
jeudi 04 septembre 2025

Revue de Presse



KERING - CORPORATE

1The Industry Has Its Eyes On Kering's New CEO
WWD - Women's Wear Daily  .- 04/09/2025

3Le prix Women In Motion 2025 remis à Nan Goldin
The Art Newspaper  .- 01/09/2025

KERING - LUXE

4Industry Hopes for ‘Burst of Creativity’ in Designer Debuts
WWD - Women's Wear Daily  .- 04/09/2025

7The Most Dazzling Jewels at the Venice Film Festival 2025
vanityfair.com  .- 03/09/2025

8La sneaker-mania marque le pas
Challenges  .- 04/09/2025

CONCURRENCE - CORPORATE

10Soshiotsuki Wins 2025 LVMH Prize for Young Designers
WWD - Women's Wear Daily  .- 04/09/2025

15Le prix LVMH ou l’Eurovision de la mode
Le Figaro  .- 04/09/2025

17Soshiotsuki trionfa all'Lvmh prize 2025
MF Fashion  .- 04/09/2025

18L’art de fabriquer du LUXE
L' Usine Nouvelle  .- 01/09/2025

19Le groupe LVMH interessé par un rachat de Challenges, discussions prévues en 

septembre 
Agence France Presse Fil Eco .- 03/09/2025

20Burberry Looks to a Brighter Future
WWD - Women's Wear Daily  .- 04/09/2025

23Burberry returns to the luxury of premier index
The Times  .- 04/09/2025

24Barclays: China Has Changing Appetite for Luxury Goods
WWD - Women's Wear Daily  .- 04/09/2025

CONCURRENCE - LUXE

26Marking A Decade
WWD - Women's Wear Daily  .- 04/09/2025

27Chanel s’ancre dans la Mostra de Venise
madame.lefigaro.fr  .- 03/09/2025

29New Beginning
WWD - Women's Wear Daily  .- 04/09/2025

30Vuitton svela il trophy trunk per il Gp d Italia
MF Fashion  .- 04/09/2025

31Jacquemus Pops the Champagne With Veuve Clicquot
WWD - Women's Wear Daily  .- 04/09/2025



33Jacquemus, progetto con Veuve Clicquot
MF Fashion  .- 04/09/2025

34Tiffany & Co.’s Jewelry Appears in Guillermo del Toro’s ‘Frankenstein’
WWD - Women's Wear Daily  .- 04/09/2025

CONJONCTURE - TENDANCES

36The Great Fashion Reset | When Will Luxury Bounce Back?
Businessoffashion.com  .- 04/09/2025

40The Power Of Silence In Luxury, Part Two: Make Quiet Your Strategy
forbes.com  .- 03/09/2025

43How Trump's tariffs are reshaping luxury pricing strategies
jingdaily.com  .- 03/09/2025



KERING - CORPORATE



(1/2)  KERING - CORPORATE

BUSINESS

The IndustryHasIts Eyes
On Kering's New CEO

Lucade Meo, who comes
from RenaultGroup,needs

to rev up Gucci, Saint

Laurent and other brands.
BY MILES SOCHA

Lucade Meo officially arrivesin one
of thehottestseatsin fashion on Sept.
15, charged with engineering a speedy
turnaroundfor ailing Frenchluxury group
Kering, which hasbeendraggeddown by
steepdeclinesat its starbrandGucci, and

abulgingdebtload.He’s goingto hit the

groundrunning,” predictedonesource
familiar with the former RenaultGroup

executive,who hasalreadybegunhiscrash
coursein fashionandluxury.

It is understooddeMeo hasalready

visitedmanyof Kering’s brands,which

stretchfrom smalleroneslike Brioni to
suchmarqueehousesas SaintLaurent,
BalenciagaandBottegaVeneta.

He hasbeenspotted several times at

Kering’sheadquarters on the Rue de Sèvres

in Paris, andbrokebreadwith the executive

committee,which includesseveral brand
chiefexecutive officers, the chief financial

officer and the generalsecretary.
De Meo is expectedto makehis public

debut atthe Guccipresentationon Sept.
23 duringMilan FashionWeek.

“He’s like asponge, helearnsvery
quickly,” anothersourcesaidof de Meo,

describinghim asaman of few wordsand

swift execution,oftengiving himself only
100dayswhenhe entersanewcompany
to devise an action plan. “He goesquickly,
and listens to a lot of people.”

De Meo, 58, spentfive yearsleading
Renaultandboastsa total of 30 yearsin the

automobile industryatbrandsincluding Fiat,

Alfa Romeo,Toyota, VolkswagenandSeat.

Anothertop luxuryexecutivewhohas

spenttimewith deMeo describedhim as a
product-minded,hands-ondeveloperwith

a seductive personality,goodtasteand a

penchantfor expensivewatches.

“His first projectwill beto work onthe
cashsituation andthenbuild the team,”
theexecutiveopined.

DeMeo alreadyhasfashion friends in

highplaces,includingDiegoDellaValle of
Tod’s Group andPietro Beccari, chairman

andCEO of Louis Vuitton, with whomhe

frequently plays padel, multiple sourcessaid.

Oneluxury analyst,who spokeonthe

steepestlearningcurveswill beretail the
lifebloodof luxury brands,whichcontrol
the lion’s shareof their own distribution

interfacingwith designers,andgetting
to gripswith fashion’s complexmarketing
andmediaecosystem.

Since de Meo’s appointmentas
CEO of KeringwasrevealedlastJune,
takingover the role fromFrançois-Henri
Pinault,who becomeschairman,legions
of Kering employeeshavebeenbinge-

watching theFrench-languageseries
“Anatomie d’un come-back,’ (“‘Anatomy
of acomeback,” in English), which details

howthe Italianexecutiveleda dramatic

turnaround at Renault.
In the show,deMeo comesoff as a

driven,detail-orientedandsometimes
blunt executive,neversugar-coating
criticism. Theseries recountshowhe

leveragedtechnology,nostalgiaand design

to dramatically improve Renault’sfortunes,
also leading the carmaker into electric,
planet-friendly vehicles,which should mesh

well with Kering’sstrong sustainability ethos.

De Meo is poisedto receiveasign-on
bonusof 20 million euros,largelyto

compensatehim for long-termvariable
remunerationelementsherelinquished

whenheexitedRenaultGroup,according

to documentation about Kering’s Sept.
9 boardmeeting,where de Meo’s
appointmentwill be ratified.

As CEOof Kering, he is also to receive a
fixed annualsalary of 2.2million euros in

2025, annual variable remuneration of 1.21

million euros,plusshareoptionsin thelong
termbasedonvarious performancetargets.

For 2026,the Kering board is proposing
annual fixed remunerationof 4.84million
eurosandcappedat 6.6 million in the
eventof outperformance.

Luca Sola, luxuryanalystat Bernstein,
suggestedin a recentresearchnote that
deMeo mustcurb Kering‘s elevateddebt

levels, streamlinetop management,and

negotiate a larger “equity for Valentino”
dealwith Mayhoola, the Qatar-basedgroup
that solda 30percentstaketo Kering two

yearsago.The Frenchhasan option to
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shareholderin Kering.

According to Bernstein, Kering’s net
debt rosefrom 200million eurosin 2021 to
about10.5 billion eurosatthe endof2024

astheFrenchgroupembarkedon amajor
M&A andcapexspree,buyingCreed,Maui

Jimandprime chunksof real estate.
At the timeof deMeo’s appointment,

Pinault,who hasheldthe CEO title
since2005 andnavigatedthe family-

controlled conglomeratethroughmultiple

transformations,toldanalyststheItalian

automotivespecialist“will bring newways
of looking at things.”

Asked if deMeo wouldmaintain the

currentmanagementstructure,forgedin

2023whenKeringpromotedSaintLaurent
CEO FrancescaBellettinito deputy CEO

in chargeof branddevelopment,andCFO

Jean-MarcDuplaix to deputy CEO andchief

operatingofficer, Pinaultacknowledgedde
Meo doesnot knowthe fashion industry

“so hewill needstrongsupportand strong

expertisearoundhim, and we havethat
insidethegroup, startingwith Jean-Marc

and Francesca.”
However, hestresseddeMeo will bea

fully fledged CEO: “I will be fully involved

in the strategicorientationof the group
as chairman...buI will not stepin and
short-circuittheCEO in his prerogatives

regardingthe priorities,the organization
or the keyappointmentsof thegroup.”

“Things needto beshakenup,” said one

luxury analyst,lamentingthe “friendsand

family” approachof recentmanagement
appointments,anda general“dilution of

responsibility”at Keringthat is distinct
from its morebuttoned-upluxury rival
LVMH MoëtHennessyLouisVuitton.

On the plusside, “the brandportfolio
is fantastic,”andde Meo is sureto instill

morerational approaches,anda senseof

urgency,the analystadded.

Luca de Meo
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Le prix Women In Motion 2025
remis à Nan Goldin
Chaque annéedepuis2019, Kering,partenaire

des Rencontresde la photographied’Arles,
remetle prix Women In Motion, saluant lacar-

rière d’une photographe emblématique. Pour

sa 70 édition, la récompense a étédécernéeà
Nan Goldin. Née en1953à Washington (Etats-

Unis), laphotographevit et travaille entre
New York etParis. Depuis les années1970,sa

pratiqueexplore lesnotions degenre, denor-
malité et de communauté. Sa série d’images
réuniesdansThe Ballad ofSexualDependency,

réaliséede 1980à1986,compteparmi lesplus

marquantes de l’histoire de la photographie

contemporaine et «témoigne de la complexité

desrelations amoureuseset dupouvoir, offrant

une voia aua.femmes et auainvisibilisées», lui

ontrenduhommageKering et LesRencontres
d’Arles. Avant de poursuivre : «â travers son

œuore,Nan Goldin areprésentélesfemmes en

dehorsdesnormespatriarcales,maisaussiles

communautés de l’ombre. Grâceà sesportraits
intimes et bruts,elledéconstruit lesstéréotypes

degenreet met en lumière les réalités de la vio-

lence domestique,dudésiret delamarginalité.

[...7En dénonçantl’oppression et encélébrant

l’émancipation, Nan Goldin s’inscrit pleine-

ment dansunedémarcheengagée.»

Lors de laremiseofficielle du prix au théâtre

antique d’Arles, le8 juillet 2025,Nan Goldin a
déclaré : « C’est un immense honneur de rece-

voir cepriæ.J’éprouve une grande,fiertéd’être

associéeà cesfemmesphotographes d’excep-
tion, auxquellesje voueungrandrespectetune

profonde admiration.J’ai unelonguehistoire

avecArles, notamment danslesannées1980,

une période qui afortement marquémon tra-

vail et les débuts de ma carrière.Depuis, j’y
suis retournéeàplusieurs reprises,et c’est une

grandejoie d’êtrede retour ici aujourd’hui. »

En 2022, le Moderna Museet, àStockholm,

ainauguré«This Will Not End », une rétros-

pective du travail de l’artiste composée de

six diaporamaset présentéepar la suiteau
Stedelijk Museum, à Amsterdam (2023-

2024), puis à la Neue Nationalgalerie, à
Berlin (2024-2025). Elle sepoursuivra du

11 octobre 2025 au 15 février 2026 au Pirelli

HangarBicocca,à Milan, puis en 2026 au
Grand Palais,àParis, son ultime étape. S.R.

Nan Goldin.

Photo TheaTraff/Gagosian
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FASHION

IndustryHopesfor ‘Burst of
Creativity’ in DesignerDebuts

Retailers,academicsand
other expertsarehoping
for freshnessand newness,
but many expectmeasured

risk-taking as new designers
make debuts at Chanel,

Gucci, Balenciaga, Versace

andahostof otherhouses.
BY MILES SOCHA, LISA LOCKWOOD,

RHONDARICHFORD, SOFIA CELESTE, RYMA

CHIKHOUNE, HIKMAT MOHAMMED, DENNI

HU, SANDRA SALIBIAN AND ANDREA ONATE

Whatretailersandother industry

experts are hopingfor with this fall’s
unprecedentednumberof designer
debuts?Unbridledcreativity.

What they’re morelikely to get?
Carefully calibratedcollections.

“I’m hoping for freshness,thoughI

suspectrisks will bemeasured,”said

CourtneyGrant, seniorvice presidentof
buying at California-based retailer Elyse

Walker. “Fashion could use ashake-up,
bu today’s economic andpolitical climate

encourages caution.”
“Of course,we all hopethat this

unprecedentednumberof designerdebuts
will launch aburst of creativity,andwe

probably will seesome of that,’ echoed
Valerie Steele,directorandchiefcurator
atTheMuseum at theFashionInstitute of

Technology in New York. “However, we’ve
seenthat in recentyears,both consumers
andbigcompaniestend to prefer heritage
andfamiliarity overnoveltyand risk.”

“I want to beemotionally moved and fall

in love with fashion again,” said consultant

Julie Gilhart, founderandpresidentof

Gilhart & Co. “It’s beenbusiness-first for

awhile now sO I’d like to seeit turn to
creativityfirstbecauseI thinkthat is where
the mostinteresting,newbusinessis found.

“Careful calculation will probablybe the
orderof the day: familiar heritagespiked
with just a dash of fashionnewness,” she

added.

Victoria Dartigues,merchandising
director for fashionandaccessoriesat
SamaritaineParis,agreedonthe needfor

creativerenewal.

“The turbulence in the industry right
now isproof that freshnessandbold ideas

thishasto bebalancedwith commercial
discipline. After severalchallenging

seasons,brandsmustdelivercollections
thatnotonlv inspireblôtasosell with

strongmerchandisingandrealwearability.
“Another key issuewill bepricing,” she

said. “Too often we’ve seenprices increase
without transparentjustificationcompared

to the actualcraftsmanshipormaterials.In

today’s sensitive market, consumers expect
moreclarity, andthiswill bean important
testfor many brandsthis season.”

She ticked off Chanel, Gucci, Loeweand
Marni asthe debutssheis mostlooking
forward to. However, shecautioned:
“Reinventioncannotcomeat the expense
of erasing thebrand’s foundations,

especially in sucha fragile marketcontext.”
Gilhart held out hope that “all the

excitementof the newdebutswill have

ahalo effectof deliveringevenmore

exciting,salablecollectionsfrom already
known designers.”

To be sure,the stakeswill be highin the
attentionsweepstakes,heapingpressure
onbrandswithout newdesignersto grab

someof thespotlight.
“I’d like to seemoresoulful storytelling

than trends,” Gilhart added.“It’s
interestingto knowmore aboutwhat

went into the creationof the clothesand
accessoriesand what makesit sospecial.”

All the DebutsAhead
Retailersseemmost excitedfor Matthieu

Blazy’s first collection for Chanel, Jonathan
Anderson’s first womenswear effort for

Dior, Demna’s first presentationfor Gucci,

and Pierpaolo Piccioli’s debut as creative

directorof Balenciaga.
Other debutsinclude LouiseTrotterat

BottegaVeneta,Dario Vitale atVersace,
Simone Bellotti at Jil Sander,Jack
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Loewe, Miguel Castro Freitasat Mugler,
Duran Lantinkat JeanPaulGaultier, Mark

HowardThomasat CarvenandGlenn

Martensat Maison Margiela, showing his

first ready-to-wear designs after acouture
debutlast July.

“This is a historic moment in the fashion

industry....Iamlooking forwardto all ofthe

designer debuts this fall,” said Roopal Patel,
seniorvicepresident,fashion directorat

Saks Fifth Avenue andNeiman Marcus. “It
will changethe landscapeandsetthe tone

for this nextshift in fashion. It is a resetand

a reboot. I am excitedfor this andfeel this

is going to beamomentof greatcreativity
andpushing things forward.”

In Patel’sestimation, consumers “are
very awareof thedesignerfashionmusical

chairsoverthe lastyearandhavebeen
anticipatingthe spring2026 collections

with greatenthusiasm.”
Steelehad acontrarianview.

“Most consumers are not awareof

changingdesigners,they focus onbrand
namesandbrand hotness,” sheargued.In
her view, "changingdesignersis not the

solution to fashion’s bigger problems.”
Elyse Walker’s Grant mused: “It will be

interestingtoseewhetherloyalists follow

designersto new housesor remaintiedto
the labels themselves.Fashionis in agame
of musicalchairs– andclientswill decide
who wins.”

Here’swhatotherbuyersandexperts
aroundtheworld had to say aboutthe
blockbusterseason,with showskicking
off in Milan onSept. 23 andwindingup in

Paris on Oct. 8:

BosseMyhr
directorof menswearandwomenswear,

Selfridges
“I am hoping to seean evolution of the
brands,unlockinganewlevel ofdesirability
throughfresh creativevisions. Newnessand
innovationhavealways beenamongthe
mostimportant drivers of our business,and
theyremainwhatouIr customersarelooking
for. The introductionof newdesigns,
stylesand innovativeapproachestobrand
communicationwill bekeyelementsI am
watching for.

“I expect the heritage brandsnot to
remainquiet, but insteadto doubledown
on theirefforts to communicatewith

strengthandclarity. Thepressureto deliver

an excitingcollectionfeelshigher than

everthisSeptember,with expectationsat a
peak.My hope is thatwe will witness one
ofthe strongestfashionweeksto date,with

everybrandshowing its verybest.”

LindaFargo
senior vice president, fashion director and
storepresentation,BergdorfGoodman

“This is perhapsoneof themostinteresting
momentsin the arcof fashion thatany of

us will experience. Thedebutof Matthieu

Blazy for Chanel topsmy list for ‘most
anticipated’ fashion momentof the season,
and sucha visionary appointment.

“Someof the mostexcitingmoments
will come from thebrandswho debuted

newcreativedirectorslastseason.Thefirst
debutseasonsareoftenrushedandnerves
canstiflethe bestof them. Secondseasons

aretypicallysomeof theirbest, asthe new
designershavecometo better internalize
their newhouseand crystallize where
they’re going. The bar is high this season,
andwe anticipatethatall thebrandswill

beraisingtheir expectationsof themselves

to keeppacewith theprevailingenergy.”

Alix Morabito
directorof women’sbuying, tradeand
specialprojects, GaleriesLafayette
Sheciteda handfulof Milan debutsatsome
ofthe mostanticipatedto bolstersmaller

houses,including Bellotti at Jil Sander and

Trotter at BottegaVeneta. In Paris,she is

“thrilled to seehow Duran Lantink at Jean
PaulGaultierwill bringhis freespirit,joyful

energy,inventive creativityandgenuine
engagement.”

“With so many singular personalities,

uniquejourneysandpowerfulbrands,
I hopefor anunprecedentedsurgeof
creativity,joy, innovationandsurprise.
Above all, I wish for meaningfuldesign.
Todaymorethanever, theindustry needs

purpose— andfashionmustembraceboth
peopleandculture. I’d like to seean end

to trend-driven, disposable fashion, and

insteadwelcomebold, thoughtfuldesign
thatcelebratesindividuality, craftsmanship
andculture.”
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Jonathan
Anderson

Demna

MatthieuBlazy
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The Most Dazzling Jewels at the Venice

Film Festival 2025

From water taxis to the red carpet, see our favorite sparklers of the festival so far.

By Sophie Volanges

Dann

At the Venice Film Festival 2025, the festivities aren't just a spotlight for buzzworthy new films-it's

also time for showstopping jewelry to dazzle. Not just any jewelry: Italian houses are obviously in the

limelight on the Lido. Italian actors Anna Ferzetti, Benedetta Porcaroli, and Monica Guerritore all

reached for pieces by Pomellato for red carpet appearances, as did Georgina Rodriguez, who draped

herself in Pasquale Bruni's gold and diamond pieces (not to mention that spectacular engagement ring

from Cristiano Ronaldo). Roberto Coin, whose workshop is just a few kilometers inland from the

festival site, reserved an exceptional necklace for Dubai TV personality Farhana Bodi.

But Venice has always been about more than just Italy; it's a meeting of the worlds, and jewelers came

from all over to adorn the stars of the Mostra. Sofia Carson Da'Vine Joy Randolph , and Julia Roberts

chose pieces by Swiss jeweler Chopard, whose presence at the end-of-summer festival has increased

every year. Boucheron pinned its arrow brooch to Clara Luciani Chloë Sevigny and Rosie Huntington-

Whiteley sported pieces by Tiffany, while both Tilda Swinton and Ayo Edebiri reached for jewels (and

full looks) by Chanel.

Ahead, take a look at the most spectacular jewels spotted on the Venice red carpet thus far.

Originally published in Vanity Fair France
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LaSpeedcat, de Puma.
La relance fin 2024

de la sneaker iconique
a été «en dessous

des attentes»,
selon la marque.
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FASHION

SoshiotsukiWins 2025
LVMH Prizefor Young Designers
SteveO Smith wasawarded
the Karl LagerfeldSpecialJury

Prize,while Torishéju Dumi

won the Savoir-FairePrize.
BY JOELLE DIDERICH

PHOTOGRAPHS BY DOMINIQUE MAÎTRE
PARIS SoshiotsukibyJapanesedesigner
SoshiOtsuki on Wednesdaywon theLVMH

Prizefor Young Designers,cappingan
edition thatsawdesignersfrom acrossthe
globechallengethe menswearstatusquo
with creationsrootedin localheritage.

The Tokyo-baseddesignerbeat
more than 2,300 applicantsfrom 115

nationalitiesto walk away with a grand
prize of 400,000 euros,plusa yearof

coachingfrom expertsat luxury giant
LVMH MoëtHennessyLouis Vuitton,

parentof brandsincludingVuitton,

Guerlain,Dom PérignonandSephora.
Otsuki, who hasgainedcult statusfor

his oversize suits inspired by ‘80s-era
Giorgio Armani,receivedthe prize from
IndianactressandLouis Vuitton brand
ambassadorDeepika Padukone in a

ceremonyat the FondationLouis Vuitton.
“This award celebrates talent, creativity

andresilience,the very qualities that I

wouldlike to believe haveguidedmy own
journey as an artist,” Padukone said. “It’s
areminderthat true successis notonly
aboutwhatyou create,but also about
the courageto stayauthenticand the

persistenceto keep going.”
Speakingthroughan interpreter,Otsuki

saidheplannedto spendthe prizemonev
on buildingout his team,andhopesto
eventuallyfund hisown factory. But first he
wantedto celebratewith his favoritetipple,

acocktail namedThe Godfather that’s a
blendof Scotch whisky andamaretto.

A graduateof Bunka Fashion College,
Otsuki also attendedCoconogacco,the

private fashion school that is producing

someofJapan’smost exciting new talents.

Shortlyafter launchingSoshiotsuki in 2015,

hewasshort-listedfor the 2016 LVMH Prize.

Since thenhehasrefinedhis signature
blendofJapaneseandWesternmenswear
codes.Suit linings areslashedin reference
to kimonosleeves,while somejacketsare
wrappedlike karateuniforms.Otsukicited
influencesas diverse asJapanese“salarymen”
and “Gung Ho,” the 1986 culture-clash

Despite thelanguagebarrier,Nicolas

Ghesquière, artistic director of women’s
collectionsat Vuitton, saidthe jury was

conqueredby his presentation.
“We were impressedbyhis ability to

cutclothesandthe beautiful, undeniably
neoclassicalfabrics,andhewasalsovery
articulateaboutthetechnicalconstruction
of his clothes,so it waspretty unanimous,”
hesaid.

“Ilove his passionabout the craft of

tailoring theway that he’s made everything
feel very stripped back and soft, andhis use
of fabric,” chimed in SarahBurton, who

joinedthejury for thefirst timethis year
after taking the creativereins at Givenchy.

“It has an elegance anda beautyto it,
andhejusthasavery purevision and
it’s his own language, soit was beautiful.

And it’s hisnod to tradition,yet it talksto

today,” she added.

WhenA$AP Rocky wore Otsuki’s designs

on the coverof nichemagazineThe

Travel Almanac last year, the designer’s
e-commerce salesspiked.

TheRightBalance
DelphineArnault, the forcebehindthe
prizeandakeytalentscoutatLVMH,
notedthatSoshiotsukistrikesthe

right balancebetweencreativityand

commercial appeal. “At the endof the day,

that’s whatwe want: a brandthat also finds

a customerat the end,” she said.

TheLVMH Prizeshowroomin March
heraldedthe arrivalof menswearfrom
newcultural horizons,with the20short-

listed brandsincludingfor thefirst time
candidateshailingfrom Egypt, Ghanaand
SaudiArabia.Arnault saidthis hadhelped
to bring newenergytothe men’s category.

“I rememberfashion week a couple of

years ago wasn’t as exciting astoday.

Now menswearfashionweek is super
exciting, sothere’s a lot more creativity
in menswear,” she added.“Men dare a
little bit morein theway theydress,and
I think thathavingdesignerswho havea
differentperspectiveon menswearhas
also helpedthat.”
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SteveO Smith, whosemade-to-order

garmentsare3D interpretationsof his

originalsketches,wasthe winner ofthe
runner-upKarl LagerfeldSpecialJuryPrize,

presentedbyJapaneseactressandsinger
Anna Sawai,an ambassador for Dior.

It is worth 200,000 eurosandalso

includesoneyearof adviceon topics

coveringsustainabledevelopment,
communication,copyrightandcorporate
legal aspects,marketing,manufacturing
andthe financialmanagementof a brand.

“Whatwasveryinterestingto mewas
hearinghis story aboutcreatingdrawings
first andthen literally makingthat into his

garments,”Sawai told wWD. “I’ve never
really seenanythinglike it.”

Ghesquièresaid the approachstood

out asfashiongrappleswith the advances
of new technologies. “In this momentof
artificial intelligence, it’s interesting to see
this approachthat is closerto couture,” he
noted.

Smith, who is aboutto moveinto anew
studiospace,saidheplanned to spend
the moneyon materiallike a steamiron

and dressforms,and hopesto hire his two
seamstressesfull-time. “Right now, we
havemore ordersthan wehave capability
to makethem, so we reallyneedto address

thatbottleneck,” hesaid.

Winningthe Karl Lagerfeldprize was
especiallymeaningfulto the CentralSaint
Martins graduate,who’s inspired by the
late couturier’s prolific sketching.

“There’s an irony as well, becausehe

had alot of opinionsaboutpeoplecalling

fashion art.That’s a thing that I come

across a lot,” Smith said. “He hadasense
ofhumor, right? sohemaybewould have

found that quite funny.”
Eschewingwholesalehasallowed him

to grow sustainably,and his label has

beencash-positive for ayear. In lieuof

runwayshows,Smithhasleveragedred

carpetevents,for instancedressingEddie

Redmayneandhis wife HannahBagshawe
for last year’s Met Gala. “The Met Galais
the equivalent,if not more, thana show,”
heopined.

Recently, the designersawa spike
in demandafter the Victoria & Albert
Musemacquiredoneof his pieces,which

go for upwardsof 10,000pounds.Now

he’s looking to build his clientele beyond
London. “I think I could really benefit

frommentorshipin theclient-facingaspect
of couture,because so much of it’s so

personal,” he said.

Dare toDream
Camille Cottin, also a face of Dior,
presentedthe Savoir-FairePrize to

transmissionof skills, it comes with a

grantof 200,000 eurosandaone-year
mentorshipas well.

Dumi, the British-Nigerian-Brazilian

designerbehindthe Torishéjulabel,burst
intotears,promptingPadukoneto give her
a hug mid-speech.

“We were all moved by heremotion,”
Cottinsaidafterward,noting that the star-

studded affair must feel “overwhelming”
for an emergingdesigner.

In additionto GhesquièreandBurton,
andone-off memberPadukone,the

jury featuredJonathanAnderson,Stella

McCartney,Nigo, PhoebePhilo, Silvia
VenturiniFendi andPharrellWilliams.

MarcJacobstook part remotely,having
attendedthe premiere of Sofia Coppola’s
documentary“Marc by Sofia” at the Venice

Film Festival.

Roundingoff the panelwereDelphine
Arnault,chairmanand chiefexecutive
officer of Dior; SidneyToledano,an
adviserto LVMH chairmanandCEO

BernardArnault,andJean-PaulClaverie,

also anadviserto Arnault,anddirectorof

patronageat LVMH.

Theannualdesignprize hashelped

propelthe careersof suchtalentsas
Marine Serre, Nensi Dojaka, Thebe

Magugu,Simon PorteJacquemusand

GraceWales Bonner. Last year’s winner

wasSwedish designerEllen Hodakova

Larsson,whosesustainabledesignshave

won her fansincludingCateBlanchett.
Toledano said LVMH’s mentoringhas

becomeeven morecrucialasthe luxury
sectorstruggleswith a globalslowdownin
sales.Thefinalists broughtup challenges
rangingfrom manufacturingto navigating
wholesale, amid a vendorpayment crisis at

somedepartmentstores.
“Theyareveryrealistic,evenduring

their presentation.You almostwant to say
to them, ‘Well, dreama little,’” Toledano

said. “But that’s the reality, becausethey
want to succeed.They feel the market,

they feel the customer.”
Dumi, whosebrand is soldat Dover

StreetMarket andhasbeenworn by
celebritieslike Zendaya,saidthatwhile
sheis keenlyawareof marketrealities,
designersthesedaysneedto beworld

builders,notjust businessbrains.
“There’s so much competitionout there.

Every other daythere’sa newfashion
brandopening.You needto beclearwith

your message,what you are saying,” said

thedesigner,who graduatedfrom the

MA menswearprogramat CentralSaint

Martins,whereshewasanAlexander

McQueen-SarabandeFoundationscholar.

hasservedherwell
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Soshi Otsuki with

models in Soshiotsuki.

2023, shedraftedadreamteam: Naomi

Campbellonthe runway,GabriellaKarefa-

Johnson stylingandCharlie Le Mindu

doinghair.

“This year hasjustbeenawhole

whirlwind,” she said. “This was a dream,
andnow I've accomplishedthis dream,

so now I’m rejigging the whole dream

process.”
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DelphineArnaultwiththeLVMH Prize

jury andpresenterWisdomKaye.

Camille Cottin
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AnnaSawai
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Le prix LVMH

ou l’Eurovision
dela mode
En douzeansd’existence,le concourspour
lajeunecréationdugroupede luxe français est
devenuunecaissederésonanceimportanteetun
enjeude taille pour leshuit finalistesencourse.

Valérie Guédon

e mercredimatin, l’audi-
torium de la Fondation
Louis Vuittona desairsde
plateaux télé. Les équipes
techniques s’affairent
autour de quelques por-

tants dressésdevant une longuetable et
une dizaine de chaises.Nous sommesà

la finale du LVMH Prize, le plus grand
concours de modeaumonde. Caméras
et projecteursrivés sur eux, fébrilesmais
excites,huit jeunescréateursprésentent
d’abord leur travail, soit le meilleur de
leurs dernières collections, à une poi-
gnée de journalistes. Quelques minutes
plus tard, ils passeront devant le plus
prestigieux desjurys : lesdirecteurs ar-
tistiques du groupe de luxe français, la

crème de la crème de leurs pairs, no-
tamment Nicolas Ghesquière,à la tête

descollections femmedeLouis Vuitton,
Pharrell Williams, descollections hom-

mes du malletier, SilviaVenturiniFendi

pour Fendi, Nigo pour Kenzo, Sarah
Burton pour Givenchy, dont c’est la

première participation, les indépendan-

tes Stella McCartney et Phoebe Philo
(LVMH a investi de façon minoritaire
danssa griffe). Il y a aussiJean-Paul
Claverie,directeur dumécénatdugrou-

pe, Sidney Toledano, conseiller de
BernardArnault etprésidentdu LVMH

Fashion Group > ainsi que Delphine
Arnault, PDGdeDior Couture,àl’initia-
tive decettecompétition lancéeen 2013.

Mélange de « Top Chef» au regarddu
prestigedesesjurésetde l’Eurovisionen
raison de soncastinginternational et de
sa diffusion enmondovision via les ré-
seaux sociaux,les bénéficespour lestrois
lauréatsvont bien au-delà des récom-

penses enjeu (400000 eurospour le prix
LVMH desjeunes créateurs demode et

feld et le prix des savoir-faire). Un coup
de pouce financier conséquent, mais,

pour cesdesignersindépendants,qui ne
comptent pasleurs heuresetmènent de
front plusieursjobs pour joindre lesdeux
bouts, c’est le mentorat des équipes
LVMH qui compte. Les temps sont durs

pour l’industrie du luxe ence moment,
mêmepour les grandesmaisons; alors,

quedire decesjeunespousses?
«Si je suis lauréat, j’espère pouvoir

structurer monentreprise,nousexplique
Alain Paul,seulreprésentantfrançaisde
la compétition, ancien danseur à

l’Opéra de Marseille, dont la danse et
son mouvementinspirentun vestiaire
fluide et structuréà la fois. Pour l’ins-
tant, tous lesgensqui travaillent avecmoi
sontfree-lance. Nous n’avons personneà
plein temps.L’idée seraitdonc de structu-

rer l’équipe et de lancer une ligne d’ac-
cessoires (un levier decroissanceincon-
tournable dans le secteur de la mode,
NDLR). Sansparler dusoutiendu groupe
LVMH, desesconseils,qui pourront nous
aider danstous les domaines: la produc–

tion, la législation,la communicationetle
marketing. »Alors; danslescoulisses,en
attendant leurs «auditions comme
disent leséquipésdugroupe, l’ambiance
est tendue.Chacun n’aura quequelques
minutespourconvaincre.

«Un tailoring si singulier»
Au déjeuner,les rumeursvont bon
train. Il paraîtrait que le microbusiness
etlescréationscouturedeSteveOSmith

ont tapédans l’œil de quelques-uns.On
surprend le Britannique en grande
conversationavecsacompatriote Sarah

Burton, Son atelier est à Londres, ex-

plique lacréatrice. Il auneapprochede la
mode tou àfait singulière,quicommence

parune esquisseaupinceauet à l’encre,
puis se terminepâr un vêtementunique,
reproductionfidèledudessinavec tousses
pleinset sesdéliés Nousavonsbeaucoup
échangésursonprocessusdefabrication

si particulier. » Quelquesminutes plus
tard, SteveOSmithrepartavecleprix
Karl= Lagerfeld, tandisque la sincérité
intense et le glamour féminin des créa-
tions deTorishéju, teintés de l'espritde

Savile Row, remportentle prix dusa-

voir faire. «Nous avonstousété touchés

par son charisme, raconte Nicolas

Ghesquiere.Elle avaittrès peudepièces,
nousarrivons très tôt danssa carriere,
mais c’estvraiment le moment de la sou-

tenir. Lors desonpassage,sonémotionet
son implication étaient intenses,mais ce
n’est pas seulement ça. Sa manière
d’équilibrer un minimalisme désarmant

avecune sophistication extrême nousa
beaucoup impressionnés.»

«Royaume-Un twelve points!», ose-

rait-on dire. Saufque le lauréatdu prix
LVMH vient finalement... du Japon.
Grand gagnant de la journée, Soshi
Otsuki adéjoué tous lespronosticsgrâce

à la perfection de sa main tailleur très
«‹Armani-esque façonnée dans des

magnifiquesétoffes fabriquéesdansson

pays. «Il amontré dessilhouettes mascu-

lines, mais onvoit biencequesontailoring
si singulier peu donnersur unefemme,
s’enthousiasme Silvia Venturini Fendi.
Nous avonstous étéséduits parsavision
claire : il saitce qu’il fait et où il veutal-
ler.» Ainsi, le trentenaire baséà Tokyo
sedébrouillant difficilement en anglais,
aidé d’un traducteur, aremporté tous les
suffrages:RemisparDelphine Arnault et
Deepika Padukone, le timide Nippon
monte sur l’estrade pour, récuperer son
trophéeavec une émotioncontenue:
«Jevoudraisremercier LVMH, le jury et
tousceux qui m’ont soutenu. » Pasunmot
deplus. Le pauvre n’est pasau bout de

sespeines.Dans lesbackstages,uine ar-
mée de journalistesprésentsouenZoom
l’attend depied ferme.».
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DelphineArnault (aucentre),présidentedujury, entouréedestrois lauréats(degaucheàdroite),Steveo Smith
(prix Karl-Lagerfeld),SoshiOtsuki(prix LVMH) etTorishéjuDumi(prix dusavoir-faire). LVMHPRIZE
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Soshiotsukitrionfa
all'Lvmh prize2025
SoshiOtsuki (nella fo-

to) con il suO Soshio-

tsuki, hasbaragliatola

concorrenzadei sette
finalisti e si eportatoa
casa il premio piu am-

bito, di questaedizio-

ne del Lvmh prize
2025per giovani stili-

sti, consegnatodall’at-

trice indiana Deepika
Padukone, ambassadordi LouisVuitton.Gloria

a parte, la vincita e tutt’altro che trascurabile,

400mila euro in denaroe, soprattutto, un anno
di coachingconi professionistidel lusso targato
Lvmh, unpassaportoper il futuro.Accantoal vin-

citore assoluto, il premio Karl Lagerfeldeandato

aSteve Smith, mentre il premio Savoir-faire,e
stato inveceassegnatoaTorishejuDumidaCa-

mille Cottin, testimonialdi Dior. La giuria, presie-

duta da DelphineArnault,era unarosacompo-
sta dal gothadellamoda.
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LUDOVIC PAUCHARD

Directeurindustriel
etdel'artisanat de LVMH

L’art de fabriquer
du LUXE

Président exécutif desmétiers d'art,

Ludovic Pauchardest le nouveaudirecteur

industriel et de l'artisanat de LVMH. C'est

un expertdes rouagesdesateliersdu groupe,
puisqu'il travaillaitau seinde Louis Vuitton

depuis2003. «Il asu parfaitement

accompagnerla créativité foisonnante

de nosdirectionsartistiques,tout encherchant

sans cesseà améliorer l'excellence

de nosproduits», indique PietroBeccari,le PDG

de Louis Vuitton. Diplômé de l’ècole polytechnique,

spécialiséen mécanique desmatériaux,et de l’ècole
nationalesupérieuredetechniques avancéesen gestion

de production,il commencesa carrièrechezMichelin

avant de rejoindre la maison spécialisée dans les

accessoiresde luxe, comme responsablede production.

Directeurdesachatsde cuir pour la maroquinerie,

il devientensuitedirecteur industrielchargédessouliers

femme, directeur de deux unités de production

en Californie (ètats-Unis),avantde revenir en France,

en 2015, commedirecteurdesateliersetsous-traitants

de maroquinerie de Louis Vuitton, puis directeur

industriel en 2019. Ludovic Pauchardsuperviserala

stratégieindustrielledu groupe,qui compte notamment

118 ateliersde productionet d'artisanatenFrance.

Il sera aussichargé,avec les directeursindustriels

de chaque marquede LVMH, de travailler sur le sujet
de l’agilité industrielle afin d'améliorer la compétitivité

des différentes entités. # F.S.
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Le groupe LVMH interessé par un rachat de

Challenges, discussions prévues en septembre
(), (AFP) -

Des discussions en vue d'une vente du magazine économique Challenges à LVMH sont prévues courant

septembre entre la famille Arnault, propriétaire du groupe de luxe, et Claude Perdriel, actionnaire majoritaire du

journal, a indiqué mercredi à l'AFP Pierre-Henri de Menthon, directeur de la rédaction.

"Il y a des négociations. (...) LVMH devait racheter Science et Avenir/La Recherche. Et, en fait, la cession va

aussi comprendre Challenges. Donc, il va tout racheter. Enfin, en tout cas, il va faire une proposition", a déclaré à

l'AFP M. de Menthon, confirmant une information du média en ligne La Lettre.

En 2020, LVMH était entré à hauteur de 40% dans le capital des Editions Croque Futur, qui publie ces titres.

"Dans le cas d'une cession(...), elle aurait lieu au plus tard à la fin du premier semestre 2026", précise une

communication interne à Croque Futur.

Le groupe de luxe poursuit ainsi sa percée dans les médias. Déjà actionnaire des quotidiens Les Échos et Le

Parisien/Aujourd'hui en France, ainsi que de Radio Classique, Bernard Arnault a aussi racheté cette année la

totalité du quotidien libéral L'Opinion et du site d'actualité financière L'Agefi, dont il détenait déjà des parts.

Le magazine Challenges se définit comme "un magazine économique et politique non partisan et indépendant".

Selon l'Alliance pour les Chiffres de la Presse et des Médias(ACPM), le magazine s'est vendu à plus de 140.000

exemplaires en moyenne par numéro en 2024, contre 183.000 en 2020.

cka/mch/eb

Afp le 03 sept. 25 à 14 28.

250903122620.keujxq6i
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BUSINESS

BurberryLooks to aBrighter Future
Burberry is backon the

Lyst index of hottest brands,

and it could rejoin theFTSE

100 as early asSeptember
after asteady recovery
in theshareprice.

BY SAMANTHA CONTI

LONDON – Thenextmonths could
beùoldenones for Burberry,which

hasbeenmakingstridesunderchief
executiveofficerJoshuaSchulman,who

took over last summerwhenthe company
wasliving throughsomeof the darkest

daysin its history.
LastSeptember,shortly after

Schulmanjoined, Burberry fell out of

the FTSE100 index of blue chip stocks

on theLondon StockExchangedueto its

shrinkingvaluation.

Six monthslater,in March,the company
registeredanoperatinglossof 3 million

pounds,anda 17 percentdrop in revenue
for fiscal 2024-25. It hadbeena brutal

year,with luxury demandstill tepid and

Burberrydealingwith the fallout from a
previous,ill-fated planto go upmarkettoo
quickly.

Thecompanywasin a rut, and it was

goingto takeaheavy-dutyexcavatorto

get it out.Schulman,anoptimistaswell

asan experiencedfashionandluxury
goodsexecutive,shiftedthatearth-moving
machineinto high gear,andquickly began
turning the brand’s fortunesaround.

It is possiblethat Burberrycould rejoin
the FTSE100asearly asSeptemberon
the backof a steadyrecoveryin the share
price,which is up nearly70 percentover
the pastyear.

Evenif Burberry has to wait afew more
monthstojoin the bluechip index, thereis
no doubtthe recoveryhasbegun.

InJuly, after ayearlong absence,Burberry
made a comeback on the shopping platform
Lyst’s ranking of hottest brands. In the
secondquarterof2025, Burberrylandedin
17th place,aheadof Gucci, Birkenstock and

Valentino.

Lyst saidBurberry’sreturn wasthe
resultof a resurgent“cool Britannia” vibe,

astrong festival campaign and agrowing
demandfor its menswearoffering.

Crucially, thebanksareturning bullish

on Burberry,which successfullystemmed
the double-digitsalesdeclinesof thepast
yearandoutstrippedgrowthexpectations
for thefirst fiscal quarter.

comparablestoresalesweredown
1 percent, compared with analysts’
projections of a 3percentdecline. In the
corresponding quarter lastyear, comparable

store saleswere down 21 percent.
They alsolike Schulman’s “Burberry

Forward” plan. which is aimedat

rebuilding sales, margins andcashflow.

“The questionfor us is not whether
Burberry will comeback, but the

magnitudeto which it will, andhow much
investors arereadyto pay for it,” the
HSBC saidin a report inJuly, two days
after Burberrypostedpromisingfirst-

quarter results.

HSBC called its report “Knight Fever,” in
referenceto Burberry’shistoriclogo and
the BeeGeesdiscohit, andsaidthe brand

“has suddenly gone onto theradarof many
consumerswho mayhaveforgottenabout

[it], andotherswho arejust startingto
discover it.”

Thebankaddedthatwith the impetusof

a renewed managementteamandactions

taken by Schulman, “product initiatives,

media campaigns and merchandising

actions havelandedwell. IsBurberry
boomingyet?Not really, as thebulk of
refreshedproductsshouldstart to move
the needlesignificantly” in the second fiscal

half, which endsin March2026.

But “there are clear signs of life,” HSBC

argued.“Naysayerswonderingif the brand
could evercomebackalreadyhave ahint,
andshouldgetproof shortly,aswe believe

growthshouldbevisible asearlyas the
currentquarter,” it added,referring to
Burberry’s fiscal secondfiscal quarter,
whichendsSept.30.

Citi, meanwhile,speculatedthat

Burberry’s underlying retail sales“could
turn positive” in the second fiscal quarter,
and for the first time in two years.

The “executionis ontrack,with new
[fall andspring] collectionsanda wider

pricingarchitecturedeliveredto stores
overthe nextthree quartersto reignite
branddesirability,” Citi said.

Analysts also like Burberry’s fiscal

discipline.In May, thecompanyunveiled

anenrichedcost-savingsplanthatcouldsee
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20 percentof itsworkforceeliminatedby
2027.The plan is aimed at unlocking 100
million poundsby fiscal 2027, in additionto

the40 million poundsin cost savingstarget
revealedlastyear.

Schulman also hasa strong commercial

strategywith “timeless British luxury” at
its core.

He’s addedmore accessibleprices (ata
timewhenluxury goodscompetitorshave

been raising theirs); put a focuson brand
heroessuchasthecheck,scarfandtrench

(instead of obsessingover expensiveleather
handbags),andembraceda widevariety

of customerswith stylish hoteltakeovers,
collaborations andad campaigns featuring
famousBrits suchasKate Winslet, Olivia
ColmanandtheextendedJaggerclan.

No oneis moresurprisedabout

Burberry’s progress thanSchulman

himself. In May,hetold analysts: “If
you had askedme12 monthsagowhere

we would be today, I wouldn’thave

imaginedtheamountof progressthat this

exceptional teamhas beenmaking.”
He added that “it’s early days, and it’s a

toughmacro, bu we are really startingto

seethe potentialof what liesahead.We’re
takingthingsstepby step,but we are
optimisticaboutthe quartersaheadand

optimistic aboutthe business in general.”
Schulmanis alsoconfidentaboutthe

future of Burberry’screative director,
DanielLee. Earlier thisyear the CEO

quashedpersistentrumorsthatLee wason
his wayout the door.

“Daniel and I are committedtogetherto
movingBurberryforward,” Schulmantold

WWD in May. He addedthat the designer,
whojoined Burberryin 2022, hasbeen

delivering “an extraordinary expression of
timeless British luxurv.”

After so manymonthsof drama,that
teamworkis somethingto shoutabout.

Animagefrom theHighgrove X Burberry

adcampaign,which featuredElizabeth
McGovern andLauraCarmichael

JoshuaSchulman
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A look at
Burberry's

summermusic
festival ad
campaign.
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Burberry returns to the
luxury of premier index
market report

Investors in Burberry will feel that Brit-
ain’s premier luxury brand has been
restored to its rightful place with the

company’s re-election to the FTSE 100
(Helen Cahill writes).

After the close of trading yesterday
FTSE Russell, the global index provid-

er, announced that Burberry would be
returning to the blue chip index a year
after being ejected. The shares had a
good run in anticipation during normal

hours and ended the day up 17½p,or
1.4per cent, at £12.75leaving the stock
95.2 per cent higher over the past year.

No doubt the index tracker funds will

be out in force over the next few days
adjusting their weightings in different
companies following the reshuffle.

Joining Burberry is Greece’sMetlen
Energy & Metals which only moved its
primary listing from Athens to London
last month.

Making way for the newcomers with
relegation to the FTSE 250 is the
housebuilder Taylor Wimpey , up 2½p,
or 2.6 per cent, at 95½p, not nearly

enough to make up for the 41per cent
drop in the share price over the past
year. It wasa similar story for Unite , the
biggest provider of student accommo-

dation in the UK, up 15½p,or 2.3 per

cent, at 690p but down 28 per cent over

the past 12months.
The standout company being demot-

ed from the FTSE 250 is Bloomsbury
Publishing , home to the Harry Potter

franchise and popular author Sarah J
Maas. Like the demoted FTSE 100
companies Bloomsbury shares rallied

7p,or 1.4per cent, to 492p but over the
past year they have fallen 28.5 per cent.

Overall, London indices made gains
as equities enjoyed a Europe-wide re-

bound. The FTSE 100 enjoyed its best
day since August 7 with a rise of 61.30
points or 0.7per cent to 9,177.99while

the more UK-focused FTSE 250gained
150.18points, or 0.7per cent, to 21,313.07.

Elsewhere, financial stocksenjoyed a
reasonable sessionwith sharesin Legal

& General up ¼p,or 0.04 per cent, to
243½p, while Phoenix Group closed
1½p,or 0.2per cent, higher at 654½p.

On Aim, Maintel Holdings , the

cloud communication specialist, was
subjected to a sell-off after it cut its rev-
enue outlook. The group told investors
that it was facing delays in shifting its

pipeline and had lost a “significant”
contract. The company’s shares closed
40p, or 22.2 per cent, lower at 140p.

Wall Street report

Indices had a mixed midweek

session, with most of the heavy
lifting done by technology stocks led
by Alphabet and Apple. But gains
were muted by softer than expected

labour market data showing a sharp
drop in job openings ahead of
tomorrow’s more closely watched
non-farm payrolls. The S&P 500

rose 32.72points, or 0.5 per cent, to
6,448.26, while the Nasdaq was
218.10points, or 1per cent, higher at
21,497.73.However, the Dow Jones

industrial average was down 24.58
points, or 0.1per cent, at 45,271.23.
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The day’s biggest movers

Shares rose in Bloomsbury, publisher of the Throne of Glass author Sarah J Maas
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BUSINESS

Barclays: ChinaHasChangingAppetite for Luxury Goods
In a recent report, Barclays

noted "a lack of strong
acceleration"atHermès

andpositive feedback

for Burberry andMoncler.
BY DENNI HU

China’s luxurymarketis enteringa new
era– shifting from rapidexpansionto
fiercecompetition,with brandsnow vying
for marketshare rather thanchasing pure
growth accordingto arecentBarclays

report.
Based onarecent two-weekmarket

visit wherethe investmentbankmet
with around30 stakeholders,including

brands,luxury malls,retailers,investors
andsectorexpertsin HongKong, Beijing
and Shanghai,Barclays pointedto three

standouttrendsasthe Chinese luxury
consumercontinuesto mature.

“Amid the macro downturn and the

concernsaroundgovernmentcrackdowns,

showing off your social status through

luxurygoodshasbecomelessnecessary;

a diminishing marginal utility for repeated
consumerswho mightface asenseof
saturation,andagrowinginterestin other

segmentssuch aswellness or experiences,”
notedthereport, titled “On theRoadin
China:Early Signsof Big Changes?”

With negative retail performance

throughoutthe summer,Barclays expects
the numbersto improvein the third

quarter,albeit still negative at arounda 5

percentdecline. “Overall, we expectsales

of the Chinesecohort to bedown around

10percentin 2025,” Barclays said.

“On the whole, brandperformanceis still

very polarized,with somebrandsseeing
small growth whilst othersarestill down

more than 30 percent,” Barclaysadded.
While the Chinesecohort trailsbehind

the U.S. in termsof overallmarket

share, a volatile U.S. marketmeansthat

“maintaining the long-term growthof
the sectorin the future is thereforenot

guaranteed,”the report added.

“We maintainour neutralview onthe

luxurygoodssectorandnote that theability
tomaintainhistorical top-linegrowthof

around7 percentcould bemorechallenging

in the future,” Barclayssaidin the report.
Therise of local competitorscontinues

to shift perceptionaroundwhatcanbe
definedas a luxurygood.

“What alsomatters is the social value,

andright nowLabubuis seenasmore
fulfilling,” read aquotefrom a local

“More Chinese consumers believe that
the qualityof Chineseproductshascaught
upwith the West, so thehigh barrier to

entryof Europeanluxury brandsmay
be weakerthanthe marketexpects,”the

report added.“Close to 80percentof
LaopuGoldconsumersarereportedlyalso
consumersof key luxury brandssuchas
Cartier, Hermèsor Louis Vuitton.”

“While we do appreciatethe competitive
threat from domesticChinesebrandslike

LaopuGoldin the region,wenote that the

overlapprobably concernsthe entryprice
point of the jewelry maisons’ brands,”
notedBarclays.

With mutedfeedbackonHermès,
Barclays cautionsabout “a lack of strong
acceleration”andlowered growth
forecasts for 2026.

“We turn incrementally more cautious

on the nameasthe brandmay not beable
to reachdouble-digitgrowth in fiscal 2025
consideringthe ongoingtrends in China,”
Barclays said.

Louis Vuittonstoodoutduring aquiet
marketingperiod this summerwith its

larger-than-life “The Louis” retail project
andthelaunchof cosmetics,which could

translateinto salesmomentumfor therest
of the year.

“However,feedbackon otherkey [LVMH

Moët HennessyLouis Vuitton] divisions,

suchasSephoraor winesandspirits,
remainedmuted,” the report said.

At Kering, Gucci remains“very weak”
in China and traffic remains“very low in

stores,” according to Barclay’s surveyon
the ground.

“Beyond Gucci, we expectSaint
Laurentandother housesto continueto
struggle,andabsentsignsof anupcoming
inflection point, we remain comfortably

underweight,” Barclays wrote.
Overall feedbackfor Burberryand

Moncler remainedpositivein China.
“Fashionexpertswe meton our trip

seemedmore positiveon Burberry’snew
collections,andlandlordsalsopointedout
that improvingtrendswerehelpednotably
by better merchandising,with afocuson

accessories,notably scarves,”wrote Barclays.

“Moncler continues to be a popular brand
in China andshouldremainin positive
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this view duringour trip resultedfrom the
brand’sperceivedlowerlevel ofmarketing
pushat themoment,” thereportcontinued.

In thejewelry andwatchesbusiness,

Barclaysnotedsustainedgrowth momentum
at Van Cleef & Arpel first, followed by

Cartier, BulgariandTiffany & Co.

“Watchesremaintheweakestsegment,
in our view, with salesprobablystill down

by a strongdoubledigits,” the report said.

Shoppers walk

by aCoach

storein Beljing.
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Marking
A Decade
Tribeca andChanelare
celebrating a milestone:

10 yearsof the Through

Her Lens: The Tribeca
Chanel Women’s Filmmaker

Program.

This year’s edition of the
talent incubatorwill take
place Sept. 16 throughSept.
18 in New York City. The

program, which launched in

2015,provides monumental

mentorshipandsupport
for emerging filmmakers

who identify asfemaleor
nonbinary. Participants,
selectedby ajury,
participate in threedaysof

workshops,conversations
led byindustryexperts,and

networking events.2025

programmentorsinclude
Riva Marker, SarahPaulson,

Frida Perez,Constance
Tsang andOdessaYoung;

conversationleaders
includePamelaAbdy,

ColleenAtwood, Laura

Karpman, Lucy Liu and A.V.

Rockwell.

Theselectedfilmmakers

for this year’s program are
RachelHarrisonGordon

andEmily Kron, Gabriela
GarciaMedina andLaura

Fries,Alice Gu andKatie

White, KarishmaDev Dube
andMG Evangelista, and
Kat WhalenandGinger
Kearns.Participantswere
selectedby ajury that
includesKaitlyn Dever,

MeghannFahy,Allison

Janney,PayalKapadia,
IssaRaeandJenny
Slate.At the endof the

program,oneshort film

proiectwill beawardedfull

financing,while theother
four films will be awarded
developmentgrants from
TribecaStudios.

“Throughout these
ten years,we've created

a spacewherewomen
filmmakerschampioneach
other’swork, alumni open
doorsfor oneanother,and

belongingto thisnetwork

trulymeanssomethingin

our industry,”said Jane

Rosenthal,cofounderand

CEO of Tribeca Enterprises,
in astatementannouncing
the 2025program.
"Through Her Lensis about
consistency,perseverance,
andmeaningfulchange–
thekind that shifts the very
fabric of our culture at a
momentwhenit's needed
most.”

Theprogramwill kick

off with aVIP luncheon

onSept. 16. Ahead of the

program,Chanel and

Tribeca released“In Her

Words,” ashortvideo in

which Riley Keough, Gina

Gammell, CarrieCoon, Lucy
Liu, Nia DaCosta andLola

Tung sharebrief insights
andwordsof support.

“You arethe pilot and not

the turbulence, and that’s
animportantlessonto
learnfor a film set,” offers

Coon in the short. “You

don’t have to catch other

people'senergy,youcan
maintain your own focus.”

KRISTEN TAUER

ley Keough

attends the

2025Chanel
ThroughHer
LensTribeca

Luncheon.
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Chanel s'ancre dans la Mostra de Venise

La maison de couture, mécène historique du cinéma, soutient la Biennale College, un

dispositif qui facilite l'émergence de nouveaux réalisateurs. Marraine de l'édition 2025 :

Audrey Diwan qui a reçu ici le Lion d'or en 2021 pour son film L'Événement. Rencontre.

Par Richard Gianorio

A

Mostra de Venise, dimanche 31 août. La maison Chanel a annoncé une nouvelle initiative dans son

accompagnementhistorique dela création au senslarge : cette fois-ci, elle soutient la 13eédition dela

Biennale College-Cinéma, un dispositif de La Biennale de Venise destiné à accompagnerde jeunes

réalisateursvenus dumonde entier. Créé en 2012, ce programmeapour vocation d'encouragerdefaçon

très concrète (une bourse de 200.000 euros) l'émergence d'une nouvelle génération

deréalisateursinternationaux. Chaqueannée,l'institution s'intéresseà unedouzainedeprojets dejeunes

réalisateurs,puis quatre sont retenus- de l'écriture du scenario du film à sa conception puis sa sortie.

Les films sont ensuiteprésentésdansle cadrede la programmation officielle dela Mostra, untremplin

extraordinaire pour cesnouveaux talents.

Cette année, c'est Audrey Diwan (Lion d'or 2021 pour L'Événement) qui a été désignée comme

marraine dela Biennale College-Cinéma 2025. Cette réalisatrice et scénaristede renom est entrain de

terminer l'écriture de son quatrième film, une adaptation du 'Portrait de Mariage', un roman de la

britannique Maggie O'Farrell.

Madame Figaro .- Comment êtes-vousintervenue sur cette 13eédition de la Biennale College-

Cinéma, soutenue par la Maison Chanel ?

Audrey Diwan .- Enréalité, quand j'interviens, les films existent déjà. Ils sont signésde quatre jeunes

réalisateurs qui viennent de pays très différents et qui se demandent comment on rentre dans cette

industrie. Comment faire entendresavoix ?Quefaire dansla foulée ?Comment faire voyagerson film ?

Comment aborder le film suivant ? La Biennale College prend tout en charge afin que les choses

adviennent.

Quelle problématique dans le cheminement d'un jeune réalisateur ?

Le début estcompliqué. Plus le gesteest radical et moins on va trouver de genspour le conduire. Il est

très difficile defaire existerun film. L'originalité du dispositif vénitien, c'est qu'il accompagneun duo:

unréalisateur et un producteur. Le Biennale College soutient le désiret la vision dejeunes talents et fait

en sortequel'industrie leur emboîte le pas.

Quels conseils donneriez-vous à un jeune réalisateur ?

Déjà, cultiver sapropre confiance qui est souvent mise à mal aucours de l'exercice. Ne pas perdre de

vue ce àquoi on croit, ce à quoi on tient. Ensuite, savoir écouter- une chose quej'ai apprise avecle

Tous droits de reproduction réservés

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

PAYS : France 

TYPE : Web Grand Public 

JOURNALISTE : Richard Gianorio

3 septembre 2025 - 07:57 > Version en ligne

Page  27

https://madame.lefigaro.fr/celebrites/cinema/chanel-s-ancre-dans-la-mostra-de-venise-20250903


(2/2)  CONCURRENCE - LUXE

temps. Le cinéma est un art collaboratif et c'est la complémentarité des voix qui va faire le film. Enfin,

regarder la ligne d'horizon. J'ai l'impression que quand on commence un film, l'expérience est si

complète, si intense, qu'on ne se projette pas. Il ne faut pas omettre de nourrir son monde intérieur. Moi,

par exemple, j'écris avec d'autres, j'écris pour d'autres, ainsi mon monde ne s'assèche pas...

Avez-vous l'âme d'un mentor ?

Mentor, le mot est fort, mais j'aime beaucoup la transmission. Je me suis toujours dit que l'art était

comme un mur et chacun y pose une pierre. C'est une participation, si on pense qu'on est le centre et le

tout, on est rapidement perdus, en général. L'image du mur qu'on bâtit est rassurante. Moi-même, j'ai

été emmenée par des gens, j'essaie de rendre ce qu'on m'a donné. Je n'ai pas eu un mentor mais j'ai été

entourée de gens qui, chacun à leur endroit et à leur niveau, m'ont apporté quelque chose, beaucoup de

réalisatrices, Valérie Donzelli, Rebecca Zlotowski, Lola Quivoron - ce dialogue-là, cette manière de

s'entraîner les unes les autres m'est très précieuse.

Aviez-vous des inspirations décisives ?

Mon alpha et oméga, c'est Agnès Varda, c'est elle qui m'a donné envie, l'œuvre et la femme : la manière

dont elle parle de cinéma, qu'elle encourage les expériences, la manière dont elle s'empare de son genre,

dont elle s'empare des femmes. Son film Sans toit ni loi m'a beaucoup appris.

Comme elle, vous êtes une des rares femmes à avoir reçu le Lion d'or à Venise ...

Je n'avais pas envisagé les choses comme ça, en revanche j'avais immodérément pensé à mon

film (L'Événement, NDLR). Ce que je retrouve dans les quatre jeunes réalisateurs de la Biennale-College

2025, c'est cela : je les sens arrimés àleur désir de cinéma. La manière de faire les choses la plus sincère

et la plus nette, c'est de penser au film puis un jour, parfois, de découvrir qu'on reçoit un prix. Si on ne

pense qu'aux prix, on a déjà perdu une des raisons de faire du cinéma ...

C'est un lieu commun de dire qu'il y a peu de réalisatrices actives : les choses s'arrangent-elles ?

Je ne tiens rien pour acquis. Il faut être très vigilants vis-à-vis d'une industrie corrélée à des politiques

culturelles fluctuantes. Il y a davantage de réalisatrices, surtout en France, mais il faut rester vigilants et

voir comment on entretient ce chemin vers une forme d'égalité.

Depuis le début de son histoire, la maison Chanel s'est affirmée comme mécène des arts, du cinéma

en particulier, en soutenant des cinéastes, des institutions culturelles et en encourageant la jeune

création ...

J'aime l'idée que la relation entre Chanel et le cinéma soit fondée sur une vision de l'art, une vision

sincère et profonde - le désir de faire exister des films de patrimoine qu'on pourrait perdre, de travailler

avec les grandes institutions du cinéma, de permettre l'émergence de nouvelles visions. La maison m'a

accompagné sur la tournée de mes films. Cet accompagnement, essentiel, m'a permis de faire entendre

ma voix.

Tous droits de reproduction réservés

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

PAYS : France 

TYPE : Web Grand Public 

JOURNALISTE : Richard Gianorio

3 septembre 2025 - 07:57 > Version en ligne

Page  28

https://madame.lefigaro.fr/celebrites/cinema/chanel-s-ancre-dans-la-mostra-de-venise-20250903


(1/1)  CONCURRENCE - LUXE

New
Beginning
Dior hasnamedMikey

Madison its first brand
ambassadorsince

appointingJonathan
Andersonascreative
directorof women's,
men'sandhautecouture
collections.

The nomination comesas
Andersonpreparesto unveil

his debutwomen'scollection

at ParisFashionWeekon
Oct. 1.The American actress

joins a rosterthat includes

JennaOrtega, Jisoo, Rosalîa

and AnyaTaylor-Joy.

"Mikey Madison is an
incredibly talentedactress.
Her empatheticapproach
perfectlyreflects the

houseof Dior and| am

extremelyexcited to work

together,” Anderson said
in a statementshared
exclusively with WWD.

Madison woreDior onthe
biggestnight of her career
so far: She channeledOld

Hollywood in a reproduction
of a vintage Dior couture

gown from 1956 at the
Oscars,whereshe picked

uptheAcademyAward for

BestActress for her role as
anexotic dancer in Sean
Baker’s "Anora."

Herappointmentchimes
with Anderson'sreputation
for working with talents
ranging from arthousefilm

starsto pop cultureicons.

“Jonathan is inspiring to
me as a designerbecause
of how he tellsstorieswith

his collectionsandthe
playfulnessandoriginality
heinjects into every
collection,” Madison said.

“I’m so proud and

honoredto bejoining
the houseof Dior as a
globalambassadorat the
start of this next chapter
under Jonathan’screative
direction,” sheadded.

Since "Anora” scooped
the Palme d’Or at the
CannesFilm Festivallast

year,Madison hascollected
accoladesincluding a

BAFTA andanIndependent

Spirit Award. Shewasalso

nominatedfor a Golden
Globe,SAG Award and
Critics’ Choice Award.

Following roles in “Once
Upon aTime in Hollywood”
and “Scream 5,” the actress
is set to appearnext in “The
Masqueof the Red Death,”
a loosetakeon the short
story by EdgarAllen Poe,

directedby Charlie Polinger.
Madison is alsoan

ambassadorfor U.S.

jeweler Tiffany & CO. which,

like Dior, is ownedby luxury

conglomerate LVMH Moët

HennessyLouisVuitton.

JOELLE DIDERICH
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Vuittonsvelail trophy
trunkperil Gpd’Italia
Il tempiodellavelocita accendemotori e Louis

Vuitton svela il trophy trunk realizzatoper il For-

mula 1 Pirelli Gran premio d’Italia 2025, in pro-

gramma aMonzadal 5 al 7 settembre.Il baule,
creatonello storicoatelier di Asnieres, in Fran-

cia, e rivestito in telamonograme presentadue
pannelli frontali dipinti amano.Al centrola lette-

raV che richiama concettidi «victory»e «Vuit-

ton», nei colori caratteristicidell’ autodromo,ver-

de, bianco erosso, assiemeal motivodamier in

biancoe nerocheevocala bandieraascacchi.
Il trophy trunk (nella foto), estatopresentatoper
la primavolta in occasionedel 750 anniversario

dellaFomula 1

e consolida la

collaborazione

traLvmh e il
cir-

cus, «perche la

vittoria viaggia

con Louis Vuit-

ton». (riproduzio-

ne riservata)
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EXCLUSIVE

JacquemusPopstheChampagneWith VeuveClicquot
The collaboration drops in the
U.S. on Tuesdaybefore landing

in theU.K., Italy and France in

Septemberand October.
BY LILY TEMPLETON

PARIS Betweenwell-received
collections,ongoinginternational

expansionand anupcomingfirst
fragrance,SimonPorteJacquemushas
plentyof reasonsto popthe bubbly.

Now his label’s fanswill haveonetoo.
VeuveClicquot hastappedthe French

designer for acollaboration spanning a
limited-editionbottleofits La GrandeDame
2018 vintage anda sculptural cooler set.

For the Champagne house’s chief

executiveofficer Jean-Marc Gallot, the
partnership “felt not only meantto be, but

inevitable,” hetold wWD exclusively.
Both brandshavestrongwomenas

muses,respectivelyBarbe-Nicole Clicquot

Ponsardin, who becameknown as “The
GrandeDameof Champagne”for her role
in transformingthe industry,andValérie

Jacquemus, the designer’s late motherand
hisconstantsourceofinspiration.

“He truly embodies our ‘solaire’ ethos,
thatsunnyoptimismthatdrives the spiritof
VeuveClicquot. Simon’sjoy is contagious,

evokingsun-drencheddays in the Southof
Franceandspreadingjoy to thosearound

him,” theCEOcontinued. “We alsosharea
love ofyellow– ourhouse’siconic hueand
Simon’s favorite color.”

This sunnysignatureis amongthe

aspectsthat makethelimited edition

readilyrecognizable.
Another isJacquemus’ signatureand

handwrittenelements,appearingbothon
the gift box andon the white linen draped
aroundbottles.Thelatter is meant to
evokeheirloomtextiles “carefully washed,
sun-driedandstartedwith Marseille

soap,” as well asan old Italian method
for keepingbottlesby wrapping clothes

soakedin wateraroundthem.

Jacquemus described thedesign as “the
outcomeof simplematerials,meaningful

gesturesandstrongwomen’s stories,yet
it is ultimately acelebrationof – andfor
optimisticand memorablemoments.”

In additionto the limited-edition

bottlespriced at 220 euros each, there’s a
sculptural “Rafraîchissoir” that comprises

a Champagne cooler and tray.
The coolerwasdesignedbyJacquemus

in collaborationwith Frenchmaster
metalsmithCamille Gras, whohasbeen
awardedtheEntreprisedu Patrimoine

Vivant, or Companyof Living Heritage,
label for his Camille Orfèvre workshop in

Paris’ Marais district.
The bucket,inspiredby Medicivases

and featuring Gras’ signatures such as

roundedsquarehandlesanda fish trompe-
l’œil that nods to his Mediterraneanroots,
takessome40 hoursto make.

Limitedto 50 numberedpieces
manufacturedonly on requestandable
tobecustomized,the setcomes with

glassware,magnumbottlesof La Grande

Dame 2018and2012 vintages aswell as a

Jeroboamof the1990vintage,noddingto

Jacquemus’birth year.
Ownerswill also receiveaninvitation to

spendanight at Veuve Clicquot’s Hôtel du

Marc in Reims, France.
“Veuve Clicquot hasalways had a

deepconnectionwith design, andthis
collaborationonce againtransformsLa
GrandeDameinto morethanjust a cuvée
– it becomesalifestyle statementanda
work of art,” Gallot said. “We’re seeing

more andmore consumersdrawn to

collectible, limited-edition bottles,not just
for what’s inside, but for the meaningand

craftsmanship they represent.”
For its Grande Dame “cuvée prestige,” an

appellation that designates aChampagne-

maker’s top vintage, Veuve Clicquot

previouslytappedStellaMcCartney last

year, Italian ceramicsartist PaolaParonetto
in 2023 andprior to that,Yayoi Kusama.

The GrandeDame 2018 limited edition
withJacquemuswill makeits debut in the
U.S. onTuesday,beforebeingavailable in
the U.K., Italy andFrancein September
andOctober.
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Alleanze
Jacquemus,progetto
conVeuveClicquot

Veuve Clicquot
si affida a Simon
Porte Jacque-
mus. In occasione
dell’ aperturadella

New York fa-

shion week, la
maisondi champa-

gne
del gruppoLv-

mh presentauna
reinterpretazione

in chiavecouture della cuveeLa grandedame
2018, affidando al designerfranceseil proget-
to. Unabottigliarivestitain linobianco,conetichet-

ta giallaa bordo irregolare,firma e sunburstrica-

mato a mano(nellafoto). Accanto,unoggettoda

collezione,erafraichissoir, secchiellorefrigeran-

te ispiratoaivasimediceierealizzatoin metalloar-

gentato conil supportodi CamilleOrfevre,tragli
ultimi maestriorafidi Parigiedetentricedeltitolo
Meilleur ouvrierdeFrance.Ognipezzorichiedeol-
tre 40oredi lavorazioneartigianale,ededisponibi-

le solosurichiesta,in edizionelimitataa50pezzi.
Inclusaunaselezionedi annate,2018,2012inMa-

gnum e 1990,annodi nascitadeldesigner,inJero-
boam. «Oltreallamoda,hotutte questeossessioni

per il designel’artecontemporanea»,diceJacque-
mus. «PerVeuve Clicquot,ho immaginatocome
lepersonepotesseropercepireil calore,l'artigiana-

lita e l’emozionenell’ aspetto di questoraffinato

millesimato».La collaborazionegioca su valori
condivisi comeottimismo, artigianalitae radici
mediterranee.Il lancio,previstoperil 9 settembre

negliUsa,saraseguitodarollout in Uk, Franciae
Italiaentroottobre.(riproduzioneriservata)

BenedettaMigliaccio
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ACCESSORIES

Tiffany & Co.’s JewelryAppearsin
Guillermo del Toro’s ‘Frankenstein’

Tiffany's participation
marks a first for the
brand, bringing together

rare archival masterworks
andcontemporary
highjewelry throughthe
breadth of its archives.

BY THOMAS WALLER

Tiffany & co.’shas marked a new

cinematicmilestone.Its jewelry–
archivalandcontemporary— appears
in Netflix’s “Frankenstein,” thenew film

fromAcademyAward-winningdirector
Guillermo del Toro.

“’Frankenstein’ continuesTiffany &

co.’slegacyof contributingto the world
of cinema– not simplyas adornment,
but asa storytelling layer, helping bring
unforgettablecharactersandscreen
momentsto life throughtheenduring
language of Tiffany jewelry,” explained

ChristopherYoung, vicepresidentand
creativedirector,Tiffany Patrimonyand

globalcreativevisual merchandisingat

Tiffany & Co.

Themovie,which starsOscar Isaac,

JacobElordi,Mia Goth and Christoph
Waltz, hasbeenthe talk of the current
2025 Venice Film Festivalwith a14-minute

standingovationthathasmadethe rounds

on social media,only increasingthebuzz.

Tiffany & co.’s participationmarks

afirst for the brandby bringing
togetherrarearchivalmasterworksand

contemporaryhigh jewelry,accessories

andsterlingsilverobjectsfor the film, all

madepossiblethroughthe breadthof The

Tiffany Archives.

“Having Tiffany & co. as a collaborator

wasanhonor that wasdeeplymovingfor

my entirecrew. It wasa recognitionof our
craft andaddeda newartistic dimension,”
explainedcostumedesignerKate Hawley.

Highlights include works designedby
Julia Munson andMeta Overbeckunder
the directionof Louis Comfort Tiffany, the

house’s pioneeringartdirector celebrated
for his experimentationandreverencefor

nature.Notably, manyof thesehistoric

jewels haveneverbeenwornin modern
times. The film also features designs crafted
in the Tiffany High Jewelryworkshopin

New York City, custom-madecreations
designedby Hawley andcraftedby Tiffany
& co., as well as contemporarypieces.

“Tiffany’s jewelry becameits own
creativecontribution, similarto hair

design,makeup,wardrobe,setsand

props, andwasintegral to completingthe

designspace,”saidHawley, whocombined
bespoketextile designsinspiredby organic

formswith the curatedjewels.“It wasnot
just anaccessorybu an essential element

specifically to Elizabeth’scharacter[played
by Goth], enhancingthe color paletteand
overall interpretationof herworld.”

The on-screencollectionfeatures
27 Tiffany & co.jewels and objects

throughoutthe film, includingnecklaces,
bracelets, rings,earrings,brooches,
pendants,sterlingsilverobjects,ahair

comband apocketwatch.Tenarehistoric
jewels;six arearchival silverobjects;six

arecontemporarycreations,and five are
originaljewelsdesignedspecificallyfor

theproduction. Nearlyeveryjewel is worn
by Goth, while Charles Dancewearsthe
pocketwatchasLeopoldFrankenstein.

The Americanjeweler’s ties to cinema

areimprinted throughoutpopularculture,
mostnotablyin “Breakfast at Tiffany’s.”’
Del Toro’s ‘Frankenstein” will bereleased
in selecttheaterson Oct. 17 andon Netflix

globally onNov. 7.
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Mia Gothas
Elizabethin Netflix's

"Frankenstein"by
filmmaker

Guillermo del Toro.

Tiffany & Co.’s
Favrileglass
scarabnecklace

asseenin thefilm.
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The Great Fashion Reset | When Will Luxury

Bounce Back?

Persistent economic pressures in the key China and US markets are likely to

complicate the industry's efforts to turn things around. That doesn't mean there

aren't opportunities to seize.

By Marc Bain

HOUS
路學學

It's atough time to be running aluxury brand.

The industry is facing its steepestsalesdecline sincethe 2008 financial crisis, asidefrom the sharpshock

brought on by the pandemic. Executives at major brands point to slowdowns in major economies,

volatile financial markets, trade wars and actual wars, all of which together have dampened the

consumer confidence andthe "feel good" factor on which the luxury industry depends.

HSBC luxury analyst Erwan Rambourg doesn't buy it.

"If you're blaming it on the macro, you're being disingenuous," he said.

Rambourgisn't the only onewho believes luxury's biggestproblems areself-inflicted following aperiod

of "greedflation" that saw brands hike prices to levels out of reach for aspirational customerswithout

corresponding product innovation. On the contrary, in recent years, many brands simply churned out

more of the samesafedesignsamid reports of diminished manufacturing quality, leaving many shoppers

uninspired andunsure why they should spendmore onluxury goods.

But economic trends certainly haven't helped the situation.

"It's asector-specific down cycle - with an overlay of macro that is not helpful," said ZuzannaPusz,

luxury analyst at UBS.

Recently, someof the biggest luxury playershave made efforts to reignite consumer demand, installing

new designersand, in the caseof Kering, bringing in a turnaround expert from outside the sectorto run

the company. But as LVMH, Kering and Chanelall prepareto unveil major creative reboots this month,

they're also hoping for somemacroeconomic relief that might easethe way for a commercial recovery.

On that point the outlook is mixed. In June, Bain & Company forecast that the industry will contract

between 2 percent and 5 percent this yearif current trends continue. Analysts andindustry executives

believe someof the challengesin key markets suchas China andthe US will persist through at least the

endof the year, making a quick turnaround for the industry more difficult.
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But Rambourg alsopredicted in a note to clients Tuesdaythat the luxury sector could revert to "decent,

profitable growth" next yearastrends improve in the US and Chineseconsumersstartto re-engagewith

luxury. There arealso clear areasof opportunity: Shoppersfrom the Middle Eastare still buying, both

at home andabroad,while destinationsin SoutheastAsia like Singaporeand Indonesia areheating up.

"Especially when things havebeen challenging right now for two years,it's very easyto suddenly turn

dramatically negative and say, 'Oh, there's no opportunity for growth and luxury," said Pusz. "We

don't sharethat view."

The industry can't count on economic trends to save it in 2026, but there are greenshoots to find if

brandsknow where to look for them.

What Luxury Can Expect From China

The Chinesemarket has beenthe main engineof luxury's growth for more than a decade,growing at a

compound annual rate of 12 percent between 2010and 2024, according to Bain. But that engine has

slowed. Domestic luxury spending in the country fell between 18 percentand 20percent last year.

In China, spending is closely linked to the property market, where the bulk of consumers' wealth lies,

and that market has been in a years-long crisis. The country is also dealing with high youth

unemployment and now the new US tariffs, which arehurting exports. Thesefactors have resulted in

lower consumer confidence that hasshoppersdelaying luxury splurges.

It's unclear exactly when the situation will change. Earlier this year, Hermès chief executive Axel

Dumas seemedoptimistic, saying ona February earningscall that there were "positive signs." By July,

however, that glimmer of hope hadfaded.

"Now I personally can't seeasignificant uptick in China," Dumassaid. "I think they arestill in the kind

of wait-and-seeattitude."

What luxury brands said about

China in Q2 2025
Chinaremainedweakduetolowertravelspendandconsumer
confidence.Therearesignsofimprovement,buttimingofa
recoveryisunclear.

COMMENTARYONMARKETCONDITIONSINCHINA SENTIMENT

BURBERRYChinesecustomersareincreasingly
shoppingmoredomestically

HERMÈS Chineseclientsareinawait-and-seemode.
buyinglessandsavingmore

LVMH Localdemandimprovementnotbigenough
tooffsetweakertraveldemand

MONCLERClusterasawholeisweaker,drivenbyless
tourismconsumption

KERING Consumerconfidenceisstilllowand
savingsrateisveryhigh

RICHEMONTTouristspenddroppedsignificantly;
mainlandChineseclienteleareslighityweaker

ZEGNA Chinaremainschallenging

Source:DeutscheBank;BoFanalysis BOF

What luxury brands said about

the US in Q2 2025
WealthylocalconsumershelpedmaintainmomentumintheUS,
butaspirationalshoppershavecuttheirspending.Tariff-driven
inflationposesachallengefortherestof2025.

COMMENTARYONMARKETCONDITIONSINTHEUS SENTIMENT

Stronglocaldemandacrossallbusiness
areasRICHEMONT

BURBERRYBroad-basedstrengthinready-to-wear.
handbagsandshoes

ZEGNA USremainsresilient

KERING Trafficandsentimentisbetter

MONCLER

HERMES

Clusterwaspositive,ledbylocal
consumption;lesstravelspendfromUSconsumers
Feweraspirationalcustomers;volume-driven
segmentsmoreaffectedthanhigh-value
segments

LVMH OUSlocallydeceleratingabit:tourismspend
decelerating

BOFSource:DeutscheBank:BoFanalysis
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What luxury brands said about

the Middle East in Q2 2025
TheMiddleEastcontinuedtobeabrightspotfortheindustryas
consumersspentathomeandabroad,thoughsomebrands
reportedlowertourismtotheregionduetothewarinGaza.

COMMENTARYONMARKETCONDITIONSINTHEMIDDLEEAST SENTIMENT

ZEGNA Continuestoshowgreatmomentum

RICHEMONTGrowthacrossallchannelsdrivenbyhigher
spendfromlocalsandtourists

HERMESEventsintheMiddleEastmeantfewer
tourists

KERING MiddleEastsloweddown,impactedby
eventsintheregion

Source:DeutscheBank:BoFanalysis BOF

Hermèshasit betterthan many of its competitors. Chineseconsumersdo havemoney. But with weak

property pricescreatinga feeling of lingering uncertainty, they areextraselectiveabout the categories

andbrandsthey chooseto shop.

CompaniessuchasKering, with trend-driven brandslike GucciandBalenciagawhoserecentcollections

havefailed to connect,havestruggled in the country. Otherswith amoretimelessassortment,including

HermèsandMoncler, havereported betterresults.

Chineseshoppersare also buying outsideof China,as they did before the pandemic. Last year,when

the Japaneseyen weakened, Chinesetourists flocked to the country to scoopup luxury goods at a

discount. (Last year's boom in Japaneseluxury sales caused many brands to record declines by

comparisonthis year,but local demandremainsstrongand the comparisonsshould easein the second

half of 2025andstart to look betternext year.)

The hope is that the Chinesemarket is closeto or at its bottom. Rambourg said results have been

improving andindicated in his researchnote this weekthat he believesChineseshoppersareturning a

cornerpsychologically.

"Now we're in the zone where possibly you will stabilise,and possibly, in the not-too-distant future,

you will grow," Rambourgsaid."Not because[Chinese consumers]aresuddenlyoptimistic ... It's more

that,'Hey, I've accumulateda lot of money. Thingsaretough,but not worseningactually."

US Luxury and the Aspirational Shopper

Luxury's other key growth market in recent yearshas beenthe US. Between2019and 2023,it grew at

acompoundannualrate of 6 percent,accordingto Mckinsey, outpacingall regions but China. Evenas

the Chinesemarket slowedin recentyears,the USremainedresilient, maintainingmomentuminto 2024.

But the picture hassincebecomelessrosy.

After Covid lockdownswere lifted, luxury spendingin the country benefitedfrom aspirationalshoppers

flush with savings andstimulus cashmaking their first luxury purchases.But that spendhas driedup.

Yearsof high interest rates andinflation have squeezedshoppers'budgetsandtheir psyches,leaving

themfeeling strappedevenafter inflation fell. Thisyear,US consumerconfidencefell to its lowest point

sincethe pandemic.Many shoppershave beencutting back or trading down,switching to secondhand
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purchasesor looking for brandsthey think offer better value. And Trump's new barrageof tariffs is now

pushing prices back up.

Wealthy shoppershave beenlessaffected. Their outlook is more closely tied to the stock market,which

has been volatile at moments but strong overall. The S&P 500 dove after Trump's April 2 tariff

announcementbut quickly recovered andhassoaredsince,though someanalystsworry exuberanceover

AI is inflating a bubble.

A weaker US dollar has reduced their purchasing power on trips abroad,however. The dollar's value

declined 11percent in the first half of the yearmeasuredagainstthe currencies of the US' major trading

partners, according to Morgan Stanley, marking its largest loss since 1973. That weaknessis already

impacting luxury sales in Europe, where wealthy American tourists flock over the summer. Morgan

Stanley forecaststhe dollar could fall another 10 percentby the end of next year.

Thissplit in the US market is playing out in the differing results seenby luxury brands accordingto how

exposedthey are to aspirational shoppers.In Kering's most recent quarter, which saw salesin North

America drop 10percent comparedto last year, less elevatedbrands suchas Gucci suffered most, while

higher-end Bottega Veneta wasmore resilient.

"Polarisation basedon positioning persisted," CFO Armelle Poulou said on the company's July 29

earnings call.

Rambourgpointed out that even luxury's top tier relies on theseshoppersthough. Hermès' Dumas, for

example, said on the company's July call that the brand's "volume" divisions, which sell items like

scarvesand ties, have seenanimpact from the pullback of aspirational US customers.

Opportunity in the Middle East

Even if tourists have reduced spending in Europe, local demand has remained strong, with Hermès,

Richemont and LVMH all calling out solid ongoing salesfrom local shoppers.

Thebright spot in luxury's global outlook, however, belongsto the Middle East, where shopping in the

Gulf stateshas continued apace despite the nearby war in Gaza. Brands like Zegnahave been hosting

showsandeventsin cities suchas Dubai,hometo its top-performing store.In May, retail giant Chalhoub

Group forecast luxury salesin the countries of the Gulf CooperationCouncil, which includes the United

Arab Emirates and Saudi Arabia, would grow 6percent on averagethrough 2027.

There is opportunity in parts of Asia, too. Leading the pack are Singapore and Indonesia, but the

Philippines and Vietnamare growing aswell. Thailandhasbecomeafavourite location for luxury, given

its growing number of wealthy residents andrising popularity as a vacation destination for Chineseand

Indian nationals after it waived visarequirements for travellers.

Puszsaid her teamis also keeping an eye on South Korea after it emergedthat Chinesetourist groups

aretemporarily being allowed to enter visa-free. Right now, currency dynamicsmean luxury goodsare

cheaperin Korea than in China.

There arepocketsof growth to be found elsewhereas well. Bain & Company noted in Junethat there's

growing local demandin Latin America, with Mexico outperforming.

But none offer the samecapacity to help offset the slowdowns in China andthe US like the Gulf states.

"People ask a lot about Brazil, Indonesia,parts of Africa, India," said Rambourg."The only one that I

really see asmoving the needle is the Middle East."

Read "The Great Fashion Reset," a special package on the challenges facing fashion and the way

forward, as the industry entersa historic, high-stakesseason.
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The Power Of Silence In Luxury, Part
Two: Make Quiet Your Strategy
COUNCIL POST

Expertise from Forbes Councils members, operated under license. Opinions expressed
are those of the author.

| Membership (fee-based)

Matteo Atti, Global Chief Marketing Officer at Vista, board advisor and professor at the
International University of Monaco.

In the first part of Quiet Please! The Power of Silence in Luxury, we discussed why
knowing when to speak is vital for luxury brands. Let’s see how to integrate it into your
marketing strategy.
Relevance + Respect = Trust

To build trust with consumers, luxury brands must master two things: relevance and
respect.
How To Be Relevant

The holy grail of marketing, as author Greg Licciardi explains, is delivering the right
message to the right person at the right time in the right context—that’s how transactions
are generated. In other words, relevance.

The likelihood is that your HNWI customers are time-poor people bombarded with
hundreds of requests every day. Their time is precious; they don’t want it to be wasted.

On social media, this means not clogging followers’ feeds with off-topic content. I’m sure
somebody might want to watch a video from a Premier League footballer making the
perfect carbonara. But, possibly, not everyone. And not at any time.

To achieve relevance, today’s brands have powerful tools at their disposal. Website
analytics, CRM tracking, segmentation and clickstream analysis can help gauge
consumer sentiment. With these insights, you can deliver relevant reactive advertising at
exactly the right moment.

Paradoxically, one of the best times to be relevant in your customers’ lives is during
moments of frustration. Our company partnered with FlightAware, a digital aviation
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company that tracks flights across the world. Using data, the company could identify
when customers were stuck at airports due to flight delays. It sent non-intrusive adverts
to customers’ mobiles during these delays, asking, “How’s your flight today?” The
campaign performed exceptionally well because it arrived at just the right time, offering a
solution when it was needed the most.

Sports marketing also gives brands an opportunity to be relevant. LVMH’s sponsorship
of the Paris 2024 Olympics might seem at odds with luxury marketing’s soft approach.
But the sponsorship worked because the brand was there during emotionally charged
moments for consumers who were cheering their favorite sportspeople, watching them
suffer setbacks or crying with joy when their country’s national anthem was played on
the podium.

Various studies have shown that watching fast-paced sports can improve viewers’
cognitive function, visual processing speed and attention span. A Louis Vuitton trunk at
the Olympics or Emirates’ logo emblazoned on an AC Milan jersey are more likely to be
noticed during such heightened moods. Sports stir up strong emotions, making them
perfect for branding that requires deep involvement to help support luxury’s price
positioning.
How To Win Respect

Knowing when to speak is just as important as knowing what to say.

Take our recent campaign with Apple News. Analysis showed users engaged with Apple
News during quiet, reflective moments. Using this knowledge, we created a series of
contextually relevant adverts that appeared on their mobiles when they were unwinding
by reading the news. The upshot is the adverts felt like a welcome, relevant presence
rather than an interruption.

It’s arguably easier for luxury brands to be sotto voce because they can let their heritage
and craftsmanship do the talking. However, in the wrong hands, being silent can signal
disdain and superciliousness. That’s why injecting human interest narratives, and even
some humor, into your marketing can create relatability with consumers.

Respect is also earned by listening. Nobody wants an education on your brand. Try
hosting an informal onboarding session for new customers, asking them questions about
their personal preferences and what they think about your product. Then, tailor your
services to match this feedback until the customer feels you know them as intimately as
a friend.
Let Referrals Do The Talking

Many luxury brands will worry that toning down marketing will result in a drop in reach
and engagement rates. It’s a legitimate concern, especially for younger brands breaking
through.

However, the best acquisition channel for luxury brands is referrals. As discussed
previously on Forbes, estimations show that between 25% and 35% of new luxury
business can come from friends, peers or associates of existing clients who endorse
your product. When referrals work, brands don’t need to say too much, as consumers
become brand advocates, providing glowing reviews or letting others know.

The act of referrals also aligns with current trends: Today, people are more likely to trust
their peers (rather than large institutions or experts) for information on new innovations,
according to the 2024 Edelman Trust Barometer. Start by identifying which customers
are your key opinion leaders (KOLs), empower them to champion your brand and let
them lead the marketing on your behalf.
Use Authentic Ambassadors Over Garish A-List Campaigns

Celebrity endorsements can catapult awareness of your brand. In luxury, these
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partnerships need to be much more subtle than contrived campaigns that crowbar the
celebrity into every tweet and social post.

The most effective brand ambassadors are real clients. For example, at VistaJet, we
only work with public figures who already use our service, such as F1 driver Charles
Leclerc or Jon Rahm.

When, say, a star such as Beyoncé is photographed wearing Gucci, it reinforces the idea
that she is a fan of the Italian fashion house. It makes the endorsement more authentic
and powerful than a paid campaign, which pays celebrities millions of dollars to promote
a brand they don’t really care about.
Using Strategic Silence On Social Media

Many brands overextend on social media. In their bid to expand their reach, they risk
alienating new consumers who don’t want to be deluged with irrelevant content, as well
as eroding their identity with off-brand posts.

At the other extreme is Bottega Veneta, which deleted all social media accounts in 2021,
replacing them with a quarterly online magazine. (Today, it has just one official social
account available on the Chinese platform Weibo).

Allowing fans to carry your narrative is a dangerous move. But it appears to be working
for Bottega Veneta: Its revenue rose 4% last year, despite the luxury slowdown.

When executed properly, commitment to relevance can still resonate. In today’s age of
oversharing, that’s more powerful than it ever has been.

Forbes Communications Council is an invitation-only community for executives in
successful public relations, media strategy, creative and advertising agencies. Do I
qualify?
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How Trump's tariffs are reshaping luxury
pricing strategies
Drawing on new data from Retviews, we break down the US tariffs' impact on global
luxury pricing strategies, from the US to Japan. Luxury is navigating one of the most
precarious crossroads it has encountered in years.

With U.S. President Donald Trump imposing a 15% tariff on European luxury goods in
July 2025, alongside steeper hikes on Swiss watches , brands are being forced into
high-stakes pricing decisions that could reshape consumer behavior in the world's
second-largest luxury market, the U.S.

Trump's tariffs take effect in fresh test for global economy

While Camille Drumel, partner at commercial growth consulting firm Simon-Kucher,
believes it is difficult to detail the full impact yet, she says “The ability to pass on costs to
consumers will depend on several factors: brand desirability and positioning as some
brands will have stronger ability to pass on price increases.”

“Luxury brands might be more willing to absorb within categories that are playing a
recruitment role,” she adds.

The tariffs have been rattling financial markets over the course of 2025. Since Trump's
tariff announcement in April, Europe's top 10 luxury groups, including LVMH, Hermès,
and Prada, have lost some $100 billion in market capitalization according to financial
publication ThisIsMoney . Prada alone shed more than a quarter of its value, while
LVMH shares are down 17%.

Margins are now under pressure. Brands face a choice: absorb the costs, risking
profitability, or raise U.S. prices, which could alienate existing consumers.

According to data from AI-powered fashion intelligence platform Retviews by Lectra,
Hermès has opted to pass on costs, lifting U.S. handbag prices in July. By contrast,
Richemont has delayed hikes, prioritizing long-term loyalty. Chanel, known for its
consistent price rises, paused increases for the first time ever in 2025 in an
unprecedented sign that luxury houses no longer have expansive pricing power.

“The impact of U.S. tariffs on luxury pricing strategies has been highly differentiated, with
no single approach emerging across the industry,” Claudia D'Arpizio, Senior Partner and
Global Head of Fashion & Luxury Bain & Company tells Jing Daily . “Some luxury
players have opted to raise prices only in the U.S., absorbing tariff-related costs directly
within that market. Others, however, have implemented broader adjustments across
multiple regions.”

Fresh data from Retviews indicates that by April, as tariffs loomed, Prada and Loewe
were already adjusting their U.S. prices.

By June, Gucci, Miu Miu, and other peers followed, with U.S. prices rising above those in
their European base markets. Only Bottega Veneta held steady. In contrast, markets
such as Japan and Europe saw little movement, highlighting the U.S. as the focal point
of tariff-linked inflation.

The stakes are particularly high for aspirational consumers. Unlike ultra-high-net-worth
buyers, who remain largely insulated, younger and middle-class luxury clients are
increasingly price-sensitive. A modest 5% increase on a Loewe Puzzle bag or Gucci
Marmont may be enough to deter these buyers, especially at a time when analysts say
“greedflation,” post-pandemic price hikes far exceeding inflation, has already started to
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dent goodwill.

The tariff shock is also being compounded by currency volatility. In Japan, a weakening
yen has forced brands into their first significant price hikes in years. Historically, Tokyo
has been a “luxury bargain” for international shoppers, but that gap is narrowing. The
U.S. tariffs and Japan's currency depreciation are forcing global brands to recalibrate
strategies market by market, sometimes resulting in conflicting outcomes.

This reliance on excessive price hikes is visible in Chanel's medium flap bag, once
retailing for about $5,300 in 2017, it now costs $10,800 in the U.S. While the French
luxury house could justify aggressive increases in the past, the latest pause signals
caution amid fears that even wealthy clients are questioning value.

Luxury is more vulnerable to consumer critiques than a lot of other industries. With U.S.
sales already slowing, and Chinese shoppers showing restraint, the industry cannot
afford further erosion of trust, particularly among the word's largest luxury markets.

“We have seen over the last three to five years, a global trend to worldwide price
harmonization with narrower gap between markets,” says Drumel. “Historically we could
observe large gaps between APAC and EU or between EU and U.S., which has now
lowered, e.g. Chanel being on the forefront of applying one unique index across all
markets.”

For now, brands are experimenting with strategies in response to trade tensions. LVMH's
Bernard Arnault has suggested moving some production to the U.S. if tariffs intensify.
Others are investing in experiential luxury, such as exclusive events or bespoke
services, which strive to preserve desirability without pushing sticker prices higher.

ELF Beauty Q1 net profit drops 30% as China tariffs bite

The tariffs also came at a fragile moment. After a post-pandemic boom, then downturn,
the industry had hoped 2025 would bring stability. Instead, trade barriers, slowing global
demand, and volatile currencies have clouded the outlook.

For luxury's biggest names, the U.S. tariffs are looking like a potential reset of pricing
strategies worldwide.

D'Arpizio says, “Brands are moving gradually, often through successive waves of
increases. This progressive approach helps avoid shocking a demand base that remains
fragile, mitigating the risk of alienating customers while still adapting to new tariff
pressures.”

As adjustments are made across key markets, there is evidence that the automatic
annual hikes, once seen as a signifier of exclusivity, are under review. For an industry
built on perceptions of value as much as on craftsmanship, navigating tariffs without
alienating customers will define the next phase of luxury's evolution.
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