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Gucci Owner’s Fortunes Rest on Heir Letting 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.”
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“The key ask was a step back by Pinault. He did it,” said Taricco, noting that the fund that held the Kering stake

decided to shut down last year.

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.

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

demand. The executive did chalk up some wins, with Kering experiencing a boom that was helped by the

popularity of Alessandro Michele’s designs for Gucci, with revenue at the Italian label crossing the symbolic €10
billion mark in 2022.

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.

(Updates with details on Bluebell and on Pinault’s record.)

More stories like this are available on bloomberg.com

©2025 Bloomberg L.P.
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The Vogue Business 2025 100 Innovators:

Sustainability
thought leaders

Undeterred by political, economic and organisational headwinds, these innovators are pushing fashion to

confront its social and environmental impacts head-on.

By Vogue Business Team

This article is part of the Vogue Business 100 Innovators: Class of 2025, an annual list of individuals Vogue

Business editors believe have the potential to change the luxury industry for the better.

It was never easy to be a sustainability thought leader, but this year has tested even the strongest-willed.

From the US to the EU, politicians have whipped up an anti-ESG frenzy, prompting regulators to roll back

hard-won policy momentum, and taking the wind out of the fashion industry's sustainability efforts in the

process. Even the companies that have doubled down on ambition and raised targets are being stifled by

budget and staffing constraints. All the while, the social and environmental impacts of the climate crisis are

becoming more severe, especially for the vulnerable communities in the Global South that make much of

the world's clothing. Sustainability has never been more pressing, and leadership never more vital.

This year, our sustainability thought leaders are recognised as much for their tenacity in the face of these

challenges as for their vision of systemic change. Whether through grassroots organising, building localised

fibersheds and recycling models, advancing material and technological innovation, or reshaping business

models and consumer culture, each innovator is pushing fashion to confront its challenges head-on.

Kalpona Akter

Founder and executive director | Bangladesh Centre for Worker Solidarity

Trade unionist Kalpona Akter began working in garment factories at the age of 12, and has been a vocal

advocate for her fellow garment workers ever since. She was critical to the Bangladesh Safety Accord after

the Rana Plaza factory collapse in 2013, urging brands in the Global North to sign up, and she made sure

that worker groups were involved in the EU's Sustainability Compact (a series of EU initiatives and

measures aimed at promoting sustainability and a circular economy within the trade bloc, and through

international partnerships).
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Akter is driven by a deep commitment to labour justice, gender equality and climate resilience for working-

class communities in Bangladesh and beyond, and consistently stands in solidarity with workers as they

continue to battle systemic oppression in various forms. This year, she demanded asubstantial increase in

the minimum wage for Bangladeshi garment workers and championed their rights on the global stage,

actively pushing for the EU's Corporate Sustainability Due Diligence Directive (CSDDD) to include legally

binding measuresthat protect workers andprevent human rights violations. Akter also continues to work at

the grassroots level, educating workers on the critical concept of a just transition and advancing the just

transition framework with different industry stakeholders.

Ateev Anand

Founder | Re-Ceremonial

Ateev Anand is reframing how India dressesfor its most important moments. With his label Re-Ceremonial,

Anand is challenging the high-spend wedding and occasionwear market that has long prioritised opulence

over impact. His radical proposition? Couture-inspired occasionwear crafted from recycled textiles and dyed

only with plant-based ingredients - no synthetics, no polymers, no sequins.

Working with five craft clusters across India, Anand handweaves fabrics from post-consumer waste. (For

commercial viability, he incorporates some power loom textiles like pure 60 gram silk and Tencel.) The

dyes are created in Mumbai using natural materials like temple flower offerings, tender coconut skins and

onion peels. Embroidery incorporates only glassor metal, never plastic.

The idea for Re-Ceremonial began in 2020, when Anand, also founder of slow fashion label Teev, met a

woman at an airport and designed her two-piece wedding outfit using recycled materials. That encounter

made him realise bridalwear, central to India's fashion identity, could be a way to drive systemic change.

Today, Re-Ceremonial speaks to a new generation eager to honour tradition without compromising on

values.

Yidi Chen

Co-founder and creative director | Mattter

Yidi Chen believes China is at a critical point as its citizens slowly start to embrace a more conscious way

of living and consuming. Chen is emerging as a leading voice in the sector. A creative director and

sustainability advocate, Chen was born in Beijing and lives in Shanghai, where she built a name for herself

in fashion media having worked for global video platform Nowness. There, she launched the film

series Survival Season,exploring the relationship between humans and the environment. Shethen went on

to work for Shaway Yeh's pioneering sustainability consultancy Yehyehyeh, and participated in the Circular

Economy and Sustainability Strategies programme at the University of Cambridge.

Now, Chen is co-founder of Mattter - a platform advancing next-generation material innovation to bridge

design, technology and manufacturing to drive sustainable change, launched in 2023. It works with brands

on a range of project, including identifying, aligning and often co-developing solutions such as new fibre

innovations, or a distinctive fibre treatment. It counts brands from LVMH, Kering and OTB as clients.

Tim Cross

Founder and CEO | Project Plan B
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Recycling may not be the answer to fashion's overproduction problem, but it is an essential part of the

equation as we face the thorny question of what to do with the mountains of textile waste piled up in

countries throughout the Global North. However, the infrastructure to develop textile-to-textile recycling is

woefully lacking. Driving change is Tim Cross, founder and CEO of British clothing manufacturer Project

Plan B, which makes garments from recycled materials. Last year, Project Plan B partnered with charity

Salvation Army Trading Company to set up Project Re:Claim, the UK's first commercial-scale textile-to-

textile polyester recycling facility.

In 2021, Cross founded the non-profit Circular Textiles Foundation (CTF), which aims to bridge the gap

between clothing brands and post-consumer textile recycling technologies via workshops - in particular,

focusing on how to design a garment so that it can berecycled at its endof life - and certification. In 2024,

the UK Intellectual Property Office recognised the CTF's "Infintee" symbol as the country's official

certification trademark for recyclable clothing.

Sarah Dadush and Olivia Windham Stewart

Co-founders | Responsible Contracting Project

In fashion's supply chains, power imbalances emergebecausecontracts usually favour brands over suppliers

and workers. SarahDadush and Olivia Windham Stewart co-founded the Responsible Contracting Project

to rectify that. The initiative develops practical contractual tools that promote shared responsibility for

human rights and the environment in the supply chain.

Dadush is a law professor at Rutgers University and a former UN legal counsel who brings legal rigour and

policy insight to the project, while Stewart is a sustainability and human rights advisor who leads the

Apparel and Textile Transformation Initiative and has experience working with businesses,NGOs, industry

associations and more. The two started working together in the American Bar Association Business Law

Section's working group in 2019, officially forming the Responsible Contracting Project in 2021. In the

past year, the organisation has published briefs that unpack the contractual requirements within the EU

Corporate Sustainability Due Diligence Directive as well as a number of forced labour ban laws, and has

provided training on responsible contracting for over 500 brands and suppliers. Today, Dadush runs the

day-to-day operations as director; Stewart contributes as a senior advisor while managing a portfolio of

independent projects.

Marina Fornasier

President | Insieme Social Cooperative

Tucked away in the Italian city of Vicenza is one of the country's leading organisations for textile reuse:

Insieme Social Cooperative. The small-but-mighty social enterprise managesand repurposestextile waste,

employing people referred by social services, who have struggled with addictions or mental health

challenges, or recently left the nearby prison. President Marina Fornasier uses the organisation's approach

to textile waste as a metaphor for its approach to people: "We believe that there is value in everything, but

sometimes you have to work to bring the value out." In many ways, its evolution speaks to the broader

fashion industry's challenges. Earlier this year, Insieme closed its in-house upcycling workshop after five

years, citing the time- and labour-intensive nature of upcycling and the limited environmental and financial

rewards. Following that decision, the Insieme Social Cooperative board (which also includes Adriano

Verneau, Alessandro Dal Lago, Filippo Giaretta and Giulia Fasolato) has focused its attention on building

stronger supply chains for textile reuse. It hasconsistently championed the need for better collection, sorting
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and recycling infrastructure among B2B partners, citizens and public institutions, advocating for systemic

change at scale.

Darshana Gajare

Head of Sustainability | Lakmé Fashion Week

Darshana Gajare is rewriting the sustainability playbook for India's most influential fashion platform. Since

2019, she has led sustainability at Lakmé Fashion Week - India's apex fashion event, co-organised with

the Fashion Design Council of India - transforming what was once a standalone Sustainability Day into a

central pillar of the event. Under her leadership, sustainability features more prominently in designer

applications, show programming andbrand partnerships - from eliminating single-use plastic to mandating

refillable water bottles and pushing greener backstage and production practices.

She has also been instrumental in scaling the Circular Design Challenge (CDC) - India's largest

sustainability-focused fashion award. While not the founder, Gajare spearheaded its global expansion,

having led its transition into an international competition two yearsago. In 2024, CDC received over 190

applications from 10 countries, spanning Australia to Argentina. Last year's winner was Ritwik Khanna,

whose label Rkive City reimagines textile waste into fashion-forward silhouettes.

Beyond Lakmé Fashion Week, Gajare serves on the advisory board of Fashion Revolution India and

hosts Ethically Yours, aclimate storytelling podcast spotlighting changemakers and questioning fashion's

impact on the planet. With her system-wide approach and emphasis on grassroots change, Gajare is

nurturing a generation of designers who see circularity not asa buzzword, but as a launchpad.

Emma Håkansson

Founding director | Collective Fashion Justice

Australian activist Emma Håkansson has become something of a moral compass for fashion, consistently

advocating for people, the planet and animal rights in an industry that has historically overlooked all three

in the drive for profit. Through her charity Collective Fashion Justice, Håkansson has been quietly rewriting

the rules of engagement for fashion brands around the world. Shesupported Copenhagen Fashion Week to

become "wildlife free", later replicating this successin Amsterdam, Berlin and Australia. This year, she also

worked with the British Fashion Council to ban wild animal skins at London Fashion Week. Her

documentary film, Shiringa: Fashion Regenerating Amazonia, has garnered several international awards

for its moving portrayal of the Amazonian community creating animal-free bioleather from the shiringa

tree. Sinceits release, Håkansson has been working to translate its messageinto meaningful industry change,

with European fashion brands Marimekko and Aeron introducing the first products that swap animal leather

for shiringa bioleather. This is the first in a series of films she is working on, with the intention of making

vegan, total ethics fashion (the subject of her three books) a reality.

Virginia Keesee

Senior director of global fashion and nature initiatives | Conservation International

While much of the industry has been laser-focused on decarbonisation, Conservation International has been

quietly pulling at a lesser funded but equally important lever for change: nature and biodiversity. The global

non-profit is the brains behind Kering and Inditex's Regenerative Fund for Nature, which finances farmers

transitioning to regenerative agriculture, and has enrolled over one million hectares of land to this end

already. It also regularly contributes to the nature and biodiversity strategies of leading industry coalitions,
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including Textile Exchange and The Fashion Pact. Virginia Keesee heads up its fashion initiatives, and has

become a leading champion for change in the industry. Her team is consistently at the cutting edge of

progress. Last year, they published a guidebook for fashion brands working with Indigenous communities,

tackling a highly controversial subject that brands consistently get wrong, and creating a constructive

blueprint to getting it right. In both this and the Regenerative Fund for Nature, Keesee has advocated for

fashion to not only take note of Tier 4 - a part of the supply chain that has historically been hidden or

overlooked - but to place Tier 4 suppliers and workers at the forefront.

Ghatit Laheru

Founder | Kantai

Fashion too often forgets the hands behind the craftsmanship. With over 15 yearsof experience leading craft

development at Khamir, a non-profit based in Kutch, India, Ghatit Laheru has transformed endangered

artisan traditions into thriving cultural economies, providing visibility for over 6,000 rural artisans. In

August 2024, after stepping down as director, Laheru travelled through India's spinning and weaving

clusters to map the challenges and potential of grassroots hand-spinning. He discovered a gapin support for

Khadi-based yarn producers. This led him back to Khamir to found Kantai, a dedicated hand-spinning

incubator that nurtures local artisans, revives traditional techniques and reframes spinning as both heritage

and economic opportunity.

Andrée-Anne Lemieux

Sustainability director, professor and IFM-Kering sustainability chair | Institut Français de la Mode

Andrée-Anne Lemieux has dedicated her career to empowering future generations of fashion workers to

become sustainability changemakers, at the point when they are most receptive and eager to learn. As

director of sustainability at Institut Français de la Mode, Lemieux has helped to embed sustainability in the

curriculum, designing mandatory courses on critical skills such as impact measurement, circularity and

governance. She also heads up the prestigious Parisian fashion school's partnership with luxury

conglomerate Kering, a six-month programme that encourages students to develop industry-leading

interventions to complex sustainability challenges. Now in its fifth year, the programme has delivered over

50 transformation projects, focused on reducing the impact of manufacturing, enabling circularity and

decoupling growth from material use,promoting traceability and climate justice, and exploring cutting-edge

concepts like emotional durability and extended producer responsibility (EPR) policies. In July, Lemieux

was awarded the Habilitation àDiriger des Recherches(HDR), the highest academic qualification in France,

recognising her ongoing contributions to sustainability and circularity in fashion supply chains.

Marco and Matteo Mantellassi

Co-CEOs | Manteco

A pioneer of circular fashion, Italian manufacturer Manteco has been making recycled wool since World

War II, when its founder Enzo Anacleto Mantellassi noticed that raw materials were in short supply, but

high-quality, discarded military garments were plentiful. Today, mechanically recycled wool represents

about 45per cent of Manteco's business, which the company says delivers a 65 per cent reduction in carbon

emissions, water usage and energy consumption compared to virgin wool. While many promise recycled

content, Manteco is actually delivering it, boasting brand partnerships from luxury (including LVMH and

Kering) to mainstream staples (Samsøe Samsøe, Reformation and Cos), through to emerging talent

(including Patrick McDowell and Federico Cina). Now, brothers and co-CEOs Marco and Matteo
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Mantellassi are doubling down on the company's commitment to sustainability, having taken the reins from

their father, company president Franco Mantellassi, in 2000. The brothers are paying it forward with the

Manteco Sustainability Award, supporting emerging circular design talent in collaboration with various

leading fashion schools.

Nina Marenzi

CEO and founder | The Sustainable Angle and Future Fabrics Expo

The seismic impact of material choices on the overall environmental footprint of a fashion product is widely

recognised today, but when Nina Marenzi founded The Sustainable Angle in 2010, it was still a fringe

conversation. Fast forward 15 years, and Marenzi remains a leader in the space. The Sustainable Angle

celebrated its 15th anniversary in 2025 with a bumper edition of its flagship event, Future Fabrics Expo.

Showcasing over 10,000 textile solutions from over 150 companies, the event has continued to evolve,

recently adding a footwear hub, a launchpad for cutting-edge commercially available materials, and a

circularity lab. In recent years, Marenzi has also expanded the expo's seminar series, advocating for

progressive legislation to drive sustainable action, championing global - and often overlooked - leaders

in regenerative agriculture and climate resilience, and highlighting common challenges for material

innovators.

Elisa Niemtzow

VP of consumer sectors | BSR (Business for Social Responsibility)

Long-time luxury consultant Elisa Niemtzow has been quietly leading the charge for corporate sustainability

for over a decade. She was among the first in luxury fashion to question the potential of degrowth for

consumer goods companies, and worked on tracking physical climate risks in fashion supply chains with

Kering, long before the conversation went mainstream. As VP of consumer sectors at BSR, shehelps brand

clients navigate increasingly challenging times, embedding sustainability in business as usual and

championing women's rights in the supply chain through BSR's collaborative gender equality initiative,

RISE (Reimagining Industry to Support Equality). Niemtzow also leads BSR's Responsible Luxury

Initiative (ReLI), and is a strategic advisor to Watch and Jewellery Initiative 2030, co-founded by Kering

and Cartier to advance climate resilience, resource preservation and inclusion. This year, Niemtzow co-

founded Racine, a group of luxury leaders and sustainability experts working to reframe sustainability in

light of supply chain uncertainty, shifting cultural values and new approachesto creativity and desirability.

Thuy Nguyen and Wendy Savage

Director of supply chain social impact | Patagonia

Senior director of social impact and transparency | Patagonia

Patagonia has long been associated with sustainability, but some of its impact team's most impressive feats

never reach the front pages. In 2012, Patagonia rolled out its supply chain monitoring programme from Tier

1 (direct suppliers, such as finished garment manufacturers) to Tier 2 (indirect suppliers, such as spinners,

weavers andprinters). It quickly started to seered flags across several of its key sourcing markets - notably,

migrant workers in Taiwan being made to pay recruitment fees,trapping them in acycle of debt and equating

to a form of forced labour. Savage and Nguyen have spent more than a decade working to eliminate this

insidious but often overlooked practice. Their efforts have since saved over 3,000 workers up to $1.7 million

annually in recruitment fees. This year, they turned outwards, using Patagonia's influence to bring other

brands into the fold andto drive a collective responseto recruitment fees. This is in addition to Savage and
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Nguyen's work on living wages (which arepaid in 39 per cent of Patagonia's factories, significantly more

than most brands), regenerative organic agriculture (which now accounts for 23.4 per cent of the brand's

cotton use) andresponsible purchasing practices (for which it co-developed an educational framework).

David Puyuelo Huguet

Founder and CEO | Coleo Group

Textile-to-textile recycling is something of an albatross in sustainable fashion: billions of dollars have been

funnelled into its emergence, but few of the startups leading the charge have managed to build viable

businessesat scale. Like Project Re:claim in the UK, Coleo is a rare example of textile-to-textile recycling

in action. The Spanish company started out as aconventional fashion manufacturer and retrofitted recycling

into its business model, building on founder David Puyuelo Huguet's experience at Spanish textile

manufacturer Sedatex. With one eye on the future, Huguet hasconsistently invested in artificial intelligence,

allowing Coleo to sort and gradetextile waste more efficiently - one of the key roadblocks to recycling.

In the past year, Coleo managed around nine million garments that would have otherwise been considered

waste, producing 2.8 million new, recycled garments in the process, of which 2.5 million contained more

than 60 per cent textile-to-textile content. Crucially, Huguet has brought multiple household name brands

on board as clients - something other recycling companies have struggled with. In the final months of

2025, Coleo will expand its impact further, opening two new waste management facilities - its third in

Spain and another in France, addressingtextile waste at the source.

Thivya Rakini

Statepresident | Tamil Nadu Textile and Common Labour Union (TTCU)

Earlier this year, Indian trade unionist Thivya Rakini was conducting a routine factory visit when - just

two hours in - the heat caused her to faint. In a viral LinkedIn post recounting her experience, Rakini

sharedhow factory temperatureshad soaredto 38.6℃, and she fainted despitehaving eaten,stayedhydrated

and dressed in breathable cotton clothing. The workers she was visiting, however, have to endure those

temperatures for nine hours a day, wearing synthetic uniforms, often under immense pressure to produce

garments at speed.

As she experienced, extreme heat stress is one of the most pressing climate risks for garment workers, and

Rakini has become one of the leading voices advocating for adaptation measures. This builds on the former

nun's long career rallying against gender-basedsexual violence in fashion supply chains, aproblem that the

audits and codes of conduct imposed by brands have failed to stamp out. In her work on extreme heat and

gender-based violence, Rakini has done what many in the fashion industry have neglected to: put female

workers front and centre, and cast light on the realities that brands have historically tried to hide.

Ruth Alice Rands

Founder | Herd

Fashion supply chains arenotoriously complex and opaque, but a growing wave of brands are bucking that

trend, putting provenance and traceability first. At the forefront is Ruth Alice Rands, founder of British

knitwear brand Herd. Shehas built her British wool supply chain from the farm up, absorbing the risks of

processing losses to guarantee a return for farmers, while championing the bluefaced Leicester, a British

breed she calls "the Romeo of the sheep world".
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Over the past 12months, Rands has evolved the Herd concept further to include Indian cotton and Scottish

tartan tweed - also natural materials rooted in a specific place, supporting heritage craft and industrial

ecosystems. Her romantic notions about local production arequickly gaining global relevance, compounded

by ongoing supply chain disruption, subcontracting scandals, constantly shifting tariffs and a regulatory

push towards transparency and traceability. Amid all of this chaos, Herd's fibreshed model stands out as a

potential way forward.

Nalini Shekar

Co-founder and director of finance and special projects | Hasiru Dala

Waste pickers aresome of the most crucial yet overlooked contributors to fashion supply chains, and Nalini

Shekaris among their most consistent and effective advocates. As the co-founder of Indian non-profit Hasiru

Dala, Shekar works to restore dignity and agency to informal waste pickers across 18 cities, 38 taluks and

64 villages. Earlier this year, in the coastal region of Dakshina Kannada, Hasiru Dala implemented awomen-

led, decentralised waste management system. They brought together local governments and citizens to

transform waste into a resource and build economic opportunities on the ground, directly impacting over

7,500 individuals andindirectly benefitting a further 59,000. Empowering wasteentrepreneurs is apersonal

passion of Shekar's and the impetus behind her Textile Waste Management initiative for post-consumer

waste, which has gatheredover 257,000 kilograms of textile wasteto date, linking local collectors to national

recycling markets and training 126 waste pickers in the process. This year, Hasiru Dala also helped to

implement the multi-stakeholder programme Saamuhika Shakti, supported by the H&M Foundation, whose

textiles-specific project aims to divert 800,000 kilograms of post-consumer textile waste and support 500

waste picker livelihoods by 2026.

Karen Stauss

Director of strategic engagement | Transparentem

Supply chain transparency is something of a North Star in sustainable fashion, but it has proven elusive for

brands with historically fragmented and opaque supply chains. US-based non-profit Transparentem works

to uncover the exploitation hidden within thesesupply chains, but rather than just call brands out, their end

goal is to facilitate remediation at a systemic level. Director of strategic engagement Karen Stauss has

proven particularly effective, leading the charge against the pervasive but often overlooked issue of

recruitment fees, which can trap migrant workers in a downward cycle of debt. This year, Stauss and her

team brought together more than 40 apparel companies to addresslabour abuseslike debt bondage risks and

holding of identity documents at Tier 2 factories in Taiwan. Several of the companies they engagedare now

working with the Taiwan Textile Federation to change long-standing practices that negatively impact

migrant workers across the country.

Christian Tubito

Director of Material Innovation Lab | Kering

As the director of Kering's Material Innovation Lab (MIL), Christian Tubito and his team scout, validate

and industrialise innovations with trusted suppliers, before presenting them to Kering's brand creative

teams. It's a complex role, bridging group strategy, brand creative andindustrial partners. It's also rapidly

expanding. Founded in 2013, MIL now housesmore than 5,000 samples of "certified sustainable materials"

from over 500 manufacturers, and is currently running more than 35 pilot projects. This year alone, Tubito

has spearheadedthe implementation of two textile innovations: a bio-engineered alternative to silk, and the
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first 3D-weaving technology able to go straight from design to production, minimising waste, energy and

chemical use in the process. He also helped pilot and install the first commercial filter to reduce or avoid

microfibre leakage from textile materials, a major step forward for fashion production, which releases

countless microfibres each year. Most notable in 2025 was the introduction of the Kering Accelerator for

Regenerative Materials Implementation (KARMI), with which Tubito doubled down on the group's

commitment to regenerative agriculture, allowing Kering brands to reserve thousands of tonnes of

regenerative textile materials through direct relationships with suppliers - a rare feat among brands.

Sioduhi Waíkhun

Founder and designer | Sioduhi Studio

From the Alto Rio Negro region in the northern reaches of Brazil's Amazonas state, Sioduhi Waíkhun is

challenging fashion's history of extraction with a vision rooted in Indigenous Futurism, a movement that

draws on Indigenous knowledge to reimagine the future. In a region where fashion's supply chains have

contributed to deforestation and the exploitation of Indigenous peoples, Waikhun, a member of the Pira-

tapuya community, is advocating for change.

As the founder of fashion brand Sioduhi Studio, he works closely with artisans, including his own aunt and

cousin, to create accessories and garments using fibres from native tacum palm trees. He also invented

maniocolor, a natural textile dye derived from cassava bark. Waíkhun trains his collaborators in brand

strategy, pricing and product development, democratising accessto business knowledge, which is typically

withheld from Indigenous makers. Elsewhere, he co-founded Abya Yala Criativa, a platform that amplifies

the innovation of Indigenous perspectives across fashion.

Matteo Ward

CEO | Inside Out Fashion, Textiles & Home

CEO | Wråd

Matteo Ward has a proven track record designing system-shifting interventions for luxury fashion

companies. Last year, he worked with Ferragamo on a "hackathon", inviting staff to rework Ferragamo's

iconic styles with circularity and sustainability in mind, and partnered with Vestiaire Collective on a

campaign encouraging influencers to use their platforms for good. Ward has also advocated for change in

the public realm, working with non-profit Fashion Revolution to champion sustainability in Italy, and

authoring the book Fuorimoda! to uproot the fashion system's toxic traits. He co-created and hosted the

docuseries Junk with Sky Italia and Will Media, which aired on national television across Italy, exploring

the global impact of fast fashion across Chile, India, Indonesia, Bangladesh, Ghana and Italy. Earlier this

year, his consultancy and design studio Wråd was acquired by Inside Out (IO), the latest venture by

environmental advocate and entrepreneur Suzy Amis Cameron, who is married to the filmmaker James

Cameron. Pitched as a "wayfinding collective" designed to "deliver revolutionary solutions to the world's

most urgent challenges", the holding company has six verticals, including fashion, textiles and home, of

which Ward is now CEO. His work is driven by the question: what can clothing do that it hasn't done

before?

Comments, questions or feedback? Email us at feedback@voguebusiness.com.
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Luca de Meo, nouveau directeur général de Kering face

au défi de redresser le groupe

0. (AFP) -

L'assembléegénéraledesactionnairesde Kering doit valider mardi l'arrivée de l'Italien Luca de Meo, venude

Renault,aupostede directeurgénéral,avecpourmissionde redresserle groupefrançaisdeluxe encommençant

par relancersamarquephareGucci.

Le voteserasanssurprisepuisquela famille Pinault,via saholding Artémis,possède42,3% ducapitalde Kering

et 59,3%des droitsdevote.

L'actuel PDG François-HenriPinault,63 ans,conservela présidencedu groupe,qui outre GuccipossèdeYves

SaintLaurent,Balenciagaou encoreBottegaVeneta.Les actionnairesserontaussiappelésà seprononcersur une

prolongationdela limite d'âgedu présidentde65 à 80 anset dudirecteurgénéralde65 à 70ans.

Lors de cette assembléegénérale,une"indemnité deprise de fonction" de 20 millions d'eurosseravotéepour

Luca deMeo, 58ans,qui aquitté la tête duconstructeurautomobileRenaultqu'il acontribuéàredresser.

Luca de Meo, qui prendrasesfonctions le 15 septembre,devra faire demême chezKering, qui a annoncéen
juillet une chutede 46%deson bénéficenet aupremier semestre,à 474millions d'euros,et un plongeonde 16%
desonchiffre d'affaires,à 7,6 milliards d'euros.

Il lui faudrarelancerle mastodonteGucci, qui a vu son chiffre d'affairesreculerau premier semestrede 27% à

1,46milliard d'euros.Entre 2022 et 2024,les ventesannuellesde la marque italienne,qui représente44% du
chiffre d'affairesdu groupeet un peumoins desdeux tiers desarentabilitéopérationnelle,ont plongé,passantde

10,5milliards d'eurosà 7,65milliards d'euros.

SabatodeSamno,qui avaitpris la tête dela directiondela créationde Gucciaprèsle départfin 2022d'Alessandro

Michele, a étéremplacéenmarspar Demnaqui a quitté Balenciaga,autremarquedu groupe.
- Pasde"conceptdusauveur"-

Dansun marchédu luxe chahutépar une conjoncturedéfavorable,les autresmarquesde Kering sont aussià la

peine: les ventesd'Yves Saint Laurent ont reculé de 11% au premier semestreet celles des"autresmaisons",

sectionqui comprendBalenciaga,de 15%. SeulesBottega Venetaet Kering Eyewear,la branchelunetterieet

beauté,connaissentunetrèslégèrehaussedesventesde1%et 2%.

Le groupeva devoir égalementallégersa dettefinancièrequi estpasséed'unniveau prochedezéroen 2021à 9,5

milliards aupremiersemestre2025.

En cause,l'acquisition dela marquedeparfums Creed(3,5 milliards d'euros)ou, dansune volontéderéduiresa

dépendanceà Gucci,l'achat de30%de Valentino(1,7milliard d'euros)avecuneoption d'achatdes70%restants
au fond d'investissementqatariMayhoolaentremai 2026et 2028.

Kering aégalementacquisdel'immobilier dansdeslieux prestigieuxcommela ViaMonte NapoleoneàMilan qui

a coûté1,3 milliard d'euros.

Début 2025,le groupea signé un accordavecla société d'investissementArdian pour la ventede 837 millions

d'eurosd'actifs immobiliers à Paris.Le portefeuille d'actifs,danslesquelsKering garderauneparticipation de

40%,comprendl'hôteldeNocéplace Vendômeet deuximmeublesavenueMontaigne.

Une stratégiequi devraitse poursuivrenotammentavecl'immeuble de la CinquièmeAvenueà New York acquis

il y a environdeux ansetla boutiquedela Via MonteNapoleone.

"Revendredes biensimmobiliers (à des prix inférieurs à ceux d'achat)estun remède amermais nécessaire",

estimela banqueBernsteindansunenote."Nousnous demandonss'il serapossibledeconveniravecMayhoolade

payer uneplus grandepartie dusoldedel'acquisitionde ValentinoavecdesactionsKering,plutôt qu'enespèces",

ajoute-t-elle.
"Croyons-nousau conceptdu sauveur? Absolumentpas",préviennentdansunenoteles analystesdela banque

HSBC,pourqui la réussitene dépendpas d'un seulhomme:"Dans le luxe, la réussiteoul'échec vient del'équipe

chargéed'articulerunevisioncohérente,etnon passeulementdela personnequi l'incarne."
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ÉDITOS/
22 millions par an : il faut «bloquer» le super salaire
de Luca De Meo chez Kering
Par JEAN-CHRISTOPHE FÉRAUD
Chroniqueur économique

Le capitalisme français n’a déci-

dément rien compris, rien ap-

pris. A la veille d’une possible

résurgence d’un mouvement

type gilets jaunes avec l’appel à

«tout bloquer» le 10septembre,

en plein débat sur la répartition

de l’effort pour désendetter le

pays – qui épargne étrangement

les plus aisés et enfonce encore

les plus précaires – la rémuné-

ration d’un grand patron du

CAC 40 explose une fois de plus

toutes les règles de l’exempla-
rité et de la décence dues au

monde du travail.

Quand il a négocié son package

hallucinant –22millions d’eu-
ros de rémunération annuelle

plus 20 millions de bonus de

bienvenue – Luca De Meo, le

nouveau patron du groupe de

luxe Kering, qui vient de claquer

la portière de Renault avec un

bon sens du timing, ne s’est évi-

demment pas soucié du signal

envoyé aux salariés lambda.

Cette France qui se lève tôt, et

qui, de «réforme» en «réforme»,

doit travailler toujours plus et

toujours plus longtemps, pour

ne jamais gagner plus. Pourquoi

s’embarrasser de morale publi-

que quand votre nouvel em-

ployeur, la richissime famille Pi-

nault, est prêt à vous dérouler

un tapis de diamant sur un pont

d’or pour redresser son empire

spécialisé dans les signes exté-

rieurs de richesse (costumes

Saint Laurent, sacs à main

Gucci et autres joyaux signés

Boucheron…) ?Plus de 20 mil-

lions d’euros par an, soit mille

années de smic ou près de

55000 euros par jour, alors que

le revenu annuel médian des

Français atteint péniblement les

24000 euros selon l’Insee : c’est
devenu le salaire de référence

des big boss du CAC et la nou-

velle norme de l’indécence.
Luca De Meo n’a d’ailleurs pas

attendu son arrivée chez Kering

pour assumer sans complexes

ce séparatisme hors sol des pa-

trons superstars : «Moi je tra-

vaille soixante, soixante-dix,

quatre-vingts heures par se-

maine. Vous pensez que je dors

la nuit ?»,avait osé en février

devant une commission d’en-
quête parlementaire celui qui

dirigeait encore Renault pour

justifier son salaire (13millions

d’euros «seulement»). Comme

si un OS aux 3/8 ou un petit

agriculteur étranglé de dettes,

une femme de ménage ou une

infirmière épuisée dormaient

comme des bébés avec leurs sa-

laires au ras du sol qui ne sui-

vent plus du tout le coût de la

vie. Rien de personnel contre le

signore De Meo qui, au-delà de

sesjolis costards et de son teint

hâlé toute l’année, a bel et bien

démontré quelques qualités

managériales par le passé. La

«Renaulution» qu’il a pilotée

jusqu’au printemps a sans nul

doute sorti le losange de l’or-
nière après la fin de règne cala-

miteuse de Carlos Ghosn.

Il y a desprécédents encore plus

hallucinants, comme les 36mil-

lions desalaire accordés en 2023

à l’ancien patron de Stellantis,

Carlos Tavares. Mais tout de

même, le travail d’un seul

homme, si talentueux soit-il,

peut-il valoir 22millions d’euros
par an ?Le travail de mille autres

et plus ?Dans le détail, Luca

De Meo bénéficiera d’un salaire

fixe de 2,2millions, auquel

s’ajouteront deux parts variables

de 6,6 millions en cash et

13,2millions en actions… La ré-

ponse habituelle des milieux pa-

tronaux consiste à brandir le sa-

laire mirobolant des joueurs de

foot, comme les 246 millions

d’euros que percevra cette an-

née Cristiano Ronaldo, prére-

traité dans un club saoudien. Ar-

gument sous-jacent : un grand

capitaine d’industrie est plus

utile à la société que ne l’est un

virtuose du ballon rond. Ça peut

se discuter en indice de bonheur

brut prodigué. Et la comparai-

son qui ne vaut pas raison reste

irrecevable pour la grande majo-

rité des Français. Selon Oxfam,

qui plaide pour un écart de ré-

munération maximum de 1à 20,

les PDG du CAC 40 gagnent en
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moyenne 130fois plus que leurs

salariés. Déjà dur à avaler pour le

quidam. Là, dans le cas de Luca

De Meo, on est dans une four-

chette de 200 à 500 fois le salaire

moyen chez Kering en fonction

des postes…
A défaut de savoir ce qu’en pen-

sent les subordonnés du nou-

veau patron, on saura mardi si

la rémunération dorée sur tran-

ches de De Meo reçoit le feu

vert des actionnaires, convo-

qués ce jour-là en assemblée

générale au siège parisien du

groupe. Vu la dégradation du

climat politique et social, il se-

rait vraiment plus raisonnable

de leur part de «bloquer» en

l’état la super rémunération du

nouveau patron de Kering. His-

toire de l’inciter à un peu plus

de modération. Et de montrer

qu’un grand patron peut par-

fois donner l’exemple. C’est en

tout cas un «conseil d’ami» si-

gné Libé . Le chroniqueur de

gauche peut toujours rêver. •
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High stakes for high fashion: brands bet
on luxury revival on the catwalk
Summary Companies Luxury brands embark on high-stakes reboots New designers at
Chanel, Dior, Gucci aim to revive consumer interest High-end industry struggles amid
prolonged economic slump

PARIS, Sept 8 (Reuters) - Chanel and Dior are among a record number of top fashion
brands that will introduce new designers' collections on the catwalk in the coming weeks,
aiming to reignite shoppers' interest in a bruised luxury industry that lost one of its
greats, Giorgio Armani , last week.

The stakes are high for the $400 billion sector which kicks off a month of fashion shows
in New York, London, Milan and Paris on September 10. Brands have struggled to
revamp sales since the post-pandemic boom wound down two years ago.

After averaging annual growth of 10% for nearly a decade, the sector slumped last year,
triggering a flurry of changes at the leadership and creative level.

"The industry is facing troubled waters," said Jonathan Siboni, CEO of consultancy
Luxurynsight.

The Chinese economy has remained hobbled by a property crisis while U.S. President
Donald Trump's trade war is weighing on U.S. consumer confidence and threatening
margins at European high-end brands.

The slump has prompted sweeping change across the sector, with new CEOs arriving at
companies including Gucci-owner Kering

(PRTP.PA) , opens new tab and Italian brand Valentino , as well as high-level
management reshuffles at the world's biggest luxury conglomerate LVMH.

A new generation of designers is taking command at three of fashion's biggest global
brands, Chanel, Dior and Gucci.

The death of Italian fashion icon Giorgio Armani on September 4 is raising questions on
the future of the Italian label.

The industry-wide designer shakeup has also reached smaller labels: LVMH's
(LVMH.PA) , opens new tab Celine, Loewe and Givenchy; Kering brands Bottega
Veneta and Alexander McQueen; Prada's recently acquired Versace; Puig labels Dries
Van Noten and Jean Paul Gaultier and OTB's Maison Margiela.

The pressure on the new crop of creative directors is especially high this season. The
task traditionally is to introduce new styles that bring excitement to historic labels without
diluting brand image - but here they also need to spark enough interest to win back
inflation-weary shoppers who are no longer interested in splashing out on handbags.

"Fundamentally, this season will indicate whether or not luxury brands will be able to
reconnect with the consumers," said Christian Kurtzke, CEO of Together Group, a global
collective of luxury-focused creative consultancies, immersive technology, marketing and
production studios. Catwalk presentations are no longer just industrial showcases, but
also serve to generate excitement around a brand.

"What's next probably will be more a revolution than an evolution," said Siboni.

LOSING TOUCH

Brands like Chanel, Dior and Louis Vuitton relied heavily on hefty price hikes to drive
profit during the post-pandemic boom. But as prices rose, shoppers began to turn away.
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The sector lost 50 million customers last year, according to consultancy Bain, as
economic pressures and price fatigue dampened appetite for designer clothing and
handbags.

To get noticed, fashion brands need to "set themselves apart, be more and more
spectacular, while at the same time, given budget cuts and the economic crisis, also
have to be more 'quiet'", said Stephane Galienni, associate of creative agency Balistik
Art.

The challenge is particularly acute at Gucci, which missed out on the post-pandemic
boom and has struggled since the departure of designer Alessandro Michele in 2024.
The designer's baroque styles, which had fallen out of favor with shoppers, were
replaced by a minimalist approach steered by successor  Sabato de Sarno,  but those,
too, failed to reignite sales.

It is now up to Demna - who created buzz at smaller Kering label Balenciaga and is
known for applying high-end tailoring techniques to make oversize suits, streetwear and
couture - to revive the storied Italian brand, which accounts for the bulk of the group's
sales and profits. Initial designs from Demna will be shown at a presentation in Milan on
September 23, but the designer's first fashion show for the brand will be in March.

Chanel, which reported a rare decline in sales last year, recruited Matthieu Blazy to
refresh the French fashion house's tweed looks that for decades were designed by Karl
Lagerfeld, who was succeeded by longtime collaborator Virginie Viard after his death in
2019. Blazy, who is credited with climbing sales at Kering's Bottega Veneta, makes his
debut with an evening show on October 6 at Lagerfeld's favored venue, the Grand Palais
in Paris.

LVMH's second largest label, Dior, which has lagged its stablemate Louis Vuitton,
brought on Jonathan Anderson to replace both menswear designer Kim Jones and
womenswear designer Maria Grazia Chiuri. Anderson, who showed menswear in July,
debuts womenswear on October 1.

A number of labels have shown looks from their new designers on celebrities on the red
carpet of the Venice Film Festival, with Versace's new designer Dario Vitale dressing
Julia Roberts, for example, in a slender dark gown that swept the floor.

But showing a sneak peek ahead of the important debuts in Paris and Milan - without a
runway event's special setting, music and lineup of dozens of looks - carries risks, said
brand advisor Fabio Becheri.

"When you just throw one out in the midst of the red carpet you lose the magic touch to it
- it's super risky," said Becheri, noting this exposed brands to negative comments on
social media.

"That's the worst way to start a new creative direction."

Tous droits de reproduction réservés

URL : http://reuters.com/ 

PAYS : Royaume-uni 

TYPE : Web Grand Public 

JOURNALISTE : Mimosa Spencer

8 septembre 2025 - 00:10 > Version en ligne

Page  17

https://www.reuters.com/business/high-stakes-high-fashion-brands-bet-luxury-revival-catwalk-2025-09-07/


Fashion Month’s Most Anticipated
Creative Director Debuts
From Matthieu Blazy for Chanel to Dario Vitale for Versace, this fall is filled with
fresh-faced fashion houses and debut designer collections. Ahead of this year's highly
anticipated month-long string of fashion shows from New York , London, Milan and
Paris, the attention is less on the clothes themselves than the individuals behind the
brands

With over ten new creative director debuts premiering this September, audiences around
the globe have begun speculating over these designers—curiously predicting how their
presentations will impact the industry and shape the identity of each brand moving
forward.

In preparation for the striking shift in fashion, read about this season's new creative
directors below.

Louise Trotter for Bottega Veneta

Appointed in December of 2024, Trotter succeeds Matthieu Blazy—who, after three
years at the helm of Bottega Veneta, was just named the artistic director of fashion
activities at Chanel. Having previously served as the first female creative director of
Lacoste, along with roles at Joseph, Gap and Calvin Klein, Trotter will debut her first
official collection for Bottega Veneta at the brand's spring ready-to-wear 2026 show in
Milan.

Simone Bellotti for Jil Sander

Sitting in the creative director role after the departure of Luke and Lucie Meier, Bellotti
will present his first collection under the Jil Sander brand in Milan after a 16-year run in
various design roles at Gucci. Additionally, Bellotti has previously worked as the creative
director of Bally and held positions at Bottega Veneta and Dolce & Gabbana.

Dario Vitale for Versace

Stepping in for longtime chief creative officer Donatella Versace—who has transitioned
into the role of chief brand ambassador—Vitale previously served as the design director
for Miu Miu. Set to premiere his first collection for Versace during the brand's spring
ready-to-wear 2026 show in Milan, all eyes will be on the Italian designer as he becomes
the first to takes the reigns from the Versace family.

Matthieu Blazy for Chanel

After a three-year stint as creative director of Bottega Veneta, Blazy was chosen the new
artistic director of fashion activities at Chanel—a role which appoints him responsibility
for all haute couture, ready-to-wear and accessory collections under the brand. Known
within the industry for his innovative perspective on fashion that champions high-quality
craftsmanship, Blazy is set to present his first Chanel collection in Paris this October.

Pierpaolo Piccioli for Balenciaga

Succeeding Demna—who, now at the helm of Gucci, served as the brand's creative
director for a decade—Piccioli was appointed in May of this year. Formerly the head of
Valentino, independently from 2008 to 2024 and jointly with Maria Grazia Chiuri from
2008 to 2016, Piccioli will present his spring ready-to-wear 2026 show in Paris this
October.

Jonathan Anderson for Dior
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Following after Maria Grazia Chiuri—who led the brand's creative vision for almost a
decade—Anderson comes to Dior with experience as the founder of JW Anderson and
creative director of the Spanish luxury house Loewe. Having given the public a taste of
his design strategy for Dior with a spring ready-to-wear 2026 menswear show in June,
Anderson will present his first womenswear collection in Paris this October.

Glenn Martens for Maison Margiela

Succeeding John Galliano—who departed the brand after 10 years in December of
2024—Martens is currently the creative director at both Maison Margiela and Diesel,
connected through their parent company OTB Group. In July of this year, Martens
debuted his first work under Maison Margiela with the brand's haute couture 2025
collection, but will present his first ready-to-wear collection during Paris Fashion Week in
October.

Duran Lantink for Jean Paul Goutier

Bringing an end to the house's collaborative era of creative direction—a post-2020 model
that followed Gaultier's retirement with a rotating series of designers who would each
craft one collection per season—Lantink was appointed a permanent creative director
position in April of this year. With over five years of experience running his own
namesake brand, Lantink will present his first ready-to-wear collection for Jean Paul
Gaultier this month in Paris.

Jack McCollough and Lazaro Hernandez for Loewe

Following the departure of Johnathan Anderson after his 11-year tenure with the brand,
both McCollough and Hernandez have stepped into the the role of creative directors for
Loewe. Having founded Proenza Schouler in 2002, the American design duo come into
Loewe with extensive experience in the industry and will be showing their first
ready-to-wear collection under the brand in Paris this October.

Miguel Castro Freitas for Mugler

Appointed after Casey Cadwallader's near eight years with the brand, Castro Freitas has
worked extensively designing for Dior, Yves Saint Laurent and Lanvin, as well as serving
as the creative director for Dries Van Noten and Sportmax. The Portuguese designer will
debut his spring ready-to-wear 2026 show in Pairs this September.
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Moda e lusso cercano il rilancio. L'autunno caldo

dei cambi ai vertici e il nodo dei mercati

di Marta Casadei

Sel'inizio di settembre èstato flagellato dalla scomparsadi unapietra miliare dellamoda mondiale - lo

stilista e imprenditore Giorgio Armani, morto a Milano il 4 settembrea 91 anni - il settore non può

permettersi, al di là dei giorni del cordoglio, né incertezzenébattute d'arresto. La morte di Armani segna

la fine di un'epoca: quella del sogno che, nutrito dal talento e da una buona dose di visionarietà, si

trasforma in grandeimpresa mondiale, della piccola azienda che, nel giro di mezzo secolo, diventa un

colossoda 2,3 miliardi di euro(ricavi 2024) con businessnei settori dellamoda, del food, dell'ospitalità,

del real estate,del beauty. La moda nonha tempo daperdere, perché dopo un annoemezzo di crisi (che

non ha colpito tutti, sia chiaro), è tempo di risalire la china e attivare il rilancio atteso datutta la filiera.

Solo in Italia e solo per il tessile-moda,le aziende coinvolte sono 60mila, con 600mila dipendenti.

Un'estate a due facce, tra eccessie crisi

L'estate 2025, nel lusso, verrà ricordata come quella di alcuni eccessi: in primis gli anelli di

fidanzamento vistosi sfoggiati sui social dalle celebrity - i 9 carati di Taylor Swift, ma soprattutto 40 di

Georgina Rodriguez-, a testimonianza del fatto che, nei momenti importanti, chi può non bada aspese

né si preoccupa dell'eccessivo "show off"' anche in tempi complessi. Poi il debutto sul mercato della

linea Beautédi Louis Vuitton: balsami labbra, rossetti e palette (con prezzi che oscillano tra i 140 ei

220euro) firmati da PatMc Grath, la più gradestar del make upmondiale - tanto da essereinsignita del

titolo di Dame dalla Regina Elisabetta II (per orarimane l'unica).

Ma è stataanchel'estate dell'eterna negoziazione- si attendeancorail pareredella Corte Supremasulla

loro legittimità - sui dazi con il made in Italy negli Usatassatodel 15% (e lo SwissMade, invece, con

un balzello del 39%) e, sicuramente, della riflessione: le aziende, con alle spalle un anno e mezzo di

sofferenzadel settore, i titoli azionari ai minimi degli ultimi 15anni e unastima di 50 milioni di clienti

aspirazionali svaniti sotto il peso dell'aumento dei prezzi, sono state costrettedall'evidenza dei fatti ad

affrontare quella che per molti è una crisi strutturale; i consumatori - ad eccezione (forse) di quelli in

cima alla piramide, gli Ultra net high worth individuals con un reddito annuo di almeno 30 milioni di

euro- impoveriti dall'altamento altalenantedeimercati e poco fiduciosi nella ripresa, hannodovuto fare

scelte che, inevitabilmente, si vedranno riflesse nelle trimestrali dei colossi (enon).

I cambi creativi (in primis da Gucci) e il dopo Armani

Il mesedi settembre,nel calendario della moda già di per sé un mesedecisivo: nel B2c tende la volata

alle vendite invernali con il picco auspicato nella holiday season.Nel B2b saràcruciale per capire cosa

aspettarsidal 2026, visto che la campagnavendite riguarda le collezioni primaveraestate.

L'attenzione corre su più fronti. Il primo è quello della tanto agognata (dai retailer e dai consumatori

finali) scossaalla creatività: nel meseche verrà si concretizzeranno diversi importanti cambi ai vertici
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creativi di alcune delle maison più in vista e di alcune di quelle più in crisi. Solo durante la settimana

della moda di Milano gli occhi saranno puntati sui debutti di Dario Vitale da Versace (un primo assaggio,

non proprio ben accolto dal pubblico social, si è avuto a Venezia con l'abito indossato da Julia Roberts

alla première del film «After the hunt»), di Louise Trotter da Bottega Veneta, Simone Bellotti da Jil

Sander e, soprattutto, di Demna da Gucci.

La maison fiorentina è ormai da tempo il "grande malato" del gruppo Kering che dopo un 2024 in

flessione ha chiuso il primo semestre 2025 con ricavi in calo del 16% (ma Gucci a -26%) e utili a -46%,

il 15 settembre vedrà l'ingresso ufficiale in azienda del nuovo ceo, il manager italiano Luca De Meo (ex

Renault), investito di un ruolo decisivo, cioè quello del ritorno alla crescita. Il cambio di passo nella

creatività, stando alle mosse delle aziende, dovrebbe o potrebbe essere una delle chiavi del

cambiamento: tra i debutti attesi ci sono anche quello di Pierpaolo Piccioli da Balenciaga e di Mathieu

Blazy da Chanel, disvelamenti che avverranno a Parigi a fine mese. Ci sarà poi la questione del dopo

Armani: la sfilata durante la Milano Fashion Week avrebbe dovuto essere (o sarà, ancora non è dato

saperlo, ma conosciamo la tenacia del fondatore che ha supervisionato fino all'ultimo le attività) quella

celebrativa dei 50 anni dell'azienda. Armani ha lasciato, stilisticamente parlando, il futuro del suo

gruppo nelle mani dei suoi più fidati collaboratori: la nipote Silvana Armani e Leo Dell'Orco. Ma il

futuro è comunque da scrivere.

I mercati più critici: Cina e Usa

La sfida per il lusso è quella di far reinnamorare di sé i consumatori in generale, ma ci sono senza dubbio

alcuni mercati che si potrebbero definire "osservati speciali". Uno di questi è la Cina: la Repubblica

Popolare è, per popolazione e ricchezza, il mercato a potenziale più elevato, ma non ha mai recuperato

i livelli pre Covid a oltre due anni dalla fine della pandemia (Pechino ha riaperto i confini in entrata e

uscita a marzo 2023, ndr). Le ragioni sono diverse: lo scoppio della bolla immobiliare e il rallentamento

della crescita economica; la luxury shame e l'orgoglio "nazionalista"; il cambiamento nelle abitudini di

acquisto e di viaggio. Un recente report dell'European Luxury Goods team di Barclays sottolinea come,

a causa di un mutato appetito per il lusso e della competitività dei brand locali, «la Cina sta diventando

un mercato in cui i marchi dovranno lottare per fidelizzare i consumatoriattraverso azioni come lo

storytelling e offerte più forti, il che suggerisce che la fase di guadagno facile è probabilmente ormai

alle nostre spalle». A intimorire è poi la volatilità del mercato americano, che sarà esposto a potenziali

aumenti dei prezzi legati ai dazi introdotti da Trump.
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BEAUTY

Bottega Veneta's
FragrancesLaunch
At BergdorfGoodman

It’s the first retail

partnership for the beauty

brand, which debuted to
much fanfare in 2024.

BY JAMES MANSO

Bottega Veneta’sbeautybusinesshasits
first retail partnership.

Therangeof fragrances,which launched
in 2024afterKering createditsbeauty
division in early2023, haslaunchedwith a
perfumecounterat BergdorfGoodman.

The collectionis comprisedof Colpo
di Sole,ComeWith Me, AcquaSale,

Déjà Minuit andAlchemie, which were
masterminded by thebrand’s then-creative
directorMatthieu Blazy.Blazy, now setto
have adebutof his own at Chanelin coming

weeks,drewinspirationfrom Bottega
Veneta’sVenetian roots with therange.

The counterfollows suit, takingcues
from Venetianlagoons,Muranoglass,

Verde Saint Denis marbleand Italian

walnutwood.
“This very first wholesale openingfor

BottegaVeneta’scollection of fragrances
marksamilestonein thedevelopment
of the House’s beautyuniverseaswell

as in Kering Beauté’s journey,” said
Raffaella Cornaggia,chief executive

officer of Kering Beauté, in an email.

“With this exceptionalcounter,we are
bringingthe house’sdistinctive identity
to life througha fragranceexperience
rooted in craftsmanship,creativity and
Italian savoir-faire. It also representsa
new meaningfulentry point into Bottega

Veneta’s universe andreflects our long-

term strategy: to build high-endbeauty
thatextendsthe narrativeof eachhouse,
andcelebratesexcellence,innovationand
attentionto detailat everytouchpoint.”

Fragranceis still thehottest category in the

U.S. prestigemarket, perreportedCircana
data. In the first half, it grew 6 percent.

“Kering Beauté is proud to open its first
dedicatedBottega Venetafragrancecounter

at Bergdorf Goodman,an iconic setting
that reflects theelevatedproductsand

experiencesweaim to beknown for,” said

Alexandre Choueiri, CEOandpresidentof

KeringBeautéfor the Americas. “From the

counter’s architectural designto the distinct

compositions of each scent,this spaceinvites

visitors ona sensoryjourneythat captures
thespirit andartistryof BottegaVeneta.”

There is moreto come from the brand’s
partnershipwith Bergdorf.“Bottega
Veneta’s fragrances embody an exquisite
fusionof artistry andcraftsmanship,”said

Yumi Shin, chiefmerchandisingofficer at

Bergdorf Goodman. “We are honoredto
celebratethis partnershipwith Bottega
Venetaby introducingafragrancecounter
thatcreatesahighly immersive setting,
celebratingthe world of Italiancraft and

expertise,with more to comethis fall.”
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Bottega
Veneta's
fragrance
counterat
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OMENn

POW 2025
FromfoundersandCEOs to creativesshapingtheir industries,

seewho madethis year’sWomenin Powerlist.

TracyAnderson
CEO, FOUNDER AND CREATOR OFTHE

TRACY ANDERSON METHOD

With cult-followed workoutclasses,
sustainableandluxuriousequipment,
chicactivewearandhigh-profileclients
like GwynethPaltrow,JenniferLopezand
Kate Hudson,Tracy Andersonis oneof the
mostpowerful figures in boutiquefitness.

”Power is the quietresilience that
transformsobstaclesinto artistry, the

devotionto live thequestionsratherthan

graspfor answers,andthe courageto

grow intothe fullnessofyour humanity,"
shesaid."It is reachingwide enoughto
embraceall peopleandthe living world
thatsustainsthem, movingwitha loveso
expansiveit becomesboth anofferingand

a responsibility."
For Anderson,who'sbeenin the

industry for over 25years,hersuccess
hasbeendriven by thebespokeTracy
AndersonMethod.Over thecourseof five

years,Andersonstudiedhow 150women
respondedto certainexercises,which
wouldultimately inform the choreography-

based methodsheusestodaythatchanges

weekly. Anderson'sleadershipstylehas
beenrooted in jumping into theunknown.

“Leadershipbeginsin theunseen,
rootedin moralimaginationthat reaches

beyondthe horizonof whatcanbe

counted,into theunknownterritory of
whatcan becreatedfor thegoodof all.
It’s the courage to know that you can’t
changea culturebeforeit is ready, bu

you knowyou haveto try andtransform
its weaknesses,” shesaid. “It measures

progressnot simply in metrics,bu in the

quietexpansionof awareness,compassion
andthe collectivefeelingof knowing
you’re participatingin life-giving results.”

bu aboutcreation.Theability to bring
somethinginto beingthatdid not exist

before.It is the sameforcethat shapes
life itself: patient,intuitive, andfiercely
protectiveof what is sacred.Oneof

society’s fatal flaws hasbeennot honoring
this in equity.” – Emily Burns

Victoria Beckham
FOUNDER AND CREATIVE DIRECTOR OF

HER EPONYMOUS COMPANY

A fashionandmakeupdevotee– anda
marketeerto hercore— VictoriaBeckham
hasneverbeenafraidof hardworkand

cansometimesbe spottedorganizingher

beautycounterdisplayat Selfridges and
mingling with customerswhofollow her

everymove on Instagram.

Building her fashion andbeautybrand
hasbeena journey,bu shehaspersisted.
With investorDavid Belhassenof Neo

InvestmentPartnersat her sideanda

mentor in companychairmanRalph
Toledano,thebusinessis now profitable
at EBITDA level,with salesgrowingin the

highdouble-digits.
Bestsellersincludehandbags,belts,

dresses,tailoringanddenim.Fragrance,
which launchedin 2023, hasexceeded

expectations,while Victoria Beckham

Beautyis oneof thetop-sellingbrandson

the Selfridgesbeautyfloor.

Beckham's approachto businesshas
beenconsistent.Shecreatesproductsthat
shewantsto wear, or use,andstays close
to hercommunity.Customers,manyof
whomgrewupwatchingandlisteningto
the SpiceGirls, have remainedloyal, and

appearto respondto her senseofhumor
andwoman-to-womanconversationsand
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ElsaBerry
MANAGING DIRECTOR,

VENDoMEGLOBAL PARTNERS

Elsa Berryhasbeenamoverandshaker

at investment banks large andsmall for

decadesandnow worksat herown firm
as managingdirectorof VendômeGlobal

Partners.

Working at the centerof so many
mergersandacquisitionshasgiven hera
close-uplook at how fashionexecutives
exercisepowerto build value.

“Power is the ability to drive meaningful
changeand achievetangible outcomes,”
Berry said. “It startswith a clear vision and
is sustainedby thecourage,resilience, drive
anddisciplineto executethatvision often

against significant odds. Being powerful
implies convertinginsightinto actionand

inspiring others to pursueacommongoal.”
But havingpoweris justpart of the

corporateequation.“Leadership is the

necessarycomplement to power,” shesaid.

“It is abouttarticulatingaclear goal and
aligning peoplearound it andthenenabling
them to contributetheir bestthinkingand
talentsto achieve it. Effective leadership
balanceslisteningwith decisiveness,and

empowermentwith accountability.”
Berry’s approachis informedverymuch

by herowi experiencescomingup in the

roughandtumbleof investmentbanking.

“Being a woman hasshapedmy
leadership throughagility, emotional

intelligence andresilience,” shesaid. “I have

ledcomplextransactionsandteamsacross
borders,oftenasthe only womanin the

room,especially earlyin my careeror when

workingoninternationaltransactions.I

havenever,however, triedto emulatemen.
“Instead,I haveleanedinto the qualities

that I believewomenbringto leadership:
theability to readsituations,listendeeply,
negotiatewith nuance,andleadwith both

strengthandempathy.I know how to
listen and ‘feel’ a situation which allows

meto combinea softer, nurturing side

with boldness,forceanddrive. I also know
howto behumble whenjustified or
needed– andto adjust to mistakesand

thenrebound.”– EvanClark

According to Beckham, power is “the
ability to hold spacefor others,to admit

whenyou’re wrong,andtogrow without

losing your senseof self. There’s a power
in vulnerability, in presence,in not
needingto be theloudestpersonin the
room.And then ofcoursethere'slove,

which is the mostpowerful thing of all.”
Shesaid leadership means“creating

an environmentwherecreativitythrives
andeveryonefeelspartof thevision. It

also meanssettingthetoneby showingup
everyday, being passionate,andstaying
accountable.But ultimately,it's all about

having respectfor my teams.”
Being awoman,she added,“has taught

me that strengthandsoftness aren’t
opposites– in fact, theycan,andshould,
coexist. I’ve found power in doing

thingsmy way: collaborative,instinctive,
andunapologeticallyambitious.”
— SamanthaConti

SarahBenady
CEO, JACQUEMUS

As the newchiefexecutiveofficer of

Jacquemus,oneof the biggestbreakout
fashionbrandsofthe lastdecade,Sarah

Benady hasa to-dolist thatprobably
would not fit insideoneof thebrand’s
pint-sizedChiquito handbags.The
Frenchfirm, frontedby designerSimon
PorteJacquemus,is onthe cuspof an
internationalretail expansion,andset
to finally enterthe beautycategorywith
Frenchgiant L’Oréal asits long-term
licensee– andnew minority investor.

“Someone with abusiness mind, bu
also a product lover,” is how Jacquemus
describedhis newpartner in thebusiness
in a wWD interviewearlier this year.
“We hadthe samefeeling andthe same
ambition for thebrand, for wherewewant

to go....It’saboutfindingtheright balance

of developmentandprotectingthe brand.”
Freestandingboutiquesin LosAngeles

andMiami are among Benady’s headline

projectsin the near future,alongwith

doublingdown onproducts.
Theexecutivemadeherpublic debut

atthe spring2026Jacquemusshowlast
June,titled Le Paysan andparadedin

the vastOrangeriebuildingatthe Palace
ofVersailles. Thedesignerdebuteda

new top-handlehandbag,Le Valerie,
namedafter his late mother,and pastoral
variationson espadrilles.

A risingstar in theindustry,Benady
after four

operations.Before that, sheloggedfour

yearsasNorthAmericanpresidentof
FrenchfashionchainBa&sh. A graduate
of FrenchbusinessschoolHEC, Benady
started her careeras aprojectmanager at
FrenchdepartmentstorePrintemps,and
shespentsix yearsat Frenchfashionchain
TheKooples,first as internationaldirector
andthenpresident. Miles Socha
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Hali Borenstein
CEO,REFORMATION

Underthe leadershipof Hali Borenstein,
thecompanyhasgrownto morethan1,000
teammembers,over 50 retaillocationsand
its internationalbusinesshasmorethan
tripled. Shehasalso overseen significant

categoryexpansionandproductinnovation

duringher tenure,addingshoes,bags,

athleisureandarobustseparatesbusiness.
In addition,Borensteinhasacceleratedthe
brand'sprogress toward its sustainability

commitments,includingclimate-positive

by 2025andanewcommitmentto be fully
circular by 2030.

Borensteinjoined Reformationin 2014

asdirector of merchandising,armedwith

anundergraduatedegreefrom Duke

University and anMBA from Stanford
GraduateSchool of Business. Shewas
namedpresidentin December2017 and
CEO inJune2020.

Asked about her philosophyandvalues
whenit comesto leadership,shesaid,
"At the simplestlevel,myjob as CEO is to
establisha clearvision surround myself
with smartpeople,andgive thosepeople
thespaceand supporttheyneedto do

greatwork.
"A lot of peopleconfusestrongleadership

with having all the right answers. Bu it's

muchmore importantto focus onlistening
andaskingtheright questions.Directness,

follow-through andintegrityarequalitiesI
value mostin myselfandothers saywhat

youmean,dowhatyou say.A consistent
cultureof curiosity,accountabilityand

honestyhelps createasafespacefor people
to takerisks, grow andlearn."

Shesaid thatshe'salwaysviewedbeing
a woman as a strength as opposedto

somethingsheneededto overcomeor
explain."WhetherI'm the only womanin
theroom oroneof many,it's given mea

differentperspectiveandability to connect
with people.I don't leadlike a 'female

leader,'I just lead like myself.Andso
far that hasbeenmorethan enough."
– Lisa Lockwood

CathrinBowtell
CEO, SEED

CathrinBowtell heldanumberof roles
microbial Seed

executive officer. Previouslyshewasthe
chief commercialofficer andpresident
where,alongside SeedcofoundersAra Katz

andRajaDhir, shehasbeenbuildingthe

company’s strategy.
To date, Seedhasbecomesynonymous

with themicrobiome,particularlywith its

bestselling DS-01. Oncedirect-to-consumer,

thebrandrecentlybecamemorewidely

availablethroughretailerslike Sprouts,
TargetandAmazon. At the time of the

retail launch, sourcesclose to the brand

confirmedSeedhadexceeded$200million

in revenue,growing 500percentoverthe
last threeyears.

When it comesto leading, Bowtell’s
approachhasalwayscenteredaroundhaving
astrong vision and evenstronger team.

“Set thevision and then createthe

conditionsfor the teamto bringit to
life. Leadership is equal partsstrategy
andenablement.Live in the futureand

chartabold, ambitiousroadmaptoward
transformationalideas,but balancethat
with knowingwhento getoutof theway,”
shesaid.“Surroundyourselfonly with

extraordinaryminds:peoplewho are
deeplycuriousandcreative, who bring

complementaryexpertiseto yourown, and
who sharethe samebiastoward action,

impact, and outcomes.”
Fromschoolto hercareer,Bowtell said

hersuccesshasalwaysbeendrivenby her
ability to advocatefor herself.

“I built mycareer in competitive

meritocracies.Frombusinessschoolto CPG,

managementconsulting,andeventually
the C-suitesof hyper-growthstart-ups,I

frequentlyhadtheexperienceof being
outnumbered,”shesaid. “That experience

of beingoneof theonlywomen in the

room became apersonal forcing function.

It pushedmeto engagedisproportionately,

to speakup evenwhenI wasjunior,to
raisemy hand, challenge ideas(with facts),

andadvocatefor perspectivesthatmight

otherwisego unheard.I advocatedfor my
perspective,becauseit wasveryclear to
methatnooneelsein theroomwouldor
could.” Emily Burns

Bobbi
Brown
FOUNDER, JONES ROAD

Bobbi Brown is no strangerto
all thingstinybut mighty.

Having foundedher
namesakebrand asa

workingmakeupartist,and

subsequentlysellingit to
the EstéeLauder cos. in
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CarolineBrown
GLOBAL BRAND PRESIDENT,
THE NORTH FACE

CarolineBrownhasboth thebusinessand
fashionchopsto run abig international
brand like The NorthFace.

Beforejoining theVF Corp. division,
Brownwasa managingdirector at
ClosedLoop Partners,a NewYork-based

investmentfirm andinnovation centerthat

searchesfor sustainablesolutionswithin
the apparelsector. Beforethat, shewas
CEO of DonnaKaran Internationaland

DKNY, at that time divisions of LVMH, as
well aspresidentof Carolina Herrera and
U.S. CEOfor Akris.

board

beingtappedto takeonthe roleof global
brandpresidentof The North FaceinJune
of 2024.VF chiefBrackenDarrellcited
Brown’s “intense focus on brand building,

productdesign,consumerinsightand
innovation”whenhandingher the reins.

Herrole putsher into aposition of power,

aword that shebelieves canbe “polarizing
in the contextof leadership leadershipis

definitely not about control. It’s much more
aboutsettingteams up for successandthen

being comfortablelettinggo, especially
when operating aglobal businessin today’s
fast-pacedworld. I often feel that the most

powerfulpersonin the roomis theone
with humility, self-awarenessandgenuine
appreciationfor theworkof thosearound

them.Powerful peoplehavethe confidence

to listen, to pivot and learn from mistakes

andto have agrowth mindset,knowing

there is always more to learn.”
Brown said she’soften askedhow being a

womanhasimpactedher leadershipstyle.
Shelaughsthatoff, sayingshehopesthat

hersuccesscanempower
others. “I know there is a

dialogue aboutwomennot

helpingotherwomengrow
in theircareers,but I have

notfound this to betrue
in my ownexperience.It
wouldbegreatto seemore
womenin leadershiproles

acrossall industries. [That]
will inspiremoreyoung
womento becomeleaders
themselves.Weneedto
dobetterthere.” JeanE.

Palmieri

LauraBurdese
DEPUTY CEO,BULGARI

“I believe leadershipis fundamentally
people-centered:it startswith listening,

igniting passion,andempoweringteams
to thrive. True excellenceemerges
whentalentmeetspurpose,fueledby

a sharedcommitment to meaningful
goals,”explainedLauraBurdeseon her
philosophywhenit comesto leadership.

A bubblypersonalityandsparkling

energycoupledwith sharpbusiness

acumendefineBurdese,who makesa case
that thereare too few womenexecutives

sittingat the top of international luxury
companies.Shewaspromotedto her

current post– a newly createdposition
at the LVMH-owned brandwhereshe

overseesthejewelry,watches,perfumes
andleathergoodsbusiness– afterplaying
a keyrole in Bulgari’s elevationstrategy
sinceherarrival in 2022 vice president

careerhassincetakenher to
writebooks, founda hotel
in Montclair, N.J.,andmost
recently, takeanotherstabat

indiebeautywith the launch

ofJonesRoad five yearsago.
“Confidence is powerful, and I’ve

developedit and earnedit over time. I
also find power in simplyknowingthat
whateveris thrown my way, I can do it,”
Brown said. “I may notknow how to do
something,but there’sgreatstrengthin
knowingthatyou areresourcefulenough
tojust do the work and figure it out.”

Thatbleedsinto her leadershipstyle.

Currently, at JonesRoad, she’s named
herson CodyPlofker the brand’schief
executiveofficer, andChrissy DeVries its

chiefoperatingofficer. A proper C-suite

wasin order for the brand,which wassaid
to surpass$160 million in revenuein 2024.

“I believe a big part of leadership is in
theactionsyoutakeversuswhat yousay.
Leadby example.Encouragecreativity.
Showwhat it meanstobe tenaciousand

dedicated,”Brownsaidof how shemanages
herburgeoning team. “If you model that,
it makeseveryonearoundyou believe
thatnothingis impossible. I alsothink
leadershipis having thecourageto admit
whenyou don’t understandsomething.It
createsa cultureof curiosity in yourteam.”

Brown acknowledgedthat female
founders have adifferent set of headwinds

bu doesn’t find herself confined to
that archetype. “I typically don’t label

myself afemale founder I’m a founder
andentrepreneurwhohappensto bea

woman,” shesaid,positing that it comes
with advantages,too. “For example, we are

simply bettermultitaskers,andwe tendto
bemore empathetio tothe peoplearound
us. Being nice is never a weakness.Kindness
is part of the secret sauce.”–JamesManso
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She joinedLVMH in2016 aspresident
andCEO ofAcquadi Parma,whereshe

provedherskills by revisitingthe brand

equity to make it attractivefor the modern

consumerandrevampedthe appealof its
productsacrossall touchpoints.

Previously, Burdeseheld various

leadershiprolesin SwatchGroup most
recentlyaspresidentandCEO of Calvin

Klein WatchandJewelryCo. Ltd. –
BeiersdorfandL’Oréal.

Burdese makes a casethat there are too
few womenexecutives sittingat thetop of
internationalluxury companiesandthat

womenbringauniquedepth ofperspective
that is essentialto leadingwith purpose.
“Power doesn’t needto be loud to be felt.

There is profound strengthin listening,in

makingspacefor others,and in leading

not with ego butwith clarity, intentionand

care.Whenwe createspacefor mutual

encouragementandsharedgrowth,

somethingtrulygenerativehappens for

individuals,for teams,and for the culture
we’re partof.” SandraSalibian

SarahBurton
CREATIVE DIRECTOR, GIVENCHY

As oneof fashion’s mostmeticulous,
hands-ondesigners,Sarah Burton’s most

importantaccessoriesareprobablythe
scissorsshekeepsin herbackpocket,
andthe straightnins foreversheltered

in hersweater.The Britishdesignerwas
namedGivenchy’s creativedirector last

year, becoming the Frenchhouse’s eighth

designer,and its secondfemalecouturier.
She nailedher debutwith an

exhilaratingdisplayofdramatic hourglass
coatsandjackets,geometricbaby dolls

andausteregownswherebyatriangle or

squareofleather descendsfrom the throat.
“The clothes were superb,peerlessly

realizedandimmediatelydesirable;
sometimesyoungandzesty,bu most
oftenthe pinnacleof adultsophistication,”
wWD opinedat the time.

A fastidiousfashiontechnicianprized
for dramatictailoringandintricate,yet
empoweringdresses,Burtonlearned
how to cut, spinnarrativesandstoke

desireatthe elbowof fashion greatLee

AlexanderMcQueen.Bornin Macclesfield,

England,and educatedin Manchester,

Burtonstudiedprint fashion at the Central
SaintMartins Collegeof Art andDesign
in Londonin thelate 1990s,andlanded

atMcQueenafteroneof her instructors,
SimonUngless,introducedher to the

incendiarydesignerin 1996. Shebecame
his designassistant,waspromoted in

2000 to headof womenswearandbecame

suicidein 2010,addinga femininehandto
McQueen’s hard-edged aesthetic.

A reservedwomanwhoprefers to toil in

the workroomsratherthan seekattention
for herself, Burton haslongbeenviewedas

abona fide couturierin theveinof Hubert
deGivenchy, experimentingwith cuts,
volumesanddrapingto inventnew shapes
and attitudes.

So far, she’s put women at the centerof

her Givenchy, believingthatwomanhood

meansappreciating“the value of trusting

your instinctsof collaboration,of listening
andof empathy.

“For me, good leadership means

keeping aclearfocuson thebig picture,
while buildingaworkcultureof respect
andcollaborationwherecreativityand
excellence will flourish,” sheadded.

- Miles Socha

ChristineChang
COFOUNDER AND CO-CEO, GLOW RECIPE

Glow Recipehasbuilt its nameand a

business– clocking$300million in retail
sales in2023– off of clinically backed
formulasbolsteredby food ingredients.
Bu for Christine Chang, the secret sauce

isn’t just in productefficacy or buzz,

it’s in people.

“I’ve seenmany brilliant, talented

womenhold backbecausethey felt they
weren’t fully readyor ‘qualified’ yet,

9;

Chang said. “My ownexperiencetauùht
methat leadershipis not about showing

up perfect, it’s about showing upwilling.

Willing to learn,to try, to fail andto try
again.I want to normalizethatgrowth

happeningout in the open.”
Changpreviouslyworkedwith Sarah

Lee, Glow Recipe’s cofounderandco-CEO,

at L’Oréal. The branddebutedin 2014and

hasexpandedperenniallyviral bestsellers
into majorpillars of its business:case

in point, WatermelonGlow now spans
toners,treatmentsandmakeuphybrids.
More nascentcategories,like thebrand’s
new bingsoo-inspiredGlassBalm, mark

deepeningterritory in bothtinted skin

careandlip balms.
“I believe real power lives in consistent

momentum,the kind thatturns from

turning anideathat once felt impossible
into somethingthat toucheslives far
beyond your own,” Chang said. “It’s not
aboutbeingthe loudestin the room,bu
aboutmoving with clarity andconviction
towardsavisionyou believein, evenwhen
the pathisn’t certain.”

Thatdrives the brand’sresonancewith
its devotees.GlassBalm,for example,
not onlypays homageto Chang and
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thebrand’sglobal appeal andoffered a
clinicallybackedformula in tandemwith

communityconnectivity.
“What stayswith me mostare the

momentswhenthat energyconnectsto
others:whena teammatetakesabold

stepbecausethey feelsupported,when

ourcommunityfeelsseen throughwhat

we create,or whenwe getto standbeside

nonprofitpartnersdoingextraordinary,
values-driven work,” Chang said.

“Watching that sparkspread,thatshared
senseof courageandpossibility,feelsmore

powerfulthan anyindividual milestone

ever could.” JamesManso

HannahColman
CEO, JIMMY CHOO

Withtwowomenat the helm– Hannah
Colman andSandraChoi, cofounderand
creativedirector JimmyChoois the
embodimentof femaleempowerment.The

pairhaveworkedtogetherfor decades,
andwell beforecurrent ownersCapri
Holdinùsnurchasedthe brand in 2017

ColmanjoinedJimmyChooin 1996,and

wasoneof the company’sfirst employees,

servingas storemanagerof thefirst Jimmy
Chooboutiqueon MotcombStreet in
London’s Belgravia neighborhood.

ShewasappointedCEO in 2020, taking

upthe role vacatedby PierreDenis earlier

thatyear, andreportsto JohnD. Idol,
chairmanand CEO ofJimmyChoo’s parent
companyCapriHoldings.

Beforetakingthe top job, sheservedas
presidentEMEA andglobal e-commerce
andworkedasinterimCEO immediately
after Denis’ departure.

Under Capri’s ownership, Colman

andChoi haveworkedcloselyto build
momentumatJimmyChoo,dressing
celebrities on- and off-screen; adding

varietyto the footwearmix, andbuilding

upthe handbagcategory,whichnow
accountsfor a large part of sales.

Colman said she’sproudto be part
of agenerationof women “who are
redefningwhat leadershiplookslike,
whounderstandthatthe true powerlies

in lifting others,and that thereis space
for kindnessandvulnerability.At Jimmy
Choo I havebeenluckyto work with many
inspiringwomen over the past28 years
including Sandra. It’s a partnership.”

To her,leadershipis aboutlistening.

“Jimmy Choowasbuilt by people,by our
teams,our clients,andour partners.Giving
cleardirectionandempoweringteamsto
succeedis key. I believe in collaboration,

nurturing talentandcreatingaculture
where everyone has avoice.”

“and theability to inspireand lift others
while stayingtrue to yourvalues,while the

power of collaborationdrives successand
change.Finally, there is the powerof trust,
trustingyour teamto executethe brand

vision,” she said. – Samantha Conti

CarolinaCucinelli
VICE PRESIDENT AND CO-CREATIVE

DIRECTOR, BRUNELLO CUCINELLI

Appointedvice presidentof the Brunello

Cucinelli companyin 2024, Carolina
Cucinelli is alsoco-creativedirector with

her father,thefounderof the namesake

company,andamember oftheboard.

In March2024,shewasgrantedpowers
in the areasof product, imageand

communication,and is key in nurturing
relationswith artisansandcollaborators.

Born in Perugia on Feb.23, 1991,

Cucinelli is the second-borndaughterof
FedericaandBrunello Cucinelli.

After graduatingfrom high school
withan artisticdiplomain Fashion and

Costume,in 2010 shejoinedthefamily
enterprise.Sheinitiallyworked asan
assistantin the women'sstyleoffice
andthen tookon therole ofheadof the

accessoriesdivisiondepartment.
She later made afundamental

contributionto therealizationof the

digital project, "Artigiani umanistidelweb

humanistic artisansof the web]” resulting
in the onlineboutiqueandthe redesigned
companywebsite.

Cucinelli supervisesthecompany'simage
andcommunication,especially through
social platforms,andhasgreatly contributed

to reachout to theyoungergenerations.
Shehasalso graduallybecomeinterested

in the company'sbusinessstrategyin the
commercialsphereand its development,
both wholesaleandretail,developing

eyewearandfragranceswith, respectively
Oliver Peoples,LuxotticaandEuroitalia.

Shehasbeenkey in buildingand

strengtheningthe relations with the
Cucinelli community,includingHollywood
A-listers and celebrities from Oprah
WinfreyandSharonStoneto Kevin Costner
andPatrick Dempsey, to namea few.

Withher sister Camilla, shehasbeen
activelypromotingsocial andcultural
activitiesin theSolomeohamlet,home

of the brand,hostingperformanceat the
CucinelliTheaterand organizingopen-air
cinemain thesummeratthe Foro delle

Arti in Solomeo.– LuisaZargani

GaëlleDrevet
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FOUNDER OF THE FRANKIE SHOP

Founderof the OG Instagram-favorite
brandThe FrankieShop,Gaëlle Drevet
knowsathing or two aboutembracing
socialmediaandbeingopen to newideas.

“Innovation andadaptabilityarekeyto

navigatinga rapidly changingworld.You

alsoneedgrit andcourageto takerisks,
makebold moves,and stepoutof your
comfort zone, bu moreimportantly, all

theseattributesbecomeeasierif you have

apassion for what you

do; it will inspireand
fuel energyfor you and

your team,andit should

motivateothersto
achieve great things.”

A Frenchnativewho
beganhercareeras a
journalist in NewYork

andLondon,Drevet

hoppedontothe fashion

scenein 2015 with a
multibrandstorein
the Lower EastSide

carryingahighly edited
mix of emergingand
establishedbrands
thatmelded French
insouciancewith New

York City edge.She

later founded herown
clothingbrandunder
thesamenamein 2016

and quickly established a

loyal following of editors
andinfluencerswho
reliedon The Frankie

Shop for their seasonal
boxyblazers,menswear
trousersandoversized

trenchcoats.
In 2022, Drevet

launched men’s and

unisex,andheld pop-

ups in Los Angelesand

Abu Dhabi, expanding
herreachglobally. In

addition to its retail

storesin ParisandNew
York, Drevetplansfor

astorein Londonnext

year.— Kathy G. Lee

Amber
English
PRESIDENT,

DIGITAL & ONLINE,

THE AMERICAS, THE

ESTÉE LAUDER COS.

AmberEnglish

overseesthe continued
accelerationof the
Estée Lauder Cos.

digital-first transformationandomni-

capabilities for NorthAmerica.
Most recently,sheplayedan

instrumentalrole in leadingitsbrand
launchesin theU.S. Amazon Premium

Beautystore.So far, themove to Amazon
is provingsuccessfulwith Clinique,
Bumble andbumble,and Too Faced

amongthe brandsnow onthe platform.
In particular,herknowledgeofAmazon

is key,having spent14 yearsthere. During
hertimeat Amazon,sheservedin various

roles with increasingresponsibilityacross
AmazonFashion, Beauty, and Consumables.

Prior to Amazon, sheworked at Macy’s and

GapInc. in merchandisingroles.
“I seeleadershipas a responsibility,

not atitle. It startswith listening— really
listening andstayingcurious.I ask

questions,evenwhen I think I know
theanswer,and I surroundmyselfwith
peoplewho aresmarter thanme and
who aren’t afraid to challenge thestatus

quo. I valuehonestyover comfort. I

believe in buildingtables,notguarding
doors,andshowingup with clarity,
humility andheart,” shesaid.

For English, beinga womanhastaught
herto trust herinstincts. “There’s a kind

ofknowingwe carry thatdoesn’talways
show up in the data,bu it’s just as real.

I’ve learnedto leadin spaceswhereI

wasn’talways expected,and to do it in my

own way— with clarity,adaptability,and a

strong senseof self.” – Kathryn Hopkins

Emily Essner
PRESIDENT AND CHIER COMMERCIAL

OFFICER, SAKS GLOBAL

"I believepower lies in conviction having
a distinctpoint of view andthe confidence

to standby it, evenwhenit challenges
popularopinion," saidEmily Essner,

presidentandchief commercialofficer of
SaksGlobal.

For Essner, it's beena steady, 14-year rise

upthe retailcorporateladder. Shejoined
SaksFifth Avenueas directorof corporate

strategyin 2011,rosetoVP of corporate
strategythreevearslater,worked for
Hudson'sBay for awhile beforereturning
to Saksin marketing rolesandattainingthe
title of chiefmarketingofficer in2020.

LastDecember,when Sakspurchased
theNeimanMarcus Group,Essnerwas

promotedto her current roleas president
andchiefcommercialofficer of Saks
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overseesthemerchandising,marketing,
commercialanalyticsand e-commerce
for Saks andNeimanMarcusstoresand
websites.In June,Essner'srolegot even

bigger, whenstoreexperiencebecame

part of the SaksGlobal commercial

organization,which sheleads.

Beforeenteringthe male-dominated
retail world,Essnerwasa seniorassociate

at McKinsey & Co. "I attendedawomen’s
college whichgaveme the unique

experienceofbeing in anenvironment
wheregenderwasn’tadefning factor,"
Essnertold WwD. "Becauseof this, I don’t
oftenframemyleadershipmentality
throughthe lens of being a woman,bu
I am awareof the realities of sometimes
beingoneof the few womenin the room.
I believethatpeople,myself included,
arecomplexand ourperspectivesare
shapedby amultitude of identitiesand

experiences.It’s this complexity that
informshowwe build trust andfoster

collaborationto drive meaningful results."”
Essner,who reports to Marc Metrick,

CEO of SaksGlobal, is in acrucialrole

requiringstrongleadershipandworking
doublyhard in light of the challengesSaks
Global facesasit navigatesa luxury market

thathasturnedsoft. "Leadership is about
vision,connectionandfosteringashared

purposeamong your team," shesaid. "It’s
aleader'sresponsibility to helptheir teams

understandwherethey aregoingandhow
their individual contributionsladderup to

asharedgoal." – David Moin

Tina Fair
PRESIDENT, L’ORéAL NORTH AMERICA

CONSUMER PRODUCTSDIVISION

Thoughshewasappointedpresident
of L’Oréal’sNorth America consumer

productsdivision in 2023, Tina Fairhas

beendrivinggrowth at the companyfor far

longerthan that.

Throughher 17-year tenure at the

company which ranksas theworld’s
largestbeautymanufacturer– Fair has
held seniormarketingandleadership
roles at Garnier,Maybelline NewYork and
SkinCeuticals beforetakingupher current

postoverseeingthe conglomerate’s
consumerproducts division.

Her remit is onethat requiresnotjust
range, bu agility andempathy.

“My approachto leadershipis grounded
in collaboration, curiosity andcourage,”
said Fair. “I invite diverse perspectives,
leavespacefor experimentationandstay
anchoredin our coremission. Thismindset
is especially important in today’s ever-

changing environment; things don’t always

to feedbackandto continuouslylearn.”
Importantly,shesaid, this approach

acknowledges “strengthin empathy,power
in collaborationandvaluein creating

spacefor othersto lead.”

“Power, to me, is theability to create

apositive impact that leavespeopleand

systemsbetterthanyou found them when

you leadthis way, you don’t justbuild a
successfulbusiness,you create aculture

wherepeopleare inspiredandmotivatedto
bring their best. That’s how you unlock bold

ideasand achieveresults that aresustainable

andmeaningful,” Fair said.– Noor Lobad

Danielle
FrankelHirsch
FOUNDER AND CREATIVE DIRECTOR,

DANIELLE FRANKEL

Danielle Frankel Hirsch is oneof the

leadingnamesin modernbridal fashion.
Since foundinghernamesakelabel in
2017, shehasestablishedherbrand with
modernand avant-gardeweddingdesigns
with intriguing fabric innovationand

unexpecteddetails.
FrankelHirsch saidshebelieves

“an individual point ofview that is
communicatedwith persuasion,while

maintainingkindness and authenticity,”
is powerful and that “strong leadership

requiresthe ability to makedecisions

quickly, adaptasneeded,andcontinue

moving forward. It is importantto consider
otherpeople'spoint ofview aspart of the

process,without lettingoutsideperspective
delay important decision making.”

Her designsevoke the high fashion

sensibilityof runway collectionsand
becameago-tofor style insiders and
celebritiesalike, includingJuliaGarner,
Alex Cooper,NaomiBiden,Alexandra

Daddario,Zoe Kravitz andmore. She

becamethe first bridal designerto

garneraccoladesfrom the Council of
Fashion Designersof America in 2019

andexpandedher New York City-based
businesswith additional,artisanalready-

to-wear, anew footwearcategoryand
openedthe doorsto her first boutiquein

Los Angelesin 2025. With eachcollection,
FrankelHirschcontinuesto expandwhat

it meansto be a modern brideandgroom
throughthe power of thoughtfulfashion.

“I love being awoman, embracing all

the obstaclesthat face ussuchasbalancing
motherhoodwith owningabusiness. As

the
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NoellaGabriel
GLOBAL PRESIDENT AND COFOUNDER,

ELEMIS

Noella Gabrielmaybe anaromatherapist
andbeautytherapistbytraining, bu she
alwayshad a knack for retail. This first

cameapparentwhensheopeneda health

food storein her nativeIrelandatthe
tenderageof 20.

Later, sheteamedwith SeanHarrington,
LindaSteiner, andOriele Frankto launch
Elemisspaandretail onboardcruiseships
in 1994.

The groupwentpublic throughan
IPO asSteinerLeisure Ltd. in1996 and

eventuallywentprivatealmost20years
laterwhenL CattertonacquiredSteiner
Leisure for about $925million in 2015.
Four yearslater it changedhandsagain
whenL’Occitane InternationalSA bought
theBritishpremium skin careandwellness

brand for $900million.

Sincethen,the brand hasbeenfocused

onexpandingthe businessinternationally,
launchingin SephoraU.S.

"It takes thecourageto leaveyourcomfort
zoneandtrustyour intuition. Leadershipis
aboutenabling others,embracingchange,

andstaying flexible in aworld thatnever
standsstill,” shesaid of her philosophy and
valueswhenit comesto leadership.

On howbeingawomanhasshaped
herview onpower andleadership,she

added:“Being a woman hasshown me that

leadership isn’t aboutbeing theloudest,
it’s about nurturing others,speaking truth
with empathy,andtrustingyour intuition.
Powerlies in flexibility, authenticity,and

realizingthat enablingpeopleoftenmakes
themostimpact.” – KathrynHopkins

Silvia Galfo
PRESIDENT OF L’OReAL LUXE,

NORTH AMERICA

Silvia Galfo describes herself asa “glass-
half-full” kind of leader.

And as presidentof L’Oréal’s Luxe

division, whichincludesseveralof designer
beauty’s most prominentbrandsfrom

Pradato Valentino Beauty to Miu Miu, she
indeedhasmuchto feel optimisticabout.

“I frmly believe in pushing through
challenges thereis always a solution to

anyproblem,” said Galfo, whotook upher
currentpostaftermorethantwo decades
atL’Oréal, which included stintsas the

Luxe division’s chief growth officer; general

managerof Armani Beauty andseniorvice

presidentof marketingatLancôme.

“My leadershipphilosophyis built on

obvious. Femininity andstrengthare
oftenperceivedasneedingto bemutually
exclusive,bu it’s our job as leadingwomen

to display the overlaps in the two,” she said.

– EmilyMercer

Jenny
Freshwater
VICE PRESIDENT OF

AMAZON FASHION &

FITNESS

SinceNov.2023, Jenny
Freshwaterhasbeen
leading thejuggernaut's
expansiveportfolioacross
apparel,shoes,jewelry,

sportsandoutdoors,and
Luxury Stores,aswell as

overseeingsubsidiaries

ShopbopandZappos.

Earlier, as Amazon's vice

presidentof traffic and

marketingtechnology, she
drovemajor retail moments

includingPrimeDay, Black

FridayandCyber Monday.
"To metrue power

doesn’t come from control

– it comesfrom the ability

to inspire, infuence,andunite people
aroundaclearandcompellingvision. In

myrole at Amazon,I striveto leadwith

integrity, listenwith intention, andelevate
otherssothat a broadrangeof diverse
voices areheardandvalued,"shesaid.

She said shebelievesgreat leadership
startswith buildinga culturewhere
diverseperspectivesaren'tjust welcomed
– they'reexpected."I'm committed
to fosteringan environmentwhere
innovationcan thrive andeveryonehasa
seatat thetable. To me,strongleadership
meansaskingthoughtfulquestions,
showingup with consistency,andleading
with empathy,accountabilityandabias
for action.Peopledo their bestwork

whenthey feel seen,supported,
challenged andempoweredto grow.”

As for how beingawomanshapedher
view onpower andleadership,Freshwater
said, "Over the past 15 yearsat Amazon,

I've embraceda rangeof roles constantly
seekingout newchallengesandadvocating
for growth opportunities.Thatjourney
hasdeepenedmy appreciationfor the

importanceof representationandthe need
to redefineleadershipin more inclusive

andauthenticways. I leadwith the

convictionthatbringingyour wholeself to
the table is a strength,not a liability — and

committedto creating others
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andexcellence," Galfo said. “It's about

constantlyquestioningthe statusquoand

daring to imagine what's next.”
As part of this ethos,saidthe executive,

it’s essential to “foster a cultureof ‘test and
learn’ — where failing is not just accepted,
bu seenasan integral part of the learning

curve,becauseeveryexperienceis a
valuableopportunity for growth.”

This focuson innovationandcreativity
hasbeenkeyto success in both brand
andleadership amid an increasingly
unpredictablemarketandeconomic

backdrop.
“True effectivenesscomes not from

conformingto asingular mold, bu from

harnessingone's authenticself,” Galfo
said. “This conviction has empowered me
to look beyondconventionalideasofwhat

a leader or afemale leader ‘shouldbe,’
insteadfocusing onmy uniquestrengths
andintegratingtheminto an approachthat
genuinelyreflectswho I am.”– NoorLobad

Mary Carmen
Gasco-Buisson
CEO, UNILEVER PRESTIGE

It’s not every day thatscience brainstake

upmanagementpositionsat FMCG giants,
whichmeansthat MaryCarmenGasco-

Buisson, who rejoinedUnilever last yearas
headof its high-profileprestigedivision, is

a rarity.
The enthisiastic hih-energv execiýtive

hasa degreein chemicalengineeringfrom
CornellUniversity, and morethantwo
decadesofexperienceworking in beauty,
prestigeandpremium marketsincluding
atUnilever, earlierinher career,Procter&

Gamble,andthejewelerPandora.

She’ll need to press that marketing,

management— andmathematical–
experienceinto actionas Unilever puts
anevenbiggerspotlighton itsbeautyand
wellnessbrands.

During the company’s first-half results
inJuly, Unilever’s newCEOFernando

Fernandezsaid the company’s priorities

are “more beauty, well-being andpersonal

care,” andasharperfocus onpremium
segments.

Gasco-Buissonsaidher leadership

philosophy is to lead “with both head and

heart,” focusing on resultswhile nurturing
personalgrowth.

“I value authenticity, courage, ambition,
hardwork, respect,andbeingof service.
I believeperformanceandculturego
hand in hand:empoweredteamscreate
lastingimpact.There'snothingmore
rewardingthanseeingsomeonereach

onperformanceandpeopleis the legacy
I strive for. Thebestresultscomefrom
empoweredpeople,not attheir expense.
Whenperformanceandhumanitygo hand-

in-hand, leadershipcreatesmeaningful,

lasting value,” she said.
She believes that power “is the ability to

drive changeandunlock potentialin ideas,
businesses,andpeople.Realpower isn't
aboutcontrolor titles; it's aboutleading
with authenticity,clarity,and positive
intent, inspiringothersto follow. I believe
in powerthatlistens,learnscontinuously,
andbuildswin-win situations.It's not about

beingthe loudestvoice bu unlockingthe
mostpotential.” – SamanthaConti

CocoGauff
PROFESSIONAL

TENNIS PLAYER

All eyesareon 21-year-old
cocoGauff, and for good
reason.The Americantennis

phenomenon,who won the
FrenchOpenin June,has
beenbuilding her prowess
on courtandraisingher
voiceaboutcritical issues

impactingGenZ.

“At the end of the day, it

comes downto theyouth
andthe communitybeing

outspoken,” Gauff said
duringa pressconference at
the Italian Open in 2024. “so
I encourageeveryoneto vote
anduseyourvoiceregardless
of whoyou vote for. There’s
nopoint in complaining
[about]the political climate

of the world if you don’t
exerciseyour right to vote.”

When it comesto fashion,

Gauff is constantlyuppingher

game,mostnotablythrough
herpartnershipwith New

Balance.Theathleticbrand

signedGauff backin 2018,
andsince then,she’sbecome

oneof themostimportant
athletes on its brandroster.

As the faceof the NewBalanceX Miu

Miu collaboration,Gauff hasgenerated
attention,both on andoff court. For three
of her tournamentsthissummer,the
athletepairedpiecesfrom the apparel
collection,with a cobrandediteration of

herCG2 signature sneaker. –Katie Abel

Olympia Gayot
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CRFATIVF DIRFCTOR WOMFN’S R,KID’S
J. CREW

OlympiaGayot, the creativedirector
ofJ.Crew since late2020, hasbeen
instrumentalin theresurgenceof J.Crew.

Gayotfirst worked atthebrandfrom 2010 to

2017 as a women’s design director under the

former executive creativedirectorandbrand

president JennaLyons.But she’sbeentaking

J.Crewon adifferent stylejourney, bringing a
strongfemininetouch, designsand colors

inspiredby nature,andcreatingclothes
that feel comfortable.Shewantswomento
feelbeautiful, creativeand confident.

“I’ve beenlucky to have many
strong,inspiringwomenasrolemodels

throughoutmy life, from my mother,to
teachers,to my currentCEO at J.Crew,and

myincrediblenetwork of femalefriends
who arerunning their own companies,”
Gayot said.“Thesewomenleadwith such

grace and integrity. They’re a constant
reminderof theincredible valuewomen
bring, and it’s a privilege to witnesstheir

leadership and learn from them.”
An avid Instagrammer, Gayot’spersonal

style seemselegantand relaxed. Sheis

skilled in fashion design, fashion illustration,

print design, textile developmentand

store design. Shehasabachelor of fine arts

degreefrom theSchool of Visual Arts in
NewYork City.

Gayot hasbeenawilling collaborator

with designersandotherson capsule
collections such aswith Christopher
JohnRogers andMaryam NassirZadeh.

ForJ.Crew’s SoHo flagship, openedayear
ago, Gayot collaboratedwith RexLalire
of LMA Architecture,creativeand
furniture adviserMichael Bargoandher

father,David Bermann,who works in
woodfinishings, on acustomwood stain
with awax coating,madeto standthe
testoftime.

Gayot hasbeena keyplayerin restoring

a level of quality to the collectionand
developing afreshlook to the brand, a

balancethat’s cool andmodern while

sustainingthe heritageandclassic
Americanappeal.What it all boils downto

is restoringthepublic’s trust in the brand
andrenewingits distinctiveappeal,which
hasapparentlybeenaccomplished.

“Being aleader means inspiring your
teamandmakingthemexcited to cometo
workeachdayandfeelpositive,motivated

andproud of what theydo,” Gayotsaid.

“Someonewhoempowersandelevates

thepeoplearoundthemandis kind,

groundedandhumble,but also confident
andin control and doesn’t take anything

for grantedandleadswithboth heartand

staysenergizedandengagedandcan
continueto grow. In thisindustry,youhave

to stay open to change you can’t afford

to getstuckin your ways.Thinkingoutside
the box isn’t justencouraged, it’s
essentialto howwe evolve andstay
relevant.” = David Moin

NancyGreen
CEO, BEYOND YOGA

NancyGreen,whohelpedbuild

up Athleta atGap Inc. and is now
pushingBeyondYoga upthegrowth
curveasCEO, knowswhereher

power comesfrom – andknows
thatexercisingthatpoweris alsonot

something that exists in avacuum.
“Powerful is knowingwho you

areanddrawingstrengthfrom

within, not from titlesor external

validation,” Green said. “It’s the

confidencethatyou canmakean
impact.Tobepowerful is to inspire
othersand to catalyzepeople
toward anidea.It’s quiet sometimes

but alwaysintentional.”
Her takeonleadershipis centered

verymuchonthepeoplesheleads.

“I believein surrounding myself
with talentedindividualswhocare
asmuchabouttheteamastheydoabout
thework,” shesaid. “As a leader, you need

to takecareofyour team,partnerwith

them,listen,challengethem,mentorand

champion their ideas andimpact. Staying
curiousandadaptablehelpsyou stayclose

to what’s relevant, connectthe dotsand

uncover white spaceopportunities.”
It’s awork philosophy that is very much

informedby Green’shomelife.

“Becoming a mothermany yearsago

was a profoundmomentin my career,”
she said. “I was encouragedby two

very impactful femalementors, [former
CharlotteRusseCEO] JennyMing and

[former GapandAnn Taylor executive]
PattiDe Rosa,who werealsomothers,to
continuegrowingmy careerwhile raising
children.A thetime, I didn’t think I could

doboth successfully. I couldn’tyet seethat
potential in myselfbutthey did.

“I took their advice, and throughthat
experience,I learnedoneof the most
important thingsyou cando asa leader:

recognizethe potential in othersand

nurture it. It’s aleadershipquality that

requires both softness and strength.”
EvanClark
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Gigi Hadid
MODEL AND FOUNDER AND CREATIVE

DIRECTOR OF GUEST IN RESIDENCE

Gigi Hadidis oneof thebiggestnames
in modeling. She’salso the founderand
creativedirector ofcozycashmerebrand
Guest in Residence,a fashion tastemaker,

andan on-the-go-motherjugglingit all.

In addition towalkingtheglobal fashion

weeks,servingasthe faceof luxury
fashion andbeautycampaignsincluding
Havaianas,Miu Miu andRabanneParfums,
to nameafew, collaboratingwith thelikes

ofFrankiesBikinis andTommy Hilfiger,

andgracingmagazinecovers,Hadid has
beenhardat workon Guest in Residence

sinceits 2022 launch.
In 2023, Hadid openedthe doorsto her

first flagship onNew York’s downtown

Bond Streetandexpandeditsretail

footprint in LosAngeles in 2024.Guest
in Residencehasalsocollaboratedwith
the likesof LuisaViaRoma,Caviar Kaspia,

MadHappy andMoon Boot, andexpanded
itsofferingwith seasonalcollectionsand
exclusivedrops.

Last year, a representativefor the brand
told wWD that Guestin Residence’s
revenuewasup100 percentfrom theyear

prior, with directsalesthrough storesand

onlineaccountingfor halfits businessand
wholesaleconsistingof the other half.

Emily Mercer

SheilaHarrington
GLOBAL CEO OF URBAN OUTFITTERS

AND FREEPEOPLEGROUPS

Sheila Harringtonhasalong, distinguished
historywith theUrbanOutfitters andFree

PeopleGroup.
Harringtonjoined FreePeoplein 2002

to help launchits first storeandwas
responsiblefor merchantandproduct

development,provinginstrumental in the
creationandgrowthof new businesses

including intimates,shoes,FPMovement,
Free-estandWe the Free,in additionto
the coreassortmentof thebrand.

“There's nothingmorepowerful than
talentedexpertiseworkingtowardsa

commongoal,” saidHarrington, adding

that teamworkalongwith creativityis

extremely powerful. “Albert Einstein said,

could not agree more.”
Harringtonincreasedthebuyingand

planningorganizationof FreePeopleand

developedthe visual merchandisingteam.
She oversawthelaunch of FP Movement
in 2014and launched its first stand-

alone store in 2020. In 2016, shebecame

presidentof FreePeopleandthenopened
the first FreePeoplestorein Europein
2017. In 2020,shewasnamedCEO of Free

PeopleGroup, andin 2021 shewasgiven
additionalresponsibilityasglobalCEO of

UrbanOutfitters.
Whenit comesto leadership,Harrington

said, "Being anauthentic leader, leading
with integrity,andbuildingstrong
trustingrelationshipsis importantto me.

Leadership,I believe,is ultimatelyabout

harnessingteamworkandsuccessfully

listening to bothour customerandpeople
to align onshort-and-long-term goals."

Lisa Lockwood

Rachel
Kibbe
FOUNDER AND CEO OF

CIRCULAR SERVICES

GROUP AND AMERICAN

CIRCULAR TEXTILES

RachelKibbe creditsa
childhooddirt-biking in

junkyards acrossShaker
Heights, Ohio, for her

lifelongfascination
with landfills. As the
founderand CEO of both
the CircularServices

Group,a New York-based

strategicadvisoryfirm,

andAmericanCircular

Textiles, a national
coalitionthat lobbies
for sustainabletextile
policies,hermissionis

to keep clothingfrom
endingup in them.

Kibbe isadeptin the

art ofsoft power, rallying
the likes of H&M Group,

ThredUp,Reformation,
USAgainandVestiaire

Collective to campaign
for textileresale,reuse
andrecyclingin the
halls of Capitol Hill.

She helpeddevelop
the first federaltextile
reuseand recycling

provisionsthroughthe

bipartisanAmericas
Act, which earmarks

Tous droits de reproduction réservés

PAYS : États-unis 
PAGE(S) : 12;14;16-26

SURFACE : 937 %

PERIODICITE : Hebdomadaire

DIFFUSION : (61000)

8 septembre 2025 - N°nc

Page  35



(13/44)  KERING - LUXE

Elin Kling
COFOUNDER, TOTEME

Toteme hasbuilt a fruitful business anda
cult following on theback of Stockholm
minimalism.

Husband-and-wifeElin Kling andKarl

Lindman,cofoundersof the brand,have

openedmorethan10 storesinternationally,
fromNew York City, Hangzhou to London,
wherethey’re plotting to open a second

Kling appliesthe samephilosophyto
herworking life asshe doeswhen she’s
creatingpiecesfor Toteme.

“Leading fully asyourself– with focus,
honestyandgrace– isaquiet kind of
power,” shesaid in an interview.

“Leadership, for me, is aboutsetting

afoundationandlettingthingsevolve

with purpose.My role is to shapethe
direction,” sheadded.

Totemehasmovedfrom strengthto

strengthwith itsproductoffering.The

brand’s categories include women’s ready-

to-wear, shoes,bags, accessoriesandfine

jewelryatcontemporaryprice points.
Accessoriesaccountfor 20 percentof

the company’s sales,andhandbagsareone
of their fastest-growingcategories.

SinceNovember2022, Totemehassold
about30,000ofitsT-lock bags,which range
from 730pounds for a cotton-blend canvas
finishedwith blackleatherto 1,100pounds

for a versionmadewith Palmellatoleather.
The demandfor Toteme canbefoundon

Facebook,startedby fansofthe brandwith

a page called “Anonyma Toteme addicts,”
wherewomen swap,sourceandbuy
piecesfromthebrand withother Toteme
customers.

It’s in cultivating a community thatKling
hasfound power.

“Being awoman has shapedhow I

seepower not assomethingto useto
limit others,bu somethingto share.

It’s strengthenedmy beliefin listening,
intention,andleadingwith awareness,”
shesaid. Hikmat Mohammed

MarinaLarroudé
COFOUNDER AND CHIER CREATIVE

OFFICER, LARROUDÉ

WhenMarinaLarroudéandher husband

Ricardo launchedtheir eponymous
footwearcompanyduringthe heightof the
COVID-19 pandemicin 2020,shealready
hadfirm ideasabouthowshewantedto
leadas afemale founder.

“I’m clear anddirectabout expectations,

but I alsogive peoplespaceto dotheirjobs.
I believe in empoweringpeopleto take
ownership.I give alot of responsibility, and
I don’t believe in rigid hierarchy. To me,
thebest ideaalways wins, no matterwhere
it comes from,” said the executive, who

previouslyheld top roles atCondéNast and

Barneys NewYork.

Innovativethinkinghasbeenatthe core
of theNew York-based company’svertical
businessmodel.Thecoupleemploysmore

billion in fundingand
incentives for circular
innovationsin apparel,
footwear,accessories
andhome textiles. In
April, AmericanCircular
Textiles releaseda
first-of-its-kind national

blueprint for effective
extendedproducer
responsibilityfor textiles
that canbolsterU.S.

manufacturingandscale
domesticreuseand

recyclinginfrastructure.
Shecontinuesto lean
into whatshecalls

“proactive advocacy”
by championingsmarterlegislationin an
increasinglycomplexregulatorylandscape.

“Power is theability to influence

systemsso theywork better for the

future,” she said. “It takes both a respect
for thepresentandtheability to negotiate
with it in order to transform. Convincing
people,businessesandstakeholdersthat
changeis inevitable requires deep self-

belief andthe skill to bring othersalong.”
Being a womanin leadership= andin

politics isn’t easy, Kibbe admitted.At

the sametime, beingawareof how the
oddsareoftenstackedagainsthergender
hastaughther to leadwith resilienceand

strategy,and to recognizethatbecause
rulesweren’tmadefor women,they
mustcreatetheir own. Endurance,she

said, is essential when you’re striving
for maximumprogressin an uncertain
environment.

“I maintain astrong vision while staying

groundedandstriveto surroundmyself
with peoplewho aresmarterthan,and

knowmorethan me, andcreateconditions
for my teamto perform at their best,”
Kibbe said. “The key, however, is an
unreasonablecomfortwith risk andan

acceptancethat leadershipin systems
changecan feel impossible.You haveto

ignorethat feeling at all costs, because

you haveto also knowyou areright.”
JasminMalik Chua
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Brazil, the majority of whomarefocused

onproduction. A small teamof five leads

operationsbackin NewYork.

“Over 60percentof our employees
arewomen.RicardoandI both believein

lifting peopleup basedon their growth,
skill set,andability to getthingsdone,not
what their gender is,” Larroudésaid. “I
knowfrom my own experiencethat this
isn’t the norm everywhere.”

Reflecting onthe earlydays of her

career,the foundersaidshetried to

surroundherselfwithwomenwho
modeledwhatsuccesscould look like

both professionallyandathome.
“I looked upto AmyAstley at Teen

Vogue.Shehad astrong, steadycareer, was
married,raisingchildrenin NewYork, and
somehowmade it all work. To me, shewas

anexample of ‘how to do it,99 Larroudé said.

“I’ve never believed I had to choosebetween

being amother andhaving a career.I’ve
alwaysbeen present–for mykids andfor

my team.My childrenknowhow deeplyI

love them, andtheyalsoseehow passionate
I am about growing asapersonandpursuing

my dreams.” – KatieAbel

Marie Leblanc
CEO, COURReGES

Marie Leblanc becamechief executive
officer of Courrèges in November2024,

following a successful tenureas CEO of
VictoriaBeckham, wheresheoversawa
full brandrepositioning.

Underher leadership,the Beckham
businesssawstrongrevenuegrowth,
returnedto profitability,and transformed
into agloballifestyle label,with

partnershipswith Mango, Breitlingand

Augustinus Bader, amongothers.She

alsorelocatedits runwayshowsto Paris
FashionWeek, aligningthe creativevision
with the industry'sluxury capital.

Before that, Leblanc heldseniorroles

in designandproductdevelopmentat
IsabelMarant,CélineandSoniaRykiel, and
later led womenswearbuyingat French

departmentstorechainPrintemps,honing
hereye for bothcreativityandcommercial

viability.
At Courrèges,sheworks closely with

creativedirectorNicolasDi Feliceto
spearheadthenextphaseof growth for

the SnaceAge lahel which is exnandingits
retail networkasit capitalizeson its revival.

Her leadershipis definedby a rare
ability to balancecreativeintegrity with

operationalstrategy qualitiesthat have

executivesin contemporaryfashion.

“Marie’s uniquetalent lies in her ability
to fully immerseherselfin thecreative

process, ensuringit remainsconstantly
alignedwith thebrand’sidentity, while

crafting an operational strategy that

supportsandenhancesthiscreativevision,”
said François-Henri Pinault, chairman and

CEO ofKering andArtémis. JoelleDiderich

SarahLee
COFOUNDER AND CO-CEO, GLOW RECIPE

Glow Recipecofounderandco-chief
executiveofficer SarahLeethinks

the personalis professional,andher

leadershipstylefollows suit.

“My approachto leadership is grounded
in authenticity,vision andempowerment.
To me, authenticity means showing up as

awhole person bringing bothstrength
andvulnerabilityto thetable,andleading
with transparencyandintention,” shesaid.
“I try to understandpeoplefrst, what
drives them,whatchallengesthem, and
thensupportthemwith clarity, empathy
andtrust.At Glow Recipe,we believe that

growth doesn’t happen in a vacuum, it

comesfrom collaboration,fromlistening
deeplyand from creatingthe kind of
environmentwherepeoplefeelconfident

taking ownership.”
That’s turnedoutto notonlybeakind

leadership style,bu a motivational one for a
businesswith global ambitions.Glow Recipe
enteredAustralia, theMiddle Eastandthe

U.K. in 2020,as well asdebutedacross

Europe, Mexico andSouthAmerica in the

pastyear. Onthe productfront, thebrand

hasdeepenedits footprint in skin care and
broadenedlaterallyinto makeuphybrids.

Nevertheless,Lee believes that the
business’spower to scale globally comes
from its people.

“Power, to me, is the ability to create
meaningfulchangewhile stayinggrounded

in your values,” Lee said. “It’s not about

authority or titles – it’s aboutintention,
influenceandthewayyou makeothers
feel capableandseen.Someof the most

powerful momentsI’ve experiencedhave
comefromempathyin action: listening
without ego, showingupwith integrity,
andhelpingsomeonerecognizetheir own

potential.” – JamesManso

Veronica
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Miele Beard
COFOINDFRAND CO-CFO

VERONICA BEARD

VeronicaMiele Beardstartedout in the
world offinancein salesandtradingat

several investmentbankingfirmson Wall

Street.Shealsodid astintatVoguein ad

salesbeforebecominga partnerandchief

operatingofficer at techhedgefund Coatue.

In 2010,sheand hersister-in-law, Veronica

SwansonBeard, foundedVeronica Beard.

In additionto its robustwholesale

business,VeronicaBeardhas44

freestandingstores,with threemore

openingin the secondhalf of theyear.
International expansionis alsoa big focus

right now.The companyis launchingat
Selfridgesin Septemberandhasa four-

week residencyat GaleriesLafayette
starting in November. She is also the
motherof five children.

Asked herphilosophyandvalueswhen
it comesto leadership,Miele Beardsaid,
"Leadershipstartswith showingup– being

present,being in it with the team.I believe
in leadingby exampleandcreatinga
culturewhereeveryonefeels seen,heard
andvalued,"saidMiele Beard.

On thetopic ofwhat shethinks is

powerful, Miele Beard said, “Power is in
theconnectionsyou makewith othersona
deeperandmoremeaningful level. It’s how

you make othersfeel –creatinganenergy
andauraof inspirationandcreativity.”

Whenaskedhowbeinga womanhas

shapedher viewonpower andleadership,
Miele Beard said, “Being a woman in
businessis asecretweapon.We leadwith
resilienceandemotionalintelligence
becausewe've hadto. Womenoftenbring
a uniquelens to leadership,shapedby
challenges we’ve had to overcome and
that’s a real strength. I try to usethat
perspectiveto lift othersup.”
– Lisa Lockwood

Amy Montagne
PRESIDENT, NIKE

The Swooshis chargingaheadwith an
ambitiousoverhaul,andAmyMontagneis
central to the newplan.

The executivewasnamedpresidentof
the flagship brandin May, afreshchallenge
sheis embracingaftertwo decadesat the

company.
“There is acommonthemeacross the

world’s mostsuccessful athletes and sport
teamsthat hasformedmy philosophy:
leadershipis earned.It is built on trust,

said. “It’s about showing up, even in
uncertaintimesorwhen you’rebehind

onthe scoreboard.You have to prove
thatyou’rewilling to put the work in, to
leanin, to dig deep,sothat the entire

team canadvance.”
Mostrecently,Montagne

wasvice presidentand

generalmanagerof the
global women’s business,

acritical categoryfor

everyathleticbrand. She

points to Nike’s impact on
women’s sportsasamajor
turning point.

“When we embarked

on building thewomen’s
business,it wasnot
becausethe world already
recognizedthe potential
of women’s sports,” she
said. “It wasbecausewe
daredto imagineafuture
wherewomen’s sports
andfemaleathletesare
cultural iconsandinspire
thenextgeneration
to dream big,” said

Montagne, who held

previousroles at Gap Inc.,

Mervyn’s and Walmart.

AsAs hercareercareer hashasher
evolved.evolved,MontaneMontagnehashas

learnedto embrace
vulnerabilityandbeopen
aboutall aspects of her

life. “For alongtime, I tried to keep my
work life andhomelife separate,”she

admitted. “But in recentyears,I have

seenthatthesethings– beingamother,

awife, a daughter, afriend, a community
leader,andmuchmore– arestrengths.I
recognizeandcelebratethateveryperson
hastheir own uniquestory andjourney
that goesbeyondwork.” - Katie Abel

DanessaMyricks
FOUNDER AND CEO,

DANESSA MYRICKS BEAUTY

While DanessaMyricks didn’t setout to
becomea makeupartist,shewasalways
destinedto becomeone.Following an
earlycareeratamagazine,Myricks pivoted
andsetout to makeanamefor herselfin
thecosmeticsindustry,which ultimately
ledto herviral namesakebrand.

AlthoughMyricks is amongthe most
well-knownartistsandbrand founders
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“Power, to me, is the ability to create

space– spacefor othersto feel seen,heard
andvalued,” she said. “It’s notabout
control,but rather aboutimpact.When

youuseyourplatform to uplift others,

challengenormsandturn possibilityinto
reality, that’s real power.”

Whenit comesto beingaleader,
Myricks hasalso forgedherown pathand
advisesothers to dothesame.

“Historically, becausethere’s a
perceptionof how womenareexpectedto
be in leadership roles, there’s doubt about

the capacityandstrengthof a woman in

charge.As a woman in a positionofpower,
I am workingto changethatnarrativeand
thoseperceptions,” shesaid. “I believe

thatpower canlook and feel differentfor

everyone.The world prescribeswomen
in powerto look a particularway: onone
hand, womenin power areexpectedto
be superstronganddemonstratesome
forceful traits,andonthe otherhand,

somepeoplebelievewomenshouldbe
ultra feminine or possessa mother-like

quality. There’s noone way to be awoman
in aleadershiprole. It’s about leaning
intoyour strengthsandyour authenticity.
There is couragein beingyour authentic
self. Beingawomanhastaughtmeto lead
with heart,and neverto underestimatethe
influenceof compassionandconviction.”
– Emily Burns

BrieaneOlson
CEO, PACSUN

BrieaneOlsonhasbeenin the retail

trenchesnearlyherentirelife.

TheCEO of PacSunstartedout working
for Banana Republic as a teenager, and

over the years hasheldposts at J.Crew,

MarzottoandAbercrombie& Fitch before

joiningPacSunasseniordesigndirectorof

women’sin 2007. Sheworked herwayup
to the top of theC-suite, beingnamedCEO

justover twoyearsago.
Since takingoverthe top spot,the

HarvardBusinessSchool gradandmother
of two hasworked to createwhatshe
callsa “purpose-driven” company that

YanaPeel
PRESIDENT OF ARTS, CULTURE AND

HERITAGE AT CHANEL, MEMBER OF

THE EXECUTIVE TEAM AND A BOARD

MEMBER OF FONDATION CHANEL

SerpentineGalleries in London,and pillar
of theart world, Yana Peeljoined Chanel
in 2020as the house’s first global headof

artsandculture.
A yearlater, shelaunchedthe Chanel

CultureFund,which supportsartists

andworks with curators,museumsand
institutions onwhatshedescribes as “long-
term, transformational” projects.

Peelwasborn in SaintPetersburg,
Russiaand later movedto Canadawith
herfamily. SheattendedMcGill University
andearnedapostgraduatedegreein

economicsat LondonSchoolof Economics

connectswith its targetof Genz andGen

Alphacustomers.Fromcollaborations
with Formula 1 and theMetropolitan

Museumof Art to relationshipswith Selena

Gomez,A$AP Rocky andFear of God’s
Jerry Lorenzo, PacSunhas managedto

prosperwhile manyof its teen-oriented

competitorshave struggledordisappeared.
Although she wields power as CEO, she

looks at it more as “the ability to create
momentum,to turn vision into reality,
to inspireothersinto action,andto build

somethingthat resonatesfar beyond
the boardroom.True power isn’t about
control; it’s about clarity, courage and

consistency. It’s aboutstaying groundedin

your valueswhile havingtheimagination
to challengenormsandleadpeople to

somewherenew. I alsobelievepoweris

really connectedto kindness.I've found
thatsomeof themostpowerful leaders
leadwith kindness,creatingspacefor

others,actingwith intentionandstaying
rooted in purposeeven whenthe path
forward isn’t clear.”

Asa female CEO,Olson saidshe’s
learnedthat power is “forged in resilience,

intuition, andthe ability to leadwith both

strengthandkindness.I've learnedtosee

power notas a hierarchybu as influence

the kind that comesfrom authenticity,not
authority. As women, we’re often expected
to balancecontradictions assertivebu
not aggressive,visionary bu pragmatic.
Thatduality hasmademe a better leader.
And, asthe first femaleCEO of our
organization, it’s shapedhow I show up:
groundedin purpose,opento growth, and
always focusedonbuilding our community

andthePacSunbrand – to reflectthe
futurewe want to see.” — JeanE. Palmieri

beforestartingher careeratGoldman

Sachs.
She isa Young Global Leader and a

memberof the Global Arts and Culture
Council of theWorld EconomicForum;a
CrownFellowof theAspen Institute; and

a Fellowof the Royal Instituteof British
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includeSadler'sWells Theatreand
internationalcouncilsfor Tate, the
MetropolitanMuseum,andAmerican
Ballet Theatre.

Shebelieves power is “the ability to
activatepeoplearounda commongoal–
whichturns ideas into impact. I find true
strengthin identifyinggame-changers
acrossthe arts,thendeployingresources
within my realmto championthem.”

Peel believesthat in the “dialogue
betweencultureandcommercetrue

power flourishes. It’s in this collaborative

spacethatwe unlocknewways of
thinking, solve problemscreatively,and

catalyzeprogress.It is also the zone of
influencein which I thrive.”

Shesaid her senseof leadershipis
rootedin “collaboration, curiosityand

courage,” andthatbeingawoman hasset
herup to facethe challengesof life and
work.

“Women,” shesaid, “have perfected the
pivot– adapting,responding,andthriving
across different stages.I’m deeply honored

to extend that knowledge as aboard
memberof FondationChanel, which is
dedicatedto advancingopportunity, safety
anddignity for womenand girls worldwide

animperativethat feelsmore urgent
thanever— and to supportingfemale

artists,leaders,andvoices through the

Chanel Culture Fund.” — Samantha Conti

Maria Porro
PRESIDENT, SALONE DEL MOBILE.

MILANO

"I seeleadershipas an act of

listeningand relationship-building.
I approachwork asa webof
meaningfulconnectionsbaked

onthe coherencebetweenvalues
andactions,"said MariaPorro,
Salonedel Mobile.Milano's first
femalepresident.Porrohasbeen

entrustedwith propellingthe
world’s biggest high-end design

trade showinto the modernage

during achallengingperiod, and

exportingthe fair to newglobal
marketslike SaudiArabia.

When she’snot organizing the

eventthat attractsmorethan

300,000visitorseachyear, Porro

is also the motherof threechildrenandthe
currentmarketingandcommunications
directorof theBrianza-basedfamily-run

furniture firm hergreat-grandfather
Giulio startedwith his brotherStefano in

1925. WhenSalonedel Mobile.Milano was

Porro was amongits founders.
The first femalein her family to make

amarkon theworldwide stage,shesees
her genderasa strength,notahindrance.

"Being awomanhasshapedmyview of
leadershipaS aform of care.Societyoften
associatespowerwith traditionalstrength,
hierarchy,or control...Femininepower, to

me, is not about competition it’s about

transformation.It nurtures,includes,and
buildslastingimpactfrom the insideout,"
shetold wWD.

In additionto globalexpansion,Porro has
beenfocusedoninfusingthe Milan fair with

an unmissable “wow” factor. Porro, who

studiedscenography,hasbeenlinking the
worldsofdesign with thatof film like never

before, forging ties with icons like Academy

Award-winning directorPaoloSorrentino

andlatefilm directorDavidLynch.
Porroadmitsthattaking over the

fair duringthe COVID-19 pandemicand

througha chapterof economicuncertainty
has notbeeneasy,bu sheremains
steadfastin growing a value-driven

business. Sofia Celeste

SashaRadic
MANAGING DIRECTOR, BEAUTY AND

WELLNESS INVESTMENT BANKING,

JEFFERIES

SashaRadic has beenmaking a name
for herselfin thebeautybankingworld,

workingonsomeof the hottest initial

public offerings and deals.Notable

transactionsinclde theNttrafol saleto
Unilever, Ouai to P&G, Chantecailleto
BeiersdorfandCharlotteTilbury to Puig.

“Power is creating changethat endures,”
shesaid. “I havethe privilege of working

with clientsat defning milestonesin their
journey.Our work not only shapestheir
futurebu also sets precedentsthat move
the industryforward. Embracingthat

perspectiveandcarryingtheweightof
that responsibilityis what defines power
for me.”

Shebelieves leadershipbeginswith values

— actingwith integrity, making decisions

with clarity, andbuildingtrust through
authentic relationships. “Investment
banking is a teamsport. Leadership is about

bringing togetherexceptionalpeopleand

harnessing their strengths to createlasting
value for our clients.”

On howbeingawomanshapedher
viewon powerandleadership,she
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redefning what leadershiplooks like. “It’s
the resilienceto persevere,theability to
inspireperformance,andthe responsibility
to ensureprogressleavesthe dooropen for
others to follow.” Kathryn Hopkins

LaurenSanto
Domingo
COFOUNDER AND CHIER BRAND OFFICER,

MODA OPERANDI; ARTISTIC DIRECTOR

OF HOME, TIFFANY & CO.

Lauren Santo Domingomaybebetter
knownas cofounderandchiefbrand
officer of Moda Operandiandartistic

director, home at Tiffany & co., bu to
her500,000 plusInstagramfollowers

andfriends, she’s also known for her
unabashedvoice,speakinghermind

on currentaffairs, women’s rights, and,

naturally, on the latestfashionand
industrydevelopments.

While manycorporateexecutiveshave

grownmore cautiousaboutspeaking

on issues that couldbeseenaspolitical,
SantoDomingohasonly amplifiedher
voice, embodyingher beliefthat women
shouldlead the industrywith integrity
andpurpose.For her,true powermeans
“standingup for who andwhatyou
believe in.”

Sincecofoundingthe e-commerce
platform in 2010, the entrepreneurhas

steeredthe companythroughmultiple
evolutions fromscaling andexpanding
into new categoriesto most recently,
narrowingthe investorbaseby moving
awayfromprivateequity towardamore
focusedgroup.This ongoingprocessof

refinementandsteadfastcommitmentto
whatworkshaspositionedthe companyto
weatherthe currentheadwindsfacingthe

luxury industry.
SantoDomingoserveson theboardof

directorsfor Moda Operandiand Save
VeniceInc., –a nonprofit devotedto

preservingthe artsin Venice, Italy, and
supportsphilanthropic initiativesfor The

Met’s Costume Instituteand Paris’ Musée

desArts Décoratifs. – Kathy G. Lee

JoonSilverstein
CHIER MARKETING OFFICER, COACH

Silversteinhas approachedleadership
with apeople-frst mindset,prioritizing

listeningover telling.Now, as chief

marketingofficerat Coach andthe
founder andheadof Coachtopia
– asubbrandrooted in the

principlesof circular fashion
sheis shapingthefutureof the

industry with thatsameethos.
A formerconsultantwith

the Boston ConsultingGroup,
Silverstein quickly established
herselfin thefashionindustry,

beginning atVictoria’s Secret as
director of strategyandbusiness

developmentbeforeadvancing
to associatevice presidentof

newand emergingbusiness.She
then joinedLouis Vuitton, where
sheservedasvicepresidentof
customerexperienceandretail

performance,laterbecomingVP

andgeneralmanagerof the Fifth
Avenue flagship, andultimatelyVP

and countrymanagerfor Canada
andBermuda.In 2014, Silverstein

broughtherexpertiseto Coach

as seniorvice presidentof global
customerexperience,expanding
her scopeovertheyearsacross
marketing,digital,sustainability,
and creative— culminatingin her

recentpromotionto CMO.

Whenleading,herphilosophy
"is groundedin purpose– aligning
businessperformancewith our
responsibilityto helpbuild abetter

future for our communitiesand

our planet andthis requires
the courage to take imperfect
steps." Sheexplains that "the

fear of getting it ‘wrong’ can
stallprogress.That's why we've

worked hard to create a culture

[at Coach] thatvaluesprogress
over perfection– wheretaking
risks andexperimentingbecome

springboards for creativity."

– K.G.L.

TaraSimon
PRESIDENT, THE AMERICAS,

THE ESTÉE LAUDER COS.

TaraSimonis working to reinvigorate
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America.

Simon’s focus is on executing the

company’s North America brick-and-mortar

channelstrategy, includingspecialtymulti,

departmentstores and freestandingstores.

Shejoined the EstéeLauder cos. in
2020asseniorvice president,global

managerat Too Faced, andwaspromoted
to globalbrand president,California

brands,which includesoversightof Too

FacedandSmashbox.
Prior tojoining Lauder,sheservedas

seniorvicepresidentof merchandising,
prestigebeautyat Ulta Beauty.Simonbegan
hercareer at the Foley’sdepartmentstore

in Houstonwhere,overher19-year tenure,
sheheldvariouspositionsof increasing
responsibilityin cosmeticsandfragrance.

“I set the bar high, clear thepath and

bringpeoplealong. I leadlike I mentor:
with clarity,connectionandthe kind of

consistencyyou cancounton. I seeit asmy

jobto eliminateobstaclessomy teamcan
focus onwhat theydobest,andtogrow
andprotectthe individual,notjust the

output,” shesaid of her leadership style.
On how beingawomanhasshapedher

view onpowerandleadership,shenoted:
“I’ve never led any waybu like awoman,
andI wouldn’twant to. I lean intoall the

things that makeus powerful:intuition,
compassion, grit andgrace. I don’t shy

awayfrom my femininity; I embraceit. My

strength doesn’t come from hiding emotion;

it comesfrom owningit. Thatbalanceof
resilience and careis asuperpower.” – K.H.

JaneSiskin
COFOUNDER AND CO-CEO,JAYA APPAREL

In acareerspanningmorethanfour
decades,JaneSiskincofounded Jaya

ApparelGroup, launchedthe brandsCinq

a Septand LaROK, andpartneredwith
Mary-Kate andAshley Olsen to create
ElizabethandJames.

With JalalEl Basri,JayaApparelGroup
becamea leader in the contemporary
fashion space, developing highly successful

apparelbrandswith Disney,MTV, and
Dualstar Entertainment.In 2000,under
a different name,the companylaunched
7 for All Mankind, leading to its multiyear
partnershipwith Mary-Kate Olsenand

Ashley Olsenin 2007— Elizabethand

Jamesgrewto generate$100 million in
annual salesin just afew years. In 2016,
the companyfurther expandedits portfolio
with thecreation of Cinq à Sept– selling

to majorretailerslike SaksFifth Avenue,
Nordstrom,NeimanMarcus, Bloomingdale's

andRevolveand

Calif. and in 2023,JayaApparel Group
received its first strategic investmentfrom

privateequityfirm Brand Velocity Group.
When it comes to leadinga team,Siskin

believes it’s “an actof service. It’s about

creatingan environmentwhereotherscan
thrive wheretalent is nurtured,voices are
heard, and growth is ashared pursuit. The
most powerful thing you cando asa leader

is to equipyour teamwith theknowledge,
confidence andsupport to succeed.”

Shecontinues, "I believe power begins
with howyou showup for yourself: through
excellence,consistencyandquietconviction

regardlessofgender.At JayaApparel

Group,womenmakeup 88 percentofour
leadership team– notbecauseof aquota,
bu because they’re the most qualified and

capable,"shesaid. Lisa Lockwood

SarahStaudinger
COFOUNDER AND CREATIVE DIRECTOR,

STAUD

SarahStaudinger quickly found a strong fan
basefor her playful, fashionablebrandshe
cofoundedwith George Augusto in 2015

throughher ability to meldnostalgiaand
modernityfromheadto toe.This mindset
helpedher expandinto newcategories,
includingswimwear,sportswearandpets,
andgarneredcult statuswith itemslike the
fish-shapedbags. The brandn1ow haseight

stand-alonebrickandmortar locations
andhascollaboratedwith the likes of
Birkenstock, the St. Regisand NewBalance.

A lightheartednessandflexibility arekey

componentsto Staudinger’sapproachin

leading the contemporarylabel. “Business
andleadershipareaboutembracingthe

process:fallingdown,gettingup, and

findingjoy in everychaotic,creativestep
alongtheway. Ialso believestronglyin

nevertakingthingstoo personally.My

successisn’t mine alone it’s built on
collaboration,teamwork,andsurrounding
myselfwith peoplewho alsothrive in

themessinessandunpredictabilityof
leadership,” shesaid,adding that “being
ahleto laughatyourselfabit whenthings

gosideways that’s the cherryon top.”
Sheknowsthat life canthrow a curveball

or two. “Theability to benimble andnot

preciousabouthow you getthereis where
the real power lies. Power isn’t necessarily

aboutachievingexactlywhatyou
envisioned,bu abouthow younavigatethe

journey andovercomethe obstaclesthat
inevitably arise,” said Staudinger.

that
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importanceof creatingfrom aplacewhere
I truly ammy customerandenjoyingthe

fulfillment thatcomesfrom seeingothers

express themselves throughsomethingI’ve
built. And honestly,navigatingtheworld
asawomanhas taught me resilience: it’s
not aboutavoidingsetbacks,but about

neverlettingthemdictateyour narrative–
or wardrobechoices.”– Emily Mercer

Kecia Steelman
PRESIDENT AND CEO, ULTA BEAUTY

Shemayonly be six monthsinto the top
job at Ulta Beauty,bu chiefexecutive
officer Kecia Steelmanis quickly garnering
a reputation in the industry as a fast,

intentionalandstrategicdecisionmaker
who haswastedno time makingher mark

onthe retailer.
Already, shehasmadesweeping

changesto the C-suite, unveiled astrategy

calledUltaBeauty Unleashed,brokereda
licensingdeal to expandthecompanyinto
the Middle Eastand Mexico andacquired

SpaceNK to gaina foothold in theU.K.

More movesaresaidto beontheir way.
"I believe leading with confidence is

powerful.Havingthe confidenceto make
toughdecisions,to trust yourteam,to

learnfrom your mistakes,and to keep
moving forward. It’s not abouthaving all

the answers– it’s about having the courage
to act, evenin thefaceofuncertainty.That
kind of confidenceis contagious– and
transformative," shesaid.

For Steelman,retailis in her bones.She

beganhercareerin operationsatTarget
Corn. in the ’90s then movedto Home

DepotandFamily Dollar Stores.In 2021,

shewasnamedchiefoperatingofficer of
Ultaand later addedpresidentto her title.

As part of this, sheviews Ulta Beauty’s
armyof associatesaskeyto herplanto
reinvigorategrowthat the retailer.

"I've spentmore than 30 years in

retail, manyof theminstores.Whenyou
spendtimeon thefront line, you gain a
genuineappreciationfor thepeopleout
in thefield whomakeit all happen.My

leadership philosophy is simple: people

first, performancealways,” shecontinued.

“I believe in showing up with humanity,

buildingtrustthroughaction,andcreating
spacefor othersto lead.Whenpeoplehave
a strongsenseofpurpose, understand

how theycontributeto the mission, and
have clarity abouthow to deliver they’re
beautifully unstoppable.”–Kathryn Hopkins

MarthaStewart
ENTREPRENEUR AND COFOUNDER,

BIOSCIENCES

MarthaStewartis a womanof many
talents, fromstockbroker,tastemaker,TV

showhost,authorto entrepreneur.Most

recently,sheaddedthe title of skin care
founder,launchingbrandElm Biosciences

with Dr. Dhaval Bhanusali, a board-

certified dermatologist,laser surgeon
andbiotechentrepreneur.Thebrand,

poweredby clinically studiedingredients
andbackedby 350 dermatologistadvisers,
will launchwith the A30 ElementalSerum,
$135, andInner Dose TheDailySkin

Supplement,$50, whichtogethertarget
the main causesof aging.

“You don’t need100 different products
to put onyour face. You needabout

three amazingproducts,” said Stewartof
skin care.

And that’s not it. She’salso for the first

time openingstand-alonestoresin the
UAE throughMarqueeBrands,thebrand

managerandownerof theMarthaStewart
brand. Thefirst openedat theMirdiff City

Centerin Dubai on May22, andthe second

openedat the Dubai Hills Mall onJuly17.

According to officials from Marquee
Brands, additionalMartha Stewartstores
will berolledout in India,Kuwait andSaudi
Arabia. Somemay or may not openthis

year, while otherswill happennextyear.
“We’ve createda beautifully designed

spacefilled with productsthat I personally
love and use,” said Stewart, in a statement
providedto WWD. “I think customerswill

find inspirationandplentyof practical
ideasfor makingtheir homesmore
beautiful,comfortableandfunctional.”

-K.H.

Veronica
SwansonBeard
COFOUNDER AND CO-CEO,

VERONICA BEARD

VeronicaSwansonBeardcofounded
VeronicaBeard with hersister-in-law,

VeronicaMiele Beardin 2010.Together,
they createda collectionof coolclassics
that speakto today'smultifaceted,
multitaskingwomen.

“Being a woman, and a mom [of three
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with empathy,andmakeeverymoment
count.It’s made me more present,more

patient,andmorepowerful in waysI never
expected,”saidSwanson Beard when
askedhow beingawomanhasshapedher.

SwansonBeardgrewupbetween
Florida,LondonandCalifornia before

headingto New York to studyat Parsons
School of Design. Shebeganher career
in salesatNarcisoRodriguezand Alberta
Ferrettiandthenbecameabuyer at

specialtyretailerMarissa Collections.

Having thetwo of them runningthe

companyhasalsobeenatrue asset.They
trust eachother, bounceideas off each other

and canback eachother up.Together, they
havebeenbuildingthebusinessorganically.

Bothsheandher sister-in-law havebeen

veryactive on thephilanthropic front,

startingVB Gives Back,wherethe company
unitesaroundcommoncauses,partnering
with organizationsto amplify their mission.
Since2010, they havedonated$7 million to
morethan700 organizations.

"I leadwith empathy, bu I also setthe
barhigh. I believein creatingaculture of
trust andaccountability– whereeveryone
feels supportedto dotheir bestworkand

riseto their full potential," said Swanson

Beard.
Asked whatshethinksis powerful,she

replied,"Power is havinga clearvisionand
the conviction to standby it. It’s knowing

your point of view, trustingyour instincts,
andnot beingafraidto do things your own

way.” – L.L.

AnnaSweeting
FOUNDER, THE EQUITY STUDIO

As founderof TheEquityStudio an
investmentfirm backingbrandsacross
wellness,beautyand lifestyle Anna

Sweetinghasbuilt a communityof experts
to exchange ideas, offer their expertise and

ensurethat the companiesin her portfolio
succeed.

TheEquityStudiopartnerswith the

nextgenerationof consumercompanies

acrossthe U.K., EuropeandtheU.S., and

Sweeting’s approachhasbeento combine
capitalwith “strategicsupportandcultural
amplification.”

Shehas spentmore than 15 vears

spottingtrendsandidentifying breakout
brandsearly, andherglobalportfolio
hasso far generatedbillions of dollarsin

enterprisevalue.
Thatportfolio includesTrip, which

createsvitamin andplant-powered
beveragesandsupplements;the honey-

based hair carebrandGisou; Vestiaire

Collective; 111Skin;Axel Arigato; Little

Power, shesaid, “is theability to shape
whathappensnext to influencewhich

ideasgrow, whichstoriesgettold, and
whatkind of futurewe build. I've always

believed thatcapital is a cultural force.

Wheremoneyflows determinewhat
scalesandwhatgetsseen.And that power
becomestruly transformativewhen it’s
pairedwith emotionalintelligenceand

instinct whenit doesn’tjust fundgrowth,
but shapesmeaning.”

Sheadded: “I seepower in clarity
of vision, in thecourageto act before

somethingis obvious,and in the discipline
to stay aligned.Truepoweris not loudor

performative– it’s groundedandmoves
ideas from the margins to the center.”

Being a woman, sheadded,“has made

medeeplyattunedto nuance– to what’s
unspoken,to the energyin theroom and
to the signalsothersmight miss. It’s taught

me thatpower doesn’tneedto copyold

modelsto be effective. In fact, the most
transformativepower oftenredefinesthe
model entirely.”

Sweetingsaidthat “womenhaveoften
built from instinct rather thanentitlement,
usingsheerresilienceandresourcefulness

– and I am oneof them.That’s shapedhow
I lead:by building community,notjust
companies. I’ve had to navigate systems

not originallydesignedfor women,and
I’ve chosento reshapethem, notjust fit

into them.” — SamanthaConti

LouiseTrotter
CREATIVE DIRECTOR, BOTTEGA VENETA

LouiseTrotterjoined BottegaVeneta asthe
first femalecreativedirector in January.
Shehails from Carven,wherein just two

seasons,the Britishdesignersucceededin

reignitingbuzzaroundthe brand,which

wasboughtout of bankruptcyin 2018by
ICCF Group,theFranco-Chinesefashion

entity thatalsoownsIcicle.

Carvenhadbeenabsentfrom the

runwaysandwithout a marqueedesigner
for severalyears. Trotterreenergizedthe
labelwith her quietlysensualdesignsin

tunewith MadameCarven’sfondnessfor
simnleconstructionsandcleanlines–
andher focus on textureswould gel with
BottegaVeneta andher predecessor’swork
at thebrand.

BeforeCarven,Trotter held thesame
rolefor four yearsat Lacoste,whereshe
beefedupthe womenswearoffering and

exploredinnovative methodsof upcycling.

Shestudiedfashion designatNewcastle

Universityand workedat contemporary
Britishlabel Whistles beforemoving
Statesideto designfor Calvin Klein, and
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Trotter returnedto London for astintat
Jigsawandthenservedascreativedirector
ofJosephfrom 2009 to 2018, aperiod of

productdiversificationandinternational

expansionfor thebrand.

Trotter’s debut collection for Bottega
Veneta will beshown on Sept. 28 at5 p.m.
CET in Milan. – Luisa Zargani

NadègeVanhee
ARTISTIC DIRECTOR FOR

WOMEN'S READY-TO-WEAR, HERMÈS

NadègeVanhee is a key architectof the
minimalistaestheticrulinghigh-end
fashion. Just don’t call it quiet luxury.

As artistic director for women’s ready-to-

wear at Hermèssince2014,her collections

areequalpartsunderstatedeleganceand

tough chic. Witness her “equestrian biker”
looks for fall 2024, with their horseyscarf

printsand studdedleather. “The ideawas

to think aboutriding from traditional to
sharpand rebellious,” shesaid.

BorninLille, France,to anAlgerian
motherandFrenchfather,Vanheegrewup
listeningto garagerock andscouringflea
markets for one-off looks.

A graduateof the Royal Academyof

FineArts in Antwerp,her attitudeto fame

wasshapedby thenotoriouslyreclusive

designerssheworkedwith, from Martin

Margiela to PhoebePhiloat Céline, and

Mary-Kate andAshley Olsen atTheRow.

Vanheekeepsoff social media and
maintainsa low public profile,despite
holdingoneof themostcovetedjobs
in fashion. Salesof ready-to-wearand
accessorieshavetripled underher tenure
andnow accountfor 29 percentof salesat
Hermès, up from 22percentin 2015.

Functionalityandfreedomarekey
throughlinesin herwork, rooted in the

house’s saddle-making past.Leatheris a

corematerial,channelinghervisionof

astrong,cerebralwomanwhosestyle
transcendsseasonaltrends.

Askedwhatshethinks is powerful,
Vanheereplied: “I find the power of ideas

especially fascinating such asknowledge
andcreativity. Theyhavethe potential
to inspirechange,solveproblems,and

connectpeopleacrossdifferenttimes
andplaces.Ideashaveakind of timeless,
transformativepowerthat drives progress
in so many areas.”

Rootedin quietconfidence,shebelieves
her leadershipstyle is not determinedby

gender. “I never really graspedthis question
of gender,andperhapsthat is whatallowed

andmovementin my creationandmyway
of collaborating with teams,” shesaid.

“To me, leadershipis groundedin a
clearpersonalphilosophythat aligns
values,beliefsabout people,andvision.
It helps to stayauthentic,consistent,and

guideteamsthroughcomplexityand
change.” – JoelleDiderich

Libby
Wadle
CEO, J. CREW GROUP

Libby Wadlehasbeen
chiefexecutiveofficer

of theJ. Crew Group,

parentcompanyof
theJ.Crew,Madewell
andCrewcuts brands
for almostfive years,
risingto the postjust

acouple of months
after the company
got out of bankruptcy
andin themiddle of
the pandemic.Wadle
hasmorethan 30

yearsof retail and

apparelindustry
experience,andprior
to becomingCEO of

the group,sheheld
seniormanagement
roles at the J.Crewand

Madewell brands.

“I believe that

a strongteam is

everything,”Wadle

told wwD. Good

leadersknowhow to
surroundthemselves
with thosewho not
only complement
their strengths bu
also challengetheir

perspectives.Oneof
the mostimportant
qualitiesin aleader
is beingconstantly
curious.Great
leadersremain

openandengaged.

They arepresent
in the moment,

actively listening
andcontinuously
learningfrom those
aroundthem.

“I think it’s
powerfulwhen

someonestrikesthe balancebetween

beingconfidentandself-assured,while
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empatheticto thosearoundthem..This

isn’t always specific to women,but I

believe it’s important to havetheability

to readthe room, to truly seeand
understandthe peoplearoundyou.
Greatleadersrecognizedthat how

something is saidis justas important as
what is said,theytailor their approachto

ensurethatothersfeel seen,heardand
understood.Thatbuilds trust andbrings
peoplealongwith you.”

Wadleis creditedwith revivingJ. Crew
andre-ignitingMadewell’s growthby
replenishingthe creativerankswhile

also centralizing andstreamlining
certainareasof the business,andmaking
targetedinvestmentsin technology,
omni-capabilities,refreshingstores,and

evenin catalogues,whichCrew basically
hadphasedout. Efforts havebeen
madeto elevatethe profiles of creative
directorsBrendonBabenzien,on the
men’s side, andOlympia Gayoton the
women’s and kids’ sides, throughblogs
andsocial media.Othertacticsinvolved

reestablishingandreimaginingseveral of

J. Crew’s “hero” products, like the Giant

Fit chino, the relaxedKenmaresuit,and
cashmere. As Wadle once told WWD, it’s
about assertingthe J.Crewheritagemade
modern, “a refresh, not a reinvention, an

evolution,not a transformation.”And at
Madewell, it’s been more aboutconstantly

refining andstrengtheningthe denim

offering– alwaysthe focusof thebrand
and providingthe sportswearandoutfits

to gowith the denim.— David Moin

Trinny Woodall
FOUNDER AND CEO, TRINNY LONDON

If anyone’s a survivor, anda thriver, it’s
Trinny Woodall, who conqueredaddiction,
roseto fame on British TV, worked asa
newspapercolumnistandYouTuber and

thenpivoted, in spectacularfashion,to
beauty,launchingherown makeupand
skincarebrand,Trinny London.

The self-madeentrepreneur, who also
hasarobustfollowing on Instagramtouting
Trinnyproductsandthoseof otherbrands,

maybesitting atopacompanyworthmore
than180 million pounds, butshe’snot
stoppinganytimesoon. There aremore
productsto launch, andengagementtobe
hadwith her2 million Instagram followers

andher TrinnyTribe,aloyal community
whosememberstestproductsearly, offer

feedback and channelTrinny’s can-do spirit.
ShetreasuresherTrinnyTribe,and

trusts them, too. “Honesty hasalways
beenthe foundationof how I lead, and
thefoundationofeverythingat Trinny

speakto womenabouttheir routinesand

experiences— that rawhonestyhelped
createa community that trusts uS, andfeels

deeply connectedto what we do,” shesaid.
Woodallhasearnedeveryounceof her

power,which to her means“havingthe

confidenceto beyour mostfearlessself,

andhelping othersfeel the same. That’s
whatTrinny London’s ethos is all about

creatingproductsandexperiencesthat

empowerour customersto feel their best
selves. True power isn’t aboutdominance;
it’s aboutlifting othersup.”

She also championsother female-led

businesseswith TheElevatorPitch, a
series on the brand’s social platforms
where femalefounderspitch businesses
to Woodall in the office elevators,andby
hostingFearlessFounderevents:a supper
club to connectentrepreneurs.

“Early on, I realizedhowmuchharder
it canbe for womento askfor investment.
Female-foundedcompaniesstill receive

only 2 pencefor every 1 pound invested

in start-ups.Having pitchedto rooms full
of men who didn’t understandthe market
I wasspeakingto, I feelstronglyabout

supportingotherfemale founders,”she

said. SamanthaConti

MelissaWorth
SENIORVICE PRESIDENT, AMERICAS

AT NEW BALANCE ATHLETICS INC.

For MelissaWorth, navigating leadershiphas
givenherasharpsenseofwhat inclusion

really means.
“It’s not

just about

representation,
it’s aboutvoice,
influenceand

opportunity,”
saidthesenior
vicepresidentof
Americas at New

BalanceAthletics

Inc. “I leadwith
confidenceand
the awareness
that influence

and empathygo
alongwav True

leadershipis

measuredby the
doorsyou open
andtheculture

you help shape.”
In herrole,
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America region’s
retail,wholesale,

e-commerce,

marketing,

merchandisingandoperations.Worthhas
beeninstrumentalin driving momentum
atthebrand,which sawoverallsales
increase20 percentin 2024 asit continues
to captureagreatershareof the athletic
market.

According to Worth,thatsuccessis

directly tied to the team’sability to be

innovative and evolve. “At New Balance,

we recognizepower of our associatesand

leadershipthatSeni buildsinspiresvision, trust
andfostersconnection.Thatbelieffuelsour
brand,ourculture,andkeepsuS moving

forwardwith intentionand integrity,” she
said.“Leadershipstartswith people.I
believe in showingupauthentically,setting
ambitiousexpectations,andcreatinga
spacewhereteams feel heard,empowered,

supportedandchallenged.Whenwelead
with purposeandstay closeto ourpeople,
we not only buildastrongerbrand,but also

afuturethatreflects theverybestof who

weare.” – KatieAbel

HeelaYang
CEO AND FOUNDER, SOL DE JANEIRO

SoldeJaneirofounderandCEO HeelaYang
doesn’t just know what it takes to stayahead
of the curve – she’sbuilt a career of it.

Thefragranceandbody carebrand

shelaunchedin 2015 hassincebrought
its Brazil-inspired offerings to aglobal

audience,soaringthroughthe ranksat
Sephora andcementingitself as an early

playerin bodymistsandfragrance-forward
bodycare– bothof which are keygrowth
driversof the scentcategorytoday.

In 2021, Swiss group L’Occitane acquired
a majority stakein the brand, which was
thenvaluedat $450 million, andby 2023

hadgrownits global revenuesto roughly
$650million.

Bestknown for its$48BrazilianBum

Bum Cream,thebrandhasswiftly become

aGenAlpha favoriteall whilemaintaining
theloyalty of its longtimeGen z and

Millennial fan bases.Data from CreatorIQ
shows Sol deJaneirois also routinely a top-

10 skincarebrandby earnedmediavalue,
a testamentto itsunwaveringcultural
relevance.

“In beauty, you’re constantly balancing
creativityand discipline,and I believe

culture is what helpsyou do both,” said

of her

closeto the consumerandkeeplearning
– curiosityandhumility will keepyou
groundedandmovingforward.”

Being awoman, shecontinued,“has
taughtme to definepower onmy own
terms.Leadership isn’t aboutfitting into

someoneelse’s mold; it’s aboutshowing

upwith authenticity,convictionand

purpose.I’m lucky to be in an industry
surroundedby incrediblewomen,whereI

canbecompletelymyselfandleadin away
that feels true to me.” –Noor Lobad

DeborahYeh
GLOBAL CMO, SEPHORA

As beautyconsumers’desiresandneeds

rapidlyshapeshifttodaylike neverbefore,
DeborahYeh is siccessfnllv steering
Sephora,thelargestprestigebeauty
retailer,in unchartedterritories.

Yeh steppedinto Sephora’sglobalchief

marketingofficer role in November2023,
havingmost recentlyservedasits global
chiefpurposeofficer. Thenew postcame
with awide purview.

Shehasbeenchargedwith reinforcing
Sephora’sdesirability andcontinuing to

increaseits globalcommunityof loyal

members. Yeh also fosters cross-region
collaborationsandbest-practicesharing,
while spearheadingthe retailer’spurpose
andsustainabilitystrategy.

Whenaskedwhatsheconsiders

powerful,Yeh said: “I’ve cometo
appreciatethat powercomes in many
forms.Loudor soft. Commandingor

motivating.We seemtobe in a momentof

historythat favors anauthoritativeversion
of power. However, I tendto bemore
wowedby peoplewho practicepower
throughideasand inspiration.”

Yeh hasviewedleadershipthrougha
specific lens from the start. “I was raisedby

parentswho taughtthat anyblessingsone
receives in life comewith responsibility,”
shesaid. “so in my mind, leadershiphas

always beenpairedwith service. What

good is power if you don’t useit for the

bettermentof others?This canmean
a community, a group of consumers

or ateam.I’m lucky to have arole that

encouragesmeto think aboutall three.

“Being awoman haschallenged me to
fight expectationsonwhatpower looks

like andsounds like,” continuedYeh. “I
don’t think my youngerself could have

everimagined being on any ‘power’ list!

Bu it’s not all abouta struggle. Being a

womanhasalsocomewith thepleasureof
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TracyAnderson

Victoria Beckham

SarahBenady

lifting eachotherupandenjoying the

strengthof community.” – Jennifer Weil
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ElsaBerry

Hali Borenstein
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Cathrin Bowtell

Bobbi Brown CarolineBrown
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SarahBurton

LauraBurdese
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HannahColman

Christine

Chang
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Carolina Cucinelli

Gaëlle Drevet Amber English
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Emily Essner

Danielle
Frankel Hirsch
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Tina Fair

Jenny Freshwater

Noella Gabriel

Mary Carmen
Gasco-Buisson
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Silvia Galfo

Olympia Gayot

CocoGauff

Nancy

Green
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Elin Kling

GigiHadid

Rachel Kibbe
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Marina Larroudé

Marie Leblanc

Veronica
Miele Beard
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Sarah Lee

Tous droits de reproduction réservés

PAYS : États-unis 
PAGE(S) : 12;14;16-26

SURFACE : 937 %

PERIODICITE : Hebdomadaire

DIFFUSION : (61000)

8 septembre 2025 - N°nc

Page  59



(37/44)  KERING - LUXE

Maria Porro
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SashaRadio

JoonSilverstein LaurenSanto
Domingo

TaraSimon
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JaneSiskin

SarahStaudinger

MarthaStewart
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Kecia

Steelman

Veronica
SwansonBear
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Anna Sweeting

Louise Trotter

Nadège
Vanhee
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LibbyWadle

TrinnyWoodall
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HeelaYang

MelissaWorth
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Deborah
Yeh
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Pourlesjoailliers, l’avantagedel’héritage
Dansleurscollections dela rentrée,les grandesmarquesmodernisent

desmotifs d’archives,comme laflèche chezBoucheron ou l’oiseauperché
surunepierreprécieusechezTiffany & Co.

L
a rentrée de la place Ven-
dôme, à Paris, dégageunpar-

fum de nouveautéparticuliè-

rement vintage.Cettesaison,
les joailliers les plus puissants et
mondialisésréinterprètent les motifs

d’un passéglorieux lancéspar d’an-
ciens directeurs artistiquesmythifiés,
tels que Frédéric Boucheron, Renée

Puissant,JeanSchlumberger ou Pino

Rabolini, comme on lustrerait l’ar-
genterie de famille.

Tandis que la mode s’apprête à

connaître un grand coup de frais en
septembre et en octobre, après un
mercato historique de designers,« la

joaillerie regarde en arrière, résume
Thomaï Serdari, la directrice dumas-

ter “mode et luxe” de la Stern School
of Business à l’université de New

York. Après tout, puiser dans lepatri-
moine ne peutjamaisfairedemal ».

Le temps semble ainsi moins à l’in-
vention de designs contemporains
électrisants,comme au tournantdes

années 2020, Où le luxe jouissait
d’une croissanceétincelante et où les

marques tentaient des formes rock
(Jackde Boucheron,en 2019), à picots
(Clashde Cartier, en2019), cadenas-

sées (Lock parTiffany, en2022).Dans
le climat actuel,plus incertain, les bi-

joux multiplient lesréférencesvisuel-

les àunpatrimoine prestigieux.
ChezTiffany & co., parexemple, les

collaborations pop avecNike ou Phar-

rell Williams s’effacentauprofit d’un
éclairage sur l’héritage de Jean
Schlumberger (1907-1987). Bird on a

Rock, célèbremotif d’oiseauperché

surune pierre précieuse,dessinépar
le Françaispour la marquenew-yor-
kaise en 1961, est au cœur de varia-

tions inédites : sautoirs et bagues
cocktail en turquoise où l’oiseau a

quelque chose d’exotique; colliers

plus épurésen or et diamants, où le
volatile est simplifié ; boucles
d’oreilles et baguesimitant une suc-

cession deplumes.

«L’approcheest graphique et plus
abstraite, presque pointilliste, cons-

truite autour dejeux de pavages et d’ac-
cumulations minutieuses,commente
la directrice artistique, Nathalie Ver-

deille, qui s’est plongée dansles
cro-

quis d’archives. Avec l’équipe de créa-

tion, nousavonstraverséune phasein-

tense de rechercheet demodélisation:

mer de nouvelles parures.›»
u moment où ces bijoux sont

commercialisés,début septembre, le

concurrent Van Cleef & Arpels lance
Flowerlace, une ligne centrée sur un

motif construità partir d’une fleur
(simple ou double) au pistil de dia-

mants et aux pétalesévidés modelés
avecun tube d’or. Un travail qui em-

prunte directement à une autre fleur

stylisée et asymétrique desarchives
le clip Silhouette, unebroche de 1937

imaginée sous l’autorité de la direc-

trice artistique d'alors, Renée Puis-

sant (1896-1942).

«Le clip Silhouette, dont une ving-

taine d'exemplairesseulementfurent
produits, est emblématique de notre

patrimoine grâceà sonéquilibre nova-

teur entrepleins et vides et à son mé-

lange avant-gardisteentre les inspira-

tions florale et textile, les tubes d’'or
pouvant aussi évoquerun ruban de

couture », resitueAlexandrine Maviel-

Sonet, directrice du patrimoine et
desexpositions de Van Cleef & Ar-
pels. En juillet déjà, le joaillier parisien
avait inauguré de romantiques ba-

gues et pendentifs colorés baptisés
Fleurs d’Hawaï (en citrine, en amé-

thyste, enaigue-marine..), renvoyant
auxfleurettes du Passe-Partout,une
archivebrevetéeen 1938.

Cet automne,Bulgari approfondit
la relance, commencée en2024,de

ses bijoux en tubogas, fameuse
maille apparue à la fin desannées
1940,pour la première fois adaptée
en bagues.Après avoir proposé, en
début d’année,desvariations d’un de

sessautoirs SerpentBohème de 1974,

Boucheron dépoussière, de son
côté, ses bijoux en forme de flè-

che, motif porté par le fondateurFré-

déric Boucheron (1830-1902) dès les
années 1860.

« Ces maisons ont fait tant d’efforts
poursensibiliser leurpublic à leur his-

toire, à traversdeslivres et des
exposi-

tions, qu’elles ont créé une demande

pour despiècesfortement inspirées
des archives, peut-êtremoins novatri-

ces, mais qui donnentau client l’im-
pression d’acquérir unmorceaud’héri-
tage », résume Thomaï Serdari.

Des croix byzantinesopulentes
En rappelant qu’elles ont, en matière

glaner, elles se distinguent aussi du
reste de l’offre : ni la joaillerie non
griffée (environ 80 % du marché) ni
les maisons demode qui se sontmi-

ses à la joaillerie au tournantdes an-

nées 2000, comme Dior, Chanel ou
Vuitton, ne peuvent se prévaloir
d’une telle profondeur historique.

«‹Cequi estimportant, c’est denepas
puiser dans les archives pour puiser
dans les archives, mais d’exprimer la

pertinenced’un dessin à un moment
donné», nuancePierre Rainero, di-

recteur du style, del'image et du pa-

trimoine de Cartier, qui, dès 2022,
donnait une nouvelle jeunesse à

Grain decafé,unmotif de feuille gra-

vée de 1938. Parmi les points tou-

jours pertinents qui ont convaincu
Cartierde redessinerune collection
à partir de cette création de Jeanne
Toussaint (1887-1976) : sonadaptabi-

lité en baguecomme en collier, la

mobilité ludique de certains élé-

ments d’or et le mélange entre na-

ture et stylisation.
PourThomaï Serdari,cettevague de

bijoux aux clins d’œil rétro «accom-

pagne uneconsommationnostalgique
et un retour au traditionalisme». «‹Aux
Etats-Unis, Où je vis, ce conservatisme

estparticulièrementfrappantdans la
mode,mais aussidanslesbijoux,pour-
suit-elle. On revoit desfemmes arbo-

rant des bouclesendiamant ultraclas-

siques, desrangsde perles et mêmedes
croix en pendentif.»

Soit précisémentlemotif querelan-

cera en octobre, en édition limitée,
Pomellato. Des croix byzantines
opulentes, agrémentées de pierres

opaques(agate, rhodochrosite..), rap-

pelant cellesque sonfondateur,Pino
Rabolini (1936-2018),avaitlancéesil y
a trente ans et évoquant celles,
vieillesdeplusieurs siècles, de la litur-

gie
chrétienne.

VALENTIN PÉREZ
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Cettevague
debijoux aux

clins d’œil rétro

«accompagne
unretour au

traditionalisme»,

analysela

spécialistedu luxe
ThomaïSerdari

Ci-dessus :braceletdela collection
Grain decafé.Ci-dessous: dessinpour

uncollier avec le motifGraindecafé(1954),
deCartier.CARTIER

Ci-dessus: clip pendentifFlowerlace.

Ci-dessous:dessindela brocheSilhouette,
crééeàla fin desannées1930

par Van Cleef & Arpels. VAN CLEEF &ARPELS
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Un nouveau sac Rabanne, Daisy Edgar-Jones devient

ambassadrice Boucheron, Irina Shayk et la campagne

«J'Etam» ... L'Impératif Madame

ParLou Revel et Augustin Bougro

Rabanne dévoile un nouveau sac pour l'automne : le Ring Bag

Heureuse nouvelle pour les collectionneuses de sacs. Après avoir marqué les esprits avec son iconique

1969, Rabanne élargit sa ligne maroquinerie et lance cette rentrée le Ring Bag. En cuir de veautexturé

et doublé de cuir nappa, le modèle se distingue par sa silhouette arrondie, soulignée d'un éclat

métallique. Fidèle à l'ADN de la maison, où le métal tient une place majeure, le sac intègre une série

d'anneaux qui accompagnent le mouvement de sa anse.Révélé lors du défilé automne-hiver 2025, le

Ring Bag traduit ce mélange derigueur et d'excentricité propre à Julien Dossena,directeur artistique de

la maison. Une nouvelle icône en devenir à glisser à son radar d'automne. L.R.

Daisy Edgar-Jones devient la nouvelle ambassadrice de la Maison Boucheron

Boucheron vient de dévoiler sa nouvelle muse : Daisy Edgar-Jones. Révélée par la série Normal People

(2020) et remarquée dans des films tels que Where the Crawdads Sing (2022) et Twisters (2024),

l'actrice britannique multiplie les projets et enrichit avec succèssa carrière. Elle sera prochainement à

l'affiche de Senseand Sensibility de Georgia Oakley. Sonélégance naturelle amarqué la Croisette cette

année,où elle portait le collier Point d'Interrogation, pièce emblématique de la griffe. Parce partenariat,

cette maison de la Haute Joaillerie française, fondée en 1858, affirme son désir d'allier tradition et

modernité à travers une figure authentique et créative. À 27 ans, la jeune femme accompagnera la

marque dansla promotion de sesprochains projets, incarnant leurs campagnesavec audaceet modernité.

L.R.

À retrouver sur boucheron.com

Sophie Fontanel s'expose aux Galeries Lafayette

Sonvisage estpartout. Dansles colonnes de la rubrique mode du Nouvel Obs,sur son compte Instagram

suivi par plus de 465.000 personnes, et désormais le long du boulevard Haussmann à Paris. En cette

rentrée 2025, l'influenceuse et journaliste mode Sophie Fontanel partage ses coups de cœur à travers

plusieurs mini-films - tournés à la façon de ses vidéos Instagram culte - projetés derrière les vitrines

des Galeries Lafayette. S'ajoute à cette wish-list sesindispensables de l'automne-hiver 2025-2026, ses

trouvailles beauté, mode et gourmandesainsi qu'une sélection de sesmarquesfétiches du moment. Une

expérience immersive pour une rentrée àl'image de la journaliste : joyeuse et pile dans l'air du temps.

A.B.

Àdécouvrir aux Galeries Lafayette - Paris Haussmann du 5septembre au 16octobre 2025.

Rachel Scott est la nouvelle directrice artistique de Proenza Schouler

Le mercato de la mode reste un jeu sansfin. Le 2 septembre, la JamaïcaineRachel Scott a été nommée

directrice artistique de Proenza Schouler, succédant aux fondateurs Jack McCollough et Lazaro

Hernandez, désormais aux commandes de Loewe depuis mars 2025. Réputée pour son héritage

d'artisanat et de «New American Luxury», la griffe new-yorkaise amorce une nouvelle ère avec la

créatrice, connue notamment pour être la fondatrice deDiotima. Engagéeentant queconsultante depuis
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le début de l'année, elle aparticipé de près à l'élaboration de la collection printemps-été 2026, prélude

à son premier défilé officiel prévu en février 2026 pour l'automne-hiver. L.R.

Stella McCartney x Jeff Koons signent une collaboration entre la mode et l'art

Stella McCartney et Jeff Koons s'unissent unenouvelle fois pour unecollaboration inédite qui mêle art

et mode (et unetouche d'ironie). Présentéelors du défilé automne-hiver 2025 dela maison, cettecapsule

met enlumière un t-shirt à la fois ludique et sensuel,confectionné en coton biologique. La pièce arbore

l'œuvre Untitled du célèbre plasticien, notamment reconnu pour ses iconiques Balloon Dogs. Dans un

mélange surréaliste, pin-up, dauphin et singe se retrouvent sur un décor volontairement banal mais

éclatantde couleurs. À cetouvrage s'ajoute, la signature de la créatrice anglaise avecle slogan"Slippery

When Wet", un clin d'œil à satoute première collection présentéeen 2001. L.R.

À retrouver sur stellamccartney.com

Irina Shayk pose pour la campagne «J'Etam»

Irina Shayk devient le visage de la nouvelle campagne d'Etam, baptisée « J'ETAM », issue de la

contraction de « je t'aime » et du nom de la marque. Cette collection célèbre les différentes façons

d'aimer, du désir à l'amour de soi. Photographiée devant un fond rouge vermeil, la mannequin russe

incarne uneféminité moderne et libre. Sousla direction artistique d'Olivier Leone, cettecampagnepose

les basescréatives du Live Show très attendu le 30 septembreprochain. Fidèle à son héritage, la ligne

mêle sensualitéet confort avec36 piècesstylisées par VanessaReid et déclinéesdansdescouleurs allant

du noir classique aux teintes vives. L.R.

À retrouver sur etam.com

Matières Fécales s'empare de la très chic Place Vendôme

Le 7 mars dernier, lors de leur tout premier défilé à Paris au cœur de l'hôtel Le Marois, Matières

Fécales réussit le pari de se faire remarquer par sescréations ultradésirables. Depuis presque dix ans

maintenant, cette marque de mode au nom provocateur lancée et incarnée par le duo Hannah Rose et

Steven Raj propose un glamour transgressif, jouant volontairement avec son esthétique dérangeante.

Cette saison, le label s'installe sur la très chic Place Vendôme afin de shooter sa première campagne

baptisée sobrement Vendôme, mettant en avant leur collection automne-hiver 2025. Mannequin d'un

jour, Hannah Rose est capturéepar l'objectif de Steven Raj, avec le but d'explorer et d'exprimer une

dualité. Celle de«se sentir comme des étrangers dans un cadre défini par le luxe, tout en trouvant en

quelquesorte un sentiment d'appartenance et dese sentir chezsoi dans la ville». Un projet terriblement
réussi. A.B.

À retrouver sur matieresfecales.com

La campagne Courrèges, sans vêtements ni mannequins

Pas de chaussure,pas de manteau de saison, ni même l'ombre d'un mannequin. Pour sa campagne

automne-hiver 2025, Nicolas Di Felice, directeur artistique de Courrèges,fait plutôt honneur àMoments

Like ThisNever Last (2010) deDan Colen, sonlivre d'art préféré qui a d'ailleurs inspiré la scénographie

de son dernier défilé. En ces temps où l'actualité se veut de plus en plus anxiogène, cette œuvre

symbolise unequête delégèreté,retranscrite par unenuée deconfettis multicolores sur fond blanc. Nota

Bene : la campagne soutient aussi la première édition de la Sky High Farm Biennial, une initiative

artistique de Dan Colen et de la communauté Sky High Farm pour la souveraineté alimentaire et le

climat. A.B.

À retrouver sur courreges.com
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PerGiorgio
Designers,industryfigures,celebrities

andathletesturned out to paytheir last

respectstO Giorgio Armani in Milan over
theweekend.Buwhat wasevenmore

touchingwasthethousandsof everyday
people,like thoseseenhere,whoqueued

for hourstO spenda few minutesin
frontofhiscasketin his Teatroin Via

BergognonetO acknowledgethe enormous
impactofthe man universally knownas
“the Maestro.” For more,seepages4 to 7
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PEOPLE

Milan MournstheLossof Giorgio Armani
Long lines formed outside the

designer’sfuneral chamber as

thousandspaid tribute to 'the
Maestro’ of Italian fashion.

BY SOFIA CELESTE, LUISA ZARGANI,

SANDRA SALIBIAN AND ANDREA ONATE

PHOTOGRAPHS BY DARIA KOLOMEYTSEVA

MILAN = The silenceovertheweekendon
Via Bergognone,hometo Giorgio Armani’s
Teatro,wasuncanny.

More than6,000 peoplelinedup quietly
onSaturday=andonSundaythe queue
wasevenmore striking,spillinginto the
streetsaroundthe statelyvenuedesigned
by TadaoAndo, whomArmaniadmired
andrespected.

Tutta Milano andnotonly patiently
linedup to paytheir respectsto the

designer,whodied onSept. 4 aged 91.

Thosein thecrowdrangedfrom fashion

studentsandathletesto writersand fashion

enthusiasts, in addition to the group’s
employees,institutionalfigures,celebrities
anddesigners= DonatellaVersace

broughtalargebouquetofwhite flowers

on Saturday,oneof the first to attendthe

event,togetherwithCarlo Capasa,headof
the CameradellaModa, andMario Boselli,
honorarypresidentofthe organization.

White flowers alsofilled the Teatro
inside,wheremembersofthe Italian
ArmedForcesCarabinieribranchcladin

ceremonialgarb andred-plumedbicorns
stoodguardaroundArmani,who was
knighted into the GrandCrossof the
Orderof Meritof the ItalianRepublic – the

nation’s highest honor in 2021.

A tapestryembroideredwith the Milan

coatof armsflankedthe closedcasket.An
alabasterstonefusedwith a crucifix lay
beside;it is saidto havealways beenby
his bedside.Paperlanternsin diagonal
grid formationwere strewnacrossthe
dark theater floor while a screenshowing
Armani’simageon the catwalkwas
emblazonedwith hisvery last messageto

us all: “The mark I hopeto leaveis oneof

commitment, respectandgenuinecare
for peopleand for reality. That’s where

everythingtruly begins.”
It’s easy to assumethe designer

mastermindedthis stage,too, asit was
quintessentiallyArmani.

Leo Dell’Orco, headof menswear
designand his heir apparent;Armani’s
nephew,AndreaCamerana,and Michele
Tacchella,businessunit director of
Giorgio Armani and EA7, wereamong

guests.Silvana Armani, the designer’s
niecewho worked on thewomen’s
collections,wasalsospotted.

Music by Ludovico Einaudi,who paid
his respectsearly onSundaymorning,
waftedthrough theroom.

Tributesto Armani were ongoing
throughout the weekend,includingat
the tail endof the Venice Film Festival,
where therewasa standingovation

in his memory, and atthe Formula 1

racein Monza,wherethe television
broadcastkickedoff with a portrait of
Armani. Meanwhile,the websiteof Italy’s
PresidentSergioMattarellaincludeda
statementfrom him in whichhedescribed
Armani as“a symbol of Italian geniusin

the world. Self-effacing andreserved,
constantlyandtirelesslycreative,over
the manyyearsof his careerhe redefined,
at an international level, thecriteria of
eleganceandluxury. His sophisticated
simplicity, his attention to quality
anddetails,inspired andinfluenced
generationsof designers.”

Governmentfigures payingtheir respects
toArmani included,amongothers former
PrimeMinister Matteo Renzi;Francesco

Rutelli, theformermayorofRome and
formervicepresidentof theCouncil of

Ministers; themayorof Milan BeppeSala,
andMarioMonti, senatorandformer
prime minister.EntrepreneurJohnElkann,
chairmanof FerrariandStellantis; Gildo

Zegna, chairmanandchiefexecutiveofficer

of the ErmenegildoZegnaGroup,and
film producerAurelioDeLaurentiis, also

attended. Ferrari Style’s creativedirector

Rocco Iannone,who workedwith Armani

early inhis career,saidattendingthe wake

“was really very intenseandmovingfor me,

avery strong emotional moment.”
Pitti Uomo CEO Raffaello Napoleone

described Armani as “an absolute talent
acrosstheboard. He interceptedsocial

evolutionsmuchbetter than othersand
before anyoneelsewith greatintelligence.
He wasvery curious.”

Matteo Marzotto, chairmanof

MinervaHub, highlighted Armani’s
“consistencyandentrepreneurialstrength.
He interpreted industrial processesand
marketingstrategieswith anintelligence
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“We hadto celebrate50 years of

careertogether.I had to takehis handto
markthis journey we walkedtogether,”
continuedthe model. “But he’s not dead.
He’s eternal...[and] Milan bowed at the

feetof King Giorgio.”
“He was extremely elegant andpolite,”

saidmodelSandroPezzella,who first
startedworkingwith Armaniin 2015,
admittinghow working for the designer
helpedhis career. “It doesn’t seemreal, I

felt hewas everlasting.”
Armani’s connectionwith sportswas

reflectedby the participationof athletes
suchasformer tennis starsFabio Fognini
andFlavia Pennetta;Olympic swimming
championFedericaPellegrini; soccer
legendPaoloMaldini, andGiovanni

Malagô, formerpresidentof the Italian

NationalOlympic Committee.
“It’s notan easy day. I have to say that

this funeral chapel hasreallyshakenme,”
said Pellegrini.Armaniusedto callher
“before andafter” herswimming races,
sheshared.“It was wonderful to think
backon all theyearsgoneby; there are
memoriesthatwill alwaysremain indelible

for me.Also becausein thoseyears,the
bond betweensportand fashion wasn’t as

strongasit is today.So hewasaheadof his
time evenfrom that perspective.”

More than on fashion,movieandsports,
thetwo-daytribute offeredanemphatic
displayof the impactArmani hadon
thegeneralpublic. Peoplequeueingto

sayonelastgoodbye to “King Giorgio”
encompasseddifferentages,professions
andnationalities.

“I’m here to pay my respects to a king...

needed,transformingcreativityin asolid

system,competitiveandinternational.”
Italian architectMassimiliano Fuksas

andvisualartist DorianaMandrelliFuksas
recalledworkingwith Armani over the

years. “He never made mistakes. Hehad

a perfecteye.He wasalways sopolite
andwasneverarrogantwith anyone,”
Massimiliano Fuksassaid.

“Hewasuniqueandwill alwaysbe

so,andthere will benonelike him,”
said designerandAlessi artdirector
AndreaIncontri. “He representedmy
Maestro, I grewup with his vision,his art
andaestheticand shapedmy own. He

knewhow to createanarrativesodeep,

acrosstheboard in the respectof ethics
andpeople,with discretion.I want to
rememberthis with a smile and I canonly

saythankyou.”
Dean andDanCaten of Dsquared2and

SantoVersacealso paidtheir respectson
Sunday,all visiblymoved.

Ditto for Neil Barrett, who took a

momentto underscorehowArmani

“paved the way for all we designers to have

achanceto go out thereanddream.”
He sharedhis favoritepersonalmemory,

whenin 2010 Armani visited him to offer
to producehis collection.

“In thatmomentI wascompletely

shockedandawestruckandI couldn’t
believe hewas in my office and I couldn’t
believewhen I camebackto seehim in his

office herethat hewouldactually make

mesuchahumongousandbeautifuloffer.

Obviously that is somethingthat I'venever

forgotten,” said Barrett.
“I actually didn’t take thatoffer, for

goodor for bad,becausehedescribed
howhe startedat40, from nothing,and
how hedid it on his own. He workedhard,
dedicatedandhejusthad to prove

himself,” recalled thedesigner, explaining
howthis inspiredhim to “stick to myguns
andtry to do it thehard way, aswell –
obviously in my small way.”

For Barrett, Armani’s biggest legacy is

cinematic,ashenotedhow “he embraced

Hollywood and Hollywoodembraced

him. For mewhen I think of films and film

costumes,I only think of Giorgio Armani.”
To be sure,AcademyAward-winning

directorsGiuseppeTornatoreandGabriele
Salvatoresheadlinedanumerouscropof

Italian actorsandcelebritiespayingtribute

to the designer,from Stefano Accorsi to
Margherita Buy.

ItalianactressMaria Grazia Cucinotta
recalledintimatemomentsshesharedwith

Armani over the last three decades. “We
areall herefor himto saythankyoul.The

beautifulembrace when did the

and [Armani’s niece] Roberta, mymom

couldn’tcomeand it wasanimportant hug
in that moment because I really neededit, 99

she said.

Fashiontheorist,professorandcurator
Maria Luisa Frisa attributedher lifelong
interestandpassionfor fashionto Armani
andhis sisterRosanna,workingonthe

EmporioArmanimagazinewith them

yearsago. “He was a Maestro of life, he

taughtme how to work andhowto commit
to it. Weare all responsible for his legacy.
The 1900s ends with him,” shesaid. “He
wasagreatrevolutionary;he realized
beforeeverybodyelsewhatwomenand
menneededto wear.He perceivedby

intuition the changes in society.”
“He forged thatbeautiful image of a

working woman, not aBarbie bu one
that knows whatshe wants,” said model

Antonia Dell’Atte, oneof Armani’s muses.
“A womanwith dignity, ironic and who

doesn’t takeherselftoo seriously.
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aresidentof Milan, who woreaGiorgio

Armani-designeddressto herwedding25

yearsago.“I felt obliged after everything

hehasdone.He mademy weddingdress
andsoI’ll always havehim in my heart,”
shemused.

“It’s a historic event. Living in Milan,

it would have beensucha shameto miss

this,’ said Katerina Fogoros, a Romanian

studying political scienceat Milan’s
Bocconi University. “He dida lot for Milan
andfor the fashion industry.”

AnnaVentrella camefrom Cesate,
in the outskirtsof Milan, with her son
andgrandson,aGen-Zer bedeckedin

ArmaniExchangefromheadto toefor the
occasion. “My sonhasworkedfor him and

we inheritedsuchan admiration,” said

Ventrella. “I loved his fashion, madeof

elegant,soberclothes.I can’taffordthem,
bu I did manageto buy abag onetime.”

Retired entrepreneurSilvana Carlotti

wasmorepragmaticwhilewaiting for her

turn to paytribute to the designer. “Now
we haveto seewhowill behis successor.

That’s very important,” shesaid.

Armani’s funeral will beheldMondayin

a strictly private form for family members.
While detailsarebeingkeptunderwraps,
the speculationis that it will beheld in
Rivalta, asmall townoutsidePiacenza
wherethe designerwasborn.

“He wasagreat
revolutionary;he
realizedbefore

everybodyelsewhat

womenandmen
neededto wear.He

perceivedby intuition

the changesin society.”
FASHION THEORIST,PROFESSOR

AND CURATORMARIA LUISA FRISA
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DonatellaVersaceattends
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Milan theweekend.
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Armani Draws Thousands Who Pay Last

Respects

Fashion leaders, Hollywood actors and fans alike came to the company's headquarters to say

a final goodbye to Giorgio Armani who died on Thursday.

By Eric Sylvers

MILAN - Thousandsof peopleover the weekendpaid their final respectsto atowering figure of the

fashion world who permeatedmany facetsof life here and earnedthe moniker "King Giorgio."

Beginning at dawn on Saturday,people beganlining up outsideof the company's headquartersto pass
by andtouch the closedcoffin of Giorgio Armani who died on Thursday at 91. A steadystream of

visitors continuedinto the evening on Sunday,when the public viewing cameto an end, with wait

times sometimesexceeding90 minutes.

Armani's funeral will beheld on Monday in Rivalta, a town about 80kilometres south of Milan near

where he wasborn. Theprivate funeral will be openonly to family membersand Armani's closest

friends andcollaborators.

In Milan over the weekend, Armani's coffin lay in a vast,darktheatre lit by hundredsof candles. A

massivescreendisplayed apicture of him in oneof his trademark black suits accompaniedby what

hasnow becomeoneof his most recognisablequotes:"The mark I hopeto leaveis one of

commitment, respectand genuinecarefor people andfor reality. That's where everything truly

begins."

The visitors included well-known designers,businesstitans,sports stars,actors,models, politicians
andthousandsof regularpeople who admired Armani from afar. Someof the more than 15,000

visitors camedecked out in classic Armani garb while otherswore shorts and T-shirtsbefitting

Milan's balmy end-of-summerweather.

Donatella Versacearrived carrying abouquet of white flowers, dressedin ablack dressandjacket.

Shetold journalists Armani "seemedimmortal." Her brother, Santo,arrived later and left in tears. He

declined to speakto journalists amassedonthe streetin front of the Armani theatrethat housedthe

coffin.

John Elkann, the Agnelli scion andchairman of Ferrari and carmakerStellantis, which owns the Jeep,

Chrysler andFiat brands,headlinedthe businessleaderswho cameto pay their respects.Elkann, who

controls his family's financesthrough the Exor holding company,approachedArmani in 2021to seeif
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they could pool their companies to create an Italian luxury conglomerate. Armani rebuffed the

advances from Elkann who at the time was half the designer's age.

The Armani fans who came included Anna Ricciardi, who works in casting in the fashion industry and

showed up unaccompanied.

"It feels like somebody very close to me has died even though I never met him," she said. "I love his

style, his elegance, but he was so much more than a fashion designer."

Alicia Monera, a 20-year-old university student from Barcelona, stood in line on Saturday afternoon

with four friends. "We just happened to be in Milan this weekend on vacation and couldn't miss this

chance to pay our respects. We can't afford Armani clothing for our everyday life, but we have some

things for special occasions."

Armani's death comes with relatively little clarity on who will run the company, who will lead the

creative department and how ownership will be divided between his heirs.

What isn't in doubt is that Armani's legacy goes well beyond the fashion industry. His decision to

build his headquarters in a part of Milan previously populated with factories helped rejuvenate a

neighbourhood where he has gradually expanded and now owns multiple buildings. The area is also

home to the Armani Silos, a large, four-floor exhibition space that through the end of the year has a

show dedicated to the Armani Privé collection that includes dozens of iconic Armani dresses.

"I liked everything about him and though I could never afford any of his clothing, it's like a wore

whatever he made because I would stop at the shop windows and look at his creations," said Azra

Mulabdic, whose husband worked for more than two decades at a former factory down the block from

the Armani theatre. "Armani was a great man who remained humble, and he won't be forgotten."
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Armani’s Death Puts Fate of Luxury Empire in Hands

of Heirs
(Bloomberg) -- Giorgio Armani fought for decades to keep the fashion empire he founded independent, as Italian

icons like Gucci and Fendi were snapped up by larger luxury chains. It will be his heirs who decide what the

future will hold.

The Italian patriarch, whose death at age 91 was announced on Thursday, entrusted the future of Giorgio Armani

SpA to close family members and associates who will map the next steps for a company he started in 1975.

A fierce protector of his empire during his long career, Armani told Bloomberg News last year he wouldn’t rule

out an IPO or a sale to a larger group once he was gone. Armani’s estimated net worth of $9.4 billion represented

mostly the value of his company.

The company on Thursday vowed to preserve his spirit of independence, collaboration and the vision Armani

crafted that went beyond fashion, “anticipating the times with extraordinary clarity and pragmatism.” While it

offered no specifics about what comes next, it pledged to protect what Armani created and carry the company

forward in his memory.

“Giorgio Armani is a company with fifty years of history, built with emotion and patience,” it said. “Giorgio
Armani always made independence – of thought and action – his hallmark. 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.”

In an April 2024 interview, Armani said he didn’t want to rule out any possibilities, saying that it would be up to

his heirs to evaluate opportunities that arose in the future. While independence could still drive value for Armani,

“what has always characterized the success of my work is an ability to adapt to changing times.”

At the time, he envisioned “a pool of trusted people close to me and chosen by me,” Armani said, pointing to the

leadership of his company’s foundation, particularly Leo Dell’Orco, who’s supported the designer in managing the

company for years, and his nieces Silvana and Roberta Armani and nephew Andrea Camerana. Armani had no

children.

He reiterated those views in an interview with the Financial Times last week, saying he envisioned a “gradual
transition” of his responsibilities to family members and close associates such as Dell’Orco, who is head of men’s
design.

The succession process will begin with the opening of Armani’s will, when it will become clear who receives

financial and voting stakes in the company he fully owned. Armani previously approved a new structure with

multiple classes of shares and an option to list a minority stake five years after his death, Corriere della Sera

reported.

“Leo Dell’Orco and Armani’s family will carry on the legacy left by by the entrepreneur,” the company said in

response to questions about its future.

50-Year Legacy

Armani, who rose from a window dresser to create one of the world’s most prominent luxury houses, was a
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hands-on boss who kept tight control over his company, managing to remain independent in a luxury industry

that’s become more concentrated under groups such as LVMH Moët Hennessy Louis Vuitton SE, which owns

Loro Piana and Fendi, and Gucci owner Kering SA. Recently, Prada SpA— which owns the hit Gen-Z brand Miu

Miu— agreed to buy Versace.

The Italian fashion mogul created a sprawling business with various fashion lines as well as long-term licenses

attributed to L’Oreal SA for its beauty and fragrance products, famously Acqua di Gio, and EssilorLuxottica SA

for its branded eyewear, while Fossil Group sells Emporio Armani watches.

“I don’t currently envisage a takeover by a large luxury conglomerate,” Armani told Bloomberg last year. “But as

I said, I don’t want to exclude anything a priori because that would be an ‘unentrepreneurial’ course of action.”

Armani was very active in his final year. In October 2024, he donned a tuxedo and presented his womenswear

spring-summer 2025 collection in New York City.

The show coincided with the inauguration of the Armani building on Madison Avenue, spread over 12 floors,

which includes at least two boutiques, a restaurant as well as Armani apartments— a project that was developed

with Armani’s team of architects, according to the brand’s Instagram account.

Still, the groupwasn’t immune to the luxury slump that has dented the fortunes of LVMH majority owner Bernard

Arnault and Kering’s Pinault family. In July, Armani reported a 5% drop in annual sales to €2.3 billion ($2.7

billion) due to macro-economic uncertainty and slowing demand in China.

“He created a unique style, combining light and shadow, that he developed into a large and successful

entrepreneurial journey and extended Italian elegance to a global scale,”Arnault said in a statement.

Armani is also one of the luxury brands that’s been caught up in probes by Italian authorities into questionable

labor and supply-chain practices. Earlier this year, a court in Milan released a unit of the company from

administrative oversight following allegations of worker exploitations in bag production.

For the fashion capital of Milan, Armani’s death marks the departure of one of the city’s major lights and a

constant civic presence. His influence spanned fashion, architecture, furniture, hospitality and philanthropy —
even sports, with Armani’s ownership of the Olimpia Milano basketball club. His minimalist style, meanwhile,

came to define Italian elegance in the world.

The foundation he created will also now bear responsibility for advancing his charitable works, particularly in

Milan. The nonagenarian worked on collections and projects until his final days, the company said.

“In this company, we have always felt like part of a family,” it said.

(Updates with succession details in ninth paragraph, company comment in 10th paragraph)
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"La fin d'une époque": Milan rend hommage au "roi"

Armani
(), (AFP) -

Des milliers de personnes ont rendu hommage samedi au "roi" Giorgio Armani, dont le corps est exposé en

chapelle ardente dans l'Armani Teatro, lieu emblématique de l'étroite relation entre le couturier et la capitale

lombarde.

La dépouille du styliste, décédé jeudi à l'âge de 91 ans, est exposée dans un cercueil en bois clair, sous un bouquet

de roses blanches, avant les funérailles prévues lundi.

D'imposantes couronnes de roses ont été déposées à l'entrée de la salle où repose le cercueil, au bout d'un couloir

aux colonnes de béton brut.

Collaborateurs et anonymes se sont pressés dans la matinée pour lui rendre un dernier hommage, près du siège

d'Armani, dans un ancien quartier industriel de Milan, avant de serrer la main de son compagnon Leo dell'Orco.

Selon le quotidien italien Corriere della Sera, Armani est décédé d'une insuffisance hépatique soudaine, à la suite

d'une pneumonie qui l'avait contraint à être hospitalisé en juin.

- Un exemple sévère -

En première ligne, en costumes sombres et lunettes noires, des centaines de salariés du groupe sont venus signer

les livres de condoléances.

"C'était un homme incroyable, il nous a beaucoup marqués. C'était un exemple, sévère, parfois rude, mais très

humain", a commenté, éprouvée, Silvia Albonetti, vendeuse dans le showroom voisin d'Emporio Armani homme.

La chapelle ardente est ouverte de 9H à 18H (07H à 16H GMT) samedi et dimanche dans le Teatro, une ancienne

usine de chocolat Nestlé transformée en 2001 par l'architecte japonais Tadao Ando pour en faire le siège du

groupe Armani et le lieu de ses défilés.

Minimaliste et élégant, le bâtiment est un des lieux emblématiques de Milan, "la capitale du style".

Armani, à la tête d'un empire du luxe de plusieurs milliards d'euros, comptant plus de 600 boutiques dans le

monde et plus de 9.000 employés fin 2023, entretenait une "histoire d'amour" avec la ville, soulignent tous les

titres de la presse italienne, en rappelant en boucle une de ses déclarations: "Milan est le centre de mon monde, il

m'a toujours inspiré".

"Je viens rendre hommage à un homme qui représentait notre ville, c'est la fin d'une époque", a confié à l'AFP

devant l'entrée Fanny Bucci, une Milanaise de 55 ans venue avec sa mère. Elle aimait ses vêtements pour elle

comme pour ses enfants. "Il a démontré à de nombreuses reprises qu'il était présent, tout en restant réservé".

- "Transformer l'élégance" -

"Il a renforcé l'image du design italien. Et je voyais des photos de lui dans mon enfance en Chine, c'est le premier

Italien que j'ai connu", a témoigné Jonah Liu, 29 ans, T-shirt Armani à son effigie. "L'économie italienne était très

forte à l'époque de sa gloire. Cette ère nous dit au revoir".

Cet étudiant en ingénierie à Milan a préparé une lettre (en mandarin) pour M. Armani: "Vous avez transformé

l'élégance italienne en une grammaire générale pour la mode. Vous nous avez enseigné que la simplicité peut être

riche et la gentillesse peut être forte", lui a-t-il écrit.

Giorgio Armani, né à Piacenza (nord de l'Italie) en 1934 dans une famille modeste d'origine arménienne, était

venu étudier la médecine avant de travailler comme étalagiste-décorateur à Milan pour les grands magasins La

Rinascente.

C'est dans cette ville qu'il a créé en 1975 la maison Giorgio Armani, et avait depuis toujours voulu rester

indépendant, refusant d'être coté en bourse.

Giorgio Armani, affaibli depuis plusieurs mois, avait été contraint de renoncer à ses défilés masculins à Milan

mi-juin pour raisons de santé.

Dans une interview au Financial Times publiée quelques jours avant sa mort, le créateur, qui n'avait pas d'enfants,

déclarait que les plans pour sa succession consistaient "en une transition progressive des responsabilités" vers ses
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"plus proches collaborateurs tels que Leo Dell'Orco", le responsable du design des collections homme, "les

membres de (sa) famille et toute l'équipe de travail".

ide-cf-tsz/cmk/yk
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Oggi i funerali

ARMANI,
IL FUTURO

E DIDENTITa

DELGRUPPO
diDeMassise Magrelli

–apagina 23

Armani, 1idonfieae1a gestione

delpassaggiogenerazionale
Unesempiodiprogettazione
consapevolecostruita
concoerenzaelungimiranza

Il futurodelgruppo
Alfredo DeMassis
Vittoria Magrelli

ConlascomparsadiGiorgioArmanisi
chiudeunastagionestraordinariadel-

lamodaitaliana einternazionale.
Percinquant’annihadominatola

scenadellamodacomeun imperatore
silenzioso:direttorecreativo,ammini-
stratore delegato,unicoazionistadiun

gruppochespaziadall’hautecouture
allacosmetica,dall’hotellerie al design.
Unnimperocostruitoconrigore,elegan-

za econtrollo responsabile.In questo
sottileequilibriotraautoritaevisione
risiedeunodeglielementi piu distintivi
delsud stileeimprenditoriale:unaregia
discretamavisionaria,capacediforgia-

reun’identitaunicaeoggichiamataa
sopravvivereallasuaassenza.

Lasuastrategiadipassaggiogene-
razionale eunraroesempiodiproget-

tazione consapevole,costruitaconco-

erenza, misuraelungimiranza.Nonu
momentoincui si indica innome,ma
unprocessolentochepermettedicrea-
re lecondizioniaffincheil suomondo

(estetico,valoriale, imprenditoriale)

possacontinuareaesistereetrasfor-

marsi anchesenzadi lui.Ed eproprio
questavisionegraduale,costruitaper
strati,aarendereil suocasointeressante

quandosi parla dipassaggiogenera-
zionale. Percomprendernelaportata,
occorreguardareaidiversi aspettisu
cuiArmanihalavoratoneltempo.

Il primoiela valorizzazione storica,

e Armani lo ha reso tangibile con
un’iniziativa all’avanguardia: lapre-
sentazione delnuovoArmani/Archi-

vio, unapiattaforma digitalecheracco-

glie, catalogae rendeconsultabilela
memoriacreativadimezzosecolodi
moda.Nonunarchiviostatico,maun
atlantevivo,concepitoperprogettare
il futuro.Inauguratoin coincidenza
conl’anniversariodellamaison,questo
strumentosegnaunasvoltaculturale:
eilmodoincuiArmanihainiziatoace-

dere qualcosa(il controllosullamemo-
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ria)per trasmetteret un’ereditastruttu-
rata,coerente, consultabile. e nattodi

apertura, chetrasforma lastoriainri-
sorsaattiva per chi verra.

Il secondo aspetto e la valorizza-

zione delle relazioni. In un’epoca in

cuila reputazione e piufragile del pro-

fitto, costruirelegami duraturidiven-

ta cruciale. Lo stilista e imprenditore

lo ha dimostrato, ancora una volta,

conl’evento Giorgio Armanifor Uni-

cef organizzato alla Mostra delCine-

ma di Venezia: un gesto che unisce

moda,cultura e responsabilita,eraf-

forza quel capitale relazionaleche sa-
ra ondamentale per traghettarela

maisoninunanuova epoca. Ilpassag-

gio generazionale, infatti, non e solo

una questioneinterna: coinvolge la

rete di alleanze, valori e interlocutor
esterniche accompagnano il brand.

Il terzo e lacustodia dell’identita.
Non sitratta semplicemente di asse-

gnare ruoli,ma di icostruire nel tem-

po un contesto in cui altri possano

interpretaree portareavanti un lin-

guaggio chee diventato stile e siste-

ma. Il passaggio generazionale, in

casi come questo, non eun atto isola-

to,ma un processo fatto di piccoli ge-
stie segnalicoerenti. Non bastasce-

gliere un successore: occorre tra-

smettereuna grammatica del lavoro,

dell’estetica e della cura.

In questo senso, Armaniaveva gia
compiutopassisignificativi, affidan-

doresponsabilitacrescentiacollabo-

ratoristorici efamiliari checonoscono

profondamente il Dnadellamaison.

Un ruolo decisivoestatoaffidato alla

Fondazione Giorgio Armani, stretta-

mente intrecciata alla governance
della maison. Lo statuto, che vietala
cessione delle quote a soggettiesterni

senza unanimitadel consiglio, la ren-

de una vera cassaforte dell’identita e

uno strumento chiave della succes-

sione. Cosi si apre lastrada non solo

alla continuita di unnmarchio, maalla

possibilita che il suostile diventi ere-

dita collettiva: un patrimonio divisio-

ne,rigore ebellezza che supera gliin-
dividui e siradica nel tempo.

Inun’epoca dominatadalla velocita,

Re Giorgio ci lascia un insegnamento
essenziale: le eredita piu solidenasco-

no dalla cura,dallacoerenza e dalla pa-
zienza di costruire per ildomani.

©ORIPRODUZIONRISERVATA

LA SCOMPARSA

Oggi i funerali dello stilista

GiorgioArmanie morto a

Milano il 4settembre scorso, a

91 anni. Dal 1975 ha costruito

un impero che nel 2024 ha

fatturato 2,3 miliardi di euro ed

e interamente di sua proprieta:

il gruppo e attivo nella moda,

nell'arredo, nell'ospitalita, nella

ristorazione e nel real estate.

Nel 2008 ha rilevatol'Olimpia

Basket Milano e, solo pochi

giorni fa, la Capanninad Forte

dei Marmi. Non ha eredi diretti e

si stima abbia un patrimonio di

circa 12 miliardi. Nel 2016 e
stato approvato uno statuto

(aggiornato nel 2023) che

rappresenta il pilastro del

futuro del gruppo. | funerali di

Giorgio Armani si terranno oggi

a Milano. Sia nel capoluogo
lombardo sia a Piacenza, sua

citta natale, e stato proclamato

illutto cittadino.
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BUSINESS

ZegnaGroupReports
53% Profit Surgein H1

Thegroup is leveraging
its direct-to-consumer

store network andbrand

capabilities.
BY LUISA ZARGANI

MILAN – The ErmenegildoZegnaGroup

on Fridayreportedagrowingbottom line

in the first six monthsof theyear.
In theperiod endedJune30, net profit

rose53 percentto 47.9million euros

comparedwith 31.3million eurosin the
same period last year.

“Our first-half 2025 results reflect the

group’s strategicdecisionto investin the
DTC storenetworkandcapabilitiesacross
our threebrands,while continuingto

supportprojectsthat fuelour long-term

growth ambitions,”saidchairmanand

chiefexecutiveofficerGildo Zegna.

“In this context, wearepleased with

the operatingresultsreportedby the

Zegnasegmentwherestrongeroperating
leverageanddisciplinedexecutionled
to animprovementof the adjustedEBIT

marginby 150 basispoints.This strong
performancehelpedbalancethe impact of

the strategictransformationunderwayat
ThomBrowneandTomFord Fashion.”

Adjusted operatingprofit for the Zegna
segment,whichalsoincludesthe textile
divisionandthird-partybrands,totaled
94.4 million euroswith an adjustedmargin
of 14.3 percent,comparedto 12.8 percent
in the sameperiod last year, driven

by positiveoneratingleveragea more
efficientdirect-to-consumerchanneland
discretionarycost controlinitiatives.

Gildo Zegnatoutedthe strengthof the

group’s pipeline, “the authenticityof our
brands,and aboveall – the clarity of our
visionandthe talent ofour team,” leading
the executive to say that “we remainon
track to achieveour 2027 targets,despite
sectorandcurrencyheadwinds.”

GroupBrands
As revealedinJuly, grouprevenuestotaled

927.7million euros. This is a3.4 percent
decreasefrom 960.1million eurosin the

sameperiod in 2023andin organicterms
it’s a 2 percentdecrease.

salesof theZegnabrandinchedup0.8

percentto 570.4million euros,while Thom

Browne salesfell 22.5 percentto 129.2
million euros.

TomFordFashion rose2.8percent to
152.7 million euros.HaiderAckermann
debutedhis first collectionascreative

director of TomFordduring ParisFashion
Week on March 5 to unveil thebrand’s fall

2025 collection.

Duringa call with analystsonFriday,
chief financial officerand chiefoperating
officer Gianluca Tagliabue said that a new

campaignfor TomFordFashion,the first

underAckermann,hasjust beenreleased
“and it hasbeenverywell-received.”
About the collection,availablein stores
from the endof August, Tagliabue saidit

was “early to comment onthe trends,bu
the first, veryinitial reactionsin the stores
havebeenreallypositive.”

Zegnaalso just launchedthe fall 2025

campaignfrontedby Mads Mikkelsen and

labeled “It’s not asuit, it’s a Zegna.” It is
focusedon the Torino suit, inspiredby
founderErmenegildo Zegna’s own, made
fromthe Vellus Aureumfabric, which

Tagliabue describedas“the finest wool in
the world.”

The campaignaccompaniesthe launch
of droptwo of Zegna’sfall collection,
whichTagliabuesaidwaswell-received
in the stores,with “an initial positive
feedback.”

Tagliabuealso highlightedthenew
Zegnastoreopenedin theMiamiDesign

District, “markinganotherimportant step
forward in thestrategicexpansionofour

presencein the U.S. market.”An event
will beheldduringArt Baselin December,

Tagliabue said.

Additionally,Zegnajustopeneda

Salotto,a SuMisura and by-appointment
venuefor thebrand’s VICs, offering
exclusivecollectionsanduniqueshopping
experiences at Plaza 66 in Shanghai,
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followingBeijing andSingapore.
“We want to keepon fueling the brand

that is with positive tailwindbutwe
don’t want to squeezethe numbersof

thesecondhalfof the year in order to
deliver in the short term,” Tagliabue said.

“We seebig potentialin thelong-term

andwe want to keepon havingthe right

events,the right investments,justcutting
discretionary costs, not anythingelse.”

In the first half, textile revenueswere

down6.6percentto 67.1 million euros.
Adjustedoperatingprofit at theThom

Brownesegmenttotaled4.5million

euros,with anadjustedmarginof 3.5

percentcomparedto 12.1 percentled by a
negativeoperatingleverage resultingfrom
thedecreasein revenuesin the period

especiallyin the wholesalechannel,and

higherinitial costsrelatedto the newly
openedDTC stores,which havenotyet
reachedtheir run-rateefficiency.

As reported,ThomBrowneCEO

Rodrigo Bazanexitedthe brandonAug.
31,succeededby SamLobban,previously
executivevice presidentand general
merchandisingmanagerfor appareland
designerat Nordstrom.Bazanhadbeen

leadingThom Browne since2016,growing
its salesthreefold.

Tagliabue said the wholesaledecline
atThomBrownewill be reducedin
thesecondhalf and “of course,having

onboardSam Lobbanasthe new
businessleader,bringingandinjectinga
consumer-centricapproach,startingfrom

merchandising,trainingin retail andall

the differentleversthat thenbring to life

thestores,bringing it backto double-digit
EBIT whereit belongs.”

Adjustedoperatingloss for the Tom

Ford Fashionsegmentwas19.4million
euros, compared to aloss of 11.9 million

euros,primarily dueto investmentsin

the expansionof the storenetwork and
in newtalents, IT andthe corporateand
retail structureto build theplatform and

supportthe expansionof the business.

Groupadjustedoperatingprofit
amountedto 68.7 million euros,compared
with 80.9million euros in the first half last

year. The100 basis pointsdeclinein the
7.4percentmarginwasattributedby Paola
Durante,in chargeofinvestor relations,to
theselling andgeneralandadministrative
higherincidence.

“It wasalsoslightly negatively
impactedby the currenciesmovement
astheeurosinceApril appreciated,

particularlycomparedto the U.S. dollar

andthe renminbi,whicharethe two most

important currenciesfor our group,”
shesaid. “We are aware that the sector
remainschallengingandvolatile.However,

we knowthatwe haveimplemented
actionsto protect our profitability.”

CurrentTrends
Tagliabue said that “all in all, I cansaywe
have enteredSeptemberwith goodenergy
acrossall threebrands,but it’s essential

to remaincautiousandvigilant, as initial

signsshouldnot beconsideredyet as
consolidated.”

Thecontext “calls for acautiosan
thoughtfulapproach.As afinal comment,
I canadd thatby region,we still continue
to seestrongmomentumin Europe,the
Middle East andAmerica.”

TheGreaterChina region“remains
challengingandvolatile. It is true that
in somerecentweeks, the trend in GCR

haslikely improvedalsothanksto easier
comparisonbase, bu still staying onthe

negativeside.Soit is yet earlyto drawa
solid conclusionaboutthis latesttrend.”

Tagliabue highlighted the qualityof the
DTC full price sales.He saidtheconsensus
of 2025 revenuesof 1.92billion euroscanbe

organically achievedandthatthe adjusted
EBIT of 173 million euros “is realistic.”

Priceswereincreasedin low-single-digit
terms “in asystematic approachto offset

costdynamicsand currencydynamics
in fall 2025 whentherewastheaddition

of incrementaltariffs,” Tagliabue said.

“We haveactedin order to reflect this
into our U.S. pricesfor winter 2025 live

sinceAugustandwe arenot seeinga
substantialboomerangfromconsumers.
As I saidbefore,we keeponseeinggood
momentumin the U.S.”

In the first half, selling, general,and
administrativetotaled501.8 million euros,
or 54.1percentof revenue,compared
to 497.6million euros,largely reflecting

investmentsin the expansionof the DTC

distribution network,only partially offset

by actionstakento containdiscretionary
costs across brands.

Capital expendituretotaled54 million
euroscomparedto 60.1million euros
mainlyrelatedto the expansionof the DTC
storenetwork acrossthethree brandsand

to aportion of the investmentsfor the new
shoeproductionplant in Parma,Italy.

As ofJune30,net debt stoodat92.1
million euros,in line with 94.2million

eurosat the endof Decemberlastyear.
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Apreview of the
Zegna men'sspring
2026 collection.
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Tom Ford,
fall 2025
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FASHION

AngelinaJolie’s LatestFilm Gets
A CoutureTouchFrom Chanel

The French fashionhouse

granted director Alice

Winocour full access,marking
thefirst time a fiction feature
film wasshot in its workshops.

BY JOELLE DIDERICH

PARIS – As the fashion world prepares
for aslewofdesignerdebutsthis season,
women’svoicesstill struggleto beheard.

DirectorAlice Winocouraimsto redress
thatimbalancewith herfilm “Couture,”
duetonremiere SindavattheToronto
InternationalFilm Festival.Starring
Angelina Jolie andsetduringParisFashion

Week, it trainsthespotlighton three

womenworking in theshadowsof the
fashion industry: an indiefilmmaker, a

model andamakeupartist.
Jolie, switchingseamlesslybetween

English andFrench,playsMaxine Walker,

adirector oflow-budgethorrormovies
who’s hired to shoot ashortfilm for a
Frenchfashionhouse,bu finds outduring
thetrip that shehasbreastcancer.The
film exploreshowthe characters’stories
intersectasthey eachseekto overcome
challenges.

“Telling stories from female perspectives
thathaven’t beensharedbeforeis

somethingI find really important
especiallynow, whenwomen’srights seem
to be slippingeverywhere,”Winocoursaid.

Shespenttwo years doinga deepdive

into the industry, talkingto everyonefrom
beautyprofessionalsto modelbookers.

“With everyproject, I enjoy delvinginto a
world that’s new to meandapproaching
it almostlike adocumentary,”shesaid,
comparingit to thetimeshespentwith

astronautsin Russia’sStar City for herfilm

“Proxima.”
This time, thesettingwas a tad more

glamorous:Chanel partneredwith

Winocourduring thescriptwriting phase,
providingbackstageaccessto its shows,
andallowedher to film key scenesin its
hautecouturesalonsandworkshopsin

Paris,in addition to providingtheclothes
for apivotal fashion showscene.

Chanelnoted itwas thefirst timea
fiction featurefilm wasshotin itsateliers.

“The houseof Chanelisproud
to supportthe production of Alice

Winocour’s ‘Couture,’ a film that reveals

both thebackstagesof thefashionworld
andtheenergyofthose whomake

it happen,and whoseexplorationof
femininityandemancipationechoesthe
valuesof thehouse,” it said.

Winocourneatly sidestepsclichés, instead

searchingfor quietmomentsthatgive

the story emotional resonance.Jolie’s
performance,which chimeswith her
experienceasa filmmaker andher personal
health struggles, is particularly moving.

wWD caughtupwith Winocourat
Chanel headquartersin mid-January as she

shotascenewhereAnyier Anei, who plays
SouthSudanesemodelAda, is beingfitted
for her first Parisrunwayouting.Anei,
making herbig-screen debut,heads acast
of real-life modelsthat also includesMona

TougaardandYuliia Ratner.
Addinganextradoseof realismto the

scene, Madame Olivia, headof Chanel’s
flou workshop,appearsalongsideFrench
actress GaranceMarillier, who stars asa
young seamstress.

A Voice for the Voiceless
“The ideawas to dive into a world I didn’t
really know and to observeit from behind

the scenes,sincepeopleusuallyonly see

it from the surface,” Winocour said during

a break betweentakes. “I wantedto give a
voice towomenwho have no voice, who

are just bodies.”
The prepwork for this self-confessed

“obsessive” included spending time

with model agents from Elite, as well as
watchingaglut of fashion-focusedfilms

and documentaries.
“I realized thata lot of thetime, the

focuswason thedesigners who are
usuallymen soyou endeduplooking

at things from the perspectiveof the

powerful,” shesaid. “I like to tell stories

from the perspective of theweak.”
Costumedesigner PascalineChavannesaid

that despitethe subject matter, fashion didn’t
play ahugerole in her wardrobechoices.

Instead,sheandproductiondesignerFlorian

Sansonworked onvisual parallels, like
the red ribbons pinned to adressmaker’s
dummythatechothelines drawnon
Maxine’sbody during a medical exam.

Chavannenotedthatthe Frenchtitle of
the is “Coutures” with an “s” the
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in English. “The word ‘stitches’ is

important because thereis aconnection to
thebody,andto the threadthat is woven
betweenthesethreestories,” shesaid.

Unlike herpainstakinglyrecreated

periodcostumes for lastyear’s Hulu series

“Becoming Karl Lagerfeld,” Chavanne

intentionallyoptedfor timelesslooks.

“Puttingfashionfront andcenter in

a film is risky, becausein 10 years,the
movie might look totally dated,” she

explained. “At the endof the day, it’s really

tricky to striketheright balancebetween
connectingwith today’s audience and

making sureit doesn’t feel outdated.”
For the characterof Maxine, shedrew

inspirationfromWinocour’s style,as well

astheoutfitsJoliewearswhen directing.
Theresultinglooks reflect thestar’s
penchantfor monochrome minimalist

pieces,though certainitems namelya
black leathercoat– carry anothersubtext.

“It was about the idea of skin,”
Chavannesaid.“Every pieceof clothingwe
pickedcarries meaning, but it’s also just
straightforwardrealism,drawnfrom how

wesawthe environment.”
Sheavoideddressingthecharactersin

Chanel. Crucially, thebrand’snameand

logo neverappearonscreen thoughthe
mirror-lined staircaseof its Paris couture
salonis instantly recognizable.

“We wanted theauthenticityof a major

couturehouseanddidn’t want to fake it,
so they agreedto let us fîlm on their actual

premises–bu without usingthe brand
name,”Winocour said. “I had a lot of
creativefreedom,andbecausewe began

workingtogetherearly on, therewasa real

senseof trust betweenus.”
RespectingIndependence
For the climactic fashion showsequence,
whichtakesplaceoutdoorsafterdark,
WinocourandChavanneselectedaround
10 looks from the Chanelarchives. Some

werefaithful copies,whileotherswere
reproducedin different colors On fabrics

to lendavisualunity to the scene,which
is designedto mirror the eeriefairy-tale

aestheticof the fashionfilm within the film.
Thedresses,in mutedshadesranging

from palepink to pearlgray, creamand

black,contrast layersof vaporoustulle
andorganzawith longruffledskirtsand
collaredcapesin satinor taffetaedged
with lace.SignatureChanelaccessories
includegoldjeweledbelts,graphichair
bowsandcamellias.

“They love cinemasomuch that they’re
really tuned in to the technicalsideof

costumedesign.For example,it wassuper
importantto useflowing fabricsfor this

scene,sinceit startsrainingduring the
fashionshow– theclothesgetsoaked,and
it’s all abouthow theymovewith thewind
andwater,” Chavannesaid.

“Our expertise is totally different from

theirs, and it’s the blending of theseworlds

thatmakesit work. If it werejustabout

productplacement,it wouldbea one-way
street,and thatwould beboring. What’s
greatabouthowwe workwith Chanel is that
it’s agenuineconversation,” sheadded.

Thebrandprovidedall thebeauty

productsfor the shoot,anditsmakeup
artists also appearonscreen. Ella Rumpf,
whoplaysAngèle, amakeupartist who

dreamsof becomingawriter, wascoached

by Chanel makeupartist ElsaDurrens.
In recentyears,Chanelhasexpanded

itssupportfor cinema,whichnow

encompasseseverythingfromcostume
designto film restoration,in additionto
initiatives gearedat fosteringthe next
generation of movie directors. At this year’s
CannesFilm Festival, it was involved in four

projects, ranging from Richard Linklater’s
“Nouvelle Vague” to an animation feature.

“Couture” is its latestcollaboration

with FrenchproducerCharlesGillibert,
who initially contactedthehousewhen

making “Clouds of Sils Maria” in 2014,

settingthe stagefor Chanel’s first foray into

production.Sincethen, theyhaveworked

togetheron films including “Personal
Shopper,” “Annette” and “Mustang.”

He reliesonthe houseto support
independentfilmmakers who sometimes
struggleto find financingin alandscape
increasinglydominatedby streaming
platformslike Netflix, asattendanceat
movietheatersdwindles.

“Whenyou workwith anauteur,you
needafashionhousethat truly respects
thatvision in their supportfor theproject,
and that’s not easy to come by. That’s
whyI have sucha closerelationshipwith
Chanel:I feel theygenuinelyrespectthe

artist’s work,” he said.

Winocourhopesthefilm will give
audiencesa glimpseof the shadowworkers
whosehardworkandsacrificespower
the luxury industry. “For me, it hadto be

somethingcompletelydifferentfrom a
commercial,” shesaid.
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AngelinaJolie

in Couture.rt

JolieandLouis
Garrel in“Couture."

Alice

Vinocour
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ValentinoFlagshipReopensin Milan
Standingon Via

Montenapoleone,it is
the brand’sstoried boutique
that opened in 1969.

BY LUISA ZARGANI

MILAN – Valentino reopenedits fully
renovatedflagship in Milan on Friday.

Standingon Via Montenapoleone20,

the boutiqueoriginally openedin 1969

andwasclosedduringthe works,while a

temporarystoreopenedinJanuarynearby

on Via SantoSpirito.
Marble, onyx, black-and-white

checkeredmotifs andgeometricdetailsare
all referencesto Valentino’s history.

Therearerecognizableelementsby
creativedirectorAlessandroMichele
that run throughout, includingsofasand
poufsin greenvelvet with trimmingsand
ivory napaframingthe rims;armchairs
upholsteredwithan exclusivearchival

pythonprint; Art Deco armchairswith
leatherandblacklacquerededges; vintage
armchairsin yellow velvet lampshades

madebv handwith oriùinal fabrics
recoveredfrom Indiansaris,andartisanal
sculpturedchandeliersin cotton.

Theentirestore is coveredin anivory
coloredfabric with pleatedor draped
detailson the walls andceilings.

Spanningmorethan12,636 square
feetover threelevels, theunit carries
men’s and women’s apparel, accessories,

eyewearandbeautycollections.A
dedicatedareaonthesecondfloor displays

eveningwear.Private roomsaredesigned
to offerexclusiveexperiences.

To celebratethe reopening,the
ValentinoGaravaniVain handbagline
offers two limited-editiondesigns,
availableexclusively in the Milan store:
the classic chain-strap model and a clutch

with a leather-and-chainstrap, both
craftedin preciousskin in asophisticated

greenshade.
Onthe occasionof thereopening,

theboutiquewill alsooffer the special
ValentinoGaravaniandVanscollaboration,
available in Italy asanexclusivepreview

at the Milan storeoneweekaheadof its

global launchon Sept. 12.

During Milan FashionWeek, on Sept.
24,Valentinowill customizethe flower
kiosklocatedbetweenVia Manzoni
andVia Montenapoleoneandgift all

passersbywith a floral creationby artist
Thierry Boutemy.

Thereare235 directly operated
Valentino storesaroundthe world. In

Milan there is also acorner at Rinascente

carrying accessories andmen’s
ready-to-wear.

In August,RiccardoBelliniwasnamed
chiefexecutiveofficer of Valentino,

succeedingJacopoVenturini,effective

Sept. 1. Bellini, known for the turnarounds
he engineeredat Chloéand Maison

Margiela, hasbeen managingdirector of

Valentino parentMayhoola sinceJanuary.
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Valentino's Milanflagship.

Thenewly

renovated
Valentino

flagship in
Milan.
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FashionScoops
Masters
Of Couture
This fall, La Galerie Dior iS

seeingdouble.
In thefirst partnership

of its kind, the exhibition

spaceat the brand’s
historic flagshipin Paris
has teamedwith the
Azzedine Alaïa Foundation

to stagea doubleexhibition

highlighting Alaïa's vast
collectionof vintageDior.

Alaïa, who kept his

sprawling collection asecret

during hislifetime, amassed
some600piecesof vintage
Dior, ofwhich the majority
were piecesdesignedby
founder Christian Dior,

alongsidea selectionof
creationsbvhissuccessors
Yves SaintLaurent,Marc

Bohan,Gianfranco Ferré and
JohnGalliano.

More than100of these

are beingunveiledfor the
first time at La Galerie Dior
in an exhibition due to run
from Nov. 20 to May3, 2026.

The AzzedineAlaïa
Foundationwill showcase
30 Dior designscollected

by Alaïa alongsidea

similar number of his

own creations,as part
of its ongoingseriesof
exhibitionsdemonstrating
how the Frenchcouturier

of Tunisianorigin was
influencedby the designers
he admired. Datesare still

being confirmed.

“Azzedine Alaïa,who was
hiredby Dior for a few days
in 1956,had fond memories

of the demanding
workshopsonAvenue

Montaigne,” Dior said in a

statement.
Both showsarecurated

by Olivier Saillard,director
of the AzzedineAlaïa

Foundation, in collaboration

with Gaël Mamine.

"Christian Dior’s models

testify to the relentless

questthat Azzedine Alaïa
hadunwaveringly sethis

heartupon. In searchof the
mysteriesof dressesand
thedelicatestructuresthat
make vaporouspetticoats
‘stand up,’ heskillfully

broughttogetherthe

objectsof his adolescent

dreams,” Saillard said.

Alaïa’s collection got its
first major show in 2023

atthePalaisGalliera, the
Parisfashionmuseumthat
Saillard headedfrom 2010

to early 2018.

Dior haspreviouslyworked

with Saillard on books,

including a seriesof coffee
table tomesfromAssouline

chronicling eachcreative
directorof the brand.

On Nov. 19, Rizzoli will

publish the exhibition

catalog for La Galerie Dior,

titled “Azzedine Alaïa's
Dior Collection,” featuring

essaysby Laurence
Benaïm, AlessandraRonetti

and Saillard.
Damiani will releasethe

book accompanyingthe
Azzedine Alaïa Foundation

show, “Azzedine Alaïa and

ChristianDior, Two Masters
of Couture,” in December.

_n JOELLE DIDERICH

ChristianDior,

Carmen,evening
gown,autumn-winter

1951 hautecouture
collection,Longue

line. Paris,Fondation

AzzedineAlaïa.
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Work Hard,
Play Hard
Eva Mendesis channeling
the NSFWenergyof Stella
McCartney's fall 2025

showfor the brand'slatest

campaign.
In the images,Mendes

sporteda silky reddress
completewith ‘80s power
shouldersfrom the runway.

Posing in a utilitarian

elevator,the campaignis

set in the fictional Stella

Corp., which wasstrewn

with binders,notebooks,
coffeemugsanda cup

holderfull of nudiepens–
andonesleeksex toy – at
theshow in March.

Titled “Laptop to
Lapdance,”theshowwas
McCartney'sfirst since

buying out her minority
investor, LVMH Moët

HennessyLouisVuitton.

“This is the first show

l've done alone, other

thanwhen | left college,”
McCartneytold WWD post-

show. “And what | believe
in very much as a female

designeris you leave
work andyouparty.The

day-to-night thing is really

importantfor my brand.”
Othersfeaturedin

the campaigninclude

modelsthat walked in the
show, including Natalia

Vodianova;Amelia Gray;
KarolinaSpakowski; Haoji
Oi: SonaAh Woo;Anaelina
Kendall;Yilan Hua; Agel

Akol, andCaitlin Soetendal.
“I want to bewomen's

friends: wantthem to rely

onme, and |want them to

wear thatsuit out to aclub,”
she continued.

In addition to starring in

thecampaign,Mendeswill

feature in aninteractive

digital shoppingexperience
named"Shop with Stella:
Winter 2025,”which will be

onthe brand'swebsitefrom

Sept. 15.

VIOLET GOLDSTONE

Stella McCartney’s fall

campaign takesplacein

thefictional Stella Corp.
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Pierres précieuses: le diamant d'Afrique du Sud

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.

Par Gabrielle de Montmorin

Pour sa dernière collection de haute joaillerie, la directrice artistique de Dior Joaillerie (groupe LVMH,

propriétaire des Echos), 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. »
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Prada Fine Jewelry Couleur Vivante: le pietre colorate della

nuova collezione sono una garanzia di tracciabilità

Miuccia Prada e Raf Simons disegnano una linea di gioielli dal volore sostenibile che racconta

di simbiosi e contraddizioni

Di Eleonora Giordani

Prada Fine Jewelry Couleur Vivante: le pietre colorate della nuova collezione sono una garanzia

di tracciabilità

Inizia un nuovo capitolo per l'Alta Gioielleria di Prada. Dopo la collezione Eternal Gold, interamente

realizzata in oro riciclato e certificato, la casa di moda milanese avvia un nuovo progetto dal valore

sostenibile, in cui il gioiello acquista unsignificato più autentico eparticolarmente vivace. Si tratta della

linea di gioielli Prada Fine Jewelry Couleur Vivante, dedicata al dualismo simultaneo, alle

combinazioni inaspettate e non convenzionali, dove i colori assoluti non cercano equilibrio, ma

contraddizione eterna.

Sono infatti le pietre colorate le protagoniste assolute dei gioielli. Dall'ametista, l'acquamarina e il

citrino madeira alla morganite rosa e al peridoto oro-verde: ogni gemma scelta avrà una sua carta di

riconoscimento che assumeil valore di un certificato di classificazione, rilasciato direttamente da un

laboratorio gemmologico indipendente, che ne descrive le informazioni essenziali, testimoniando la

corrispondenzaesattafra le pietre grezzee quelle tagliate per la realizzazione del gioiello finale.

Ma le pietre non sono le sole a esseretracciate: il gioiello stessoviene registrato sulla blockchain di

Aura Consortium - l'organizzazione senzascopo di lucro, fondata da gruppi leader del settore del

lusso, fra cui PradaGroup- per fornire trasparenzae tracciabilità. Ciò consenteal consumatorefinale

di conoscere l'intera vita del prodotto acquistato in boutique, offrendogli uno speciale accessoa

immagini che mostrano la trasformazione delle gemmein tutte le sue fasi, dallo stato grezzo,al taglio,

fino alla lucidatura.

La campagna di Ferdinando Verderi e David Sims

Perraccontare questonuovo linguaggio sostenibile, doveil concetto di preziosità viene continuamente

sfidato insieme alla messa in discussione della nozione stessa di lusso, Miuccia Prada e Raf

Simons affidano la direzione creativa della campagnaPradaFine Jewelry Couleur Vivantealla visione

di Ferdinando Verderi e alla fotografia di David Sims.

A essere immortalate sono le attrici Maya Hawke e Kim Tae-Ri, insieme alla poetessa e

attivista Amanda Gorman. I loro ritratti monocromatici raccontano un'immagine dall'atmosfera
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onirica, in cui i volti sospesi sembrano incastonati in un gioiello. Indossano orecchini a goccia bicolore,

anelli solitari dalla precisa forma geometrica e collane rivière che descrivono un'asimmetria alterata, in

cui colore e proporzioni irregolari modificano la percezione tradizionale del gioiello, provocando

una sovversione concettuale.

Prada Fine Jewelry Couleur Vivante rappresenta un nuovo modello di sostenibilità e trasparenza, dove

innovazione estetica e responsabilità ambientale si incontrano in un equilibrio dissonante.

Il gioiello non è più solo ornamento, ma dichiarazione consapevole di identità e visione del mondo.
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FASHION

SarahBurton, Willy Chavarriato
ReceiveTop WWD DesignHonors

PatriceLouvet, CEO of Ralph

Lauren,will alsobe amongthe
honorees in October along

with Tapestry,Veronica Beard

andmore.
When fashion flocksbackto NewYork

for theWWD Apparel& Retail CEO Summit
in October,industry executiveswill have
the opportunity to toastsomeof their own
atthe HonorsgalaonOct. 28.

SarahBurton,who nailedher dehutat
Givenchy thisyear aftera longcareerat
AlexanderMcQueen, will receivethewWD

Honorfor Women’s Designer of the Year.

Willy Chavarria,whomovedhis star-
studded show to Paristhisyearfor his

brand’s10th anniversary,will receivethe

BY EVAN CLARK WITH CONTRIBUTIONS

FROM JENNY B. FINE

WWDHonorfor Men’s Designerof theYear.

AndPatriceLouvet,presidentand
chiefexecutiveofficer of RalphLauren

Corp.,will takehomethe WWD Edward
NardozaHonorfor CEO Creative

Leadership.Overthe lasteight years,
Louvethashelpedsharpenand enhance
theAmericanbrand,building in the kind
of agility neededto not only adjustto the
pandemic,bu to comeout strongerand
to keepthatmomentumup.

Theyall will be in goodcompany
acceptingtheir kudos.

At theceremony,held thefirst nightof
the simmit asrenorted. Valentino Garavani

andGiancarlo Giammetti will also receive

theWWD JohnB. Fairchild Honor, which
celebratespeoplewith careersof creativity

andvision thathaveleft anenduringimpact
ontheglobal fashionindustry.

Thetwo-daysummitwill also mark

wWD’s 115th anniversary, exploring
the themeof “Powering Progress: Past,

Present,Future” with keynote addresses

andpanelsfrom heavyweightsacross
the industry,digestingthe major trends

shapingfashion today– from the luxury
departmentstorereinventionat Saksto
the impactof tariffs andbeyond.

Additionally,wWDwill honor the
companiesandbrandsthathavenavigated
the bestover the pastyearandarewell-

positioned to power into thefuture,
including:

Public Tapestrysomehowbreezed
through theturmoil ofits on-and-then-

off-again dealto buyCapri Holdings and

succeededin continuingto modernize
andgrow theCoach business,which has

becomeatech-savvypowerhouse.

Veronica Beard Companyof the
Year,Private Cofounded15 yearsago by
sister-in-laws VeronicaSwansonBeardand
VeronicaMiele Beard, VeronicaBeardhas
beensteadilyexpandingintoits potential,
addingnewproductcategories,opening
morestores andadding to its aura. In a

businessclimatethathasmanylooking

pastapparelbrandswhenit comesto

investments,VeronicaBeardis arare

growthstory.

TagHeuer— Watch Brandof theYear

Tag Heuerhasbeen sharpeningits focus,

uppingits ambitionandmovingfast

very fastasthe title sponsorthisyear at
the Formula1 in Monaco this year. The

eventhadthebrandeverywhereas Naomi

Campbell,DuaLipa, AmazonfounderJeff
Bezos, actressSimone Ashley and many
moretook in the race.

Tiffany & Co. JewelryBrandof the
YearTiffany & co. hasmanagedto be

omnipresentthisyear– fromthe debut
of its Blue Book2025: Seaof Wonderin
New York City to its “Legendary Legacy”
exhibit in Bangkok to Milan andTokyo,
wherethebrand openedaflagship in the

Italianfashioncapitaland a Ginzastore
with a facade that’s 66metershigh, all

Tiffany blue.

Interparfums— BeautyCompany
of theYear, Public In ayearin which

the fragrance category is surging,

Interparfumshasbeena key player,
surpassingthe $1 billion mark in salesin

2023, andits momentumcontinuesto

build. Thecompanyis driving keylicenses
like Coach,DKNY, JimmyChooandmore,
while also snappingup newones– most
recentlyLongchamp– andeven launching
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namedafter the avenuewhereits Paris

headquartersis located.

Peach& Lily BeautyCompanyof
the Year. Private Originallv lauinchedas

a K-beautye-commerce siteby founder

Alicia Yoon, Peach& Lily debutedits own

product line in 2018.Today, Peach& Lily
is the number-twoselling prestigeskin
carebrandat Ulta Beauty,andthe fastest

growingthere,as well.

Willy Chavarria

SarahBurton
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Louis Vuitton’s
make-up

revolution
Pat McGrath has created the

fashion house’s first cosmetics

range, focusing on lips and eyes.

LESLEY THOMAS is dazzled

A FTER 20 YEARS of writing about make-up,

I’m not easily bowled over. But I have just painted my

eyesand lips with aselection from Louis Vuitton’s new

make-up collection and – just WOW! I consider myself

impervious to hype and as this is undoubtedly the

beauty launch of the year, I made a point of turning

down my “pro” bias when I got my hands on a sneak

preview a few weeks ago. But the colours, the formu-

lations, the longevity, the precision in the pigmentation

and grown-up shimmer, the powdery yet silky eyeshad-

ows are truly something.

But then, it is Dame Pat McGrath, the legendary

British make-up artist –emphasis on the word artist –
who has created them as the new cosmetics creative

director of Louis Vuitton La Beauté, the maison’s first
foray into make-up. Her vision was to make something

that contained the codes of the brand –craftsmanship,

travel and luxury –but the products have the inimita-

ble McGrath signatures too: smart colour choices, and

unbeatable formulations and textures. “I envision

the collection as a beauty experience rooted in the

art of travel, a signature of the maison,” McGrath

says. “This collection has its own language of beauty

rooted in heritage and craftsmanship. It is something

that you can travel through life with, tangibly

and figuratively.”
For now, the make-up collection consists only of

lipstick, balmsand eyeshadows.Primarily, it is all about

lipstick – a whopping 55 shades of them (LV is 55 in

Roman numerals, geddit?), costing £120, or £52 for

the refills. In addition, there are ten lip balms. The lip-

sticks have asubtly sweet smell (not taste) created with

McGrath and the master perfumer Jacques Cavallier

Belletrud: of mimosa and jasmine for the lipstick, mint

and raspberry for the balms.

There are eight neat,mirrored eyeshadowcompacts

too, with four shades in each. I bet if you have eye-

shadow sets, one or at a push two of the colours are

worn down while the rest lie dormant in the compact.

But here you’ll find ultra-wearable shades, even if one

might seem a tad theatrical. The burnished red eye-

shadow in my favourite of the palettes (Monogram

Rouge) is only stealthily dramatic once applied, and

useful even for everyday wear. The colours have just

enough spectacle to make them fun to play around with.

Why launch with just eyesandlips but no mascara,

bronzer or foundation? “They are always the features

I have hero-ed on the Louis Vuitton runway,” says

McGrath, who has been working with the brand cre-

ating catwalk looks for more than 20 years. “For me,

they are the parts of the face where personality, emo-

tion and power converge: the lip holds presence and a

certain authority, while the eyes carry mystery, per-

spective and even vulnerability.”
Even the humble lip balm, La Baume, has been

promoted to centre stage. It is served, as are all the

products, in an elegant refillable, plastic-free casethat

closes, reassuringly, like a Mercedes door. The cele-

brated, and notoriously practical, furniture designer

Konstantin Grcic has created all the packaging, describ-

ing the collection as “make-up that is functional,

refillable and worthy of being kept for years”. The balm

shade Monogram Touch, a tawny colour with slightly
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more pigment than your typical tinted balm and not at

all glossy, has become a permanent fixture in my bag.

This was very much McGrath’s aim, of course. “I see it

as beauty that integrates into your rhythm, your ritu-

als, your world,” she says. “Products you’re proud to

own, because they become part of who you are.”

La Beauté Louis Vuitton is available at the brand’s
New Bond Street store and Harrods in London, and

on uk.louisvuitton.com

La Beauté Louis Vuitton lip trunk with 55 shades

V
UITTON

MALLETIER
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Luxe : Après Hermès, Prada et Celine, pourquoi

Louis Vuitton se lance à son tour dans le maquillage

Après les pionniers Dior et Chanel, puis Hermès, Prada et Celine, Louis Vuitton

a lancé vendredi 29 août sa gamme de cosmétiques haut de gamme. Un relais de

croissance bienvenu dans un secteur au ralenti.

Claire Bouleau

Un contraste saisissant. Ce vendredi 29 août à 10heures, alors qu'un ciel gris pluvieux surplombe les

Champs-Elysées, au 101 de l'avenue où se trouve Louis Vuitton, l'heure est à célébrer la couleur. Au

deuxième étagedu flagship, la maison du groupeLVMH (actionnaire de Challenges) dévoile son offre

de maquillage. Sur une coiffeuse aux nombreux tiroirs et compartiments, huit palettes de fard à

paupières, dix baumes àlèvres et 55 (conversion en chiffre romain de LV, pour Louis Vuitton) nuances

de rouge à lèvres sont fièrement exposés. Ces tubes noirs laqués à la main, ornés du célèbre

monogramme et desinitiales de la marque, ont étépenséspar la directrice decréation PatMcGrath pour

être rechargeables, personnalisables, conservés comme des bijoux. Autour d'eux, des clients fidèles

conviés en avant-première et des curieux comme cette jeune Américaine en vacancesou ces salariées

d'une boutique concurrente venues voir ce qui setrame. Elles peuvent s'inquiéter.

Un marché très bataillé

Car comme toujours, la plus grossemarque de luxe au monde, avec près de 24 milliards d'euros de

chiffre d'affaires selon les analystesde Bernstein, propriété de Bernard Arnault, s'est donné les moyens

de sesambitions. Publicités dans la presse, affiches dans le métro, partenariats avec des mannequins :

difficile d'ignorer ce lancement XXL opéré simultanément dans 92 magasins à travers le monde, dont,

enFrance,les Champs-Elysées,avant les Galeries Lafayette Haussmann,début novembre. « Nous avons

imaginé un espace Louis Vuitton Beauté de 40 mètres carrés au rez-de-chaussée, raconte Arthur

Lemoine, le nouveau directeur général de la chaînede grandsmagasins. Aproximité de l'univers global

de la marque, pour permettre aux clients d'autres articles de découvrir ce nouveau métier, et

inversement. »

Cette démonstration de force ne doit pas minimiser le défi qui attend Louis Vuitton : se faire uneplace

dansun marché deplus en plus bataillé par des acteursaux positionnements divers comme le discounter

hollandais Hema, le français milieu de gamme YvesRocher ou le spécialiste canadien MAC, et où, côté

luxe, le malletier arrive aprèsles autres. « La question n'est pas pourquoi Louis Vuitton selance, mais

pourquoi il ne l'a pas fait plus tôt, pointe Laure Charpentier, associéechez Oliver Wyman. Avant qu'il

investisse dans la pâtisserie, je m'attendais davantage au maquillage, prolongement naturel des

défilés. »
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Un relais de croissance bienvenu

Depuis quelques années, les maisons de luxe sont en effet nombreuses à s'engager sur ce terrain,

marchant dans les pas des pionniers Dior et Chanel. En 2020, une interminable file d'attente s'étirait

devant les Galeries Lafayette pour les débutsdesrouges àlèvres aux couleurspop d'Hermès - trois ans

avant sa gammede fards à paupières. Depuis, Valentino (2021), Prada (2023) ou encore Celine (2024)

ont suivi. D'après Harper's Bazaar,Miu Miu (groupe Prada)est sur les rangs. « Et d'autres grandes

maisons dévoileront leur offre d'ici à 2027», prévient un acteurdu secteur,citant Balenciaga(Kering).

Toutescescélèbresmaisons ont fait le même constat: alors quele marchémondial du luxe ralentit, avec

un déclin probable de 2 à 5 %cette annéeselonle cabinet Bain, celui de la beautéultra-haut de gamme,

lui, devrait doubler entre 2023 et 2027, à 40 milliards de dollars, selon McKinsey. De quoi trouver un

relais decroissancebienvenu,notamment auprèsdeshigh-net-worth individuals (HNWI), cetteclientèle

très fortunée. « Cesdernières années,plusieurs marquesde luxe sontmontées engammeenaugmentant

les prix dans la mode et maroquinerie. Elles ont voulu ensuite offrir à leurs clients des produits de

beauté exceptionnels, à des prix très élevés», retrace Amaury Saint Olive, associéchezMckinsey, en

référence,par exemple,au luxueux Rouge Premier à l'étui injecté d'or et serti de porcelaine, dévoilé par
Dior en 2023 vendu... 550euros. La filiale de LVMH n'a pasabandonnépour autantsonrouge àlèvres

« basique » à 47 euros.

Car la cosmétiqueoffre aussi l'avantage d'attirer la clientèle dite « aspirationnelle », moins riche, qui a

vu son pouvoir d'achat se réduire et « a redirigé sesdépensesvers le maquillage, le parfum ou les

lunettes, qui sont perçus commede petits luxes », notait l'étude Bain Altagamma de 2024. Les jeunes,

en particulier, se fardent pour se mettre en scèneensuite avecleurs produits sur Instagram ou TikTok.

Et quand ils sont de sortie, ils peuvent dégainer leur rouge à lèvres plusieurs fois par jour pour se

remaquiller, afin de dévoiler son tube aulogo reconnaissable,et d'affirmer ainsi un certain statut social.

C'est le fameux « effet rouge à lèvres » théorisé par Leonard Lauder, le fondateur du géant des

cosmétiquesEstéeLauder, cetteidée depouvoir s'offrir un bout deluxe dansles périodesplus difficiles.

Une marge de 85 %

Certes,pour celui deLouis Vuitton, il leur faudra débourserpasmoins de 140euros,puis 60 euros pour

la recharge.Mais c'est dix fois moins quepour un sac! « L'intérêt estde toucher un nombre important

de personnes, vu les prix assez abordables en valeur absolue, confirme Luca Solca, analyste à

Bernstein. Et l'on peut vendre en grande quantité sans galvauder la marque. Regardez Chanel : elle

apparaît toujours commetrès exclusive malgré environ 1 milliard d'euros de rouges à lèvres vendus

par an. »

Et cela defaçon trèsprofitable. « Le coûtde revient d'un rougeà lèvresdeluxe tourne sansdouteautour

de 10euros », estime Laure Charpentier. A la clé, unemargebrute d'au moins 85 %,soit plus que dans

la maroquinerie, d'après Luca Solca,qui explique : « Le coût industriel est très faible, comme pour les

parfums. » Pasbesoin de former un artisan pendant 2 ans et dele faire travailler une centained'heures

comme pour un sac.En général,les maisons deluxe ont recoursàdessous-traitants,« notamment auprès

de la Cosmetic Valley italienne, en partie à cause de la diversité et complexité de certains produits

», détaille Amaury Saint Olive. Mais Louis Vuitton, lui, développe en interne ses formules, dans les

laboratoires de Saint-Jean-de-Braye,dansle Loiret, qui fournissent déjà Dior. De quoi réduire encorela

facture, en supprimant les intermédiaires. François-Henri Pinault, le Président de Kering, a aussi

prévenu qu'il souhaitait progressivement réinternaliser les activités Beautédu groupe de luxe, gérées

pour l'instant par Coty (Gucci), L'Oréal (Saint Laurent) ou encore Interparfums (Boucheron). D'autres

préfèrentdéléguer ce métier commele créateur Jacquemus,trop petit pour opérer seul dansun nouveau

métier, qui a annoncé en février signer avec L'Oréal pour lancer son parfum, et qui sait peut-être, à

terme aussi,sa ligne de maquillage.
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Produit instagramable

Reste une question : une fois en rayon, les fards à paupières et autres fonds de teint à prix

stratosphériques se vendent-ils bien ? Le bilan est contrasté. Aux Galeries Lafayette, Arthur Lemoine

se félicite que « le maquillage de luxe fasse partie des catégories en croissance », tout comme à L'Oréal,

où ce segment a bondi de 5 %l'an dernier, et où Prada et Valentino affichent une progression à deux

chiffres au premier semestre. Chez Hermès, en revanche, les ventes de la branche parfum et beauté sont

en recul de 4 %sur la même période. Cela n'a pas empêché le gérant Axel Dumas de déclarer que son

groupe nourrit de « nouvelles ambitions » dans la beauté. Et si cette contre-performance n'était pas si

grave ? Le maquillage ne serait-il pas d'abord un outil marketing pour faire rayonner son nom ? De ce

point de vue, Louis Vuitton a déjà gagné. Sur Instagram, les quinze publications postées depuis le 29

août sur la nouvelle offre raflent entre 14 000 et 45 000 likes chacune.
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The Great Fashion Reset | Is Fashion

Failing Emerging Designers?

The industry is producing fewer emerging designer success stories, putting its pipeline of creative

innovation at risk.

By Joan Kennedy

For designer Nensi Dojaka, successcamequickly - until it didn't.

Justtwo years after breaking into London's fashion scenein 2019 with her sensual, lingerie-inspired

dresses, the Albanian designer won the prestigious LVMH Prize and BFC Foundation Award for

emerging talent. Her London runway shows were attended by top editors; her fan base included a

quorum of it-girls including Bella Hadid, Dua Lipa and Emily Ratajkowski; andinfluential retailers like

Mytheresa,Matchesfashion and Browns stockedher line.

But by 2023, the buzz had faded, while costs had risen. A combination of oversold inventory and

overspendingon showsin a flagging industry put strain on the business.Now, Dojaka, who is missing

from the London Fashion Week schedulethis season,has been recalibrating, building a less costly

production pipeline andslimming down stockists, which by 2023had ballooned to 90, "so that it's not

all built on clouds, but insteadit's on bricks."

Still, the rollercoaster ride changedher relationship to fashion. "It doesn't feel like this beautiful dream

anymore," said Dojaka."I'm thinking of different ways to reignite it."

Dojaka's story is a familiar one to many emerging designers who have suffered from structural

challenges for years. Now, as the luxury market suffers from a sharp downturn in demand, the

circumstancesfor emerging designersare particularly tough.

Outliers like Jacquemusin Paris andKhaite in New York have managedto build sizablebusinesses.But

fashion is producing fewer andfewer emerging designersuccessstories,with implications for the health

of the wider sector: the industry needsa steady supply of design innovation to thrive andstart-ups are

often where freshcreative ideas ferment.

Structural Challenges

Emerging labels have faced rising operating costs and falling appetite for risk among would-be

investors. Thoselabels that manageto make a hit product have less time to capitalize on it before it's

imitated by fast fashion players. And amid soaring prices, shoppershave flocked to blue-chip brands,

steeringaway from emerging labels that could go out of style in a season.

But above all, emerging labels have beenhit by the decline of multi-brand retailers.
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Wholesale, akey saleschannel,hasall but collapsed asmajor luxury brandshave focused on their own

stores ande-commerce sites; US department storeshave continued their years-long decline; andkey e-

tailers have succumbedto customeracquisition costs. Following the shuttering of Matchesfashion last

year, Luisaviaroma and Ssensehave filed for bankruptcy, while Sakshas faced challenges paying

vendorson time, putting pressureon small brands.

"Retailers were incubators for emerging talent in the past," said fashion consultant Julie Gilhart, who

led the buying team at BarneysNew York for 18yearsin the 1990s and2000s."There usedto be more

of acommitment, if you were buying a brand you stick with it. Storeswould beinvestors in brands, they

would bepart of the business,communications andmarketing on every level ... Now there's a pressure

to showimmediate positive performance from the get-go."

Cashflow has "always" been a problem for emerging brands, said Vikram Menon, a London-based

accountantwho works with emerging designers,but things have becomeeven hardernow that buys and

payment terms can vary drastically from seasonto season.

Non-payments havebecomeendemic, saidNew York baseddesignerGraceLing. "We can't dofinancial

planning becausewe don't know when we're going to be paid - or if," shesaid.

On paper, socialmedia made it easierthan ever for emerging fashion labels to earnattention. Consider

the caseof Paris-basedCoperni: the brand, which launched in 2013,hasreachednew levels of visibility

in recent seasonswith viral stunts like its spray-on dressandrobo-dogs.

But spikes of social media-fuelled interest can also be tricky to manage."Social media createda lot of

problems. Becauseof it, the storescameand we oversold," said Dojaka. "I wasn't ready as a brandbut

people also weren't ready. They were consuming [my ideas] on social media but they weren't

necessarily ready to buy it or wear it."

At the same time, major fashion groups have stopped betting on emerging labels after brands like

Christopher Kane and Nicholas Kirkwood failed to scale. LVMH's continued investment in Jonathan

Anderson's label is a rare exception, as is its backing of PhoebePhilo, which are both more about

maintaining strong relationships with top talent than anything else. When Duran Lantink washired to

design Jean-Paul Gaultier, he madethe decision to shutter his namesakelabel.

From the LVMH Prize and Andam,there areseveralkey young designersupportschemesthat can help

emerging labels to find their footing and grow awareness.But the prize money doesn't last forever and

the exposurecan beshort-lived, spreadtoo thin acrosstoo many designers.

"This industry works so fast. Every time I go to seea graduatecollection I askmyself 'Where are these

people going to go?' Thereare too many. It's really about too much of everything," said SaraSozzani

Maino, creative director of FondazioneSozzani."It's amoment where we needto find a new balance."

Keeping the Dream Alive

Many emerging designersturn to brand collaborations and consulting to help keep their businessafloat.

GracesWales Bonnerregularly collaborates with Adidas, while Telfar works with Ugg. Last year,atie-

up with Calvin Klein helpedfund areturn to the runway for Dojaka. It alsoboostedherreach andhelped

her turn ideas into saleable product. Coperni's partnership with Disney in 2024, likewise, provided

income and awareness.

Youngdesigner labels typically struggle with direct-to-consumer sales,asthey don't generatesufficient

salesper squarefoot to pay storerents in fashionablelocations or drive sufficient traffic to their websites.

But that doesn't mean they aren't giving it a go. They're also doing more trunk shows, working to

strengthentheir relationships with stablespecialty stores,andtaking amore measuredapproachto when

and how they spend,including on costly shows.
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Many have tempered expectations and opted for steady growth, focusing on a tighter offering aimed at

a more tightly defined target customer and working with fewer wholesale partners - or, as Maino puts

it "not falling into the trap" of rapid expansion.

Christa Bösch and Cosima Gadient's Berlin-based Ottolinger reevaluated its assortment and approach

to wholesale last year in the midst of the e-commerce reckoning. The brand launched in 2016, when

"wholesale was so hungry for new brands," and relied substantially on sales from e-tailer Ssense, whose

customer base wanted basics like white tank tops and mesh dresses.

But when times got tough and sales started to slow, Ottolinger had to slim down and refocus its

collections on what really set it apart, on items such as its sneaker heel. "Things still work, you just have

to have a very specific product," said Gadient. "You have to focus and limit your offering."

That sort of discipline is key, said designer Alain Paul. His namesake brand, which he founded with his

partner Luis Philippe in 2023, is building its product mix slowly, with an emphasis on quality materials,

and in line with the budgets of its partners, mostly specialty stores including 10 Corso Como, Broken

Arm, and H. Lorenzo, as well as Bergdorf Goodman and Printemps.

Even in a difficult market, Paul sees opportunity for young labels.

"Each time there's a crisis or a change of aesthetic, designers always bring new ideas," he said. "In times

like this, the most important thing to do is stay creative."
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Refashioned: Luxury's Trust Issues

Big brands are taking steps to shore up consumer confidence in their high-end

positioning, after a series of sweatshop scandals contributed to a sense of 'luxury

ick.'

By SarahKent

Welcome to fashion's marathon month of designer debuts! We've jumped right in with a big series on
The Great Fashion Reset, unpacking all the challenges facing luxury's biggest brands asthey head into

a high-stakes season.It includes some fantastic coverage from BoF's best that I highly recommend you

check out.

My piece focuses on how a series of Italian sweatshop scandals arehelping to undermine the elevated

image luxury labels trade off, and how big brands are trying to addressthat. Read on to go deeperinto

some of the reporting that didn't make it into the story and to get a drill down on the big question: do

luxury consumersactually care about the conditions in which their pricey products aremade?

I'm also taking a look at one of this week's weirder stories: the appearanceof an ad that seemedto

feature the face of Luigi Mangione (the man accused of killing UnitedHealthcare's CEO in New York

last year) on Shein.

As always, send me thoughts, feedback and tips.

Trust Issues

A few weeks ago, journalist and writer Sujata Assomull posted a video discussing "luxury ick," a

creeping sensethat excessiveprice hikes, quality concerns and sweatshopscandalshave madehigh-end

brands that were once among the world's most desirable, well, icky.

It's an insidious problem for anindustry whose most valued commodity is image. And as big brands

prepare for this season'screative debuts, they arealso taking steps to try and shore up their credibility

with consumers- andavoid any future reputationally awkward scandals.

You Get What You Pay For

In my reporting for this week's story, it became clear that there are a few things that are beginning to

change in the way the industry operates.

Brands are investing more in supply-chain management and operations, and they're taking a tougher

stance with suppliers on outsourcing to avoid the risk of subcontracting to unscrupulous workshops.

New regulations are likely coming in to support the industry's efforts to clean house.
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Therearesigns that even the sourcing system that prioritises speed, flexibility andprice above all else,

creating the pressuresthat are undermining luxury's value proposition to begin with, is beginning to

shift.

While I was in Florence last week, I caught up with factory-owner Klajdi Koci for a coffee. We

originally met last year, when I was reporting an investigative piece on how sweatshops ended up

embeddedin luxury's supply chains. It wasKoci who first taught me the phrase"Pulcinella's secret,"

an Italian idiom that describessomething everybody knows, but doesn't talk about. Back then, he was

frustrated with fashion, fed up with trying to compete with unscrupulous players downmarket who

undercut his prices.

But thesedays, hetold me,he's feeling more optimistic. Business is busyandhe can afford to be choosy
about his clients. The ones he intends to keep working with are becoming much more alert to the

pressures facing their suppliers. He's in the process of finalising a manufacturing agreement with a

major Italian luxury label that will be linked to a guaranteedannual production volume, hetold me. It's

the first time he's been offered that level of certainty over orders for the year.

As for another client who wouldn't consider a similar contract?"I gavethem backthe leather andmetal

accessoriesand wavedthem goodbye," Koci told me over text when I followed up with him earlier this

week.

The Bottom Line:

Ultimately, "it's a pricing issue," said Simone Balducci, the president for fashion, footwear, leather

goods and furs at CNA Florence, atrade group representing small and medium-sized craft businesses,

during a conversation on a quiet afternoon at his leather goods factory on the outskirts of Florence.

"Whoever comesto Italy andbrings the right price hasno issue."

Who Cares Anyway?

At this point, I've done alot of reporting on luxury's supply chain scandalsand what they mean for the

wider industry. One thing that remains frustratingly intangible is how much any of this is affecting big

brands' bottom lines.

Thismatters becausemoney talks. If scandalsaren't hitting sales,brands are less likely to act to address

them.

Virtue Signalling

I really enjoyed Perfect magazine editor-in-chief Bryan Yambao's no-nonsensetake on this last week.

Luxury shoppersare in it for desire,statusandidentity, he wrote. Your averagehigh-net-worth customer

didn't make their millions by getting too hung up on businessethics. If aproduct's hot, a little hint of

misconduct is unlikely to turn them off. "Most customers are not checking emissions reports or

subcontractor audits at the till. They areresponding to a brand's aura," he added.

Yambao recounted meeting a high-spending friend on a trip to Paris this summer, right after she'd

dropped €75,000 ($87,000) in Loro Piana. He pulled up recent coverage detailing issues with labour

exploitation in the brand's supply chain. She shrugged: "That's sad... but I really like Loro Piana, so

whatever," she responded.

On the other hand, I've had equally anecdotal conversations that tell a different side of the story. A

luxury executive I was speaking to recently told me of an event he attendedover the summer with an

audience of around 100 high-net-worth individuals ("true old money rich people," as he put it). They

werepretty fed up with luxury brandsthat hadraised their prices to crazy heights in a movethe attendees

felt wasintended only to juice profits andmilk shopperswhile offering no additional valuein return.
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My take?

Luxury brands live and die by whether shoppers believe the image they project into the world. Anything

that threatens that is dangerous, but just how much depends on how strong the image was to begin with.

If a product or brand is hot, the average shopper probably isn't going to let a little twinge in their

conscience about possible links to labour exploitation deter them from a purchase. But at a time when

consumers are already turning to superfakes and premium labels that promise luxury-level quality at

more accessible prices, scandals become much more risky.

As the president and CEO of luxury trade group Camera Nazionale della Moda Italiana, Carlo Capasa

told me, if shoppers no longer see a difference between the way high-cost and low-cost fashion is

produced, then "this is killer."

Shein Did What?

On Wednesday, some very weird headlines started to pop up, blasting the news that ultra-fast-fashion

retailer Shein was using the face of Luigi Mangione - the man accused of murdering UnitedHealthcare

CEO Brian Thompson in New York last year - to sell shirts.

What Actually Happened?

According to Shein, the controversial image was uploaded by one of its third-party vendors and was

rapidly taken down. The company said it was investigating how the picture ended up on its site and

tightening up monitoring processes to ensure "stringent" listing standards are met.

Meanwhile, this is catnip for some of the weirder parts of the pop culture web. Mangione, who is

awaiting trial for charges connected to Thompson's December shooting, has become an unlikely folk

hero in some circles. Online retailers like eBay and Etsy have previously been used to sell products

bearing his name and likeness. Amazon has had to remove merch that appeared to be capitalising on the

UnitedHealthcare executive's killing.

Mangione has pleaded not guilty to the charges against him.

So What?

The response to the Shein incident has been the kind of gleeful outrage the internet town square

specialises in, but for the fashion giant it's mostly just more noise. Shein has much bigger issues to

contend with, like its stalled IPO efforts, steep US tariffs and the €150 million ($175.61 million) fine

French regulators handed it earlier this week for allegedly playing fast and loose with customer data

(The penalty amounts to roughly 2 percent of the company's European revenue and Shein has said it

will appeal the decision).

Meanwhile, there's plenty of speculation that the Mangione image was AI generated, adding a dark new

twist to concerns about how machine-generated content might be used and highlighting the looming

challenge online retailers will face to control the kind of content that appears on their platforms.
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This Week: Success and Failure at New York Fashion Week

The schedule is packed with brands that are riding the contemporary boom, but also emerging

labels that face an uncertain future.

By Brian Baskin

Even in the era of tariffs andeconomic uncertainty, you can find successstories everywhere in American

fashion. Only someof them will be on display at New York Fashion Week.

Let's start with who won't be there: Usually there's at leastoneor two runway collaborations with mass-

market brands, or major activations. While it seemslikely Gap will find a way to insert itself into the

conversation, most mall retailers seem content without the fashion week halo effect. It's doubtful

anything we see onthe runway in the coming days will come close to touching the earnedmedia value

or salesgeneratedby American Eagle's one-two punch of Sydney Sweeneyand Travis Kelce.

New York is playing a bigger role in the boom in contemporary labels. Luxury's commercial and

creative funk - and especially those price hikes - are playing to the American fashion industry's

strengths. There areplenty of US brands that sell bagsand clothes designedto appealto consumerswho

can't or won't pay for Dior or Gucci. Ralph Lauren is showing on Sept. 10,right before the official start

to the week; Coach and Tory Burch are back as usual, and Jenni Kayne is hosting a presentation as it

embarks on an international expansion. The small list of non-US brands on the schedule is also tilted

heavily towards minimalist contemporary labels, including the UK's Cos, Sweden's Toteme and

Ukraine's Bevza.

For most of thesebrands, New York is one of many marketing moments, andprobably not the biggest.

The stakes are higher at Calvin Klein, which relaunched its higher-priced Collection earlier this year

undercreative director Veronica Leoni. It too is offering refined minimalism at asub-luxury price point,
but could use a buzzy runway to convince consumersthe brand standsfor more than underwear, denim

and fragrance.

As for the emerging designersandsmall luxury labels that make upthe bulk of the schedule,there is the

usual churn, and the usual questions about whether the marketing pop is worth the trouble.

Thedire stateof wholesale is casting alonger shadowthan usual this season. Ssense,which plans to file

for Canada'sequivalent of bankruptcy protection, carries about two dozen brands that are showing in

New York, andis likely a major, if not the major, stockist for many newer and smaller labels. Its fate

will be decided by ajudge in the coming days. In a memo to employees, founder and chief executive

Rami Atallah said it would bebusiness asusual while the company works through its difficulties - but

with salesplunging and lenderspushing for anacquisition, that may be cold comfort to New York brands

that were hoping to sell their runway looks via the retailer.

The Week Ahead wants to hear from you! Send tips, suggestions, complaints and compliments to

brian.baskin@businessoffashion.com.
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