
BaderGoesBig
AugustinusBader

hasopened its

largestspayet at the
Hôtel CostesinParis.
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Craft Central
Chanelis putting

craftsmanshipin the

spotlight with its latest

Le19M exhibit in Tokyo.
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Billie’s NewGig
Billie Eilish andher brother
FinneasO'Connellhave

joinedjewelry brand

JohnHardy ascollaborators.
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CEO Talks

JamieSalter:
Building Up
Authentic
BrandsGroup
The founderandchief
executive officer of the
brandmanagementand
entertainmentfirm expects
to transitiontoexecutive
chairmanin aroundtwoyears.
BY JEAN E.PALMIERI

Jamie Salter hascome a longway in the
past 15years. The 62-year-oldToronto

native started his careerin sports
marketing andwas the cofounder of Ride

snowboards in the early1990s.After that
company went public, heand Fanatics’
founder andexecutive chairman Michael

Rubin createdGlobal Sports Inc., which

eventually became GSICommerce. Once

he exited thatbusiness, Salter turned his

attention to licensing,cofounding Hilco

Consumer Capital. Afteradifference of

opinion with Hilco’s majority owner, he

partnered with LeonardGreen and created

Authentic BrandsGroup.

Today,Authentichas amassed a
portfolio that encompasses more than 50

brands including Reebok,Brooks Brothers

and Champion thatgenerate annual retail

sales of $32billion globally. The addition

of Guessby early year will bring that
number to$38 billion. Bu that’s not good

enough for Salter, whosegoal is to reach

$100 billionin saleswithin the next five

years by purchasing brands that have

sales of more than $1billionwith global

expansion potential while also expanding

his reachin theentertainment and

hospitality sectors.

Authentic, which is ontrackto post 7

percentorganicgrowth from its brands
this year, now has headquarters

in New

York, London and Shanghaiandoffices

in Los Angeles,Miami, Tokyo andSouth

Korea. It counts 1,800 licensingpartners
globally, and its licenseesoperate16,000
storesand29,000 shops-in-shoparound
theworld.

Thegroup is by far the largest of what

is a new waveof brandmanagement

companies, which are rewriting the
fashion and retail landscape in the U.S.by

snapping up brand seeminglyevery week.

While it’s a model thatfirst emerged in

theU.S.almost 50 yearsago,Authentic

and the likes of WHPGlobal, Bluestar

and Marquee Brandsare now taking it to
another level.

Here, Salter talks about his journey, how

he’sbuiltAuthenticand his plans to pass
the reinsto the newly named president,
MattMaddox, withinthe next two years.

WWD: How hasthe licensingmodel

evolved since you started15yearsago?
Jamie Salter: It’s dramatically different.

When we came into thebusiness, Iconix

was really the prize in theindustry. It was
doing DTR [direct-to-retail] with big

WeavingHerWay
Forher debutat BottegaVeneta, Louise Trotter celebratedthebrand’s
signatureIntrecciatotechnique;not only for handbags,but capes,coat
epaulettes,dresses,shoesandevenanewspaper,seenherebackstage.

Formoreon theMilan weekend, seepages6to 12.
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