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Gucci Owner’s Fortunes Rest on Heir Letting New

CEO Do His Job
(Bloomberg) -- Billionaire Francois-Henri Pinault’s two-decade-long reign at the helm of Gucci owner Kering SA

is ending with the group at one of the lowest points in the family company’s history. A key question for investors

is whether he’ll give his successor leeway to clean up the mess.

The 63-year-old luxury heir, who faces shareholders on Tuesday, is relinquishing his chief executive role to

outsider Luca de Meo — a former automotive executive with no luxury experience — after coming under

increasing pressure from investors. But he’s staying on as chairman and has said he “will be fully involved in the

strategic orientation of the group” even as he has pledged to not “step in and short-circuit the new CEO.”De Meo,

credited with turning French carmaker Renault SA around, is set to take over on Sept. 15.

Running a dynastic business can be difficult for an outside CEO, especially when it has been led for a long time

by an insider who plans to stick around, said the University of Copenhagen’s Morten Bennedsen, who’s a visiting

professor at French business school Insead and an expert on family businesses. The corporate world is replete with

such examples — from the Tatas in India to Luxottica in Italy.

“More often than not either the CEO runs away or is fired because it’s a completely new situation for the family

and the chairman may not be able to let go,” Bennedsen said. “We see this again and again. CEOs don’t get the

freedom and feel like they are always watched by the family.”
De Meo’s appointment, announced in June, drew attention to Pinault’s mixed legacy, one that has included a

lucrative go-go period at Gucci, but also a series of mostly ineffectual acquisitions and in recent years a revolving

door of top managers and brand designers. The group has sunk deeper into crisis as sales and profit evaporated

and investors grew increasingly wary. Its stock and the Pinault family’s wealth have plunged by about two thirds

from their record highs in 2021. The outlook for Gucci remains precarious and labels like Balenciaga and Yves

Saint Laurent are also suffering.

“It’s almost been like a textbook on how not to run a company in recent years,” said Flavio Cereda, a luxury

brand portfolio manager at GAM UK Ltd. “There have been odd decisions made again and again and again

resulting in significant, self-inflicted destruction of value.”
The first thing De Meo should do, if required, he said, is “kitchen sinking” by looking at the numbers carefully

and getting the real story out. “I would be extremely surprised if there aren’t a couple of heads rolling by the end

of the year.”
Kering declined to comment.

Since the unprecedented surge in demand for luxury goods in the early post-pandemic era, most industry players,

including closely held Chanel Ltd. and Burberry Group Plc have registered a downturn. But none seem to have

plumbed the depths of Kering, which experienced a series of stock market downgrades and was given a negative

outlook by Standard & Poor’s in August related to ballooning debt.

Pressure on Pinault to drop the CEO role began some time ago, according to Marco Taricco, co-founder of

Bluebell Capital Partners, which took a stake in Kering in 2023. The activist investor wrote to Pinault the

following year, outlining how Kering had underperformed peers since Pinault took the helm in 2005, urging him

to move on to a non-executive chairman role “in the best interest of shareholders.”
“The key ask was a step back by Pinault. He did it,” said Taricco, declining to say whether Bluebell still holds

Kering stock.

In a letter to investors in August, Pinault acknowledged the company’s results remain “well below our potential.”
Last year he told them he shares their pain — his family holds a roughly 42% stake and 59% of voting rights. The

net worth of the clan, led by his 89-year-old father Francois Pinault — who founded the company — has tumbled

to almost $23 billion from a peak of about $59 billion in August 2021, according to the Bloomberg Billionaires

Index.

Pinault said the company is ready for “a new vision,” but it remains to be seen whether that will translate into

freedom for De Meo to make the drastic fixes the group badly needs.
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In recent years, Kering brands have seen changes in designers and top executives including the departure of

Pinault’s longstanding No. 2, Jean-Francois Palus. The March announcement of the transfer of designer Demna to

Gucci from Balenciaga was panned by the market, but will be difficult for De Meo to undo since the artistic

director is getting ready to unveil his creations.

Over the years, Pinault tried and failed to lower reliance on Gucci through acquisitions. The Italian label still

generates over half of Kering’s profit. Forays into lifestyle and sportswear brands didn’t pan out, and Kering sold

its stake in Puma SE and the Volcom skatewear brand. Pinault also abandoned a move into luxury watches with

the sale of two brands Kering had acquired.

Investments in high-end eyewear aren’t yet major earnings contributors, while many analysts say Pinault overpaid

for fragrance maker Creed and Kering’s 30% stake in Valentino — a combined outlay of roughly €5.1 billion

($5.94 billion). Pinault also spent heavily on prime property acquisitions, and is now offloading some of them to

cut debt.

“Bringing in someone fresh from outside the sector is probably not a bad idea,” said GAM’s Cereda. “I’m
assuming De Meo has carte blanche. I would be very surprised if he made the move without getting carte

blanche.”
Still, at the upcoming shareholders’ meeting, investors will not only vote on de Meo’s €20 million sign-on bonus

and the splitting of the chairman and CEO roles, but also on raising the age limits for the two jobs to 70 and 80,

respectively, from 65. That will allow Pinault to helm the board for at least another decade and a half.

The change in the C-suite will usher in deep changes in governance at the firm, and some have speculated that De

Meo may be a stop-gap along the path to a third generation of the family. His hiring came on the heels of a series

of succession steps within the Pinault clan’s sprawling empire. While the father and son are managing partners of

family holding firm Artemis, Pinault’s sister Laurence, 64, and brother Dominique, 61, head the supervisory

board.

Artemis and the clan’s ultimate holding company, Financiere Pinault, added to their boards three members of the

third generation: one child from each sibling. They are Laurence’s daughter, Olivia Fournet, 38, who works at

Balenciaga; Pinault’s son Francois Louis Pinault, 27, an Artemis account manager; and Dominique’s 25-year-old

daughter Gaelle Pinault. While it’s not yet clear whether any of them, or the founder’s other grandchildren, will

eventually run the group, their relatively young ages indicate a hiatus is taking shape.

Pinault himself worked for more than two decades within the family group, which started out as a lumberyard in

Brittany, before becoming chairman and CEO in 2005. He took on the top job after his father had already made a

major pivot into fashion. The son then sold assets to focus the company on luxury and ride the wave of Chinese

demand.

In what now seems prescient, Pinault talked last year about success and failure. During a commencement speech

at HEC Paris, one of France’s leading business schools and his alma mater, he offered words of advice for the

graduates.

“Success is short-lived,” he said. “In success, as in difficulty, you can’t lead a fulfilling career as a solitary hero.”
--With assistance from Devon Pendleton.

More stories like this are available on bloomberg.com

©2025 Bloomberg L.P.
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FKA Twigs to Perform at Kering Foundation's

Caring for Women Dinner

By Leia Mendoza

The Kering Foundation's Fourth Annual Caring For Women Dinner has announcedthat this year's event

will feature a performance by singer-songwriter andproducer, FKA twigs, on behalf of Sistah Space.

The event, taking place on Sept. 11 at The Pool in New York City, will be hosted by Salma Hayek

Pinault, François-Henri Pinault, Colman Domingo, Demi Moore, Dolores Huerta, Jeff Koons, Jessica

Chastain,Julianne Moore andMadonna.

The dinner will raise funds for NGOs addressing violence againstwomen. More than 200 guests from

the arts andculture, media, entertainment, and fashion communities will have the opportunity to bid on

exclusive items andexperiencesfrom Kering's Houses. Theauction will support andbenefit four NGOs

committed to breaking the cycle of gender-basedviolence and supporting survivors andtheir families,

including Sanctuaryfor Families, FreeFrom, Violence Intervention Programand Equality Now.

The live auction will be hosted by Lydia Fenet, and will raise funds for the beneficiary organizations.

Various one-of-a-kind fashion and hospitality experiences from Gucci, Saint Laurent, Bottega Veneta,

Balenciaga, Boucheron, Ginori 1735, ICONIQ, Pomellato, and original artworks from Damien Hirst

will be auctioned off throughout the night, with proceedsgoing to all four organizations.

Since being established in 2008, the Kering Foundation supports local organizations that provide

comprehensiveservicesto victims of violence andprevention initiatives. TheFourth Annual Caring For

Women Dinner will raise funds and mobilize new audiencesto take action to end violence across

multiple generations,families, andthroughout the world.
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FKA Twigs Set to Perform at Kering
Foundation’s Fourth Annual Caring for
Women Dinner

FKA Twigs will take the stage at the Kering Foundation’s upcoming Caring for Women
dinner, set for Sept. 11 in NYC.

The event benefits four NGOs — Sanctuary for Families, FreeFrom, Violence
Intervention Program and Equality Now — committed to breaking the cycle of
gender-based violence and supporting survivors and their families in gaining financial
empowerment and independence. FKA Twigs is an ambassador for Sistah Space, which
supports African and Caribbean heritage women affected by domestic abuse and will
perform on behalf of the charity. The singer-songwriter filed a lawsuit against former
partner Shia LaBeouf in 2020 bringing claims of sexual battery, assault, emotional
distress and negligence; she settled the suit in July of this year.

The Kering event — taking place during New York Fashion Week — will be hosted by
Kering CEO François-Henri Pinault and wife Salma Hayek Pinault, along with Colman
Domingo, Demi Moore, Dolores Huerta, Jeff Koons, Jessica Chastain, Julianne Moore
and Madonna. Following the dinner, a live auction led by Lydia Fenet will raise funds for
the beneficiary organizations, including one-of-a-kind fashion and hospitality experiences
from Gucci, Saint Laurent, Bottega Veneta, Balenciaga, Boucheron, Ginori 1735,
ICONIQ, Pomellato and original artworks from Damien Hirst.

Established in 2008, the Kering Foundation supports local organizations that provide
comprehensive services to victims of violence, as well as prevention initiatives, across
France, Italy, Korea, Mexico, the United Kingdom and the United States. It also engages
Kering’s ecosystem to create safe, supportive workplaces for survivors and mobilize new
audiences to take action to end violence across generations. Over the past 15 years, the
Kering Foundation has supported one million women survivors and partnered with more
than 100 nonprofit organizations.
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Quellemode
écoresponsableenChine?

àloccasionde notre événementFashionour Future,créépar
Marie Claire enpartenariataveclegroupeKering,et qui aeu lieu à

Shanghaile 18 juillet dernier,lesacteursclésdu secteuront pur échanger

autourde l'idée dunemodeplusdurableet pluslocale.Une évolution

encore marginale,enChine, maispromiseà un bel avenir. ParGalia LOUPAN

Le 18 juillet derniers’est tenue à

Shanghaila 3e édition deFashionour
Future, l’événement consacréà l’écolo-

gie danslamodeque nousavonscrééen

partenariat avecKering. Aprèsle succès
deséditions qui se sontdéroulées à
Parisen 2022età NewYork en2023,
c’étaitau tour dela Chinede seconfron-

ter àcesquestions.
Au Navy Club, sublimebâtimentdébut
XXe destyle espagnol,l’un desvestiges
dupasséde la ville qui se cachedans
les recoins de sonhypermodernité,
120 personnesétaientrassemblées
– lectricesdeMarie Claire,étudiants
en mode, influenceurset acteursclé du

secteur àShanghai.

Après quelquesmotsd’Alex Sun,le CEO

et éditeurdeMarie ClaireChine,qui a

placé notreévénementtdanslecontexte

et rappeléque «le luxedevaitêtreun gar-

dien de la nature », l’événements’est
ouvert suruneconversationavecMarie-

Claire Daveu,directricedu développe-

ment durablechezKering,qui a réaf-

firmé la visionet la stratégiede son

groupesur lesquestionsd’écologieetde

développement durable, salué la créa-

tivité et l’entrepreneuriatde la Chine,

toutensoulignantsonimportancedans

le marchédu luxe. «ChezKering,nous

pensonsqu’il est important d’engagerla

communautédanssonensemble,pour
changer les mentalités en matière d’éco-

logie. Chacunaun rôle àjouer», a-t-elle

affirmé, avant departagersonconseil à

la jeune génération: «Necroyezpasque
vous pourrezdéveloppervotre marquesans

penserà l’écologie. Il faut intégrerles ques-

tions écologiquesdèsla fondation.»
La première table rondeavait pour
thème l’éducation à l’écologie. La
secrétairegénéraleducomité d’organi-
sation delaShanghaiFashionWeek et
icônedumilieu de la modeenChine,
Xiaolei Lv asoulignél'importance de

penserl’écologie à unniveau systé-

mique, l’industrie textile étant l’unedes

plus polluantesaumonde.Pourtant,
souligne-t-elle, «quandonparle d’édu-
cation, il faut commencerpetit, pardes

chosesconcrètes.» PourDanful Yang,
artiste qui intègredesactesécologiques
dans sa pratique, «l’écologiepeutsem-

bler difficile ouennuyeuse,mais un événe-

ment comme celui-ci peutbrisercettebar-

rière etouvrir denouvellespossibilités édu-

catives. » La top modelBonnieChena,

elle, racontécommentsesparents,qui
menaientunevie toutesimple,étaient

écolossansle savoir. « Dansle modede

vie traditionnel, c’étaitnaturel depréser-

ver lesressources,deconserver,de répa-

rer. Mesparents m’ont élevéedans cette

attitude.»
La tableronde suivante s’est intéressée

à la façon dontles vêtementsque l’on
aimeet dont on prendsoinsontceux
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qui aurontlaplusgrandecharge affec-
tive pour nous. La modératriceLily
Lee duWMagazine Chinaa ainsidéve-

loppé le conceptde « garde-robeémo-

tionnelle». Cecilia Yip, actrice,grande
starducinémahongkongaiset chinois
depuisles années90 (une foule de ses
fanssepressed’ailleurs devant l’en-
trée tout au long de l’événement), ade
soncôté raconté l’histoire de sapre-
mière veste en cuir, achetéeà la fin de
l'adolescenceetqu’elle possèdetou-

jours, concluant: « Avoir uneattitude
écologique, c’est comme tomberamoureux.

Quandonaime quelquechose, onveut le

garderpour toujours.Nosvêtements
préfé-

rés racontent l’histoiredenotrevie. » Pour
DanCui, journalisteetinfuenceur spé-

cialisé dansla modeet l’écologie,fonda-

teur de la plateformecanU, « avoir une
attitudeécologiquevis-à-vis denos vête-

ments renforcela connexionémotionnelle

quenousavonsavec eux.» Puis le desi-

gner Chen Peng aexpliqué que le vête-

ment dont il était leplusfierétait le cos-

tume qu’il avait fait pour son père. «Je
n’avaisjamaisrienfait pourmoi-même,
ni pour mafamille. » Pendantles dix
annéessuivantes,son père aporté ce
costume à toutesles occasions impor-

tantes. Aujourd’hui, vingt ansplus
tard, c’estChen Penglui-mêmequi le

possède, car sa mère a voulu qu’il lui
revienne audécèsde sonpère.«Nous
communiquonspar nosvêtements,ils
nousaidentà forger des liens. »Lily Lee
conclut enencourageantle publicà ché-

rir sesvêtementscommedessouvenirs.
La troisième table ronde rassem-
blait Jinqing Cai, présidentedeKering
GrandeChine, et Xu Wen, explorateur
de l’antarctique et ingénieur spécialisé
dans lesglaciers,pourparlerduconcept
de«water positivity ». Xu Wen aévoqué
à quel point le changementclimatique
impactel’eau partoutdansle monde,
phénomèneauquelil estparticulière-

ment confronté en raison dela fonte
desglaciers. Jinqing Caiquant à elle, a
détaillé la stratégie «waterpositive»
dévoiléepar le groupeauprintemps

dernier.Elle soulignel’engagementde
Keringpour l'innovation, notamment
avecdesinitiatives localescommeles
Kering GenerationAwards, lancées
pourlapremièrefois enChine en2018.

«Nous devonstous coopérer! conclut-elle.
Pasjustenotregroupe,mais toute l’indus-
trie et tousnosclients!»

Un partenariat
ambitieux

Kering vient de conclureun
partenariatavecle géantimmobilier
Swire Propertiespour promouvoir
les performancesen Responsabilité
sociale et environnementale (RSE)
de toutes les boutiquesKering
présentesdansles malls de luxe

appartenant à Swire Propertiesen
Chine et à Hong Kong. Ce programme
mesureet renforceles performances
environnementalesdesboutiques,
du design aux opérationset à

l’expérience client. Ce partenariat
entre Swire et Kering fortifie
leur engagementmutuelenvers
l’environnement en Chine. G. L.

L'ENSEMBLE DU DOSSIER
CONSACREa NOS EVENEMENTS
FASHION OUR FUTURE EST a
RETROUVER SUR MARIECLAIRE.FR

Cecilia Yip,

actriceet
chanteuse.

Xiaolei Lv,
secrétaire

générale
du comité
d'organisation

dela Shanghai
FashionWeek.

De gauche à droite :

Marie-Claire Daveu, directricedu

Développementdurableet des
Affaires institutionnelleschez Kering,
Alex Sun, directeuréditorial de
Marie Claire Chine etJinqing Cai,

présidente de Kering GrandeChine.

Bonnie

Chen,

mannequin.
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ParMarion VIGNAL

PortraitA71 ans,la photographeaméricaine,lauréate

du prix KeringWomenin Motion etactuellement
à l’honneur auxRencontresdf’Arles, nenfinit pasde
bousculer lesregards.Sadernièreexposition,avant
la rétrospectivequelui consacrerale Grand Palais
à Parisen 2026,entremêlescsimagesprisessur le vif

etcellescapturéesdansles musées,dansunequête
ultime de beauté.

Hands,2024.

COURTESY

OF

THE

ARTIST/GAGOSIAN.
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D
eschatsauxyeuxverts poin-

tant l’objectif, des sculptures
denus enmarbreblanc au
corps soyeux,dejeunes
couplesamoureux,unepan-
thère noire, des tableaux
mythologiques, Orphée et

Eurydice,desvisages aux
beautésécorchées... Le dia-

porama
enchaînelesjeux de

miroirsentrelesphotographies deNanGoldin et
desesproches avecsa lumière dorée et sacru-

dité qui font sasignaturedepuis lesannées70– et

les chefs-d’œuvre tableauxet sculptures
antiques– qu’elle apris en photo depuis2010
danslesplus grandsmuséesdumonde à Rome, à

Paris, à NewYork. Grave et éraillée, sa voix

accompagnece que l’artiste elle-mêmenomme

son «voyage del’âme» et résonnedansl’obscurité
de l’église Saint-Blaise,tout près duThéâtre

antique d’Arles.
C’est dansce lieu mêmequ’en 1987, elle venait

présenterpour la première fois enEuropel’œuvre
qui devaitla rendrecélèbre etouvrir un nouveau
chapitredel’histoire de la photographie vers les

portes de l’intime : The Ballad of Sexual
Dependency(1981-1996).Elle y donnait à voir

avecle plusdevéritépossiblesavie et celle desa

«tribu»,rythmée par lesaddictions, lesexe,la

violence,l’amour et la solidarité. Aujourd’hui,
c’estson SyndromedeStendhal(2024)qu’elle par-

tage avecle publicarlésienaprèsavoirprésentéle
film à New York àl’automne dernier. Le titre fait

référenceauvoyagedeStendhalen Italie qui,
face aux œuvresqu’il découvre à Florence,
ressentune oronsentenequ’il l’assimile à un
choc. «Nan Goldin aussi nousmontredanscette
œuvre qu ’onpeuttomberd’évanouissement faceà la

beauté»,confie ChristophWiesner,directeurdes

Rencontresd’Arlesqui avoulufaire de laphoto-

graphe star la figure de cette56® édition placée

souslesignedes«imagesindociles».

Qui mieuxquel’Américaine, photographedu réel

etactiviste dansl’âme,pour incarner cette théma-

tique de l'indocilité, qui plusestdansuncontexte

géopolitiqueremettanten causelesdroits des
minorités:? Depuis qu’elle a décidé, à 18 ans,de
faire de laphotographiesa manièred’habiter le

monde, Nan Goldin a toujours flirté entrel’ombre
etlalumière, la poésieetlaviolence,l’esthétique et
l’extase.«Nan estunefiguredecourage,elle incarne

larésilienceetl’amitié, sesimages ontinfluencé toute

unegénération,et changentcelui ou celle qui les

regarde»,insiste Laurent Claquin, porte-parolede

Kering, lors de lacérémoniede remisedesonprix

Womenin Motion, en juillet dernier, àArles.

â71 ans,l’artiste pointe elle-même l'ironie de se

voir remettrece prix alors qu’elle atteintun
momentdesavie oùelle arriveàpeine à marcher.

« Etpourtant,,je mesenstoujoursunefemmeen mou-

vement!», confie-t-elle non sansfierté à l’amphi-
théâtre comble venu l’acclamer.

NAN GOLDIN A TOUT D'UNE SURVIVANTE. Presque
tousceux qu’elle a immortalisésdans sa série

Memory Lost sontpartis,ravagéspar le sida, la

drogue ou lamaladie. D’eux, il ne lui resteque les

images captéesdans leur vérité nue.Safaçon à

elle delesgardervivants,decontinuerdecélébrer
leur beauté etnon leur marginalité. «J’ai étéla pre-

mière àmontrer despersonnestrans sansenfaire des

monstres»,rappelle-t-elle. Nan Goldin n’a jamais

cesséde témoigner,dedonnerunevoix aux mino-

rités, à la communautétransgenreet LGBT dont
elle fait partie. « Cesgensquevousvoyezsur ces

images, c’est mafamille,je suisqueer»,tient-elle :

O Self-portrait
with EyesTurned
Inward, Nan Goldin,
Boston, 1989.

0 Picnic on the

Esplanade, Boston,
1973.

8 Brian andNan

in Kimono,1983.

NAN

GOLDIN
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: àaffirmer dans un moment de recul social,

partageantson inquiétudeface à une Amérique
réactionnairefaisant fi desavancéesdémocra-

tiques « commes’il n’y avait jamais eu de révolution

culturelle». « C’estpourcela, poursuit-elle, qu’il est

important demontrer ànouveaucesimages. »

Depuisplusieursannées,NanGoldin ne photo-

graphie plusfrénétiquementson entourage
comme elle le faisait danssajeunesseoù son
appareil était sontroisième œil. Aujourd’hui, elle

«édite» sesarchives,les met enscèneà la manière

d’une cinéasteavecdes musiques,desvoix off, des

dispositifsscéniques,un récit-fiction qui embarque
lespectateurdansunvoyage aucœurdesaffresde

la condition humaine,à la manièred’une Zola

contemporaine et « avec l’empathie qu’ont les

femmeset quelqueshommes», précise-t-elle. « This

Will Not End Well », titre desarétrospective dont
ladernière étapeestprévueà ParisauGrand Palais

auprintemps2026, donnele ton desanarration.
Même si, selonFredrikLiew, le curateursuédois

du ModernaMuseet,il témoigne à l’inverse de
l’humour et de «l’indéfectiblejoiedevivre » de celle

qui afui le conservatismeet le puritanismedesa
famille américaine à14 ans. «Jephotographieparce

quejeneveuxpasqu’on réécrivema vie ouqu’on la

nettoie»,confiait-elle auMonde en1987.En 2026 à

Paris,elleprésenteraégalement à la Chapelle dela

Salpêtrière uneœuvre qu’elle avait déjà montrée

dans ce lieu mêmeen 2004 : un hommageà sa
sœurBarbara,dont le suicide àl'âge de 18 ans
hantedepuistoujourssontravail. Nancya 11 ans
quand sa sœur,victimededépression, s’allonge

sur les rails d’un train pour mettrefin à sesjours.
Barbaran’était pasfolle d’aprèselle,justeune ado-

lescente qui échappaitaux cadreset avaitbesoin
d’aide. C’estpour nepasl’oublier et retrouver son

visage qu’elle s’est miseà photographierobses-

sionnellement toutsonentouragedansunetenta-

tive désespéréed’immortaliser sesâmes sœurset
derendrelesmargesvisibles.

FEmmeET ARTISTE LIBRE, ESTHëTE DE L'ERRANCE

INTëRIEURE, NanGoldin cultive une «approcheins-

tinctive etpurementémotionnelle,racontele photo-

graphe Léo Martin qui fut son assistantà Berlin en

2015. Toutvibreautour d’elle etsedéploie danslesens

deson instinct.Chaque situationde la vie estune

expérienceensoi, savie est sonœuvre,sonœuvreestsa

vie. Il n’y a aucunefrontière entrel’intime etle

public. » Matthieu Humery,co-commissairede

l’exposition « David Armstrong » = grandcomplice

deNan depuislesannées70, décédéen2014 – à

Luma Arles, considère que « savie entièreest une

performance». Selon lui, «son activismecontre les

opioïdesavecsonassociationP.A.I.N. (Prescription
AddictionInterventionNow), ousadénonciation
actuelledelaguerreàGaza estenlien direct avec son

œuvrequi estdéjà unactederésistance».

PourChristophWiesner,peu d’artistesaussi
engagésqu’elle sontaussiprêtsà affronter les

pouvoirsdominants,à faireentendredesvoixet
desvisagesinvisibilisés.Sonautoportrait à l’œil au
beurrenoir reste untémoignagepuissantde son

engagement à parler de la domination masculine

et desviolencesfaites aux femmes.De sesrécents

O Amanda at
theSauna,Hotel

Savoy, Berlin, 1993.

0 Gravestone in Pet
Cemetery, Lisbonne,

1998.

8 The Hug, New York

City, 1980.
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travauxdanslesmuséesressortsonobsessionà
capterlabeautédanssasensualitéousa sauva-
gerie. Les diptyquesqu’elle composedansLe

SyndromedeStendhal saisissentpar leurséchos.
NanGoldin auraitaimé être peintre.On le com-

prend endécouvrantson regardamoureuxsur la

peintureclassique.Ondécrypte mieuxaussiles ful-

gurances desesphotos,son rapport àla pellicule
couleur, à ses lumières. « Certainesde ses images

sontseulementdesflous, destraces, comme sielle
vou-

lait rendrecomptedupassagedu temps», ajoute
Matthieu Humery,surprisdela connaîtreaussiélo-

quente etdelavoir plongéedansun douteperma-

nent,
hésitantpourchacunedesesprisesdeparole

et apparitions.Pendantles Rencontresd’Arles,
poursasoiréespécialeauThéâtreantiqueen juillet
dernier, elle avait demandé à l’écrivain ëdouard
Louisdepartager la scèneavecelle pour invectiver
lepublic sur leshorreursdeGaza,selaissantainsi

uneporte desortiesi jamaisellene se sentaitpasle
cœurà affronter la foule... Finalement,elle était là,

debout, sousleciel étoilé del’amphithéâtreromain,
avecsasilhouettefrêle, savesteencuir Guccirouge
comme sesbouclesrousses,faisantentendredesa
voix devieillecombattante,graveetposée,son
désirplusvif quejamaisde témoignerpar lapuis-

sance del’image du réel qu’on voudrait oublier.
NAN

GOLDIN

COURTESY

GAGOSIAN

“La vie entièrede NanGoldin

estUneperformance.”
Matthieu Humery, commissaired’exposition
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Maigreur, fourrure, diversité… la

mode rétropédale : « Depuis

quelque temps, on recommence à

nous demander ouvertement des

mannequins caucasiens »

Sophie Abriat et Valentin Pérez

Il y a peu encore, l’industrie embrassait les grandes causes qui agitaient la société. Du soutien à

la Gay Pride à Black Lives Matter, en passant par son souci d’inclusivité dans la représentation

des corps et des identités, elle semblait au diapason de l’époque. Mais le vent a tourné. Et

l’élection de Donald Trump, qui multiplie les décrets antidiversité, change la donne.

La caméra glisse sur le jean de l’héroïne – mince, blanche, à la longue chevelure blonde – pour s’arrêter
sur son regard azur. « Mes jeans sont bleus », lance l’actrice américaine Sydney Sweeney (Euphoria,

The White Lotus), après avoir évoqué la transmission des gènes des parents à leur progéniture. La voix

off conclut alors : « Sydney Sweeney has great jeans », entretenant volontairement l’ambiguïté entre

« jeans » et « gènes », deux mots homophones en anglais. Révélée le 23 juillet, la publicité vantant les

pantalons d’American Eagle n’est pas passée inaperçue aux Etats-Unis. Début août, les grands

quotidiens, du New York Times au Washington Post, lui dédiaient tribunes et analyses, tandis que CNN,

ABC ou Fox News en débattaient dans leurs morning shows.

Mettant en scène un vêtement pourtant plutôt consensuel, le jean, la publicité a polarisé l’opinion. Les

progressistes y ont lu un éloge « eugéniste » et un traité de « propagande suprémaciste ». Les

conservateurs, un retour à une féminité idéalisée et au « bon sens ». « Une revanche culturelle après

toutes ces années où l’on nous a dit qu’il fallait trouver inspirantes les mannequins lingerie potelées »,

écrit The Free Press, le jeune média « antiwoke » qui monte. Donald Trump et son vice-président, J.

D. Vance, en personne, ont même défendu la campagne, trop heureux de souligner au passage que

l’actrice s’était inscrite sur les listes électorales républicaines, à Monroe County, en Floride, en juin 2024.

Cette campagne d’American Eagle, dont l’action a bondi sous l’effet du scandale, incarne le vent

réactionnaire qui souffle depuis quelques mois sur la mode, à l’opposé des discours inclusifs et

philanthropes qui dominaient ces dix dernières années. « Nous sommes entrés dans un moment

post-politiquement correct », résume Kimberly Jenkins, consultante et fondatrice de la plateforme The

Fashion and Race Database. Comme si mode et idées progressistes n’allaient plus forcément de pair…
Visuellement, cela se traduit par le retour de certains codes rétro, évoquant l’imaginaire tradwife, vantant

le retour pur et simple de la femme au foyer, en robe de ménagère, petit sac à main et rang de perles.

Retour en grâce de figures décriées

Les observateurs ont parallèlement noté d’autres signaux faibles : la diminution du nombre de messages

engagés en faveur du féminisme et du body positivisme, la perte d’influence de marques considérées

comme vertueuses (LVMH a revendu en janvier ses parts de Stella McCartney à sa fondatrice, réputée

0_5ZSKxQZLlhFd1lDWiGWszvC3MiSb-OH81Wx0335FYnKd1ijBmdtNykatRVVF-QWLkdXuav6OVp6pmJ_n_lPhAMDMy
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pour ses engagements écologistes), le retour en grâce de figures hier décriées à cause de scandales

xénophobes (Dolce & Gabbana) ou d’accusations d’agressions sexuelles ou de viol (le designer

Alexander Wang est de retour à la fashion week de New York tandis que le photographe Terry

Richardson signe à nouveau des photos pour des magazines).

Diversité et écoresponsabilité, les maîtres-mots des dernières années « sont de moins en moins

d’actualité, s’indigne Céline Semaan, activiste libano-américaine, fondatrice de Slow Factory, une

organisation à but non lucratif engagée pour la justice environnementale et sociale dans la mode. On a

l’impression d’être revenu quinze ans en arrière, comme si tous les efforts entrepris étaient balayés d’un
revers de main ». Dressant le même constat, la journaliste Amy Odell, biographe d’Anna Wintour,

donnait dès mars une autre lecture dans une tribune au New York Times : « La mode a renoncé à être

woke et c’est O. K. » Sans être pro-Trump, elle y expliquait que la mode et l’engagement n’ont jamais,

selon elle, vraiment fait bon ménage…
Depuis une dizaine d’années, le secteur a pris pourtant pour habitude de véhiculer avec succès des

messages engagés. Même les poids lourds du luxe le plus commercial démontraient qu’ils avaient une

conscience politique. Chez Dior, Maria Grazia Chiuri pouvait vendre des sacs par milliers en affichant

ses convictions féministes à coups de slogans comme « Patriarchy = CO2 » et reverser les bénéfices

des ventes du fameux tee-shirt « We should all be feminists » (le titre d’un essai de l’écrivaine nigériane

Chimamanda Ngozi Adichie) à la Fondation Clara Lionel, une ONG créée par la pop star Rihanna et qui

finance des programmes d’éducation et de santé, notamment à destination des femmes.

Quant au directeur artistique italien Alessandro Michele, il est parvenu à faire engranger à Gucci des

milliards d’euros de chiffre d’affaires en martelant chaque saison ses idéaux humanistes et pacifistes. Il

n’a pas hésité à mettre en valeur des penseurs engagés comme le philosophe Paul B. Preciado ou

encouragé la maison florentine à faire don de 500 000 dollars à March for Our Lives, un mouvement

américain anti-armes.

Engagement dans le débat politique

Aux Etats-Unis, la mode allait jusqu’à prendre ouvertement part au débat politique national. Lors de la

fashion week de New York de février 2017, l’industrie américaine était ainsi vent debout contre le

président Trump, fraîchement élu. Imran Amed, le fondateur du média spécialisé The Business of

Fashion, lance alors la campagne #TiedTogether, invitant tous les acteurs de la mode à porter un

bandana blanc en signe d’attachement aux valeurs de tolérance et de solidarité, visant implicitement le

décret anti-immigration du président américain.

On pouvait lire « I am an immigrant » sur les tee-shirts de Prabal Gurung et « Unity » ou « Hope » sur

les manches des chemises de The Row, tandis que les casquettes de la marque Public School portaient

l’inscription « Make America New York », en réplique au slogan trumpiste et en hommage à l’esprit
cosmopolite de la ville. Symboliquement, Raf Simons avait, pour ouvrir son premier show pour Calvin

Klein, choisi le tube de David Bowie This Is not America. A l’époque, Marc Jacobs ou Tom Ford

refusaient même, dans un élan contestataire ouvertement assumé, d’habiller la First Lady Melania

Trump.

Trois ans plus tard, la mort du quadragénaire afro-américain George Floyd, à Minneapolis le

25 mai 2020, tué par Derek Chauvin, un policier blanc, et la vague d’indignation mondiale qui s’était
ensuivie avaient poussé de nombreuses entreprises de mode à afficher leur soutien au mouvement

Black Lives Matter, notamment sous la pression des réseaux sociaux. Dons à des associations,

programmes antiracistes pour leurs employés, audits internes pour diversifier leur main-d’œuvre… De

nombreuses initiatives étaient annoncées. « A l’époque, on pensait vraiment que l’intérêt des marques

était réel, que les résultats en termes de productivité et de culture d’entreprise en seraient améliorés »,

souligne la directrice de casting Barbara Blanchard, qui a lancé à l’été 2020 son agence de conseil pour

accompagner les entreprises souhaitant changer leurs pratiques en matière de diversité et d’inclusion.
Trois lettres encapsulaient alors la promesse de l’engagement : CDO, pour chief diversity officers, ces

responsables diversité et inclusion nommés pour faire en sorte que les marques soient ouvertes à tous
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et ne véhiculent ni collection ni publicité discriminatoire. « Désormais à bas bruit, de plus en plus de

marques se passent d’un tel responsable ou l’absorbent au sein d’autres services, ce qui peut amoindrir

sa marge de manœuvre », constate à regret la consultante américaine Virginia Cumberbatch qui a pour

clients des griffes nord-américaines comme Lululemon ou Burton.

La diversité retrogradée

Gucci, en avance sur ces questions, s’est par exemple réorganisé pour confier les missions de son

ex-CDO, qui rendait compte directement au PDG, au département des ressources humaines, pour plus

d’efficacité, semble espérer la maison. « Dans les politiques des marques, on voit apparaître la tentation

de ne plus assumer le terme de diversité pour privilégier des palliatifs, comme “bien-être” ou

“appartenance”. Bien que ces mots aient encore un sens, il faut mesurer ce que ces changements

signifient, car le langage est un indicateur de nos valeurs », poursuit Virginia Cumberbatch, soulignant à

quel point le terme et le concept même de diversité – « un tabou » pour l’administration Trump, analyse

le New York Times dans son édition du 22 août – ne sont plus dans l’air du temps.

A l’image d’autres mastodontes (Citigroup dans le secteur bancaire, McDonald’s dans l’alimentaire,
Warner Bros Discovery dans le divertissement…), la chaîne de grands magasins Saks Fifth Avenue,

présente de New York à Beverly Hills, a rebaptisé son ex-CDO en se débarrassant du terme

« diversité ». Depuis le printemps, sa responsable « diversité, équité et inclusion » a muté en cheffe « de

l’engagement des parties prenantes, de l’inclusion et de l’appartenance ». Quelques mois plus tôt, le

géant suédois H&M avait fait de même avec sa cadre chargée de ces sujets, rebaptisée responsable

« de l’identité et de la raison d’être des personnes ». « Son champ d’action reste identique et les sujets

d’inclusion et de diversité restent au cœur de ses activités et de celles de ses équipes dévouées »,

défend-on chez H&M.

Groupes de luxe (Kering), maisons de mode (Gucci), labels de sportswear (Lululemon, Nike)… le

phénomène touche des acteurs de différentes natures. Depuis 2020, beaucoup de CDO ont tout

simplement quitté leur poste après quelques mois seulement d’activité. « Certains ont subi des

résistances. Ils en avaient assez qu’on les fasse passer en interne pour des procureurs qui venaient dire

ce qui était bien ou mal », relève Kimberly Jenkins, qui a conseillé Gucci sur le sujet avant 2020.

« Washing social »

Le manque de ressources et d’investissements aurait également pesé. « Les marques de mode se sont

jetées sur ces problématiques de diversité et d’inclusion dans une logique performative, regrette Agnès

Rocamora, sociologue et professeure au London College of Fashion. Pour beaucoup d’entreprises, ces

politiques relevaient surtout d’une forme de washing social [récupération opportuniste à des fins

mercantiles] et ne reposaient donc pas sur une conviction idéologique réelle. » En somme, abonde

Khémaïs Ben Lakhdar-Rezgui, auteur de L’Appropriation culturelle. Histoire, domination et création : aux

origines d’un pillage occidental (Stock, 2024), « on se rend compte que la diversité a été réduite à une

tendance et, comme toutes les tendances, elle a fini par ne plus être à la mode ».

Surtout, le retour, en janvier 2025, de Donald Trump comme président des Etats-Unis (un marché qui

représente environ un quart des ventes mondiales du luxe) pousse à la discrétion sur ces sujets. Dès le

premier jour de son arrivée à la Maison Blanche, le 20 janvier, le républicain a signé un décret exécutif

déclarant illégales les politiques d’inclusion et de discrimination positive liées au genre, à l’âge, aux

origines ethniques, à la classe sociale ou encore à l’orientation sexuelle et au handicap (visible ou

invisible) dans les institutions fédérales et, au-delà, dans les entreprises. Sollicités aujourd’hui, des

CDO, en poste ou démissionnaires, font les morts ou déclinent, confus, toute demande d’entretien « au

vu de ce qui se passe en ce moment aux Etats-Unis » …

Souffle réactionnaire

Le souffle réactionnaire du moment ralentit ou condamne les projets. « Les budgets s’amenuisent depuis

un an, les e-mails s’espacent et obtenir une validation des marques prend plus de temps
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qu’auparavant », constate Virginia Cumberbatch d’Austin, au Texas, racontant avoir dû renoncer

récemment à l’organisation d’un séminaire destiné à des entrepreneuses noires ou amérindiennes.

« Depuis 2023, nous avons perdu 80 % de notre équipe. Ce sont des centaines d’ONG, d’associations
qui sont contraintes de mettre la clé sous la porte. Fondations et sponsors nous lâchent », alerte Celine

Semaan, également autrice (A Woman is a School, Slow Factory Press, 2024, non traduit) et designer,

installée à New York.

A Paris, Barbara Blanchard a fini par fermer son cabinet de conseil en faveur de la diversité dès 2023,

faute de contrats : « Pendant trois ans, nous avons été invitées à des séminaires, nous avons nourri la

réflexion de comités d’éthique… explique-t-elle. Mais on s’est rendu compte qu’il y avait davantage de

posture et de communication que de volonté de faire changer les choses. »

Pragmatique, l’Allemand Achim Berg, conseiller dans l’industrie du luxe, attribue ce recul autant à la

crise du secteur – dont les ventes, en baisse, poussent à privilégier des messages commerciaux et

consensuels – qu’au nouvel exécutif de Washington. « Les Américains ont voté pour un gouvernement

antidéveloppement durable et antidiversité. Les maisons de mode ne peuvent pas ignorer un tel

avertissement. Hier, c’était pour elles politiquement opportun d’épouser ces enjeux aux Etats-Unis.

Aujourd’hui, c’est politiquement inopportun, voire dangereux », pointe-t-il. « Le retour au pouvoir de

Trump confirme l’essor de narrations déjà existantes, mais jusqu’ici restées plus discrètes, que l’on
pourrait qualifier d’“antidécentes”, au sens où elles autorisent des discours jusqu’alors jugés socialement

inacceptables et inaudibles », analyse le sémioticien Luca Marchetti.

Les géants du luxe américains n’ont pas abdiqué sur tout pour autant. Contactés, Ralph Lauren redit par

exemple son attachement à ses collections capsules pensées en collaboration avec des minorités

amérindiennes et présentées en 2023, tandis que le joaillier Tiffany & Co. confirme que son prix en

partenariat avec le Conseil des créateurs de mode américains (CFDA), destiné à faire émerger de

jeunes designers de bijoux « issus de la diversité », aura bien une deuxième édition cet hiver. Mais la

tendance globale est à l’amoindrissement d’engagements de ce type.

Offensive antitrans

Dans un milieu où l’acceptation du genre et de l’orientation sexuelle ne fait plus débat depuis longtemps,

la cause LGBTQ + elle-même semble défendue avec moins de vigueur. Il y a encore cinq ans, mettre en

vente une collection capsule aux couleurs du drapeau arc-en-ciel en juin, lors du mois des fiertés, faisait

office de tarte à la crème. L’édition 2025 a pourtant marqué un fort recul en la matière, alors que le

secteur aurait pu se mobiliser au moment précis où l’administration Trump se fend d’une offensive

antitrans (gel des procédures civiles de changement de genre, réclamation de données sensibles sur les

personnes en soins médicaux, interdiction des personnes trans dans l’armée, les sports féminins…) et

où la Cour suprême pourrait avoir les moyens de remettre en cause, dans les prochains mois, le

mariage entre personnes de même sexe outre-Atlantique.

« Sous la pression du conservatisme culturel et de l’administration Trump », selon un rapport du cabinet

Gravity Research, 39 % des entreprises américaines – tous secteurs confondus – ont ainsi annoncé

revoir à la baisse leurs actions lors du Pride Month. Jamais pourtant autant d’Américains ne s’étaient
aussi ouvertement définis comme gay, lesbienne, bisexuel, trans ou queer (9, 3 % de la population

en 2024, selon un rapport de l’institut Gallup).

De nombreuses marques de mode ont ainsi passé leur tour cette année, comme la multinationale du

prêt-à-porter Gap, le chausseur Ugg, mais aussi Zara, Massimo Dutti ou Bershka, les enseignes de fast

fashion d’Inditex – un choix que le groupe espagnol ne souhaite pas commenter. Versace, familier de

l’exercice, n’a cette fois-ci pas imaginé de vêtements particuliers, préférant reverser 10 % des bénéfices

de vente d’une paire de lunettes à l’Elton John AIDS Foundation.

« La Pride tourne au beige »

Même les marques qui ont commercialisé des collections capsules LGBTQ + en 2025 l’ont fait sans trop

le claironner, privilégiant des couleurs sobres et des slogans ou symboles discrets, ce qu’ont regretté
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certains responsables d’associations habitués à voir leurs couleurs plus franchement assumées. « La

Pride tourne au beige », a résumé The Business of Fashion. Le géant de l’habillement Abercrombie

& Fitch a, par exemple, mis en vente des produits avec un arc-en-ciel discret cousu à l’intérieur du

vêtement.

« En matière de luttes LGBTQ +, beaucoup de marques ont déserté. Elles craignent d’être trop

politiques, de perdre des opportunités en termes de business. Aujourd’hui, faire défiler des personnes

trans est un parti pris », souligne Louis Gabriel Nouchi. Le 28 juin, pour la Marche des fiertés parisienne,

le créateur français, à la tête de la marque qui porte son nom, a tenu à organiser une soirée dans un

club, en soutien à la communauté. « Enfin une marque qui fait quelque chose ! », assure avoir reçu, par

dizaines de messages, le styliste qui expose depuis ses débuts des corps d’hommes non standardisés

sur les podiums. « Parce qu’il invisibilise, le silence est encore pire que le washing », regrette-t-il.

Jouer la prudence

Il est pourtant le plus tentant. Historiquement progressiste, la mode ne va pas forcément jusqu’à faire

l’éloge du conservatisme, mais elle adopte un positionnement plus apolitique, en retrait, neutre. Les

grandes maisons, propriétés de groupes cotés, semblent particulièrement jouer la prudence, laissant la

question de l’engagement politique à quelques marques indépendantes qui tentent encore de l’occuper.
« On remarque de plus en plus la faille entre les griffes institutionnelles qui sont ancrées dans un

système patrimonial, avec un héritage lourd et très contextualisé, et de jeunes labels téméraires et

inclusifs qui proposent des collections progressistes », constate Leyla Neri, directrice du master en

design de mode de l’Institut français de la mode. L’un des produits les plus viraux de l’année a par

exemple été un tee-shirt estampillé « Protect the dolls » ( « protégez les poupées » ), dont l’initiateur,
Conner Ives, jeune designer américain qui défile à Londres, reverse l’entièreté des bénéfices à Trans

Lifeline, une ligne téléphonique de soutien aux personnes trans en détresse.

Dans un autre registre, Telfar, marque américaine particulièrement engagée pour l’égalité raciale, a fêté,

en juin, ses 20 ans en organisant un défilé dans les rues de New York avec 200 modèles de tous âges,

couleurs de peau ou morphologies. Pendant la fashion week homme de Paris en juin, la Française

Jeanne Friot a imposé un casting de mannequins entièrement trans ou non binaires et s’associait,
quelques mois auparavant, à la National Network of Abortion Funds, association de défense du droit à

l’avortement aux Etats-Unis, à qui elle reversait certains de ses bénéfices.

L’Américain Rick Owens a, quant à lui, surpris son monde en annonçant après son défilé qu’il comptait

lever des fonds pour La Maison d’Allanah, association versaillaise qui propose un hébergement

d’urgence aux plus précaires et aux victimes de LGBTphobies, à sa façon : en diffusant des photos

payantes de ses pieds sur la plateforme de partage de vidéos intimes OnlyFans… La rétrospective que

consacre en ce moment à Rick Owens le Palais Galliera, à Paris, démontre que ses partis pris ont été

payants. Libertés sexuelles et de genre, appels aux solidarités, antiracisme, défense de la dignité de

chacun… Au fil de sa carrière, le créateur a à la fois politisé sa mode et élargi son audience. Et il ne

compte pas revenir en arrière, a-t-il prévenu lors du vernissage de l’exposition visible jusqu’au
4 janvier 2026 au musée de la mode : « Avec ce qui se passe politiquement dans le monde, nous avons

plus que jamais besoin de résistance. »

Pour Laurence Lim, fondatrice de Cherry Blossoms Intercultural Branding, une entreprise qui conseille

des poids lourds, comme LVMH, Richemont ou L’Oréal, pour les aider à mieux appréhender les cultures

de leurs marchés, cette bascule du secteur est contre-intuitive. « Je ne cesse de conseiller à mes clients

d’assumer ce qu’ils sont et les combats qui vont avec, assure-t-elle. Tout le monde parle depuis

quelques mois de réenchanter la mode et le luxe : c’est précisément par une renaissance morale que

cela passera, en remettant en avant des valeurs et non en se dépolitisant. Paradoxalement, on voit

émerger en Inde ou en Chine, où la jeunesse a soif d’expression individuelle, des initiatives sur la

diversité et l’inclusion, au moment où les Etats-Unis freinent. Pourtant, on estime que, en 2045, la

population américaine sera à majorité non caucasienne : les marques ont intérêt à anticiper et à

s’adresser à tous les consommateurs dès aujourd’hui. »
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Coulisses du made in Italy

« Pourquoi voudriez-vous que la mode fasse à tout prix le bien ? nuance, en exigeant l’anonymat, un

ex-PDG de grandes maisons européennes. En laissant penser qu’il se souciait de son prochain et de

tous, le secteur a trop promis. A long terme, l’exemplarité peut aussi être un danger. Voyez les

scandales de production récents en Italie… » Ces derniers mois, Armani, Dior, Valentino ont été

accusés par la justice italienne de pratiques salariales illégales chez leurs sous-traitants, jetant ainsi une

lumière crue sur les coulisses du made in Italy. Un sort que connaît aussi Loro Piana depuis la mi-juillet

et qui a valu tout l’été au fabricant d’ultraluxe, propriété de LVMH, des commentaires courroucés et

déçus sur son compte Instagram…
Dior et Armani ne sont plus sous administration judiciaire depuis février. Mais, le 1er août, l’Autorité
italienne de la concurrence a condamné Armani à une amende de 3, 5 millions d’euros pour pratiques

commerciales trompeuses. Elle estime que ce qu’elle a découvert sur sa chaîne d’approvisionnement ne

permet pas de penser que la maison a honoré les engagements de responsabilité sociale et durable

dont elle se prévalait auprès des clients sur ses sites Internet… La marque a fait appel.

Pour qualifier cette « marche arrière toute » de la mode, une expression revient depuis quelques mois :

« boom boom ». Façonné par le prévisionniste californien Sean Monahan, ce concept décrit l’esthétique
du moment, un monde où les effets visuels priment sur le discours, le bruit tapageur sur la substance. Et

traduit en images ce mouvement réactionnaire qui se propage. Sur les podiums et les réseaux sociaux,

une brise années 1970-1980 souffle, avec une féminité maquillée et conventionnelle, une masculinité

musclée et un peu macho, un rapport décomplexé à la chirurgie esthétique.

Symbole de l’ancien monde, la fourrure reparaît. La plupart du temps, elle est fausse. Mais, dans un

numéro d’illusionniste très réussi, le shearling (une peau lainée, donc du mouton) prend plus souvent

qu’à son tour des allures de vison ou de zibeline, convoquant tout un imaginaire rétro. Chloé la

glamourise, optant par exemple pour une lascivité seventies version « décadence sur la Riviera

française » dans sa dernière campagne publicitaire. Très likée, la recette de celle de Saint Laurent,

publiée fin juillet, est un condensé de nostalgie : Kate Moss et Chloë Sevigny, figures associées aux

excès du secteur dans les années 1990, posent dans un cabriolet ou une piscine, ou se voient

fétichisées dans des intérieurs luxueux, toutes en lingerie ou (fausse) fourrure.

Rapport désensibilisé à la cause animale

En février et en mars, au moment où ces pièces « animales » étaient dévoilées sur les podiums, la

photographe Zoë Ghertner y voyait, dans une story Instagram, le symbole d’une mode allant à rebours.

« Cela ressemble à ce qui se passe politiquement aux Etats-Unis, mais aussi ailleurs. Des reculs, des

mentalités rétrogrades et surtout des renversements de lois et de protections pour les femmes, les

personnes LGBTQ + et la planète. J’ai été profondément alarmée de voir ces évolutions se refléter de

manière aussi évidente dans un espace créatif [comme la fashion week]. » Qu’elle soit synthétique et

blâmée par les écologistes ou véritable et honnie par les animalistes, la fourrure est de fait la plus forte

tendance de l’automne-hiver 2025-2026, suggérant aussi un rapport désensibilisé à la cause animale.

Au diable les préventions, que l’on parle fourrure ou peaux exotiques !

Le styliste Law Roach, star du milieu qui habille Zendaya et collabore aux titres phares du groupe Condé

Nast (Vogue, Vanity Fair, GQ), n’a pas hésité à poster sur son compte Instagram (1, 7 million

d’abonnés), début juin, deux photos. La première montre le styliste avec, dans les bras, un véritable petit

crocodile aux yeux ouverts et à la gueule muselée ; la seconde avec, à la place du reptile, un sac

Hermès façonné en véritable croco et à la teinte similaire. « Avant/Après », indique la légende avec

cynisme. Il y a quelques mois, une telle publication aurait fait scandale. Cette fois, les images, restées

en ligne plusieurs semaines avant d’être supprimées durant l’été, ont récolté plus de 57 000 likes et une

pluie d’émojis hilares.

« Définition datée du chic »
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Cette esthétique boom boom va de pair avec l’omniprésence sur les podiums et dans les publicités de la

maigreur. Lors des défilés automne-hiver 2025-2026, a calculé Vogue Business, parmi 8 703 looks, 97,

7 % de modèles faisaient une taille 32, 34 ou 36 – un pourcentage en augmentation par rapport aux

saisons précédentes où le body positivisme semblait être le maître-mot. Ozempic, Wegovy, Zepbound et

autres Mounjaro : les nouveaux médicaments antidiabétiques ou anti-obésité, détournés en coupe-faim,

participent de cet excès, particulièrement aux Etats-Unis, où leurs prix ont fortement chuté sous la

pression de la Maison Blanche.

« L’extrême minceur est partout, donnant corps à une esthétique référencée et nostalgique, souffle

Emma Matell, directrice de casting danoise réputée pour la variété des profils qu’elle déniche.

L’élégance, depuis deux ans, tend à n’être plus définie, hélas, dans une variété de formes et

d’incarnations, mais dans une définition monolithique et datée du chic. » Le canon de beauté du

moment ? « Moins jeune qu’auparavant, peut-être trentenaire », applaudit-elle, mais toujours

« extrêmement mince et blanche ».

« Depuis quelque temps, corrobore Barbara Blanchard, dans les briefs que l’on reçoit des marques, on

recommence à nous demander ouvertement des mannequins caucasiens. » Les modèles plus-size

(taille 40 et au-delà), qui avaient encore il y a peu les honneurs d’une poignée de campagnes

publicitaires ou de unes de magazines, en sont maintenant absentes, certaines d’entre elles quittant le

mannequinat dépitées. Ainsi de Skye Lukowski-Standley, 30 ans, qui a annoncé au Guardian au

printemps avoir quitté son agence londonienne après avoir été une étoile montante, remarquée par

exemple dans des pubs Dolce & Gabbana.

« Maigreur malsaine »

En mars, la critique de mode du New York Times Vanessa Friedman, qui s’était faufilée dans les

coulisses du défilé Schiaparelli, en est ressortie avec une anecdote édifiante. Interrogeant le directeur

artistique Daniel Roseberry sur ses jeux de volumes, vestes à basques et épaulettes ultra-larges, elle

montre du doigt une excroissance anguleuse de tissu rembourré sur une robe enfilée par une

mannequin, pensant ainsi désigner un effet trompe-l’œil. Avant de se voir couper par le créateur,

embarrassé : « Euh, ça, en fait, ce sont ses [vraies] hanches » …
En 2017, LVMH et Kering avaient travaillé de concert à l’élaboration d’une charte « sur les relations de

travail et le bien-être des mannequins ». Les deux géants français du luxe se sont depuis engagés à

supprimer de leurs défilés la taille 32 chez les femmes, même si certaines de leurs griffes continuent de

valoriser des corps d’une minceur extrême. Par ailleurs, aucun autre groupe n’a pris publiquement de

résolution similaire et, dans les faits, la diversité des morphologies régresse…
Mi-août, l’Advertising Standards Authority, le régulateur britannique de la publicité, a interdit au

Royaume-Uni la diffusion de campagnes créées par Zara et Marks & Spencer, pointant la « maigreur

malsaine » des mannequins photographiées. Dans la foulée, le tabloïd The Sun titrait, ranimant une

expression associée aux dérives toxicomanes des années 1990, sur « le retour de l’héroïne chic » …
Comme si l’on revenait bel et bien trois décennies en arrière. ■
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50 Years On, Bottega Veneta's IYKYK Accessories

Remain The Ultimate Status Symbol

By Mahoro Seward

While the distinguishing marks of most luxury housesaretheinsignia stampedon their flagship products

- whether monogrammed canvases or symbol-shaped clasps - that's never quite been the case

for Bottega Veneta. The instant recognisability of the Veneto-born, Milan-based maison's über-luxe
leather goods is dueto aproprietary technique: the Intrecciato weave.

Woven by hand from long, thin straps of buttery leather by Bottega Veneta's artisans, the

supple tissagehas becomeone of fashion's most familiar - not to mention most sought-after - material

textures in the half-century sinceits introduction. Understatedyet unmistakable, its launch prompted the

now iconic "When you're own initials are enough" campaign (almost a good 50 years before "quiet

luxury" was the eyeroll-inducing buzz word it now is, mind you), laying the foundation for the

philosophy of rigorous, craft-driven luxury that has informed the house's direction ever since.

Since the appearance of an Intrecciato clutch in the crook of Lauren Hutton's arm in American

Gigolo (1980), the weavehas also figured as afixture of pop culture. Tina Turner,PrincessDiana, Jacob

Elordi, Rihanna... the roll call of A-listers who've proudly flaunted Intrecciato accessoriesas part of

some of their most iconic looks is too long to list here (trust us, it is long). In itself, though, it is an

irrefutable testament to the aspirational cachetof the leather weaving method.

Of course, the big 5-0 always warrants lavish commemoration, but few have marked reaching the half-

century mark quite like Bottega Veneta. To toast one of its more significant contributions to the

contemporary luxury vernacular, the househas expandedits footprint at oneof the world's greatluxury

emporiums, with amonth-long takeover of the exhibition windows at London's Harrods.

Centred on La Tavola - an architectural concept that evokes the communal workbenches used by the

brand's artisansin the very ateliers where the Intrecciato is woven - the centrepieceshowcasesleather

accessoriesandjewellery pieces,along with Bottega Veneta's lip-bitingly chic fragrance offering (yes,

the ones that come in the Murano-esque glassbottles with the little marble plinths), and aselection of

pop-up-exclusive stationery, to be gifted with purchasesmade there.
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Naturally, the leather weaving technique also serves as the primary inspiration for the space's design -

from the concrete and Italian walnut fixtures, which also nod to the Modernist design heritage of

the maison's home region, through to ultra-luxe furniture objects upholstered in Intrecciato.

The crowning glory of the takeover, though, is the exclusive capsule of iconic Intrecciato bag styles and

accessories - the Andiamo, the Knot clutch and the Riva mule among them - reimagined in Harrods's

emblematic pine hue and a deep maroon. You'll also find a selection of exclusive ready-to-wear pieces

fashioned in the leather weave - first seen in Jack Davison's poignant Craft Is Our

Language campaign for the house - and a preview sniff of Mezzanote, a collection of three sexily

sombre scents in the Bottega Veneta fragrance line.

A trip to Harrods hardly ever needs an excuse, but with the pop-up running until 28 September, we can't

think of a better one to get yourself to Knightsbridge this month.
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SoshiOtsukiremporteleprix LVMH
Mercredi,leJaponaisde 35ansa étédistinguépoursescostumesmasculinssouplesauxdétailssinguliers

P armi tous les prix de
mode, le prix LVMH

compte parmi les plus
audacieux car il récompensedes

designersencore peu connus.La

douzièmeédition, qui s’esttenue
mercredi 3 septembre à la Fonda-

tion Louis Vuitton, à Paris, ne fait

pas exception.Trois designers
ont été distingués : le Japonais
SoshiOtsuki (pour sagriffe Soshi-

otsuki), ainsi que les Britanniques

Torishéju Dumi (Torishéju) et
SteveO Smith.

«‹On était tous d’accord pour
donnerà Soshi Otsuki le prix prin-

cipal.
Il y aeuunpeuplus de dis-

cussions pour les deux autres,
mais c’était une très bonne an-

née », résumeNicolas Ghesquière,
directeur artistique des collec-

tions féminines deLouisVuitton

et membre du jury. Le lauréat de
35 ans l’a impressionné par «ses

coupes, ses constructions,ses tis-

sus magnifiques, son néoclacis-

sime indiscutable». «Sontailoring

apportequelque chose de nou-

veau. Commeun nouvel Armani.
C’est trèssexysur unhomme. Moi,

en tout cas, je le porterais volon-

tiers », s’enthousiasme le juré
JonathanAnderson,qui pilote les

collections Dior.
Soshi Otsuki est né au Japon

en 1990. Après des études de
mode, il a lancé sa marqueSoshi-

otsuki en 2015, à Tokyo, pour redé-

finir le costume masculin à tra-

vers unprisme japonais. « Je veux

faire valoir la culture, les tradi-

tions, les ressources de monpays »
fait-il savoir par l’intermédiaire
d’un interprète.

Si Soshi Otsuki ne parle que
japonais,sontravail exprime clai-

rement ses intentions. Sescostu-

mes souples aux références an-

nées 1980 amples,croisés,à col

large –sontagrémentésde multi-

ples détailsqui lesrendent singu-
liers : une fente dans le reversdu
col qui permet d’y glissersamain,
une boutonnière de chemise
tournicotée, desboutonsdéplacés
vers l’extrémité de la manche...

Costumes et chemisessont
taillés dans des tissus épais et

mous, parfois issusde stocksinu-

tilisés de kimonos, et possèdent
une nonchalanceluxueuse.La

beautéet laqualité d’exécution de

sespiècesainsi quela cohérence
de sa proposition en faisaient un
lauréat tout désigné.« Ce sontdes
produits très créatifs, qui ontaussi

une réalité commerciale,», se ré-

jouit Delphine Arnault, PDG de
Dior, àl’origine duprix en 2013.

Soshi Otsuki avait déjà candi-

daté au prix LVMH en 2016, mais
n’avait pas fait partie des finalis-

tes. Cette fois-ci, il empoche une
dotationde400000euroset un
an dementoratpersonnalisépar
les équipes de LVMH. « Je vais

pouvoir investir dansun vrai ate-

lier, car,pour l’instant, je travaille
à domicile », explique le lauréat,

qui espèreaussi pouvoir embau-

cher un artisan et ainsi dévelop-

per sonoffre avecdesmailles ou
dudenim.

Recrutéspar la concurrence
La situation deslauréats du Prix

dessavoir-faire (TorishéjuDumi)
et duPrix Karl Lagerfeld (Steve O

Smith) n’est guère différente :

chaque designer est l’employé
unique de son entreprise et

compte beaucoupsur la dotation

(20000o euros) et l’année de
mentorat pourse structurer.

Les deux trentenaires basés à

Londresexplorentdeuxversants

très opposés de la mode. Toris-

héju Dumi réinterprète avec mi-

nutie lesdifférentes pièces d’une
garde-robe, transformant une
robe en tablier à apposersur un
pantalon,ajoutant des poches
profondes à l’avant d'une veste

pour lui donnerun nouveauvo-

lume. De soncôté, Steveo Smith
réalise despeintures qu’il trans-

pose en vêtements sur mesure,
reproduisant les coups de pin-

ceau, l’épaisseur changeantedu
trait, comme si le corps devenait

untableauvivant.
Le prix est toujoursl’occasion

pour LVMH de montrersa capa-

cité à repérer les nouveaux ta-

lents preuve en est que plu-

sieurs finalistes de cesdernières
annéesontété recrutésparla con-

currence,
à l’instar de Veronica

Leoni chezCalvin Klein oude Ra-

chel ScottchezProenzaSchouler.

Curieusement, le groupe n’a pas
l’habitude de piocher dansce vi-

vier pour pourvoir ses propres
maisons– à l’exception de Virgil

Abloh chezLouisVuitton.

En attendant,LVMH était fier
d’exhiber comme chaqueannée
la brochette de ses designers
stars qui constituaientle jury :

outre Nicolas Ghesquière et Jo-
nathan Anderson, il se compo-
sait de PhoebePhilo, Pharrell
Williams (Vuitton homme), Sil-

via Venturini Fendi (Fendi),Sarah

Burton(Givenchy),Nigo (Kenzo),

Marc Jacobset StellaMcCartney
(qui reste proche du groupe
même si elle a racheté ses parts
en janvier). Une manière habile
derappeler, quelquesjours avant
le début desfashion weeksprin-
temps-été 2026,qui est le leader
du secteur.
E. V. B.
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Giorgio Armani
1934-2025

THIE “KING”
PHOTOGRAPHBYART STREIBER
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OBITUARY

Giorgio Armani, ‘the King,’ 91
The iconic designerchanged
theway women andmen

dresswith his soft tailoring

– and his expansioninto

interiors and hospitality built a

global lifestyle empire.

BY LUISA ZARGANI AND ALESSANDRA ILARI

PHOTOGRAPHS BY FAIRCHILD ARCHIVE

MILAN Italy’s fashion king is dead.

Giorgio Armani, an iconof thelate20th

centuryandapioneerof thecelebrity-

fashion juggernaut, hasdied in Milan. Often

referred to as the “King” or “the Maestro,” he

wasborn in Piacenza,Italy, on July 11, 1934.

“In this company, we havealwaysfelt

like part of a family,” his employeesand
his family statedonThursday. “Today,with
deepemotion, we feel thevoid left bythe
onewho foundedandnurtured this family
with vision, passionanddedication. Bu it is

precisely in his spirit thatwe,theemployees
andthefamily memberswhohavealways
workedalongsideMr. Armani, committo
oeonte
protectingwhathebuilt andto carrying
his companyforward in his memory,with

respect, responsibility and love.”
Thefuneral chamberwill be setup

SaturdayandSundayat Via Bergognone
59, insidetheArmani/Teatro,andwill be

open from 9 a.m. to 6 p.m. In accordance

with Armani’s explicitwishes,the funeral
will beheld privately.

“Il Signor Armani, ashe was always
respectfullyandadmiringlycalledby
employeesandcollaborators,passedaway
peacefully, surroundedby his loved ones,”
the statementcontinued. “Indefatigable
to theend,heworkeduntil his final
davsdedicatin himself to the comnanv.

the collectionsandthe manyongoing
andfutureprojects,” which is not at all

surprisinggivenhis tirelessandhands-on

approachto work. In 2019, aheadof

receivingwWD’s JohnB. FairchildHonor,
Armani candidly described himselfas a
“control freak” and tales of his meticulous

attentionto detail arelegendary.

Thestatementhighlighted howthe
designer throughouthis life “crafted a
vision thatexpandedfrom fashion to every
aspectof life, anticipatingthe times with
extraordinaryclarity andpragmatism. He
hasbeendrivenbyrelentlesscuriosity
andadeepattentionto thepresentandto

people. this journey,heestablished

abelovedandrespectedfigure for his ability
to connectwitheveryone.Alwaysmindful

of the needsof the community,hehasbeen
active onmanyfronts, especiallyin support
of his belovedMilan.”

Indeed,Armaniwasasmuchapart of
the characterof Italy as labella figuraand

la dolcevita andthereaction to hisdeath
on Thursdayshot throughthe day, causing
nationaltelevisionto interrupt its regular
broadcast.TheMilan municipalityhas
declaredthatMondaywill bea dayof city
mourning.

He wasknownto posefor selfiesand
talk to peoplewho would approachhim in
his storesor duringpublic events.In 2023,

staginghis OneNight Only eventin Venice,
Armani was visibly emotional.“It’s difficult

to hold backthe tears,whenyouseeyoung
andoldpeopleof all differentwalks of life

come up to me, asking for a photograph,
andequallymoved...andthisrepaysmeof
all the efforts I haveput into my job,” he
said backthen,addingthathe attributed
his “authenticity, honestyandfrankness”
to this outpouringof affection, elements

that “bring up hidden feelings” in people.

Armani’s light blue eyescould be

piercing andsteely if somethingwasnot
to his liking and,being a perfectionist,

many things initially were not – bu they
wouldthensuddenlyturn softandevena
bit mischievous, reflectingakeensenseof

humor.

Addingfurtherpoignancyto his death

Thursdayis the fact thatArmani,who

heldthe roleof chairman,chiefexecutive
officer andcreativedesigner,will not be
ableto markhis namesakecompany’s 50th

anniversaryas planned.A fashionshow

and partywerescheduledto takeplacein
Milan onSept.28andthe companyhad
beenplanningtheevent for months.

Armanialsowasmountinganexhibition

retracing five decadesin fashion through

150archival looks at the Pinacotecadi Brera

Museum. This wouldbethefirst time the
cultural institution wouldhosta fashion

exhibition. Expectedto openonSept.24, the
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The speculationwasonly naturalsince

Armani hasbeena major fashion force since

the ’70s. In short– likeGabrielle Chanel,
ChristianDior andYves Saint Laurenttn

Armani literally changedthe waypeople
dressedandlived. And unliketheothers,
thatrevolutiontouchedalmost everything,
from T-shirts andjeansto gowns; fragrances
to hotels; suitsto candles.Hecreateda
behemothgroup that closed2024with net
revenuesof 2.3 billion euros.

Giorgio ArmaniParfumsandCosmetics,
under license to L’Oréal, ranks as one of
the biggest designerbeautyfranchises
in the world.The Frenchbeautygiant
since 1988 hasdeveloped Armani’s
fragrances,skincare andmakeupin close
collaborationwith theItalian designerand
in March2018, it andthedesigneragreed
to renewtheir beautylicenseuntil 2050.

Armanicontinued to think long term
until the end.

“During 2024,while well awareof the
marketslowdownalreadyevident in

the secondhalf of2023 andof the many
challengesarisingfromthe international

context,I continuedto operatewith

aneye to thefuture,” hesaid inJuly,

commenting onhis company’s year-end

project calledArmani/Archivio, aplatform
thatwaslaunchedlastweekduringthe
VeniceFilm Festivalfilled with acatalogueof
all GiorgioArmani collectionsto date.

Armani’s spring 2026 womenswear
collectionwas slatedto beunveiledon
Sept.28with a Tiinwav displayto be

exceptionallyheldin the storiedcourtyard
of honorof PalazzoBrera, the 17th-century
landmarkhometo the Pinacoteca,the
BibliotecaNazionale Braidense library and
the BreraAcademy.

This yearmarkedseveralmilestones
for Armani,who alsomarkedthe 20th

anniversaryofhis Privé hautecouture
collectionby mounting anexhibitionatthe
Armani/Silos spacein Milan retracinghis

journey in couturesince2005.
Openedin May andtitled “Giorgio

Armani Privé 2005-2025,” the exhibit runs
throughthe endof theyear.

Still, even as preparationsfor his big
celebrationhavebeentakingplace,it was
clear from thissummerthat theItalian
designerwasin poorhealth.He skipped
hisGiorgio andEmporio Armani men’s
spring2026showsin Milan in Juneas

hewas “recovering at home” from an
illness. In his place,LeoDell’Orco, headof

mensweardesign,took thefinal bowat the
shows thefirst time ever Armanidid not
doso.Armani also did not attendthePrivé

hautecoutureshowfor fall 2025afew
weeks later in Pariseither.

Dell’Orco is part ofthe tight-knit circle

of friendsandcollaboratorsArmani called

family.The designer’sclosest relatives
includehis nephewAndreaCamerana,the

sonof Armani’s sisterRosanna,who also
worksin thecompany, andRobertaArmani,
who is the daughter of the designer’s late

brother,Sergio,andwhohasbeenin

charge of the group’s relations with high-

profile celebrities for years, often acting as

Armani’s deputy on social occasionsaround

theworld astheface of the company.Her
sisterSilvanais partof the design team.

While thefutureof Armani’s company
hassparkedspeculation for years, the
statementissuedonThursdaypointedto
continuity.The companywas built over

five decades“with emotion andpatience.

Giorgio Armani alwaysmadeindependence
of thoughtandaction hishallmark.The

companyis, nowandalways, a reflection

of thisspirit. His family andemployeeswill

carrythegroup forward in respectand

continuity of thesevalues.”
The designerrevealeddetailsaboutthe

futureof his companyfor the first time in

2016,confirminghe hadestablishedthe
long-rumoredGiorgio Armani Foundation,

while fund

groupwouldlive on.
“I decided to createthe Giorgio Armani

Foundationin order to implementprojects
of public andsocial interest,” Armani

said at the time. “The foundation will also
safeguardthe governanceassetsof the
ArmaniGroupandensurethat theseassets
arekeptstableover time, in respectof and
consistentwith someprinciplesthat are
particularlyimportant to meandthathave

always inspiredmyactivitiesasa designer
andan entrepreneur.

“These founding principles are based

upon:autonomyandindependence,
anethical approachto management
with integrity andhonesty,attentionto
innovationandexcellence,an absolute
priority to thecontinuousdevelopmentof
the Armani brandsustainedby appropriate
investments,prudentandbalancedfinancial

management,limitedrecourseto debtanda
careful approach to acquisitions,” he added.

While vocal over the years abouthis

aversionto sell, takeon abusinesspartner
orpublicly list the company,rumors
aboutArmani contemplatingforminga
foundationfirst emergedin 2012.The

foundationreflecteda keypriority for
Armani independence,whichhesought

to maintainoverthe years, especially since
2000 whenrumorsabouta possiblesale
to LVMH MoëtHennessyLouis Vuittonor
the-thenGucci Group andL’Oréal swirled
aroundthe fashionhouse.
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I chosein any caseto investin projectsof
greatsymbolicandpracticalsignificance,
whicharefundamentalto the futureof

the company,” channeling 332million

euros,almostdoublethe 168.5million

euroschanneledin 2023, and almostthree
timestheaverageyearlyinvestmentsin

thepreviousyears,into newprojects.
Theseincludedthe buildingon Madison

Avenue in New York, Palazzo Armani,the

prestigiousheadquartersin ParisonRue

François1erandthe renovationof the

megaEmporioArmani storein Milan.

Consistency andcohesionwere keywords
in Armani’s vocabulary throughout his
five decadesas a designer.However, he

resisted– andresented thenotion thathe
couldbedescribedasmerelyrigorousor
minimalistand hedisliked beingassociated
with the color “greige,"” even staging the

“Eccentrico” exhibit in 2012to showhis

more eccentricside.

Fora WWD Weekendcoverstory
oninterior designtwo yearsago, the
interviewwasheld in Armani’s Milan

apartment– obviouslyexquisitely, but also

surprisingly,furnished. Casein point: a
beautifullyrestoredarmchairwasnewly

upholsteredwith aleopardprint fabric–
notexactlyapatternthat oneimmediately
associatedwith Armani. The apartment
wasoriginally designedby PeterMarino,
bu Armani hadfilled it with memorabilia
“of personal,more thanmaterial value.”
For example,a sweetportrait with his

mothertookpride of place,visible from
theentranceinto theroom.Above it

wasa painting of ablack panther and an

artistic sculptureof agorilla was also an
unexpectedfeature.

While stayingtrue to his ownvision

andstrategythroughouthis life, Armani
also tookbold decisionsto ensurethe

long-termsuccessof his company.After

building a diversifiedportfolio of brands,
in 2017 the designerunveiledanew
brandstrategyfor theMilan-basedgroup,
revealinghis decisionto ceasetheArmani
Collezioni andArmaniJeansbrandsand

useonly theGiorgio Armani, Emporio
Armani andAIX Armani Exchange
monikers,effective with the spring2018

season,adaptingto theincreasingly
changingand competitivemarket.He

launchedhis coutureline, Armani Privé, in

2005,generallyshownin Paris.

In 2020,as COVID-19 wasravaging the
world,Armani pennedanopenletter

to wWD reflectingonthe absurdityof
the state of fashion back then, “with the

overproductionof garmentsanda criminal

nonalignmentbetweentheweatherand
the commercial season,”asking for a

In 2021,dueto the worseningof the

pandemic,hemadea courageousand
trailblazingdecisionto cancel both his

Giorgio andEmporio men’s fall 2022
showsslatedto beheldin Milan, holding
thembehindcloseddoors,as well as
his Privéshow in ParisinJanuarythe
followingyear.Thedesignergenerously
madedonationsup to 2 million euros

to Italy’s Civil Protectionand a range of
Italian hospitalsand institutionsin the
country,andconvertedhis manufacturing
sites to producesingle-use smocksfor

the protectionof healthcareproviders.
He tookafull-page adin morethan 60
newspapersin Italy, writing a letter to all

of the healthcareprovidersstrenuously
fighting the coronavirusoutbreakand

musingonhis own desireasayoungman
to becomea doctor.

Fromthe beginning,Armani

singlemindedlyandsure-handedly
championeda modernwardrobebased

on anunstuffyanduncontrivedaesthetic
thatearnedhim awide andloyalcustomer
base,from thecorporateworld through to
HollywoodA-listers andartistsincluding
SophiaLoren, RobertDe Niro, Cate
Blanchett,Tom Cruise, Glenn Close,

George Clooney, Tina TurnerandJodie
Foster, to name a few.

Even thoughhehadstartedhis brand

yearsbefore,Armani reallyrocketedto
internationalfamein 1980 by dressing
RichardGerefor the title rolein “American
Gigolo” andhewentonto becomeone of

the first go-to designersfor stars attending
the Oscars.

Theenergeticandoverachieving
designer,andhands-onmanagerof his

company,built his nameinto onewith

avaluethat ranksamongCoca-Cola and
Microsoft in Interbrand’sannuallistings.
“Only I knowwhat I wantandmy message
hasto beconsistentfrom beginningto
end,93 hetoldwWD in 2005.

Yet Armanispurnedthe overturesof

deep-pocketedinvestorsthatclamoredfor

his comnanvduringthe luxurysector’s
acquisition spree in the late ’90s. He

preferredto be his ownbossand learned

to be ashrewdbusinessman,especially
after the 1985 deathof his companionand
businesspartner Sergio Galeotti.

“It came asa surpriseto me that Giorgio

wassuchastrongbusinessmanin addition

to beinga talenteddesigner,” said Nino

Cerruti,in a 2005interviewcelebrating
Armani’s 30th anniversary.

Foreverclad injeansand afitted blue
T-shirt to showoff his taut,gym-toned

physique,Armani workedfor Cerruti in
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shirts.Oncehesetout onhis own, Armani

expandedhis companywith the tenacity
andmeticulousnessthatcharacterizedhis

careerfromDay One.

Armani’s mother Maria playeda great
role in his life andinfluencedhissenseof
fashionto the point thathis two yachts
borehernicknames,Mariu andMain. She
died in 2001. “She was never aparticularly
gushyor emotionalperson;shewasquite
reserved.Shejust said, ‘Bello’ when she

saw the first collections,” Armani said

of his mother.His father, papàUgo,a
shippingmanagerwho workedhard to

supporthis family, died in the early’60s.
In 1950, Armanimovedto Milan, aplace

he remembersthinking of asabig, scary
city, to studymedicine,bu hethrewin the
towelafter two yearsto becomean assistant

buyerfor LaRinascente, Milan’s top
departmentstore,wherehestartedcreating

eye-catchingstore windows. His first

hands-on fashion designexperience came
between 1964 and1970,when helandeda

job at Hitman, Nino Cerruti’s men’s clothing
line. In 1972,ArmaniandGaleotti openeda
studio onCorsoVenezia. To furnishthetwo
modestrooms, theyusedthe moneythey
madeby selling a car.

After designinghis first collectionin
1974,Armani andGaleottifoundedGiorgio

Armani SpA in 1975,forging aformidable

teamand creatingtheir ownlabel of men
andwomen’s ready-to-wear.

While Armanisufferedemotionallyfrom
Galeotti’s prematuredeath, his business

acumenandfocushardlyfalteredas
the companygainedmomentumin the
’80s thanks in large part to the lucrative
licenseshesignedwith the now-defunct

storiedItalian manufacturerGruppo
FinanziarioTessile.

This newundertaking,whichsoon
evolved into aninspirationalnewbusiness
paradigmfor otherfirms, launchedArmani

Le Collezioni andEmporioArmani. Armani

wasalsoamongthe first to understand
theimportanceoflicensingdetailsin such

keycategoriesashis boomingbeautyand
fragrance division, and forged a formidable

partnershipwith L’Oréal.

Heunveiledhis first Giorgio Armani
women’s fragrance in 1982and today
boasts a dizzying 40-plus scents between
men andwomenfor the various lines.He
alsohasa bestsellingcolor cosmeticsand
skin care line. “I’m very involved in every
activity of my business,includingthe
fragranceandcosmeticsprojects.I love

the challengeof creating[something]new.
It is neverthat easy,but alwaysrewarding
in the end,” was Armani’s mantrawhen

Meticulous,frugalandinvolvedin all

aspectsof thebusiness,Armani put his

stampof approvalon everythingfrom
skirt lengthsandthe flowersstrewn
aroundat galadinnersto the colors of

the curtainsin the offices.Wheneverhe
madean appearanceon aphoto set or at

anevent,youcould hearhis nervousstaff
murmuring “Sta arrivando,” referringto
Armani’s imminent arrival.Andthe air
instantly filled with tension.

A workaholic,Armani would

occasionallyindulge in la dolcevita:

sailing onhis Maîn yacht, entertainingat

his holidayhomeon theMediterranean

islandof Pantelleria,diningwith family

at Nobu insidehis Milan Via Manzoni

EmporioArmani megastoreor spending

a quietnightathomewatchingoneof his
favorite films, suchasAlfred Hitchcock’s
“Notorious.” He launched his home and
interior designline Casain 2000, and
countedbeautifulhousesin Antigua;Saint

Moritz; Tuscany’s beachresortFortedei

Marmi; Saint-Tropez,and Broni, nearhis

hometownof Piacenza.
Bu healways workedtirelesslyand

passionately– admittingin his later years
thathehadsacrificed his own personal
life for the company andwasonly once
forcedto publicly explainhewasrecovering
from an illness.Thatwasin 2009,whenhe

said hehadsuffered acaseof hepatitis.
Whatevertheevent,Armani wasbound

to bethereearly, checkingthateverything

wasshipshape,whichmadeit a dream

for a reportereagerto carveout some
alonetimebeforethe rushof visitors and

well-wishers.

Justashis fellow fashion greatsSaint

Laurent,Valentino, CristobalBalenciaga,

Chanel andDior did, Armanistruck a

newfashionchordwhenhelaunchedhis

signaturelabel.In fact, theMaestropaved
theway for Italian ready-to-wearandthe
Made in Italy brandswhenhe showed

his first menswear collectionin 1974. His

womenswearcollection,introducedin

1975, quicklybecameknown for easy

shapesandmasculinecutswith
feminine qualities. Sinceuptight

stylesandornatedetailing
weren’t up his alley, Armani

pursueda less-is-more template
of deconstructedsuits, fashioned
in fluid fabricssuchasviscoseand
wool crepes.

While he sometimesdared
shotsof strongcolorlike orange
and fuchsia, the word “greige”
wasdevisedto describehis color

paletteofmutedshadesof grays,

taupesandbeiges.His fashions
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He couldbe supportiveof other
desiùnershowever.In 2013,Armani
decidedto starthelpingyoungdesigners,
makinghis theateronVia Bergognone
availableto thelikesof AndreaPompilio,
StellaJeanandRicostru,JulianZigerli, Au

Jourle Jour’s Diego MarquezandMirko

Fontana,ChristianPellizzari, Angelos

Bratisand EdmundOoi providingthem
with addedvisibility anda sprawlingshow

space.
And whileArmani tookpride in making

clothesthat soldandleft nudity and
vulgarityto others,hewasnevertheless

oneof the mostrecognizablefacesin the
industry. “I’m only just nowgettingusedto
beingcalledking, but if someonewantsto

jokedin 2004.
In general,hethoroughlyenjoyed

the attentionwhenhemingledwith his

customersand fans, to the point that,
when heopenedthe Armani Privélounge
in Milan, hewasknownto swingby for
drinks andchatup patrons.

Indeed,Armani’s hospitalityprojects

were almostasgroundbreakingas his
fashions.He wasamongthefirst designers

alongwith RalphLauren to breakinto

restaurants,furnitureandinteriorsaswell

as apparel. Armani took it astep farther,
however,linking with EmaarProperties
to developluxuriousArmaniHotelsand

Resortsaroundtheglobe,a venture
formedin 2005.The first openedin 2010,
occupyingeightfloors of the world’s tallest

building,the Burj Khalifa in Dubai. The

sumptuous160-roomhotelboastseight
restaurants,a spaandthreeretail outlets.

In 2011,anArmani Hotelopenedin

Milan, leaving a further, permanentmark

on the city that houseshis headquarters.
“I like theideaof being remembered not
only for myclothes,and I like to bring an
elementof luxury thataddsprestigeto the

city,” the designer said uponthe opening.

“I love theMilanese and their sincere and
direct approach.Wehired 200employees
to work at thehotel.This is whatI would
like to happengoingforward,for young
peopleto find a job.”

TheMilan hotel is oppositethe city’s
prestigiousVia Montenapoleoneshopping
street,andnearthe La ScalaTheaterand
is located in the1937building that also

houses Armani’s Via Manzoni flagship.
ThelatestArmani hotelbeingbuilt is

in Diriyah,a 300-year-oldsite located

a15-minute drive from Riyadh, in the

Kingdom of Saudi Arabia.

In 1996, the designerraisedabig
EmporioArmani sign overa hangarat
Linate a geniusstrokeof brandingin
the pre-socialmediaagewith hundredsof
millionsof passengereyeballslockingon it

and still doingso astheytaxi into, and

out of, Linate.In September2018, Armani
decidedto holdhis coedEmporioshowin
thathanger,endingit with aperformance
by Robbie Williams for a crowdthat
numbered2,300, includingmembersof

the publicwho won ticketsto the event.
In 2006, Armani launchedhis One

Night Only extravaganza,oftenshowing
his couturePrivé collectionsandtraveling
throughLondonin 2006; Tokyo in 2007;

Beijing in 2012; RomeandNew York in

2013; Paris in 2014;Dubai in 2021, andin

Venice in 2023.

In Octoberlastyear, thedesignerflew

to New York to celebratetheopeningof

wereclimbing the rungsof the
corporateladderandneededto
dressaccordingly. But insteadof

overwrought banker’s pinstripes,

Armani did it his way, delivering
formality in asofter andmore
femininemanner.Hesaidhe
wanted women “to wear jackets
like men withoutlosing anythingof
their feminine allure.”

In morerecentyears,fleeting
trendsandother fashion antics

sometimessidetrackedArmani,
especiallyonthe runway,where
aviatorhatsor tricky pants= from
bloomersto loose,low-crotch

styles– won him barbsfrom

critics.Whenhetried to blazenew trails,
thedesignerfelt hauntedbythe damned-

if-you-don’t, damned-if-you-do syndrome.
Once, in theearly ’90s,heshowedpouf
silhouettesthat raisedeyebrows. “I loved

them, bu peoplesaid, ‘Well, it’s pretty,
but it’s not Armani,’999 he said at the time.
“It’s difficult to convince thesepeoplethat,
even if it’s not Armani, it must bedone.’

Butwhen Armanihadsomethingto

say,he didn’t hold back. Self-assured
andtemperamental,heneverrefrained
from slamminghiscolleagues,whoin his

eyesgeneratedmoredashthancash.He

oftentookthe glovesoff with thepress,
developing alove-hate relationship.On
theonehand,heusedthe mediato
broadcasthis new projectsorvent
his frustrationswith the industry and

designersthatheaccusedof turning
fashion into a circus. On the other,he

criticizedthe pressfor dedicatingtoo

manypagesto unwearabledesigns.
“Therewas alwaysthat desireto shock

by showinga barebehindn a cheaptrick
thatwill only makepeoplespeakbadly
about fashion. I’m sureit will make a lot of

magazinecovers,but whereis thefashion

in it?” he onceasked.
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Avenue,entirelyredesignedto include
residentialunits, anArmani/Ristorante
andthenew Giorgio Armaniand Armani/
Casaboutiques.Coincidingwith the

unveiling,Armani decidedto paradehis
namesakebrand’s spring 2025 collection in

New York andnot in Milan.

In 2015, markinghis company’s 40th
anniversary,heunveiledhis ArmaniSilos

exhibitionspace walkingtirelessly

upanddown the fourlevels of the
48,600-square-foot building, in a restored
granarvof the Nestlécompanvand
constructedin 1950.Armani,whoseTadao
Ando-designedtheaterstandsonthe
oppositeside of the street,conceivedand

oversawtherenovationprojecthimself.

The building is modeledafter a basilica

layout,anopenspacefour floorshigh with

two levels ofnavesoverlookingit oneither
side.Theceilingsarepaintedblack in

contrastto the gray cementfloors.

In additionto his own designs,Silos

presentedover theyearsexhibitionsof
photosby the likesof Larry Fink andSarah

Moon. He alsolaunchedthe Filmaking
Workshop at Silos, offered free of charge,

whichwill allow participantsto produce
a short film, partnering with the likes of

Luca Guadagnino.
Armani’s achievements earnedhim a

stringof high-profileawards that started
with the Neiman MarcusFashionAward
in 1979 andincludedtwo of Italy’s
highesthonors the Commendatore

dell’Ordine al MeritodellaRepubblicaand

Grand'Ufficiale dell’Ordineal Merito della
Repubblica.Otherson the long list include

the CFDA’s Best InternationalDesignerand
LifetimeAchievementAwardfor menswear
and for art andfashion,while, in 2006,
hewasawardedanhonorarydegreefrom

London’s Central Saint Martin’s College
andonein industrialdesignfrom the
Politecnicoof Milan. In 2008, French
PresidentNicholas SarkozygaveArmani

the Legion d’Honneur.In 2019,wWD

bestowedhim theJohnB. Fairchild Honor

award, namedafterWWD’s legendary

publisherwho wasa longtimeandardent

supporterof Armani – even wearing his

clothes for years.
ArmanialsoservedasGoodwill

Ambassadorfor theUnitedNationsHigh
Commissionfor Refugees,and in 2003,he

washonoredon the RodeoDrive Walk of

Style.

“I like the ideaofbeing
rememberednotonly
for my clothes,and I

like to bring anelement
of luxury that adds

prestige to the city.”
GIORGIOARMANI

“I love thechallengeof creating

[something]new. It is never that easy,
bu always rewardingin theend.”

GIORGIOARMANI
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GiorgioArmaniin1983.
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Sophia Lorenand
Giorgio Armani

attendaneventin

Milan, circa
October1994.

Giorgio Armani
Privé fall 2026
Haute Couture

collection.

Armani andhis dog

pose during an
interview in the
designer’s Milan

home in 1972.
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Julia Robertsand
Armani attend
theMetropolitan
Museum of Art's
annual Costume

Institute galain

New York City.

Robertswears
Giorgio Armani
Privé.
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Armani posesfor
aportraitwith

models in 1980.
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Armaniin 1985.

GiorgioArmani

PrivéHaute

Couture fall

2024 collection.

Armani atthe Giorgio Armani fall
1980 ready-to-wear fashion show
organizedby Bergdorf Goodman.
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Armani onhis
bike in 1986.
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Armani at home
1978.
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GiorgioArmani and
modelsbackstageat

Armani's spring2008

hautecouturerunway
show at thePalaisde

Chaillot in Paris.
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Model Linda

Evangelista atthe
GiorgioArmani

spring 1991show.
Armani at theEmporio

Armani exhibit in 2021.
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Armaniwith model during rehearsal

for GiorgioArmani spring 1994

ready-to-wearcollection.

Giogio Armani poses for

cameras during ne“Made
in Milan” film premiereand

dinnerpartyduring the

Venice Film Festivalin 1990.

GiorgioArmani
Privé spring
2010Haute

Couture
collection.
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Giorgio Armani

flankedby models
in his designs.
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Armaniadjusts

modelsforGiorgio

Armani spring

ready -to- wear.
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PEOPLE

The World Reacts to the

Death of Giorgio Armani

GiorgioArmani
in1988.

· Designers,business
figuresacrosstheglobal
fashionindustry,and
HollywoodA-listersreacted
withgreatsadnessandpraised
thedesigner'slegacy,vision
andtrailblazingstyle.

BYLUISAZARGANI,MILESSOCHA,
SAMANTHACONTI,HIKMATMOHAMMED,

SANDRASALIBIAN,TIANWEIZHANG,ANDREA
ONATE,JOELLEDIDERICH,EMILYMERCER,

THOMASWALLER,MARTINOCARRERA,LEIGH
NORDSTROMANDJEANE.PALMIERI

PHOTOGRAPHSBYFAIRCHILDARCHIVE
ThenewsofGiorgioArmani'sdeathshook
thefashionindustryatlargeonThursday.
Designersandbusinessfiguresacrossthe
globalreactedwithgreatsadnessand
praisedthedesigner'slegacy,visionand
trailblazingstyle.

"GiorgioArmanishapedcontemporary
fashionbyredefiningitsboundaries
andcreatingalifestyleconceptthatis
recognizedandadmiredworldwide,
establishingMadeinItalyasatruesymbol
ofexcellence,"statedCarloCapasa,
presidentoftheCameraNazionaledella
ModaItaliana."Asoneofthefoundersof
MilanFashionWeek,hegenerouslyand
visionarilycontributedtothegrowthof
thefashionsystemanditsvalues,always
showingdeepawarenessandengagement
withthemajoreventsofourtimeand
pressingsocialissues.Hesupported
youngdesigners,culturalinitiativesin
Milanandaroundtheworld,andfostered
thefusionofdifferentartisticexpressions.
Hislegacyisaprofoundsourceof
inspirationforallofus."

"Itiswithanimmensesadnessthatthe
LVMHGrouphaslearnedofthepassing
ofGiorgioArmani,"astatementfromthe
Frenchluxurygiantread."Hewasthe
lastofthepost-war,goldengeneration
offashiondesignerswhoshaped,year
afteryear,theparagonsofhighest
elegance.Hislegacywillliveinthehearts
andimaginationsofcurrentandfuture
designersforalongtime.LVMHmaison
collaboratorsexpresstheircondolencesto
theArmaniGroupteam."

Armaniwasalsoaherotomanyyoung
designers.Amongthosewhoattended
hisfall2024Privécoutureshowwere
AmiParisdesignerAlexandreMattiussi,
andSimonPorteJacquemus,aself-
declaredfanofvintageArmani,whichhe
collectionsandwears.Healsonurtured
youngtalents,amongthemStefanoPilati.

Here'swhatleadingindustryfigureshad
tosay:

Executives
BernardArnault,chairmanand
chiefexecutiveofficer,LVMHMoët
HennessyLouisVuitton:"Ifeel
profoundlysaddenedbythepassingof
GiorgioArmani.Hecreatedaunique
style,combininglightandshadow,that
hedevelopedintoalargeandsuccessful
entrepreneurialjourneyandextended
Italianelegancetoaglobalscale.Hewas
alsoatruefriendandadmirerofFrance.I
wishtoexpressmysincerestsympathyto
hisfamily."

François-HenriPinault,chairman
andCEO,Kering:"Itiswithimmense
emotionthatIpaytributetoGiorgio
Armani.Aremarkablevisionaryand
entrepreneur,heredefinedelegance
witharigorandindependencethathave
markedourtime.Anundisputedmaster
ofItaliancouture,hisinfluenceextends
farbeyondfashionandwillcontinueto
inspireentiregenerations.Ihavedeep
respectforhisexceptionalcareerand
sendmymostsincerethoughtstohis
lovedonesandhisteams.">
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PietroBeccari,chairmanandCEO,
LouisVuitton:"WiththepassingofMr.
Armani,theworldmournsatruevisionary.
Hisimpactoneleganceandclasschanged
thecourseofluxuryforever.AsanItalian,
I alwayshadaspecialadmirationforhis
courage,forhisinexhaustiblepassionand
hisrigorousdiscipline.Hewillbedeeply
missedintheindustry."

JohnElkann,chairmanofFerrariand
Stellantis:"GiorgioArmaniwasagreat
entrepreneur,amanofculture,sensitive
andrefined,andaboveallformea
teacherandafriend.Forhalfacentury,
hiscreationshaverepresentedthehighest
expressionofItaliantaste,asymbolof
eleganceandtimelessbeauty.Mythoughts
arewithhisfamilyandlovedones."

DelphineArnault,chairmanandCEO,
ChristianDiorCouture:"I amdeeply
saddenedbythepassingofMr.Giorgio
ArmaniforwhomIhadtremendous
admiration.Hewasatthesametimean
exceptionaldesignerandanextraordinary
entrepreneur.Heheldauniquevisionof
elegance.Thefashionworldhaslostoneof
thegreats."

FrancescoMilleri,chairmanandCEO,
EssilorLuxottica:"GiorgioArmaniwas
amasterofstyleandanundisputedicon
ofItalianelegancewho,throughhis
creativeandvisionarygenius,redefined
theverycodesoffashionandbeauty.
HesharedwithLeonardoDelVecchio
anextraordinarypassionforexcellence,
qualityandinnovation,aswellasa
genuinefriendshipbuiltonmutual
personalandprofessionalrespect.For
over40years,theynurturedshared
values,ideas,andlong-termvisions,
forgingaprofoundlyinspiringpartnership
thatforevertransformedtheworldof
eyewear.ForEssilorLuxottica,ithasbeen
atrueprivilegetocollaboratewithGiorgio
Armanioversomanyyears.Thelegacy
heleavesbehind- rootedinfriendship,
courage,andvision- willcontinuetolive
onthroughtheprojectshehelpedbring
tolife.Myheartfeltthoughtsarewithhis
familyandlovedonesduringthistime."

LeonardoFerragamo,chairmanof
theSalvatoreFerragamoSpA:"With
deepcondolencesonbehalfofmyfamily
andmyself,I joininthesadnessofthe
passingofGiorgioArmani,theundisputed
masteroffashionandasymbolofpure
Italianelegance.Hewasanexceptional
manwhosevaluesprofoundlymarked
thehistoryofItalianfashion.Theyremain
alivetodayandwillcontinueoverthe
courseoftimeaswillhislong-termvision
andentrepreneurialspiritthatwillbean
ongoinginspirationforgenerationsto
come."

GildoZegna,chairmanandCEOofthe
ErmenegildoZegnaGroup:"Thisnews
saddensmedeeply.Iwouldliketothank
MaestroGiorgioArmaniforhisenduring
inspiration,forhissingularvisionof
beauty,andforbringingthespiritand
cultureofMadeinItalytotheworld.His
legacyshapedourindustryandelevatedus
all.I willalwaysbeprofoundlygrateful."

RenzoRosso,chairmanofOTB
GroupItaly:"Italyandtheworldare
mourningthelossofanextraordinary
mantoday.Everytimewemet,itwasa
genuinepleasuretotalkwithhim.He
wasalwayscurious,eagertolearnand
explore.Hisknowledgeofthefashion
world- andbeyond- wasprofound.Our
conversationswerealwaysinsightfuland
engaging,atrulystimulatingexchange
ofideas.Hispositivityandthepassion
hepouredintoeverythinghetouched
andcreatedwereremarkable.Whattruly
stoodoutwasthedepthofhissoulandhis

uniquewayofseeingtheworld.Hewasa
trueiconwhowillbedeeplymissed- but
thankstoeverythinghebuilt,hislegacy
willliveon.Andperhapsthegreatestgift
heleavesusisthis:hisimmortality."

RemoRuffini,chairmanandchief
executiveofficerofMoncler:"Ever
sinceIwasakid,Ilookeduptohim
asarolemodel,aguide.Hewasthe
symbolofwhatI dreamedof,thepoint
ofreferenceforanyonewholovedthis
world.Hisconsistency,hiselegance,his
abilitytolookaheadwithclarityand
couragemarkedaneraandsetapath.He
embodiedwhatmakesapersongreat:the
discipline,thevision,andthestrengthof
someonewhonevergaveintothetrends
ofthemomentbutguidedandinspired
anauthentic,timelessstyle.Hewaswhat
somanywouldhavelikedtobe,andwhat
noonewillevertrulybeabletomatch.An
examplethatwillstaywithusforever."

MarcoBizzarri,presidentand
cofounderofForelandchairmanof
ElisabettaFranchi:"Forhalfacentury,
heshapedtheverydefinitionoffashion
andelegance,remainingunwaveringly
truetohimselfwhileresonatingwithevery
generation.Hislegacywillendurethrough
time,atimelesstestamenttovision,
integrityandinspiration."

FedericoMarchetti,founderofYoox
Net-a-porterGroup:"Withthepassingof
GiorgioArmanitheworldlosesagiant,and
IloseaMaestro.Formorethan30years,
Iwasfortunatetoshareunforgettable
momentswithMr.Armanionprojectsboth
professionalandpersonal.Fromtheletter
ofrecommendationhepennedbyhand
formewhenIappliedtoColumbiafor
myMBAinthe1990s,tobeinganearliest
supporterofmye-commercedreaminthe
early2000s,heencouragedmydesireto
thinkdifferentlyandaimhigher."

LucaSburlati,presidentof
ConfindustriaModa:"Welostaman
andanentrepreneurwhohasbeena
truechampionofItalianidentityaround
theworld.GiorgioArmanihassuccessfully
showcasedthebeautyandcreativityof
ourcountry,becomingitsambassador
witheleganceandvision.I hopethat
futuregenerationsofentrepreneurs
willcontinuetoloveItalywiththesame
passionanddedicationthathehasshown
overtheyears."

BrunoPavlovsky,presidentofthe
FédérationdelaHauteCoutureetde
laMode:"GiorgioArmaniembodiedthe
privilegedtiesbetweentheexcellenceof
ItalianfashionandFrenchfashion.His
contributiontoHauteCoutureWeekwas
immense,reflectingbothhisrespectfor
anddeepcommitmenttocraftsmanship.
Hiscreativeaesthetichashad,andwill
continuetohave,amajorinfluence
throughitstimelesscodes."
PascalMorand,executivepresident,
FédérationdelaHauteCoutureetdela
Mode:"GiorgioArmaniwasanexceptional
designer,anunrivalledinnovator,anda
manofabsoluterefinementandsensitivity.
Healwaysembracedmodernitywhile
respectingtradition.Hebuiltanartistic,
culturalandeconomicuniversewitha
uniquelanguage,inventinganItalianway
oflifethatspreadthroughouttheworld."

CarolineBrown,globalbrand
president,TheNorthFace:"Giorgio
Armanisetthefoundationforsomuchof
ourindustryandhisinfluencewillbefelt
fordecadesstilltocome.Asadesigner,
hechangedthewaywedresswithhis
eleganceandvision- thisisknown
everywhere.Butasauniqueleaderhe
alsobuiltincredibleteamswithdeep
connectiontoboththecompanyandto

GiorgioArmaniduringthe
finaleofEmporioArmani
spring1995ready-to-wear
collection.

oneanother.Manyoftheleadersinour
sectortodaypassedthroughtheinvaluable
schoolofArmani,shapednotonlyby
aestheticbutalsobyhisexampleeveryday
ofgenuinepassionandextraordinarywork
ethic.Hisimpactisindelibleandallofus
whohadthechancetoworkunderhis
leadershipwillbeforevergrateful."

StanHerman:"Thisisadevastatingloss.
It'slikelosingsomeoneinyourfamily.Itis
theendofanera."

LuigiMaramotti,chairman,MaxMara
FashionGroup:"Anextraordinaryperson
intermsofspreadingItalianstyleand
fashionaroundtheworld.Acrucialrole
modelforthoseinthisprofession,alsofor
theintuitionshehadinthedevelopmentof
hisstores.Hewillforeverberemembered
asthemanwhohasrevolutionizedfashion
withhisintuitiontoadaptthemen's
jackettothewomen'swardrobe.Hewas
afigurewhoinspiredandwillcontinueto
inspirenewgenerationsbecause,beyond
beingadesigner,hewastrulyavisionary
entrepreneur."

AnnaWintour,chiefcontentofficer
ofCondéNastandglobaleditorial
directorofAmericanVogue:"Giorgio
Armanihadsuchaclearforceof
personalityandvisionthatyouknew
hisworkinstantly,whereveryoufound
it.Heunderstoodpowerandattitude
andeleganceaswellasanyoneeverhas
infashion,andheunderstoodwomen

too:howtheywantedtodressandwhat
messagetheywantedtosendasthey
assertedthemselvesthroughhisrisein
the'70s,'80s,andbeyond.Healsonever
confinedhimselftoonefieldorone
discipline,andunderstoodthatfashion
can'texistinasilo.Forhimfashionwasn't
onething:Itwasalsofilm,music,sport,
art,designandarchitecture,andhelefthis
markinalltheseworlds- andeverywhere
hewent."

Designers
ValentinoGaravaniandGiancarlo
Giammetti:"Wemournsomeonewehave
alwaysconsideredafriend,neverarival.We
haveknownhimforover50years- from
MareModainCapri,whereweshowed
ourcollectionstogether,tosomanyother
sharedmomentsinfashion.Wecanonly
bowtohisimmensetalent,thechangeshe
broughttoourwork,andaboveall,tohis
unwaveringloyaltytoonestyle:hisown."

RalphLauren:"Ihavealwayshadthe
deepestrespectandadmirationforGiorgio
Armani,notonlyasadesignerwhonever
strayedfromhisvision,butasaman
wholovedhisfamilyandfriendsandhis
homelandinsuchaspecialway.Though
hewasaniconoftheworldoffashion,
helivedwithgreathumilityandaloveof
livingthatinspiredthewayheworked
andthewayhelived.Hecreatedaworld
reflectingallthethingshelovedwitha
forevernessthatwillbehislegacy.">
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DonatellaVersace:"Theworldhaslost
agianttoday.GiorgioArmanichanged
historywithfashion.Hedefinedstyleall
overtheworldforgenerationsandwas
atruegeniusandamasterofclassand
elegance.Hewillbemissedforeverbuthis
styleiseternal."

MiucciaPradaandPatrizioBertelli:
"Wehavelearnedwithdeepsorrowof
thepassingofGiorgioArmani,aMaestro
recognizedforhiseleganceandcreativity,
andanundisputedprotagonistofItalian
andinternationalfashion.Hisenduring
contributionwillremainforeverinthe
historyoffashionandinthememoryofall
whoadmiredhim."

RafSimons:"I amdeeplysaddenedby
thepassingofGiorgioArmani,avisionary
whosecreativegeniusdefinedelegance
andsophisticationinfashion.Hisworkhas
inspiredgenerationsofdesignersaround
theworld,andhisenduringlegacywill
remainacornerstoneoffashionhistory.“
SirPaulSmith:"It'swithgreatsadness
thatIhearthenewsofMr.Armani,a
dearfriendandfellowdesigner,passing
away.Hehasbeenanenormoussource
ofstrengthandcreativityformanyyears.
Hiscontinuity,hisdown-to-earthnature
andhisstayingpowerinremainingas
anunlisted,independentcompanyhave
alwaysbeenahugeinspiration."

BrunelloCucinelli:"Inmyworld,in
theworldofallthosewholovebeauty,
sobrietyandwork,thestarofGiorgio
Armanihasdimmedinourearthlyreality.

GiorgioArmaniposeswith
modelsinlooksfromArmani

fall1980ready-to-wearpreview
atthedesignersheadquarters

InMilanonFeb.25,1980.

Heshonebrightlyinthefirmamentofthe
mostbrilliantartistsofourtime,andfrom
todayhewillshinegloriouslyintherealm
ofimmortalspiritsastheabsolutesymbol
ofItalianfashion.Tohimbelongsthe
honorreservedforthegreats."

TomFord:"I'veonlyjustlearnedofthe
deathofGiorgioArmani.Iamdeeplysad
andhonestly,I amstunnedashewasthat
rarehumanbeingthatseemedimmortal.
Aninstitution,agrandmanofgreattalent.
Hewasaninspirationtousallanditis
hardtoimaginethefashionworldwithout
him."

JeanPaulGaultier:"IalwaysadmiredMr.
Armaniandhiscreations.Hegavefluidity
tomen'ssuits,notleastinthecinema.
WhocanforgetRichardGerein"American
Gigolo"?Healsobroughtacertain
strictnessandprecisiontowomenswear
withsomeofthemostbeautifulsuitsever
made.WhenIstartedtoworkinfashionin
the'70s,Idreamedofhavingapieceofhis
andIboughtanArmanileatherjacket- it
wasadreamcometrue.Bravo,andthank
youGiorgio!"

DriesVanNoten:"Sosad,thatjustbefore
celebrating50years,GiorgioArmani,he
leftus...Strangethatsomebodywhowas
alwaysthere,canalsopassaway.Hewas
formethemasterofconsistency,thatstyle
ismoreimportantthanfashion,always
arelevantreality.Asayoungfashion
studentinthe'70s,Irememberseeingthe
adsphotographedbyAldoFallaiinUomo
Vogue- aquietrevolutionincut,color
andmaterial.Itblewmeaway.I lovedit,

I woreit,anditshapedmyvision.Thank
you,Giorgio!"

StefanoPilati:"WorkingforMr.Armani
wasadreamcometrue.Everything
surroundingyoureflectedhisgreatness
andstrongstylecoherence.Hewasatrue
leaderandheallowedmetogrowmy
rolewithintheteamenormously.Ikeep
therarelettersheexchangedwithmeas
precioustrophies.Thelastone,inhisown
handwriting,broughtmetotears...Iwill
foreverpayrespecttoMr.Armaniinmy
work."

AlessandroMichele,Valentino:"I am
deeplysaddenedandsorrowedfortheloss
ofGiorgioArmani,oneofthefounding
fathersofItalianfashionhistory."

JonathanAnderson,Dior:"I amdeeply
saddenedtohearofGiorgioArmani's
passing.Havingalsostartedmyjourney
designingwindowsbeforeventuring
outtocreatemyownbrand,Ifoundhis
storyincrediblyinspiring.Itgivesmean
evengreaterappreciationforallthathe
accomplished.Henotonlybuiltanempire
butalsoshapedfashionhistory.Hewill
begreatlymissed,andhisinfluenceon
fashionwillneverbeforgotten."

MatthieuBlazy,Chanel:"Formy
generation,GiorgioArmanihasbeena
trueinspiration.Wehavelostoneofthe
greatestinnovatorsandvisionariesofour
time.Hisstylewilloutlivehimandbelongs
tothefuture."

PierpaoloPiccioli,creativedirector,
Balenciaga:"Thisisasadmomentfor
fashionandtheworld.Wehavelostan
incredibletalentandatruegentleman.
Nevertheless,thelegacyofGiorgioArmani
ismonumentalandwillcontinuetolive
on,powerfulandundisputed."

PieterMulier,Alaïa:"Hewasoneofmy
obsessionsinthe1990s.GiorgioArmani
wasthesumofmanythingsthatshaped
mytaste:theimages,thestyle,thetaste.
Andthenthereweretheclothes,ofcourse.
Thewayheintroducedmovementand
lightnessintomenswear- itwasbold.The
timelessnessofhisdesigns.Piecesthat
seemtobelongtonoera,andtherefore
toeveryera.Butmostofall,therewas
hispropositionofanewmasculinity.
Softer.Inmotion.Withverylittle,he
createdsomethingimmense:apresence,
aninimitablewayofholdingoneself.
Somethingonlyhisclothescouldgive."

OlivierRousteing,Balmain:"Weall
aredeeplysaddenedbythelossofSignor
Armani,someoneIhavelongadmired
andwillalwaysrememberasasymbolof
integrity,eleganceandvision.Throughout
hisextraordinaryandenduringcareer,he
remaineddeeplycommittedtohisvalues,
carryingthemforwardwithstrengthand
profoundrespect.SignorArmanidefined
fashionbeyondtrends,stayingtrueto
hisuniquestylewithoutcompromise.
HisworkcapturedtheverysoulofItaly,
sharingitsessencewiththeworldthrough
grace,authenticityanduncompromising
beauty.Hisjourneystandsasapowerful
reminderofwhatpassion,determination
andhonestycanbuild:whenyoustaytrue
toyourself,yournamedoesn'tjustendure,
itbecomestimelesslegacy."

StellaMcCartney:"Iremembermany
yearsagoIhadashowinParisandI
invitedMr.Armanitocomeasmyguest
andIcouldnotbelieveitwhenhesaid
thathewould.Inearlyfelloffmychair
inthecrushofthecrowd.Afterwardshe
andI cameface-to-face,heart-to-heart
andasheheldmeandcongratulated
me,hewhisperedinmyearthathehad
neverbeentoanyotherdesigner'sfashion

showinhisentirecareerandIbelieve
thatisprobablystillthecasetoday.When
wesadlylostthisgreaticon,notonlyin
fashionbutalsoinbusiness.Iamsoproud
tohavemethim.I'msohonoredthathe
gracedmewithhispresence.Therewill
neverbeanotherArmani."

MariaGraziaChiuri:"GiorgioArmani
taughttheworldtheeleganceofMade
inItaly.Withhisvision,hehelpeddefine
amodernandemancipatedvocabulary
forbothwomen'sandmen'sfashion.His
contributiontoItalianfashion,hisvision
andhisintegritywillforeverremaina
guidinglight."

AngelaMissoni:"IhaveknownGiorgio
sincemyteenageyears,andthroughout
theyearsourfamilieshavesharedabond
ofmutualrespectandheartfeltaffection.
Weenjoyedmanymomentstogether,
frommeaningfulexchangestothesimple
joyofeachother'scompany.Myparents,
OttavioandRosita,andmywholefamily
greatlyrespectedhisworkandhisvision
- onethathasleftanindeliblemarkon
thefashionworldoverthepast50years.
Today,withmyfamily,I standclosetohis
lovedonesinthismomentofprofound
sorrow.Theworldwilldeeplymisshim."

AlbertaFerretti:"GiorgioArmanihas
meantmanythingstofashionandto
ourcountry,butwhatIwouldliketo
emphasizeatthismomentishisimmense
andunparalleledabilitytoalways
remaintruetohimself.Asaman,asan
entrepreneur,andasafashiondesigner.
GiorgioArmanihascreatedaunique,
unmistakablestylethathasevolvedover
timebuthasneverbetrayeditsessencein
theslightest.Tome,thisreflectsastrong
andconfidentpersonality,apowerful
identitythatdidnotbowtothetrendsof
themomentbutleftanindeliblemarkon
internationalfashion.Today,thetrueking
oftheItalianfashionindustryisleaving
us,buthisenormouslegacyofstyleand
culturewillshineforever."

LorenzoSerafini,creativedirector,
AlbertaFerretti:"Aninnateelegancein
hisgesturesandinhisstyle.Hisperpetual
ease- spontaneousandnevercontrived
-hasalwaysheldadeepfascination
formeandformycreativity.Discipline
combinedwithcreativity,passionmeeting
theutmostdedication...GiorgioArmani
wasamonumentalexampleforallof
usdesigners,withhisuniqueabilityto
remainalwaysandforevertruetohisown
visionandprinciples."

FaustoPuglisi,creativedirector,
RobertoCavalli:"Giorgio,youwerethe
purestembodimentofItalianfashion
andelegance.Throughyou,theworld
discoveredthetruemeaningofItalian
styleandthepowerofMadeinItaly.For
me,watching'AmericanGigolo'wasa
revelation,yourvisionturnedcinemainto
amilestoneoffashionhistoryandinspired
myowndreams.Youdefinednotonlya
wayofdressing,butawayoflivingwith
grace,dignityandtimelesssophistication.
Yourlegacywillliveforeverinthesoulof
Italiancreativity."

MarcoDeVincenzo,creativedirector,
Etro:"WithArmani,agiganticpartof
theimageryassociatedwithMadein
Italydisappears.Rebuildinganewoneis
complicated,becauserevolutionsneed
timeandenlightenedmindslikehisto
happen."

JacopoEtro:"Giorgiohasbeenapioneer,
aperfectionistandamanwithavision,
hisvision,thathefollowedwithout
compromise.Hisetherealandsoft
elegancewillbegreatlymissedespecially
nowadaysinthesedifficulttimes.">
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DeanandDanCaten,foundersand
creativedirectors,Dsquared2:"Weare
heartbrokenbythelossofourdearfriend
Mr.GiorgioArmani.Wewereblessedto
knowhim.Hewasandwillalwaysbethe
'SignoreofSignori'.Restinpeace."

MassimoGiorgetti,founderand
creativedirector,MSGM:""Foolsare
neverelegant.Intelligentpeople,even
dressedinrags,arealwayselegant.'Oneof
Armani'squotesI'vealwaysloved.Wewill
misshim,wewillmisshisstyle.I willalso
misshiswords."

JohnGalliano:"Aheroofdeconstruction,
deeplysaddenedbythisnews." GiulianoCalza,creativedirector,

GCDS:"ThefirsttimeI heardthename
GiorgioArmaniIwasakid,watching'Il
SartodiPanama'withmyfather.Iasked
himifGiorgiowasItalianandhesaid:
'Yes,thekingofchic.'ForyearsIthought
Armaniwasaplaceandhewasthe
king.Thatideaofeleganceresonated
withmemywholelife.Tothisday,when
Ithinkof'90spower,ofanoversized
jacket,mymindgoesstraighttoJulia
RobertsattheGoldenGlobesinthat
Armanisuit.Hewas,andwillalways
remain,thebenchmarkofeffortless
authorityinfashion."

LaviniaBiagiottiCigna,creative
director,LauraBiagiotti:"I paytribute
tomyfriendGiorgioArmani,amanof
rarehumanandintellectualvirtues,an
unparalleledexampleofdedication,
integrityandrespect.Hisdevotionto
beautyandhardworkhasleftanindelible
markoncontemporarycultureandwill
continuetoinspirefuturegenerations."

AntonioMarras:"Ihavealwaysfelt
particularlyclosetoMaestroArmani,
partlybecauseoppositesattract,partly
becausehestartedoutasawindow
dresserlikeme,andpartlybecausehe
wasatrueworkaholic.Agreatinnovator,
aCreatorwithacapitalC.Womenwill
alwaysbegratefultohimfordressingthem
withclassandcharm."
SimonPorteJacquemus:"Ialways
consideredGiorgioArmaniasagenius,
bothpersonallyandprofessionally.I
amahugecollectorofhisarchiveas
wasobsessedbyhismensweardesigns
thatIwearmyselfalmosteverysingle
day.Hisimpeccabletaste,hishouses,
hiscampaigns,hissenseofbeautyand
independencealwaysinspiredme,andwill
forever...ForeverGiorgio."

ManoloBlahnik:"GiorgioArmaniwasa
masterofelegancewhoredefinedmodern
sophistication.Hisvisionwastimeless,his
disciplineunmatched,andhisinfluence
willendureforgenerations.Wewillall
misshim."

GherardoFelloni,creativedirector,
RogerVivier:"Thereareonlyahandful
ofvisionarieswhotrulyshiftthecourse
andthelanguageoffashion,andGiorgio
Armaniwasoneofthem.Whatmakeshis
storyevenmoreextraordinaryisnotonly
therevolutionhebrought,buttheway
hesustainedhisgreatnessoverdecades,
remainingaguidinglightforgenerations
ofdesigners.Tome,asanItalian,hehas
alwaysembodiedmorethanelegance,
herepresentedbothprideandpossibility,
remindingusthatresilience,devotion
andconstancycanbeastimelessas
beautyitself."

AlexandreMattiussi,AmiParis:"Today,
wefaceanimmenseloss- notonlyforthe
worldoffashion,butfortheworldatlarge.
Ihavethedeepestadmirationandrespect
forMr.Armani,whohasalwaysbeenan
endlesssourceofinspirationforme."

GiorgioArmaniadjustsfashion
onmodelPatCleveland

backstageduringpresentation
ofselectionsfromhisfall1978
ready-to-wearcollectionand

firstcurcollection.

GiovannaEngelbert,creativedirector,
Swarovski:"GiorgioArmanitaughtus
thattrueeleganceisinnerconfidenceand
creativediscipline.Hemadeusproudto
beItalian,showingtheworldthatourstyle
canbeuniversalwithoutlosingitsroots.
Hisregalitywasneveraboutappearances,
butaboutinnerstrengthandgrace.With
loveandextremeadmiration,I willalways
carryhislessonwithme."

thisextraordinarymanwhowillforever
everbeacornerstoneoffashionhistory."

StephenJones:"GiorgioArmani
reinventedmenswearawayfromthe
BritishideafromSavileRow.Growing
upinthe'70s,hewasalwaysabeacon
forwhatwasmodern.Therehasbeen
veryfewhatswhichareasperfectashis
smallbeadedcapsandberetsinhisHaute
Couturecollections.Ialwaystreatedthem
asabenchmarkfortheperfectblendingof
headdecorationwithaheadandface."

RoccoIannone,creativedirector,
Ferrari:"Histeachingismorerelevant
thanevertoday,remindingusofthevalue
ofbuildingthingswithperseverance,
determinationandconsistency.Great
achievementsareneverinstant;theyare
builtpatiently,stepbystep,bylearningday
afterday.Inthisway,hecreatedastoryof
eleganceandbeautysoextraordinarythat
ithasinspiredgenerationsandwillforever
standasatimelessexampleforusallto
follow."

NormaKamali:"GiorgioArmanimadeus
proudtobeinthesameindustryhedignified
andhonored.ThankyoutoMr.Armanifor
allhehasdoneduringhishistorictenurein
theworldoffashion,andthememorythat
willcontinueunderhisname."

JosephAltuzarra:"GiorgioArmani
transformedthewaytheworlddresses.He
introducedamodernideaofwardrobes
thatallowedformovement,sensuality
andease,whilenevercompromising
oneleganceorrigor.Hewasthefirst
designerI becameawareof,andthefirst
pieceofluxuryclothingIownedwasa
soft,unstructuredArmanisuitIstillwear
tothisday.Hisinfluenceonfashionis
immeasurable,andhisvisioncontinuesto
shapehowwethinkaboutclothing."

StefanoRicci:"Fashion,andItalyabove
all,haslostitsincomparableMaestro.He
taughttheworldthetruemeaningofstyle
andtheeleganceofsubtlety.Tohisfamily,
andtotheentireorganisation,weextend
ourdeepestcondolences."

GraemeBlack:"Iwasluckytovisit
Giorgioafewweeksagoandspendsome
preciousmomentswithhim.Hewasa
beaconofrefined,respectfulcreativity.I
wasfortunatetomeetGiorgioasayoung
manandhadtheopportunitytowitnesshis
geniusfirsthand.Hehelpedmerealizethat
qualityandintegritymattermostinlife.
Heinstilledinmeasenseofhumilityanda
respectfulcuriosityforthedesignprocess
whichIstillbelieveintoday.Wehavelost
ageniusofstyletoday,butmainlyImourn
thepassingofawitty,clevermanwhogave
mylifeclarity."

EdelineLee:"GiorgioArmanidefined
thesoftapproachtotailoringforhis
generation.Iamsoinspiredbyhowhis
workspoketowomennavigatingthe
powerstructuresoftheirtimewithease
andanewdefinitionoffemininity.It'sa
conversationIconsistentlystrivetocarry
forwardinmyownwork."

ChristianSiriano:"IadmireArmanias
themanandthedesignerwhowasable
tostaytruetohiseveningwearvision
andaestheticwhenit wasn'talwaysthe
'fashionable'thingtodo- nomatterthe
trend,hekepttruetothatvisionofserving
hiscustomerwiththeutmostluxuryand
glamour.Thishasalwaysresonatedwith
meassomethingthatI'vestrivedtodoin
myownjourneyasadesigner.Heisand
alwayswillbeaninspirationtomeandso
manydesignersforyearstocome."

JoanneYulanJong:"Workingclosely
withMr.Armaniwasaformativeperiod
inmycareer,onethathasforevershaped
myperspectiveontheworldoffashion.
Hetaughtme,andeveryonehehired,to
aimextraordinarilyhigh,topayobsessive
attentiontodetail,andtoneversettlefor
lessthanthebest.Hewasmeticulous,
withalaser-sharpfocus.Nothingever
escapedhiseye.Attimes,itcouldbe
prettyterrifying.Irememberhownervous
Iwouldgetpresentingcollectionstohim
inwhatwecalledthe'SalaBianca'athis
Milanheadquarters.Wewouldspend
hoursdebatingthetiniestadjustmentstoa
garment,thecurveofalapel,theslopeof
ashoulderline.Occasionally,I'dsummon
thecouragetodefendadesignchoice
I feltstronglyabout.He'dfixmewitha
sternlook,buttherewasalwaysaflicker
ofhumorinhisblueeyes.Heistrulyan
irreplaceabletitanoftheindustry.Whatan
unspeakablelossfortheworldoffashion."

SergioHudson:"It'sadarkdayin
fashion.Oneofourlastgreatvisionariesis
gone.I'mgrievingnotjustforMr.Armani
butforanentireindustryoftruecraftsmen
thatseemstobedisappearing.Itfeelslike
theendofanera,andthelossisdeeply
personal."

JeffreyBanks:"Fromhisveryearly
mid-'70sadsinL'UomoVoguefeaturing
pageafterpageofheadshotsofhandsome
menwearinghiscollaborations,I wasan
enormousadmirerofhisbeautifulwork.
ManyyearsagoI wasprivilegedtoattend
anArmanishowinVeniceattheHotel
desBainsonTheLidoanditwassimply
breathtaking.Oneyear,afteraCFDA
AwardseventatLincolnCenter,Igotto
theafterpartynearbyearly,andthere
wasnoonethereyetexceptthehostand
Mr.Armani.Wegottospeakforafew
minutesalone:mewithmybrokenItalian
andhewithhishesitantEnglish.Hewas
graciousandkind,theperfectgentleman.
Theworldhaslostaquintessentialmaster
ofhismetier,andweshallneverseea
replacementforhisboundlesstalent.Il
Maestroemorto.Lungavitaalre!"

DonnaKaran:"Tome,GiorgioArmani
wasmorethanfashion.GiorgioArmaniwas
life-menswear,womenswear,furniture,
food,hotels,beauty.Itwaseverything.Itis
CocoChanelandGiorgioArmani;thosetwo
areit.Hewaskindofmyidolandalways
willbe.Hedidn'tcarewhatotherdesigners
did- Armanididhis."

JosephAbboud:"GiorgioArmani
wasatruegiantinourindustry.His
globalimpactonthefashionworldwas
unparalleledandhisinfluencereachedfar
beyondanyotherdesignerinthehistory
offashion.Weweresistercompanies
undertheGFTbannerandIhadthegreat
goodfortunetomeethimonanumber
ofoccasions.Hewastheconsummate
gentleman,humbleandapproachable,yet
hewasatruegeniusofourtime:alegend,
amasterofsoftdrapeandsensualcolor
whocanneverbereplicated.I'mtruly
saddenedbythelossofoneofmyheroes,

DianevonFurstenberg:"GiorgioArmani
inventedtheindustryofItalianready-to-
wear.Histailoringformenandwomen
hadahugeimpactinglobalfashionand
hewasthefirsttocreateArmanicasa.He
washardworker,kepttotalcontrolofhis
companyandalwaysdidthingshisown
way!HisconsistencyhasbeenSUPERB."
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ToddSnyder:"Mr.Armaniisthereason
Ifellinlovewithtailoring.Fromthe
momentI discoveredhisworkinthe
1980s,Iwascaptivatedbytheeleganceof
hisdrape,theeaseofhissilhouetteandthe
quietpowerofhisstyle.Hewasthemaster
tailor.Everycollectioncarriedaneffortless
sophisticationthatredefinedmodern
menswear.Hisvisioninspiredgenerations
ofdesigners,myselfincluded.Hewasa
truegenius,andhisinfluencewillcontinue
toshapefashionfordecadestocome.
Today,Imournthelossofalegendand
celebratethelifeofaniconwhochanged
thewayweseetailoringforever."

KennethCole:"Fordecades,Giorgio
Armanidressedandempoweredtheworld
withenduringstyleandreliablequality.He
inspiredme- andgenerationsofdesigners
andconsumersworldwide."

ReedKrakoff:"Asateenagerintheearly
1980s,IremembervisitingBarneysand
seeingArmani'stailoredclothingfor
thefirsttime.Hehadtransformedthe
ideaoftheBrooksBrotherssuitthatmy
fatherworeandcreatedsomethingthat
hadamodernityandpowerIhadnever
imaginedasuitcouldsuggest.Yearslater,
I hadasimilarmomentwhenI firstsaw
picturesofhisfirstwidelypublished
apartmentinMilan,furnishedalmost
entirelywithJean-MichelFrankpieces- a
truevisionaryagainandagain."

LaQuanSmith:"Mr.Armani'slegacyis
onethathasdefinedandredefinedmodern
luxury.Hisvision,discipline,andability
tocreatetimelesssophisticationhave
influencedgenerationsofdesigners,myself
included.Heshowedusthepowerof
restraint,ofelegancewithoutexcess,and
howclothingcanempowerawomanwhile
stillfeelingeffortless.Hisimpactonfashion
iseternal,andhiscontributiontothe
languageofluxurywillcontinuetoinspire
usall.Mydeepestcondolencesgooutto
hislovedonesandfamilyduringthistime."

TommyHilfiger:"GiorgioArmaniwas
atrueluminarywhoredefinedelegance.
Hisvisionshapednotonlyfashion,but
alsothewaystyleitselfisunderstood-
demonstratinghowaclothingbrandcan
extendintolifestyle,hotels,restaurants,
culture,filmandbeyond,creating
experiencesthattranscenddesign.I
havealwaysdeeplyadmiredhisartistry,
innovationandunwaveringdedicationto
excellence.Hispassingleavesanimmense
void,yethislegacywillstandasoneof
themostinfluentialchaptersinfashion
history.Myheartfeltcondolencesgoout
tohisfamily,hiscolleagues,andallwho
cherishedhim."

HelmutLang:"RestinpeaceMr.Armani.
Pioneerandlegend."

MichaelKors:"IboughtmyfirstGiorgio
ArmanijacketwhenIwas19yearsold,
aftersavingup.ItwasthefirsttimeI'd
everwornajacketthatfeltaslaid-back
andrelaxedasahoodie.I couldthrowit
onoveraT-shirt,pushupthesleeves,and
danceallnightorgotowork.Mr.Armani
trulychangedthewaypeoplelivedand
dressed.Histimelesselegancewasalways
allabouttheindividual.Evenpeoplewho
haveneverwornhisclotheshaveworn
thingsimbuedwiththerelaxedspirithe
broughttoeverything.Thereareveryfew
designerswhocanrevolutionizetheway
peopledressinameaningfulway.Armani
isoneofthoserarefew.I willmisshis
grace,hissenseofstyleandhisapproach
toeverythinghedidinlife."

PierpaoloPiccioli,Balenciaga:"Thisis
asadmomentforfashionandtheworld.
Wehavelostanincredibletalentanda
truegentleman.Nevertheless,thelegacy

ofGiorgioArmaniismonumentaland
willcontinuetoliveon,powerfuland
undisputed."

GiambattistaValli:"Ihavealways
admiredMr.Armani'sunwaveringethics
andtirelesscommitmenttobeauty.Inhis
uncompromisingpursuitofperfection,
I oftenseeechoesofmyself- perhapsa
kinship,sincewearebothCancers.His
coherence,hishonesty,andhisintegrity
remainalessoninfidelity,tohimself,to
histeam,hisvision,andtothemessage
hecarriedalmostasaritual.Heextended
elegancebeyondfashion,elevatingitinto
aphilosophy,aneverydayposture.Never
throughexcessorostentation,butthrough
quietdiscipline- ameditativeexpression
ofgrace.Andnow,likeaconstellation,he
hastracedhisownMilkyWay- apathfilled
withstarsthatwillshineforever,inspiring
andguidinguswiththeireternallight."

ToryBurch:"Itisimpossibletooverstate
GiorgioArmani'simpactonourindustry.
Hegenuinelytransformedfashion,not
onlyasadesignerbutasanentrepreneur.
Hebuiltaworldandalifestyle,andhewas
uniquelysensitivetohowwomenwantto
feel:powerful,sensualandfree."

ThomBrowne:"GiorgioArmaniwasa
truecreativevisionary...atrueoriginal
thatdideverything,uncompromisingly,his
ownway...Hewasalwaystruehimself...
andhisworld...hewasatrueinspiration
inthisway...Thefashionworld,andthe
world,willsurelymissthisinspirational
genius...Weshouldalltakeamomentand
appreciatehowheinspiredus..."

NarcisoRodriguez:"Mr.Armaniwill
foreverbeaheroofmineandIwillalways
admirehisprecision,hisloveofthecraft
andtheconsistentexcellencehedelivered
underhisname.Heinspiredpeersand
profoundlychangedthewaymenand
womendressedonaglobalscale.Few
designershaveoreverwillleavesuchan
impressiononfashionasMr.Armanidid."

ZacPosen,executivevicepresident
andcreativedirector,GapInc.:"There
isonlyoneGiorgioArmani,theman,
thelegend,thepioneerwhochanged
whatitmeanttobeadesigneranda
truemaverick.Heredefinedelegance,
makingit authentic,timeless,relaxedyet
glamorous,andbuiltoneofthegreatest
brandsofourlifetime.HecarriedItalyto
theworldstage,celebratingitsbeauty,
preservingitsspirit,andevolvingitinto
thefuture,makingit meansomething
everywhere.Tobedressedbyhimwas
oneofthehighlightsofmycareer;nothing
feelslikeanArmanisuit.Thankyou,
Maestro,fortransformingourindustry,
forstayingtruetoyourvision,andfor
leavingbehindanempireandalegacy
thatwillendureforever.Restinpeace."

EmilySmith,creativedirector,
Lafayette148:"GiorgioArmanidefined
howmodernwomendresstodayandset
thestandardforbuildingatrulyglobal
fashionbrand.Hisimpactonourindustry
willbefeltforyearstocome."
Retailers

PierluigiCocchini,chiefexecutive
officer,Rinascente:"Thepassingof
GiorgioArmanileavesuswithoutone
ofthegreatestmastersandinnovators
ofglobalfashion.HisbondwithLa
Rinascentewasdeepandformative:at
thebeginningofhiscareer,heworked
inourofficesasawindowdresserand
textilebuyer,experiencingfirsthandthat
creativeenvironmentwhichwasmuch
morethanjustadepartmentstore.It
wasalaboratoryofideas,astagewhere
graphicdesign,photography,design,
visualarts,andcommunicationcame
together- andforhim,itwasadecisive
trainingground...Inthismomentof
sorrow,wewouldliketorecallapassage
fromhisstoryaboutLaRinascente,
whichIfoundtobeoneofthemost
beautifulcomplimentseverreceived:'La
Rinascente,whichhadhiredme,alsogave
meenoughself-confidencetoleaveit'."

GiorgioArmaniandfilmmakerMartin
ScorsesevisitHarry'sBarin1990,the

morningaftertheir"MadeinMilan"film
premiereanddinnerpartyonthelast

dayoftheVeniceFilmFestival.

Retailers
BobMitchell,MitchellsStores:"I
cherishthepictureGiorgioandmyselfdid
forour50thanniversary.Hewillalwaysbe
aniconinourindustry."

RonnieFieg,Kith:"WhenIthinkof
truetitansoftheindustry- thosewho
brokebarriersandinspiredgenerations
ofdesigners- onlyonenamecomesto
mind:Mr.Armani.I'llneverforgetthe
dayI presentedthebookIhadprepared
forourcollaborationtoMr.Armani- it
waseasilythemostnervousI'deverbeen,
becauseIwasabouttomeetthevery
personwhoinspiredmetodoitall.Today,
IfeelasthoughI'velostapillarinmylife.
Hisvisionshapednotonlymycareer,but
thewayIseedesignandpossibility.He
stoodforthehighestlevelofopulenceand
elegance."

SimonLongland,buyingdirector-
fashion,Harrods:"GiorgioArmaniwasone
ofthegreatarchitectsofmodernfashion.
Withthedeconstructionofmen'stailoring
andtheeffortlessrefinementhebrought
towomenswear,heliberatedthewayan
entiregenerationdressed,introducing
anewelegancethatcontinuestodefine
contemporarystyle.Hewasavisionary
notonlyindesignbutalsoinbusiness:the
pathheforged- fromdiversifyinginto
womenswearandaccessoriestobuilding
alifestyleempireunderhisownname-
becameamodelthatothershavesince
followed.Aboveall,GiorgioArmaniwill
berememberedforthepurity,beautyand
craftsmanshipofhiscollections,andforthe
profound,lastinginfluencehehadonthe
waytheworlddresses."

JoanBurstein,founderofBrowns,who
introducedArmanitotheU.K.market:
"Thefirstmenswearshowathisapartment
inMilanwasanunforgettablemoment.I
remembertheunlined,floatingjacketsin
pastelcolors,likenothingonthemarket.
Iaskedhimifhewoulddoawomen's
collectioninthesame[style]- whichhe
did.Alovelyman."

CarlaSozzani:"RememberingGiorgio
Armanimeansretracingnotonlythehistory
ofagreatdesigner,butalsofragmentsof
myownlifethatareintertwinedwithhis.
MymemoriesofGiorgioArmaniaremade
ofadmirationandfriendship,ofencounters
thatItreasurewithdeepemotion.Armani's
legacyisalessoninessentiality,discipline
andauthenticity.Forthenewgenerationof
creativesimmersedinaworldthatrushes
forwardandoftenrewardstheephemeral,
Armaniremainsasolidpointofreference.
Heteachesthatstyleisneverostentation,
butidentity;thattruemodernityisborn
offidelitytooneself.Inatimeofnoiseand
distraction,hisquietyetauthoritativevoice
continuestoshowtheway.Aguidinglight,
hispowerfulvoicewillcontinuetoinspire
thefuture."

MichaelGould,formerchairmanand
CEO,Bloomingdale's:"Giorgiowasthe
giantofthegiants.Theydon'tcomemuch
biggerthanGiorgioArmani.Notonlydid
hesetatoneinfashionwithincredible
design,youcouldfeelthequality,the
workmanship,butalsothemerchandise
hadincrediblecommercialvalueand
wasveryprofitable.Thatwasoneofthe
thingsthatsethimapart.Hisready-to-wear
andmenswearweremajorbusinessesat
Bloomingdale's,andtherewasconsistency
tohiscollections,yearafteryear- great
fashion,greatcommercialvalue.He
neverdeviatedfromhisvision.When
youwentintohisstores,therewasnever
anyconfusionaboutwhoyousaw.Other
designersshiftedtheirvisionmanytimes,
butwithArmani,therewasnomistaking
him.Irememberseeinghimoftenatthe
shows.Hewasatruegentleman.">
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ActorRichardGereshows
designerGiorgioArmani
hissuitlabel,asguests

watchtheexchange,with
socialiteLeeRadziwill.

GenePressman,formerco-CEO,
creativedirector,Barneys
NewYorkwhichlaunchedArmani
menswearintheU.S.in1976:"Wehad
averycloserelationship.I workedwith
Giorgioformanyyears.Wewenttomany
dinnerstogether.Wewenttoparties
together.Ispenttimeinhisapartment.
Hewassocreativeandbrilliant.Waiting
forhisnextshowinMilanwaslikewaiting
forthenextBeatlesalbumtocomeout.
Whenyouhangoutwithsomeonewith
thatmuchtalent,yougetabittingly.It
wasspecial.Hewasverylowkeyand
unassuming,abitofaloner.Hispartner
SergioGaleottiwasacharacterandvery
outgoing.Hemadethedealwithmy
father(thelateFredPressman.)Myfather
discoveredArmaniinthepagesofVogue
Italia.Hesaidtome,'thisguyisreally
talented,'andwantedtosignhimupas
anexclusive.HecalledGabriellaForté,
workingattheItalianTradeCommission
then.Sheeventuallyendeduprunning
Armani'soperations,andheaskedher
tofindGiorgio.Inthosedaystherewere
reallynoItaliandesigners(selling)in
America.WithmyfatherandGiorgio,it
wasanextraordinarymutualadmiration
society,ifyouwill.Theylovedeach
otherandworkedcreativelytogether.It
wasaverypivotalmomentforBarneys
andformenswear.Bothwereneverthe
same.Inthosedays,menswearwasall
aboutBrooksBrothers.WithGiorgio,it
becamesexier.Giorgiobroughtinawhole
differentgenreofclothing.Buthedidit
inaverynuancedway,withgreattaste.
Hewasanunbelievablecolorist,andthe
hardestworkingguyI everknewexcept
formyfather.Hedidawholerangejust
forBarneys.Wecollectedfabricstogether,
andwewerebuildingahugebusiness
togetherforBarneys.Itwasalmostlike
ahousebrandatBarneys.Giorgioalso
influencedchangesinthecustomers
comingtoBarneys.Westartingseeing
SNLandHollywoodtypes.Hewastrulya
visionary."

MarcMetrick,CEO,SaksGlobal
OperatingGroup:"Todaywelosta
truepillarofthefashioncommunity.A
trailblazingforceforqualitycraftsmanship
andrefinedtailoring,ithasbeenaprofound
honortohavehadMr.GiorgioArmani's
partnershipforsomanyyears.When
IstartedatSaksFifthAvenuein1995,
Armaniwasthedefiningbrandofthetime.
Hesethisownstandardforfashionand
successfullyupheldtheArmanibrand's
unwaveringsignificanceeversince.Thefirst
designerpieceIeverboughtwasanArmani
suit,whichmarkedadeeplymeaningful
andunforgettablemomentforme.Asboth
abusinessmananddesigner,Mr.Armani's
passioniswhatcementedthebrand'slasting
legacyandculturalimpact.Withhisbold
creativityandvision,hewasaninspiration
tomeandsomanyothers.Hewillbegreatly
missed.OnbehalfofSaksGlobal,weextend
ourdeepestsympathiestoMr.Armani's
family,friendsandlovedones."

LindaFargo,seniorvicepresident,
fashionofficeandstorepresentation,
BergdorfGoodman:"Onbehalfof
BergdorfGoodman,wearedeeply
saddenedbythepassingofMr.Armani.
Hewasanexceptionallyimportantpart
ofourhistoryandtheveryfabricof
BergdorfGoodman.AsArmani'sfirstretail
partnerinthewomen'sbusinessinthe
U.S.,openingwithBergdorfGoodmanin
1980,onlyafewyearsafterhestartedhis
business,ourintertwinedrelationship
isespeciallysignificant.Mr.Armani
wasexplodingwithhisnewvisionashe
revolutionizedfashionatthattime,and
ourclientsfellinlovewithhowtheyfelt
empowered,chicandunderstatedintheir
Armani.Thatloveaffairneverended.Over
theyears,weremainedgoodfriendsand
partners,andourclients'attachmentto
hisaesthetichasneverwavered.Armani
hasalwaysbeenabouttheultimateItalian
craftanddesign,apassionforstyle
andtimelessness,andavisionforboth
strengthandbeauty.Itiswiththeutmost

respect,gratitudeandaffectionthatwe
havetosaygoodbyenowtothemaestroof
fashion- amanwhomadeadifference,a
manwhobelongstohistory."

GeoffroyvanRaemdonck,formerCEO,
NeimanMarcusGroup:"Mr.Armani
definedaneraofelegancewithavisionthat
transcendedfashiontoshapecultureitself.
Hisgeniuslayinmakingsophisticationfeel
effortless,whilehisdisciplineandartistry
inspiredgenerationsofdesigners,retailers
andclientsaroundtheworld.Forthose
ofusprivilegedtopartnerwithhim,he
embodiednotonlyexcellencebutgrace
andgenerosity- atrueiconwhoselegacy
willremaintimeless."

JuddCrane,executivedirector- buying
andbrand:"GiorgioArmaniwasalegend,
avisionaryandanicon.Asadesigner,
Mr.Armanihasshapedthemeaningof
modernfashion.Asabusinessleader,he
willberememberedasanindependent
spiritandavisionarybrandbuilder.My
firstmemoryofArmaniwasofhisera-
defininginterpretationofmasculinityin
thefilm'AmericanGigolo,'andmostrecent
memorywascollaboratingonaprojectin
ourLondonCornerShopearlierthisyearto
celebrateEmporioArmanianditsindelible
historyasamaverickofthe'conceptstore'
combiningflowers,books,confectionery
andfashion."

Celebrities
RichardGere:"Giorgiowascertainlyan
original.Anartist.Avisionaryofsorts.
Withtheeyesandhandofacraftsman,
andthesoulofapainter.Hisworkhadhis
essencealloverit.Andhecaredrightup
totheend.Uncompromising.I knowthere
werethosewhoheterrifiedbecauseofhis
exactingnature.Tomehewasasupremely
talentedpussycat."

MichellePfeiffer:"Iwassofortunateto
beintroducedtoGiorgioatsuchayoung

ageandduringsuchanimpressionable
timeinmylife.I willalwaysremember
himforhiskindness,generosity,and
enormousheart.Thoughhespokeno
EnglishandI notawordofItalian,we
understoodeachotherdeeply.Hewasone
ofthemostprincipledandloyalpeopleI
haveeverknown.Histasteandtalentwere
unparalleled,settingthebarincredibly
highforallwhofollowed.Heopenedhis
fashionhouse,hisheart- andattimes
evenhishome- tothosehelovedand
admired.Hewillbedeeplymissed."

LauraDern:"Whataheartbreakingloss
ofoneoftheworld'sgreatestartists.Atrue
pioneerandaherointheworldoffashion.
ThankyouMr.Armani,foryourgenius
andgrace,andforallthatyoutaughtme
aboutwalkingthroughtheworld- asyou
dressedmeforsomanyofthemostspecial
momentsinmylife.Itwasablessingand
anhonor."

MartinScorsese:"ImetGiorgioArmani
forthefirsttimein1983,inMilan.We
foundcommongroundrightaway.Iloved
fashionandhelovedcinema- infact,he
wasinspiredbythefilmshesawasayoung
man.Overtheyears,arealfriendship
bloomed.Andthen,acollaboration.Imade
afilmportraitofGiorgio,andhegaveus
thesupportweneededforadocumentary
onItaliancinema,andthenontheWorld
CinemaProject.Throughalltheyears,he's
beenaconstantforme.Apillar.Giorgio
wasmorethanaclothingdesigner.Hewas
arealartist,andagreatone- peopleuse
theterm'timeless'quiteoften,butinhis
caseithappenstobetrue.There'snothing
hiportiedtothemomentinGiorgio's
designs.They'regenuinelyelegant,inside
andout,andtheyaren'tmeanttobe
gazedatonarunway.They'reforpeople
towear,toenhancetheirownindividual
senseofnaturalelegance.I'vehadtosay
somanygoodbyes.Thisonehitshard.But
hisartistry,hispresenceandhisabiding
friendshipwillneverleaveme."
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BEAUTY

Giorgio Armani Leaves
A World of Beauty

The latedesigner,with

licenseeLOréal, createda
dynamic three-axesfragrance

andcosmeticsbrand.
BY JENNIFER WEIL

Giorgio Armani left anindelible mark

onthebeauty industry,with hissignature
blendof sophisticationandsimplicity.

Since 1988 the Italian designer,who died

Thursday in Milan at age91, developedhis

beautybrand — includingperfume,makeup
andskin care in close collaborationwith

L’Oréal.That license was among the first in
the Armani Group’sportfolio.

“Giorgio Armani was,without question,
oneof the greatestcreatorsof the last

hundredyears,” said Jean-PaulAgon,

chairman,andNicolas Hieronimus,chief
executive officer of L’Oréal, in ajoint
statement.

“He didn’t just conceive unique,

originaland timelessfashion;hewasalso

a formidableentrepreneur,whobuilt

oneof the mostimportant coutureand

luxuryhousesknown today. Beyond
his brilliant, visionarymind, markedby
flashesof creativegeniusandworldly
intelligence,hewasalso atruly charming
andhumorousindividual,” theyadded.

“Togetherwe havebuilt oneof themost
desirablebeautybandsin the world. We

arecommitted to upholdingits legacy
in linewith the heritageof Mr. Armani,”
Agon andHieronimussaid.

Thegrouppaid condolencesto the

designer’s family, friendsand colleagues.
“His passingleavesanimmensevoid in the
world of fashion and beauty,” said L’Oréal,
in the statement.

TheArmanibrand is timeless,bu
alsoin tune with the times.Blockbuster

productssuchas sîfragrancesand Maestro
foundationhave attractedA-list brand
ambassadors like actress Cate Blanchett
andHanni, the leadsinger of NewJeans,
who helpedtransformArmani beautyinto

asustainable,global powerhouse.It is

amongL’Oréal’s “billionaire” brands.

“Mr. Armani, the private man leaves

avoid that is impossible tofill,” stated
Blanchett. “Not just in the worlds of fashion,

bu in theheartsofmillions of peoplewhose

lives he influenced. Ever a man of dualities,
hewas aColossus,a King, aTitan–bu
simultaneously a thoughtful, hands-on

craftsman;true, directand sincere.
“The Mr. Armani I hadthe pleasureto

knowwasdeepof heart,loyal, wiseand
courageous,” sheadded.“I count it as

one of thegreatestprivilegesofmy life

to havebeenin his orbit. How will we all

keep turning without him? My heart is

with his fashionfamily and,of course,with
his belovedRoberta,Silvana, Andreaand
RosannaArmani.”

VéroniqueGautier,who servedasArmani

Beauty’s global presidentuntil January
2024,said: “It’s an understatement to say
whataprivilegeit wasto workalongside
Mr. Armani for 13 years. A trueconnoisseur
of fragrance andbeautyrituals, he had a
visionaryapproach.

“Long before it becameatrend,he
championedsimplicity, innerbeautyand

quiet confidence,creatinga uniquevision

shaping iconic products,” shecontinued.
“His credowasa powerfulguidance:
Elegance is not aboutbeing noticed, bu
aboutbeingremembered.Beyondhis

own brand,he leavesbehindanimmense

legacy,onethathaselevatedthestandards
of the entirebeautyindustrv.”

Armanifirst dippedinto beautywith
fragrances:Armanifor Womenin 1982,
followedby Armani for Men. Theangular

shapeofthe perfumebottles,conceived

by the designer,reflectedhis penchantfor

geometrics.
Otherscentsfollowed, includingAcqua

di Giô men’s cologne in 1996,which
becamea runaway successandhas
rankedamongthe top three men’s scents
worldwide for years. The fragrance’s
marine notessetanew olfactive trend,and

its campaignfrontedby a pensiveLarry
Paul Scottbecameiconic.

The2000ssaw the launchof Armani
CodeandtheArmaniPrivè high-end
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subsequentlybeenexpanded.
The sîwomen’s fragrance,out in 2013,

waspositionedas Armani’s first women’s
perfumepillar to be launched

sinceAcquadi Gioiain 2010.

It wasfrontedby Blanchett,

whoalreadyhadaclose
relationshipwith the

designer.

No long after, Armani
launched its long-awaited

makeupcollectionin fall

2001. That was streamlined
andminimalist,just like the

designer’s clothes.

“I wanted to create a
line thatwasspecialin its

sophisticationandluxury–
both asan extensionand a

complement to my fashion,”
explainedArmani, in aWWD

article datedJune23, 2000. “The
new cosmeticsline fits into our
Giorgio Armani lifestyle.”

Thecolor collection,with 139

stockkeepingunits andafocus

on foundationin both powderand

liquid forms,wascreatedin collaboration
with makeupartist PatMcGrath. Alongside

representinganew productcategory,
the makeupwasalso meantto pushthe
brand’sbeautybusiness— which until then
consistedof fragranceonly – to the next
level.

Colors rangedfrom freshnudesto

highlysophisticatedhues, as theydo still

today.Armanimakeup,andespecially
its foundations,areknownfor their

transparentformulaswith afeelingof

weightlessnessandsoftness.
After themakeuplaunch,for the first

time,Armani solditsbeauty products
in shops-in-shop,a conceptthe designer
himself wantedcreated.

By then, theArmanibrand hadbecome

a big player in both the men’s andwomen’s
perfumecategories. TheEmporioArmani
men’s andwomen’s duo, apair packaged
in twin acid-dippedaluminumcolumns
with rubberheads,launchedin 1997, were

a hit, for instance.

Armaniin 2007enteredskin care,with

CremaNera,which translatesintoBlack

Cream. The cream itselfwaswhite,but
themonikerwinked to amineralcomplex
foundin blackvolcanic rocks on theSicilian
island of Pantelleria. That’swhere the

designersaw firsthandtheeffects of local

mud bathsonskin. The CremaNera linehas

continuedto beexpandedfromthere.

A year after its introduction,Armani
launchedSkin Mineralsfor Men, starting
with five productswith a lighter texture

than CremaNera.

Armani beauty’s high-wattage celebrity

powerhasnever dulledandspans
generations.

In November 2024, it unveiled “A Few

Days in Venice,” a documentarydirected

by Loïc Prigentfocusingonyoungactors
at the81st Venice InternationalFilm
Festival.The 23-minutefilm starredCamila

Mendes,ChaseStokes, Chris Briney, Clara

Galle, IsabelaMerced,JacksonYee, Julio
Peña,Lili Reinhart,MuhannadHamdiand
BeatriceVendramin.

Armani beauty’s long-standing affiliation

with theVenice Film Festivalkeepsevolving,
andthismonththebrandis taking that

partnershipto thenext level. In itseighth
consecutive year as the festival’s official

beautysponsor,it uppedthenumberof
activations for theeditionthat runsthrough
Saturday.Thatcoincideswith the50th

anniversaryof theGiorgio Armani maison.
To marktheoccasion,Armanibeauty

took over the VeniceVenice Hotel to set
up the Giorgio Armani CinemaClub, a

new formatthat aims to becomea hub

celebratingthe seventhart, fashion,
glamourandbeautyfor two weeks.From

the brandedfacadeto interiors revisited as

a movietheater,the spaceintends to offer

a gatheringpoint for actors,friendsof the
brandandinfluencersto meet,relax and
discussmoviesduring the event,aswell

asbecomeArmani beauty’s epicenterof

contentcreation.

Alongwith long-standingArmani
beautyambassadorssuchas Blanchett,

AaronTaylor-Johnson,SadieSink,
Nathalie EmmanuelandMadisinRian,
actorsspanningfrom Sofia Carsonto
ShaileneWoodleyand Riley Keough

were expectedto attendthe curated

program stagedat the venuein between
their redcarpetappearances.Dinners,a
masterclassandbehind-the-scenesvideos

werealsoplanned.
Armani beautyhasstrengthenedits

bondwith the world ofcinema through
differentprojects. In Venice, Armani

beautysupportsandpresentsthe
“Audience Award” in the “Spotlight”
competitivesection dedicatedto new
cinematicvoices andwherethe public is to
selectthe bestmovie.

Otherfilm eventsArmani beauty
partnerswith includeRomania’s
TransilvaniaInternationalFilm Festival.
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HOME DESIGN

The DesignCommunityHonors
Giorgio Armani'sLegacy

A pioneerin the world of
fashion,he wasequally

respectedfor his interiors and

lifestylevision, channeled into

the Armani Casaline, branded

hotelsandresidences.
BY SOFIA CELESTE

MILAN – WhenGiorgio Armani unfurled
his first homecollection,packedwith soft

streamlineddesignsandhis trademark

neutralpalette25 yearsagoin Milan, he
saidthe philosophybehindit wassimple.
“There’s not a lot of difference betweena
pieceof furniture anda pieceof clothing:
both haveto feel good whenyou come
into physicalcontactwith them,” the
designer,who diedatage91 onThursday,
saidatthe time.

While hewasn’t thefirst to enterinto

the homeanddesignsphere– Ralph
LaurenandGianni Versacehadtestedthe
watersbeforehim his lifestyle vision
roseforcefullyonaglobalsphereandwas
overthe yearsembracedby real estateand

hospitalitydevelopers,culminatingin 2010

with his first hotel coveringeightfloors

within Dubai’s Burj Khalifa, the tallest

building in the world.
Thatopeningwasquickly followedby

the openingof the ArmaniHotelMilan

on Via Manzoniin 2011. In 2014, it was
announcedthathewould branda60-story
oceanfrontcondominiumtower in Sunny
Isles Beach,Fla., designedbyArgentinian
architect César Pelli.

His participationin Milan DesignWeek

herein the early 2000sandthe formation
of his interior designstudioin 2004
contributedgreatly to Milan’s reputationas

a moderndesigncapitalandspurredthe
wider fashion industry’sparticipationin

the homesector.

“We should always rememberGiorgio
Armani for the clarity of hisvisionand
his quiet,everydaypursuit of excellence.

His workembodiedrigorand restraint,
seeking formsbuilt to endure.Behind

thoseessentialchoiceslay arareblend
of geniusanddiscretion— abelief that

style shouldnevereclipse the individual.

Theseprinciplesremaina touchstonefor

ourdesigncommunity,”said Maria Porro,
presidentof Salonedel Mobile.Milano, the

PatriciaUrquiola, theMilan-based
Spanisharchitectanddesignerknownfor

herwork with world-renownednames
like Cassinaandluxury brandslike Louis

Vuitton andBuccellati, saidArmani’sdeath
leavesa palpablevoid in the community
andMilan asa whole.

“With Giorgio Armani, we lose not onlv

agreatmaestroof fashion bu a figure who
embodiedthespirit of Milan. His language
of elegance[was] essentialand timeless. His

philosophy[was one]of harmony,restraint
andauthenticity.Milan washis stageand

his mirror: rigorous, international,yet
deeplyhuman,”shetold WwD.

ArmaniCasa markedits 25th

anniversarythisyear and,in April,

the brandunveileda striking collection
that spokevolumes about Armani’s
admiration for the FarEast– a recurring
influenceandinspiration overtheyears.
The newlineup wasmoredecorative

thanin previousiterations, bringing the
amountof craftsmanshipand detail to
couture level.

Dubbed “Oriental Inks,” the collection

wasdisplayedduring Milan DesignWeek

at the sprawlingArmani Casastorein the
city, andwasalso displayedin the 15 shop
windows.

In 2024,Armani openedhis company’s
newbuildingat 760 MadisonAvenue
in New York, whichwasentirely
redesignedto include residentialunits,
the newGiorgio Armani andArmani/Casa
boutiques,andanArmani/Ristorante,
whichopenedin November.

BendisRonchettiIllulian, whotogether
with his brotherDavis runs the Milan-

based carpetcompany Illulian, said
that in the ’80s, their Himalayan-made

rugs caught Armani’s eye. He later
commissionedthem for his own home
andlater for ArmaniCasaandnumerous

projectsfor his variousresidences.The

firm workedclosely with him to create

uniquepiecesfrom the start.
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Giorgio Armanihasbeenbotha privilege
anda great fortune: not only a passionate
client of our antique Chineserugs, bu above

all oneof thefirst to believe in ourvision of

contemporary and custom-maderugs.”
Armani’sforay into the foodand

beverageworld in 1998 served as a

precursorto his interior designendeavors
but greatlyestablishedhis designvision.
Thegroupstartedwith the openingof a
restaurantin Paris, whichservedasthe
launchingpadfor thedevelopmentfor the
designconceptsof the Armani Ristorante
and Caffé,EmporioArmani Cafféand

Ristorante,andNobuin Milan. Today, 20
locationsarepunctuatedthroughoutthe

globe– fromMilan to Tokyo and from

Monaco to Dubai.

Over theyears,hedevelopedstrong
workingrelationshipswith someof the
mostprominentarchitectsandinterior

designersin the world, like PeterMarino
andDorianaandMassimiliano Fuksas,
who conceivedthedesigner’sManhattan

andTokyo boutiques,andTadaoAndo,
who designedthe Armani theateronVia

Bergognonein 2001.
Doriana Fuksas said the duo’s friendshid

with Armanigrew over the years,through
numerouscollaborations,creative
exchangesandtravels,wherethey “turned
citieswherewe workedinto laboratoriesof
ideas andbeauty.” They first metArmani

in Hong Kong whenhewas70yearsold.

“Hewas in the prime of his strength,

beautifullytannedandobservinguswith

keenattention andcuriosity.” Armani,
shesaid,wasunique for his precisionand

razor-sharpdecisiveness.

“Giorgio was aquick-minded man,
exceptionallyintelligent,with a rare
quality: the ability to changehis mind if

someoneproposedsomethinginteresting.

Every gesturerevealedan extraordinary
attention to detail,acapacityto graspwhat

wasyet to emerge,and to bring i to life

throughdesign andfashion.”

Armani Casadesigns. TheArmani Hotel Nilano.
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Giorgio Armani's Multi-Dimensional Legacy

Herald of soft masculinity, outfitter of the working women's revolution, the

designer who dressed New Hollywood ... Armani made a titanic impact on fashion

and society, writes Angelo Flaccavento.

By Angelo Flaccavento

The passing of Giorgio Armani, the absolute monarch of the group that bears his name, is a stunning

loss. He will forever live in the world's collective imagination for his sharp, soulful and uniquely

transversal approach to business in which fashion, furniture, hotels, cars, flowers, restaurants and more

made up a coherent if multifaceted whole.

Should he be remembered as the designer who gave working women a uniform worth their newfound

roles? The herald of soft masculinity? The man who dressedthe new Hollywood? Or the arch strategist

of brand diversification? It's impossible to decide.

The Giorgio Armani legacy is titanic and sprawling, spanning five decades of profound social and

aesthetic change, which Armani was typically the first to see, anticipate, follow and mould to his own

whims, only to inevitably retreat in recent years into the fortress of a formula that, although timeless,

wasat times disconnected from the present. "You are only modern once," saidthe Italian journalist and

playwright Leo Longanesi. That Armani retained his modernity for more than three decadesof his fifty-

year career is already a heroic achievement.

Thenews of his passing is stunning because Armani, the last living exponent of that wild bunch that, on

the crest of the 1970s and '80s, turned Italian Style into a global phenomenon, felt immortal. Fiercely

and stubbornly independent, Armani worked until the endand leaves behind abody of work of immense

value: clothes of infinite softness, discreet yet full of personality, made to mould with the wearer in the

most elegant of ways. Never minimalist but never loud, he created a world that was unmistakably his

own out of balance and restraint.

The group that Armani leavesbehind is solid, but the uncertainty that haslong surrounded his succession

is suddenly very real. The helm will likely passto his trusted lieutenants Leo Dell'Orco and Silvana

Armani, but the void left by such a legend will take a long time to fill.
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Armani Succession Plan, Always

Mysterious, Is About to Get Tested

With Giorgio Armani's death come questions about whether his chosen

successors can avoid 'rupture' and maintain the Italian fashion empire's

independence.

By Eric Sylvers

Giorgio Armani embracedhis reputation as a meticulous micromanager who had ahand in everything

big and small at the fashion juggernaut he founded andled for five decadesuntil his death on Thursday

at 91.

Whether the obsessiveattention to detail that had Armani personallymaking last-minute alterationsto

garmentsbackstagehelped him create a viable successionplan has always been a mystery in Milan

fashion circles. Even when Armani for the first time in his careermissed several fashionshows in June

dueto health issues,he andhis closest collaboratorsremained largely silent on the particulars of what

would happenwhen hedied.

Armani, who has no children, has spoken of passingthe reins to his family members andhis closest

collaborator, Pantaleo Dell'Orco, the headof the men's style office who hasbeen with the company for

more than 45 years. Armani has two nieces,the daughtersof his late brother Sergio, anda nephew,the

son of his sister, who havehad variousroles at the company through the years.

In an interview with the Financial Timespublished last week, Armani gave tantalising hints about a

"gradual transition" that would avoid "rupture," but asin the past,he remained vagueonthe particulars.

It remains unknown, for example, who will becomechief executive and chairman, positions Armani

held onto until his death.How Armani's 99.9percent holding in his company will be portioned is also

unknown. Some answers will emergewith the reading of Armani's will in the coming days, but since

the company isn't publicly listed, there is no urgency for a clear plan on the company's future to be

madepublic.

"The day-to-day will continue without interruption, but the medium term is a lot fuzzier," said David

Pambianco,the chief executiveof Pambianco,aMilan-based fashion industry consultancy."Right now,

it's premature, but soon the family will have to decide whether they want the company to remain

independent.Armani is small compared with the French conglomeratesand the family will have to

considerseriously about joining oneif they want the companyto continueto flourish."

France's LVMH and Kering have gobbledup countlessItalian fashion housesin the past two decades

andfew large onesremainindependent.Amongthose still ontheir own, Pradais controlled by the Prada-
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Bertelli family but is listed in Hong Kong. Armani and Dolce & Gabbana are the last of the larger Italian

fashion houses that aren't listed and aren't part of a conglomerate. Forbes estimates Armani's net worth,

the vast majority of which is tied up in the value of the company, at about $12.1 billion.

"Giorgio Armani always made independence - of thought and action - his hallmark," the company

said in a statement announcing the designer's death. "The company is, now and always, a reflection of

this spirit. His family and employees will carry the Group forward in respect and continuity of these

values."

Armani resisted advances from LVMH and Gucci, now part of Kering, which made bids to buy the

company in the late 1990s during a period of industry consolidation. In the years that followed, Armani

remained coy on succession plans and decided against a stock market listing, which would have given

the company funds to expand or buy rivals, but would have broken Armani's total control of the

company.

In 2016, Armani created the Giorgio Armani Foundation that has bylaws outlining how style directors

would be appointed and stating that his heirs must wait five years after his death before initiating an

eventual stock offering. The bylaws, which were never made public but have leaked in the Italian press,

include details on the different classes of shareholders that will emerge following Armani's death, but

they don't say who will be given which type of shares or how many.

Armani's passing and the questions surrounding the company's future come amid a general fashion

industry slowdown. In 2024, Armani's operating profit fell by a quarter to €398 million ($463 million),

not including licences, while revenue dropped about 5 percent to €2.3 billion. The company has almost

9,000 employees.

"My plans for succession consist of a gradual transition of the responsibilities that I have always handled

to those closest to me such as Leo Dell'Orco, the members of my family and the entire working team,"

Armani said in the FT interview. "I would like the succession to be organic and not a moment of

rupture."
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Giorgio Armani, Italy's Fashion 'King,' Has Died

The designer, aged 91, was the richest in the world, and sole owner of the Armani

Group that was for many years the country's most successful fashion company.

By Eric Wilson

Giorgio Armani, whose single-minded pursuit of an aesthetic ideal led him to become the richest

designer in the world, and the sole owner of what was for many years the most successful fashion

company in Italy, has died at 91.

The designer and entrepreneur "passed peacefully, surrounded by his loved ones," the company said in

a statement just weeks before a planned celebration of the brand's 50th anniversary.

"He worked until his final days, dedicating himself to the company, the collections and the many

ongoing and future projects," the company said.

The funeral will be private, respecting Armani's wishes, but the casket will be open for viewing on

September 6 and 7 at the company's Milan headquarterson Via Bergognone.

Giorgio Armani, whose single-minded pursuit of an aesthetic ideal led him to become the richest

designer in the world, and the sole owner of what was for many years the most successful fashion

company in Italy, has died at 91.

The designer andentrepreneur "passed peacefully, surrounded by his loved ones," the company said in

a statementjust weeks before a planned celebration of the brand's 50th anniversary.

"He worked until his final days, dedicating himself to the company, the collections and the many

ongoing and future projects," the company said.

The funeral will be private, respecting Armani's wishes, but the casket will be open for viewing on

September 6and 7 at the company's Milan headquarterson Via Bergognone.

For five decades, Armani, a one-time window dresser turned self-made industrialist, towered over the

Milanese fashion world as he crafted a multibillion-dollar empire of luxury apparel, accessories,

fragrances, makeup, furniture, hotels and restaurants. His signature stripped-down, soft tailoring was

widely credited for having redefined the working wardrobe for both men and women in the 1980s, and

his pioneering embrace of Hollywood made him a glamorous household name in America long before

his peers acknowledged the value of red-carpet exposure.

In an industry where creative and commercial functions are rarely led by the same person, Armani,

whose near-obsessive sense of control also extended to business matters, was the rare designer who

simultaneously served as chairman and chief executive of his own company. For decades, the results
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were spectacular. Even as sales and profits declined in recent years due to a restructuring and

streamlining of Armani's brandportfolio, the Armani Groupremainsamongthe most lucrative privately

held fashion companies in history. With €2.3 billion in revenuesandoperating profits of €398million

in 2024, not including licenses, it wasalso the subjectof increasingly intense speculationas to whether

the designer,effectively the company's sole shareholder,might finally name a successoror pursuea

sale.

Armani told the Financial Timesin aninterview published August 31 thathe waspreparinga"gradual"

handover of responsibilities to collaborators including "Leo Dell'Orco, the membersof my family and

the entire working team," after poor health had forced him to miss his recent fashion shows in Milan

andParis.

Armani, who was both creative director and CEO of the company he founded,had never previously
missedone of his catwalk events.

From humble beginnings to the highest-ranking designer to appearon the Forbes list of the world's

billionaires (No. 177 in 2024), Armani's successwas all the more remarkable for having come at a

relatively mature age. Armani was41 when he andhis partner, Sergio Galeotti, formally founded the
business in Milan in July 1975. Only seven years later, in 1982, he appeared on the cover

of Timemagazine,looking deeply tanned andhandsome,a shock of salt-and-pepperhair, wearing an

unbuttoned white shirt and a black leather bomber jacket under the headline, "Giorgio's Gorgeous

Style." With salesof $135million that year,he wasalready being called "The King."

Armani's big invention was, in fact, rooted in the traditions of Neapolitan tailoring, which favoured

more relaxed, natural looking silhouettes, softer shoulders and lightweight or non-existent linings

designed for comfort in the Mediterraneanheat. But his initial designs for men were so thoroughly

modernised- thebuttonsmoved slightly down andthe lapels droppedjust so,with fluid fabrics chosen

to flatter the body - that the form-fitting look took off like a rocket, especially among a burgeoning

class of newly affluent andfitness-obsessedyoung urban professionals. Almost immediately, Armani

wasadaptingthe style for women with neatly fitted armholesandcuts designedto promotemovement,

emancipating them with power suits in a way Coco Chanel once did with tweed jackets. Seekingto

equalisethe sexes,hedescribedhis designsas "insisting on more gentlenessfor men andmore strength

for women."

It is a look that Armani, with atailor's senseof precision, continuedto perfect overnearly five decades,

expanding his businesswith collections targeting a range of price points andlifestyles, while always
remaining true to the core essentialsof a well-made suit. Thoughcritics sometimeschided the designer

for his unerring consistency,or dismissedhim astoo conventional,his dedicationto a singular mission

- to createbeautiful clothes for his customers- andhis position atopthe Italian fashionpyramid gave
him the final word on style:

"Eleganceis not aboutbeing noticed," hesaid."It's aboutbeing remembered."

Made in Milan

Giorgio Armani was born on July 11, 1934, the secondof three children of Ugo Armani, a shipping
manager,and Maria Raimondi in Piacenza,Italy, about 45miles southeastof Milan. His grandfather

Lodovico made wigs for the local theatrecompany, andit wason the stagethat his parentsmet while

performing in aproduction of Ibsen's "A Doll's House." Armani describedhis family as very poor, but

spokeof his parents in such reverential terms - "My father was someonefor whom it took very little

to look elegant," he said- that it wasclearhis aestheticswere shapedlargely in their image.

"There are pictures of my mother and me on the beach," Armani wrote in amonograph published by

Rizzoli in 2015, which included severalessaysby the designer. "She would often wear a black wool
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bathing suit with white buttons that I really liked. I can still smell the walnut oil she would rub on our

skin so we wouldn't get sunburned."

Any fond memories of his childhood, however, were overshadowed by the start of World War II. As

Allied forces began bombing the factories around them, Armani's mother moved the children -

Giorgio, then five, his older brother, Sergio and younger sister, Rosanna- to a nearby village, while

Ugo remained behind in Piacenzato join Mussolini's FascistParty (anact of self-preservation, Giorgio

later argued,though he was less sympathetic toward his brother's participation in the fascist Fiamme

Bianche, or White Flames,squads). After the war, his father was shunned as a collaborator and briefly

went into hiding. Meanwhile, Giorgio suffered a scarring accident: along with several other boys, he

was badly injured in an explosion caused by friends playing with gunpowder from a shell they had

discovered in an empty barracks. Armani endedup spending more than 20 daysin ahospital, unsure if

he would ever be ableto seeagain, traumatised to the point that hesaid he would throw himself into a

ditch whenever aplane would passoverhead. It was hardly surprising that, in later years, Armani often
described the solacehe found by escapingto the imaginary world of cinema.

"When I was young, movies were my real education," he said. "Much more than what I learned at

school, they shapedmy imagination, my culture and my tastes."

In the early 1950s, the family moved to Milan, where Giorgio studied medicine and Rosanna found

work as a model. Both siblings were strikingly attractive and, taking after their mother, carried

themselves with a certain composurethat belied their difficult upbringing. Rosanna's arrival was a hit;

she briefly worked asan actress,appearing in a film directed by a nephew of Luchino Visconti, andthe

Armanis were quickly at home among the city's post-war society. Giorgio left for military service for

two years, working in a hospital in Verona, but when he returned, he abandonedhis studies, which he

found too difficult, and found a job in 1954 working on the window displays of department store La

Rinascente. Before long, he had graduatedto the fashion and style department, where he spent seven

years, until the mid-1960s, when he wasrecruited by Nino Cerruti to work as a stylist for a new line.

Cerruti later recalled Armani ashaving aninnate sensefor fashion.

"He would have stood out from the crowd in any case," Cerruti told Timemagazine. "Men like Armani

are so rare that when one emerges,even the blind areaware of it."

Speakingto director Martin Scorsesefor a shortdocumentary called "Made in Milan," in 1990, Armani

described learning the trade from scratch:

"I worked in a textile factory so I could really learn about fabrics," he said. "I remember enormous

rooms full of looms that never stopped working, andnoise and people who seemeddeaf. Though they

were talking, they didn't seemto hear each other. It was very hard work and I never thought I'd fall in

love with it. Then, little by little, it becamea passion. A centimetre of fabric, pushed under the table by

someone's foot becameanact of irreverence toward the person who had createdit."

On a seaside vacation in Forte dei Marmi in 1966, Armani met andfell in love with Galeotti, a young

architect, whom he persuadedto return with him to Milan. Galeotti was convinced of Armani's talent

and urgedhim to strike out on his own, which he did, in 1970, as an independent designer consulting

for Ungaro, Zegnaand Sicons,andbefore long he wasbeing publicly credited for his designs.Five years

later, they founded the company that would becomethe Armani Group with $10,000 in savings. In an

unusually candid interview with Vanity Fair in 2000, Armani described his relationship to Galeotti as

having been that of aprotector, much ashe was to becomethe "Papa" to all of his employees.

"Love is too reductive aterm," he told the writer JudyBachrach. "It was a greatcomplicity vis-à-vis life

andthe rest of the world ... Naturally, Sergiohadno experiencein businessand, naturally, behind Sergio

there was me. But in the eyesof the world - even for him - we pushed the idea that Sergio wasthe

big guy behind it all in this business.And I wasthe creator."
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Inspired by the fashions of the '30s and '40s, Armani created unstructured suits that were at first

polarising. Somesaw the unlined jackets astoo unserious andrumpled-looking when compared to the

prevailing corporate styles of the '70s, which featuredstiffly glued linings for structure, creating strong
lines to be worn with thick neckties. But others recognised that their subtle sophistication and gently

andrichly textured fabrics conveyed an image of wealth, much aswould afine watch or expensive taste

in shoes or wine. The name Armani becamesynonymous with style.

GFT, one of Italy's biggest manufacturers, began producing Armani's collections with an investment

that enabledhim to createadvertisements, art directed by his sister, Rosanna,that appeared onthe back

covers of L'Uomo Vogue. (Rosanna worked closely with the designer on image until her 50s and

remained active in various roles.) Fred Pressman,the pioneering chairman of Barneys New York and

son of its founder, was so impressed with the images that he introduced Armani to America with a

$90,000 order that quickly blossomed into contracts worth millions. Soon, Armani was everywhere.

Maxfield, the Los Angeles luxury retailer, brought his designsto Hollywood, where the filmmaker Paul

Schraderbecame adevoted customer and, in a fateful moment, asked Armani to createthe wardrobe for

Richard Gere's character, Julian Kay, in the movie "American Gigolo."

In one scene, Julian, whoselouche sex appeal can at least partly be attributed to his impeccable ability

to loosen a necktie, pulls up in a black Mercedes convertible to Juschi to shop for clothes, funded by

oneof his clients; in another he samples arange of beige suits andblue shirts from his closet (some with

the Giorgio Armani label clearly visible) while preening shirtless and singing along to "The Love I Saw

in You Was Just a Mirage" by Smokey Robinson and The Miracles. The film, and that scene in

particular, further catapulted Armani to international fame and fuelled a love affair with celebrities that

would continue throughout his career. In 1993, he appearedin front of the camerahimself, portraying

the prime minister of Italy during the cold open of late-night comedy show Saturday Night Live, the

joke being that he was mistaken for a mentally unstable person visiting the Clinton White House.

In total, Armani outfitted stars for more than 200 movies, including Martin Scorsese's "The Wolf of

Wall Street," "Goodfellas" and "The Departed," in addition to dressing hundreds of major celebrities

for red carpet appearances.Before Armani becamethe first international designer to open a major Los

Angeles showroom in 1988,most stars either dressedthemselvesor relied on costumedesignersto outfit

them for their premieres. His designs have famously been worn to the Oscarsby Diane Keaton (wearing

a jacket over a full skirt in 1978), Michelle Pfeiffer, JessicaLange, Jodie Foster, Glenn Close, Sharon

Stone,Julia Roberts and Cate Blanchett.

"In the movie industry, the young actors were rejecting the theatricality of the old Hollywood red carpet

for a new naturalness, and I becamethe go-to designer for this fresh approach," Armani said in Vanity

Fair. "People like Diane Keaton and Robert De Niro had a completely different idea of what the image

of stardom should be- they wanted to be relatable, people first and stars second."

Total Control

Throughout the '80s and '90s, Armani's sales continued to grow at an astonishing pace. In a way,

Armani seemedto be boasting of his ability to single-handedly manoeuvre a fashion company at a time

when so many other independent, family-led businesseswere being snapped up by conglomerates,

which would dramatically change the luxury market. To maximise sales while maintaining the power

of his brand, Armani carefully introduced several tiers of new collections - Mani, Emporio Armani,

Armani Collezioni, Armani Jeansand EA7 - andmanaged licensees with an iron fist to ensure quality

remained high. If he was dissatisfied with a partnership, as with as a money-losing venture with the

lower-priced A/X Armani Exchange collection that was launched in the '90s, Mr Armani eventually

bought back control of it andproduced the designsto his own standard.
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In 2019, the company had cash reservesof €1.2 billion, enabling it to remain a competitive force in the

face of increasing pressure from French conglomerates LVMH and Kering. While Armani had held fast

to what had become a sprawling portfolio of sub-brands, even as others like Saint Laurent and Dolce &

Gabbanatook discontinued diffusion lines, the company finally trimmed its structure from sevento three

divisions - Giorgio Armani, Emporio Armani and Armani Exchange - in a restructuring from 2018,

which put a dent in sales.

Armani's insistence on remaining independent, having been courted aggressively by LVMH and Kering

precursor Gucci Group during the rush of designer acquisitions in the late 1990s, cost him the support

of several key executives over the years but ultimately left him in an enviable position of total control.

In 2016, after years of speculation as to whether he would eventually sell or go public, he announced

the creation of the Giorgio Armani Foundation to ensure its autonomy. Among the provisions that were

included at that time, revealed in a 2023 Reuters report, Armani introduced bylaws directing how its

board members would appoint style directors and stating that his heirs must wait five years after his

passing should they desire to initiate a stock offering.

Armani's succession issue came to the fore amid the Covid-19 pandemic, which hit the company hard,

sending 2020 revenues down by 21 percent on the previous year. Armani was the first major designer

to recognise the peril of the pandemic, showing his Autumn/Winter 2020 collection in an audience-less

theatre even as others carried on with in-person fashion week events in Milan and Paris. And he later

said that Covid-19 forced him to rethink his approach,hinting that he might be open to a partnership.

"The goal is to return to pre-pandemic levels by 2022," said Armani in July 2021. The same month,

Agnelli heir John Elkann was reported to have explored a deal to acquire a minority stake in Armani

Group through family holding Exor, with a vision to create a luxury conglomerate that would include

Ferrari, Christian Louboutin and Shang Xia. But those talks stalled. In September 2021, Armani called

the company's independence "an essential value."

Armani also resisted entreaties to name a successor while he was still alive, even after he suffered a

debilitating case of hepatitis in 2009. Most industry observers presumed the company would be taken

over by a committee of family members who have held various roles over the years, including Roberta

and Silvana Armani, the daughters of his late brother Sergio, and Andrea Camerana,the son of Rosanna,

as well as Pantaleo Dell'Orco, the head of the men's style office and Armani's closest companion, who

has been at the company since 1977. Silvana Armani heads the women's lines.

"I have always taken care of other people, more than myself, so much that sometimes I should have quit

my job or divided my time between public and private life," said Armani. "I could never do it, though,

becausethis is a job that absorbs you completely from morning to night."

His complete dedication to the business struck some as almost monastic, even sombre, despite his

obvious personal wealth, estimated at $11.4 billion, with nine homes and a 213-foot yacht among his

assets.His properties included a Milan palazzo designed by Peter Marino in the 1980s, a home on the

island of Pantelleria, a penthouse on Central Park West in Manhattan and a weekend compound in Broni

that featured a pink stucco villa built in the 1950s by Franco Cella di Rivara, the creator of Marvis

toothpaste, as well as a menagerie of exotic animals made up of zebras, alpacas, longhorn deer and a

large assortment of rescue dogs. In 2024, he opened a 12-story building on Madison Avenue that, in

addition to Armani stores and another restaurant space, included ten Armani-designed residences

(starting at $21.5 million), with one saved for himself.

Armani never bothered to learn English and acknowledged that he had few friends outside of the

company, noting that his aloofness may have been due to the fact that his biggest fear was being

perceived as a failure. When Galeotti died of AIDS in 1985, Armani seemed to become even more

insular, expressing little interest in art, literature or music beyond that of his own self-created world.
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"Keep in mind that the goal of your profession, which has also been my goal so far, is to improve

people's image through fashion," he told students at the Fashion Institute of Technology in 2008. "So,

you must somehow subdue your desire to give free reign to your imagination and try to see your designs

on the streets, not just on the covers of magazines, not just displayed in fashion shows, but having some

kind of follow-up in reality."

The criticism that his designs never changed chafed at Armani over the years, and he made sure to

respond, signalling his own self-importance most famously with a lavish retrospective at the

Guggenheim Museum in 2000, with a set by Jean Nouvel and stage direction by Robert Wilson, that

later travelled to museums around the world. Though the museum received some criticism for the ethical

questions raised by such a large show dedicated to a living designer, which was swiftly followed by

donations of as much as $15 million from Armani, it demonstrated amply that Armani was about more

than just beige jackets. In fact, his more elaborate designs, including celestial costumes for Lady Gaga,

later were displayed in exhibitions at Armani's own Tadao Ando-designed theatre on Via Borgonuovo

and a Silos museum that he opened across the street in 2015 for the company's 40th anniversary.

"Silos is the answer to anyone claiming that I have done nothing or that I repeat myself," he said. "There

are entire floors with a variety of clothes, in which the classic Armani suit goes almost unnoticed."

Armani's grand ambitions sometimes exposed the scale of his ego. With more than 2,000 stores under

the Armani brand umbrella, none have surpassed the size of the palatial flagship he opened in 2000 on

the Via Manzoni in Milan, which includes spaces for both his luxury and jeans collections, a florist, an

art-book store, a nightclub, a branch of Nobu and an Armani Hotel that opened on the upper floors in

2012. The footprint of the building, restored by the architect Michael Gabellini at a cost of $10 million,

creates the shape of the letter "A" when seen from above. In 2009, he opened a Fifth Avenue flagship

at an enormous cost right after the global financial collapse, with a swirling ribbon staircase, prompting

its nickname, "Guggenheim 2."

In his final years, Armani experimented with new show locations, including a 17th century courtyard,

an airport hangar and his New York flagship. The changes of scenery brought a renewed sense of energy

that critics had been longing to see.

For Armani, who at the age of 87 was awarded Italy's highest civilian honour by President Sergio

Mattarella, it was business as usual.

Milan, he noted, is a city whose appeal is not always apparent on the outside, but rather tucked away in

the details of courtyards and interiors, something that rubbed off on his designs. It was often noted in

profiles that Armani was so focused that he insisted the frescoes of his palazzo be covered whenever he

was creating a collection, so as not to be distracted by their beauty.

"True elegance," Armani believed, "is that which is most subtle and hidden."

Tous droits de reproduction réservés

URL : http://businessoffashion.com/ 

PAYS : Royaume-uni 

TYPE : Web International 

JOURNALISTE : Eric Wilson

4 septembre 2025 - 07:59 > Version en ligne

Page  62

https://www.businessoffashion.com/articles/luxury/giorgio-armani-italys-fashion-king-has-died/


(1/5)  CONCURRENCE - CORPORATE

/ " ! ! ) )#) ' /( ! # " ) * "

" ! ) ) / ! " !% ! " " "
!

!

"

Tous droits de reproduction réservés

PAYS : France 

PAGE(S) : 1;4;5

SURFACE : 139 %

PERIODICITE : Quotidien

RUBRIQUE : Premiere page

DIFFUSION : 317225

JOURNALISTE : Sokha Keo

5 septembre 2025 - et vous

Page  63



(2/5)  CONCURRENCE - CORPORATE

#

!

# !

! #

!

"

!

ȐʙȢʷʙƆŭǣɷŊɮƇʙǣȢȐɑÑĢ̱ǣƆŞɷĢ
ŊɮƇĢʙǣˍǣʙƇŞɷĢ ŭǣɷɀĢɮǣʙǣȢȐɑ

ǵĢƨǣȐŭƆ ɷƆɷǰȢʷɮɷŞ
\ǣȢɮǇǣȢɮȉĢȐǣĢƆȐʙɮƆʙƆȐʷ
ǵĢŭǣɷʙĢȐŊƆƆɷɷƆȐʙǣƆǵǵƆī ʷȐƆ
Ɔ˓ǣɷʙƆȐŊƆɷʷɀƆɮƨǵʷƆɑìȐƆ

ȉĢȐǣƍɮƆŭƆɷƆɀɮȢʙƇǇƆɮƆʙŭƆɀɮƆȐŭɮƆɀĢɮʙ
Ģʷ˓ ĻȢȐǘƆʷɮɷŭʷ ɠʷȢʙǣŭǣƆȐŞŭƆɷɀǵʷɷɷǣȉǝ
ɀǵƆɷĢʷ˓ ɀǵʷɷǵʷ˓ʷƆʷ˓Ş ŭƆɷɀǵʷɷƨʷʙǣǵƆɷĢʷ˓
ɀǵʷɷɀɮȢƨȢȐŭɷŞŭƆɷɀǵʷɷɷȢǵǣʙĢǣɮƆɷĢʷ˓ ɀǵʷɷ
ȉȢȐŭĢǣȐɷɑ ŊɮƇĢʙƆʷɮŞȐƇǵƆȬȬǰʷǣǵǵƆʙ
ȬȕʞƼī ÃǵĢǣɷĢȐŊƆŞŭĢȐɷǵƆȐȢɮŭŭƆǵɫpʙĢǵǣƆŞ
ɷɫƆɷʙƇʙƆǣȐʙŊƆƼ ɷƆɀʙƆȉĻɮƆʭˤʭưɑpǵǵĢǣɷɷƆ
ŭƆɮɮǣƍɮƆǵʷǣǵƆɷɀǣƍŊƆɷŊʷǵʙƆɷŭɫʷȐ ŭɮƆɷɷǣȐǇ
ɠʷǣɷƆŊȢȐǰʷǇʷƆĢʷ ȉĢɷŊʷǵǣȐǝƨƇȉǣȐǣȐɑ
ˍƆŊʷȐ ɷʙ˔ǵƆȉǣȐǣȉĢǵǣɷʙƆƆʙɷȢɀǘǣɷʙǣɠʷƇ

ī ǵĢƨȢǣɷŞʙȢʷʙƆȐƨǵʷǣŭǣʙƇƆʙƆȐȐʷĢȐŊƆɷɑ
ŭƇĻʷʙƆƆȐʙĢȐʙɠʷƆɷʙ˔ǵǣɷʙƆǣȐǝ

ŭƇɀƆȐŭĢȐʙŞƆȐȬȕʁˤŞ\ǣȢɮǇǣȢɮȉĢȐǣĢŭƇǰī
ɀĢɷɷƇȐƆʷƨĢȐɷĢʷɀɮƍɷŭƆ Ɔɮɮʷʙǣī Ģɀǝ
ɀɮƆȐŭɮƆǵɫĢɮʙŭʷ ʙĢǣǵȢɮǣȐǇɑ@ȐȬȕʁưŞǣǵŊɮƇƆɷĢ
ȉĢɮɠʷƆ ŭƆɀɮƊʙǝīǝɀȢɮʙƆɮĢˍƆŊʷȐ ŊĢɀǣʙĢǵ
ŭƆ Ȭˤˤˤˤ ŭȢǵǵĢɮɷŞƇɀĢʷǵƇɀĢɮǵɫĢɮŊǘǣʙƆŊʙƆ
ÑƆɮǇǣȢ\ĢǵƆȢʙʙǣŞɷȢȐŊȢȉɀĢǇȐȢȐŞŭȢȐʙǵƆ
ŭƇŊƍɷī Ƽˤ ĢȐɷƆȐȬȕƎưǵƆǵĢǣɷɷĢǣȐŊȢȐɷȢǵĢǝ
ĻǵƆɑÅʷĢɮĢȐʙƆĢȐɷɀǵʷɷʙĢɮŭŞǣǵɮƇˍƇǵĢǣʙŭĢȐɷ
ǵƆɷŊȢǵȢȐȐƆɷŭʷ ZǣǇĢɮȢɠʷƆǵƆɷƆʷǵɮƆǇɮƆʙŭƆ
ɷĢ̱ǣƆƇʙĢǣʙǐȐĢʙʷɮƆǵǵƆȉƆȐʙɠʷƆÑƆɮǇǣȢȐƆ
ɀʷǣɷɷƆˍȢǣɮŊƆɠʷɫɮȉĢȐǣƆɷʙŭƆˍƆȐʷǒɑǐÑƆɮǝ
ǇǣȢĢƇʙƇǵƆȉȢʙƆʷɮŭƆȉĢ ŊĢɮɮǣƍɮƆɑpǵĢŊɮ Ɔ̫Ȑ

ȉȢǣĢˍƆŊǵɫǣȐŊȢȐɷŊǣƆȐŊƆŭƆŊƆʷ ɠ˓ʷǣĢǣȉƆȐʙƆʙ
ɠʷǣŞȐƆŭȢʷʙĢȐʙɀĢɷŭƆˍȢɷƨĢǣĻǵƆɷɷƆɷŞˍȢʷɷ
ƨȢɮŊƆȐʙīˍȢʷɷŭƇɀĢɷɷƆɮǒŞɮĢŊȢȐʙĢǣʙǝǣǵɑ

ɀɮƆȉǣƍɮƆŊȢǵǵƆŊʙǣȢȐȉĢɷŊʷǵǣȐƆƆɷʙ
ǣȉȉƇŭǣĢʙƆȉƆȐʙ ɮƆȉĢɮɠʷƇƆɑ ŭƆɷ
ȉȢŭƍǵƆɷɀɮƇɷƆȐʙƇɷŞʷȐƆˍƆɷʙƆŭƇɷʙɮʷŊʙʷǝ
ɮƇƆɷĢȐɷŭȢʷĻǵʷɮƆŞƨĢǣʙɷƆȐɷĢʙǣȢȐɑ@ʙˍĢ
ɀɮƇƨǣǇʷɮƆɮŭƆɷŭƇŊƆȐȐǣƆɷŭɫĢɷɷȢʷɀǵǣɷɷƆǝ
ȉƆȐʙ ŭʷ ŊȢɷʙʷȉƆƆʙŭƆǵɫĢǵǵʷɮƆŞǵĢƨĢȉƆʷɷƆ
ǐɷɀɮƆˠˠĢʙʷɮĢǒŞŭʷʙƆɮȉƆǣʙĢǵǣƆȐǣȐʙɮĢŭʷǣǝ
ɷǣĻǵƆŭƇɷǣǇȐĢȐʙǵɫƇǵƇǇĢȐŊƆŭƇŊȢȐʙɮĢŊʙƇƆɑ
ƆʙʙƆɮƆŊȢȐȐĢǣɷɷĢȐŊƆƆȐŊȢʷɮĢǇƆǵƆĻǣȐȥǝ

ȉƆ ī ŭƇˍƆǵȢɀɀƆɮɮĢɀǣŭƆȉƆȐʙ̫ȐƆǵǣǇȐƆƨƇǝ
ȉǣȐǣȐƆɑìȐ ĢȐɀǵʷɷʙĢɮŭŞǵƆɷɀɮƆȉǣƍɮƆɷ
ɀǣƍŊƆɷɀȢʷɮ ǵĢɷĢǣɷȢȐɀɮǣȐʙƆȉɀɷǝƇʙƇȬȕʁʋ
ȉĢɮɠʷƆȐʙ ʷȐ ʙȢʷɮȐĢȐʙŭĢȐɷǵĢȉȢŭƆɑ

ŭƆˍǣƆȐʙŞĢˍƆŊÃĢɮǣɷŞʷȐƆŊĢɀǣʙĢǵƆȢʼ
ɷɫǘĢĻǣǵǵƆɮƆȐɷɫĢƨƨɮĢȐŊǘǣɷɷĢȐʙŭƆɷŊȢŭƆɷ
ĢȐǇǵĢǣɷɑ ƆɷʙŭƆ ɮǣǇʷƆʷɮɑ
ȉĢʙǣƍɮƆɷƆʙǵƆǐȉĢŭƆ ǣȐpʙĢǵ˔ǒɷ˔ȉĻȢǵǣǝ
ɷƆȐʙŭƆɷŊɮƇĢʙǣȢȐɷŭƆ ǇɮĢȐŭƆɠʷĢǵǣʙƇɑ
\ǣȢɮǇǣȢɮȉĢȐǣĢɀɀȢɮʙƆ̫Ȑ ȉȢŭƆɮȐǣɷȉƆ
ʙɮƍɷĢʙʙƆȐŭĢ̫ɀɮƍɷǵɫƇɀȢɠʷƆŊȢȐʙƆɷʙĢʙĢǣɮƆ
ɀȢɷʙǝɷȢǣ˓ĢȐʙƆǝǘʷǣʙĢɮŭƆɑƨƆȉȉƆɷ ƆȐǝ
ƨǣǵƆȐʙŭƆɷŊȢɷʙʷȉƆɷƨǵʷǣŭƆɷŞĢɷɷȢŊǣƇɷī ŭƆɷ
ʙĢǵȢȐɷɀǵĢʙɷŞɀȢʷɮ ĢǵǵƆɮĢʷ ĻʷɮƆĢʷɑ
ɷǣǵǘȢʷƆʙʙƆɷɷȢʷɀǵƆɷɮƇˍƍǵƆȐʙǵƆʷɮɷɀƆɮɷȢȐǝ
ȐĢǵǣʙƇɷɷĢȐɷȢɷʙƆȐʙĢʙǣȢȐɑ

ìȐƆ ǇƆȐʙɀɮƊʙƆī ƆȐŭƇŊȢʷŭɮƆĢˍƆŊǵƆɷ
ɷʙƇɮƇȢʙ˔ɀƆɷɠʷǣɀɮȢƨǣʙƆŭʷ ɷĢˍȢǣɮǝƨĢǣɮƆŭʷ

ŊɮƇĢʙƆʷɮɑƆǵʷǣǝŊǣǰȢʷƆǘĢĻǣǵƆȉƆȐʙǵĢŊĢɮǝ
ʙƆŭʷ ƨƇȉǣȐǣȐǝȉĢɷŊʷǵǣȐŞĻɮȢʷǣǵǵƆǵƆɷɀǣɷǝ
ʙƆɷƆʙɷɫĢƨƨɮĢȐŊǘǣʙŭƆɷŊȢŭƆɷɑhȢɮɷȉȢŭƆŞ
ǣǵʙɮĢˍĢǣǵǵƆŭƆɷ ǵǣǇȐƆɷǣȐʙƆȉɀȢɮƆǵǵƆɷŞ
ɷȢĻɮƆɷƆʙƇǵƇǇĢȐʙƆɷɑ ɮȉĢȐǣ
ɷƇŭʷǣʙɑ1Ɔ ɷĢǣɷȢȐƆȐɷĢǣɷȢȐŞǵƆŊȢȉĻȢ ƆȐǝ
ʙɮƆɷǣȉɀǵǣŊǣʙƇƆʙ ɮĢƨƨǣȐƆȉƆȐʙƨĢǣʙŭƆɷ
ƇȉʷǵƆɷŞǰʷɷɠʷɫĢʷ˓ ŭƇǇɮĢŭƇɷŭƆ ĻƆǣǇƆɷŞ
ʙĢʷɀƆŞǇɮǣɷƆʙȐȢǣɮɷɑ ǣǵŭƇŊǵǣȐƆ
ʙĢǣǵǵƆʷɮɷŞɮȢĻƆɷǵȢȐǇʷƆɷƆʙȉĢȐʙƆĢʷ˓ƆȐǝ
ˍƆǵȢɀɀĢȐʙɷŭĢȐɷŭƆɷ ʙǣɷɷʷɷǵȢʷɮŭɷƆʙ
ŊǘĢʷŭɷɀĢɮƨȢǣɷɮƆǘĢʷɷɷƇɷŭƆĻɮȢŭƆɮǣƆɷȢʷ
ʙɮĢȐŊǘĢȐʙĢˍƆŊ ŭƆɷʙȢɀɷʙɮĢȐɷɀĢɮƆȐʙɷɑ

ǵĢǣɷɷƆɀǵĢŊƆĢʷ˓ ȉĢʙǣƍɮƆɷɷȢ˔ƆʷɷƆɷƆʙ
ǵƇǇƍɮƆɷŞȢȐŭʷǵĢʙǣȢȐɷɷĢʙǣȐƇƆɷƆʙǰȢ˔ƆʷɷƆɷ
ɷʷɮǵƆɷŊȢɮɀɷŭƇȐʷŭƇɷɑ ŭɫʷȐƆŊȢȐƨƇǝ
ɮƆȐŊƆŭƆ ɀɮƆɷɷƆŞƆȐ ȐȢˍƆȉĻɮƆ ʭˤȬȕ ī
ǵɫȢŊŊĢɷǣȢȐŭƆǵĢɀɮƇɷƆȐʙĢʙǣȢȐŭƆǵĢŊȢǵǵƆŊǝ
ʙǣȢȐÝɮĢȐɷƨȢɮȉǣɷȉƆī ǣǵŭƇŊǵĢɮĢǣʙś

ˍƆʷ˓ ŭȢȐȐƆɮĢʷ˓ ƨƆȉȉƆɷ ɀǵʷɷŭƆǵǣĻƆɮǝ
ʙƇƆʙŭƆɀȢɷɷǣĻǣǵǣʙƇɷŭɫƊʙɮƆŭǣƨƨƇɮƆȐʙƆɷŞȉĢ
ɀɮȢɀȢɷǣʙǣȢȐƆɷʙŭƆɷʙǣȐƇƆī ʷȐƆƨƆȉȉƆ ɠʷǣ
ˍƆʷʙ ɀȢʷˍȢǣɮɷƆʙɮĢȐɷƨȢɮȉƆɮĢʷǇɮƇŭƆɷƆɷ
ǘʷȉƆʷɮɷ ƆʙŭƆɷƆɷɷƆȐɷĢʙǣȢȐɷɑ¨ʼ ƆǵǵƆ̱ƆʷʙŞ
ɠʷĢȐŭƆǵǵƆ̱Ɔʷʙɑ@Ȑȉǣ˓ĢȐʙǵƆɷǇƆȐɮƆɷɑǒ ìȐ
ȉȢŭƆɮȐǣɷȉƆŊȢȢǵɠʷǣŭƇɀĢɷɷƆǵƆɷƨɮȢȐʙǣƍǝ
ɮƆɷɑ@ʙŊƆŞŭƆɀʷǣɷɀǵʷɷŭƆŊǣȐɠʷĢȐʙƆĢȐɷɑ

ŊȢʷʙʷɮǣƆɮɷʷǣʙ̫Ȑ ɷŊƇȐĢɮǣȢĻǣƆȐƨǣŊƆǵƇ
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ƆȐɀɮƊʙĢȐʙɷȢȐɷʙ˔ǵƆĢʷ˓ ĢŊʙƆʷɮɷƆʙĢŊʙɮǣǝ
ŊƆɷɠʷǣŊȢȉɀʙƆȐʙɑ@ȐȬȕʁƎŞ1ǣĢȐƆ
ɮƆŏȢǣʙŞǘĢĻǣǵǵƇƆƆȐ ɮȉĢȐǣŞ̫Ȑ ¨ɷŊĢɮɀȢʷɮ
ɷȢȐɮȥǵƆŭĢȐɷ ȐȐǣƆhĢǵǵŭƆĄȢȢŭ˔ ǵǵƆȐɑ

ɮƊˍƆĢȉƇɮǣŊĢǣȐȐƆƨĢǣʙɠʷƆ ŊȢȉȉƆȐǝ
ŊƆɮɑ1Ɔʷ˓ ĢȐɷɀǵʷɷʙĢɮŭŞÇǣŊǘĢɮŭ\ƆɮƆ
ŊɮƍˍƆǵɫƇŊɮĢȐŞˍƊʙʷŭƆɷŊȢɷʙʷȉƆɷŊǣȐʙɮƇɷŞ
ŭĢȐɷ ȉƆɮǣŊĢȐ\ǣǇȢǵȢɑ ˍƆȐʙƆɷƆ˓ɀǵȢǝ
ɷƆȐʙƆʙɷȢȐȐȢȉ ŊǣɮŊʷǵƆɑ1Ɔ ŊƇɮƇȉȢȐǣƆɷ
ƆȐƨƆɷʙǣˍĢǵɷŭƇŭǣƇɷĢʷ ɷƆɀʙǣƍȉƆĢɮʙŞǣǵŭƆǝ
ˍǣƆȐʙǵĢɮƇƨƇɮƆȐŊƆŭƆɷɀǘȢʙȢŊĢǵǵɷɑɷʷŊǝ
ŊƍɷɷƆɷʷǣˍƆȐʙɑ@ȐȬȕƎʁŞŭĢȐɷ pȐŊȢɮǝ
ɮʷɀʙǣĻǵƆɷŭƆ ɮǣĢȐ1Ɔ ÃĢǵȉĢŞ ɮȉĢȐǣ
ɮƆˍǣɷǣʙƆǵƆɷĢȐȐƇƆɷȬȕʞˤɑÑƆĢȐȢȐȐƆɮ˔Ş

ȢɷʙȐƆɮƆʙÇȢĻƆɮʙ1Ɔ ɷƆŭɮĢǝ
ɀƆȐʙŭƆ ȉĢȐʙƆĢʷ˓ ȢˍƆɮɷǣˠƆŭŞŊȢɷʙʷȉƆɷ
ʙɮȢǣɷǝɀǣƍŊƆɷĢǰʷɷʙƇɷƆʙ ȢɮɷĢǵǣȐȢɑŊȢǵǝ
ǵĢĻȢɮĢʙǣȢȐɷĢˍƆŊǵƆɷɀǵʷɷǇɮĢȐŭɷŊȢɷʙʷǝ
ȉǣƆɮɷŭƆ hȢǵǵ˔ˎȢȢŭ ɷƆȉʷǵʙǣɀǵǣƆȐʙś
¨ŊƆĢȐɫɷÝǘǣɮʙƆƆȐŭƆÑʙƆˍƆȐÑȢŭƆɮĻƆɮǇǘŞ
ÝǘƆ1Ģɮǲ ÇǣɷƆɷŭƆ ǘɮǣɷʙȢɀǘƆɮ
ǵĢȐŞ ŭƆ ĄĢǵǵÑʙɮƆƆʙŭƆ
ÑŊȢɮɷƆɷƆŞ ĂǣȢǵƆȐʙĐƆĢɮ ŭƆ

ɑ ǘĢȐŭȢɮŞƆʙŊɑ
ŊĢɷʙǣȐǇŭƆɷƨǣŭƍǵƆɷŭƆǵĢȉĢɮɠʷƆ Ɔɷʙ

ǣȉɀɮƆɷɷǣȢȐȐĢȐʙɑ1Ɔ ĢʙƆǵĢȐŊǘƆʙʙī
ȐĢɮŭȢ1ǣĢɀɮǣȢƆȐɀĢɷɷĢȐʙɀĢɮpɷĢĻƆǵǵƆ
hʷɀɀƆɮʙŞ ʙȢʷɷĢɀɀɮƇŊǣƆȐʙŊƆɮĢɀɀȢɮʙī
ǵɫƇǵƇǇĢȐŊƆɑÑȢȐĢʙʙɮĢǣʙɀȢʷɮ ǵƆɷŊȢʷǵǣɷɷƆɷ
ȐƆɷƆǵǣȉǣʙƆɀĢɷĢʷǇɮĢȐŭƇŊɮĢȐɑ@ȐʭˤȬˤŞ
ǣǵɷʷɮɀɮƆȐŭŞƆȐɷǣǇȐĢȐʙʷȐƆɮȢĻƆƨʷʙʷɮǣɷʙƆ

Ģʷ˓ ʙʷĻƆɷƨǵʷȢɮƆɷŊƆȐʙɷɀȢʷɮ \ĢǇĢ
ǵȢɮɷŭƆɷ\ɮĢȉȉ˔ ˎĢɮŭɷɑpǵŭƇˍȢǣǵƆ̫ȐƆ
ȐȢʷˍƆǵǵƆƨĢŊƆʙʙƆŭƆɷĢŊɮƇĢʙǣˍǣʙƇƆʙǣȉĢǇǣǝ
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ENTREPRISES

Giorgio Armani laisse son empire orphelin
MODE

Le groupe Armani
a annoncé jeudi
le décès à 91 ans
de son fondateur.

La succession de
l’empire qu’il a bâti
est une question
ouverte, malgré la
création d’une fonda-
tion pour préserver
son héritage.

Virginie Jacoberger-Lavoué

« La vie n’est pas faite pour abdi-

quer », confiait il ya quelques années

le couturier Giorgio Armani, infati-

gable créateur, disparu à 91 ans

après une carrière menée avec brio

pendant plus de cinquante ans. Sa

disparition a été annoncée par le

groupe de luxe jeudi 4 septembre.

Le communiqué revient sur son

parcours et annonce une chambre

funéraire qui sera ouverte ce week-

end pour le recueillement au théâ-

tre Armani à Milan. A l’image de son

compatriote Gianni Agnelli dans

l’automobile, le créateur aux yeux

bleus perçants fut une personnalité

hors norme dans la mode. « Dans

cette maison, nous avons toujours eu

le sentiment d’appartenir à une

famille. Aujourd’hui, notre émotion

est vive », ont salué les employés

ainsi que sa famille dans un com-

muniqué.

Giorgio Armani fut le virtuose

d’un style chic, sobre et sexy, inimi-

table, du vestiaire de Richard Gere

dans le film « American Gigolo »

(1980) de Paul Schrader, qui popula-

risa ses silhouettes, à ses dernières

collections femme dont celles pour

Armani privé, la ligne haute couture

lancée en 2005 qui défile à Paris.

Dernier empereur

de la mode italienne
Par sa créativité, sa stature et son

indépendance, ce visionnaire a

acquis le titre de « dernier empereur

de la mode italienne ». La presse

transalpine l’a salué très tôt dans sa

carrière comme « le roi Giorgio ».

Selon Luca Solca, analyste chez

Berstein, le groupe a atteint en 2024,

« un chiffre d’affaires de 2,3 milliards

d’euros », mais l’ensemble des reve-

nus qu’il génère est bien plus colos-

sal : de l’ordre de « 7 milliards

d’euros », avance-t-il en incluant aux

ventes de l’enseigne celles des licen-

ciés et les « ventes en gros ».

Giorgio Armani a cofondé son

entreprise en 1975 avec son compa-

gnon Sergio Galeotti, disparu

en 1985. Parti de l’univers masculin,

il a largement décliné ses lignes

pour l’homme et la femme avec,

dans le sportswear, Emporio

Armani… 2025 marquant les cin-

quante ans de sa marque éponyme.

Le communiqué du groupe italien

indiquant le décès, rend hommage

à « cinquante ans d’histoire bâtie avec

émotion et patience ». Les célébra-

tions de ce 50 e anniversaire sont

programmées fin septembre à

Milan, alors qu’une rétrospective

devrait être inaugurée à la Pinaco-

thèque de Brera, musée de la mode.

L’Italie perd cette figure de la

mode à un moment où les questions

de succession se posent dans plu-

sieurs maisons transalpines : chez

Prada où le fils de Miuccia Prada et

de Patrizio Bertelli, Lorenzo Ber-

telli, se forme aux côtés du directeur

général Andrea Guerra, pour pren-

dre la relève ; ou encore chez Dolce

& Gabbana où les cofondateurs

sont sans héritiers directs.

Farouchement attaché à son

indépendance, Giorgio Armani a,

lui, indiqué à plusieurs reprises que

jamais il ne vendrait sa maison à un

groupe étranger. « Etre englouti

dans un conglomérat français était

sa terreur », confie un patron italien

qui le connaissait bien. « Mon sou-

hait est de diriger l’entreprise aussi

longtemps qu’il me reste à vivre »,

confiait le créateur italien à la fois

directeur artistique, PDG et action-

naire unique de son empire.

« Ma plus grande faiblesse,

c’est que je contrôle tout »
Mais au crépuscule de leur exis-

tence, les grands fauves, parfois,

s’inclinent. En avril 2024, Giorgio

Armani a pour la première fois

reconnu qu’il n’écartait plus l’option
d’une reprise de son groupe. « Il par-

lait d’un groupe partageant ses

valeurs donc l’italianité », confie un

patron du luxe italien.

Le plan de succession inclut des

membres de sa famille proche, dont

au moins ses deux nièces, Silvana et

Roberta, ainsi que son neveu

Andrea Camerana. Hors famille, un

collaborateur de longue date (1977),

Leo Dell’Orco (de son nom complet

Pantaleo Dell’Orco), responsable

des collections homme, opérant sur

toutes les marques du groupe et

membre du conseil d’administra-
tion, occupe une place majeure. Il est

considéré par beaucoup comme son

bras droit et légitime successeur.

« Mon plan de succession consiste à

transférer progressivement les res-

ponsabilités que j’ai toujours assu-

mées à mes proches, comme Leo

Dell’Orco, aux membres de ma

famille et à l’ensemble de l’équipe de

travail », avait confirmé Giorgio

Armani le 29 août au « Financial

Times ». Il avait alors pour la pre-

mière fois reconnu : « Ma plus grande

faiblesse, c’estque je contrôle tout. »

Préserver l’essence même

de la maison

Tous droits de reproduction réservés

PAYS : France 

PAGE(S) : 22

SURFACE : 36 %

PERIODICITE : Quotidien

RUBRIQUE : Entreprises

DIFFUSION : 129052

JOURNALISTE : Virginie Jacoberge…

5 septembre 2025 - N°24539

Page  68



(2/3)  CONCURRENCE - CORPORATE

Les statuts de la société divisent le

capital social en plusieurs catégo-

ries avec des droits de vote distincts,

assurant ainsi une répartition équi-

librée du pouvoir. Le document

consacré aux principes de gouver-

nance à suivre après sa disparition

aborde l’éventualité de fusions et

acquisitions, et la marche à suivre

en cas d’IPO.
Pour préserver l’héritage de

l’empire qu’il a bâti, Giorgio Armani

a créé en 2016 en toute discrétion

une fondation caritative, s’inspirant
peut-être de celle qui chapeaute le

géant suisse Rolex. « La fondation a

été conçue comme un rempart afin

d’éviter le démantèlement du

groupe », note un observateur.

L’existence de cette structure n’a
été révélée qu’en 2023 par Reuters,

sur la base d’un document consulté

chez un notaire, qui prévoit des gar-

de-fous pour préserver l’essence
même de la maison : une attention

particulière au style sans ostenta-

tion, une veille continue sur la qua-

lité et la visibilité de ses créations…
Il évoque également sa structure

capitalistique. « Armani a commu-

niqué sur la manière exacte de perpé-

tuer son héritage », assure un obser-

vateur. La capacité à assurer la

pérennité du groupe et son indé-

pendance n’en demeure pas moins

une question ouverte. n

Giorgio Armani a

indiqué à plusieurs

reprises que jamais il

ne vendrait sa maison

à un groupe étranger.
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« Le roi Giorgio », ici à la Fashion Week de Milan en septembre

2024, s’est éteint à l’âge de 91 ans. Photo Gabriel Bouys/AFP
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Addio reGiorgio
Lo stilistaArmanièmortoa91anni,adannunciarloi suoidipendenti
Il mondopiangel’uomochein mezzosecoloharivoluzionatolamoda
di EMANUELE FARNETI

V
ita privata?Io nonhovita
privata, cari signori.Voi ce
l’avete?». A chi negliultimi

mesiloincontrava nellostudio
milanesedi via Borgonuovo,
circondatodaduepiani di libri eda
moltisuoi ritratti,Armani non
nascondevaunacertamalinconia
periltempo negatoagliaffetti.

A a pagina4e5 con i servizidi
Bennewitz,crosetti,giovara,
manacorda, mastrolilli, romano,
Schirinzi, scotti, tibaldi evitali
da pagina2 a 15
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Il ritrattoDallaprovincia

alla copertinadi Time

l’epopeadi reGiorgio
L’infanzia aPiacenza
la gavettadaCerruti
l’incontroconSergio
Galeotti,primoamore
eispiratoredell’impresa
aziendale
di EMANUELE FARNETI

MILANO

V
ita privata?Io non ho vitapri-

vata, cari signori. Voi ce l’ave-
te?».

A chi negliultimi mesilo incontra-
va nello studio milanesedi via Bor-

gonuovo, circondato daduepianidi
libri e damolti suoi ritratti — celebre
quello di Andy Warhol — Armani
nonnascondevaunacertamalinco-

nia per il temponegato agli affetti.
Alla costruzione prima dell’azien-
da, e poidelmito, avevain effetti de-

dicato ogni suapossibile energia:
unacorsa immane,comelui stesso
l’ha definita, terminata ieri a 91 an-

ni, pochigiorni prima chesullepas-

serelle venisserofesteggiati i 50an-

ni del suomarchio.
Non eradestinatoa diventarestili-

sta, il ragazzodagliocchichiari nato
aPiacenzal’11 luglio del 1934.I geni-

tori, padreimpiegato emadrediret-

trice diunacolonia,lo volevanome-

dico, e lui in effetti a medicina si

iscrisse,fino ache lachiamatadella
leva noninterruppe gli studispalan-

cando possibilitàinattese.
Primac’erastatalacampagnapia-

centina e i ricordi d’infanzia legati
alla guerra:un aereoche mitraglia
lastradasterrata,lui e la sorellana-

scosti in un fosso; il crollo di unaca-

sa ela mortedi duecompagnidigio-

chi. Ma il dopoguerraavevaportato
uncambiodi scenario,con la fami-

glia trasferitaa Milanoe, perlui, un
lavoro alla Rinascente,grandema-

gazzino affacciato sul Duomo sulla
cuiterrazza, molti annidopo,venne
scattatala foto di gruppodegli stili-

sti che stavano scrivendo il boom
delnostro prêt-à-porter.C’erano tut-

ti: Valentino e Ferrè,Krizia e Fendi,
Moschino e Versace— lui, Armani,
camiciacelestee cravatta,sorridee

abbracciaMila Schön. Erail 1985,co-

ronamento di un tempo cheavreb-
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be retrospettivamente definito
splendido, con tutta probabilità il

più felice, cominciato a metà degli

anni 60 con un incontro,quello con

Sergio Galeotti, destinato a cambia-

re la vita di entrambi. Fu infatti Ga-

leotti a convincere Armania lascia-

re l’impiego da Nino Cerruti,chenel

frattempo lo aveva volutocon sé, ea
mettersi in società. Il 24 luglio 1975

eranatal’azienda, due stanzeequat-

tro scrivanie in corso Venezia.

Poche settimane dopo, all’inizio
del 1976, la prima sfilataall’hotelPla-
za. La coppia,nel lavoro e nella vita,

aveva le idee chiare su una certa

idea di stile, che Armani avrebbe
poi definiti così in un’intervista a U,

il mensile di Repubblica:«La nostra

eleganzanasce dal modo di vestire,

semplice e pieno di dignità, che mi
aveva trasmesso mia madre, e poi
dal fascino che esercitava su di me il
cinema,dai filmche guardavo dara-

gazzino, in quell’idea di morbidezza

e raffinatezza senza orpelli».

Proprio il cinema sarebbe stato

decisivo nell’affermazione del
brand a livellointernazionale: da Ri-

chard Gere in American Gigolò ai
film di Sorrentino, da Gli Intoccabili
a Quei braviragazzi e poi The Wolf of
Wall Street. E le muse: Sophia Loren
e Claudia Cardinale ieri, Cate Blan-

chett, Julia Roberts, Lady Gaga og-

gi. Giànel 1982 una copertina di Ti-
me lo incoronava — onore concesso

prima di lui a un unico altro stilista,

Christian Dior: “Lo stile gorgeous

(magnifico, sfarzoso) di Giorgio”. È
la moda degli anni 80, incui Armani

costruì il successo sciogliendogli uo-

mini dal rigore dell’abito formale

con le sue giacche morbide e de-

strutturate, e soprattutto celebran-

do la forza e la libertà femminile, in
un’epoca in cui l’empowerment era

ancora lontanodal diventare di mo-
da.

Nell’agosto del 1985 muore di

Aids Sergio Galeotti, colui che fino

all’ultimo Armani, pur nell’affetto
per il compagno degli ultimi decen-

ni Leo Dell’Orco, ha sempre definito

l’uomo più importantedella sua vi-
ta. Fino a quelmomento aveva potu-

to dedicarsi solamente alla parte
creativa dell’impresa, ma da lì in poi

gli riuscì quello chepochissimi suoi
colleghisisonopoi dimostrati in gra-

do di fare: prese in mano ogni aspet-

to dell’azienda, di cui fino allafine è

stato oltre chestilista, anche presi-

dente, azionista orgogliosamente

unico, amministratore delegato e di-

rettore generale dalla leggendaria

capacità (e volontà) di controllo: fi-

no a poco tempofa era normale ve-

derlo passare la sera in un suo nego-

zioa sistemarela vetrina o a control-

lare la mise en place di un suoristo-

rante.

Così, anno dopo anno, alla linea

Giorgio Armani si è aggiunta prima

Emporio, poi lo sport conEA7, la li-

nea AX, nel 2005 l’alta moda di Ar-

mani Privé, e poi profumi e cosmeti-

ci, Armani fiori e il cioccolato, la

squadra di basket di Milano, i risto-

ranti,Armani Casa e gli hotel 5 stelle

lusso (quello di Milano,visto dall’al-
to, ha una pianta a forma di A, come

la sua iniziale — l’edificio è del 1937,

maviene da pensare che il dettaglio

non sia sfuggito nell’atto di decide-

re l’acquisto). Oggi il gruppodichia-
ra ricavi nettiper 2,3 miliardidi eu-

ro, conta 8.700 dipendentie 9 stabi-
limenti di produzione. Con un uo-

mo solo al comando,chenel suo ruo-
lo di responsabileunico — Re Gior-

gio, appunto — ha potuto prendere
decisionirapide, che altrove avreb-

bero richiesto di coinvolgere lun-
ghe catene gerarchiche. È statocosì

che, il 23 febbraio 2020, mentre in

Italia ancora non era chiaro cosa sta-

va succedendonelle prime ore del-

l’emergenza Covid, scelse di non far

accedere il pubblico al suo défilé
pernon metterne a rischio la salute.

E fu svelto nel decidere,due anni

più tardi, di far camminare le model-

le in silenzio per rispettoalle vitti-

me della guerra appena scoppiata

in Ucraina.

Non tenero nei giudizi verso i
suoi colleghi, anche quellipiù blaso-

nati, né verso le maison francesi («ar-

roganti»), l’uomo, va detto, aveva di
sé una legittima considerazione. Si
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autodefiniva: preciso, pignolo,rigo-
roso, intransigente, leale, costante,

determinato, appassionato.Spiega-

va che il suo lavoro era sottrarre e

non aggiungere. Che l’eleganza, cita-

zione assai abusata, consiste non
nel farsi notare ma nel farsi ricorda-
re. Che ciò che ha da sempre distin-

to il suo lavoro è stato il non credere

allesoluzionifacili. Lo faceva molto

arrabbiare chi gli diceva che “Arma-
ni è sempre Armani”:non basta, ri-

spondeva lui, non basta proprio,per-

chéArmani è Armani ma si evolve,

Armani è Armani ma cambia.Ama-
va, molto, pochicolori: il beige, il gri-

gio, il nero, l’avorio e quel blu che in-
dossavasempre, T-shirte pantaloni

morbidi,quando usciva in passerel-
la a ricevere l’applauso alla fine di
ogni sfilata, fino all’ultima volta, lo

scorso 2 marzo al termine dello

show Autunno/Inverno.
È stato in effetti un lungo addio.

L’anno scorso, con le celebrazioni

per i suoi90 anni (alla festa erano in-

vitati tutti i dipendenti). Quest’an-
no,per i primi vent’anni dell’alta mo-
da, una mostra a maggionel suomu-

seo Armani Silos. Una sfilata a New

York a ottobre 2024, un po’ il saluto

a una città molto amata(era lì l’11 set-

tembre 2001). Infine Parigi, con l’i-
naugurazione del nuovopalazzo in
rueFrancois 1er nei primi mesidel-

l’anno. Ora tocca alla famiglia,alla
sorella Rosannacon il figlioAndrea

Camerana, alle nipoti Silvana e Ro-
berta e a Leo Dell’Orco garantire

quella continuitàche lui speravaco-

sì: «Il mio sogno più grande è che

quello Armani rimanga un’espres-
sionedi stileitalianopermolto tem-

po e che ancora tra 50 o 100 anni lo

si identifichi con qualcosa di specia-

le, autentico e originale». E viene da
sorridere a pensare che la sua ulti-
ma decisione, che lui stesso ha defi-
nito un gestod’affetto, sia stata quel-

la di acquistare la Capannina, stori-

ca discoteca di Forte dei Marmi.Pro-
prio lì davanti, in quell’estate del

1975, conobbe Sergio Galeotti: così,

come capitaun po’ a tutti, anche Re

Giorgio,prima di andare, ha voluto
chiudereun cerchio.

©RIPRODUZIONERISERVATA
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Q Una foto
dello stilista
Giorgio Armani

da bambino

Q Lo storico
scattocon

Armani e glialtri
big della moda
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R Il 5 aprile 1982la rivista

“Time” dedica la copertina a

Giorgio Armani, onore
concessoprima di luia un

unicoaltro stilista, Christian

Dior: “Lo stile gorgeous
(magnifico) di Giorgio”

Giorgio
Armani alla

fashionweek

di Milano

nel 2024
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IL «RE» e MORTOIERI ALL'ETÀ DI 91ANNI

GiorgioArmani,
maestrodi stile

esignore
dellamodaitaliana
MartaCasadei,GiuliaCrivelli,Angelo Flaccavento
––apagina6 Stilista

e imprenditore.
GiorgioArmani

Armani,ambasciatore
delmiglior stile italiano
Anchenelfare impresa
LascomparsaaMilano.Quest’annolasuaaziendacompie50anni, l’alta modache sfila a Parigi
nefesteggia20e vienemessoonline l’archivio di mezzosecolodi lavoro: nonsonocoincidenze

maconfermedella fine di un’epocae dell’auspicic cheallamodarestiil OCCOmagicodi ReGiorgio

GiuliaCrivelli
Si tramanda che Navajo lasciasserd

dei punti imperfetti nelcrearei loro
tappetiperevitarechelanimadeltes-

sitore rimanessemprigionata. euna
dellepiccole randiscoperpertechesifan-

noleggend Piccolomymaualeillustra-

toper cercatoridisstoffe,appenapapubbli-

catotodalSalSaggiatore,un]librochecerta-

mente Giorgio Armani avrebbe
ap-

prezzato: lo stilista eimprenditore
scomparsoieri aMilano 191anni ha

vassatollast avitaadulta dareforma
aun’ideao ieleganza partendospesso
proprio da tessutie stoffe. Ouantoal
destinodellasuaanima, difficilepen-

sare che esti alcunnmodoimmprigio-

nata:] ’eredita stilistica, imprenditoria

leeeumana(a(sivaivedanodiversiiricordie

pprofondimen dioquesteepagine)di
Giorgio Armanietalmente

vastadaga-

rantirg]irglinonsololaliberlibertalegatalegataall’e

sere tatopionier in ogni aspettoolel

suolavoro, maancheunpostonella
storiaelsisten daitalianoeglo-

bale Senon addirittura una sorta di

eternita,per quantofragilee incerta
appaial’ttualecondizio edelmondo.

Oggiedoman aapertadalleegalle
18la cameraardente,allestitapresso
l’Armani/ /TeatrorliviaaBergoggnone559,

unadel olte erediti iche chelosti-

listareg:egalaalMilano, dovesitrasferii

1975'lasciaiando cittanatale,Piacenza.
Per suaespressavolontaif funerali si

svolgeranno invecein formaprivata.

Anchein questesceltesipuo leggere
moltoodell’’uomoTOArIArmani:nelleprrorossi-

me 48oresarannosicurament tanti

colleghistilisti amici, onoscentierap
presentani delleeistituzioni dargliun
ultimo saluto,mav erannoloaceamera
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ardentenche moltissimepersoneche

nonlohannd iincontratopersonEmenteeforsennenhhannoneppuremai

compratotunasuaacreazione.
Giorgio Armani hacompiutouna

specieddimiracolo, nell’Italiaddelletifo
serie: ammirato rispettatodtutti,
forseanche peril suC inconfutabile

ruolo amhasciiatoreedinideitratt
piu lusinghieri di noi italiani mentre
appariva lontanissimodaaltri, assai

menollusinghieri. Nor mavalesc›cor-
ciatoie, mmiravaisgiapponesiper la

capacita iproiettaarsinelfuturoeroepro-

porre innovazionisenza rinnegareil
passato.eimportanteanchericono-

cerglit ostileileimpreprenditorialetoriale:scon

parericoricoprendonellasualaaziendanon
nobensitr ruoli, ,presidente,ammi-

nistratore delegatoedirettorecreativo

Appare uasiingeneroso nelsuocaso

pensare:namaniadiccontrollome-

liovederernel 1oimpegnoe

ne,fino all’ultimoggiorno, avoontadi

onsegnarearealfufuturououn’azaziendasolida,
chepossacontinuareaesserevolano
conomicoeliimmagir nonsoloper
ilnostr namoda,,maperll’intero
Paese.Fupionierein tutto in alcuni

asipersinoprofetico: 025nonesol
il5o nniversariodell' azienda,naan-

chequello ncuisifestefesteggianovent’
nidi alta modaTe collezioniArmani

Privesfilanoya Parigi, nei giorni della

couturedi uiiifranccesiisentono1oan-
oraogginimaestri,oequegliabit unicied

estrem esclusivili stiamove-
dendo] proprioin questigiorni sulred

carpetdellatAostradecinema Vene-

zia. Armaniestatot primiaintuire
potenzialedelle licenze,daiprofumi

agliocchial deladladiversersificazi in

ambitiinesplploratidadallamodaddagliho-
telairistoranti Un esempiocheinmolti

hannopoisegui comeesccessoocon
illegam conililmondodellosportt:non
soloGiorgio Armani ha fattogermo-
gliare attornoalmardrchiop»principaleli-

eepiucasual accessibili pensateper
diversegenerazionimalahaanchevesti-

toatletil ditante lisciplinesulcampoe
fuori Unamorereperlosporteforsepe
alcunidei valorichesaoesprimeresfo-

ciatotopurenenell’aacquistod»diliunasoasquadra
di pallacanestro,l’Olimpia Milano, e
nella vartnershi coni Coniperdise-

gnare le divise dellenostrenazionali

olimpichee paraolimpiche.

Quanto:all’essereprofetico,bastiri-
ordarel’inte rventoapochimesidalle

scoppio lell’epidemia di Covid, nel
2020:i»invitotututti,nelnnondoydellam

da,sestessoeisuoimaimarchicorompresi,a

rifletteresuglieccessidegglianni]prece-
denti. luspicavaachesitornass sfor-

remenonoviti maconmaggiorc
ra,.convintochlamodasstessepdperden-

dolasu: nimaequind iilsuoruo locul-

turale socialeed economicoNonsi
tancomaidii pegnarsipernrmigliora-

elasostenibi ilitassocialele eambiental

dellas laazienda,conazioniconcrete,
indispensabili non sembriur para-

dosso amantener‹intattalamagia
ellamodaellasua apacitadicambiare

inmeglio, 1mondo.

Pionierenel campodelle
licenze, stabiliinoltre un
forte legame con valori
e il mondo dello sport
econ la sostenibilita
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Storiadelcinema RichardGere In AmericarGigolo film de 980 che resefamo-

oattore a iuta Arrrma ia co quistar ilr ercatol'imn ginari‹ amer sano rano
Goitutti vestit le protag ista ini unga ollaboraerinzionecon Hollyywood
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UN GRUPPOMAI QUOTATO

Tl nodosuccessione

perun impero
chevale12miliardi
Carlo Festa–apag.7

L’eredita e il futuro

di unpatrimonio
chevale12 miliardi
L’ipotesi Borsa,le mire

di Lvmh: il ruolo dei nipoti

edella Fondazione

La partita finanziaria
Carlo Festa
MILA NO

Daqualcheannolo stilistae im-

prenditore Giorgio Armanistava
lavorandoalla successionedel

gruppoda lui fondato Lolha fatto
con unpreciso1nessaggio:Fin-
che vivro, saro io il padrone»,
veva detto qualche tempo fa,
dopouna sfilata.

Orabisogneraattenderele
di-

sposizioni estamentarie,ma di

fatto in questi anni il terrenoe

statopoprepadaratoin modometico-

loso da Armaniedai suoicolla-

boratori: «Per la successione–
aveva dichiarato in passato–
credo chelasoluzione migliore
sarebbeingruppo dipersonefi-

date,aame vicine scelteda me»,
con unchiaro coinvolgiment

della FondazioneArmani, e un
riferimento alle due nipoti, Sil-

vana eRoberta,figlie delfratello
Sergioscomparsoanni fa, all’al-
tro nipote,Andrea Camerana,fi-
glio della sorellaRosanna,eLeo
ell’Orco, cheviene spessoindi-

cato comesuobracciodestro
nellagestionenanageriale del-

l’ufficio stile La successioneera
stata reparata inun documento
del2016,poi rivisto dueanni fa:
Giorgio Armani possedevail

99,9%delglgruppo,mentreloo,1%

facapoalla]Fondazionecheporta
il c11onome. Il nuovoassetto
azionarioe la successionedo-
vrebbero esseregarantitiprop
da quest’ultima nata quasi 10
annifa,suiniziativa di Leo Del-

l’Orcoe debanchiere Irving Bel-

lotti, nministratore delegatodi
Rothschild Italiae advisorstori-
co d Giorgio Armani.

Conquestagaranziasulfutu-

ro delgruppo dovrebberoquin-
di esserepreviste sei categorie
di (dallaA allaF, piu al-
tre senzadiritto di voto), tutti
uguali in terminidi lividendi..I

soci-ereeredi siripartiranno il ca-

pitale azionario, assiemealla
stessaFondazione,enomine-
rannoil nuovo consiglio di am-

ministrazione (di cui Andrea
Camerana fa parte dal 2017).
Tuttaviaalcuni nuovi zionisti
avrannoil triplo dei voti eil di-
ritto a nominare l’amministra
toredelegatodelgruppo. sociA

avranno il 30% del capitale,
quelli Fil 10%, gli altri il15%. Se
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dauna parte il riassetto e dun-

que gia statodefinito n questi
paletti, dall’altro lato nonman-

cand scenari di tipo piu finan-
ziario Unadelleopzion conila
successionetragli eredi,imana-

ger la Fondazione potrebbe
essere1a quotazionein Borsa
della Giorgio ArmaniGroupin

unarcodi tempo di cinqueanni.
Inumeri delgruppo,delresto,

sonc mportantie fannoggola an-
che ai mercatifinanziari: con
quasi12 miliardi di patrimonio
stimatidaForbes,oggi ilgruppo
Armani:nx soomoda,maan-
cheristorantieealberghi1nelmon-

do sulla sciadella notorieta del

brand.Malggradolacongiuntura
poco favorevoleper 1lussonel-

l’ultimo anno, econdogli ltimi
dati, nel2024il fatturatodella
Giorgio Armani hatoccatoi 2,3
miliardi di euroeconur ebitdadi

quasi/i400milioni. Laziendasie-

de inoltre suunamontagnadi

cassa:circaunmiliardo di euroe
in quattro anni stati realiz-

zati quasi 60c milioni di utile,

partedei qualisonostatidistri-
buiti in dividendi.

Oltre:allaquotazionein Borsa,
unadellevariabiliie quelladei

po-
tenziali interessatiIIIl dossierre da

annisultavolodellebanche d’af-
fari ternazionali.Molti sser-
vatori ritengono chesi potrebbe-

›fare vantigrandi multinazio-

nali stranieredellamoda,come
Lvmh, il piu grandegruppodel
lusso almondo, chepiu vvolteha
provato ad nvvicinarsallostilista
italianonegli annipassati.Ciso-

oinoltre immaggiori fondi dipri-
vate equityya1livello intnternaziona-

le, accominciare labig comecvc,
BlackstoneeKkr.

ZIONERISERVATI

ANDREA
CAMERAN

Nipotedi Giorgio

Armani, classe
1970 fapartedel

cda dell’aziend
dal 2017

L'ultimo acquisto.L'operazior estataannunciatao scorso27 agosto
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BUSINESS

BurberryReturnsto
FTSE100 Blue Chip Index

Since CEOJoshSchulman

joined lastyear, Burberry's

shareprice hasmore than

doubled and his turnaround

strategyhasbegunto take hold.
BY SAMANTHA CONTI

LONDON — Burberryis returning to the
FTSE 100 onthe LondonStockExchange,

ayear to the dayafterit fell out of theblue
chip index due to the downwardspiral of
its sharepricein 2024.

FTSE Russell, aglobalindex provider
thatprovidesanalyticsand dataservicesto
financialmarkets,confirmedthe change at
the close oftrading onWednesday.

It saidthe changewouldbemadeat
the closeof businesson Sept. 19, andtake
effect from the start of trading on Sept. 22.

Thenewsfollows multiplereportsin
wWD that areturn to the FTSE100was
likely thisyear.

SinceJosh Schulmanjoined asBurberry
chiefexecutive officer lastyear, its share

price hasmorethandoubled,tradingat
a52-week highof 13.75 pounds.In early
tradingon Thursday,shareswere down1.6

percent to 12.54pounds.

Burberry’sreadmissionto the FTSE 100

is another sign that Schulman’s turnaround
plan is working,despitethe ongoing

slowdownin the wider luxury sector,and
tepid demandfrom Chineseconsumers.

In the first fiscal quarterendedJune28,
salesin GreaterChinawere down 5 percent,
with mainlandChinadecreasing4percent.

Thebanks haveturnedbullish on
Burberry, and also like Schulman’s
“Burberry Forward” plan, which is aimed

atrebuildingsales, margins andcashflow.

SinceSchulmanjoined,the company
hassuccessfullystemmedthe double-

digit salesdeclinesof thepastyearand

outstrippedgrowthexpectationsfor the
first fiscal quarter.

In the threemonthstoJune30,
comparablestoresalesweredown
1 percent,compared with analysts’
projections of a 3percentdecline. In the

correspondingquarterlastyear,comparable
store saleswere down 21 percent.

“The question for usis notwhether

Burberrywill comeback,bu the
magnitudeto which it will, andhow much
investors are ready to pay for it,” HSBC said

in a reportin July,shortlyafterBurberry

postedpromisingfirst-quarterresults.
Therewere alreadysigns of arecovery

earlier this year.In May,Schulmantold

analysts: “If you hadasked me 12 months

ago wherewe wouldbe today, I wouldn’t
have imaginedthe amountof progressthat
this exceptional team hasbeenmaking.”

Schulman added that “it’s early days, and
it’s a tough macro, bu weare really starting
to seethe potentialofwhat lies ahead.

We’re taking things step by step,bu weare
optimistic aboutthequartersaheadand
optimistic aboutthebusiness in general.”

Burberrymade its debuton the London
StockExchangein 2002,andenteredthe

FTSE100 fouryearslater.

Companiesdropout of theindex

whentheir valuationsfall below a
certainthreshold,and it’s not an unusual

occurrence.In 2019,afterwitnessinga slide

in its shareprice, Marks & Spencerlost its
slot in theprestigiousindex,only to return
in 2023.
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A look from
Burberry's winter
2025ad campaign.
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Glenn Martens and Sarah Burton among

the 2025 Fashion Award nominees

The British Fashion Council's annual ceremony will take place in London on 1

December, the first under new CEO Laura Weir's leadership.

By Maliha Shoaib

Becomea Vogue BusinessMember to receive unlimited accessto Member-only reporting and insights,

our Beautyand TikTok Trend Trackers,Member-only newsletters and exclusiveevent invitations.

Glenn Martens (for Diesel and Maison Margiela), Jonathan Anderson (for Dior and JW Anderson),

Martine Rose,Miuccia Prada(for Miu Miu), Rick Owens andWilly Chavarriahave beennominated for

Designer of the Year at the 2025 Fashion Awards, the British Fashion Council (BFC) announced on

Thursday.

The award recognises British or international designers who have made an impact on the industry.

Anderson was named the winner last year for the second year in a row.

The winner will be revealed at a ceremony, which will take place on 1 December at the Royal Albert

Hall in London, sponsoredby Pandora.

The Fashion Awards raises money for the BFC Foundation, which provides funding for the various

grant andeducation programmes the BFC offers to British designers. Foundedin 1989,this yearmarks

the first awards ceremony under the leadership of new BFC CEO Laura Weir.

The nomineeswere shortlisted by ajury of 19 key critics, editors andbuyers including GQ deputy global

director Adam Baidawi, Vogue chief critic SarahMower and Machine-A founder and buying director

Stavros Karelis. The shortlist will now bepresentedto a voting committee of leading industry members.

The British Womenswear Designer of the Year nominees are Charlotte Knowles and Alexandre

Arsenault for Knwls, Simone Rocha (who won last year), Emma Chopova and Laura Lowena for

ChopovaLowena (who won the BFC Foundation Award last year), ErdemMoralıoğlu, andSarahBurton

for Givenchy. Among the British Menswear Designer of the Year award nominees are Craig Green,
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Foday Dumbuya for Labrum London, Grace Wales Bonner (who won last year), Kiko Kostadinov,

Stefan Cooke and Jake Burt for Stefan Cooke, and Nicholas Daley.

The Vanguard Award (a new category replacing the New Establishment awards for womenswear and

menswear) recognises a designer at the forefront of a new wave in British fashion who demonstrates

creativity, cultural leadership and global influence. The nominees are Aaron Esh, Dilara Fındıkoğlu,

Feben, Steve O Smith, Tolu Coker and Torishéju Dumi. Earlier this week, Smith won the LVMH Karl

Lagerfeld Prize and Dumi took home the Savoir-Faire Prize (Coker was among the finalists, too).

The BFC will announce the nominees of the other award categories in the coming months.

Comments, questions or feedback? Email us at feedback@voguebusiness.com.
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Jonathan Anderson, Martine Rose and

Willy Chavarria Nominated for Top Honor

at Fashion Awards

LONDON — Homegrown talents Jonathan Anderson and Martine Rose will be

competing against Miuccia Prada, Glenn Martens, Rick Owens and Willy Chavarria for

the top honor of Designer of the Year at the 2025 Fashion Awards, slated for Dec. 1 at

the Royal Albert Hall in London.

They were nominated by a voting panel comprising 19 individuals in media and retail.

The BFC on Thursday also revealed the nominations for three major awards: British

Womenswear Designer of the Year, British Menswear Designer of the Year, and

Vanguard, a new category that somewhat combines the New Establishment

Womenswear and New Establishment Menswear awards.

Notable nominees among these awards include Sarah Burton, Simone Rocha, Erdem

Moralıoğlu, Craig Green and Grace Wales Bonner, as well as Steve O Smith and

Torishéju Dumi, who took home the Karl Lagerfeld Special Jury Prize and the

Savoir-Faire Prize, respectively, at the LVMH Prize for Young Designers award

ceremony on Wednesday in Paris.

This year’s fashion awards, the primary fundraiser of the BFC Foundation, which aims to

support the future growth and success of the British fashion industry, will be the British

Fashion Council’s new chief executive officer Laura Weir’s first major project to put

through.

Compared to previous editions, this year’s nominations are being revealed at a slower

pace. Last year, by early September, the BFC had unveiled recipients for the Special

Recognition Award and the Isabella Blow Award for Fashion Creator.

Assuming Weir is not making too many drastic changes, more designer nominations and

award announcements, such as the Trailblazer Award and the Leader of Change Award,
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are expected to be revealed in the coming months, leading up to the main event, which

counts Pandora as a headline sponsor.

Below is the full list of the nominees so far.

Designer of the Year

Glenn Martens  for Diesel and Maison Margiela

Jonathan Anderson  for Dior and JW Anderson

Martine Rose  for Martine Rose

Miuccia Prada  for Miu Miu

Rick Owens  for Rick Owens

Willy Chavarria  for Willy Chavarria

British Womenswear Designer of the Year

Charlotte Knowles and Alexandre Arsenault for Knwls 

Emma Chopova and Laura Lowena for Chopova Lowena 

Erdem Moralıoğlu for Erdem 

Sarah Burton for Givenchy 

Simone Rocha for Simone Rocha 

British Menswear Designer of the Year

Craig Green for Craig Green 

Foday Dumbuya for Labrum London 

Grace Wales Bonner for Wales Bonner 

Kiko Kostadinov for Kiko Kostadinov 

Nicholas Daley for Nicholas Daley 

Stefan Cooke and Jake Burt for Stefan Cooke 

Vanguard

Aaron Esh for Aaron Esh 

Dilara Fındıkoğlu for Dilara Fındıkoğlu 

Feben for Feben 

Steve O Smith for Steve O Smith 

Tolu Coker for Tolu Coker 

Torishéju Dumi for Torishéju 
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FashionScoops
To the
Highlands
Loro Piana is launching the
Loro Highlands capsule
collection with a dedicated
campaignfeaturingEdie

Campbell, photographed

by Alasdair McLellan in

Gloucestershire.
The imageshave an

equestrianspirit, further
enhancedby Campbell’s
legitimacy, asshe is a
talentedhorsebackrider
part of the Loro Piana

Eventing team,a three-day
competitionconsistingof

dressage,crosscountry
andshowjumping, wearing
the Loro Piana uniform.

“I have lots of nice

things to sayaboutthe

LoroHighlandsCapsule
Collection. It’s very
Scottish. That’s kind of

drawing on Loro Piana‘s
links with Scotlandand

all of the history of fabric-

making and textiles
and tartans,” Campbell

told WWD. “We shot the
collectionin the Cotswolds,
in theBritish countryside. It

was a really beautiful day.
We hadhorsesonset, dogs,
full shebang,felt veryat

home.”
The men’s and women’s

capsule,which will be
availablestarting from

Wednesdayin Loro

Pianaboutiquesandat

the brand’s online store,
featuressome of Loro

Piana’s finest fabrics:

Cheviot, Cover Wool Storm,

rainproof waxed finishes,
and Loro Clan, which re-

interprets the traditional
Scottishtartanandis

madeof cashmereandthe
trademarkedWish wool.

The tartanis available in

two variations, one in brown

andbeigetones,andthe
other in greennuances,
seenfor exampleonthe
Elia button-down shirt for

men andthe Dalia shirt for
women.

The capsule’s color

paletterangesfrom

mossgreens,dark

browns and ochre-yellow

nuancesto coppery

orangereminiscentof the

Highlands in thefall season.
“I've always loved the

rhythm of the countryside
the calming nature,

the fresh air, thequiet,”
said Campbell. “The
Loro Highlands Capsule

capturesthat feeling of

ease,with anauthentic,
timelessandsophisticated
timbre.”

“This sport is impossible

without the horse. It’s
so importantto have

confidence in eachother’s
ability, in eachother’s

decisions.It’s deeply kind

of spiritually nourishing

being aroundhorses,” said

Campbell.
The signature

trademarkedHorseyjacket
iS available in three-layer
fabric – linen, silk and

jerseywith the Loro Clan

tartan.The coatsand
double-breastedtrenches

areoversizedaddingto the
comfortof the collection.

A focus iS alsoon

accessories,from felt

hats and silk twill foulards

to boots, from ankle high

andwith a gaiterto just
below the knee,andthe
brand teamedupwith a
Frenchmasterbootmaker

to add a signaturetouch

to the entirelywaterproof
Chasseurbootswith

a signature Loro Piana
touchat the inner panel,in
cashmeretartan.

Loro Piana haslong had

a strongconnectionwith

the equestrianworld. In

1985, it establishedthe
Loro PianaJumpingTeam

and it subsequentlyforged

anenduringbondwith
the Italian Federationof

EquestrianSportsandthe
Italian Show Jumping Team.

In 1992,leveraging its
technicalknowledge,the
brandcreatedthe official

uniforms for the Italian
Show JumpingTeam at
the BarcelonaOlympics,
leading to the designof one

of its signaturejackets,the

Horsey, in blue technical
fabric with a yellow trim.

Since then, Loro Piana
hascontinuedto dress

theItalian teamat the
Olympic Gamesandother
significantinternational

events, including the

EuropeanandWorld

EquestrianGames.It has
also supportedthe Loro

PianaPuissanceEvent and
the Loro PianaCity of Rome

Grand Prix at the Piazza di

SienaInternationalHorse

Jumping Show— the latter

for more than 30 years.
EdwinaTops-Alexander,

JessicaSpringsteen
and LorenzoDe Luca are

professionalspartof the
Loro Piana Jumping Team

who competewearing
Loro Piana uniformsin the

InternationalShow Jumping
circuit.

SaraMorganti is the

Olympic para-dressage
championwho competes
wearingthe Loro Piana

uniform as partof the Loro

Piana ParadressageTeam.

LUISA ZARGANI
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The oroPiana
campaignfor the

Loro Highlands

capsulecollection.
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BEAUTY

Miu Miu BeautyNames
U.S.Ambassadors

PalomaElsesser, Chloë

Sevigny and CocoGauff front

a digital project, lensedby

PetraCollins, for the recently
launchedMiutine.

BY JAMES MANSO

Miu Miu Beautyis building out its roster
of U.S. ambassadorsin tandemwith its

product offerings.

Having debutedMiutine in August, the

brandhasnamedthreeaccompanying
ambassadorsfor the U.S. PalomaElsesser,

Coco Gauff and ChloëSevignyfront

thePetraCollins-lenseddigital project
promotingthe launch.

“Miutine is a scentthat doesn’t begto

beunderstood– it simplyexists, with

confidence,” Collins said in astatement.
“It’s notaboutbeingseen. It’s aboutbeing
felt. This is acelebrationof womenwho
existontheir own terms.Womenwho
knowthe rules andquietlyundo them.”

TheU.S.-specificambassadorsjoin the

global face of thefragrance,Englishactor
Emma Corrin. Miutine is thebrand’sfirst

fragrance launch under licensee L’Oréal,
andthejuice was nosedby IFF master

perfumerDominiqueRopion. At thetime
of its launch, industrysourcesestimated

Miutine to reach150 million eurosin first-

year retail sales.

“We wantMiutine tobe theemblem
of the newchapterwe areopeningon
Miu Miu,” saidLadanLari, globalgeneral
managerof Miu Miu Beauty atL’Oréal, at

thetime of the launch.
“We think with Miutine, we can offer

the young generationa space for this
deliberateinsouciance,”Laricontinued.

“We want to give the definition of this

Miutine girl inmotion.”
It’s been a busyseason for L’Oréal’s Luxe

division, whichhasnamedUsher the face

of a newRalphLaurenfragrance;optedto

resurrectStudio54 for aValentino Beauty

party, andintroducedPradaParadigme
with fellow celebrity faceTom Holland.

Miu Miu Beauty's
Miutine fragrance.
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STYLEMODE

MATIÈREPREMIÈRE

ILLUSTRATION

PORTRAIT

:
KIM

ROSELIER

POUR

LES

ÉCHOS

WEEK-END

ILLUSTRATION

:
CALL

ME

GEORGE(S)

POUR

LES

ÉCHOS

WEEK-END

our sadernière

collection de haute

joaillerie, la directrice

artistique de Dior

Joaillerie (groupe

LVMH, propriétaire

des Échos), Victoire

de Castellane,

confirme son goût
des bijoux narratifs.

«Victoire avait émis

le souhait d’utiliser
un diamant ovale.

Le service Pierres s’est
donc mis en chasse et a

réussi à trouver cette

pierre magnifique dont

le brut a été extrait en

Afrique du Sud. Elle a des proportions

parfaites qui lui confèrent une élégance

incroyable. D’ailleurs, nous l’avons
sertie telle quelle» , précise-t-on

chez Dior Joaillerie. La taille ovale

moderne a été inventée en 1957

par Lazare Kaplan, qui a été formé

par son oncle Abraham Tolkowsky,

fondateur d’une lignée d’illustres
diamantaires. Il s’agit d’une variation

elliptique de la taille ronde brillant

–définie par Marcel Tolkowsky en

1919–, comportant 56 à 58 facettes. Elle vient ici

souligner la matière exceptionnelle de la

gemme. «Elle possède une transparence et une

brillance que l’on trouve uniquement dans un

diamant type IIa.» Ce type chimique désigne

une catégorie extrêmement rare, puisqu’elle
concerne moins de 2% de tous les diamants

naturels extraits. Totalement dénués d’atomes
de nitrogène, ces diamants possèdent le cristal

le plus pur et une transparence incomparable.

Ce qui est le cas avec cette pierre d’un blanc

exceptionnel et d’une pureté interne parfaite

sous un grossissement de 10 fois. Certains

laboratoires produisent des rapports de

gradation qualifiant ces diamants comme étant

de « type Golconde». Ce nom renvoie aux mines

légendaires d’Inde qui ont produit entre

les XVI e et XVIII e siècles certains des plus beaux

diamants jamais découverts. Or, si l’extraction
diamantifère en Inde est un fait attesté, aucun

critère de gemmologie ne permet aujourd’hui
d’attester avec certitude l’origine d’un diamant.

Gabrielle de Montmorin

L’AVISDE L’EXPERTE
Valérie Goyer,directrice du département
joaillerie d’Artcurial
Les diamants de type IIa sont très côtés

sur le marché des ventes aux enchères.

Nous en avons vendu un exceptionnel à

Monaco, de 17,50 carats, taille émeraude, D et

VVS1, pour un montant de 1,062 million d’euros.

Les pierres d’exception sont devenues un argument majeur

pour la haute joaillerie. C’est le cas de ce diamant taille coussin de 13,08 carats

présenté par Dior Joaillerie.

LEDIAMANTD’AFRIQUEDUSUD

Collier Diorexquis

en or blanc, diamants
blancs et jaunes, nacre

blanche, saphirs roses,
perles, grenats

rhodolites et
tsavorites, turquoises,

émeraudes, spinelles
et laque.

DR
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Can a new industry standard change the

way fashion uses deadstock?

In recent years, the term 'deadstock' has been misinterpreted and overused,

leaving brands vulnerable to greenwashing accusations. A new standard hopes to

fix that, and maximise reuse in the process.

By Bella Webb

Becomea Vogue BusinessMember to receive unlimited accessto Member-only reporting andinsights,

our Beauty and TikTok Trend Trackers, Member-only newsletters and exclusive event invitations.

At first glance, fashion brands working with deadstockmaterials is a rare win-win for both the planet

andthe industry's profit margins. When deadstock- or unsellable inventory - is repurposed,it stops

the environmental damageused to produce thosematerials from going to waste, and in an ideal world,

also displaces virgin materials. On the financial side, brands are able to recoup some of their losses

from overproduction andavoid sending expensive materials to landfill or incineration.

But criticism of deadstock has been mounting in recent years. The term has been overused and

misinterpreted, referencing everything from industrial waste to unsold products, with little transparency

over when, where or how it wasproduced. Thereis also a debatearound how long materials needto be

satunused before being considered deadstock,when in the production journey thosematerials ought to

beintercepted, and to what degreeusing deadstockcan be marketed as asustainability play. All of this
hasleft the sector susceptible to greenwashing.

A big part of the problem is that deadstockdoesn't havean official definition, says StephanieBenedetto,

co-founder andCEO of inventory managementplatform Aloqia (formerly deadstockmarketplace Queen

of Raw). On 5 September, Aloqia is launching anew platform called the "Foundstock Standard" in an

attempt to establish a consensuson what exactly deadstock is, and incentivise its reuse. Central to its

work is reframing waste asaresource, rather than "dead".

Aloqia's proposed definition of "foundstock" is currently a 20-page working document- available in

full on the standard's new website - which will be reviewed and updated by its advisory board and

independentauditing partners over the next six months. However, at its core, foundstock is defined as

unused,pre-consumertextile materials such as yarns,fabric rolls or raw goodsthat were produced but

never used, shipped or sold. This also includes unfinished items that were developed for a specific

purpose,but were setaside or discarded before fulfilling that purpose, andhave beenheld in storagefor

at least 90 days.
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Depending on the level of traceability and the documentation provided alongside deadstock materials,

brands using the standard will be awarded silver, gold or platinum status. Crucially, certified foundstock

can only be sold at the sameprice or lower, to avoid incentivising brands to produce deadstock for profit.

The platform is open to the whole industry, for a yet-to-be-determined fee, and companies do not need

to be an Aloqia client to gain access. Thetwo organisations will remain separate legally and financially,

Benedetto says.

Theneed for a harmonised definition is clear. Brands selling into the European Union will soon have to

consider what happens to their products post-purchase under the new extended producer

responsibility (EPR) rules. Thecircular infrastructure required to comply will createmeaningful avenues

for waste at every stage of the supply chain, including deadstock, the majority of which is currently

resold, wasted, sent to landfill or incinerated.

Meanwhile, despite some flip-flopping by the European Commission - largely related to how widely

new regulations should apply - the stakesfor greenwashing are only getting higher. Shein wasrecently

hit with a €1 million fine for greenwashing (it said it took immediate action to addressthe concerns

raised and has improved its website to ensure that all environmental claims are compliant with

regulation). And as of April 2025, the UK watchdog, the Competition andMarkets Authority (CMA),

has the power to fine businessesup to 10 per cent of their worldwide turnover for greenwashing.

And for US brands, there's an additional incentive to identify and utilise deadstock: with tariffs making

it more difficult and expensive to import products, fashion businessesare looking at what is already

available domestically. While the US has limited raw materials appropriate for fashion production, what

it has in abundanceis waste, of which deadstock makes up a significant proportion.

A work in progress

Aloqia has clear stakes in the game. Originally founded as Queen of Raw in 2014, the US-based

company rebranded in 2024 to reflect its growing B2B business, developing software that enablesbrands

such as Nike, Ralph Lauren and Victoria's Secret to manage excessmaterials at scale.

In 2022, Aloqia announced a controversial partnership with Shein, which it says has helped the ultra-

fast fashion giant divert over 32,000 metres of deadstock fabric. Critics questioned whether the use of

deadstock fabrics from other brands was sufficient to offset the waste created by Shein's broader

business model, and raised concerns over how the use of deadstock was marketed, pointing out how

difficult it is to make credible claims about the virgin resources displaced by using deadstock without

accurate lifecycle assessments.

Benedetto says the marketing of brand partnerships is outside of Aloqia's remit, but the Foundstock

Standard will include best practices on how to communicate the useof certified materials. Shealso notes

that broader business practices will be built into the Foundstock Standard's three tiers. While the exact

details will be ironed out during the pilot phase, the idea is that brands with worse environmental and

social impacts outside of their use of deadstock will be denied the certification, or capped at lower tiers,

depending on severity.

She also emphasises that, while Aloqia instigated the Foundstock Standard and has been driving its

rollout, much of the backstage work has been undertaken by third-party auditors Control Union and

Peterson. The process started with a landscape analysis of existing rules and regulations around

deadstock, highlighting the lack of a standardised definition. Then, the auditors interviewed

representatives from Aloqia and a wide-ranging consortium of fashion brands to understandthe different

definitions currently at play, and common points of fracture.
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"That process included smaller and larger companies, all the way from mass market to luxury, spanning

from Europe to Asia, and even extending to supply chain partners of the brands involved," explains

Benedetto. "It's very important to us that all of those voices are heard."

The names of consortium members will be kept under wraps until the public consultation (which goes

live today) closes before the end of the year. This is to avoid biasing public opinion on the standard, at

the recommendation of Control Union and Peterson. Once the consultation is complete - likely in the

new year - Aloqia will unveil the standard's consortium partners, advisory council and pilot

programmes.

"Without a clear definition, how are you going to measure, report and comply with regulatory

requirements going forward?"

When the pilot programmes come into play, participating brands will road-test the standard's

certification and platform. Some will centralise their deadstock for internal reuse, while others will

identify deadstock to sell it on. Either way, transparency and traceability will be key, says Benedetto,

noting that the Foundstock Standard will also monitor how much deadstock companies are producing

and whether this decreases over time.

The pilot programmes have a lot of kinks to work out, including the exact fees for certified brands and

whether brands will be able to repurpose all of the deadstock they find. Older materials which were

made before certain regulations came into play will have to reckon with their chemical heritage, which

could render them inappropriate for contemporary consumers. Benedetto says quality assurance and

content testing are part of the process. How this works in practice - especially when deadstock appears

in small pockets all over the world, often buried deep in supply chains - will be determined during the

pilots.

If these questions are answered, a unified standard could help unlock progress and curb waste, says

Benedetto. "The definition of deadstock was a huge white space," she explains. "The idea for the pilots

is to figure out whether the definition we have come up with actually works. Which elements are too

hard or too easy to meet? What needs to change so that everyone can participate?"

There is scope for the definition to inform more progressive regulations in future and raise the industry's

ambition, she adds. "Without a clear definition, how are you going to measure, report and comply with

regulatory requirements going forward?"

Comments, questions or feedback? Email us at feedback@voguebusiness.com.
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CONJONCTURE - TENDANCES



Thrifty Luxe: 5 Takeaways From The
RealReal’s 2025 Resale Report

The RealReal's 2025 Resale Report. Courtesy

Even if luxury brands are still trying to get their heads around the resale market — is it a
competitor? A gateway to new consumers? Something else? — designer-loving
shoppers don’t seem to need any help. 

The RealReal Inc.’s 2025 Resale Report, released Thursday, underscores just how
important secondhand has become for many shoppers who are clearly looking at
moment-to-moment developments in the fashion industry and turning to resale to buy or
for context. 

Mark that as a signal of a rapidly changing industry and a world that’s maybe a little
more mixed up than usual. 

“The instinct to value what lasts feels more relevant than ever,” said Rati Levesque,
president and chief executive officer of The RealReal, in the report’s introduction. 

“In 2025, the world felt like it was shifting by the hour with economic instability and rising
global tensions,” Levesque said. “AI blurred the lines between real and synthetic. Trends
were accelerated and flattened by social media.

“In response, shoppers rejected uniformity and instead wanted styles that felt real,
unfiltered, and un-replicable,” she said. “Fashion ‘rules’ were irrelevant. The result is a
moment in fashion not shaped by brands or trends, but by individuals expressing their
personal style, opting out of the mainstream, and shopping with intention. Rather than
being told what was ‘in,’ shoppers decided for themselves — and turned to the
secondary market to do so.”

Here, a peek through resale’s lens on fashion.
1. The Resale Winners, According to The RealReal’s Data

Jonathan Anderson — who made the jump from Loewe to Dior — ranked as the buzziest
creative director of the year on The RealReal, with new Loewe buyers growing 77
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percent on the platform. 

Kendrick Lamar’s Super Bowl halftime show was picked as the Most Iconic Celebrity
Fashion Moment, pushing searches for “Celine Flare Jeans” up 963 percent in 24 hours.

And the 2010s reigned as the favorite fashion era as searches for Hervé Léger bandage
dresses rose 106 percent. 
2. The Resale Impact of All Those Designer Moves 

While luxury brands have sought to juice up their businesses with designer changes all
over the place, there was an echo effect on The RealReal, where searches for
on-the-move design stars skyrocketed. 

Searches for Loewe jumped 488 percent the day Johnathan Anderson’s departure was
announced. 

And searches for “Demna” increased 310 percent in one day as the designer made his
move from Balenciaga to Gucci. 
3. The Most Searched Brands

The big names are, for the most part, also the big winners when it comes to the most
searched brands on The RealReal. Here, the brands resale shoppers are looking for the
most, in order. 

1. Louis Vuitton

2. Chanel

3. Prada

4. Miu Miu

5. Gucci

6. Loewe

7. Bottega Veneta

8. Celine

9. Dior

10. The Row (tie)

10. Fendi (tie)
4. Closely Watched

The RealReal has seen a 46 percent increase in new watch buyers this year, with Rolex
and Cartier leading the way. It is a trend that the resale report found is touching every
generation, with each giving their own take on what time it is. According to The
RealReal, the breakout is as follows:

Boomers: The Generation Most Likely to Wear a Status Symbol•
Gen X: The Generation Most Likely to Have a Collection•
Millennials: The Generation Most Likely to Rock a Gold Explorer•
Gen Z: The Generation Most Likely to Seek Out a Bold Brand•

5. Lived-in, Naturally

The one thing resale doesn’t have? New product.

And The RealReal sees that as a trend-right asset. 

“In an age of AI-powered LinkedIn portraits, fortysomethings with facelifts, and the
increasingly rare site of natural teeth on the silver screen, there’s a status symbol in
embracing the imperfection,” the report said. “Being hot in Hollywood without veneers?
It’s a power play. The same thing applies to fashion: pieces with patina and wear are
more in-demand than ever. Shoppers want proof of life.”
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Sales of bags with some patina were up 45 percent this year on The RealReal, with
increases in styles from Louis Vuitton (up 14 percent), Chanel (15 percent), Hermès (35
percent) and Balenciaga (22 percent).

Tous droits de reproduction réservés

URL : http://www.wwd.com/ 

PAYS : États-unis 
TYPE : Web Grand Public 

JOURNALISTE : Evan Clark

4 septembre 2025 - 15:00 > Version en ligne

Page  97

https://wwd.com/business-news/financial/realreal-2025-resale-report-takeaways-1238107644/

	Couverture
	Sommaire
	KERING - CORPORATE
	Gucci Owner’s Fortunes Rest on Heir Letting New CEO Do His Job
	FKA Twigs to Perform at Kering Foundation’s Caring for Women Dinner
	FKA Twigs Set to Perform at Kering Foundation's Fourth Annual Caring for Women Dinner
	Quelle mode écoresponsable en Chine?
	Nan Goldin De lutte et d'extase
	Maigreur, fourrure, diversité… la mode rétropédale : « Depuis quelque temps, on recommence à nous demander ouvertement des mannequins caucasiens »

	KERING - LUXE
	50 Years On, Bottega Veneta’s IYKYK Accessories Remain The Ultimate Status Symbol

	CONCURRENCE - CORPORATE
	Soshi Otsuki remporte le prix LVMH
	LA UNE
	Giorgio Armani, ‘the King,’ 91
	The World Reacts to Death of Giorgio Armani
	Giorgio Armani Leaves A World of Beauty
	The Design Community Honors Giorgio Armani's Legacy
	Giorgio Armani’s Multi-Dimensional Legacy
	Armani Succession Plan, Always Mysterious, Is About to Get Tested
	Giorgio Armani, Italy’s Fashion ‘King,’ Has Died
	Giorgio Armani « Addio, maestro »
	Giorgio Armani laisse son empire orphelin
	Addio re Giorgio
	Giorgio Armani, maestro di stile e signore della moda italiana
	Il nodo successione per un impero che vale 12 miliardi
	Burberry Returns to FTSE 100 Blue Chip Index

	CONCURRENCE - LUXE
	Glenn Martens and Sarah Burton among the 2025 Fashion Award nominees
	Jonathan Anderson, Martine Rose and Willy Chavarria Nominated for Top Honor at Fashion Awards
	To the Highlands
	Miu Miu Beauty Names U.S. Ambassadors
	LE DIAMANT D’AFRIQUE DU SUD

	RESPONSABILITE SOCIALE ET ENVIRONNEMENTALE
	Can a new industry standard change the way fashion uses deadstock?

	CONJONCTURE - TENDANCES
	Thrifty Luxe: 5 Takeaways From The RealReal's 2025 Resale Report



