave stretchedinto double digits in recentquarters.

After a decadeof explosive growth, Dior has becomesomething of a casestudy in how management

missteps have contributed to the wider luxury sector's deepeningsalesslump and shapedattempts to

turn things around.

Wider economic uncertainty has pushed aspirational luxury shoppers who were once willing, even

eager,to shell out thousandson anew Dior handbagto becomemore circumspect in their spending.But

price hikes that far outpaced inflation, without corresponding creative innovation, have also led to

questionsabout whether the brand's products arereally worth it anymore.

A sweatshopscandalthat's doggedluxury's key"Made in Italy" manufacturing basehasn't helped. Dior

is the largest of severalmajor brands whose prized Italian supply chainshave been linked to incidents

of labour exploitation, amplifying a perception alreadyplaying out on social media that a gap between

luxury prices andtheir quality wasgrowing.

Anderson's first womenswearshow for Dior on Oct. 1 is one of the most anticipated and high stakesin

ablockbuster season,functioning as acritical litmus test for the brand's creativeturnaround. But longer

term successfor Dior, and the wider luxury sector, will also rely on tackling the structural issuesthat

have destabilised the promise of quality and craft in which the luxury industry's value proposition is

rooted.

"Quality is somethingthat's extremely important: quality in themanufacturing, in the products," Arnault

told BoF in May. "I think that prices can be increasedif you have an increasein quality as well, an

improvement in the product."
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"Me and Delphine want to change the quality - up the game," Anderson added, while speaking

backstagebefore his hit mensweardebut in June."We've both got a big challengeto do."

Luxury's 'Made in Italy' Scandal

Over the last 18months, a series of Italian court caseshave damagedthe industry's carefully crafted

marketing facade, linking brands including Armani, Dior, Valentino and Loro Piana to sweatshops

operating onthe outskirts of Milan.

Cashmerejackets andleatherhandbagsthat retail for thousandsof dollars werebeing madefor a fraction

of that price by migrant labourers, who toiled 12-hour days for a handful of euros, prosecutorssaid,

accusingluxury labels of failing to adequately control their supply chains.

The brandshave said the sumspaid to manufacturers revealed in court casesare inaccurate and don't

reflect the other costs that go into making luxury products. They've positioned the casesas isolated

incidents, caused by suppliers who subcontracted production without the brands' knowledge or

permission. But accordingto prosecutors, the problem is systemic, reflecting an entrenchedbusiness

model that ignores risks to workers rights in order to maximise profits.

In past decades,luxury has shruggedoff such scandalswith little long-term damageto brandreputations

orbottom lines. Glitzy ad campaigns,highprices andthe cultural cachetassociatedwith "Made in Italy'"

- long a short-hand for commitment to craft, quality and ethical operations- effectively armour-

platedthe sector's image. Labour rights abuseswere successfully positioned asprimarily a fast-fashion

problem; afunction of manufacturing in far-flung locations with limited oversightand weakregulations.

But luxury's latest "Made in Italy" scandal couldn't have come at a worse time, when consumersare

alreadyquestioningbig luxury's value proposition andsocialmedia hasmade it harder for major brands

to control their image.

"It is kind of aperfect stormthat we're looking at betweentheprice hikes, the downturn in middle-class

spendingandthe scandals,"said fashioncommentatorand StyleZeitgeisteditor EugeneRabkin. "It adds

to the narrative that the luxury brandshavebeentaking advantageof their consumersandthat is amajor

painpoint."

Trust Issues

Earlier this year, TikTok was flooded with anew wave of trade-war-related viral content taking aim at

big luxury. Across the platform, a cohort of content creatorspushed Chinese-madeluxury knockoffs

alongside theidea that top-tier brands who saidtheir products weremanufacturedin Italy and Francein

reality usedthe very sameChinesefactories.

While experts said the assertions were false, that didn't stop the narrative spreading across social

platforms, both fuelled by and fuelling disillusionment with luxury brands.

"This is abig damagefor fashion andfor the image of Italy," said Carlo Capasa,the presidentand CEO

of luxury trade group CameraNazionale della Moda Italiana.

Social media feedsthat used to be filled with breathlessluxury unboxing videos arenow just asoften

populated by posts complaining about eye-popping prices and calling out supply-chain scandals.

Journalist andauthor Sujata Assomull describedthe phenomenonas "luxury ick."

Someshoppers,who still want the trappingsof luxury without the price tag,areembracing"superfakes,"

no longer believing the real thing to be worth the money. Others are simply pivoting their spendto

premium labels that promise luxury-level quality at more accessibleprices.
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According to consultancy Bain & Company, the luxury goods sector lost some 50 million consumers

between2022 and 2024andis expected to contract by another 2to 5percent this year.

To be sure, analystsattribute the slowdown to a dizzying array of factors, primarily related to brand-

specific creative issues,global economic challengesandgeopolitics. Online outrage doesn't necessarily
reflect in real salesandeven now, more than a year afterprosecutors first drew attention to problems in

luxury's Italian supply chains, it is difficult to quantify how much of an impact, if any, this hasreally
had on business.

"Luxury consumption is driven by desire, status, andidentity more than by moral calculation," Bryan

Yambao,the editor-in-chief of PerfectMagazine who also goesby the social media handleBryanboy,

wrote in a Substackpost last week. "Most customersare not checking emissionsreportsor subcontractor

auditsat the till. They arerespondingto abrand's aura."

But aurasthat take decadesto build can quickly unravelif consumersstop believing in them. If shoppers

no longer see a difference between the way high-cost andlow-cost fashion is produced then "this is

killer," said CNMI's Capasa.

Greedflation

Whetheror not the scandalshave a lasting impact on big brands' desirability, they are a symptom of

shifts that have slowly eroded the foundations of the claims to exceptional craft and quality that have

long underpinnedluxury's value proposition.

"Made in Italy's" importance to the luxury sectorisn't just amarketing gambit. The country is hometo

a unique ecosystemof suppliers, capable of carrying out every step in complex manufacturing chains

that simply do not exist elsewhere in the world.

"All this specialist expertise is found in Italy close to each other," said Attila Kiss, CEO of private-

equity backed manufacturing group Gruppo Florence. This makes "Made in Italy' unique and
unmatchable."

Roughly half of the world's luxury goods are made in Italy in thousands of largely mom-and-pop
businessesacrossthe country. But decadesof intensifying competition from cheaperproduction hubs

andlow-priced fast fashion have taken their toll on the country's manufacturers,placing the industry's
valuable know-how in jeopardy andhelping embeda shadow economy of cut-price manufacturers that

operatewith little regard for Italy's labour laws.

The luxury business has changed, too. Though many of the sector's biggest brands started out as

manufacturersthemselves,and still trade on that heritage, they've increasingly outsourced production,

relinquishing complete control over how andwhere their goods aremade to enable growth in volumes

and categories.

Thesetrends were turbocharged by the luxury supercycleof the last decade. As salesboomed at the

sector's biggest brands, they pushed suppliers to deliver faster, more flexible production, selling

consumers a sense of exclusivity while manufacturing at mass volume. Supply chains expanded,

becoming increasingly complex and challenging to police. Tight cost control coupled with steepprice

hikes paddedluxury margins, while heapingpressureon suppliers.

"The industry has grown too much in revenues,profits. That's the truth. And to have huge profits we

havereally squeezedthe supply chain," Italian designerBrunello Cucinelli said during arecent interview

at his brand's headquartersin the Umbrian hamlet of Solomeo.

Cucinelli himself famously targetsa comparatively modestgrowth rate of roughly 10percenta yearand

a similar net profit margin. He's invested substantially to expand his brand's in-house manufacturing

capacity to account for growth and saysthe companyhas direct relationships with all of the 400 suppliers
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it works with to support its production. It's astrategythat has helpedthe brand retain a reputationfor

exclusivity, craft andquality, placing it with businesseslike Hermèsin a top-end luxury segmentthat

hascontinuedto seegrowth, despite the wider downturn.

Most other companieshave far less visibility over wheretheir goodsaremadethesedays.

"This is the flipside of the growth frenzy we've seen over the last years," said industry expert and

founder of corporatethink tank FashionSights, Achim Berg. Brands pursuedbigger volumes without

adequately stepping up their supply-chain controls. "They either weren't equipping the teams

appropriatelyor they were closing oneor two eyes," he said.

Mi Crisis Es Su Crisis

Now, waning trust in luxury is turning along-brewing manufacturing crisis into a looming liability for

the sector's biggestplayers.

"This is not only a crisis of the supply chain,it's alsoacrisis of the brands," said Kiss. "Italy hasahuge

advantage,but on the other side,we will lose it in a generationif we don't invest."

The downturn of the last few yearshas revealeddamagemore easily maskedwhen demandwas high

andworkshopswere busy; nearly 5,000factories making clothing textiles andleather goodshaveclosed

sincethe start of 2024, accordingto Italy's businessregister.

Companiesfrom LVMH and Kering to Pradaand Zegnahave bought up strategic suppliers in recent

yearsto secureaccessto critical skills and know-how, but a wholesalereturn to the dayswhen most

luxury goods were produced in-house seemsunlikely. The trade off in terms of risk-free flexibility

provided by the currentsystemof outsourcingis too greatin anerawhere luxury is expectedto move at

the speedof social-media trends.

Still, brands aretaking stepsto addresssupply-chain concernsand signal their commitment to artfully

crafted products.

In its newly declaredpursuit of quality, Dior has made a number of additions to its executive team

alongsideAnderson's appointmentascreative director. It establishedanew industrial division overseen

by former EssilorLuxottica chief operating officer Giorgio Striano to develop more design in-house.

Louis Vuitton's Italian leather goods and accessoriesmanufacturing lead, Nicolas Carré, wasbrought
in asindustrial director.

Kiss has observeda broader trend in this direction acrossthe industry. Gruppo Florence's network of

factories works with many of luxury's biggest brands. They've receivedmore work from companies

focused on product development and researchthis seasonas a new wave of creative directors and

executivesseekto counternarrativesthat the quality and value of luxury goodsare in decline,he said.

"In the last years,the increasein price was not aligned with the increasein the value of the product,"
said Kiss. "We seebrands giving alot of effort on this."

Meanwhile, Milan's public investigators havesignalled they haveno intention of letting thingsslide. In

this year's casesagainstLoro Pianaand Valentino, they highlighted the companies'failure to implement

adequatesupply chain controls, despite the warning signals sent out by earlier investigations. The

message:the industry needsto clean upits actor there will bemore public naming and shaming.

Cleaning House

Late in July, representativesfrom acrossthe industry made their way to Rome for a roundtable with

Italy's Ministry of EnterpriseandMade in Italy.
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A key point of discussion: how to address illegal labour practices that risk compromising the reputation

of the entire sector. Though such incidents are the exception, not the rule, trade groups emphasised, the

reputational threat to the industry could be catastrophic.

"Everyone knew there were sweatshops in Italy. The shocker to me is that the part of the industry that

portrayed themselves as the ones with heritage European production had to admit in the end that they

were not in control of supply," said Berg. "We're talking about companies with small volumes and very

high margins, so it's completely inexplicable and unacceptable that this happened."

Based on this summer's discussions, the Italian government is expected to put forward plans for new

measures to ensure the sustainability and legality of companies operating in the sector later in the year.

It's likely they will be based on efforts already underway in and around Milan to establish a database of

trusted and verified suppliers.

If mandated at a national level, such measures could make it simpler for brands to authorise trusted

subcontractors when necessary and reduce the burden on suppliers, who are currently subject to an

endless array of individualised compliance and audit requirements from their clients, said Luca Sburlati,

the president of Confindustria Moda, a trade group representing Italy's fashion and textiles sector.

"Everyone is looking at one protocol for audit," he said.

Meanwhile brands are making efforts of their own. Earlier this year, Dior and Armani were released

from court-appointed administration ahead of schedule in recognition of steps they'd taken to tighten up

their supply-chain oversight. LVMH "is investing significant resources and funds," in this area, the

group's Italy president Toni Belloni said in a July statement.

Manufacturers say brands are increasingly demanding an end to outsourcing in order to ensure their

supply chains remain clean. Gruppo Florence expects to complete 15 acquisitions this year, all focused

on expanding its in-house production capacity in order to meet such requirements.

What is yet to change, insiders say, is asourcing system that prioritises speed, flexibility and price above

all else, creating the pressures that are undermining luxury's value proposition to begin with.

In other words, companies need to look at how much they're willing to pay to make their products and

whether those prices are compatible with standard hourly wages and quality requirements. The

incentives for sourcing teams need to be examined so their key metrics are not purely focused on finding

the lowest possible price. And manufacturers need the security of more stable long-term contracts to

enable investment in innovation and growth.

"You have to be willing to invest in each product some few euros or dollars more," said Sburlati. "In

the end, everyone is losing or everyone is winning."
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MONDE

Ceque la France peut en espérer
L’accord commercial entre

l’UE et l’Amérique du Sud

élimine la quasi-totalité des

droits de douane industriels

entre les deux blocs.

Revue de détails des gains

escomptés, et des contre-

parties qui font débat.

Richard Hiault

avec Dominique Chapuis

L’accord commercial entre l’Union
européenne (UE) et les pays du Mer-

cosur (Argentine, Brésil, Paraguay,

Uruguay) représente à ce jour le plus

important qu’ait jamais conclu la

Commission européenne au nom

des 27 Etats membres de l’Union.
Il permet aux entreprises euro-

péennes de s’ouvrir un peu plus un

marché de 270 millions de person-

nes pour un produit intérieur brut

de 2.500 milliards d’euros. En 2024,

les échanges entre les deux zones

étaient équilibrés puisque, selon les

chiffres d’Eurostat, l’UE avait

importé 56 milliards d’euros de

biens pour des exportations chif-

frées à 55,2 milliards.

A l’heure où l’accès au marché

américain se complique, à cause du

protectionnisme de Donald Trump,

les industriels européens voient leur

horizon s’élargir. L’accord se traduit

par une réduction des droits de

douane imposés jusqu’ici à leurs

produits. A terme, 91 % des biens

exportés par les entreprises euro-

péennes seront exemptés de tarifs

douaniers. Que ce soit sur les auto-

mobiles, taxées aujourd’hui à 35 %,

les pièces automobiles (taxées de 14

à 18%), les machines (14à 20 %), les

produits chimiques (jusqu’à 18 %),

les vêtements ( jusqu’à 35 %) ou

encore les produits pharmaceuti-

ques (jusqu’à 14 %).

L’accord conclu prévoit égale-

ment d’ouvrir un peu plus le secteur

des services aux entreprises par

l’intermédiaire d’une implantation

locale ou sur une base transfron-

tière. Que ce soit pour des services

financiers, des télécommunications

ou du transport maritime. Il permet

aussi l’ouverture de part et d’autre
des marchés publics, une améliora-

tion de l’accès aux matières premiè-

res essentielles pour les économies

européennes grâce à la réduction ou

à la suppression des taxes à l’expor-
tation des pays sud-américains,

ainsi que l’élimination des restric-

tions à l’exportation.

L’opposition de la France

Du côté agroalimentaire, les pays du

Mercosur reconnaissent un total de

357 indications géographiques pro-

tégées (IGP) européennes, dont 33

françaises. L’Europe va bénéficier

d’une réduction des droits de

douane appliqués sur les chocolats

et confiseries (taxe de 20 %), les vins

(27 %), les spiritueux (de20 à 35 %) et

les boissons non alcoolisées (de 20 à

35 %). L’accord prévoit un accès au

marché sans droits de douane pour

un quota de 10.000 tonnes de pro-

duits laitiers européens taxés

aujourd’hui à 28 %. Cette libéralisa-

tion sera progressive et prendra dix

ans. Les fromagers européens dis-

poseront aussi d’un quota de 30.000

tonnes pour leurs exportations. Là

encore, il faudra dix ans pour que ce

montant soit effectif et que les droits

de douane soient réduits à zéro.

En contrepartie des offres faites

aux Européens, le monde agricole

sud-américain va pouvoir exporter

plus de produits vers l’UE. A terme,

ce sont 99.000 tonnes de bœuf par

an qui pourraient par exemple

entrer en Europe à un taux préféren-

tiel (7,5 %), 60.000 tonnes de riz,

45.000 tonnes de miel. Il est prévu

un quota d’importation en franchise

de droit de 180.000 tonnes de volaille

qui s’étend sur cinq ans. Pour l’étha-
nol destiné à l’industrie chimique,

un contingent de 450.000 tonnes en

franchise de droits sera ouvert pro-

gressivement sur cinq ans. Un

volume de 200.000 tonnes sera

ouvert pour les autres utilisations.

Cesconcessions agricoles offertes

aux pays du Mercosur inquiètent de

longue date les professionnels fran-

çais de la filière. Le patron de la

FNSEA, Arnaud Rousseau, a de nou-

veau rappelé l’opposition des agri-

culteurs français au Mercosur. Il a

appelé Emmanuel Macron à s’expri-
mer sur cedossier car « il estde sares-

ponsabilité de faire en sorte que la pro-

duction agricole européenne et

singulièrement française nesoit pas la

variable d’ajustement de cet accord ».

Pour Arnaud Rousseau, les agri-

culteurs « ne sont pas fermés aux

échanges internationaux, mais nous

ne pouvons pasle faire dans descondi-

tions de réciprocité qui ne sont pas les

nôtres, et on ne peut pas accepter que

soient importés en Europe des pro-

duits fabriqués avec desmolécules qui

sont interdites en Europe depuis plu-

sieurs dizaines d’années, que cesoient

desaccélérateurs de croissance ou des

hormones ». Une allusion, notam-

ment, aux antibiotiques utilisés

dans l’élevage de volailles au Brésil.

Face à cette opposition, Bruxelles

envisagerait un renforcement des

clauses de sauvegarde pour les

« produits agricoles sensibles ». Ces

clauses permettent de restreindre

les importations en cas de déstabili-

sation de la filière européenne. La

FNSEA se dit réservée : « C’est sou-

vent difficile à activer sur le plan juri-

dique , poursuit Arnaud Rousseau.

Nous allons regarder cela de très

près. » n

270
MILLIONSDE PERSONNES

C’estla taille du nouveau
marchéqui va s’ouvrir
un peu plus à l’Europe.
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