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Kering shares notch best-ever quarter as
De Meo readies overhaul
Investors have pushed Kering shares up 64% since De Meo's appointment, betting the
new CEO can reverse Gucci's eight-quarter sales decline and close the gap with LVMH
and Hermès. Even before Kering's Luca de Meo has had a chance to turn around
stumbling fashion label Gucci , investors have rewarded him with a surging stock price. If
the new CEO pulls it off, the shares could have a lot further to go.

That's the view of analysts such as John San Marco at Neuberger Berman, who say De
Meo has already started to put the pieces in place for a recovery, naming a new boss at
Gucci and vowing to cut costs. The shares have surged 64% since news broke in June
that he was joining the company; the third-quarter gain of 53% is the biggest-ever
quarterly advance for Kering.

“There's a very high ceiling should they start to get the creative and product right,” San
Marco said in an interview. “The leadership overhaul we've seen in rapid succession
threads a difficult needle of cleaning up lines of accountability and responsibility.”

A revival of Gucci would end a long run of frustration for shareholders of Kering, founded
by billionaire Francois Pinault and run by his son, Francois-Henri Pinault, before De
Meo's arrival in September. In the decade before the Italian executive's appointment, the
shares limped along with a return of 3.8% annually, while French rivals LVMH Moët
Hennessy Louis Vuitton and Hermès International returned 13% and 21% a year,
respectively.

Kering representatives didn't respond to a request for comment.

In the past three years, Gucci, Kering's biggest brand, has faced management and
design upheaval, just as the market for luxury goods weakened, especially in China.

The fashion house has had four CEOs since September 2023, as well as three
designers after Alessandro Michele left in November 2022 following a successful
creative period that introduced an exuberant and bohemian style to the fashion crowds.
Revenue at Gucci has declined for eight straight quarters and is expected to do so again
when Kering reports third-quarter sales on October 22.

One thing both bulls and bears agree on is that it's too soon to see the fruits of De Meo
's changes. HSBC analysts including Anne-Laure Bismuth, who raised their rating on the
stock to buy from hold last month, said Gucci isn't likely to start reporting sales growth
until the second quarter next year. But the lackluster performance analysts expect for the
third quarter won't really matter, they said.

“We believe the new management gets a pass as the next few quarters will be deemed
to be the legacy of the previous management,” Bismuth and colleagues said in a report
this week. “It will be another opportunity for the market to grasp what profound changes
have already been implemented in quite a short period of time.”

Demna's Gucci debut: Cinema, family, and the return of drama

Skeptics point out that the market is already pricing in a turnaround. Since July, Kering
shares have been more expensive relative to earnings than an industry basket compiled
by Goldman Sachs Group, after having been significantly cheaper for more than five
years.

That valuation might leave investors hesitant going forward, said Flavio Cereda,
investment director at GAM UK, who sold his stake in March when Kering appointed
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Balenciaga's Demna Gvasalia as Gucci's artistic director.

“You need a genuine reversal of trend for long-only funds to become interested again,
and there's no reason for that to happen yet,” Cereda said. “We'll see the real impact
from next spring onwards. That's when we'll know whether the perception of Gucci is
changing and whether the brand is becoming more relevant again.”

Demna, as the artistic director is known, will unveil his first catwalk collection in Milan in
February.

Analysts turned much more bearish on Kering over the past three years than on its
competitors. The stock now has 10 sell ratings, 15 holds and only seven buys, according
to data compiled by Bloomberg, and the average target price of 225.45 euros ($264.73)
is 20% below where the shares are trading. LVMH has only one sell recommendation
and Hermès two, with targets above the current stock price.

Still, analysts are growing a bit more optimistic: The recommendation consensus —
proxy for the ratio of buy, hold, and sell ratings — has ticked higher since De Meo was
named CEO.

“Whilst we are encouraged by a new external and well-regarded CEO, we do not expect
an overnight fix,” RBC analyst Piral Dadhania, who has a neutral rating on the stock,
wrote last month.

And even Kering's high price-earnings ratio isn't an obstacle to further gains: In addition
to the higher share price, the valuation reflects the collapse in earnings estimates over
the past year. Any upward revisions to estimates would quickly bring the PE ratio back
down.

Already traders have trimmed their bearish bets on the stock. Shares out on loan, an
indication of short interest, represented about 7% of the company's free float, as of
Monday, according to data from S&P Global Market Intelligence, down from 21% in May.

Kering will require investors' patience on Gucci's turnaround and the overall recovery of
the luxury sector, Morningstar analyst Jelena Sokolova wrote in a note.

“Gucci should be in a position to regain its pricing and desirability in the long run,”
Sokolova said. “Although the catalysts are unclear, we have yet to see a brand of
Gucci's global recognition and scale fall permanently out of fashion.”

By Levin Stamm

Demna's Balenciaga: The anatomy of disruption
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Jewellers build on Japan's 'luxury haven' reputation

Pour accéder à cet article veuillez suivre ce lien.

Access this item by clicking here.

Tous droits de reproduction réservés

PAYS : Royaume-uni 

PAGE(S) : 11

SURFACE : 37 %

PERIODICITE : Quotidien

RUBRIQUE : Business

DIFFUSION : (130000)

JOURNALISTE : Milena Lazazzera

3 octobre 2025 - Watches and Jewellery

Page  3

https://www.nla-eclips.com/nlaapi.dll/GetObject?ObjectID=207010859
https://www.nla-eclips.com/nlaapi.dll/GetObject?ObjectID=207010859


(1/2)  KERING - CORPORATE

Cinemoda Club: una rassegna di film che è stata

come un sogno. Tutte le foto e i protagonisti

I frame, proprio come al cinema, dei momenti più belli della prima rassegna

cinematografica di Vogue Italia e Kering, durante la settimana della moda di

Milano.

Di Corinne Corci

Il racconto, le foto e le citazioni da Cinemoda Club, la prima rassegna di film di Vogue Italia e

Kering a Milano durante la settimana della moda.

C'è una fraseche porto con me, dopo questaprima edizione di Cinemoda Club, la rassegna di Vogue

Italia e Kering a Milano, durante la settimana della moda. È che «l'amore nascein silenzio». È stata

solo una delle combinazioni meravigliose di parole emerse durante i discorsi e le introduzioni dei

giornalisti, editor della redazione e ospiti speciali che hanno anticipato gli oltre 37 film proiettati tra

Cinema Arlecchino, Mexico e Palestrina durante le nostre giornate al cinema. Come Valeria Golino,

madrina speciale dell'iniziativa, che attraversandoi suoi ruoli, ottenuti enon (come quello famosissimo

di Pretty Woman, al cui casting si presentò proprio insieme a Julia Roberts, «la vidi e sul suo volto ho

visto la mia fine»). «Non bisogna diventare un pupazzo. Non voglio portare prodotto ma portare delle

cose cheho voglia, che non mi snaturino», ha raccontato a Gianluca Farinelli, direttore della Cineteca

di Bologna che ha curato la rassegna,econ cui ha conversatoper il numero di Vogue Italia di settembre.

«Ogni abito scelto non deve esseresolo bello, ma deve raccontare una storia, senzaallo stessotempo

rivelare troppo».

Proprio le storie sono state protagoniste di questi tre giorni di cinema ininterrotti, durante i quali non

sono mancatele interazioni conil pubblico in sala,studenti, affezionati (comeal Palestrina, con la coppia

di amiche che si ritrova in sala ogni venerdì). E se, nelle storie, il motore di tutto è dato dai dettagli (lo

ha ricordato anche la modella eattrice Greta Ferro, introducendo Tacchi a Spillo di Pedro Almodovar:

«Un film che puoi sentire invece che vedere,come tutta la sua filmografia», come quando una delle

protagoniste associala madre al rumore dei suoi tacchi, «mi è capitato lo stesso, con mia nonna»), sono

proprio quelli più piccoli ad aver fatto la differenza durante questa rassegna.Mani, applausi, risate (è

successodurante Do the right thing di Spike Lee), aneddoti personali (comecapitato a Federico Chiara,

director print di Vogue Italia introducendo The September issue), ricordi di famiglia come per Sara
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Sozzani Maino, direttrice creativa della Fondazione Sozzani, nelle parole commoventi con cui ha

richiamato l'attenzione su Franca, per Franca: Caos and creation.

«Mio padre è in questo film, nonostante abbia sempre negato il suo valore autobiografico», ha

detto Francesco Zurlini, figlio del Valerio regista de La prima notte di quiete. «Leggenda narra che il

cappotto indossato da Alain Delon fosse proprio il suo, e lo era, come il resto dei vestiti che indossa il

protagonista. Quest'anima viandante, solitaria e sola, che vaga per l'umidità della Romagna nella

malinconia degli stabilimenti balneari che si chiudono».

Abiti che hanno fatto la storia delle donne che gli hanno indossati e creati, come Mary Quant. «Per me

è importante ritrovare la sua figura, una donna poco celebrata anche se ha avuto un valore

importantissimo nell'ambito sociale, storico e politico», come ha ricordato la cantautrice Marianne

Mirage, approfondendo il documentario Quant. «Mi piace molto parlare di lei come di una donna libera,

perché è sempre molto importante pensare che la libertà non è qualcosa che abbiamo dappertutto, noi

oggi, come donne, non l'abbiamo spesso». Così come Cleò dalle 5 alle 7 di Agnes Varda, con quei

cappelli e quei vestiti che, come ha ricordato Farinelli hanno suggerito uno spazio immaginario in cui

salvarsi allontanandosi dai drammi della propria vita.

Dal ricordo di Chanel e dell'abito di mussola nero ne L'anno scorso a Marienbad, o nei vestiti di The

Greeks had a word for them, apologia femminista ante litteram, fino aquello di Giorgio Armani in Made

in Milan, cortometraggio famosissimo di Scorsese dedicato allo stilista da poco scomparso. E poi i film

muti con l'accompagnamento al pianoforte dal vivo, i tentativi di ritrovare qualcuno del cast nel sequel

del film durante la proiezione al Mexico del Diavolo veste Prada (non avevamo tutti i torti, considerando

che Meryl Streep è venuta a vedere il documentario dedicato a Diane Vreeland, proprio al Mexico).

Dietro alle tende pesanti e alle porte che nascondevano persone e schermi, Cinemoda Club è stato il più
felliniano dei sogni, con il paesaggio esterno - quello di Milano sotto la pioggia o sotto il sole - e quello

interno di tutte le nostre storie sospese, in cui ci siamo immersi anche grazie alle colonne sonore di Cam

Sugar (il più grande catalogo di colonne sonore del cinema italiano e francese), ascoltate nei tre foyer

tra un film e l'altro.

L'amore nasce in silenzio, come quello tra i due protagonisti di In the mood for love, rivisto insieme al

fotografo e modello Malick Bodian e a un gruppo di studenti che si sono presentati alla proiezione del

mattino per vedere per la prima volta o rivedere alcune delle scenepiù cult di uno dei film ritenuti tra i

migliori di sempre. «C'è quel momento in cui loro due scendono le scale, si sfiorano appena, la giacca

di lui tocca il qipao tipico tradizionale cinese di lei, enemmeno si guardano», ha ricordato Bodian, «elì

si legge tutta la passione di un incontro». Perché l'amore nasce in silenzio. Proprio come succede al buio,

al cinema.

Tous droits de reproduction réservés

vogue.it
URL : http://www.vogue.it/ 

PAYS : Italie 

TYPE : Web Grand Public 

JOURNALISTE : Corinne Corci

2 octobre 2025 - 08:27 > Version en ligne

Page  5

https://www.vogue.it/article/cinemoda-club-foto-rassegna-film-kering


KERING - LUXE



(1/1)  KERING - LUXE

La fashion week côté coulisses
LE POINT MERCATO C’est historique :
14maisons déû lent cette saison avec

une nouvelle direction artistique. Parmi

les plus applaudies, Rachel Scott chez

Proenza Schouler aréussi l’exploit de
réaliser sa collection à la dernière

minute en collaboration avec le duo

Jack McCollough et Lazaro

Hernandez partis chez Loewe.

C’estégalement un sans-faute

pour Louise Trotter, qui suc-

cède à Mathieu Blazy (parti
chez Chanel) chez Bottega

Veneta, où l’élégance des

volumes et des mouvements

de franges et de cuir est totale-
ment respectée. La collection

deSimone Bellotti pour JilSan-

der aquasiment fait l’unanimité
avec ses lignes minimalistes
fidèles à la marque. Si la pre-

mière collection pour femme de

Jonathan W. Anderson est saluée,

celle deDario Vitale chez Versace
divise.Nouveau pavédans la mare

du mercato : après le déû lé, Silvia

Venturini Fendi a annoncé qu’elle
quittait son poste de directrice artis-
tique pour occuper celui de prési-

dente d’honneur.

LA GUCCIFAMILY

ET SONAVANT-PREMIÈRE Côté mer-

cato, Gucci n’est pas en reste, puisque

pour sa première collection Demna
Gvasalia (ex-Balenciaga) a mis le

paquet sur le storytelling. Ainsi, La

Famiglia a été présentée en grande
pompe avecune vraie-fausse pro-

jection du û lm The Tigerréalisé

pour l’occasion.Le soir de l’évé-
nement, les amies de la mai-

son, Gwyneth Paltrow, Demi
Moore ou encore Lila Moss,ont

posé au photo call comme lors

des vraies soirées hollywoo-

diennes. Composée de

37 archétypes, chacun pré-

senté dans un cadre de

tableau, de la Ragazza à la

star, en passant par le Diret-

tore (directeur), le Nerd ou la

Gallerista (galeriste),la collec-

tion de Demna, si elle réhabi-

lite certaines pièces iconiques
de Gucci,comme la fourrure en

guise de robe du soir, le logo en

total look ou encore la ceinture

audouble G,est aussi une paro-
die des étiquettes que l’on s’obstine
à accoler à la mode.

LECASTINGDU« DIABLES’HABILLEEN

PRADA » EN FRONT ROW À Milan,
Meryl Streep, alias Miranda Priestly

dans Le diable s’habille en Prada , a

enûn rencontré son homologue dans
la vraie vie, Anna Wintour, vraie (ex-)

rédactrice en chef de Vogue. Puis l’ac-
trice s’est installée en front row du

défilé Dolce & Gabbana, vêtue

comme son personnage et accom-

pagnée de Nigel (son assistant dans le
film) également en costume de son

personnage. Une insertion de person-

nages ûctifs dans la réalité qui sonne

comme une inception, mais surtout

comme un fabuleux coup de com pour
promouvoir la prochaine sortie du

nouveau volet du Diable s’habille en

Prada ,prévue pour mai 2026.

LA WATCH PARTY Le nouveau déû lé,

c’est la fan zone. Après sa naissance

spontanée à Paris en juin avec la pro-

jection du déû lé Dior en direct dans un
petit bar, l’inü uenceur et critique de

mode Lyas a ao né son concept : don-

ner rendez-vous à ses abonnés qui ne
peuvent assister aux déû lés pour une

projection live de ces derniers. Paris

accueille donc la Watching Party, dans

la cour de La Caserne (dans le 10
e
), et

ce pour toute la durée de la fashion
week. De quoi réinventer l’expérience
du front row et la transformer en un

moment de partage et de joie collec-
tive, un peu comme une soirée match.

La fashion week, nouvelle Ligue des

Champions ?

Dans la famille Gucci, je voudrais

la « ragazza » Lila Moss.

INSTA

GUCCI

Jil Sander
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Grands crus
VARIATIONS

Si lesFrançaisdisent« bordeaux», Pantone,l’entrepriseaméricainespécialiséedansleclassementet l’usagedescouleurs,aimeparlerde«WindsorWine»
(référence19-1528).Une histoiredevin nobleàla robeséduisante,qui désigneuneteintesobreet automnale,dont leprêt-à-porterdeluxe,notamment
féminin,s’estpiquécesdeuxdernièresannées.Poursacollectionprintemps-été 2024,Hermèsenfaisait la tonalité-cléd’un défilésensueletafranchi,
où lespeauxapparaissaientsousles cuirset les twills desoie.Gucci, sousl’impulsion desonprécédentdirecteurartistiqueSabatode Sarno(parti en
février2025),l’imposaitpour l’intégralitédesemballagesdela grife sousle nomdeRossoAncora et lemartelaitensuiteà grandscoupsde silhouettes
monochromes.Si lamodemasculinecèdemoinsfacilementàcegenred’emballementcolorimétrique,desnotesde bordeauxgagnenttoutefoislepoignet
deshommesdepuisquelquessemaines.Certainesmarques,commeOmega,l’emploientenbordurede cadran,mais laplupart l’épousentpleinement,

du cadranau bracelet,comme,récemment,Hublotou,ici, Jaeger-LeCoultre,Hermèset Cartier.
Valentin Pérez | Photo Maxime Poiblanc | Réalisation Fiona Khalifa | Scénographie Margot Thiry

De gauche à droite, montre Tank

Louis Cartier, en or jaune

et bracelet en alligator,

14600 €, Cartier. cartier.com
Montre Arceau Le Temps suspendu,

en or blanc, mouvement de

manufacture Hermès H1837,

bracelet en alligator, prix sur
demande, Hermès. hermes.com

Montre Reverso Tribute, en or

rose, bracelet en cuir et tissu,

25500 €, Jaeger-LeCoultre.
jaeger-lecoultre.com
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CULTURE & TENDANCES

TENDANCE

Crinolineset sleepwear
sur les podiums
dela fashion week deParis.
Lesdéfilés printemps-
été 2026imposent leurs
nouvellesobsessions.

P.37
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Que retenir des premiers

défilés printemps-été 2026 ?

De New York à Paris, en passant par Londres

Milan, petit tour d'horizon international des collections

et des temps forts de cette semaine de folies.

NINABOUTLÉROFF

I

nauguréeparSaintLaurent
avec un show grandi-
loquent souslatour Eiffel
etun front row de célébri-
tés internationales
- Madonna, Zoë Kravitz,
Charli XCX,Hailey Bieber
ou CharlotteGainsbourg-.

suivi deLouis Vuitton(où sepressaient,
danslesappartementsd'Anned'Autriche

auLouvre,ZendayaetEmmaStone),puis

deDioretlapremièrecollectionfemme de
JonathanW.Anderson,(attenduecomme
le messieet observéedeprès parRosalia

ou encore Charlize Theroninstallées au
premierrang),la semainedelamode pari-
sienne a démarré sur les chapeaux de
roues.SuccédantàcellesdeNew York,de
Londresetde Milan,la fashionweekpari-
sienneportejusqu'ici cettemêmeénergie
singulièreobservéedansles autres capi-
tales,où tout le monde sembleseposerla
question cruciale:les algorithmesont-ils
uniformisé la mode? Qu'ellesaccueillent
une nouvelle direction artistique (Gucci,
Dior,BottegaVeneta)oupoursuiventavec
leur chefde file patrimonial (Prada,Saint
Laurent,LouisVuitton),lesmaisontentent
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chacunedese reconnecterà sonidentité.
Lorsdudéfilé Vuitton,unmantraétaitd'ail-
leurs énoncéparCateBlanchettenbande-
son: «Le véritable luxe réside dans la
liberté deseretrouversoi-même.»

Retour aux fondamentaux
Ainsi, chacune des grandes maisons
intègreàsacollectionprintemps-été2026
sesfondamentaux:des saharienneset du

drame chez Saint Laurent, du baroque
futuriste chezVuitton,dupornochicet des
robesdusoirtransparenteschezTomFord,

descostumesbien tailléset des matières
écoresponsableschez Stella McCartney,
des frangeset du cuir tresséchezBottega
Veneta...ChezDior,JonathanW.Anderson

a quantàlui explorélesarchivesdelamai-

sonainsiquesoninépuisableuniverscréa-
tif. Sidenombreusessilhouettesrésonnent

avecsapremière collectionpour l'homme
(une cape,une vesteà basquesen laine
verte...), s'inspirantà la foisdes épopéesà
la MariaGraziaChiuriet de l'ère JohnGal-
liano,JonathanW.Andersona renduhom-
mage à tous ses prédécesseurs, Yves
Saint-Laurent, Gianfranco Ferré, John
Galliano,RafSimons, Kim Jones,réunis
dansune vidéo projetée enintroduction
du défilé. Outre la réhabilitation des

basiques,il règneaussi depuisNew York,
Londres,Milan,et maintenantà Paris,une
ambianceouverteà la joie - avecdesjeux
de couleurs -, à l'oisiveté, ou encore à
l'opulence. De quoi contrer les sombres
annéesàvenir ?
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Bottega Veneta, un nuovo giorno (profumato)

Una fragranza luminosa come l'alba, dopo l'oscurità della mezzanotte. Invitante come i sogni

di un giorno che inizia. Il jus novità di una maison che "intreccia", con maestria, storie olfattive

Di Redazione

La mezzanotte è il confine silenzioso tra ciò che è stato e ciò che può ancora essere. È l'ora delle

promesse sussurrate, dei pensieri più profondi. Come scriveva Emily Dickinson: «A mezzanotte,

ciascuno cerca qualcosa, spesso se stesso».È a questo tempo sospeso,quando non è più ieri, ma non

ancora domani, che Bottega Veneta dedica un trio di nuove fragranze, a comporre la collezione

"Mezzanotte". E se il buio è introspezione, l'alba è rinascita. Luci e ombre, entrambe, sono parti

inseparabili del cambiamento, ericordano che un nuovo inizio è semprepossibile.

Bottega Veneta, il profumo di un nuovo giorno

Almost Dawn è l'incarnazione olfattiva di questa magica transizione: l'alba, l'ora in cui l'ombra

quieta della notte si apre lentamente alla luce del nuovo. Le suenote si fondono con armonia, come

i ritmi del cosmo. Ispirata alla prima luce del mattino, questa composizione olfattiva è un omaggio

silenzioso alla calma e all'ottimismo con cui si osservail mondo, prima che inizi ascorrere via, con i

suoi tempi. È ancheun atto di ottimismo, di fiducia discreta in nuove possibilità.

La rotondità calda e avvolgente del castagno evoca la terra, il fuoco lento di un calore che accoglie e

conforta. A questabase solida erassicurante si intreccia la sofisticata intensità del tartufo, che dona

un tocco di mistero e sensualità, come la scia dell'oscurità che sfuma lentamente. Il tutto viene

ammorbidito da unapregiata vaniglia, una carezza gentile all'anima e ai sensi. Almost Dawn è una

fragranzaintima eppureespansiva,cheresta vicina allapelle ma saanche farsi spazionell'aria, lasciando

una scia luminosa.

Un'opera d'arte di flacone

La fragranza è racchiusa in un flacone di vetro che sembra modellato dalla natura: la silhouette

è fluida e organica, quasi plasmata dall'acqua, e poi sigillata dal legno scolpito del tappo. Alla

base, un elemento scultoreo, un piedistallo in marmo nero Marquina, oscuro come una notte

veneziana. Fedeli allo spirito artigianale e materico della maison, i flaconi di tutte le fragranze sono

veri e propri oggetti d'arte, con il vetro e le sue curvature morbide che omaggiano la millenaria storia

di Murano.

Il marmo, solido e regale,richiama invece la forza terrena della natura. Ogni elemento dialoga con gli

altri in un equilibrio raffinato, in un incontro che trasforma la composizione in un'esperienza da

toccare, guardare eindossare.
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Una famiglia che si allarga

Prosegue così il racconto olfattivo iniziato con il lancio della prima collezione di fragranze firmate

Bottega Veneta, lo scorso autunno.

Le altre due new entry? Hinoki, che unisce le note balsamiche dell'abete, il pregiato legno giapponese

di hinoki e la sensualità del patchouli, a evocare una passeggiata in una foresta antica, e Good Morning

Midnight, che combina invece l'eleganza dell'oud thailandese con un rosa opulenta e una nota di

fragolina di bosco, metafora di ottimismo e gioia di vivere. Il fil rouge è sempre il concetto di

"intrecciato olfattivo": un incontro di essenze provenienti da ogni parte del mondo, sapientemente

armonizzate per dare vita a profumi dalla personalità unica. Come ciascuno di noi. E ciascuno dei nostri

nuovi giorni.
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Sac
Race

Sparkly,bug-eyedsunglasses
adda futuristic sheento

thisBalenciaga sackdress,
agroundbreaking1957style

thatdesignerPierpaolo
Piccioli reinterpretedin

his debutcollection for the
house.Formoreon theParis

shows,seepages8to 18.
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Yet the inimitablehandwritingof Piccioli
his graceful,sculpturalsilhouettes,his

opulentuseof color, his romanticismemas

shonethrough, thrustingBalenciagain an
excitingnew direction.

The Italian designer,who hada one-

year hiatusafterexiting Valentino, also

provedhe’s in tune with fashion’s current

obsessionwith bringingsexyback,his

croppedshirtsandleathertopsrevealing

large slicesof tonedmidriffs.

Thatsaid, Piccioli madenoapologies
for openingthe showwith the sackdress,
introduced in 1957anda radical departure
fromthe stiff, hourglassshapesof theera.

“That dress is sorelevant andso

meaningful,becauseit freedwomenfrom
their restrictions,” hesaid backstage.

To wit: Piccioli built his first Balenciaga
collectiononnewversionsof the gazar
fabricsthefounderused to achieve volume
with lightness,his mostimportantlegacy.

Underlying theseinnovations is a
kindnessandgoodwillthat Piccioli has
demonstratedhis entirecareer,and
maybe that’s thenewestthing in fashion.
Welcome backPierpaolo!– Miles Socha

TheReviews
Balenciaga
Scorched-earth policies areso lastseason:
Most designersmakingtheir debutsat
Europeanheritagehousesfor spring2026

arepayinghomage to thecreativesthat

camebeforethem.
Perhapsnonemoregallantlythan

PierpaoloPiccioli, whose strongdebut
at BalenciagaonSaturdaynight drew

manystraightlines– andsomedotted
ones to CristôbalBalenciaga, and to the
two21st-centurytalentswho propelled
thebrand into thebig leagues:Nicolas

GhesquièreandDemna,now leadingLouis

VuittonandGucci respectively.
“I don’t want to deny what hasbeen

herebefore,” hetold ahuddleof editors

andwell-wishers after theshow, whose

celebrityguestsincludedIsabelleHuppert,
KristenScottThomas,AnneHathaway,
FKA Twigs and– to the puzzlementof

many MeghanMarkle.
Thereweremomentswhenyou

wonderedif youmightbechezValentino,
wherePiccioli spentthe lion’s shareof

his career.Amongthe VIPsarriving at
thesteamy,cross-shapedvenuewere

Giancarlo Giammetti, Valentino Garavani’s
longtimebusinessparter,who arrivedwith

Georgina Brandolini,a longtimemuseand
collaboratorof the Roman couturier.

But oncethe showgotunderway the
first modelwearinga sleevelessblack

sack dressaccessorizedwith fierce, bug-

eyed sunglasses Piccioli’s methodology

wasclear.
Nods to the founderweremany,

includingT-shirt, white shirt andblack
leathercapeversionsof thefounder’s
famous Darth Vader-esque1967 wedding
ensemble;andnumerousballoondresses
andskirts,the moststrikingin blackleather.

Cristôbal’s famoustulip dresswas
cross-pollinated with Demna’s streetwear

sensibility in baggyBermudashorts,
sometimesin khaki,sometimesin denim
with rips and tears.Jeansalso came in wide-

legged versions, dragging under the feet as
Demna wouldhavethem,minus the mud.

The tall ridinghatsandegg-shaped
coatswith big buttons wereanecho

of Ghesquière’s fall 2006Balenciaga
collection,while supersizedandpint-sized
versionsof Le City Bag tookyou backto his

first “It” accessory, introducedin 2001.
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'There was so much love in that room': First

reactions to Pierpaolo Piccioli's Balenciaga

Claire Thomson-Jonville, Derek Blasberg, Alix Morabito and more discuss the

beloved designer's debut for Balenciaga.

By Laure Guilbault

Becomea VogueBusinessMember to receiveunlimited accessto Member-only reporting and insights,

our Beautyand TikTok Trend Trackers, Member-only newslettersand exclusiveevent invitations.

In his debut collection for Balenciaga,Pierpaolo Piccioli drew on founder Cristóbal Balenciaga's rich

archives and picked up where Demna left off, quite literally. The show was staged at the Kering

headquartersinside the historic Laennec landmark, wherehis predecessor'sexhibition washeld in July.

Therewere 560 guestsat the star-studdedshow, including Meghan Markle, Lauren SánchezBezosand

Georgina Rodriguez. The front row had long-time Balenciaga ambassadorIsabelle Huppert and new

facesfor the brand who wore Piccioli's creations for Valentino, suchas AnneHathaway, Simone Ashley

and ShaileneWoodley. (One absenteewasDemna's BalenciagahouseambassadorNicole Kidman, who

is rumoured to have joined Chanel.)

Piccioli's mastery of couture translated into a compelling ready-to-wear proposal. The show opened

with an iteration of Cristóbal's tubular Sack dress. There were black tailored silhouettes, brushesof

colours andplenty of new accessorieslike the Bolero handbag."I didn't want to go back to the roots. I

wanted to study the archives and find my own way. I discovered a sort of method. Cristóbal was an

architect, a sculptor and a painter. He always put the body at the centre of his research," Piccioli

explained during apreview on Saturdayafternoon.

Piccioli's appointmentat Balenciagain May camea year after the Italian designer steppeddown from

Valentino. His romantic universe seemsfar from Demna's process of deconstruction and irony. But

when appointedcreative director of Balenciaga,Piccioli told Vogue Runwayand VogueBusinessglobal

director Nicole Phelps that he wanted"to embracethe past, becauseI feel that it's very important to

haverespectfor what Nicolas [Ghesquière] andDemnadid beforeme. Thestory of Balenciagais astory

of designersthat I respect. This is more a passingof [the] torch rather than a gameof chairs, and I feel

very lucky to be apart of it."
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He did just that. The show invitation camein Balenciaga's signature grey box. In it, there was a

Walkman with acassetteplaying the sound of a beatingheart. It could easily have beenmistakenfor a

Demna Balenciagainvitation. "I wantedto give asort of continuity betweenDemnaandme, the show

is where Demna stagedan exhibition about his 10 yearsat Balenciaga.So I like the idea of starting

wheremy predecessorended," Piccioli said. Theheartbeatwasactually Piccioli's, thedesignerrevealed.

"This is my deeply personal approach[to Balenciaga]."

And the grey box? "I didn't want to changethe colour, the logo. I feel good here, so I don't needto

changethe font of the logo in order to find my place," Piccioli said.

Balenciagais not immune to the luxury downturn. Kering doesn't breakdown salesof its "other houses"

division, which includes Balenciaga,alongside brandslike AlexanderMcQueen andBoucheron."The

division's revenue in the secondquarter of 2025 was down 16 per cent on a comparablebasis, with

contrastingperformancesamonghouses," Kering said in its Q2 earningsrelease.According to Morgan

Stanleyestimates, Balenciaga saleshit €1.66 billion in 2024 (up from €360 million in 2015, when

Demna took the creative helm). On Saturdayafter the show, Kering's new CEO Luca deMeo came

backstageto congratulatePiccioli.

Here's what someindustry observershaveto say aboutthe show.

Derek Blasberg,author of And Another Thing Substack

Theman is clearly one of the most beloved men in the industry. Therewasso much love in that room,

andit felt like he knew it whenhe took his bow. His incredible useof colour wason full display, and so

were subtle nods to the designerswho were at the housebefore him - from Cristóbal to Demna.I'm

almost certain the green floral knit dresswas aprint that Nicolas Ghesquièreintroduced to the house.

This is a seasonof so many starts, which has been exciting to watch. But at a houselike Balenciaga,

which is over acentury old, the trick is longevity.

Claire Thomson-Jonville,headof editorial contentfor VogueFrance

It wasa masterful contemporary takeon Balenciaga,infused with the bestelementsthat we know and

love from Pierpaolo. Thegownswere sublime, but they felt very modern. Therewasanedgy sideto the

collection, which I loved - those pants wereinsane with the cropped leather tops and, of course,the

denim. Denimis ahugethemethis season,but I thought it felt really grown-up but cool. I will seemyself

dressinglike that. It was, in a way, reassuringto seethose bagsthat everybody loves, but there wasa

real feeling so elevatedand freshthat I personally really connectedwith it.

Alix Morabito, global buying director at Galeries Lafayette

Pierpaolo immersed himself in Balenciaga's archives, andwe can seesomeechoesof this. References

to Cristóbal, with work on volumes and colours and amore couture approach;to Nicolas Ghesquière,

through the City bag andbowler hats; andto Demna, through certain styling elementssuch as glasses.

We alsonote the development of numerousaccessories.

Tim Lim, groupfashion director at Meta Media Holdings

Therewasafamiliar senseof beauty,colour, bold-stroke texture,and pared-downchic that felt asmuch

Pierpaoloasit did Balenciaga,with nodsto his predecessorsin someof the harderedgesandaccessories.

A very telling sign of this new era was the appearanceof Meghan Markle: just three months ago, her

presencewould havereadin amuch different way.

YumiShin,chief merchandising officer at Bergdorf Goodman

PierpaoloPiccioli onceagain provesthat fashion canbeemotionally powerful, with arefined elegance

thathas becomehis signature.Each look showcasedcontrolled volumethat equally spokeof discipline
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and freedom. The play of colour was vibrant and the proportions were delivered through a couture lens.

Designed with kindness and always from the heart. It's this humanistic approach that transforms his

work into something deeply moving. In a season of daily debuts, Piccioli's vision is one from the soul.

Law Roach, celebrity stylist

I love the attention to legacy and to the clothes. I also love that there was a little nod to Demna and what

he brought at Balenciaga, with the glasses and some of the tailoring. Then we saw the colour, which

Pierpaolo is known for. I think we would have been disappointed if we had not seen it. I think that it

was a trifecta of past, present and future.

Brigitte Chartrand, chief buying and merchandising officer at Net-a-porter

I loved the black draped tailored looks that Pierpaolo showed under his new vision for Balenciaga. He

honoured Cristóbal while bringing a new twist.

Comments, questions or feedback? Email us at feedback@voguebusiness.com.
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Balenciaga

Royal welcome

for debut built

around female

empowerment

aga

Jess Cartner-Morley

Paris

N
ew names at Dior

and Chanel have

generated the most

noise at this Paris

fashion week, but

it was Balenciaga’s
debut that brought the media

storm with a front row coup : the
Duchess of Sussex, making her

fi rst European appearance in three

years. On Saturday night in Paris,

Dior, Chanel – and Lauren Sánchez,

who also attended the show – were

all outdone for razzle-dazzle.

Until that point, the mood

music around Pierpaolo Piccioli ’s
debut had felt relatively serene.

Balenciaga is a venerated house,

and Piccioli a world-leading

designer . Meghan’s choice of

Balenciaga – a French house

founded by a Spaniard with an

Italian designer – was notable for

the absence of any links to Britain.

Intriguingly, the theme of

Piccioli’s “manifesto”, as he

described the collection backstage,

was female emancipation. His

starting point was Crist óbal

Balenciaga ’s 1957 sack dress,

a silhouette that sits proud of

the body to neither amplify nor

constrict a woman’s curves. The

look was a radical expression of a

zeitgeist that was beginning to shift

from 1950s conservatism towards

the 1960s, said Piccioli. “It was

about progress for women. It freed

women from the weight of clothes

that sit on their body and talk about

their body. The sack dress allowed
women to be free in space.”

Piccioli, who exudes an air of

hipp y-ish serenity, is not interested

in seeing fashion as an ego battle.

It is “cooler”, he says, for designers

to appreciate each other’s talents.

First on to the catwalk was a

reworking of the sack dress,

elongated to an ankle-skimming

hem, worn with opera gloves

– but also with wraparound bug-

eye sunglasses that were a direct

hat-tip to the apocalypse-chic of

Balenciaga’s erstwhile designer

Demna . Piccioli said he was hoping

for a “reconciliation” between the

couture roots of the house, and its

streetwear era. Balenciaga’s most

famous silhouettes were included

in the show: a “cocoon ” coat, this
time in poison green, and a trapeze

dress in violent purple.

Michael Rider worked closely

y

with Phoebe Philo during her

tenure at Celine, and then spent

six years building Polo Ralph

Lauren into a fl agship for accessible

taste. Now back at Celine, he is

bringing the inclusive spirit of Polo

to Parisian style. So there were

trenchcoats, straw baskets, and

silk scarves tied around bags - all

the motifs of French-girl-chic, a

modern money spinner .

“Celine isn’t a mean brand,

or a brand that wants to exclude

people,” Rider said after the show.

“ When you wear this brand you

may not have the strangest thing,

but you have the best coat, and you
have the attitude to wear it.”

▲ The Duchess of Sussex was a front

row coup for Balenciaga’s Paris show
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Designer Pierpaolo

Piccioli’s debut

off ered silhouettes

aimed at freeing

women from the

weight of clothes
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STYLE

Pierpaolo dans les pas de Cristobal

Quand,lors delapetite entrevuequ'il
concèdeàunepoignéedejournalistes,

quelquesheuresavantsonpremier
défilé pourBalenciaga,ondemande
àPierpaoloPicciolis'ileststressé,
il répondaveclesourire: «Pasdutout,
jemesensici commeàla maison.»
Il neparlepasdela chapelledeLaennec,
où sontinstallésles bureauxdela

maison(et deKering),maisdela maison
de CristobalBalenciaga,pourquil'Italien
n'a jamaiscachésonattachementet son
admiration.Aujourd'hui,il s'enamuse:
«Auxarchives,ils ontmêmebrodémes
initialessurlesgantsblancsquej'utilise
sanscesse.J'avouequeje neboudepas
monplaisir.Observerdeprèssontravail
etceluidetousmesprédécesseurs
m'enchante.Jesuisaussiàcetteplace
grâceàeux.C'estdetoutel'histoire
decettemaisondontj'ai envie
dem'emparer.»
Il racontelonguementsaminutieuse
étudedelatechniqueet dudonpour
lacoupeetlemouvementdeCristobal:

«Cequimetouche,c'estqu'ilavaitàcœur
demettrelecorpsaucentredeson

approcheduvêtement.»Uneplongée
danslepatrimoineBalenciagaqui lui a
inspirédedéclinercotonetlainages
selonlamêmetechniquequelegazar,
étoffehaute coutureinventéeen1958

pourlemaître espagnol.Ce«néogazar»,
commeil l'appelle,està l'origine des
cinquante-troissilhouettesdel'été 2026.
Piccioliouvre cegalopd'essaiparsa
versiondel'inimitablerobe Sackde1957

deCristobal.Unfourreaunoir àdos

ovoïde...portéavecunepairedelunettes
rétrofuturistesévoquantl'époque
Demna- tout commele lieududéfilé,
cettechapelle,quiaabritéàlarentrée
larétrospectivedesesdix ansàla tête
descollections.Aufur et àmesure
despassages,ondécèlelesdifférents
«hommages» auxDAquil'ont précédé:
le City,best-sellerdeNicolasGhesquière,
etsescasquettesbombesquidonnent
leport detête altier; le vestiaire
à l'américained'AlexanderWang;

la«streetcrédibilité»deDemnadans
lesbermudasamplesendenimdélavé
et autresbomberscourts.
Justement,lorsdecerendez-vous

avecla presse,undenosconfrères

demandaitàPiccioliàquellefemme
il s'adressait,quandCristobalhabillait
l'aristocratie,Ghesquièrel'avant-garde
et Demnalarue. Ledesignerélude:
«Balenciagan'estpasunegriffe lambda,
c'estunevraiemaisondemode.»Puis
parledela valeurderrièrelevêtement,
del'authenticitédanssonapproche
créativeetdesréseauxsociauxqui
popularisent« cetteculturedemode».

Cen'estqu'unepremièrecollection
maisons'interrogesurceprêt-à-porter
Balenciagatrèssoir,trèsprécieux,
alorsquele designerromain estcensé

présenterunehautecoutureenjanvier
prochain.À suivre... V.G.

Balenciaga
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Fashion Week de Paris : c'est quoi, le nouveau

Balenciaga ?

Pierpaolo Piccioli signe un premier défilé parfumé pour Balenciaga : un grand chic du jour

comme du soir, qui ensorcèle par ses couleurs comme par la magie du noir.

Par Pierre Groppo

Fashion Week de Paris, le marathon continue - la semaine des défilés ne compte pas moins d'une
centaine d'événementsau calendrier officiel. Parmi ceux-ci, le premier défilé de Pierpaolo Piccioli

pour Balenciaga,l'un des momentspharesdece quecertains appellent le plus grandmoment demode

depuisles années1990,au vudu chamboulementdesdirecteursartistiquesdanslesplus grandesmaisons
del'industrie.

Ence week-endàla météocapricieuse, les aversesdepluie n'ont pas découragéles fansqui se pressent,

avec leur parapluie, devantl'entrée de l'ancienhôpital Laennec,siègedu groupeKering (propriétaire de

Balenciaga), qui accueillait, il y a quelques mois encore, l'exposition-hommage à Demna, qui a

transformé en dix ansla maison en un géant dela mode et l'une des stars incontestéesde la Fashion

Weekde Paris. Il est 20heures: pourtant, c'estdansl'après-midi quePierpaolo Piccioli accueillait, en

petit comité, quelquesjournalistes pour une découverteen avant-premièrede la collection - et de sa

vision pour la maison. Brastatoués,bijoux porte-bonheur aucou (dont un morceaudecorail rouge, gri-

gri très prisé en Italie), le couturier dévoilait son moodboard, où voisinaient aussi bien le visagede

SineadO'Connor quecelui d'une ViergeMarie, desœuvresdu peintre espagnol Franciscode Zurbaran,

de Brancusiet deLucio Fontana,desimagesde BalenciagaépoqueCristobal, desbustesantiques...

« Balenciagaestune maison qui ades chosesà dire ».

PIERPAOLO PICCIOLI

Un chassé-croiséd'inspirations aussigraphiqueque cultivé car, comme le dit le couturier, « Balenciaga

estune maison qui a des chosesà dire. Cen'est pas une maison mainstream: elle a uneculture de la

mode,qui explique la valeur despièces,par l'attention qui y estporté, la manièrede faire, les tissus... »

Parmi ces derniers,Pierpaolo Piccioli s'estpassionépour le gazar,une étoffe imaginée par le soyeux

Gustav Zumstegpour Cristobal Balenciaga à la fin des années1950. « C'est uneétoffe qui signe la

méthodedeCristobal, qui consisteàmettredel'air entrele vêtementet le corps,cedernierétant toujours

aucœurdesrecherchesde celui qui étaitaussibien sculpteurqu'architecte: enrajoutant un fil, onobtient

plus detenue,mais aussiun tissu qui s'allège», explique le créateur,qui, du coup, aaussieurecoursau

gazardelaine et au gazardecoton, pour obtenir « ceparadoxetrèsBalenciagaentrelégèretéet austérité,

résolumentancrédansle présent».
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Runway parfumé et volumes basculés

Pour voir ce que cela donne sur le podium, Vittoria Ceretti, Isabelle Huppert, Laetitia Casta, Anne

Hathaway et Simone Ashley ont toutes fait le déplacement, et peuvent même humer, sur le lieu du show,

les notes d'agrumes salés et de poivre rose du parfum Getaria, baptisé du nom de naissance de Cristobal

Balenciaga. Surprise : il se sussurre que Meghan Markle est dans la salle. On se demande donc ce que

la duchesse californienne pense de cette collection qui emprunte, avec une élégance absolue, à la grande

tradition aristocratique de la maison. Jupes à volumes XXL, petits tops coupés au laser, volumes

basculés, jeux de plissés à la minutie chirurgicale : Pierpaolo Piccioli signe une collection comme un

manifeste de mode contemporaine, qui va du petit jour (avec le bon jean, le manteau dont on ne se

lassera jamais, le petit blouson d'inspiration couture) autrès grand soir, fait derobes tour à tour amples

ou près du corps, de volumes travaillés comme des origamis éblouissants par l'évidence de leur

graphisme autant que par la richesse de détails - broderies de fleurs, plumes jaillissant comme un feu

d'artifice ... « Ceci n'est pas qu'un hommage à Cristobal Balenciaga : c'est un retour aux sources, mais

c'est aussi ma perspective et mon chemin », expliquait quelques heures avant le couturier, qui, en guise

d'invitation, n'avait pas hésité à enregistrer les battements de son propre cœur, partagés ensuite sur une

cassette audio (et un walkman vintage) envoyée aux guests du défilé. Le tout, dans une boite grise, avec

la typographie noire époque Demna. À un journaliste qui lui demandait s'il n'avait pas eu envie de tout

changer, Pierpaolo Piccioli s'était contenté de répondre : « Non. Je crois que le passé est important pour

réussir les choses, à condition qu'on le transforme et qu'on l'enracine dans le présent. Le logo, la couleur

sont parfaitement pertinents. Je n'ai eu aucune envie de les modifier. Et puis, j'avais quand même autre

chose à faire : cette collection à imaginer ... » Reste une question : mais qu'est-ce que Meghan Markle

va décider de porter?
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BUSINESS

Pomellato Opens New Rodeo Drive Flagship

Pomellato Pomellato

AfirstlookatPomellato'snewBeverlyHillsboutique.

Afirstlookat
Pomellato's
newBeverly

Hillsboutique.

· TheItalianjewelerunveilsa
relocatedBeverlyHillsflagship
withafreshdesignconcept.

BYRYMACHIKHOUNE

1967byPinoRaboliniandpartofthe
FrenchluxurygroupKeringsince2013.
Pomellatocurrentlyoperatesthreeother
U.S.boutiques,inChicago,MiamiandNew
York,andmorethan70globally.

"HavingRodeoDriveasourfirsttemple
withthisveryuniqueconceptmakes
alotofsensebecauseHollywood,and
moreingeneralL.A.,areplacesofartistic
expression,dareandutmostcreativity,"
Pomellato'schiefexecutiveofficerSabina
BellisaidinastatementtoWWD."The

Pomellatohasunveiledtheopeningof
anewRodeoDriveboutique,debutinga
freshretailconcept.

Theflagship,at445RodeoDrive,marks
arelocationwithinBeverlyHillsforthe
Italianfinejeweler,foundedinMilanin

newboutiqueisuniqueineveryway.
It reinterpretsinanextrarefinedand
preciouswaythedesigncodesfromthe
'60sthatmarkedboththesuccessof
MilaneseandItaliandesignintheworld
butalsothebirthofPomellato."

ConceivedbyPomellato'sin-house
architectureteaminMilan,theboutique
showcaseshand-castporcelaintiles
byFornaceS.Anselmo,hand-painted
andembroideredsilkwallcoveringsby
MishaMilano,abespokepink-marble

compositionbyFantiniMosaiciand
sculpturalMuranolightingby6:AM
Glassworks.

"Strategically,itbringsthemaison's
definingtraitstolife- craftsmanship,
color,unconventionaldesignand
femininity- withinaLEEDPlatinum-
certifiedenvironment,"Belliwenton."It
isaphysicalmanifestoofPomellatotoday:
Milanesebysoul,globalbyattitude."

TheBeverlyHillsflagshipfeatures
Pomellato'sNudo,Iconica,Cateneand
PomellatoTogethercollections,alongside
acuratedselectionofhighjewelry
andtheMonilicollection,whichwas
developedincollaborationwithGucci.

"FortheRodeoDriveopening,three
preciousadditionsofMoniliwillbe
presentedexclusivelytothepublic,"Belli
said."Threenecklacescraftedwithprecious
leather,goldanddiamonds- twoofwhich
featureacentralgemstone,onewithpink
tourmalineandtheotherwithrubellite."

Thenewboutiquewillserveas
thedesignblueprintforfuturestores
worldwide.Upcomingopeningsinclude
Miami'sBalHarbourandShanghai'sPlaza
66,withadditionalupdatesplannedacross
EuropeandAsia,accordingtoBelli.

"Materials,colorandartisan
interventionswillbecalibratedtoeach
city- maintainingourMilaneseDNAwhile
dialoguingwithlocalculture- soevery
boutiquefeelsuniquelyPomellatoand
uniquelyofitsplace,"Belliadded. Colorado

Convention

Center

photograph

by
Peter

Verry
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EXCLUSIVE wewaitedforthosefinaltwodaysand
theneverythinghadtocometogethervery
quickly.Butnow,withthingsbeingdecided
earlierandunfoldingmoregradually,the
teamshavehadtimetoadapt.

Bruno Pavlovsky Readies Chanel

For Matthieu Blazy's Debut

· Theexecutivesharedhowthe
houseispreparingforitsnew
creative"spark"byrestructuring
itsteamsandnamingnew
brandambassadors.

BYJOELLEDIDERICH
PARIS-MatthieuBlazy'sfirstshowfor
Chanelisoneofthemosteagerlyawaited
eventsinayearchock-fullofdesigner
debuts,fuelingthesortofspeculation
usuallyassociatedwiththereleaseofa
TaylorSwiftalbum.

Observerssearchedforcluesinthe
redcarpetlookswornattheVeniceFilm
Festival.(ChanelonSundaynamedAyo
Edebiri,whoattendedthepremiereof
"AftertheHunt"inaredstraplessevening
gown,asitsnewbrandambassadorand
saidshewouldsitfrontrow.)

ImagesofoldChanelcollections
circulatedonInstagram,masqueradingas
an"exclusivepreview"ofBlazy'sspring
2026collection.

Intherun-uptotheshowattheGrand
PalaisonMonday,thebrandbegandrip-
feedingteaserimagesshotbyveteran
photographerDavidBailey- thebackofa
model'sbobbedhair,andawhiteshirtwith
agarmentcover- hintingataminimalist
newdirectionforthebrand.

Tendaysearlier,BrunoPavlovsky,
presidentoffashionandpresidentof
ChanelSAS,satdownwithWWDinhis
Parisofficetotalkaboutthebrand's
newchapterunderBlazy,whosucceeds
VirginieViard,theformerright-handof
longtimecreativedirectorKarlLagerfeld.

"Theenergyhereisoffthecharts,"
Pavlovskybeamed.

Headdressedwhythebrandhasspent
morethanayearshowingcollections
designedbyastudioteam,howBlazy's
arrivalisreshapingitsorganization,and
whyhehopesthenewcollectionwillprove
therightkindofcreative"spark."

WWD:Thishasbeenanunusually
protractedhandoverperiod,especially
whenyouconsiderthatsomeother
houseshavestagedpresentations
withinmonthsofnaminganew
creativedirector.Whywasthat?
BrunoPavlovsky:Ireallyadmireanyone
whocanjoinahouseandputoutafull
collectioninamatterofdaysorweeks.
Wetakealonger-termapproach.Themost
importantthingwasgivingMatthieutime
totrulysettleintothebrand.That'salso
whatsetsusapart,soI believewemade
therightdecisionandchosetherightpace.

First,wewantedtogivehimthetime
heneededtoreallygettoknowChanel.
Notthathewasunfamiliarwithit- heis
veryculturedandhasadeepknowledgeof
thehistoryoffashion,whetheratChanel
orelsewhere,soevenbeforehisarrival,I
believehespentagreatdealoftimeonhis
owndoingresearchandreallyfiguringout
whatChanelstandsfor.Ontopofthat,we
haveadaptedourset-uptomakesurewe
cancontinueproducingour10collections
ayearunderthebestpossibleconditions.

We'vestructuredtheworkflowwith
Matthieuinawaythatallowsustomanage
multiplecollectionssimultaneously,giving
himthespacetostepbackandseethe
broaderpicture.Inmanyways,he'slike
theconductor- orchestratingeverything,
ensuringthateachelementaligns,andthat
kindofprocesstakestime.

Hisfirsthautecouturecollectionis
cominginJanuary,andthatwillalsomark

thebeginningofanewchapter.Itwillbe
thefirstcollectionwithateamthatisnew
tohautecouture,whichmakesit especially
interesting.

ThentherearecollectionslikeCoco
BeachandCocoNeige- moretacticalin
nature,butalsoofferingspacefordistinct
formsofexpression.

CocoBeachisready,andyouwillseea
newnarrativebothintermsofproductand
imagery.ThisisMatthieu'stakeontheCoco
Beachconcept,andit'sreallyfascinating.
Ofcourse,somepeoplewillloveit,others
mayfeelit leanstoofarinonedirectionor
another.Butforme,that'snotthepoint.
Whatmattersisthatit'safreshstart.

WWD:Yourfallcampaignalsomarksa
departure,withfull-pagephotosofshoes
andbagsfeaturedas"hero"products.
B.P.:Withthiscampaign,theintention
wastoputthefocusbackontheproduct
andthat'ssomethingweintendto
continuedoing.

WWD:Didhehaveanyinputin
thiscampaign?
B.P.:Ofcourse,hewasalreadyhere,and
fromthemomenthearrived,we'verun
everythingpasthim.Butthiscampaign
doesn'trepresenthisinfluencedirectly.
Officiallyandpractically,Matthieu'simprint
beginswiththecollectiononOct.6.

WWD:Hisarrivalcomesagainstthe
backdropofagenerationalhandover
onthemanagementside,withthe
arrivalin2022ofLeenaNairasglobal
chiefexecutiveofficerofthebrand.
Whydidyouthinkthetimewasright
foranewcreativedirection?
B.P.:Forme,therearetwointerconnected
butdistinctaspectsatplay.First:
thegenerationalchangeinChanel's
leadership,whichwasnotonlyplanned,
butabsolutelyessential.Itwasnecessary

BrunoPavlovsky

forustolaythefoundationsforthenext
20years,andI believewe'reofftoastrong
startonthatfront.

Virginiedidanextraordinaryjob
handlingthetransitionafterKarl'spassing.
Shehelpedthebrandevolvebybringinga
greatersenseofeasetothecollections.It
workedreallywell,butwealsoknewthat,
atsomepoint,wewouldneedtointroduce
anewcreativeeyetobeginanewcycle
andregainmomentum.

I'mnotsurethat,in15years'time,there
willbemanycreativedirectorswiththe
longevityofsomeonelikeGiorgioArmani,
RalphLaurenorKarlLagerfeld.Theyare
trulyexceptional.Willthisnewgeneration
ofdesignershavethesamestayingpower?
Onecanonlyhopeso,butinevitably,
thequestionsofsuccessionandcreative
renewalarise,anditjustsohappensthat
it'shappeningeverywhereallatonce.

Forus,thiswasn'ttheproductofsome
strategicdirective.Rather,itwasabout
meetingthemomentanditbecameclearat
acertainpointthatashiftwasneeded.We're
genuinelythrilledtohaveMatthieuonboard.
Ihavecompleteconfidenceinhisvisionand
abilitytotakethehousetothenextlevel.

WWD:Foralmostfourdecades,
thefinalfittingsbeforetheshow
wereasacredritual,whenChanel
welcomedchoseneditorstopreview
thecollection.Forthefirsttimethis
season,it won'ttakeplace.Howare
theteamsadaptingtothisnewwayof
working?
B.P.:Wenolongerhavethosefinalfittings
becauseeverythingisreadymuchearlier.

Karlhadestablishedacertainway
ofworking- hetaughtustopullitall
togetherinjusttwoafternoons.With
Matthieu,it'shappeningovereightdays.

Fortheteams,Ithinkit'sbeena
welcomechange.Inthepast,therewas
oftenabottleneckofinformationwhile

We'restillfine-tuningthings.Matthieu,
hisnewteamandourexistingteamsare
workingitouttogether.Somedays,itall
runsverysmoothly,others,lessso,butthat's
entirelynatural.Ibelievethatinsixmonths
toayear,withtwoorthreecollectionsunder
ourbelt,wewillhavecompletelyswitchedto
thisnewwayofworking.

Attheendoftheday,whatwecare
aboutisthatMatthieuhaseverythinghe
needstodeliveracollectionandashow
thattrulyreflecthisvision.Andthere'sa
dedicatedteamaroundhim,workingto
ensurejustthat.

WWD:Hastherebeenalotofturnover
inthedesignstudio?
B.P.:Therehasn'tbeenahugeamount
ofturnover,butwehavesignificantly
reinforcedtheteams.

Wehaveassignedcertainpeopleto
specificcollections,whileotherswork
acrossallofthem.Thisshifthasrequired
ustohiremorepeople.

We'vehadtoexpandandadaptour
developmentandtechnicalteamstoo.
Theyarenowcollaboratingwiththestudio
muchearlierintheprocess,andthat'sa
win-winsituation.Inmanycases,we've
promotedpeoplefromwithin.Rightnow,
we'reinaphaseofongoingdiscovery,
learningandadaptation.

Witnessingthistransformationhas
beenabsolutelyfascinatingfrommy
perspective.AndI wanttobeclear:this
isnotacritiqueofwhatcamebefore.At
thattime,weweredoingexactlywhat
wasneeded.Butthisnewapproachwill
likelyimprovethespeedofdevelopment,
collaborationwithsuppliersandoverall
productiontimelines,becausewe're
startingearlier.Ultimately,Ihopethis
leadstomorereliabledeliveriesofcertain
collectionsinourboutiques.

WWD:Somehousesundergoinga
creativetransitionarealsousingthat
momenttointroducenewmusesand
brandambassadors.Areyou?
B.P.:Yes,youwilldefinitelyseesome
newfacesatthisshow,butyou'llalsosee
ambassadorswhohavebeenwithusfora
longtime.

Ofcourse,Matthieubringshisown
setofcreativeaffinities,whicharenew
andincrediblyenriching,butnotatthe
expenseofexistingrelationships.Onthe
contrary,it'saboutaddingdepthand
diversitytothepanelofwomenwho
representthebrand.Whatmattersto
usisrepresentingabroadspectrumof
identities:differentwomen,different
cultures,differentnationalities.It'sentirely
legitimatethatMatthieushouldgravitate
toanewsetofpeople.He'salsovery
comfortable,I think,withourexisting
ambassadors.They'vegottentoknoweach
otherandthere'salotofgoodwill.

That'spreciselywhyit wasimportant
toallowforalongertransitionperiod:to
preservetheidentityofthehouse,evenaswe
openupnewhorizons.Weabsolutelywant
Matthieutoputhisstamponthebrand- to
bringhisenergy,inspirationandpersonal
vision.Naturally,thatmeanschange.

Ihopethecollectionsurprisespeople.

WWD:Evenif thatinvolvestakingarisk?
B.P.:Itmightbeariskonpaper,butwe
needthisnewenergyandeverything
I'veseensofarispointingintheright
direction.Therehasn'tbeenasingle
momentwhereI'vethought,"Thisisn't
right."I findit deeplyexcitingtowelcome
newperspectivesandinterpretations.This
isthefirstofmanycollectionstocome,so
itwillbeaprogressiveevolution,butyou
needthatinitialspark.
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New
Beginnings
ChanelhasnamedAyo
Edebiriasits new brand

ambassadorin the run-up
to Matthieu Blazy’s first

showonMonday.
"Ayo Edebiri embodies a

new generationof genre-

defying performerswho

areconstantlypushing
boundaries.Herdistinctive

style, herwit and her

singularperspectiveon the
world makeher anatural
allyof Chanel,” thehouse

said in a statementshared
first with WWD.

Edebiri is bestknown for

playing chef SydneyAdamu
in the series“The Bear”
– for which shewaswon
severalawards,including

aGolden Globe andan
Emmy but she iS also a

screenwriterand director.

Sheteasedthe

partnershipbywearing
Chanelfor the premiere
of hernew film, "After the

Hunt,”atthe Venice Film

Festival andtheNew York

Film Festival.

"Ayo is all strength,but

at thesametime, she
is vulnerableenoughto

alwaysput herselfout
there,” Blazy said. “Nothing
can stopher. |admireher

boldness,herbeauty,her
intellectandher choiceof

artisticprojects.Shedoes
it all while beingincredibly
kind andwitty, with the

warmestsmile.”
Edebiri is expectedto

attendBlazy’s debut show

on Mondayevening atthe

GrandPalaisin Paris.
“Matthieuand|clicked

right away. | love his vision,

both sensitiveand joyful.

There is easeandelegance,
yeta beautifulinternal

power.His looks give me

confidence,but | still feel
likemyself. |am sohappy
tobeembarkingon this
adventurewith Matthieu
andChanel,”she said.

JOELLEDIDERICH

AyoEdebiri
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This Week: Matthieu Blazy's Chanel Caps

Fashion's Month of Debuts

The designer's first collection for the label is the most anticipated show of the

season, but pivoting a brand this big and with this much heritage takes time.

By Brian Baskin

What's happening: Fashion's pivotal month comes to aclose with the final, andarguably biggest debut

- Matthieu Blazy's first collection for Chanel on Monday.

Tough actsto follow: Sofar this seasonwe've seenDemna, Dario Vitale, JonathanAndersonand others

put their distinctive stamp on storied houses. Expect Blazy to do the same,though when the brand is

Chanel, what he'll do - and how much freedom he'll have to do it - is more of a wild card. His first

show will be held at the Grand Palais, the Paris landmark that has hosted where Karl Lagerfeld, and

Virginie Viard, showed their collections (aside from a hiatus ending in 2024 while the venue was

undergoing renovation). There will almost certainly be tweed, though Blazy may deploy the brand's

signifiers in unexpected ways.

The total package: Expectations arehigh becauseBlazy so clearly embodieswhat every major luxury

brand saysthey're looking for in a designer thesedays - a "fusion of traditional Italian craftsmanship,

materials innovation anda kaleidoscope of cultural references... and an eclectic cast of A-list muses,"

as BoF luxury editor at large Robert Williams put it uponhis hiring in December 2024.

Chanel doesn't need a savior, but it could use a fresh perspective. Like most other luxury brands saw

salesdeclinelast year,by 4 percent to $18.7 billion, andprofits contractedby 30percent. The brandhas

already taken one stepto win back customers, limiting price increases to a modest 3 percent in 2024

after several yearsof bigger hikes that had put the brand at the centre of the discourse around whether

luxury could justify charging sharply higher prices for the same - or some would say, diminished -

product.

Thosepricing decisions were made at the corporate level, but Blazy will play a more direct role in

shoring up the other pillars of Chanel's value proposition. The designer built areputation at Bottega

Veneta for combining old-fashioned craftsmanship with technological wizardry, starting with a debut

collection featuring leatherprinted to look like denim. Thatwill help addressquality concernsthat have

dogged Chanel and other high-end brands.

Blazy can also engineer the sortof viral runway andred carpetmoments that were few and far between

during the Viard years, which will help the brand's marketing machineconvince consumersto pay those
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higher prices. In interviews Chanel fashion president Bruno Pavlovsky has described Blazy's arrrival a

"new era" and an opportunity to "push the boundaries of what Chanel is."

Patience please: Pushing boundaries at the world's second-biggest fashion brand is still a gradual

process. It'll take time for Blazy to make his mark across Chanel's sprawling business, including six

collections per year. Back in May when the company released results, chief executive Leena Nair made

clear the brand is thinking on a longer time horizon than this Monday's show: "Chanel is a brand which

has such profound depth that it takes time to truly understand and immerse oneself ... We're not focusing

on what he's going to bring to one collection, but looking at the next many collections over the next few

years. The vision takes time to unfold."

Stay tuned for Tim Blanks' special BoF 500 cover story on Blazy and his vision for Chanel immediately

after the show on Monday night.

The Week Ahead wants to hear from you! Send tips, suggestions, complaints and compliments to

brian.baskin@businessoffashion.com.
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Matthieu Blazy
for Chanel
THE NEW WAVE

BY VANESSA FRIEDMAN

Matthieu Blazy, 41, snagged the most
covetedjob in fashion inDecemberafter
a six-month searchby Chanel. He has
become only the fourth designer in
Chanel’shistory,tasked with transform-

ing the brand for a new generation.
Most recently he did exactly that for

BottegaVeneta,with a fashion sleight of

hand that made leatherlook like denim
— and leather look like cotton, and
leather look like flannel.

Now, ashecomeshometo Paris, he is
expected to work a similar alchemy on
the pearls, camellias and CCs of the
housethatCocobuilt andKarl Lagerfeld
redefined.

QUESTIONS OF TASTE

I FEEL BESTWEARING Nothing
THE FIRST THING I LOOK AT IN ANOTHER PER-

SON IS His/hersmile
I SKIMP ON Things for myself
I SPLURGE ON Things for my twin sister
I AM NEVER CAUGHT WEARING A printedT-
shirt
I WILL NEVER GIVE UP The broken Bulova
Accutron watch my father gaveme

MY FAVORITE PIECE OF ART “The Three
Graces”by Lucas Cranach theElder
COLOGNE Vetiver
BOOKSTOREThe Strandin New York

ISLAND Isla Nublar in “JurassicPark”
ICE CREAM FLAVOR Stracciatella
PEN Staedtler HB2 pencil

BED LINEN Always white
PIZZA 4 Stagioni
DINNER PARTY MAIN COURSE Lemon
chicken
COCKTAIL FOR A PARTY AT HOME Pims
COCKTAIL TO ORDER AT A BAR Negroni
CAR “Lowly Worm’s Applecar,” by Rich-
ard Scarry
FLOWERSFORSAYING THANK YOU Poppies
JOKE The old French oneabout Flip Flap
the Giraffe

LINEN OR SILK Silk poplin
TEXT OR VOICE NOTESText
FOR A DINNER PARTY, CATERED OR HOME-

COOKED Home-cooked
TRUTH OR DARE Dare
REGULAR WATCH OR SMARTWATCH Regular

HOTEL OR AIRBNB Both
ICEBERG OR ARUGULA Arugula
COFFEEOR MATCHA Coffee

SPARKLINGOR FLAT WATER Flat
GUM OR MINTS Mints
CREMATED OR BURIED Buried
ORCHIDSOR CACTUSES Cactuses,but out-

side

PISTACHIOSOR ALMONDS Neither

FEDERICOSORRENTINOFOR THE NEW YORK TIMES

Matthieu Blazy,

photographedin

the Luxembourg

Garden in Paris.
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FASHION WEEK/

Matthieu Blazy

Le discret qui doit

bousculer Chanel

Le nouveau directeur artistique de la maison parisienne, au parcours

quasi sans faute, doit consolider la puissance de la marque

en la rajeunissant, tout en s'effaçant pour la laisser briller.

Sa première collection sera dévoilée lundi soir à Paris.

Par
MARIE OTTAVI

1est arrivé rue Cambon, à
l'adressehistorique delamai-
son ChanelàParis,le 1eravril,
sanstambour ni trompette,

mais avecun simple «1»postésur

sonprofil Instagram pour signifier

son premier jour de travail. Mat-

thieu Blazy,créateurfrançais d'ori-

gine belge né en 1984,s'était déjà

réjouisur cemêmeréseausocialde

rencontrer les équipes«etd'écrire
ce nouveau chapitre ensemble»

commepour confirmer qu'il nefai-

saitpascavalierseul,un bon point

pour unevénérablemarquecomme
Chanel,qui aimequ'onla considère
comme une maison familiale, à
18,7milliards dedollars dechiffre

d'affaires en 2024 (15,9milliards
d'euros). Matthieu Blazy a pris le

tempsdemonter aux ateliers,pour

se présenter sans chichi, afin de

découvrir ceslieux mythiques où
CocoChanelabâti samarque, de-
venue un empire.

A tous les étages,dans ce monde
ultra-féminin, on ne parlait ces

derniers temps quedel'arrivée de

«MonsieurBlazy»,nouveaumaître
des élégances. Aimant passer

inaperçu, il évolue au studio en

jean, chemise et une barbe de
trois jours qui en dit long sur son
côté low profile. Depuis ce1eravril,
le directeur artistique n'a cessé
detravailler.
Sonhistoire etsesracinesvaquent
entre la France et la Belgique, le

paysmaternel. Il a grandi à Paris
avecsamère ethnologue,son père
expert en art précolombien, son
frère aînéet sasœurjumelle. Blazy
est doté d'un prisme belge qui l'a
fortementinfluencé,danssaculture
del'objetet dudesign,songoûtpour
l'architecture dont il estplus qu'un
amateur,etnotamment pour le tra-

vail du Flamand Glenn Sestig.La

Belgique d'où est originaire son
mentor, RafSimons.

On dit que safiliation et l'aura de
son père, qui fonda la Dérive, une

galerie pionnière mêlant arts

premierset art contemporain avec

ChantalCrouselàParis,nesontpas
étrangèresau choix final des Wer-

theimer, les deuxfrèrespropriétai-

resdeChanel,passionnésd'art mo-
derneet collectionneursavisés.Son

talent et sesréférencesculturelles,
son caractère affable,lui ont ainsi

permis deremporter le job le plus
désiré dela mode, pour l'une des

maisonslesplus solidesdel'indus-
trie malgré la récession mondiale

qui l'ébranle elle aussi.

Grosbosseur,adoubéparsespairs
et par la critique, Matthieu Blazy,

amoureux dela matière et obses-

sionnel du détail,a fait jusqu'ici un

parcoursquasisansfaute.En 2002,
àtout juste18ans,il entreàLa Cam-

bre, écolepublique dont la section
mode, l'une des plus réputées du
secteur,estbaséedansun immeu-
ble défraîchi datantdes années70

posédanslequartier d'Ixelles,dans
la capitale belge. Il en sortira di-

plômé cinq ansplus tard, la même
année que Julien Dossena, au-
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jourd'hui àla têtedescollectionsde
Rabanne(groupePuig),un an après
Anthony Vaccarello,designer de
Saint Laurent (Kering).

Dèssespremierspasàl'école,il im-

pressionneTonyDelcampe,profes-
seurresponsabledu département
modedel'établissement,parsesré-
férenceshorsduchampdelamode.
«Il était déjà trèscultivé, cequi est

assezrare à cetâge, souligne-t-il.

C'estquelquechosequ'il apoursuivi.
Pendantsesétudesà La Cambre,il
était un grandcollectionneur. Il al-
lait souventaumarchéauxpucesoù
il trouvait deschaisesetdeslampes
signées.Il était plutôt intéressépar
lesmodernistesjusqu'auxcontempo-
rains desannées70.»Cequi inter-
pelle alors aussi son professeur,
dont il est restéproche aupoint de
l'appelerpourle remercierle jour où
il asuqu'il allait êtrenommé chez
Chanel,c'est «sasoif d'apprendre

toujours plus».
De La Cambre,il a gardéun sens

créatif pragmatique. «Ici, la mode
s'inscrit dansune vraie réalité, pas
dans un fantasme, précise Tony
Delcampe. On ne l'aborde pas du
tout par le moodboard [planche

d'images servant d'inspiration,
ndlr] ouledessin.Onl'étudieentra-

vaillant sur bustepour envisagerun

corpsen3Det nonpasenbidimen-
sionnel.»Blazy aconservé cesens
dutravail auplus prèsdu modèle.

Quandil quitte l'école, aprèsavoir
présenté une collection dédiée

à l'astronaute Claudie Haigneré,
le jeune homme sait «tout faire»,
selon son enseignant,comme ses

camarades,«de la maîtrise d'une

pochepassepoilée,à la fabrication
d'un col, le flou, etc.»

«Vire

a l'américaine»

C'estlà un élément clé pour com-

prendre Matthieu Blazy et cequi a

pu faire la différence avectous ses
concurrents, nombreux ces der-
niers mois à rêver de s'emparer
deChanel.Lecréateur ale sensdu

savoir-faire, atout majeur pour la

maison audouble C,très attachée
à«ses»métiers d'art auxquels elle
consacreun défilé chaqueannéeau

début du mois de décembre.
Après l'école, Matthieu Blazy dé-

bute auprèsdedeux figures parmi

les plus admirées du circuit : Raf
Simonset la designeusebritanni-

quePhoebePhilo. Simons,devingt-
quatre ansson aîné, qui crée au-

jourd'hui les collections de Prada

avecMiuccia Prada,lui proposeun

job aprèsqu'il agagnéle concours
ITS à Trieste en Italie, dont il est

membredujury. LeBelge,qui s'est
formé au designindustriel et s'est
d'abord intéressé aux objets, l'in-

fluence encoredece point devue.

Blazypoursuitsaroute et vabâtir sa
carrière d'abord dans l'ombre de

grands talents. Il laisse libre cours

àsongoût pour labelle façon chez

MargielaArtisanal,devenuofficiel-

lement àsonépoquela lignehaute

couture de la marque fondée par
Martin Margiela.En 2014,alorsque
lesréseauxsociaux n'en sont qu'à
leursbalbutiements, SuzyMenkes,

plumehistorique del'International

Herald Tribunequi vient tout juste
derejoindre Vogue,dévoilequeles

masquesbijoux deMargielaArtisa-
nal sont signés d'un certain Mat-
thieu Blazy.LerappeurKanyeWest,
alorsencorefréquentable,estfan au

point dedemanderà Blazyde créer

pour lui une série de masquessi-
gnésMargielapour sonYeezustour.
Cette même année, il rejoint le

studiodePhoebePhilo chezCéline
comme designer senior.
Puis RafSimonsle débaucheet le
fait venir chez Calvin Klein à

New York.Là, il collaboreavecPie-
ter Mulier, aujourd'hui à la têtedes

collections Alaïa,qui fut soncom-

pagnon. Un beaujour, l'équipe se

fait «virer à l'américaine», témoi-

gne-t-il dansl'hebdomadaire belge

le Vif. «Tute retrouves dansla rue
avecton cartonetc'estfini, poursuit
Blazy.Mais c'estbienparcequecela
m'afait réfléchir autrement. J'étais

dégoûtédelamode.J'avaisl'impres-
sion d'êtrearrivé au bout d'un sys-

tème.Jen'avaisplusenviedemettre
le nezdedans.»

Propulser Chanel
dans le futur

C'estavecBottegaVenetaqu'il vase
faire un nom. Il y entre d'abord.

commebrasdroit deDanielLeequi
remet lamarque italienne, fondée
en 1966,sur la carte, crée despro-
duits forts quadrillés decuir etim-

pose une couleur (surnommée le

vert Bottega)qu'on voit alors par-
tout. LorsqueLeeestpousséversla

sortie en 2021par la direction de
Kering, c'est versMatthieu Blazy,
son strict opposé,que tous les re-

gardssetournent. Le Franco-Belge

«acettecapacitéd'emmenerlesgens
aveclui, demotiver lestroupes»,dé-
crit MorganeDubarry Gignoux qui
fut l'une desesprochescollabora-
trices chezMargiela Artisanal.

Blazypermet à Bottega Venetade
poursuivre son ascension,en fai-
sant de la marque, petite entaille

encomparaisonavecGucci,laplus

performante du groupe.Il propose
desvêtementstrompe-l'œil,comme
cejean qui se révèle être du cuir
ultra-souple, avecl'idée deredon-

ner dela valeur auvêtement.«C'est:

untravail presquelaborieux, mais
pas ostentatoire, commente Tony
Delcampe.AvecMatthieu,onnefait.
pas leschosesdefaçondémonstra-

tive, pour qu'onlesvoieforcément.»
AMilan, il collabore avecdesartis-
tes qu'il admire, notamment Gae-

tano Pesceoule photographe Ste-

phen Shore,sanschercheràplacer
l'art aucœurdesescollections,con-

trairement àJonathan Anderson,

désormaisà la tête descollections

féminines et masculinesdeDior, la
grandeconcurrente de Chanel.
Rue Cambon où l'on achève ces
jours-ci la première collection de

prêt-à-porterdeMatthieuBlazy,qui

seraprésentéelundi au GrandPa-

lais,on aime déjàsadiscrétion,son
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humeur égale,son amour sincère

pour levêtement. Sonirrévérence,
elle, adéjà commencéàfaire chu-

choter les équipes. Blazy aime la
prisederisque,il l'a dit etlamaison

Chaneldoit s'attendre àêtrebous-
culée.Philippe Pourhashemi,criti-

que mode connu pour ne pas
mâcher sesmots se dit sceptique

surcepoint: «Beaucoupdegenss'at-
tendentàunerévolution,mais jene
croispas qu'elleaura lieu. La mar-

queatellement deproduits codésà

sonimage qu'elle est devenueune
maison trèscadenassée.»

D'aprèsnosinformations, Matthieu

Blazydevrait pourtant bien mar-

quer deson sceaule prêt-à-porter
de la marque, en ôtant quelques
chaînes et accessoiresbling, pour

échapperauxaspectslesplus déco-
ratifs et revenir à une allure à la
lisière du minimalisme, auquel
toutes les VIC (very important
clients) de la marque ne sont pas

prêtes. Alain Wertheimer, le

propriétaire, Leena Nair, la PDG,
Bruno Pavlovsky,le président des
activités mode, ont engagéMat-

thieu Blazy pour qu'il propulse
Chaneldansle futur, sanspour au-
tant ébranlersabasecommerciale,

qui réside dansl'accessoireet sur-

tout lesac,irrésistible,matelasséou

pas(ethors deprix par ailleurs).
Onpeut d'oresetdéjàs'attendreàce
quele créateur déploie un travail
minutieux en termes dematières.

Minutieux maispas parfait, lui qui
aime l'irrégularité du cuir ou du
tweed.«Il estcapabledeprouesses
techniquesenproduisant deschoses

artisanalesqui ont toujoursun sens,
maisrestentcréatives.Il nefait pas
de l'artisanat pour l'artisanat
ensommeet c'estaussi pour cela

qu'il estrespectépar sespairs», ob-
serveBenjamin Simmenauer,phi-
losophe et professeur à l'Institut

français dela mode.

«Où boit-on le plus

de champagne?»

Matthieu Blazy,c'estaussilechoix
d'une force tranquille, qui s'efface
devant la marque. Quelqu'un qui
sait parler - là où la timidité de

Virginie Viard, qui l'a précédé àla
direction artistiquedeChaneletqui
n'a jamais vraiment défendu son

point devue, lui avaitcoûtécher et

valu une pluie decritiques sur les

réseauxsociaux,jusqu'àsondépart
forcéen juin 2024.

Quelqu'un qui saitaussis'amuser.
Morgane Dubarry Gignoux le rap-

pelle à travers une anecdote du

temps deleur travail chezMargiela:

«Unesaison,il voulait contrecoller
descolliersdebouteillesdechampa-

gne[la bagueen métal dorésituée
autour dugoulot,ndlr] surun man-
teau encuir. Il s'estdemandé: "Où
boit-onle plus dechampagneà Pa-

ris?" Ons'estretrouvédanslescuisi-

nesdu Lido aprèslespectaclepour

récupérercettematièrepremière.Il

a transformé letravail enquelque
chosedefun. Jen'ai jamais oublié.»

De la joie et une dose de prise de
risque, çaira bien à Chanel. -
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Hermès
As always, NadègeVanhée wasthinking
aboutequestrianstyle, bu thistimethe
moodwasmorefreewheelingthanformal,
andtherewas a sexual frisson in theair.
Shewasthinkingaboutthe Camargue
in southwesternFrance,known for its

marshes,sandbanksandwork horsesthat

areusedto herdbulls.

“It’s also a landof bohemians, gypsies=

andfreedom.I wantedto bring thiszestof
freedomto equestrianstyle, which is often
associatedwith thestrictandtherational.

I wantedto let goandgive it a senseof

spontaneity andfullness,” the designer said.

It wasapolishedlineup– this is Hermès,
afterall but therewassporty,flirty edge,
with lotsof curve-huggingsilhouettes,short

shorts,harnessandcorsetdetails.The

runwaywascoveredin sandandscattered
with seashellsandthe models whocrossed
it werenothing shortof hot.

They wore caramelcoloredleathercoats
andminidresseswith corsetlacingat the
back,itsy-bitsy leathershortswith apron
fronts, leatherharnessesandhalter tops.

A strappy,redleathertop andmatching
trousersanda quilted silk dressworn over

bicycle shortsboth flashed the flesh, as did

a whitecotton trenchleft opento reveal

amatchinghalter top andharness.Va va

voom.
Other outerwearwasmoredemure,

includingthepatchworkcottoncoatwith

anippedwaistthatopenedtheshow, all

of the ankle-sweepingstylesandalineup
of cognacleatherbuckle-frontjackets
andcoats.Thecolor was divine, andthe
surface high-shine. Vanhée said the leather

washand-polishedusingspecialwax
usuallyreservedfor saddles.

A lineup of breezy,printed dressesand

scarvesmadewith Hermèssilk were meant
to capturethebillowing clothes andhair

of womenonhorseback.Vanhéelayered
the long scarvesunder harnesstop of a
sandycottonsuit, andwhippedthe silk

into a blousewith pagodasleevesand
matchingbustier.

There wasa lightnessto it all no

easyfeat for a leather-basedbrand

anda fun subversionof equestriandress.

SamanthaConti
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Louis Vuitton par Pierre-Louis Vuitton

Responsable Savoir-Faire et issu de la sixième génération, Pierre-Louis Vuitton

s'est confié à la rédaction sur les coulisses de l'ouvrage From Louis to

Vuitton édité par Assouline.

Amalia Christensen

FROM

LOUIS

TO

VUITTON

ASSOULINE

On connaît l'histoire de Coco Chanel, YvesSaint Laurent ... mais Louis Vuitton, celle de l'homme,

reste plus discrète... le but de ce livre est-il de lui rendre hommage ?

Quandon regardel'histoire de la famille, Louis, le créateurdela Maison, s'est concentré sur la création,

l'ingéniosité et l'innovation, bien plus quesur l'écriture de sonhistoire. Georges,son fils, a ensuitepris

en main le développement international. Ils ont géré plutôt tout l'aspect industriel et commercial.

Finalement, c'est Gaston,le petit-fils de Louis, qui s'est mis àseposer des questions,à écrire l'histoire

dela Maison et à enquêter sur le passéde son grand-père. C'est lui le premier à être retourné dans le

Jura, là où Louis était né, pour collecter documentset archives. Oui, l'histoire de Louis est restéeassez

discrète, mais depuis Gaston, le patrimoine s'est considérablement enrichi. Nous avons la chance de

posséder aujourd'hui des archives exceptionnelles de photos, d'objets et de malles... Ce livre est

l'occasion d'aller fouiller et de ressortir toutes cesbelles images et cesbelles histoires.

Dans quelle mesure avez-vous été impliqué dans le processus éditorial du livre, dans le choix des

archives ?

J'ai rencontré Arthur Dreyfus, l'auteur du livre, lorsqu'il est venu passerune journée sur le site où je

travaillais dans la Drôme. Je lui ai raconté l'histoire de la Maison et celle dela fabrication desmalles

rigides queje réalise sur place. Il avait déjà reçu certaines informations du département Patrimoine et

nous avons ensuite parcouru ensemble les photos et les documents qu'il avait réunis pour en faire une

sélection.Mais surtout, je lui ai partagé le savoir-faire malletier, en l'accompagnant dansl'atelier et en

lui expliquant concrètement ce que je fais au quotidien.

Ce projet vous a-t-il fait découvrir de nouvelles histoires sur vos ancêtres ?

Pasvraiment... Cela fait vingt ans queje travaille pour Louis Vuitton, mais cinquante que je vis dans

cet univers. Jesuis né à Asnièreset j'y ai passémes dix premières années,sur le site historique. Mon

père y travaillait alors comme directeur du site et descommandes spéciales.J'ai donc grandi aumilieu

de cet héritage, que j'observe depuis l'enfance, et aujourd'hui, on peut dire que je suis devenu la

référence sur les questions historiques et de fabrication. Par contre, j'ai redécouvert des images qui

m'ont marqué, comme celles des bagagesfabriqués pour le film de Wes Anderson. Ce sont des pièces

quej'avais réaliséesà Asnières, lorsquej'étais chef d'atelier. Jeme souviensque c'était assezcompliqué,

car Wes Anderson nous avait fait desdemandesun peu particulières et nous y avions passédu temps.
Ce sont de bons souvenirs qui reviennent en feuilletant cespages.
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Parmi toutes les histoires de la maison, avez-vous une anecdote favorite ?

Il y a un sujet qui me passionne depuis des années. C'est l'histoire de la serrure inventée par Georges,

mon arrière-arrière-grand-père. Cette serrure à gorge, mise au point en 1888, comptait d'abord trois

gorges, puis quatre, puis cinq, et aujourd'hui six afin d'éviter toute réutilisation des numéros. Jetrouve

cela fascinant. Chaque client possède son numéro et sa clé, sans aucun doublon. J'ai d'ailleurs mon

propre numéro, sur une base de cinq gorges, qui fonctionne toujours. Grâce à des machines modernes,

nous avons pu refaire des clés de malles vieilles de plus de cent ans. Et quand on se plonge dans le sujet,

on découvre une foule d'histoires autour de cette serrure. Je sais par exemple que Gaston avait imaginé

des serrures encore plus sophistiquées, que l'on pouvait fermer ... mais plus rouvrir ! Dans le livre, de

superbes images mettent en valeur la serrure, ses gorges et de toute sa fabrication. Une autre histoire qui

m'avait amusé, c'est celle de Gaston qui avait défié Houdini (le roi de l'évasion) de sortir d'une malle

fermée par une serrure à cinq gorges. Houdini ne s'étant pas présenté au défi, il en avait conclu que ses

malles étaient inviolables et il en était très fier !

Quel regard portez-vous aujourd'hui sur l'atelier d'Asnières ?

L'atelier d'Asnières occupe une place centrale dans le livre, mais aussi dans l'histoire de la Maison.

Lancé par Louis en 1859, il a vu se succéder la famille génération après génération. Louis, Georges,

Gaston, Claude - mon grand-père -, puis Patrick, mon père, et moi. J'ai commencé sur le site d'Asnières

en 2004. Le savoir-faire métier qui s'y transmet est resté fidèle à celui de Louis. Mon objectif

aujourd'hui est de le préserver et de le transmettre aux générations suivantes. Le site d'Asnières est le

cœur battant de cette histoire. Nous avons su l'embellir et le rénover. À une époque, mon père a même

craint pour son avenir tant le site était en mauvais état. Il a fallu se poser la question de ce que nous

allions en faire. Finalement, nous l'avons conservé et aujourd'hui, c'est un lieu exceptionnel.

Que révèle ce livre sur la manière dont Louis Vuitton protège son savoir-faire ?

Nous essayons de l'écrire pour le transmettre. Il avait été transmis par oral pendant toutes ces années de

tuteur à élève. C'est mon job aujourd'hui, je passe du temps à écrire les règles autour de ce savoir-faire

historique. Les générations se renouvellent parfois un peu rapidement. Il faut donc écrire les bases.

Lorsqu'on a monté dans la Drôme le nouvel atelier rigide, je me suis rendu compte que les nouveaux

arrivants ne venaient pas d'Asnières. Ils n'avaient pas cette connaissance des bagages rigides. On leur

donnait des plans de fabrication, on les formait, mais on ne leur expliquait pas pourquoi il fallait faire

les choses. Je me suis dit qu'on allait faire de la formation technique, mais aussi de la formation

historique. Leur expliquer ce qu'il y a derrière l'histoire de ces gestes. Ils ont adoré !

Vous avez développé une malle en édition limitée ?

Il s'agit en effet, d'une édition ultra-limitée à 54 exemplaires. C'est une malle qui contient le livre et

permet de le transporter. C'est l'équivalent d'une commande spéciale. Lorsqu'il y a un objet à

transporter, nous fabriquons le produit qui va autour. La malle a vraiment été dimensionnée autour du

livre avec un petit présentoir à l'intérieur. L'on peut transporter son livre à l'autre bout de la France ou

du monde ... là où l'on a envie d'aller !
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ʙɷȢʷŭĢǣȐŞǣǵƆɷʙĢɀɀĢɮʷɑ
ŊȢɷʙʷȉƆɀĢɮƨĢǣʙɑìȐƆ ˍƆɷʙƆī
ʷȐ ĻȢʷʙȢȐƆȐŭɮĢɀŭƆǵĢǣȐƆ
ĢȐʙǘɮĢŊǣʙƆī ƨǣȐƆɷɮĢ˔ʷɮƆɷŞ
ĢˍƆŊǵĢĻȢȐȐƆǵȢȐǇʷƆʷɮɂʷȐ
ɀƆʷ ĢʷǝŭƆɷɷȢʷɷŭƆɷǘĢȐǝ

ŊǘƆɷɈɀȢʷɮ ȐƆɀĢɷŊĢɷɷƆɮǵĢɷǣǵǘȢʷƆʙʙƆŞǵĢ
ŊĢɮɮʷɮƆɀɮȢƨǣǵƇƆɀȢʷɮ ŭȢȐȐƆɮŭƆǵĢɷʙĢʙʷǝ
ɮƆŞŊǣȐʙɮƇƆǰʷɷʙƆŊƆɠʷɫǣǵƨĢʷʙī ǵĢʙĢǣǵǵƆ
ɀȢʷɮ ɷʷǣˍɮƆǵƆɷŊȢȐʙȢʷɮɷŭʷ ŊȢɮɀɷƆʙŭȢʙƇƆ
ŭɫʷȐ ɮƆˍƆɮɷȐǣʙɮȢɀɀƆʙǣʙȐǣʙɮȢɀǇɮĢȐŭ
ɀȢʷɮ ɷȢʷǵǣǇȐƆɮǵĢɀȢǣʙɮǣȐƆɑ@ʙɀʷǣɷǵƆɀĢȐǝ
ʙĢǵȢȐŭʷ ȉƊȉƆ ʙǣɷɷʷŭɫʷȐƆ ŭɮȢǣʙʷɮƆɀɮȢǝ
ŊǘƆŭƆǵĢɀƆɮƨƆŊʙǣȢȐɠʷǣĢǵǵȢȐǇƆǵĢǰĢȉĻƆɑ
ÑȢǣʙǵƆŊȢɷʙʷȉƆɀȢʷɮƨƆȉȉƆɷǣŭƇĢǵɑÃĢɷʷȐ
ƆɮɷĢʙŭɣƆŊȢȉɀǵƆʙȉĢɷŊʷǵǣȐȐǣ̫Ȑ ʙĢǣǵǵƆʷɮ
ȢˍƆɮɷǣˠƆŭƆ ǐˎȢɮǲǣȐǇǇǣɮǵǐ ɑ ŭǣ˓ǣƍȉƆ
ɀĢɷɷĢǇƆŭʷ ŭƇƨǣǵƇ\ǣˍƆȐŊǘ Ş̝ŊƆˍƆȐŭɮƆŭǣ
ɷȢǣɮŞɀǵĢŊƆĂĢʷĻĢȐŞƆɷʙʙȢʷʙɷǣȉɀǵƆȉƆȐʙǵƆ
ǇɮĢĢǵɑ
ÅʷƆǵɠʷƆɷǰȢʷɮɷĢʷɀĢɮĢˍĢȐʙŞȐȢʷɷǵɫȢĻǝ

ɷƆɮˍǣȢȐɷɷȢʷɷʙȢʷʙƆɷǵƆɷŊȢʷʙʷɮƆɷŞƆȐ
ĢˍĢȐʙǝɀɮƆȉǣƍɮƆŭĢȐɷǵƆɷĻʷɮƆĢʷ˓ ŭƆ ǵĢ
ȉĢǣɷȢȐɀĢɮǣɷǣƆȐȐƆŞĢǵȢɮɷɠʷƆ ÑĢɮĢǘʷɮǝ
ʙȢȐŞǵĢŭǣɮƆŊʙɮǣŊƆĢɮʙǣɷʙǣɠʷƆĻɮǣʙĢȐȐǣɠʷƆŞ˔
ȉƆʙʙĢǣʙǵĢŭƆɮȐǣƍɮƆȉĢǣȐɑ ɀĢɷɷƇ
ĻƆĢʷŊȢʷɀŭƆʙƆȉɀɷŭĢȐɷǵƆɷĢʙƆǵǣƆɮɷɀȢʷɮŊƆ
ŊȢɷʙʷȉƆŞƆ˓ɀǵǣɠʷƆǝʙǝƆǵǵƆǘʷȉĻǵƆȉƆȐʙ ŭƆ
ɷĢ̱Ȣǣ˓ ŭȢʷŊƆɑ ǣŭƇƆŭƆŭƇɀĢɮʙƇʙĢǣʙ
ŭɫƇɀʷɮƆɮǵĢŊĢɮɮʷɮƆɀȢʷɮǇĢɮŭƆɮ̫ȐƆǵǣǇȐƆ
ŭɫƇɀĢʷǵƆʙɮƍɷɷȢǣǇȐƇƆŞŭƆ ɀƆɮƨƆŊʙǣȢȐȐƆɮǵĢ
ŊȢʷɀƆɀȢʷɮ ɠʷɫƆǵǵƆɷȢǣʙɀɮƍɷŭʷ ŊȢɮɀɷȉĢǣɷ
ɀĢɷŊȢȐʙɮĢǣǇȐĢȐʙƆɑpǵƨĢǵǵĢǣʙɠʷɫǣǵɷȢǣʙǵƇǇƆɮ
ǝǵƆɷƨƆȉȉƆɷȐƆˍƆʷǵƆȐʙɀǵʷɷɀȢɮʙƆɮŭƆˍƊʙƆǝ
ȉƆȐʙɷǵȢʷɮŭɷǝŞʙȢʷʙƆȐĢ˔ĢȐʙ̫ ȐƆŊƆɮʙĢǣȐƆ
ɷʙɮʷŊʙʷɮƆɀȢʷɮɠʷɫƆǵǵƆɷɀʷǣɷɷƆȐʙɷƆɷƆȐʙǣɮƆȐ
ŊȢȐƨǣĢȐŊƆɑǒ
ÅʷƆǵɠʷƆɷŊƆȐʙǣȉƍʙɮƆɷƆȐɀǵʷɷǣŊǣŞɠʷƆǵǝ

ɠʷƆɷȉǣǵǵǣȉƍʙɮƆɷƆȐȉȢǣȐɷǵīŞŊƆʙʙƆƨĢǝ
ȉƆʷɷƆ ȉĢǣȐʙĢǣǵǵƆʷɮǐɷȢ ĻɮǣʙǣɷǘǒŞǣȐŊʷǵǝ

ɠʷƇƆɀĢɮ ǵƆ˓ĢȐŭƆɮ ɂŭȢȐʙƆǵǵƆĢ
ƇʙƇǵĢɷʙĢǇǣĢǣɮƆɀʷǣɷǵƆɷʷŊŊƆɷɷƆʷɮɈɠʷƆǵʷǣǝ
ȉƊȉƆ ĢˍĢǣʙĢɀɀɮǣɷƆī ÑĢˍǣǵƆÇȢˎ Ɔʙɠʷɫǣǵ
Ɔ˓ƆɮŏĢŊǘƆˠ \ǣˍƆȐŊǘ˔ ŭƆ Ȭȕȕʁī ʭˤˤȬɑ

ǵī Ȣʼ ɷȢȐȉƆȐʙȢɮ ǣȉĢǇǣȐĢǣʙǵƆ̱Ɔɷǝ
ʙǣĢǣɮƆŭƆŊɮƇĢʙʷɮƆɷǇȢʙǘǣɠʷƆɷƆʙȢȐǣɮǣɠʷƆɷŞ
ÑĢɮĢǘʷɮʙȢȐŞƆǵǵƆŞʙĢǣǵǵƆŞĢˍƆŊ̫ȐƆȉĢƆɷǝ
ʙɮǣĢƆȐŊȢɮƆɀǵʷɷɮƆȉĢɮɠʷĢĻǵƆŊƆʙʙƆɷĢǣɷȢȐ
ʷȐƆɂˍɮĢǣƆɈǇĢɮŭƆǝɮȢĻƆŭƆƨƆȉȉƆɑ

ÝȢʷʙ ŊȢȉȉƆȐŊƆ ɀĢɮʷȐƆ ɀƆʙǣʙƆɮȢĻƆ
ȐȢǣɮƆɑ ŭƆɷĢɮŊǘƇʙ˔ɀƆɷɑ
ZȢɮŭ ŭƆ ǘĢȐƆǵɑ ǣŊǣɮǣƆȐī ˍȢǣɮȐǣ
ĢˍƆŊŊƆǵǵƆŭƆ ȢŊȢȐǣĢˍƆŊǵƆɀƆɮɷȢȐȐĢǇƆ
ŭɫ ʷŭɮƆ˔ hƆɀĻʷɮȐŞǘĢĻǣǵǵƇƆɀĢɮhʷĻƆɮʙŞ
ŭĢȐɷ ɮƆĢǲƨĢɷʙĢʙÝǣƨƨĢȐ˔ɫɷɑÝɮȢɀ ƨĢŊǣǵƆɑ
ȢʷɮʙƆŞī ĻɮƆʙƆǵǵƆɷƨǣȐƆɷƆʙŭƇŊȢǵǵƆʙƇǐ ƨǣƨǝ
ʙǣƆɷǒǇƇȢȉƇʙɮǣɠʷƆŞǵĢˍƆɮɷǣȢȐŭƆ ÑĢɮĢǘ
ʷɮʙȢȐƆɷʙŭɫʷȐ ŊǘǣŊǣȐȢʷǧɑ@ʙŭɫʷȐƆȉȢǝ

ŭƆɮȐǣʙƇǣȐŭƇȐǣĢĻǵƆɑȢȉȉƆ ǵƆɷŊǣȐɠʷĢȐʙƆ
Ɔʙ ʷȐ ĢʷʙɮƆɷɀĢɷɷĢǇƆɷɠʷǣ ɷʷǣˍƆȐʙɑ
1ɫĢʷʙɮƆɷ̱ĢɮǣĢʙǣȢȐɷɷʷɮǵƆŊȢɷʙʷȉƆŞ̱ƆɷʙƆɷ
ȉĢɷŊʷǵǣȐƆɷƆȐƨǣǵƇƆɷɷʷɮŭƆɷĻʷɷʙǣƆɮɷƆȐ
ʙɮǣŊȢʙƨǣȐƆʙŭƆɷǰʷɀƆɷƨƆȐŭʷƆɷǘĢʷʙɷʷɮǵĢ
ǰĢȉĻƆŞ ŭƆɷɮȢĻƆɷƆȐŊʷǣɮɷȢʷǵǣǇȐĢȐʙǵƆɷ
ŊȢʷɮĻƆɷƨƇȉǣȐǣȐƆɷŞŭɫĢʷʙɮƆɷɮȢĻƆɷǝŊǘƆǝ
ȉǣɷƆɷƆȐɀȢɀƆǵǣȐƆŭʷ ȉƊȉƆ ƆƨƨƆʙȢʷ ˍƆɮǝ
ɷǣȢȐȉǣȐǣī ˍȢǵĢȐʙɷƆȐʙʷǵǵƆʙɮǣŊȢʙƇǝ ʷȐ
ǵȢȢǲŭƆ ɀȢʷɀƇƆŭƇŊĢǵƇŭɫʷȐ ÃƆɮƨƆŊʙȢƆȐ
Ŋʷǣɮī ǵĢǵǣǇȐƆʙɮĢɀƍˠƆʙɮƍɷĢȉɀǵƆɑ

ǵȢɮɷɠʷƆ \ƆɮĻƆɮŊǵȥʙŊƆȉĢǇȐǣƨǣǝ
ɠʷƆ ŭƇƨǣǵƇŭĢȐɷ̫Ȑ ɷȢʷʙǣƆȐǝǇȢɮǇƆŭƆ ɷȢǣƆ
ĻǵĢȐŊƆʙǰʷɀƆ ī ʙɮĢǦȐƆŊȢȉȉƆ ȐȢʷƇƆī ǵĢ
ˍĢǝˍǣʙƆŭĢȐɷǵƆȉƊȉƆ ʙǣɷɷʷŞȢȐ ɮƆɀƆȐɷƆ
Ģʷ˓ ƆȐˍȢʺʙĢȐʙɷɀȢɮʙɮĢǣʙɷƆȐȐȢǣɮƆʙĻǵĢȐŊ
ŭɫʷȐƆ ƨƆȉȉƆ ŭĢȐɷɷĢŊǘĢȉĻɮƆŞĢƨƨǣŊǘƇɷ
ɷʷɮǵƆȉʷɮ ŭɫǣȐɷɀǣɮĢʙǣȢȐŭƆ ǵĢŊɮƇĢʙɮǣŊƆɑ

ˍȢʷǵĢǣɷĢĻȢɮŭƆɮŊƆʙʙƆǣȐʙǣȉǣʙƇŭƆɷȉȢǝ
ȉƆȐʙɷȢʼ ǵƆŊȢɮɀɷɷƆɮƇˍƍǵƆŞǣȉɀǵǣɠʷĢȐʙˍʷǵǝ
ȐƇɮĢĻǣǵǣʙƇȉĢǣɷĢʷɷɷǣƨȢɮŊƆƆʙĻƆĢʷʙƇŞɀɮƇŊǣǝ

ɷƆǝʙǝƆǵǵƆĢǵȢɮɷɑ ɷʷǣɷʙȢȉĻƇƆĢȉȢʷɮƆʷɷƆ
ŭƆŊƆǵǣˍɮƆŭƆÇƆȐƇ\ɮȢƆĻǵǣŞ Ş
ʷȐɮƆŊʷƆǣǵŭƆɀǘȢʙȢǇɮĢɀǘǣƆɷɠʷɫǣǵĢɀɮǣɷƆɷŭƆ
ɷĢƨƆȉȉƆ ÇǣʙĢŞĢʷŭƇĻʷʙŭƆɷĢȐȐƇƆɷȬȕưˤŞ
ɀƆȐŭĢȐʙǵƆʷɮǵʷȐƆŭƆȉǣƆǵī ÃĢɮǣɷɑǒ

ǐ ĂƆʙƆȉƆȐʙɷƆɷʙŊȢȐȐ ɀ̫Ȣʷɮ ɷƆɷ̱ȢǵʷȉƆɷ
ƆʙɷƆɷɷʷɀƆɮɀȢɷǣʙǣȢȐɷƆ˓ĢǇƇɮƇɷŞŊƆɠʷǣ
ɀƆʷʙŭȢȐȐƆɮī ȐȢɷŊȢǵǵƆŊʙǣȢȐɷʷȐƆǣȉɀɮƆɷǝ
ɷǣȢȐŭƆǵȢʷɮŭƆʷɮŞŊȢȐŊƍŭƆ\ʷɮĢȉ \ˍĢɷĢǝ
ǵǣĢŞǵƆŊȢƨȢȐŭĢʙƆʷɮƆʙŊɮƇĢʙƆʷɮŭƆǵĢǇɮǣƨǝ
ƨƆŞī ǵɫǣɷɷʷƆŭƆɷȢȐɷǘȢˎ ȢɮǇĢȐǣɷƇŭĢȐɷ
ʷȐƆ ĻȢʷʙǣɠʷƆ ƆȐ ʙɮĢˍĢʷ˓ ɷʷɮ ǵƆɷ
ǘĢȉɀɷǝAǵ˔ɷƇƆɷɑƆʙʙƆɷĢǣɷȢȐŞǰƆˍȢʷǵĢǣɷ

ɀɮƆȐŭɮƆǵƆŊȢȐʙɮƆǝɀǣƆŭƆʙĢǰȢʷʙƆɮ̫ Ȑ ɀƆʷ
ɀǵʷɷŭƆǵƇǇƍɮƆʙƇī ȉĢ ɀɮȢɀȢɷǣʙǣȢȐɑǒìȐ
ǘȢȉȉƆ Ɔʙ̫ ȐƆƨƆȉȉƆŞ ǵƆ̱ǣɷĢǇƆŊȢʷˍƆɮʙ
ɀĢɮʷȐ ĻĢɷŞŭƇĻȢʷǵƆȐʙɷʷɮŭƆɷĢĻȢǣƆǝ
ȉƆȐʙɷ ŭƆ ŊǘǣƆȐɷɀĢɷŊȢȐʙƆȐʙɷɑpǵɷɷȢȐʙ

ˍƊʙʷɷŭƆ ŭƆʷ˓ ʙƆƆǝɷǘǣɮʙɷĢƨƨǣŊǘĢȐʙʷȐƆ
ŊɮȢǣǇ˓ĢȉȉƇƆ ŭĢȐɷ̫ Ȑ ɀĢȐȐƆĢ ŭ̫ɫǣȐǝ
ʙƆɮɷƆŊʙǣȢȐɑÃȢʷɮ ǵĢǵƇǇƍɮƆʙƇŞȢȐȐɫƆɷʙɀĢɷ
ɷʺɮɑ ŭĢȐɷǵɫƆɷɀɮǣʙʙȢɮʙʷɮƇȉĢǣɷǘĢǝ
ĻǣʙƇŭʷ ŊɮƇĢʙƆʷɮǇƇȢɮǇǣƆȐŞǵƇǇƍɮƆʙƇˍƆʷʙ
ʙȢʷʙŭǣɮƆɷĢʷƨɮȢĻƆʙʙƆɷƆʙɷȢȐĢʙƆŭƆ ˍǣȢǝ
ǵȢȐŊƆǵǵƆɑ ɮƆˍʷ @˔ƆɷĄǣŭƆ Ñǘʷʙ
ɂȬȕȕȕɈŞŭƆÑʙĢȐǵƆ˔ ƆʙŊƆʙʙƆɷŊƍȐƆ
Ȣʼ ƆɷʙɷʷɮǵƆɷʙȢǣǵƆʙʙƆɷƆʙɷĢ
ɮȢĻƆɮƆǵƆˍƇƆˍƆɮɷǵɫĢˍĢȐʙɑɫƆɷʙ̫ȐƆƨĢŏȢȐ
ȉĢǇȐǣƨǣɠʷƆŭƆɀȢɮʙƆɮ̫ȐƆɮȢĻƆɑ ɮƆʙɮĢǝ
ˍĢǣǵǵƇʙȢʷɷǵƆɷ̱ȢǵʷȉƆɷ ŭƆƨĢŏȢȐī ǵƆɷĻĢɷǝ
ŊʷǵƆɮ̱ƆɮɷǵɫĢˍĢȐʙɑǒÑʷɮǵƆɀȢŭǣʷȉŞ ŊƆǵĢ
ŭȢȐȐƆŭƆɷɮȢĻƆɷǵǣȐǇƆɮǣƆŞŭƆɷǰʷɀƆɷŭƆ
ɷƆŊɮƇʙĢǣɮƆŞŭƆɷɮȢĻƆɷŭƆ ǇĢǵĢǐɀǣǵƆȢʷ
ƨĢŊƆǒǵĢǣɷɷĢȐʙˍȢǣɮǵƆɷʙɮǣȐǇɂƆʙǵƆɷƨƆɷǝ
ɷƆɷɈˍʷƆɷŭƆŭƆɮɮǣƍɮƆɑìȐ ƇɮȢʙǣɷȉƆɷĢȐɷ
ȐʷĢȐŊƆŭƇŊȢȐŊƆɮʙĢȐʙɠʷǣȉȢȐʙƆ ŭɫʷȐ
ŊɮĢȐĢʷ ȉȢȉƆȐʙ ŭʷ ŭƆɮȐǣƆɮɀĢɷɷĢǇƆŞǵƆ
ȉĢȐȐƆɠʷǣȐ ȐȢǲƆȐ ɀǵƆʷɮɷŭĢȐɷʷȐƆ
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ɮȢĻƆŭƆÑǣɷɷǣȐȢǣɮƆȐˍƆǵȢʷɮɷŞƇǇĢǵƆȉƆȐʙ
ī ŭƆʷ˓ ƨĢŊƆɷɑ ʙȢɀĢȉƇɮǣŊĢǣȐŭɫȢɮǣǇǣȐƆ
ɷʷŭǝɷȢʷŭĢȐĢǣɷƆɷƆȉĻǵƆƆɮɮƆɮĢʷȉǣǵǣƆʷ
ŭƆ ɷʙɮȢĻȢɷŊȢɀƆɷƆʙŭƆ ǵɫƇǵƆŊʙɮȢǣȐŭʷɷǝ
ʙɮǣƆǵǵƆī ɀǵƆǣṞ̏ȢǵʷȉƆŞ ɀȢʷɷɷƇƆɷʷɮǵƆɀȢǝ
ŭǣʷȉ ŊȢȐʙɮƆɷȢȐǇɮƇɑ ɷȢȉȉƆɷ
ʙȢʷɷǵƆɷŭƆʷ˓ ŭƆɷɮƇƨʷǇǣƇɷŭƆǇʷƆɮɮƆŞȐȢʷɷ
Ɔ˓ɀǵǣɠʷƆ\ʷɮĢȉɑ pǵ̝ ĢɠʷƆǵɠʷƆɷǰȢʷɮɷŞǰɫĢǣ
ŭƇŊǣŭƇɠʷɫǣǵȐɫ˔ ĢʷɮĢǣʙɀĢɷŭƆƨǣȐǘƆʷɮƆʷɷƆ
ī ŊƆŭƇƨǣǵƇɑȐȢǲǣȐŊĢɮȐƆʙȢʷʙƆǵĢʙɮǣɷʙƆɷɷƆ
ŭƆŊƆȉȢȐŭƆɑ ɀǵʷɀĢɮʙŭɫƆȐʙɮƆȐȢʷɷɮƆɷǝ
ɷƆȐʙƆȐʙĻƆĢʷŊȢʷɀŭƆ ŭȢʷǵƆʷɮƆȐŊƆȉȢǝ
ȉƆȐʙɑ ȐɫĢǣɀĢɷɮƆɷɷƆȐʙǣǵƆĻƆɷȢǣȐŭƆɷȢɮǝ
ʙǣɮɷĢǵʷƆɮȐȢȐ ɀǵʷɷɑ ŊɮȢǣɷɠʷƆ ɷĢ
ɀɮƆɷʙĢʙǣȢȐĢʙȢʷʙŭǣʙɑǒ

ÇǣŊǲˎ̈ƆȐɷ ĢƆȐŊȢɮƆĻƆĢʷŊȢʷɀŭƆŊǘȢǝ

ɷƆɷī ŭǣɮƆɑʋʞ ĢȐɷŞŭȢȐʙʙɮȢǣɷŭƇŊƆȐȐǣƆɷ
ŭƆ ŊĢɮɮǣƍɮƆŞǵƆŭƆɷǣǇȐƆɮŊĢǵǣƨȢɮȐǣƆȐƆɷʙ
ĢʷɷȢȉȉƆʙ ŭƆ ɷȢȐĢɮʙɑ ɮƇʙɮȢɷɀƆŊʙǣˍƆ

ǐÇǣŊǲ̈ˎƆȐɷŞ ÝƆȉɀǵƆ Ȣƨ ŊȢȐɷĢǝ
ŊɮƇƆī ɷȢȐʙɮĢˍĢǣǵĢʷÃĢǵĢǣɷ\ĢǵǵǣƆɮĢɂǰʷɷǝ
ɠʷɫĢʷ Ƽ ǰĢȐˍǣƆɮɈŞȐɫĢɮƆŏʷɠʷƆ ŭƆɷŊɮǣʙǣǝ
ɠʷƆɷŭǣʙǘ˔ɮĢȉĻǣɠʷƆɷɑ ƇɀȢɀƇƆɷŭƆ
1ɑĄɑ \ɮǣƨƨǣʙǘƆʙǵƆɷƨǣǵȉɷȐȢǣɮɷŞƆʙɀʷǣɷǵƆ

ȐǇƆǵƆɷŭƆ hȢǵǵ˔ˎȢȢŭ ȢʷǵƆˍĢɮŭŞ
ŭĢȐɷŊƆɠʷɫǣǵĢŭƆɀǵʷɷǇǵĢȉȢʷɮƆʙŭƆɀǵʷɷ
ŭƇŊĢŭƆȐʙŞȐȢʷɷĢˍĢǣʙǝǣǵŊȢȐƨǣƇǵȢɮɷŭƆǵĢ
ˍǣɷǣʙƆŭƆǵɫƆ˓ɀȢɷǣʙǣȢȐɑɮƆˍǣƆȐɷʙȢʷǰȢʷɮɷ
ī ŊƆɷɮƇƨƇɮƆȐŊƆɷĢˍƆŊ̫ Ȑ ʙƆǵɀǵĢǣɷǣɮƢƖɑǒ
ìȐ ɀǵĢǣɷǣɮɮƆɷʙƇǣȐʙĢŊʙɀȢʷɮ ɷĢŊȢǵǵƆŊʙǣȢȐ
ƇʙƇʭˤʭʋɑ ÝȢʷǰȢʷɮɷĢʷʙȢʷɮŭƆɷƨȢȐʙĢǣȐƆɷ
ŭʷ ÃĢǵĢǣɷŭƆÝȢǲ˔ȢŞɷƆɷŊɮƇĢʙʷɮƆɷŞŊȢȉǝ

ȉƆ ɷʷɮʷȐ ɮƆŭŊĢɮɀƆʙŭɫʷȐ ĢʷʙɮƆȉȢȐŭƆ
ɂǵƆɷǣƆȐɈŞŭƆɷŊƆȐŭƆȐʙʷȐ ǵȢȐǇƆɷŊĢǵǣƆɮƆȐ
ȉƇʙĢǵŞɷʷɮʷȐƆ ˍƆɮɷǣȢȐɮȢŊǲƇǵƆŊʙɮȢŭƆ
ÑȢȉƆĻȢŭ˔ ʙȢ ŭƆ
ǣɮɀǵĢȐƆɷɑÃʷǣɷȉĢɮŊǘƆȐʙ ǵƆȐʙƆȉƆȐʙī

ŊȥʙƇŭƆɷǰƆʙɷŭɫƆĢʷŞŭĢȐɷŭɫƇʙɮĢȐǇƆɷ
ƨȢʷɮɮƆĢʷ˓ƆȐʙʷǵǵƆŭƆ Ȑ˔ǵȢȐ ɮƆŊ˔ŊǵƇȢʷ
ɷŊʷǵɀʙƇɷŭĢȐɷŭƆɷɀĢȐɷŭƆ ŊʷǣɮƆʙ ŭƆ
ɀĢǣǵǵƆʙʙƆɷŊĢȢʷʙŊǘȢʷʙƇƆɷɑǐ1Ɔɷ ˍƊʙƆǝ
ȉƆȐʙɷɮƇɷǣɷʙĢȐʙɷɀȢʷɮ ŭƆɷʙƆȉɀɷŭǣƨƨǣŊǣǝ
ǵƆɷǒŞɮƇɷʷȉƆǝʙǝǣǵŭĢȐɷɷĢȐȢʙƆŭɫǣȐʙƆȐǝ
ʙǣȢȐɑÃȢʷɮ ȐȢʷɷŞ ʷȐƆ ƨƇƆɮǣƆĂǣƆǣǵ
hȢǵǵ˔ˎȢȢŭ ŭƇɀɮĢˍƇǘ˔ɀȐȢʙǣɷĢȐʙƆɑ¯
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ƆɷZɮĢȐŏĢǣɷŭƆ ǵĢȉȢŭƆ ȢȐʙ
ɷȢʷˍƆȐʙǵĢŭƆȐʙŭʷɮƆ ƆȐǝ
ˍƆɮɷǵƆɷ ȉƇɮǣŊĢǣȐɷɑpǵƆɷʙ
ˍɮĢǣɠʷɫī ǵɫƆ˓ŊƆɀʙǣȢȐŭƆ
ÝȢȉ ZȢɮŭ Ɔʙ ŭƆ

ǵƆɷ ŭƆɷǣǇȐƆɮɷ

ŭɫȢǣʷʙɮƆǝʙǵĢȐʙǣɠʷƆɷȢȐʙǇƇȐƇɮĢǵƆȉƆȐʙ
ʙɮƍɷŊȢȉȉƆɮŊǣĢʷ˓Ş Ȣʷ ĻǣƆȐʙɮȢɀǐɮƆŭ
ŊĢɮɀƆʙǒŞȢʷ ƆȐŊȢɮƆŞǵȢɮɷɠʷɫǣǵɷĢɮɮǣˍƆȐʙ
ī ÃĢɮǣɷŞǰȢʷƆȐʙ ǵƆɷǇɮĢȐŭɷŊȢʷʙʷɮǣƆɮɷ
ŊȢȐŊƆɀʙʷƆǵɷƆʙ ʙȢȉĻƆȐʙ ī ŊȥʙƇɑÑĢȐɷ
ŊȢȉɀʙƆɮ ɠʷƆ ǵȢɮɷɠʷɫǣǵɷɀɮƆȐȐƆȐʙǵĢʙƊʙƆ
ŭɫʷȐƆǇɮĢȐŭƆȉĢǣɷȢȐƨɮĢȐŏĢǣɷƆŞǣǵɷɷʷŊǝ
ŊƍŭƆȐʙɷȢʷˍƆȐʙī ŭƆɷŭǣɮƆŊʙƆʷɮɷĢɮʙǣɷʙǣǝ
ɠʷƆɷŊʷǵʙƆɷɑɫƇʙĢǣʙǵƆŊĢɷŭɫ ǵƆ˓ĢȐŭƆɮ
ĄĢȐǇ ɠʷǣ ɮƆȉɀǵĢŏĢǣʙƆȐ ʭˤȬʭ ŊǘƆˠ
ĢǵƆȐŊǣĢǇĢŞ \ǘƆɷɠʷǣƍɮƆŞǵɫǣŭȢǵƆ

ŭƆ ʙȢʷʙƆ̫ȐƆǇƇȐƇɮĢʙǣȢȐɑ@ʙŊɫƆɷʙǵƆŊĢɷ
ŊƆʙʙƆƨȢǣɷŊǘƆˠ ĢˍƆŊ

ȢǵǵȢʷǇǘƆʙ hƆɮȐĢȐŭƆˠɠʷǣ
ȢȐʙ ƇʙƇɮƆŊɮʷʙƇɷǣǵ̝ Ģ ɠʷƆǵɠʷƆɷȉȢǣɷ
ĢɀɮƍɷǵƆŭƇɀĢɮʙŭƆ ȐŭƆɮɷȢȐ
ɀȢʷɮ 1ǣȢɮɂʷȐ ʙɮĢȐɷƨƆɮʙŭƆǇɮȢʷɀƆŞǵƆɷ
ŭƆʷ˓ ȉĢɮɠʷƆɷĢɀɀĢɮʙƆȐĢȐʙī

Ɔɷŭǣ˓ŭƆɮȐǣƍɮƆɷĢȐȐƇƆɷŞǵĢȉĢɮɠʷƆ
ȉĢŭɮǣǵƍȐƆƆɷʙŭƆˍƆȐʷƆ ǵɫʷȐƆ ŭƆɷɀǵʷɷ
ǘȢʙɷŭƆ ǵɫǣȐŭʷɷʙɮǣƆɑÃƆȐŭĢȐʙŊƆʙƆȉɀɷǝ
ǵīŞǵƆɷŭƆʷ˓ ŭǣɮǣǇƆĢǣƆȐʙǵĢ
ȉĢɮɠʷƆ ÃɮȢƆȐˠĢ ÑŊǘȢʷǵƆɮɠʷɫǣǵɷȢȐʙ
ƨȢȐŭƇƆǰʷɷʙƆĢɀɮƍɷǵƆʷɮɷƇʙʷŭƆɷɑÅʷĢȐŭ

ǵƆɷĢ ĢɀɀɮȢŊǘƇɷŞǣǵɷƇʙĢǣƆȐʙ
ŊȢȐɷŊǣƆȐʙɷɠʷɫʷȐƆ ʙƆǵǵƆŭƇŊǣɷǣȢȐɀȢʷǝ

ˍĢǣʙǵƆɷȉƆʙʙɮƆ ƆȐŭĢȐǇƆɮɑǐ ƆʙʙƆɀɮȢǝ
ɀȢɷǣʙǣȢȐȐȢʷɷĢ ɮĢɀɀƆǵƇɠʷĢȐŭ ĢɮȐƆ˔ɷ
ɂǵƆ ŭƆɀĢɮʙȉƆȐʙ ɷʙȢɮƆȐƆˎǝ˔ȢɮǲĢǣɷŞ

ĢŭƇŊǣŭƇŭƆˍƆȐŭɮƆǵɫǣȐʙƇǇɮĢǵǣʙƇŭƆ
ȐȢʙɮƆŊȢǵǵƆŊʙǣȢȐŭƆ ƨǣȐŭɫƇʙʷŭƆɷī ǵĢ
ÃĢɮɷȢȐɷÑŊǘȢȢǵŞ Ɔ˓ɀǵǣɠʷƆȐʙǝǣǵɷŭĢȐɷǵƆ
ɷʙʷŭǣȢŭƆ ɮʷƆÑŊɮǣĻƆī ŭƆʷ˓ ɀĢɷ
ŭƆ ǵɫ¨ɀƇɮĢɑ ǵɫƇɀȢɠʷƆŞȐȢʷɷĢˍȢȐɷŭʺ
ŊǘȢǣɷǣɮƆȐʙɮƆɀɮȢƨǣʙƆɮŭƆŊƆʙʙƆȢɀɀȢɮʙʷȐǣʙƇ
ɀȢʷɮ ȐȢʷɷǵĢȐŊƆɮŞȢʷ ɷʷǣˍɮƆ̫ȐƆˍȢǣƆɀǵʷɷ
ŊȢȐˍƆȐʙǣȢȐȐƆǵǵƆŞƆȐŭƆˍƆȐĢȐʙŭƆɷǣǇȐƆɮ
ŭĢȐɷǵƆɷʙʷŭǣȢŭɫʷȐƆ ȉĢɮɠʷƆɑ pǵ̝ Ģ ɷǣ˓
ȉȢǣɷŞȐȢʷɷĢˍȢȐɷŭƆȐȢʷˍƆĢʷƆʷī ŭƇŊǣŭƆɮ
ɷǣȐȢʷɷˍȢʷǵǣȢȐɷĢĻĢȐŭȢȐȐƆɮʙȢʷʙŊƆɠʷƆ
ȐȢʷɷĢˍǣȢȐɷŊȢȐɷʙɮʷǣʙĢʷ ƨǣǵŭƆɷĢȐɷƆʙ

ɠʷǣʙʙƆɮǵĢˍǣǵǵƆɠʷǣƇʙĢǣʙȐȢʙɮƆƨȢ˔ƆɮƖ Ɔʙ
ƨĢǣɮƆɀɮƆʷˍƆ ŭɫĢʷŭĢŊƆŞ̱ƆȐǣɮī ÃĢɮǣɷŞ
ŊȢȉȉƆȐŊƆɮʷȐȐȢʷˍƆĢ Ŋ̫ǘĢɀǣʙɮƆŭƆȐȢʙɮƆ
ˍǣƆŞʙƆȐʙƆɮ̫ȐƆ ȐȢʷˍƆǵǵƆƆ˓ɀƇɮǣƆȐŊƆɑǒ
ɀɮƍɷ ǵƆʷɮɷǘȢˎ ŭƆ ˍƆȐŭɮƆŭǣȉĢʙǣȐ

ɀɮƇɷƆȐʙƇŭĢȐɷ̫ȐƆǐĻȢǦʙƆǒ ī ǵĢ ǣʙƇìŞ
ƆʙĢʷ ɮƆǇĢɮŭŭƆɷĢɀɀǵĢʷŭǣɷɷƆȉƆȐʙɷŞȢȐ
ŊȢȐƨǣɮȉƆɠʷƆǵɫĢʷŭĢŊƆɀĢǣƆƖ
¨ȐʙǝǣǵɷƆʷ ǵĢɀɮƆɷɷǣȢȐŭƆ ɷʷŊŊƇŭƆɮī

ȐŭƆɮɷȢȐŞ̫Ȑ ŭǣƆŭ̫ƆǵĢȉȢŭƆ
ȉȢŭƆɮȐƆɡ ǐ ĂȢʷɷɷĢˍƆˠŞŊƆɷ̱ǣȐǇʙŭƆɮǝ
ȐǣƍɮƆɷĢȐȐƇƆɷŞȐȢʷɷĢˍȢȐɷŭʺ ƨĢǣɮƆʙȢʷɮǝ
ȐƆɮǵɫƆȐʙɮƆɀɮǣɷƆĢˍƆŊŭƆɷȉȢ˔ƆȐɷ ʙɮƍɷǵǣǝ
ȉǣʙƇɷ ɀʷǣɷɠʷƆ ȐȢʷɷ ɷȢȉȉƆɷ
ǣȐŭƇɀƆȐŭĢȐʙɷŞǵĢȉĢǣȐʙƆȐǣɮī ƨǵȢʙŞɀĢ˔Ɔɮ

ȐȢɷƆȉɀǵȢ˔ƇɷŞʙȢʷʙƆȐȐȢʷɷȢŊŊʷɀĢȐʙŭƆ
ǵĢŭǣɮƆŊʙǣȢȐĢɮʙǣɷʙǣɠʷƆƖǵȢɮɷȢʷǣŞǣǵ̝ Ģ
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ʷȐƆɷȢɮʙƆŭƆɀɮƆɷɷǣȢȐǣŊǣȉĢǣɷƆǵǵƆƆɷʙɷʷɮǝ
ʙȢʷʙŊɮƇĢʙǣˍƆɑ@ʙɀȢʷɮ ȐȢʷɷŊɫƆɷʙ̫ȐƆƆ˓ǝ
ɀƇɮǣƆȐŊƆʙƆǵǵƆȉƆȐʙǵǣĻƇɮĢʙɮǣŊƆŞȐȢʷɷ
ĢˍȢȐɷŭƇɷȢɮȉĢǣɷŭƆɷȉȢ˔ƆȐɷ ī ǵĢǘĢʷʙƆʷɮ
ŭƆȐȢʙɮƆǣȉĢǇǣȐĢʙǣȢȐƆʙŭƆȐȢɷŊĢɀĢŊǣʙƇɷɑ
ÑĢȐɷĢˍȢǣɮī ȐȢʷɷɷȢʷŊǣƆɮŭƆ ǵĢǵȢǇǣɷʙǣǝ
ɠʷƆɑǒ @ʙƆȐɀĢɮʙĢȐʙŭɫʷȐ ʙƆɮɮĢǣȐŭƆ ǰƆʷ
ɀĢɮʙǣŊʷǵǣƍɮƆȉƆȐʙƆ˓ŊǣʙĢȐʙɑ ŊȢʷɀǵƆĢ
ƇˍǣŭƆȉȉƆȐʙ ŊȢȉȉƆȐŊƇ ɷȢȐ ˍȢ˔ĢǇƆ

ī ŭĢȐɷǵƆɷĢɮŊǘǣˍƆɷŭƆ
ŊƆʙʙƆȉĢǣɷȢȐƨȢȐŭƇƆƆȐȬƎƼʋǐ ī ɀĢɮʙǣɮ
ŭɫʷȐ ŊȢǵǵƆŊʙǣƨŭɫĢɮʙǣɷĢȐɷǣȐŭƇɀƆȐŭĢȐʙɷŞ
ǵɫʷȐƨĢĻɮǣɠʷĢǣʙŭƆɷɀȢɮʙƆƨƆʷǣǵǵƆɷŞǵɫĢʷʙɮƆ

ŭƆɷĻȢǦʙƆɷī ĻǣǰȢʷ˓ŞŭƆɷ̱ĢǵǣɷƆɷŞŭƆǵɫĢɮʙǣǝ
ɷĢȐĢʙŭɫĢɮʙŞƆʙŊɑǒɑ

ǵɫʷɮǇƆȐʙƆɷʙŭƆɀƆȐɷƆɮ̫ȐƆŊȢǵǝ
ǵƆŊʙǣȢȐɀȢʷɮ ŊƆʙʙƆZĢɷǘǣȢȐĄƆƆǲŭƆ
ɷƆɀʙƆȉĻɮƆʭˤʭưɑ ǐ ɷȢȉȉƆɷ ɀĢɮʙǣɷ
ŭƆ ʙɮȢǣɷɀǣǵǣƆɮɷɑ ĢˍƆŊʙȢʷʙŊƆ
ɠʷƆŊƆǵĢ̱Ɔʷʙ ŭǣɮƆŭƆ ɷƆȐɷʷĢǵǣʙƇŞŭƆ ƨȢʷǝ
ǇʷƆŞŭƆ ŊʷǵʙʷɮƆŞŭƆ ɀƆĢʷƆʙŭƆ ɀĢɷɷǣȢȐŞ
ŭƇʙĢǣǵǵƆ hƆɮȐĢȐŭƆ ɠɣʷǣŞŊȢȉȉƆ
ʙȢʷʙƆɷǵƆɷƨĢȉǣǵǵƆɷǣȉȉǣǇɮƇƆɷŭƆ ʷĻĢŞ
ƆɷʙǐʷȐ ƆȐƨĢȐʙŭɫ@ɷɀĢǇȐƆɀĢɮ Ɔ˓ʙƆȐǝ
ɷǣȢȐǒɑ ƇˍǣŭƆȉȉƆȐʙɑ@ʙȐȢʙɮƆ

ǘǣɷʙȢǣɮƆɀƆɮɷȢȐȐƆǵǵƆɷĢŊǘĢȐʙɠʷƆ ȐȢʷɷ
ĢˍȢȐɷǇɮĢȐŭǣŭĢȐɷǵƆɷĢȐȐƇƆɷȬȕȕˤŞ ƆȐ

ȐǇǵƆʙƆɮɮƆŞĢˍƆŊ ǵƆŊʷǵʙƆŭʷ
ɷɀȢɮʙɷˎƆĢɮĢȉƇɮǣŊĢǣȐƆʙ̫ Ȑ ĢȉȢʷɮ ɀȢʷɮ
ɷƆɷĢɮŊǘƇʙ˔ɀƆɷǝ ǵƆǰƆĢȐŞǵƆʙƆƆǝɷǘǣɮʙ
ĻǵĢȐŊŞǵƆĻȢȉĻƆɮŞǵƆĻǵĢˠƆɮƖ ƆɷȢȐʙŊƆɷ
ɀǣƍŊƆɷɠʷƆ ȐȢʷɷĢˍȢȐɷ̱Ȣʷǵʷ ʙɮĢȐɷƨȢɮȉƆɮ
ī ʙɮĢˍƆɮɷǵƆɀɮǣɷȉƆŭƆɷĢˍȢǣɮǝƨĢǣɮƆƆ˓ʙɮƊǝ
ȉƆɷɑǒ ǰƆĢȐƆȐŊʷǣɮŭƇŊǘǣɠʷƆʙƇƆȐ
ǰĢʷȐƆŊǣʙɮǣȐƆŞƆȐȢɮĢȐǇƆÑʙĢĻǣǵȢȢʷ ĻǵƆʷ
ɀǣɷŊǣȐƆƆȐƆɷʙǵɫƆ˓ƆȉɀǵƆǵƆɀǵʷɷɷɀƆŊʙĢǝ
ŊʷǵĢǣɮƆƆʙǵƆɀǵʷɷŭƇɷǣɮĢĻǵƆƢ

AǇĢǵƆȉƆȐʙɷʷɮǵƆɀȢŭǣʷȉŞʷȐ ɀȢǵȢȢˍƆɮǝ
ɷǣˠƆɮƇĢǵǣɷƇŭĢȐɷ̫ȐƆʙɮĢȐŊǘƆȐĢɀȢǵǣʙĢǣȐƆ
ŭƆɷʷɀƆɮɀȢɷǣʙǣȢȐɷŭƆ ŊʷǣɮɷƆʙŭƆɷŭƇĻĢɮǝ
ŭƆʷɮɷɀǵǣɷɷƇɷƆʙǇĢʷƨɮƇɷŊȢȉȉƆ ŭƇǵĢˍƇɷ
ɀĢɮǵƆɷȢǵƆǣǵƆȐŊʷǣɮʙɮȢȉɀƆǝǵɫȧǣǵɑ¨ʷ
ŊƆʙʙƆɮȢĻƆƆȐŊʷǣɮƆṞ̏ƆɮʙɷʷɀƆɮ̱ǣʙĢȉǣȐƇ
ŭȢȐʙǵĢƨȢɮȉƆ ƆȐɷĢĻǵǣƆɮĢƇʙƇŊȢʷɷʷƆī ǵĢ
ȉĢǣȐɷĢȐɷɠʷɫȢȐ ȐɫƆṞ̏ ȢǣƆǰĢȉĢǣɷǵĢʙɮĢǝ
ŊƆɑǐ ɷȢȉȉƆɷ ʙɮƍɷĢȉĢʙƆʷɮɷŭɫĢɮʙǣɷǝ
ʙƆɷŊȢȉȉƆ ƆǵǵƆʙ@ǵǵɷˎȢɮʙǘ
ɠʷǣɀĢɮʙĢǇƆȐʙǵƆŊȢȐŊƆɀʙŭƆZǣȐǣɷǘZƆʙǣɷǘŞ

ɠʷǣŊȢȐɷǣɷʙƆī ŊɮƇƆɮɠʷƆǵɠʷƆŊǘȢɷƆŭƆ ɷǣ
ĻǣƆȐƨĢǣʙɠʷƆǵƆɷʙɮĢŊƆɷŭƆɷĢƨĢĻɮǣŊĢʙǣȢȐƆȐ
ɷȢȐʙƆƨƨĢŊƇƆɷɑǒ ȢȉȉƆ ŊƆȉĢǇȐǣƨǣɠʷƆ
ʙĢĻǵƆĢŭ̫Ɔ Ģʷ˓ ŊȢʷǵƆʷɮɷŭʷ ŭɮĢǝ
ɀƆĢʷƆɷɀĢǇȐȢǵŞɮȢʷǇƆƆʙǰĢʷȐƆŞɠʷƆǵƆʷɮĢ
ɀɮƊʙƇ̫Ȑ ĢȉǣƆʙɠʷǣƆɷʙƆ˓ɀȢɷƇī ǵɫƆȐʙɮƇƆ
ŭʷ ŭƇƨǣǵƇŞƆʙŭȢȐʙǵĢɷʷɮƨĢŊƆǵǣɷɷƆȐƆʙɮĢǘǣʙ
ĢʷŊʷȐŊȢʷɀ ŭƆɀǣȐŊƆĢʷɑ

ˍƆŊ ʷȐ ĻȢȐ ɷƆȐɷĢȉƇɮǣŊĢǣȐī ʙȢʷʙƆ
ƇɀɮƆʷˍƆŞǵƆɷŭƆʷ˓ ŭƆɷǣǇȐƆɮɷȢȐʙ ȉǣɷ ī
Ɔ˓ƇŊʷʙǣȢȐǵƆʷɮɀɮȢǰƆʙŭɫʷȐ ɷɀȢɮʙɷˎƆĢɮ
ƨƇȉǣȐǣȐǵʷ˓ʷƆʷ˓ ȉĢǣɷɀĢɷŊǘǣŊǘǣʙƆʷ˓Ş
ƆȐŭȢȐȐĢȐʙŭʷ ŊȢȢǵĢʷɷĢˍȢǣɮǝƨĢǣɮƆŭĢȐɷ
ǵƆɷɀĢɮǲĢɷƆȐŊȢǵƆȐȉǣǵǵƆƨƆʷǣǵǵƆŞǵƆɷŊĢǝ
ĻĢȐɷƆȐ ŊʷǣɮʙȢʷŊǘƆɮŊĢȢʷʙŊǘȢʷŊŞǵƆɷ
ɮȢĻƆɷȐƇȢƨǵĢȉƆȐŊȢɀȢɮʙĢĻǵƆɷŞƆʙ ǵƆɷ
ɀʷǵǵɷŊȢǵĂ ɮȢʷǇƆɀɮǣȉĢǣɮƆʙɮƍɷŊȢȉǝ
ȉƆɮŊǣĢʷ˓ƆɷʙĢȉɀǣǵǵƇɷŭʷ ȐȢʷˍƆĢʷ ǵȢǇȢ
ɂɠʷǣɷɫĢˍƍɮƆƊʙɮƆǵɫĢȐŊǣƆȐŭƇŊĢɀǣʙƇŭƆ
ȉȢǣʙǣƇɈɑìȐƆ ȉȢŭƆ ɷɀȢȐʙĢȐƇƆƆʙɀĢɷ
ɀɮǣɷƆŭƆʙƊʙƆɠʷǣƨĢǣʙŭʷ ĻǣƆȐƖ¯
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(1/1)  CONCURRENCE - LUXE

Luxure et volupté

Créatures invraisemblables et dames lubriques :

Rick Owens, Tom Ford, Mugler et Schiaparelli ont livré

leurs visions, plus ou moins réussies, de la féminité

pour la fashion week de Paris printemps-été 2026

e sexefait vendre»:la formule, danslesprofondeursd'ungaragedel'Est couvert,tandisqued'autrestenuesimitent
populariséeil y atrenteanspar le parisien.C'estlàqueMiguelCastroFreitas,en trompe-l'œilla peaunueoule dessin
mouvement «porno chic», re- nomméenmars,présentesonpremierdé- d'unefemmegalbéedemanièreirréaliste.
prenddela vigueurdanslamode. filé pourlamarquequi appartientdepuis Letout s'avèred'unesophisticationpres-

AlafashionweekdeMilan,enseptembre,2019àL'Oréalet dontlemodèleéconomi- quemaniaqueet,parmoments,surannée.
DemnachezGucciet DarioVitalechez quereposeessentiellementsurlaventede DepuissanominationchezSchiaparelli,
Versaceont renouéavecdes vestiairesparfums.LeCVduPortugaisde45ansins- DanielRoseberryaprouvél'étenduedeson
aguicheurs.Leursconfrèresde l'édition

L

pire confiance: il a travailléavecAlber talentenhautecouture,où il parvientau
parisienneprintemps-été2026,qui court ElbazchezLanvin,avecJohnGallianoetRaf justedosageentremaîtriseformelleetin-
jusqu'au 7 octobre,ont montré qu'ils SimonspourDior,puisauxcôtésdeDries ventivitéartistique.Maissontravailest
n'étaientpasenreste.Pourcertainscréa- VanNoten.Il dit avoirgrandienadmirant toujoursplus empesélorsqu'il s'agit de
teurs-tousmasculins-,ledéfiléestl'occa- Thierry Mugler(1948-2022)et partager prêt-à-porter.
sion defantasmerune femme,dont ils avecle fondateurunepassionpour le ci- «Don'tyouneedsomebodyto love?» en-
font unecréatureextravaganteet auréo-néma classiquehollywoodien.Surle pa- tonneJeffersonAirplanedansuneversion

léedelubricité.Unestratégiepérilleuseet pier,lecastingparaîtparfait.

pastoujourscouronnéedesuccès. Pourtant,dansledédaleduparking,lama- visduPalaisdeTokyo.RickOwens,auquel

technobouillonnante,diffuséesurle par-

ChezTomFord,placeVendôme,la foule gien'opèrepas.Lessilhouetteségrènentles lePalaisGalliera,situéjusteenface,consa-

sebousculepourapercevoirlescélébritésclichésdela femmepuissanteetsexy,avec cre une rétrospectivejusqu'au 4 jan-

detoutbordquiarriventaucompte-gout-vestesàépaulettesetà la taille marquée,
tes,commePamelaAnderson,JanetJack- chemisesstrictesboutonnéesjusqu'au
son,KylieJenner,RitaOraou KateMoss. menton,jupescrayonsettalonshauts.Mais
Beaucoupdestars,maisundéfiléentrès rienn'estflatteur,ni la couleurchairni le
petitcomité(200personnes),dansun es- rembourrageglisséentrelapeauetlevête-
paceconçupourressemblerausalonprivé ment,surleshanches,lesépaulesoumême
d'uneboîtedenuit,«ceslieuxmystérieuxleventre.Lestissusformentdesplisousont
où il sepassedeschosesauxquellestout le troptirés,bâillentparfois.Larobetranspa-
monden'a pasaccès»,d'aprèsHaiderAc- renteavecdesétoilesargentéesquitientsur
kermann,ledirecteurartistique.Aenjuger lecorpsaccrochéeauxpiercingsdetétonde

vier 2026,propose«desvêtementsdurs
pourdestempsdurs», selonsa formule.
Avecdoigté,il mixeattractionetrépulsion,
glamourethostilité.

Sesrobesdedruidessesont tailléesen
mousselinetransparente,maisagrémen-
téesd'épaulesrigidesenmétal.Sesdébar-
deursaérienslaissantentrevoirdela linge-
riesontaussitôttempéréspardestenues
pareillesàun cactus,hérisséesdefranges
decuir. SestrenchsenNylon ultraléger
croisentdesvestesdemotard«àcolDra-
cula».Ceglamourdécadentestaccentué
parlamiseenscène: lesmannequinsdes-
cendentungrandescalierdechantierpour
terminerleur coursedansle bassindela
fontaineoù ellespataugentlentement,
leurstraînesd'organzaflottantderrièreel-
les.Unevisiondelasensualitémoinsfron-
tale,maispasmoinsefficace.»

parl'alluredesmannequins,les«choses»
semblentplutôtd'ordresexuel.

lamannequinestunemauvaiseidée.Non
seulementces créaturesn'ont aucune

Dansla pénombredela salletenduede formedevraisemblance,maisenpluson

noir débarquenttrois femmesdansdes n'apasdutoutenviedeleurressembler.

manteauxencuirvernisajouré.Amesure
qu'ellesmarchent,ondécouvrequelesper- Mousselinetransparente

DanielRoseberry,quiprésidedepuis2019
auxdestinéesdeSchiaparelli,achoisid'in-
vestirleCentrePompidou.Dansun espace
d'expositiondel'institution,ferméepour
travauxjusqu'en2030,il fait lentement
déambulersurdusablenoirdesamazones
hors-sol.«Jecontinuedecroirequ'assisterà
undéfiléSchiaparellidoitavoirlamêmein-
tensitéquevisiterunmusée»,avancelede-
signerdanssanoted'intention.L'intensité
passecettefois-ciparunparfumdeluxure.

Desrobesenmeshsontajouréesdepied
encapcommesilamain d'un(e)affamé(e)
dechairlesavaitdéchirées,tandisquedes

forationsdutissusontpluslargesauxen-
droitsstratégiques(surlesfesses,parexern-
ple),etquecesdamessontnuessousleurs
pardessus.Desnuisettesendentelleéchan-
créesjusqu'aunombril,delonguesrobes
fluidesoùletissucoulesurlecorpscomme
unesecondepeau,desrobesenrésillequi,
surlapoitrine,serésumentàunfil vertical
tenduentrele couet lepubis...Quelques
tailleursensoierosedragéeouvertaniscal-
mentunpeule jeudecettecollectiontrès
sexuelle,portéepardesmannequinsparti-
culièrementsculpturalesd'âgedivers: Vit-
toriaCeretti,27ans,afermélebalavecErin
O'Connor,devingtanssonaînée.Haider jupesen cuir asymétriquesàlataille très

Ackermannn'essaiepas d'être nuancé,bassesoulignentleshanches.Unerobeen
tulleetpoil dechèvreouuntailleurenjer-maisil saitcommuniquersafougue.

ChezMugler,le rendez-vousestdonné seytransparentlaissentla plastiqueàdé-

ELVIREVONBARDELEBEN
ETVALENTINPÉREZ

Chez

Schiaparelli,

une robe en

tulle et poil

de chèvre

laisse

la plastique

à découvert
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ĢȐɷǵƆƨȢȢʙŊȢȉȉƆ ŭĢȐɷǵĢ
ȉȢŭƆŞǵƆȉƆɮŊĢʙȢĢʷȐǣȉǝ
ɀĢŊʙɀɷ˔ŊǘȢǵȢǇǣɠʷƆŞƇȉȢǝ
ʙǣȢȐȐƆǵƆʙŊɮƇĢʙǣƨɷȢʷˍƆȐʙ
ȐƇǇǵǣǇƇɑ¨Ȑ ɷɫǣȐɠʷǣƍʙƆƆȐ
ǇƇȐƇɮĢǵŭƆɷ ʙɮĢȐɷƨƆɮʙɷ

ʷǵʙɮĢȉƇŭǣĢʙǣɷƇɷɠʷǣ̱ǣˍƆȐʙǵĢɀɮƆɷɷǣȢȐŊȢǝ
ǵȢɷɷĢǵƆŭʷ ɀɮƆȉǣƆɮȉĢʙŊǘ
Ģʷ ÇƆĢǵɈȢʷ ŭʷ ɀɮƆȉǣƆɮŭƇƨǣǵƇ
ȐŭƆɮɷȢȐŊǘƆˠ1ǣȢɮɈɑ̈Ȑ ɷƆŭƆȉĢȐŭƆɷȢʷǝ

ˍƆȐʙŊȢȉȉƆȐʙ ǵƆŊǵʷĻȢʷ ǵĢȉĢɮɠʷƆ ɠʷǣĢ
ɀƆɮŭʷɷĢɷʙĢɮ̱Ģ ɮƆɀƆȐɷƆɮɷȢȐɷŊǘƇȉĢʙĢŊǝ
ʙǣɠʷƆǝ ʷȐ ɠʷǣƨĢǣʙǇɮĢȐŭǣɮ1ƆȉĻƇǵƇŞ
ʷȐ ɠʷǣɮƆŊɮʷʙƆ ȢǵǵȢʷǇǘƆʙ

hƆɮȐĢȐŭƆĢɣˍƆŊɷʷŊŊƍɷɑ¨Ȑ ȢĻɷƆɮǝ
ˍƆ ɀĢɮƨȢǣɷǵƆɷʷɮɷĢʷʙŭƆɷǐĢȐŊǣƆȐɷǒɠʷǣ
ȉȢȐʙɮƆȐʙɠʷƆǵɫƆ˓ɀƇɮǣƆȐŊƆƨĢǣʙǵĢŭǣƨƨƇɮƆȐǝ

ʙƆ ZĢɷǘǣȢȐĄƆƆǲŞ ȐʙǘȢȐ˔ ĂĢŊŊĢɮƆǵǵȢ
ŊǘƆˠÑĢǣȐʙ ĂĢȐǘƇƆŊǘƆˠ
hƆɮȉƍɷɑ
@ȐɮƆˍĢȐŊǘƆŞɠʷǣŭŭƆŊƆʷ˓ŭȢȐʙǵƆȐȢȉ

ĢŊǣɮŊʷǵƇɀȢʷɮ ɮƆǰȢǣȐŭɮƆ̫ȐƆǐɀǵʷɷ ǇɮȢɷǝ
ɷƆǒƇɠʷǣɀƆɷĢȐɷɠʷƆŏĢȐƆɷƆɷȢǣʙŊȢȐŊɮƇǝ
ʙǣɷƇɡ1ĢȐɷǵƆƨȢȢʙŞǵƆɷƆ˓ƆȉɀǵƆɷɷȢȐʙǵƇǝ
ǇǣȢȐŭƆǰȢʷƆʷɮɷɠʷǣŞɷȢʷɷǵĢɀɮƆɷɷǣȢȐŭƆɷ
ɮʷȉƆʷɮɷŞǇĥŊǘƆȐʙǵƆʷɮɷĢǣɷȢȐȉĢǣɷŞ̫ȐƆ
ƨȢǣɷǵƆ ȉƆɮŊĢʙȢ ʙƆɮȉǣȐƇŞɮƆˍǣƆȐȐƆȐʙ
ȉƆǣǵǵƆʷɮɷɠʷƆǰĢȉĢǣɷ ÇƆʷɷŭƆˍƆȐʷ
ʷȐƆ ǵƇǇƆȐŭƆŭƆ 1ȢɮʙȉʷȐŭŞ \ƆɮɮĢɮŭŭƆ

ƆʙŊɑɈɑ@ɷʙǝŊƆǵƆŊĢɷŭʷ ŊɮƇĢǝ
ʙƆʷɮÃǣƆʙƆɮ ȐȢȉ ŭʷ ŭƆɷǣǇȐƆɮ
ĻƆǵǇƆŭƆɀʷǣɷʭˤʭȬŊǘƆˠ ǵĢǧĢɂŭĢȐɷǵƆǇǣǝ
ɮȢȐŭʷ ǇɮȢʷɀƆÇǣŊǘƆȉȢȐʙɈƨĢǣɷĢǣʙɀĢɮʙǣƆ
ŭƆ ǵĢǐʙȢɀ ǵǣɷʙǒɂŭʷ ȉȢǣȐɷŞɷƆǵȢȐǵƆɷɮʷǝ
ȉƆʷɮɷɈ ŭɫī ɀƆʷ ɀɮƍɷʙȢʷɷǵƆɷɮƆŊɮʷʙƆǝ
ȉƆȐʙɷŭƆɀʷǣɷɀǵʷɷŭɫʷȐ ĢȐŞƆʙƆȐɀĢɮʙǣŊʷǝ
ǵǣƆɮŭƆ ǘĢȐƆǵƆʙŭƆ ĢǵƆȐŊǣĢǇĢɑ@ȐȉĢɮɷ
ŭƆɮȐǣƆɮŞɷǣɷȢȐŭƇƨǣǵƇĢˍĢǣʙƇʙƇɀǵƇĻǣɷŊǣʙƇ
ɀĢɮɷȢȐƨĢȐǝŊǵʷĻŞǣǵȐȢʷɷĢˍĢǣʙɷƆȉĻǵƇ
ƨȢɮŊƇŞĢˍƆŊɷƆɷƨƆȉȉƆɷ ƆȐʙɮĢˍƇƆɷŭĢȐɷ
ŭƆɷɮȢĻƆɷɷŊʷǵɀʙʷɮĢǵƆɷī ǵɫƆ˓ŊƍɷŊȢȉȉƆ ɷǣ
ǵƆŊɮƇĢʙƆʷɮŭȢȐʙǵɫƆɷɀɮǣʙƇʙĢǣʙɀɮȢĻĢĻǵƆǝ

ȉƆȐʙ ȢŊŊʷɀƇɀĢɮǵƆɷɮʷȉƆʷɮɷ ƆʙǵƆɷȐƇǇȢǝ
ŊǣĢʙǣȢȐɷŞĢˍĢǣʙĻƆɷȢǣȐŭƆɀɮȢʷˍƆɮɠʷƆǵɠʷƆ
ŊǘȢɷƆɑ ŏĢ˔ ƆɷʙŞǵĢɷĢǣɷȢȐŭƆɷʙɮĢȐɷǝ
ƨƆɮʙɷƆɷʙƆȐƨǣȐŊǵȢɷƆƢ@ʙŞŊƆɷĢȉƆŭǣȉĢʙǣȐŞ
ÃǣƆʙƆɮ ȐȢʷɷɷƆȉĻǵƆƆȐƨǣȐǵǣĻƇɮƇŞ
ŭƇǵǣˍɮƇɑ
ÃȢʷɮǵƆɀǵĢǣɷǣɮŭƆɷɷʙĢǲǘĢȐȢˍǣɷʙƆɷŭƆǵĢ

ZĢɷǘǣȢȐĄƆƆǲɠʷǣƨĢʙǣǇʷƆȐʙƆȐŊƆŭƆɮȐǣƆɮ
ˎƆƆǲǝƆȐŭŭƆŊȢǵǵƆŊʙǣȢȐɷŞǣǵȢƨƨɮƆ̫Ȑ ȉȢǝ
ȉƆȐʙ ŭƆǇɮĥŊƆī ǵĢZȢȐŭĢʙǣȢȐĢɮʙǣƆɮŭʷ
ĻȢʷǵƆˍĢɮŭÇĢɷɀĢǣǵŞŭȢȐʙŊƆŭƇƨǣǵƇǵĢǧĢƆɷʙ
ǵƆʙȢʷʙŭƆɮȐǣƆɮƇˍƇȐƆȉƆȐʙɂĢˍĢȐʙɷȢȐŭƇǝ
ȉƇȐĢǇƆȉƆȐʙɀǵĢŊƆŭʷ ÃĢǵĢǣɷǝÇȢ˔ĢǵǵƆ
ʭưȢŊʙȢĻɮƆɈɑǵȢɮɷɠʷƆ ǵĢɀǵʷǣƆƨɮĢɀɀƆǵƆɷ
ˍǣʙɮƆɷŭƆ ǵĢɷʙɮʷŊʙʷɮƆŞǵƆɷ̱ǣɷĢǇƆɷƆȐǇɮȢɷ
ɀǵĢȐŭƆɷȉĢȐȐƆɠʷǣȐɷɂĂǣʙʙȢɮǣĢƆɮƆʙʙǣŞ
ĢǘǣĢŞ ĢɀɀĢɮĢǣɷɷƆȐʙɷʷɮǵƆɷȢǵ

ƆʙɷƆɮƆƨǵƍʙƆȐʙɷʷɮǵƆɀǵĢƨȢȐŭƆȐ ȉǣɮȢǣɮɑ

ĢˍȢȐɷɮƇĢǵǣɷƇŊƆƨǣǵȉȐȢʷɷǝȉƊȉƆɷ
ɀƆȐŭĢȐʙŭƆʷ˓ȐʷǣʙɷŞĢˍƆŊǵɫǣŭƇƆŭƆŊɮƇƆɮɀȢʷɮ
ˍȢʷɷʷȐƆĻʷǵǵƆŭƆĻƆĢʷʙƇǵȢǣȐŭɫpȐɷʙĢǇɮĢȉƆʙ
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(2/3)  CONCURRENCE - LUXE

ŭƆǵɫĢŊʙʷĢǵǣʙƇǒŞƆ˓ɀǵǣɠʷƆǵƆŭǣɮƆŊʙƆʷɮĢɮʙǣɷǝ
ʙǣɠʷƆɠʷƆǵɠʷƆɷȉǣȐʷʙƆɷĢɀɮƍɷǵƆɷǘȢˎɑ
@ȐɠʷĢɮĢȐʙƆǝɷǣ˓ǵȢȢǲɷʙȢʷɷƆ˓ʙɮƊȉƆǝ

ȉƆȐʙ ɮĢƨƨǣȐƇɷŞ ȉĢɮŊǘƆŭĢȐɷǵƆɷɀĢɷ
ŭɫʷȐǇƇĢȐʙɂŭƆȬŞưʁȉɈŞ ˠˠƆŭǣȐƆǵĢǧĢɑ@ʙ
ɀɮȢɀȢɷƆŭƆ ʙɮƍɷĻƆĢʷ˓ ĢɮŊǘƇʙ˔ɀƆɷŭƆ ǵĢ
ȉĢǣɷȢȐɂˍƆɷʙƆɷĢȐɷɮƆˍƆɮɷƨƆȐŭʷƆɷʷɮǵƆɷ
ŊȥʙƇɷ̱ƆɮʙɷĢɀǘǣɮŞÃƆɮƨƆŊʙȢƆȐŊʷǣɮŞĻǵȢʷɷƆ
ƆȐɀȢɀƆǵǣȐƆȐȢǣɮƆŞŊĢĻĢȐƆȐɀ˔ʙǘȢȐɈƆʙŭƆɷ
ɀǣƍŊƆɷǘ˔ĻɮǣŭƆɷɮƆȐˍƆɮɷĢȐʙƆɷŭƆ ĻƆĢʷʙƇŞ
ŊȢȉȉƆ ŊƆ ɀĢȐʙĢǵȢȐɂȢʷ ɷƆɮĢǣʙǝŊƆʷȐƆ
ǰʷɀƆɡɈʙĢǣǵǵƇŭĢȐɷ̫ȐŊȢʙȢȐɮȢʷǇƆȉĢǇƆȐʙĢ
ŊȢȉɀǵƍʙƆȉƆȐʙȢʷˍƆɮʙɷʷɮǵĢǰĢȉĻƆ ƆʙȐȢʷƇ
ī ǵĢŊǘƆˍǣǵǵƆɑɷȢǣɮƆɷʙɀĢɮʙǣŊʷǵǣƍɮƆȉƆȐʙ
ɀʷǣɷɷĢȐʙŞƆȐʙɮƆǵ˔ɮǣɷȉƆŭɫʷȐ ĢʷʙɮƆʙƆȉɀɷ
ƆʙɮĢŭǣŊĢǵǣʙƇȉȢŭƆɮȐǣɷʙƆŞī ǵɫǣȉĢǇƆŭƆ ŊƆ
ȉĢȐʙƆĢ Ƈ̫ŊǘƆˍƆǵƇƆȐƨɮĢȐǇƆɷŭƆɷȢǣƆǣˍȢǣǝ
ɮƆȢʷŊƆǰʷɀȢȐ ŭƆɷȢǣƆˍƆɮʙƨȢɮƊʙɠʷǣɷɫƇˍĢɷƆ
ƆȐŭɮĢɀƇɑ

ŭǣʙī ȉȢȐ ƇɠʷǣɀƆɠʷƆǰƆˍȢʷǵĢǣɷŭƆɷ
ˍƊʙƆȉƆȐʙɷɠʷǣɀǵƆʷɮƆȐʙŞŭɫȢʼ ŊƆɷƨɮĢȐǇƆɷŞ
ȉĢǣɷĢʷɷɷǣŊƆɷŭɮĢɀƇɷɠʷǣɀƆȐŭƆȐʙŭʷ ŊȢʷɑ

ĢˍƆŊɮȢȉĢȐʙǣɷȉƆŞŊĢɮǣǵ̝ĢŭƆǵɫƆɷɀȢǣɮ
ŭĢȐɷʙȢʷʙŊƆǵĢɑÝȢʷʙƆǵĢŊȢǵǵƆŊʙǣȢȐƆ˓ǣɷʙƆ
ŭĢȐɷŊƆʙʙƆʙƆȐɷǣȢȐŞƆȐʙɮƆŊƆɠʷǣƆɷʙɮƆǵĥŊǘƇƆʙ
ŊƆɠʷǣƆɷʙʙǣɮƇɑǒpǵŭǣʙĢʷɷɷǣɠʷɫǣǵ̱ȢʷǵĢǣʙ
ǐŭƆɷƆ˓ʙɮƊȉƆɷŭƆǵʷ˓ƆƆʙŭƆɷǣȉɀǵǣŊǣʙƇŞɷĢȐɷ
ɮǣƆȐƆȐʙɮƆǵƆɷŭƆʷ˓ǒɑ ɷǘȢˎ ɷɫĢŊǘƍˍƆŞǵƆ
ŭƆɷǣǇȐƆɮɷȢɮʙɷĢǵʷƆɮʙȢʷʙɷȢʷɮǣɮƆǰʷɷɠʷɫī ŊƆ
ɠʷɫǣǵŊɮȢǣɷƆǵƆɮƆǇĢɮŭŭƆɷȢȐȉƆȐʙȢɮƆʙĢȉǣŞ
ÇĢƨÑǣȉȢȐɷŞƆȐǵĢɮȉƆɷɑpǵɷɷƆɷƆɮɮƆȐʙŭĢȐɷ
ǵƆɷĻɮĢɷĢǵȢɮɷɠʷƆ ʙȢʷʙǵƆȉȢȐŭƆŞ ƇȉʷŞ

ĢɀɀǵĢʷŭǣʙŞ˔ ŊȢȉɀɮǣɷ
ɠʷĢɷǣȉƇŊȢȐȐĢǣɷɷĢĻǵƆĢˍƆŊɷƆɷŊǘƆˍƆʷ˓
ŊȢʷɮʙɷī ǵĢ ɷĢȉƍɮƆɑ

1Ɔʷ˓ ǘƆʷɮƆɷɀǵʷɷʙĢɮŭŞī ǵɫĢʷʙɮƆĻȢʷʙ ŭƆ
ÃĢɮǣɷŞʷȐ ĢʷʙɮƆƆǵǇƆŭȢǣʙǵʷǣĢʷɷɷǣƆȐƨǣǵƆɮ
ǵƆŊȢɷʙʷȉƆ ŭɫʷȐ ȉȢȐɷʙɮƆ ɷĢŊɮƇŭƆ ǵĢ
ȉȢŭƆŞ pǵ ɷɫĢǇǣʙŭƆ
\ǵƆȐȐ Ƽʭ ĢȐɷŞŭĢȐɷǵɫƇŊʷɮǣƆŭƆ
ÇƆȐˠȢ ÇȢɷɷȢɂǵƆǇɮȢʷɀƆ¨Ý Ɉ ŭƆɀʷǣɷ
ʭˤʭˤ ŊǘƆˠ 1ǣƆɷƆǵŞƆʙŭȢȐŊȐȢȉȉƇ ŊǘƆˠ

ƆȐǰĢȐˍǣƆɮŭƆɮȐǣƆɮɑ@Ȑ
ǰʷǣǵǵƆʙŞǣǵɀɮƇɷƆȐʙƆ̫ȐƆ ɀɮƆȉǣƍɮƆŊȢǵǵƆŊǝ
ʙǣȢȐŊȢʷʙʷɮƆĻǵʷƨƨĢȐʙƆī ʙȢʷɷƇǇĢɮŭɷŞƆʙ
ɀȢʷɮʙĢȐʙǵĢĻĢɮɮƆƆɷʙǘĢʷʙƆɀʷǣɷɠʷƆǵɫʷǵǝ
ʙǣȉƆŭƇƨǣǵƇŭƆ ɷȢȐɀɮƇŭƇŊƆɷɷƆʷɮŭǣɮƆŊʙŞ

\ĢǵǵǣĢȐȢŞƆȐǰĢȐˍǣƆɮʭˤʭƼŞ ƆɷʙƆȐʙɮƇ
ŭĢȐɷǵƆɷĢȐȐĢǵƆɷɑ@ȐɮƆˍĢȐŊǘƆŞŭʷɮĢȐʙ
ɷȢȐɮƍǇȐƆŞǵƆ ɮǣʙĢȐȐǣɠʷƆɷɫƆɷʙȉȢǣȐɷǣȐǝ
ʙƇɮƆɷɷƇĢʷɀɮƊʙǝīǝɀȢɮʙƆɮŞŊƆɠʷǣǵĢǣɷɷƆǵƆ
ŊǘĢȉɀ ī ɀȢʷɮ ɮƆŭƇƨǣȐǣɮǵƆɷƨȢȐǝ
ŭĢȉƆȐʙĢʷ˓ ŭƆ

ŊȢȉȉƆȐŊƆɮɀĢɮǵƆǵǣƆʷƆʙǵĢɷŊƇȐȢǇɮĢǝ
ɀǘǣƆŭƆǵĢŊȢǵǵƆŊʙǣȢȐŞɀɮƇɷƆȐʙƇƆĢʷ ƆȐʙǝ
ɠʷĢʙɮƆŞŭĢȐɷǵƆȬȕƆĢɮɮȢȐŭǣɷɷƆȉƆȐʙɑÑǣǵƆ
ŊƆȐʙɮƆŊʷǵʙʷɮƆǵĢŊŊʷƆǣǵǵƆɮƇǇʷǵǣƍɮƆȉƆȐʙǵĢ
ȉȢŭƆŞ ǣǵƆɷʙʙȢʷǰȢʷɮɷĢɷɷƆʙɣɮȢʷĻǵĢȐʙŭƆ

ˍȢǣɮŭƆɷǲǣǵȢȉƍʙɮƆɷŭƆĻƆɮǵǣȐƆɷȐȢǣɮƆɷŭƇǝ
ɀȢɷĢȐʙŭƆɷǇƆȐɷǵʷ˓ʷƆʷɷƆȉƆȐʙǘĢĻǣǵǵƇɷ
ŭĢȐɷŊƆɠʷĢɮʙǣƆɮɀȢɀʷǵĢǣɮƆī ǵĢƨɮȢȐʙǣƍɮƆ
ŭɫ ʷĻƆɮˍǣǵǵǣƆɮɷɑƆ ɠʷǣȐȢʷɷ ɮĢɀɀƆǵǵƆ
ƇˍǣŭƆȉȉƆȐʙ ŊƆǰȢʷɮŭɫȢŊʙȢĻɮƆȬȕƎȕǵȢɮɷǝ
ɠʷƆ ƨĢǣɷĢǣʙˍƆȐǣɮŊƆɀʷĻǵǣŊ
ĂpÃŭĢȐɷ̫Ȑ ɷɠʷĢʙŭʷ ʭˤƆĢɮɮȢȐŭǣɷɷƆȉƆȐʙ
Ȣʼ ǣǵĢˍĢǣʙĢʷɷɷǣŊȢȐˍǣƇǵƆɷƆȐƨĢȐʙɷŭʷ ŊȢǣȐ
ī ɀĢɮʙǣŊǣɀƆɮĢʷ˓ ǣȐˍǣʙĢʙǣȢȐɷƆʙī ĢɷɷǣɷʙƆɮĢʷ
ŭƇƨǣǵƇɑƆɮʙĢǣȐɷ˔ ĢˍĢǣƆȐʙˍʷ ʷȐƆƆ˓ɀǵȢǣʙĢǝ
ʙǣȢȐŭƆǵĢȉǣɷƍɮƆŞŊȢȉȉƆ \ƇɮĢɮŭ
ɠʷǣƇŊɮǣˍĢǣʙŭĢȐɷ śǐ ƆʙʙƆƨȢǣɷŞ
ȢȐĢƨɮĢȐŊǘǣʷȐƆƨɮȢȐʙǣƍɮƆǝ ŭƆǵĢ ȢʷɮŊĢɮǝ
ɮƇƆŭʷ ī ǵĢŊȢʷɮŭƆɷ ǝ ɠʷǣ
ȐɫĢʷɮĢǣʙǰĢȉĢǣɷŭʺ ƊʙɮƆƨɮĢȐŊǘǣƆśŊƆǵǵƆŭƆ
ǵɫǣȐŭƇŊƆȐŊƆɑǒ1Ɔ ȐȢɷǰȢʷɮɷŞŊƆŊǘȢŊŭƆɷ
ŊʷǵʙʷɮƆɷȐƆŊǘȢɠʷƆ ɀǵʷɷɑ@ʙǵȢɮɷɠʷƆǵƆɷ
ɷȢǣ˓ĢȐʙƆƆʙ̫ Ȑ ȉʷɷǣŊǣƆȐɷŭƆʁ ī ȬưĢȐɷɀĢǝ
ɮĢǣɷɷƆȐʙŭĢȐɷǵƆʷɮɷŊȢɷʙʷȉƆɷʙɮȢǣɷƨȢǣɷ
ʙɮȢɀǇɮĢȐŭɷŞǵƆɀʷĻǵǣŊŭƆ\ǵƆȐȐ
ɂŭȢȐʙǵƆɷǇʷƆɷʙǝɷʙĢɮɷ Ɔʙ

ĢɀɀǵĢʷŭǣʙī ʙȢʷʙɮȢȉɀɮƆ Ɔʙɮǣʙ
ǵȢɮɷɠʷƆŊƆɷˍǣȢǵȢȐǣɷʙƆɷŞʙɮȢȉɀƆʙʙǣɷʙƆɷŞ
ɀǣĢȐǣɷʙƆɷƆȐǘƆɮĻƆɂʙȢʷɷȢɮǣǇǣȐĢǣɮƆɷŭƆ
ÇȢȉǣǵǵ˔ǝɷʷɮǝÑƆǣȐƆɈƆȐʙĢȉƆȐʙ ǵƆ
ĚĢɮĢʙǘȢʷɷʙɮĢŭƆ ÑʙɮĢʷɷɷĢˍƆŊĻƆĢʷŊȢʷɀ
ŭɫƆȐʙǘȢʷɷǣĢɷȉƆƆʙŭƆƨĢʷɷɷƆɷȐȢʙƆɷɑ

ǵƆɀɮƆȉǣƆɮȉĢȐȐƆɠʷǣȐĢɮɮǣˍƆ
ŭĢȐɷ̫ȐƆǵȢȐǇʷƆ̱ƆɷʙƆƆȐŊʷǣɮȢʷˍƆɮʙƆɷʷɮ
ǵƆʙȢɮɷƆȐʷƆʙɀĢȐʙĢǵȢȐĢɷɷȢɮʙǣŞʙɮƍɷĻƆĢʷŞ
ɠʷƆǵɠʷƆŊǘȢɷƆȐȢʷɷǇƊȐƆɀȢʷɮʙĢȐʙɑɫƆɷʙ
ǵɫƇŊĢɮʙƆʷɮƆȐȉƇʙĢǵƆȐƨȢȐŊƇŭĢȐɷǵĢĻȢʷǝ
ŊǘƆŭƆǵĢǰƆʷȐƆƨƆȉȉƆ ɠʷǣǵʷǣŭȢȐȐƆŭƆɷ
ĢǣɮɷŭƆ hĢȐȐǣĻĢǵ Ȣʷ ŭƆɷŊʷǵɀʙʷɮƆɷ
ŭƆ @ɷʙǝŊƆ̫Ȑ ŊǵǣȐŭɫȧǣǵī
ǵɫǘĢĻǣʙʷŭƆȉĢɮǇǣƆǵƆɷɠʷƆŭɫĢȐȢȐ˔ȉǣɷƆɮǵƆɷ
ȉĢȐȐƆɠʷǣȐɷŞɷȢʷˍƆȐʙƆȐǵƆʷɮŊȢʷˍɮĢȐʙǵƆ
ˍǣɷĢǇƆɡ ɀĢɷɷƇŊƆʙʙƆǇƊȐƆ̱ǣɷʷƆǵǵƆŞȢȐ
ɷɫĢʙʙĢŊǘƆĢʷ˓ ˍƊʙƆȉƆȐʙɷŞŭʷ ˍɮĢǣɀɮƊʙǝīǝ
ɀȢɮʙƆɮŭƆŊɮƇĢʙƆʷɮŊȢȉȉƆ ȢȐȐɫƆȐĢˍĢǣʙ
ɀĢɷ̱ʷ ŭƆɀʷǣɷǵȢȐǇʙƆȉɀɷɑ ŭȢȐʙǵƆ
ʙɮĢˍĢǣǵĢ ʙȢʷǰȢʷɮɷƇʙƇǣȐƨǵʷƆȐŊƇɀĢɮ

ȐƆ ĻȢʷŭƆ ɀĢɷɷȢȐɀǵĢǣɷǣɮƆȐ

ɮƆɀɮƆȐĢȐʙǵƆɷŊǵĢɷɷǣɠʷƆɷǰƆĢȐŞʙɮƆȐŊǘŞˍƆɷǝ
ʙƆ ƆȐ ŊʷǣɮŞȉĢǣɷĢʷɷɷǣŭƆɷ ȐʷǣɷƆʙʙƆɷ
ǐʙɮĢɷǘǣɷƇƆɷǒɀĢɮŭʷ ɷŊȢʙŊǘŊȢǵǵƇɷʷɮǵƆɷ
ȢʷɮǵƆʙɷƆʙŭƆɷɮȢĻƆɷƆȐɷȢǣƆǣȉɀɮǣȉƇƆī
ɀĢɮʙǣɮŭƆɷŊĢȐŭƆˍɮĢǣƆɷƨǵƆʷɮɷɑpǵɮƆɀɮƆȐŭ
ĢʷɷɷǣǵƆŊȢȐŊƆɀʙŭƆɀɮƆȐŭɮƆ̫ȐƆɀǣƍŊƆȢʷ
ʷȐƆ ʙƆȐʷƆŊȢȉɀǵƍʙƆ ƆʙŭƆ ǵɫƆȐˍƆǵȢɀɀƆɮ
ɷȢʷɷɀǵĢɷʙǣɠʷƆȢʷ Ȑ˔ǵȢȐƆȐʙɮƆǘȢʷɷɷƆŭƆ
ɀɮƆɷɷǣȐǇƆʙĻǵǣɷʙƆɮŭƆɷʷɀƆɮȉĢɮŊǘƇɂȉĢǝ
ǇȐǣƨǣɠʷƆŞŊƆʙʙƆɮȢĻƆƨĢǣʙƆŭɫʷȐƆǘȢʷɷɷƆɮƆǝ
ŊȢʷˍɮĢȐʙʷȐ ĻǵĢˠƆɮɀȢɮʙƇ ɀĢɮ hĢȐȐƆ
\ĢĻ˔Ɉɑ ìȐƆ ɀɮƆɷʙĢʙǣȢȐɀǵʷɷɠʷƆ ɀɮȢȉƆʙǝ
ʙƆʷɷƆɠʷǣɷɫĢŊǘƍˍƆŭĢȐɷǵƆɷĢɀɀǵĢʷŭǣɷɷƆǝ
ȉƆȐʙɷƆʙǵƆɷȢʷɮǣɮƆŭƆɷƆȐƨĢȐʙɷɠʷǣȢȐʙƆʷ
ǵƆʙƆȉɀɷŭƆ ȉĢɷɷĢŊɮƆɮǰȢ˔ƆʷɷƆȉƆȐʙ

ŭƆɷŊ˔ǇȐƆɷŞ ĢɮȉƆȐƆʙ ƆƆʙǘȢˍƆȐɑ

ƆɷǰȢʷɮɷǝŊǣŞǵĢŊĢȉɀĢǇȐƆɀȢʷɮ ǵƆɷȐȢʷǝ
ˍƆĢʷ˓ ɮȢʷǇƆɷī ǵƍˍɮƆɷhƆɮȉƍɷĻĢʙɷȢȐɀǵƆǣȐ
ī ÃĢɮǣɷɑ ɮȢʷǇƆŞʙȢʷʙǵƆɮȢʷǇƆŞɮǣƆȐɠʷƆǵƆ
ɮȢʷǇƆǒɂǐÇƆŭŞȢȐǵ ɮ̝ƆŭŞȐȢʙǘǣȐǇĻʷʙ ɮƆŭǒ
ŊǘƆˠȐȢɷĢȉǣɷĢȐǇǵȢǝɷĢ˓ȢȐɷɈĢʙȢʷʙŭʷ ɷǵȢǝ
ǇĢȐɀƆɮŊʷʙĢȐʙɠʷǣŭƆˍɮĢǣʙǣȐŊǣʙƆɮǵƆɷƨǣǵǵƆɷ
ŭƆ ʙȢʷɷĥǇƆɷī ɀȢʷɷɷƆɮǵĢɀȢɮʙƆŭʷ ɷƆǵǵǣƆɮɑ
ÃǵʷɷʙĢɮŭŞɀƆʷʙǝƊʙɮƆɠʷɫƆǵǵƆɷĢŊǘƍʙƆɮȢȐʙʷȐ
ɀĢɮƨʷȉŞɀʷǣɷ̫Ȑ ŊĢɮɮƇŞƆʙ̫ Ȑ ǰȢʷɮŞȢȐǵƆʷɮ
ɷȢʷǘĢǣʙƆŞʷȐ ɷĢŊɂǵƆǇɮĢĢǵŭƆǵĢȉĢɮȢɠʷǣȐƆǝ
ɮǣƆȉȢȐŭǣĢǵƆɈɑ@ȐŊȢɮƆȉǣƆʷ˓Ş ʷȐ ǰȢʷɮŞ
ǵɫʷȐƆŭɫƆȐʙɮƆƆǵǵƆɷɷƆɮĢɀƆʷʙǝƊʙɮƆ̫ȐƆĂp
ɂĂƆɮ˔pȉɀȢɮʙĢȐʙ ǵǣƆȐʙɈǣȐˍǣʙƇƆī ʷȐŭƇƨǣǵƇ
ŭƆ ĂĢȐǘƇƆŊȢȉȉƆ ŊƆǵʷǣŭƆɷĢȉƆŭǣ
Ģɀɮƍɷǝȉǣŭǣī ǵĢǇĢɮŭƆɮƇɀʷĻǵǣŊĢǣȐƆɑĂȢǣǵī
ŭƇǰī ŭƆȐȢȉĻɮƆʷɷƆɷɷĢǣɷȢȐɷɠʷƆǵĢȉĢɮɠʷƆ
ŭƇƨǣǵƆī ǵĢŊĢɷƆɮȐƆŭƆɷ ƇǵƆɷʙǣȐɷŞŭĢȐɷǵƆ
ȉĢȐƍǇƆɀɮǣȐŊǣɀĢǵƆȐʙȢʷɮƇŭƆɷƇŊʷɮǣƆɷɑ@ʙǵƆ
ŊǘƆˍĢǵƆɷʙƆȐŊȢɮƆĢʷŊȧʷɮ ŭƆŊƆʙʙƆŊȢǵǵƆŊǝ
ʙǣȢȐŭƆǵɫƇʙƇʭˤʭʋ ɠʷƆ ǵĢŭǣɮƆŊʙɮǣŊƆĢɮʙǣɷʙǣǝ
ɠʷƆĢɀɀƆǵǵƆǰȢǵǣȉƆȐʙǐ ĻɮǣŭƆɷǵĥŊǘƇƆɷǒɑ

ǵɫȢɮǣǇǣȐƆŭƆŊƆ̱ƆɷʙǣĢǣɮƆŞʷȐƆɷƆǵǵƆŊĢǝ
ȉĢɮǇʷĢǣɷƆɮƇĢǵǣɷƇƆŭĢȐɷǵƆɷĢȐȐƇƆɷȬȕʞˤ
ɀĢɮǵƆɷĢɮʙǣɷĢȐɷŭɫhƆɮȉƍɷ ɀȢʷɮ ǵƆŊȢȉƇǝ
ŭǣƆȐǘĢɮǵƆɷĂĢȐƆǵƆʙɮĢŊǘƆʙƇƆɀĢɮǵĢȉĢǣǝ
ɷȢȐī ǵɫȢŊŊĢɷǣȢȐŭɫʷȐƆˍƆȐʙƆĢʷ˓ ƆȐŊǘƍɮƆɷ
ĢʷŭƇĻʷʙŭƆɷĢȐȐƇƆɷʭˤˤˤɑìȐƆɷƆǵǵƆĢʷŊʷǣɮ
ǇǵĢŊƇɀɮƆɷɠʷƆĢŊĢǰȢʷŞĢʷʙɮȢʷɷɷƆɠʷǣȐɮƆǵƆǝ
ˍƇ ŊȢȉȉƆ ʷȐ ŭȢɷɷǣƆɮƆʙĢʷɀȢȉȉƆĢʷ Ɔɮǝ
ǇȢȐȢȉǣɠʷƆŊȢȉȉƆ ʷȐ ǰȢ˔ɷʙǣŊǲɑ¨Ȑ ƆȐɮƆǝ
ʙɮȢʷˍƆǵƆɷʷĻǵǣȉƆ̱ ƆĢʷ ŊǣɮƇī ǵĢȉĢǣȐ
ȉĢɮɮȢȐƨĢʷˍƆƨĢŏȢȐȐƇƆȐ̫ ȐĻȢǵƇɮȢƇɠʷƆɷǝ
ʙɮƆŭɫȢʼ ŭƇɀĢɷɷƆ̫ȐƆ ǵȢȐǇʷƆŊǘƆȉǣɷƆƆȐ
ŊȢʙȢȐĻǵĢȐŊŊɮĢɠʷĢȐʙɑÑǣǵĢȉĢǣɷȢȐƆɷʙƆ˓ǝ
ʙɮƊȉƆȉƆȐʙ ˍǣǇǣǵĢȐʙƆī ɮƆɷʙƆɮƨǣŭƍǵƆī ɷƆɷ
ȢɮǣǇǣȐƆɷƆʙī ɷƆɷ̱ĢǵƆʷɮɷŞ ĂĢȐǘƇƆ
ȐɫƆɷʙɀĢɷǵĢȉȢǣȐɷǵȢ˔ĢǵƆŞƆʙŞŊƆʙʙƆɷĢǣɷȢȐŞ
ƆǵǵƆƆ˓ɀǵȢɮƆʷȐƆ ȐȢʷˍƆǵǵƆƨȢǣɷǵƆɷʙ˔ǵƆ
ƇɠʷƆɷʙɮƆŞȉĢǣɷɀǵʷɷǵǣĻɮƆŞɀǵʷɷɮƆǵĥŊǘƇŞɀǵʷɷ
ɷȢǵĢǣɮƆŞƆȐƇŊǘȢī ŊƆʙʙƆĢȉĢɮǇʷƆɀǘȢʙȢǝ
ǇɮĢɀǘǣƇƆɀĢɮ ǵƆɮǇʷƆɂŭȢȐʙƆǵǵƆƆɷʙ
ƨĢȐɈɑǐ ɫƆɷʙ̫ȐƆʙƆɮɮƆŭƆĻȢǘƍȉƆŞ̫ ȐƆʙƆɮɮƆ
ŭƆɮƊˍƆŞŭƆƨȢǵǲǵȢɮƆŞŭǣʙǝƆǵǵƆɠʷƆǵɠʷƆɷȉǣǝ
ȐʷʙƆɷĢˍĢȐʙǵƆŭƇƨǣǵƇɑ ɀĢɮƆ˓ƆȉɀǵƆǵĢ
ƨĢȉƆʷɷƆǘǣɷʙȢǣɮƆŭƆǵĢĻƊʙƆŭʷ ĂĢŊĢɮɮƍɷŞɠʷǣ
ƇʙĢǣʙʷȐƆɷȢɮʙƆŭƆȉǣȐȢʙĢʷɮƆƆʙƆɷʙǵɫʷȐŭƆɷ
ŭƆɮȐǣƆɮɷȉ˔ʙǘƆɷƨȢǵǲǵȢɮǣɠʷƆɷƨɮĢȐŏĢǣɷɑǒ

pǵ̝ ĢŭƆǵĢɀƆĢʷŞŭƆǵĢɷƆȐɷʷĢǵǣʙƇŞŭƆɷ
ĻɮĢɷɷǣƍɮƆɷɠʷǣǇĢǣȐƆȐʙǵƆɷɷƆǣȐɷŞŭƆɷǘĢɮȐĢǣɷ
ǵĢŊƇɷɷʷɮŭƆɷ̱ƆɷʙƆɷƇɠʷƆɷʙɮƆɷƆʙŭƆɷȉǣȐǣǝ
Ŋ˔ŊǵǣɷʙƆɷƆȐȉĢǣǵǵƆɷȢʷɷŭƆɷɷǘȢɮʙɷɀȢɮʙƆǝ
ƨƆʷǣǵǵƆɷƆȐŊʷǣɮŞŭĢȐɷǵƆ̱ƆɷʙǣĢǣɮƆŭƆŊƆʙʙƆ
ǇĢɮŭǣĢȐŭƆǵɫƇʙƇʭˤʭưɑ ƆǵǵƆƆȐǝ
ʙȢɮʙǣǵǵƆʷȐŊĢɮɮƇŭƆ ɷȢǣƆŭĢȐɷɷȢȐŊȢǵǵǣƆɮī
ȉĢǣǵǵƆǇȢʷɮȉƆʙʙƆŞĢŊŊʷȉʷǵƆǵƆɷĻɮĢŊƆǵƆʙɷ
ƆȐĢɮǇƆȐʙǘĢǦȐƆŭɫĢȐŊɮƆǵƇĢppŞƆȐƨǣǵƆɷƆɷ
ĻȢʙʙƆɷŭƆǰʷȉɀǣȐǇƆȐˍƆĢʷˍƆǵȢʷɮɷŞƆʙɀȢɮʙƆ
ɷȢȐ ǘȢĻȢɀĢɮǝŭƆɷɷʷɷǵɫƇɀĢʷǵƆŞȢʷ ĻĢǝ
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ǵĢȐŊƆŭʷ ĻȢʷʙŭƆɷŭȢǣǇʙɷɷȢȐʙɮƍɷŞʙɮƍɷŊȢȢǵ
ɷĢŊɮǣŭƆŭƆǰȢʷɮɑ ƆʙʙƆƨǣǵǵƆˍƆʷʙŭʷ ŊʷǣɮƆʙ
ŭʷ ɷƆ˓ǝĢɀɀƆĢǵŞƆǵǵƆĢʷɷɷǣƆɷʙǵǣĻƇɮƇƆɑȢȉǝ
ȉƆ ĂĢȐǘƇƆŞɠʷǣŞĢɀɮƍɷŭǣ Ģ˓Ȑɷī ǵĢ
ʙƊʙƆŭƆɷŊȢǵǵƆŊʙǣȢȐɷƨƇȉǣȐǣȐƆɷŭʷ ɷƆǵǵǣƆɮŞ
ɷɫĢʷʙȢɮǣɷƆŭƆɀǵʷɷƆȐɀǵʷɷŭƆ ɀĢɷŭƆŊȥʙƇɑ
ǐ ˍƆŊʙȢʷɷŊƆɷŊǘĢȐǇƆȉƆȐʙɷŭƆŭǣɮƆŊʙƆʷɮɷ

ĢɮʙǣɷʙǣɠʷƆɷŞŏĢ ˍĢ ƊʙɮƆǣȐʙƇɮƆɷɷĢȐʙŭƆ ˍȢǣɮ
ŊȢȉȉƆȐʙ ǵƆɷȉĢǣɷȢȐɷˍȢȐʙɮƆˍȢǣɮǵƆʷɮɮƇɀƆɮǝ
ʙȢǣɮƆŞŭǣʙǝƆǵǵƆɑ ǰɫƆɷɀƍɮƆĢʷɷɷǣɠʷɫȢȐˍĢ
ˍȢǣɮǵƆʷɮʙɮĢˍĢǣǵɷʷɮʷȐƆǵȢȐǇʷƆɀȢɮʙƇƆɑìȐ
ŭǣɮƆŊʙƆʷɮĢɮʙǣɷʙǣɠʷƆŞŊɫƆɷʙɷȢʷˍƆȐʙŊȢȉȉƆ ǵƆɷ
ĻȢȐɷ̱ǣȐɷŞɠʷǣɷƆɮƇˍƍǵƆȐʙŞɷƆŭƇŊĢȐʙƆȐʙĢˍƆŊ
ǵƆʙƆȉɀɷɑǒ ¯
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Valentino
Theinvitation for theValentinoshowthis
seasoncamewith a packetofglow sticks. It

wasonewayto fightyour waythroughthe
ambientgloom.

Creative directorAlessandroMichele
hasbeenstrugglingtomakesenseof his

job at atimewhen manypeoplearesimply
strugglingto survive.Hecameacrossa
letter written by Pier PaoloPasoliniduring
World War II, in which he describedthe
simplejoy of seeingfireflies.

For Michele, it wasasignal to try to

recapturethemagiche felt asayoung
designer.

“When I first startedto work, I felt that
therewasreallya spell that wasalmost

everywhere:onmy table,in my pencil, in

everymeetingwithall the amazingpeople
that I met,” he said in a preview. “I would

love, in a way,to makeit againasit was,
becauseit wasreally incredible.”

His springcollectionharkedbackto
anotherincredibletime: founder Valentino

Garavani’shedonisticexistencein Rome in

the early ‘80s. Michele tried to distill the

essenceof that periodwith itemslike puff-
sleeved blouses,jacketswithbowsand
pencilskirts.

Strippingawayhis usualmaximalist
styling, he stagedthe showonaplain

blacksetwith swirling lightsstandingin

for fireflies. Themodelsevenlookedlike

they’d skippedhair andmakeup.

You couldreadit asasignof Valentino

tighteningits pursestringsas its newchief
executiveofficer RiccardoBellini seeksto

reignite sales,bu the immediateeffect was
to put thefocusbackonthe clothes.

They ranged from elevatedbasics a

zebra-patterned windbreaker, Or suits
with ironed-in creases to richly sequined
jacketsorshorts,manydonein intriguing
colorcombinations(think powderyblue
with chartreuse,or mustardwithdeep
purple). Bar acouple of naked dresses,his

evening looks were asopulentasthey come.
But the murky lighting andmodels’ stringy

hair dragged down some of the looks, like a
ruchedlilac velvet one-shouldereddressthat

saggedinall thewrongplaces.

Theshowhighlightedthe dilemmafacing

designers,who areunderpressureto both
re-enchantdisaffectedluxury consumers
andpacify their C-suite. Michele saidthat
with somuchchangehappeningaround

him, he needed to takepause. “I feel myself
alsoin avery sobermoment,”hemused.

Ultimately, though,hehopesto spread
joy throughclothes.

“The idea of beauty sometimes seems

superficial, bu it’s not,” he argued.

“Everybody musttry to do [something] in
their playgroundto pushtheideaoflife and

beautyand light. I will nevergive up.”
– Joelle Diderich
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MaisonMargiela
Amongtheslewof designerdebutsin Paris
thisseason,Glenn Martens’ coedready-to-

wear collectionfor MaisonMargiela was
technically not a first, since he already

setouthis vision for thebrandwith his

Artisanalshowin July.
Thathaute couturecollection,which

tilted the Parishousein a dark,daring
andDIY direction,hasbeensnappedup
by celebritieslike CateBlanchettandLisa
Manobal.

“It feelsa bit less heavy, of course,”
hesaid of this outing. “I kind of proved

myselfalreadya bit inJuly butsadly,

the internetandthepressdoesn’t care,”
Martensaddedwith alaugh.

The million-dollarquestion,of course,
waswhetherhewould follow in the

footstepsofhis predecessorJohnGalliano

andkeeppushingthe conceptualenvelop
with his ready-to-wear, or steerthe brand
backinto morecommercialwaters.

As former creativedirectorof thenow-

defunct Paris label Y/Project– wherehe
accrueda reputationfor innovativecutting
andanexperimentalapproachto fashion

and currentdesigner-in-chiefat denim

juggernautDiesel, Martensis equallywell

versedin bothapproaches.
“I love all the quirkinessof fashion and

things that don’t make anykind of senseto

wear– and that’s what wehave Artisanal

for but thanksto myexperienceat

Diesel, I also doloveto makeclothes [that]

peoplewant to wear,whichwasn’tmaybe
always the thing happeningatY/Project,”
hesaid.

As studentsat theRoyal Academyof Fine

Arts in Antwerp,Martensandhis friends
usedto stock up onMargiela at outlet
stores. “We were living in it, and I think

that’sdefinitely somethingthat I wanted

to bringback with thiscollection: to make

clothes thatpeoplewant to live in,” hesaid.
Theresultwasalineup thattouchedon

key brandcodes,bu offered abroader

assortmentof categories,including a
beefed-upselectionof denim andthe
return of leather.

GuestsincludingKim Kardashianand

Kylie Jennerlet outa collective ‘‘aww”
asatroupe of local children,dressedin

oversizeblacksuits, took their seatsin an
orchestrapit andproceededto playwonky
renditionsof classicalmusichits.

Noting that Margiela always startedwith

“a shoulder anda shoe,” Martens riffed on
a slightly droppedshouldershape anda
heel-lessshoethatheoffered in avariety
of styles,from pumpsto boots.

Hesliced the lapelsoff suits and

thewhite lab coatsworn by Margiela
staffers. Biker jacketsandcrispwhite

poplin shirtscamewith tuck-in collars,
andwereworn with drop-crotchpantsor

slipdressesbondedwith plastictape.
Amongthe bestideasweretailored

jacketsshroudedin blackchiffon,leaving

only aghostly shape,andmen’s jackets
andcoatswith silk scarvesfusedinto the

neckline, for a clever trompe-l’oeil effect.

It was a pity the modelsdidn’t
collectively revoltagainstthemouthpieces
modeledafterMargiela’s four-stitch

signature.In its shownotes,the brand

said it wasto achievea “uniformity of

expression,”but distortingthefaceof any
model= let aloneveteranslike Guinevere

VanSeenus,SaskiadeBrauw andHanne

GabyOdiele wasat bestawaste,atworst
insensitive.

While thiscollection did not setoff

fireworks,it wasstrongenoughto stand

on its own nogimmicksrequired.

–JoelleDiderich
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Celine
For his sophomoreshow, MichaelRider

decampedfrom Celine headquartersin
centralParisto ParcdeSaint-Cloud–
abouta one-hourcarride away,or nearly
90minutesby publictransit anderected

anopen-air runway theaterin ashady,

breezyalley.
“I thoughtit would be nice if we got o11t

of thecity andto apark,where I think it’s
niceto spendtime,” he said after the show.

Althoughthehugelyinconvenientvenue
wasdifferent, thecollectionfelt familiar

onpurpose.
Asked howhe approachedhis second

effort, he replied, “Not much different
thanthe first. We werethinkingstill in

termsof foundation.”
Indeed,Riderhadseta promisingand

fetchingtemplatewith his debut,drawing
thebestelementsfrom theHedi Slimane

eraandthe PhoebePhilo years,of which

hewaspart,andfoldingin his own point

of view as anAmericanwho spentthe last

eightyears designingat PoloRalph Lauren.
Sohe doubleddown onmannish

jacketswith a vaguely apple-coreshape,
skinnyjeans,playson tuxedodressing,

andpreppy signifiers like polo andrugby
shirts,the latteroversizein fluid silk.

Newish elementsincludedfeisty
baby-dolldressesin soigneboucle,or
psychedelicflorals – andabevyof logo
bicyclehelmets.Why?

“When I movedback to Paris,I wasso
happyto seethat cycling had becomea
thing here,” hesaid. “All the stylish kids

showup in the studiowith their helmets
hookedontheir elbows.”

Rider’s Celine blows the stuffiness out
of idealizedParisiandressingwith scarf-

like collars spilling off coatsandjackets,

vaguely bohemianjewelry,mostlysensible
shoesandanoffhandway of carrying
handbagsor a doffed leather coat.

The menswearheld its own,which is

araritywith coedshows thisseason,and
seemedaimedsquarelyattheinfluential
Korean boy bandmembersin the front row.

Theshowdid not havetheelectricity
of Rider’s first outing, bu enoughspunk
to let you knowthat freshair is blowing
throughthe house. Miles Socha
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%

a
ȢʷɷĢˍȢȐɷɮƇƨǵƇŊǘǣī ŊƆɠʷƆ
ƆǵǣȐƆƆɷʙƆʙ ȐɫƆɷʙɀĢɷǒŞ

ƇŊɮǣʙ ÇǣŭƆɮŭĢȐɷ
ʷȐƆ ǵƆʙʙɮƆĢŭɮƆɷɷƇƆī ɷƆɷ

ǣȐˍǣʙƇɷĢʷ ɷʷǰƆʙŭƆ ǵĢŊȢȐŊƆɀʙǣȢȐŭƆ
ŊƆʙʙƆŊȢǵǵƆŊʙǣȢȐŭƆ ǵɫƇʙƇʭˤʭʋŞ ɷĢ
ŭƆʷ˓ǣƍȉƆ ɂĢɀɮƍɷŊƆǵǵƆŭƆǰʷǣǵǵƆʙɈɀȢʷɮ ǵĢ
ȉĢǣɷȢȐɑÅʷɫƆɷʙǝŊƆɠʷƆ ƆǵǣȐƆɡ ìȐ
ɷʙ˔ǵƆɀĢɮǣɷǣƆȐŞʷȐƆ ǇĢɮŭƆǝɮȢĻƆɮƇƆǵǵƆŞ
ŭƆɷ ˍƊʙƆȉƆȐʙɷ ŭƆ ɠʷĢǵǣʙƇɑÅʷɫƆɷʙǝŊƆ
ɠʷƆ ȐɫƆɷʙɀĢɷ ƆǵǣȐƆɡìȐƆ ȉȢŭƆ ɠʷǣ
ŊǘĢȐǇƆĢʷǇɮƇŭƆɷʙƆȐŭĢȐŊƆɷŞʷȐƆȉĢɮǝ
ɠʷƆ ʷǵʙɮĢǝŊȢȐŊƆɀʙʷƆǵǵƆŞʷȐ ǵʷ˓Ɔ ǣȐĢǝ
ĻȢɮŭĢĻǵƆɑ ÇǣŭƆɮŊȢȐȐĢǦʙǵĢ
ȉĢǣɷȢȐŊȢȉȉƆ ɷĢɀȢŊǘƆŞŊĢɮŞɷɫǣǵĢƇʙƇ
ȐȢȉȉƇ ǣǵ̝ ĢȉȢǣȐɷŭɫʷȐ ĢȐŞǣǵƇʙĢǣʙǵƆ
ĻɮĢɷŭɮȢǣʙŭƆ ÃǘȢƆĻƆÃǘǣǵȢŞɠʷǣĢɀɮȢǝ
ɀʷǵɷƇǵĢȉĢɮɠʷƆ ɷʷɮǵĢɷŊƍȐƆȉȢŭƆŞ ƆȐǝ
ʙɮƆʭˤˤƎ ƆʙʭˤȬʁɑ&ĢȐƆɷʷƨƨǣʙɀĢɷɀȢʷɮ
ƨĢǣɮƆ̫Ȑ ɷʷŊŊƍɷŞȉĢǣɷŊɫƆɷʙŭƇǰī ĻƆĢʷǝ
ŊȢʷɀ ɀȢʷɮ ŭƇʙƆɮȉǣȐƆɮ̫Ȑ ŊĢɀŭĢȐɷ̫ȐƆ
ǣȐŭʷɷʙɮǣƆŭƆ ǵĢ ȉȢŭƆ ŊȢȉɀǵƍʙƆȉƆȐʙ
ŭƇĻȢʷɷɷȢǵƇƆɑ

ǐ ƆǵǣȐƆȐɫƆɷʙɀĢɷ̫ ȐƆȉĢɮɠʷƆ ŭʷ ǇƆȐɮƆ
ī ɀĢɷɷƆɮŭɫʷȐ ŊȢȐŊƆɀʙī ʷȐĢʷʙɮƆŊǘĢɠʷƆ
ɷĢǣɷȢȐŞƆ˓ɀǵǣɠʷƆǝʙǝǣǵī ǵĢƨǣȐŭʷ ŭƇƨǣǵƇɑ
ƆʙʙƆŊȢǵǵƆŊʙǣȢȐŭƆ ǵɫƇʙƇʭˤʭʋ ɷɫǣȐɷŊɮǣʙ

ŭȢȐŊŭĢȐɷǵĢŊȢȐʙǣȐʷǣʙƇŭƆǵĢɀɮƇŊƇŭƆȐʙƆŞ
ŊɫƆɷʙǵĢȉƊȉƆ ƨƆȉȉƆ ȉĢǣɷŊɫƆɷʙǰʷɷʙƆɠʷɫǣǵ

ƨĢǣʙŊǘĢʷŭŭƆǘȢɮɷƆʙɠʷɫƆǵǵƆƨĢǣʙɷƆɷ̱ĢǵǣɷƆɷ
ɀȢʷɮ ɀĢɮʙǣɮƆȐˍĢŊĢȐŊƆɷƖǒ ɫƆɷʙɀȢʷɮǝ
ɠʷȢǣŞŭǣȉĢȐŊǘƆĢɀɮƍɷǝȉǣŭǣŞǵɫ ȉƇɮǣǝ
ŊĢǣȐǣȐˍǣʙĢǣʙǵĢŊĢɮĢˍĢȐƆŭƆ ǵĢȉȢŭƆ ī
ƨĢǣɮƆɷȢȐĻĢǵǵʷŊǘȢȐƆʙī ɠʷǣʙʙƆɮǵĢƨɮƇȐƇǝ
ɷǣƆŭƆǵĢZĢɷǘǣȢȐĄƆƆǲɀȢʷɮ ǵƆɮƆǰȢǣȐŭɮƆ
Ģʷ ɀĢɮŊŭƆ ÑĢǣȐʙǝǵȢʷŭɑ¨ɮǇĢȐǣɷƆɮʷȐ
ŭƇƨǣǵƇǘȢɮɷŭƆ ÃĢɮǣɷƆȐɀǵƆǣȐƆɷƆȉĢǣȐƆ
ŭƆɷŊȢǵǵƆŊʙǣȢȐɷƆɷʙʙȢʷǰȢʷɮɷɮǣɷɠʷƇŞǣǵ
ƨĢʷʙ ʷȐƆ ŊƆɮʙĢǣȐƆŊȢʙƆŭƆ ɀȢɀʷǵĢɮǣʙƇ
ɀȢʷɮ ȉȢʙǣˍƆɮǵƆɷǇƆȐɷī ɷƆŭƇɀǵĢŊƆɮŭĢȐɷ
ŊƆɷŊȢȐŭǣʙǣȢȐɷƆʙȉĢǵǇɮƇǵƆɷĻȢʷŊǘȢȐɷɑ
hƆʷɮƆʷɷƆȉƆȐʙŞǵƆɀʷĻǵǣŊƆɷʙŊʷɮǣƆʷŭ˓Ɔ
ŭƇŊȢʷˍɮǣɮŊƆȐȢʷˍƆĢʷ ƆǵǣȐƆǝ ɷȢʷɷǵƆ
ɷȢǵƆǣǵɀĢɮǝŭƆɷɷʷɷǵƆȉĢɮŊǘƇ ǝŞŊƆɠʷǣ
ȐɫƇʙĢǣʙɀĢɷǇĢǇȐƇĢʷ ɮƆǇĢɮŭŭƆ ǵĢȉƇʙƇȢ
ŊĢʙĢɷʙɮȢɀǘǣɠʷƆŭƆɷǰȢʷɮɷɀɮƇŊƇŭƆȐʙɷɑ

ƨȢȐŭ ŭƆ ǵɫĢǣɮƆɷʙƨɮĢǣɷŞȉĢǣɷǵƆɷ
ƨǣǵǵƆɷɂƆʙǵƆɷɠʷƆǵɠʷƆɷǇĢɮŏȢȐɷɈɠʷǣĢɀǝ
ɀĢɮĢǣɷɷƆȐʙɷʷɮǵƆɀȢŭǣʷȉ ȐɫȢȐʙɀĢɷƨɮȢǣŭ
Ģʷ˓ ˔Ɔʷ˓Ş ɷʺɮƆɷŭɫƆǵǵƆɷŭĢȐɷǵƆʷɮɀƆʙǣʙƆ
ɮȢĻƆĻĢĻ˔ ŭȢǵǵƆȐɷȢǣƆĻȢʷŊǵƆʙʙƆɀȢɮʙƇƆ
ĢˍƆŊŭƆ ʙɮƍɷĻƆǵǵƆɷĻĢĻȢʷŊǘƆɷƆȐŊʷǣɮŞ
ǵƆʷɮʙɮƆȐŊǘĢȉɀǵƆ ŭȢʷĻǵƇŭƆ ɷȢǣƆƨȢʷǝ
ǵĢɮŭŞǵƆʷɮɀĢȐʙĢǵȢȐȐȢǣɮĻǣƆȐŊȢʷɀƇɮƆǝ
ǘĢʷɷɷƇŭɫʷȐƆ ŊƆǣȐʙʷɮƆī ĻȢʷŊǵƆǵȢǇȢ
ȉĢ˓ǣȉĢǵǣɷʙƆȢʷ ǵƆʷɮȉĢȐʙƆĢʷ ɠʷƆʷƆǝ
ŭƆǝɀǣƆĻǵƆʷȉĢɮǣȐƆŞĻĢǵĢ˔ĢȐʙǵƆɷȢǵŭƆ
ǵƆʷɮɀĢȐǣƆɮǇƇĢȐʙɑɫƆɷʙǵĢÃĢɮǣɷǣƆȐȐƆ

ɠʷǣɀĢɮʙƆȐ ˎƆƆǲǝƆȐŭī ʷȐ ȉĢɮǣĢǇƆ
ŭɫĢȉǣɷƆȐÃɮȢˍƆȐŊƆɑ ǘǣŊƆʙŊȢȢǵŭĢȐɷ
ɷĢɮȢĻƆŊȢǵŊǘƆȉǣȐƇƆƆȐŊȢʙȢȐ
ȐƆĻǵĢȐŊȢɀʙǣɠʷƆɀĢɷɷƇƆɷʷɮʷȐ ɀĢȐʙĢǝ
ǵȢȐǰĢȉĻƆ ǵĢɮǇƆƆȐǵĢǣȐĢǇƆǣˍȢǣɮƆŞƆʙ
ĢˍƆŊɷƆɷǵʷȐƆʙʙƆɷŭƆ ȉȢʷŊǘƆ ī ǵĢÃȢǵǵ˔

ǐ@Ȑ ƆǵǣȐƆŞˍȢʷɷ ȐƆɷƆɮƆɷɣĢȐɷŭȢʷʙƆ
ɀĢɷǵĢɀƆɮɷȢȐȐƆǵĢɀǵʷɷƇʙɮĢȐǇƆƆʙƆ˓ʙɮĢǝ
ˍĢǇĢȐʙƆŭƆǵĢɷȢǣɮƇƆŞȉĢǣɷ̱Ȣʷɷ ĢʷɮƆˠǵƆ
ȉƆǣǵǵƆʷɮĻǵĢˠƆɮƆʙˍȢʷɷ ĢʷɮƆˠǵɫĢʙʙǣʙʷŭƆ
ɀȢʷɮ ǵƆɀȢɮʙƆɮǒŞŭǣʙƆȐŊȢɮƆǵƆŭǣɮƆŊʙƆʷɮ
ĢɮʙǣɷʙǣɠʷƆɠʷǣĢǵƆɷƆȐɷŭƆ ǵĢƨȢɮȉʷǵƆɑ
ʷȐƆǰȢʷɮȐĢǵǣɷʙƆǣʙĢǵǣƆȐȐƆɠʷǣǵʷǣŭƆȉĢȐǝ
ŭƆ ɷǣŊƆʙʙƆŊȢȐɷǣɷʙĢȐŊƆĢ ʙȢʷǰȢʷɮɷƨĢǣʙ
ɀĢɮʙǣƆŭƆɷĢȉĢȐǣƍɮƆŭƆ ʙɮĢˍĢǣǵǵƆɮŞǣǵɮƇǝ
ɀȢȐŭ ś ǐ&Ģ ƨĢǣʙɀĢɮʙǣƆŭƆȉĢ ɀƆɮɷȢȐȐĢǵǣǝ
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'A New Heartbeat': Decoding Duran Lantink's

Gaultier Debut

To keep his Jean Paul Gaultier as new as possible, Lantink decided he would stay

away from the archive, the designer told Tim Blanks in an in-depth interview.

By Tim Blanks

PARIS - "Junior" was the name Duran Lantink chose for his debut collection as creative director of

Jean Paul Gaultier, after the sporty, lower-priced line Gaultier launched in 1988 to seducea younger

audience. Like Junior, Lantink was also born in 1988, but his connection with the label runs deeper than

mere calendar coincidence. His parents were part of a fast, fashionable young crowd that patronised the

ROXY, aclub in Amsterdam, which also openedin 1988, andsome of his earliestmemories areof them

and their friends dressingup to go out.

"They were the sort of people that you don't seeduring the day but they flourish in the night life, and

they were always so inspiring, becauseit felt like there was a community that wasn't necessarily seen

in my elementary school, or when I would go to tennis or rugby or ballet or whatever," Lantink said. "I

would go home, andthen it was like, Friday evening, and there was house music and cat suits, party

outfits, gold cone bras. Very much in the Gaultier spirit. There was one guy called Johnny, and I would

say, 'Hello, Uncle Johnny', andhe would say, 'It's Auntie Johnny for you.' It made me feel abit scared,

I think, but it also made me feel there's more in this world than just defining a male-looking person as

uncle. They can also be auntie."

It was that spirit of anything goesthat Lantink wanted to capture in his first collection for Gaultier. It

wasa significant schism from the repertoire of guestdesigners- Chitose Abe, Glenn Martens, Simone

Rocha andmore - who have been keeping Gaultier's name alive for the past four years. "It feels like

a new heartbeat," Lantink agreed during a preview last week. And, to keep it as new as possible, he

decided he would stay away from what must surely be a formidable archive. "I mean, I'm dying to go

into it, but I also think it's better if I stay away for a bit."

But Lantink acknowledged it would be difficult to maintain that kind of innocence. "Somehow we live

in a society where everybody knows what Gaultier is, but everybody has a different perspective of it,

becausehe tapped into so many different subcultures. There's the bourgeois lady who was into the
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tailoring and the sailor stripes, and there's the world that was more focused on Junior and clubbing."

And that was where he went in his presentation on Sunday afternoon.

One lesson we learned from Gaultier over the decadeswas to expect the unexpected. That's only one

reason why Lantink is his ideal spiritual heir. He showed in the JeanNouvel-designed Musée du Quai

Branly, whose halls are filled with unparalleled collections of indigenous art and artifacts from Africa,

Asia, Oceania and the Americas. But the audience was steered underground, away from all that

splendour, through the detritus of a rave into a long, grim tunnel lined with metal ducts, the kind of

environment that demanded pounding techno. "I don't have time for it at the moment, but I love to go

to a rave," said Lantink. "When I was 15 or 16, I started really being into the whole Cyber Dog situation,

I got super obsessedby the Japanesestreetwear things and Walter VanBeirendonck. And I started seeing

all these people combining different colours and patterns, being completely overexaggerated in their

looks. And I thought, 'Oh, that's very nice, it's like your body is kind of transformable into whatever

you want to be at whatever stagein life.' I was always very drawn to that. I guess it shaped me as a

designer."

The sculpted anatomical exaggerations of his own collections sometimes feel like Lantink is trying to

create anew human. He's just not that interested in conventional forms, something else he shares with

Gaultier. But he refined his experiments in this collection. In his pomp, Gaultier alsomutated silhouettes,

most famously with Madonna's cone bra. Its ubiquity made Lantink wary, but he felt compelled to

acknowledge its importance as the houseicon by opening the show with his version, rounded andpushed

to the side. It was the best possible way to announce his arrival. He followed it with Leon Dame in a

cropped black leather bomber that devolved into a jockstrap, looking like a cross between a Colt Man

and a Superman, ahybrid that Gaultier himself exalted when hehad muscled Adonises John Francis and

Cameron Alborzian opening his shows in the 1990s.

Gaultier often fetishized the body with belts, straps, harnesses and extreme forms of tailoring. The

difference here was that Lantink's celebration of body consciousness felt younger, somehow healthier

and more rooted in the unselfconscious Nirvana of his clubby youth. Carved-out bodysuits, sculpted

breastplates,bikinis and cycling shorts pared looks back to bare essentials. A backpack formed onepiece

with a broad, pocketed belt that linked to the ankles. "I'm very much thinking about this guy going to a

rave outside," Lantink daydreamed, "and it's like 40 degrees,and he's only wearing a belt with pockets

and abackpack, and he's completely naked with a pair of sunglasses. Who doesn't want to just wear a

belt and go to a rave?"

There were varying degrees of nudity - or opportunities for more baring of flesh - throughout the

collection, culminating in a matt-chested, hairy-legged, anatomically correct male form printed on a

body stocking. The exquisite Lulu Tenney also sported one, though her "modesty" was protected by a

pair of flaring shorts basedon a trawlerman's hat. "I don't even know if I'm challenging things," Lantink

mused, "but I just want to show where I find beauty. Somehow people seethat aschallenging, but I just

feel like it's really beautiful, and I want to show it."

As Lantink conceded, Gaultier has been imprinted on him, archives or not. When he first looked at the

Spring/Summer 1994 collection "Tatouage," Jean Paul's monumental paean to inked skin and one of

the greatest fashion shows ever, he said his initial responsewasto try and do a new tattoo. " But it didn't

work at all. SoI waslike, 'Okay, there's things that we use without changing. Only change the technique

of it.' And we did 3D printing, so the tattoo becomes three-dimensional." On a sheer bodystocking, it

wasone of the most striking syntheses of Lantink and Gaultier in the collection, for this old fan at least.

There were others. The daisy jeans were a reminder of how much Gaultier loved Deee-Lite (who were

also favourites at the RoXY). The diagonally-printed Junior tops echoed his affection for Russian

Constructivism. The stripes were an op art nod to the mariniere. Bomber jackets, of course. Lantink

even managed atrench coat, truncated to create that essential bared midriff. And the pleated "Marilyn
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Monroe" dress was a quote from an ad for Junior. (People would eagerly anticipate Gaultier's ad

campaigns. Those truly were different times.) Lantink also did an excellent job with Gaultier's

sunglasses and shoes. You could feel his sheer pleasure in finally having the budget to create accessories,

although he had the common sense to leave the men's sandals designed for Gaultier by Stephane Kélian

in 1988 exactly as they were. You don't mess with perfection.

All of this is mere trainspotting on my part, when the main event is Lantink assuming the creative

director role at Gaultier. He said they have lunch maybe once a month. "We don't talk much about

fashion. We talk more about movies, music, vacations, sometimes he tells stories about Pierre Cardin or

Courrèges. We have nice conversations, but not necessarily about what I'm going to be doing."

"But it's nice to merge these identities into each other," Lantink added. "I think it's a very important

moment in time. The late 80s and 90s knocked down doors for people like us. And now we're in this

situation in life where it feels like people are trying to take that away."
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'A dose of poison against nostalgia': First reactions to

Duran Lantink's Jean Paul Gaultier

Simone Marchetti, Julie Gilhart and more on Duran Lantink's first runway show

as artistic director of Jean Paul Gaultier.

By Luke Leitch

Becomea VogueBusinessMember to receive unlimited accessto Member-only reporting andinsights,
our Beautyand TikTok Trend Trackers,Member-only newslettersand exclusiveevent invitations.

"I'm probably going to be slaughtered for it," predicted Duran Lantink before his debut collection as

artistic director of Jean Paul Gaultier this afternoon. SucceedingFrench fashion's most irreverent

iconoclast, whoretired from designafter presentinghis 50th-anniversarycoutureshowin January2020,

wasnever goingto be easy. But as Gaultier himself oncesaid: "It's great to be who you are" - and

Lantink was determinedto retain his own processand essencewhile making this debut.Sodid he?

Absolutely, reckonedthe influential talentspotter andcreative businessconsultant Julie Gilhart as she

left the show. "Duran daredlike a young JeanPaulonce did," shesaid: "I loved the openinglook with

its pointed-bust reference- pure Gaultier energy." She added:"When I wasa buyer, I used to buy
Gaultier andalways left thoseshowsthinking, where's the afterparty?Duran's showhadthat samevibe.

It was sexy in Duran's imaginative way, confident and ready to turn heads wherever the night goes

next."

Lantink wasappointed this April to act as permanentcreative lead at Gaultier following a five-year

period in which the house's fashion output - strictly limited to couture- wasdesignedby a rolling

castof guests.ThesecameocreativescomprisedChitoseAbe, GlennMartens,Olivier Rousteing,Haider

Ackermann,Julien Dossena,SimoneRocha,Nicolas Di Felice andLudovic deSaint Sernin. All of them

professedthemselveshonouredto be addingtheir namesto the history of ahouse founded by one of

modern Frenchfashion's most seditiously democraticdesigners.Despitefocusing on couturefor his last

decadeof work, Gaultier's spirit has always beeninformed by the streets. As he once observed:"It is

always the poorly dressedpeoplewho aremost interesting."

"He challenged not just runway conventions but also mainstream attitudes," wrote Nicole Phelps

in Vogue Runway's review of Jean Paul Gaultier's last-ever ready-to-wear show. Raisedin the Paris

suburbs, Gaultier worked first at Pierre Cardin, JacquesEsterel, and Patou before presentinghis first

showin 1976and founding his company in 1978. During the 1980s,he developeda disruptive dialect

of satirically progressive codes that included menswearskirts, eroticised marinière shirts, and cone-
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shapedbullet bras.His fameexpanded when he brought that lastmotif into the orbit of Madonna for her

Blonde Ambition tour of 1990.

In 1993, he launched his first fragrance, Classique, which was followed two yearslater by Le Male. In

2003, he was appointed creative director at Hermès, where he remained until 2010. Financial pressures

and the shifting fashion landscape led him to end his ready-to-wear line in 2014, focusing on haute

couture and fragrance. In 2016, however, the Spanish beauty and fashion conglomerate Puig acquired

the JeanPaulGaultier brandand fragrancelicense from Shiseido,consolidating creative andcommercial

control under one owner.

Puig, which reported revenues of €4.79 billion and profits of €530 million in 2024, has taken a long-

term approach to rebuilding Gaultier's fashion presence- a strategy which also naturally reflects the

group's core focus on fragranceand beauty. The five-year rotating designerpolicy for couture brought

a lot of goodwill to ahouse already well-regarded for its creativity. And with the appointment of Lantink,

it has apparently found a permanent lead innovatively provocative as Gaultier himself.

"If we're not being radical, then what are we doing?" said Lantink whenhe wasawardedthe Woolmark

Prize earlier this year. After founding his brand in 2016, Lantink served notice of his arrival with the

'vagina pants' featuredin JanelleMonae's 'Pynk' music video. He madehis debuton the Parisschedule

in 2023 and has since shown collections that take dramatic liberties with the human form. The trompe

l'oeil torsos of his AW25 collection seemedto have a particularly powerful unintended connective

resonancewith the iconography of Gaultier.

Lantink delivered this article's opening prediction while speaking to Phelps on

yesterday's Vogue podcast. He explained that this debut has seen him lean into the history of Junior

Gaultier, the diffusion line that ran between 1987 and 1994 and found wide street-level currency.

However, he added, he had yet to even peek into the house's archives: "I decided to approach it a bit

like Charlie andthe Chocolate Factory... I really want to goin, but first I want to imagine what's behind

that door and create a fantasy world."

Sodid Lantink's pure imagination deliver a badnut or a goldenticket? Here's what membersof today's

audiencethought.

Simone Marchetti, Vanity Fair Italia editor-in-chief and Vanity Fair European editorial director

In aseasonof fashion conservatismandbeautiful, nostalgic clothes,Duran at JPGwent in the opposite

direction. His debut was disturbing and full of clever mistakes. Less than a breath of fresh air, it was a

dose of homoeopathic goodpoison against nostalgia.

BosseMyhr, director menswear,womenswearand childrenswear at Selfridges

Duran Lantink revisited some of Gaultier's most recognisable motifs, including stripes, conical forms,

and spirals, while also expanding them into new terrain. The surfacing of performance fabrics gives

many pieces a sporty edge, but with a clearly hedonistic intention. He challenged gendernorms by

dressingmen in skimpy partywear anddresseswith the samerevealing directness affordedto his women.

And the beachwearriffs were especially daring: the bikinis and 'mono-mini' silhouettes push the body

into a provocative geometry.

Nick Tran, head of buying and merchandising, Dover StreetMarket Paris

It was Duran turned on, up and around. Specific, challenging andfun - as JPG should be.

David Martin, founder and editor-in-chief, Oddamagazine
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Duran is disruptive and makes people talk. Jean Paul was exactly like that when his career started. We

need Duran - culture needs his ideas and fashion needs to shake it up a bit from time to time in order

to support the vision of tomorrow.

Edward Buchanan, designer and journalist

Duran really knows how to twist our libidos into a tailspin. I was really looking forward to this debut

because there was real risk involved in hiring someone with no experience leading a heritage house.

Jean Paul Gaultier was an originator in a time when being provocative in the design space was rarely

celebrated. This show really felt akin to the origins of the brand. It felt like such a celebration of raw

creative freedom, with memorable consideration of the codes of Gaultier. The sailor stripes were there,

the tattoo was there, the eroticism was there, the off-colour stories were present - and the coolness was

there. A solid, animated beginning.

Comments, questions or feedback? Email us at feedback@voguebusiness.com.
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Go Inside The BoF 500 Gala 2025

Rising talents and industry heavyweights came together to celebrate the newest

members of the BoF 500, the definitive index of people shaping the global fashion

industry.

By Annabel Bolton

CON

300

PARIS - As fashion month approachesa crescendoin the French capital, rising talents andindustry

heavyweights came together at the Shangri-La to celebrate the newest members of the BoF 500, the

definitive index of people shaping the global fashion industry.

2025 BoF 500 cover star Kim Kardashian, Charli XCX, Demi Lovato. Colman Domingo, Moncler's

Remo Ruffini, Edward Enninful andKering's new chief executive Luca De Meo mingled with the BoF

500 Class of 2025, including designer Giambattista Valli, model Alex Consani, Dries Van Noten's

Julian Klausner and acting duo "Freen" Sarocha Chankimha and "Becky" Rebecca Patricia

Armstrong, as well as industry pioneers from previous BoF 500 classes: Jaden Smith, Anok Yai,

Burberry's Daniel Lee and Jil Sander's Simone Bellotti.

"For me, this event starts to feel more andmore like ahomecoming. It's the Saturdayof Paris Fashion

Week. Everyoneis a little exhaustedandthis is amoment for us to let off somesteam,catch up with old

friends, meet people you've admired from afar and celebratethe Classof 2025," said BoF's founder and

editor-in-chief, Imran Amed.

"The creativity and senseof celebration andinclusion in the room is inspiring. It's remarkable to see

such a wonderfully diverse andinnovative collective of visionaries gatheredhere in Paris," said Jenny

Freshwaterof Amazon Fashion, the presenting partner for the event. "We are so honouredto be part of

the BoF 500 galatonight."

Thecelebration came during apivotal seasonin fashion, with someof the biggestbrands in the industry

debuting new creative visions under new designers,from Demna's Gucci, Jonathan Anderson's Dior

and Pierpaolo Picciolo's Balenciaga to the most anticipated debut of all: 2025 BoF 500 cover star

Matthieu Blazy's first show for Chanel on Monday night.

Imran Amed and Luca deMeo attend the BoF 500 Gala. (Getty Images for the Business of Fashion)

In the room, the moment waspalpable, with industry leaderslooking aheadto fashion's next chapter

and what this moment of transition signifies for fashion's future amid asharp downturn in demand.

"I want to affect change, andI don't see that as [something] I can affect just by myself," said designer
andnew inductee, ConnerIves. "We needhope, and I feel like thereis a senseof optimism in the room."
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"I think it means: I've made it," said NFL fashion editor Kyle Smith, reflecting on their recognition as

a new BoF 500 member. "To see so many of my peers made me feel instantly welcomed. I feel like I'm

part of a very cool community."

As guests moved their way from the red carpet into the ballroom, they were met with a banquet table

adorned with autumnal botanical decorations, around which they mingled and reflected on the latest

happenings in the industry and their company in the room.

"It's good to surround yourself with so many interesting people. It's unbelievable," said Thai actor and

musician Bright. "There are so many new cool brands, very niche, small brands from Africa, India ...

they put the culture in fashion and I want to see more [of this]."

Other guests looked to the future of fashion with excitement for change and optimism, commenting on

their hopes for the industry's trajectory.

"I'm looking forward to opening the doors from fashion to a whole generation that feels excluded,"

shared content creator and founder of La Watchparty, Lyas. "I'm trying to open those doors - God

knows it was hard for me to enter this industry, so I hope to be able to make it easier for the new kids."

"We live in a different reality than the fashions that we look to as inspiration, so we do have to innovate.

Innovation is just forward motion, so I think that as long as we don't stay in this archaic idea of how

fashion should look and be and feel. We will continue moving forward," said model Palomar Elesser.

As night fell over Paris, guests danced in the glow of the Eiffel Tower, framed by the Shangri-La's

terrace, to music curated by Benji B and sets by DJs Naomi Clement and Manaré.

"There's no certain shape that you have to fit to be creative," said Satoshi Kuwata, founder and creative

director of Setchu. "And it's a really great time to be creative, to find something to be unique. Right

now, I only find excitement."
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Yohji Yamamoto: 'The Fashion Business Is

Disappearing'

The 82-year-old punk poet anti-hero of fashion has grown a brand that now

generates more than $200 million a year, but there is plenty he is angry about as

he prepares his label for the future.

By Imran Amed

BOF

TOKYO and PARIS - Yohji Yamamotois angry.

"Fashion has becomeajoke," he says."It's all about money. Themajor companies of fashion, they're

like kids playing soccer, just running after the ball. They're not thinking about their customers. I just

think they have too much money, sothey don't needto work hard. Money is always floating on them."

There'slittle doubt the sharp downturn in demandfor someof the world's largest andmost prestigious

luxury housesis, in part, the product of what someanalystshave called "greedflation" as brandssought

to juice profits with punchy price hikes while under-delivering on creative innovation andquality.

But Yohji-san, asheis called out of respectby his team and the wider industry, is no stranger to tough

times. "We were there before also," hesays, recalling his 2009bankruptcy andrestructuring. "So now

I'm focused onmaking my company small but strong."

A survivor who succeededby going againstthe grain with the label he founded more than four decades

ago, Yamamoto's creative energy haslong sprungfrom anger andfrustration. In the early years,the loss

of his father during World War II when he wasonly two yearsold wasthe main sourceof his fury, but

thesedays he's equally upsetabout the stateof fashion- andthe wider world.

We are at the Tokyo headquarters of Yohji Yamamoto Inc. All around Yohji-san's office, things are

piled up on the floor. Papersare strewn everywhere. The main table in his office is cluttered with a

crumpled pink tissue box, an old-school landline phone,post-it notes, usedcoffee mugs and, of course,

a lighter andapack of cigarettes. Thereis a small clothing rail in the corner with afew garmentshanging

together,but they don't seemto be part of a collection he is working on.

As always, Yamamoto is wearing a long crumpled black blazer andblack trousers,and his signature

black wool hat. But he is more frail than the last time I interviewed him at length, almost 10 yearsago.

This time, interacting with the designerreminds me of speaking with my father, who is about the same

ageand whoseown angerand frustrations have softened over time. So, I want to besensitive with him,

but I am alsocurious abouthow Yohji-san is thinking about the legacyhe will leave behind.
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Thesedays, he's thinking about the future: of his company, of fashion and of a planet roiled by wars

andclimate disasters.He is angry, not just with fashion's big groups, but with politicians - especially
US PresidentDonald Trump: "I'm a fashion designer,so if I amthinking about a new collection, I need

to imagine the models. But when I seehis face, I lose all my imagination," he sighs.

He's exhausted with geopolitical conflicts, and frightened by the climate crisis. "Human beings are

making climate change," he says."This is our mistake. And, at the sametime, we have so many wars.

Peoplearekilling eachother. I'm always askingmyself, why, why, why? I can't find ananswer. I really

hateit. It makes my heart so dark and down."

But Yamamoto is also worried about the future of the fashion industry, particularly the loss of skills

required to makethe special fabrics heusesin his collections. "Specialist workers for threadsandfabrics

and dyeing, so many of theseimportant specialist techniques aredisappearing around the world. Those

jobs are very, very hard andcomplicated. You needhigh skills, but the workers aregetting old," he says.

They don't want to jump into that world, so those specialists are disappearing. In this way, I think the

fashionbusinessis disappearing.

"And young people don't want to do it becauseit looks too hard. Theydon't want to take the place of

their father or uncle," he continues. "They don't want to jump into that world, so those specialists are

disappearing. In this way, I think the fashion businessis disappearing."

In Japan's Aichi prefecture, one of the top three regions in the world for high-quality wool

manufacturing, alongside Biella in Italy and Huddersfield in the UK, many small family-owned

businessesare closing.

In contrast to the natural fabrics that dominate Yamamoto's mainline collection, much of what is

available in contemporary Japanese fashion (including brands like Issey Miyake, CFCL and

Yamamoto's own Y-3 line with Adidas) is made from less expensive polyester fabrics, which

Yamamoto points out are made from petroleum and fossil fuels. According to a recent report from

Textile Exchange, global textile production rose to record levels last year, increasing industry-based

emissions, especially from polyester, which accounts for 43 percent of global emissions from fibre

production.

Yamamoto,who is known around the world for his pure-black aesthetic,also has his own sustainability

issuesto contend with. "The chemicals in the black dye arevery bad for human health," he admits. "In

the future, intelligent countries will decide no black anymore because to make real black we use

chemical dyes. In the future, people will have to wear only white!" he jokes. "I'm always thinking about
it."

"And anyway, year by year, my creations are becoming more and more expensive because

manufacturing is becoming more expensive," he adds."People don't want to spend on well-designed, -

cut and-made clothes. Theindustry is doing things more quickly, so generally,when you visit fashion

stores,everything looks the same."

With all of this weighing onhis mind, Yamamoto sayshe has beenin acreative rut. It's July 29and this

is his first day in the office sincereturning from the Parismen's shows a few weeksearlier.

Lately, he has found solacein the music of two young singers: Aki Azuma, who singsenka,an old-time

Japanesegenreknown for its sentimental ballads, and Kawai Yuto, a 14-year-old street singer who has

found fame on TikTok. He plays a few of their covers of anime and Studio Ghibli songs,and their duet

of Bette Midler's "The Rose" in Japanesefor me on his mobile phone, bringing a sweet smile to his

face. "They sing so nicely," he says."It's so touching. Sometimes when I am listening to them, I

naturally startcrying. And I am so surprised. Why? Why am I crying?"
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His newfound sentimentality comes on the heels of a personal loss: the death of Rin, his dog, an Akita

breed known for their dignity, courage and loyalty, who would often accompany Yamamoto to the

office. "I don't need a new girlfriend. I just need a new dog," he jokes. "Just before you arrived, I was

talking to my daughter Limi about getting anew dog. For two months, I didn't want to have a new dog,

becauseI can't forget her. Then after a few months, I thought maybe she would want me to have another

dog."

A Renegade's Vision

Backstage after his Spring/Summer 2026 men's show at the historic Maison dela Culture in Paris a few

weeks earlier, Yohji Yamamoto was curled up on achair, having apost-show cigarette. He knew aqueue

of journalists and well-wishers were waiting to say their hellos, but it was easy to understand why he'd

rather just return to his hotel and take a nap.

Yamamoto has been doing the backstage dance since 1981, when he and his then-girlfriend Rei

Kawakubo first arrived in Paris and shocked the fashion establishment with their radical new aesthetics.

Yamamoto's deconstructed, all-black look couldn't have been more different from the personas of the

French designers dominating the runways at the time: Yves Saint Laurent's power women, Thierry

Mugler's sexy sirens and Jean Paul Gaultier's irreverent provocateurs.

Along with Kenzo Takada, who had arrived a few years earlier, and Issey Miyake, who came a few

years later, Kawakubo and Yamamoto created a burst of new energy that still resonates in fashion today.

"Yohji is fashion's anti-hero," says the photographer Max Vadukul, who has collaborated with the

designer since the 1980s. "Against all odds, he broke into the European fashion world - one of the

hardest arenas for an outsider to survive in - and he's thrived there for decades. He doesn't bend to the

system, he doesn't bend his values. His work is uncompromising, deeply personal. The asymmetry, the

drape, the way a garment catches your eye - it's not just design, it's emotional intelligence made

visible."

Yamamoto's signature aesthetic and silhouettes have influenced countless designers from Rick Owens

to Christophe Lemaire, but he remains a renegade who continues to do things his own way.

"When I went to the Yohji Yamamoto retrospective at the Musée des Arts Décoratifs, I remember

wishing that this could be the standard of dressing for the world," says Owens. "A world of gracefulness

and graciousness, andbenevolence. I think Yohji-san occupies - and dominates - a niche in fashion

closer to delicate poetry than standard clickbait. And of course we need both, but his contribution to the

balance is crucial."

Indeed, Yamamoto refuses to engage in the circus that has turned fashion shows into spectacles

competing for attention on social media. In an industry chasing algorithms and celebrity culture,

Yamamoto stages the same kind of shows he always has - slow, reflective, uncompromising. There

areno gimmicks designed for virality, no stomping down the catwalk andno celebrities there to promote

their next movie.

But that doesn't mean young fashion fans are not deeply engaged in his work, too. Yamamoto's front

row included the content creator Wisdom Kaye who sees in Yamamoto not nostalgia, but genuine

fashion creativity at a time when the industry is suffering from a creative malaise.
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"Having the honour to attend his shows and witnessing the slow and simmering pace of the models,

giving time to analyse each detail juxtaposes so greatly against the fast-paced runways which are

indicative of the industry as a whole," says Kaye.

Also in the crowd at the show was Donatien Grau, head of contemporary programs at the Louvre

Museum, who included Yamamoto among 100 contemporary artists in "Copyists," an exhibition he

curated in collaboration with the Centre Pompidou-Metz that also featured Jeff Koons, Francesco

Vezzoli and Agnès b. - the only other fashion designer included.

"Yohji has studied deeply the history of culture and costume," says Grau. "He knows the history of

French and European dressmaking, and he understands the techniques of Japanesedressmaking and

pattern making. It's not about turning them against each other- it's an interplay, a layering, a constant

tension."

Indeed, taking in a Yohji show usually requires deciphering andcontemplation to appreciatethis tension.

But increasingly, it seemshe feels there is little time for subtlety. In the men's show, his messages-

"NO MORE WARS," "OCEAN DISAPPEARS MAKES HUMANS FINISHED," "NUCLEAR

POWER DISASTERS" - were written directly into his designs.

In a quintessentially Yohji puzzle, these warnings were juxtaposed with syrupy love songs that had the

front row singing along - "Endless Love," "Killing Me Softly" andother ballads from the 1980s- on

a soundtrack that was, as always, created by Yamamoto himself.

The show offered a rare moment of reflection and pause during a busy men's fashion season. While

most of the industry was preoccupied with the worsening crisis, Yamamoto's show was areminder that

the original source of successin fashion is rooted in creativity and emotion, not in the safe, commercial

merch on offer elsewhere.

A Creation-Led Model

Back in Tokyo, Yohji Yamamoto operates slightly apart from the rest of the Japanesefashion cluster.

His headquarters overlook the waterfront in Shinagawa, a transportation gateway and business hub on

the southern edge of the city, far from the fashionable neighbourhoods of Omotesando, Ginza and

Aoyama, where most of the industry is based.

Thecompany is led by chief development officer Tsuyoshi Muraki who joined the company 26 years

ago after he saw a television show about Yamamoto's growing impact at Paris Fashion Week. Muraki-

san,who started as ajunior employee in the then-nascent Y's business,has held a variety of increasingly

senior roles in the company ever since.

"I was nervous when I met him for the first time," Muraki-san says about his first meeting with the

designer. "I respect Yohji-san so much. He has this aura. The atmospherehe creates is very special."

Indeed, the first thing everyone mentions about working with Yamamoto is the unique energy - and

high-pressure environment - hecreates. This is abusiness focused on artistic integrity over commerce,

where creation sits at the centre of everything, fostering asenseof loyalty and devotion that is rare in

the fashion industry. Many team membershave worked with the company for more than 10 years.Some,

like Muraki-san, have worked with the company for their entire professional lives.

"We are all very faithful to him," says Caroline Fabre, the Paris-based PR executive who joined the

company in 1986 before going to work with Azzedine Alaïa in 2003, only to return to Yohji Yamamoto

in 2022, five yearsafter Mr. Alaïa died. "He createsthis atmosphere of family even if it's not easy. He's

very challenging. He's never happy. He's never satisfied. He's always looking for more, pushing his

own limits and also testing our limits."
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Nowadays, Fabre is Yamamoto's key intermediary with Westernmedia andin private, seemsto be his

"shadow," his greatestcheerleader,supporter andprotector, especially onthosedays when heis feeling

tired and exhausted.

Thebusinesshasbeenon a sustainedgrowthstreak sinceCovid. Today, Yohji YamamotoInc. generates

more than $200 million in annual revenue and has been steadily growing at 15 percent annually,

according to figures sharedfor the first time with The Businessof Fashion.

That the company hasmanaged to not only endure but thrive in the current crisis is in part dueto the

fact that they have beenthrough tough times before. After the global financial meltdown in 2008, a

heavy debt burden of $65million nearly sank the company before it wasrescuedand restructured by

private equity firm Integral Corp, leading to the shuttering of the Y's for men line andthe suddenclosure

of the brand's two New York stores.

Now, the company reaches customers through a global e-commerce website and more than 630

wholesale doors andshop-in-shops and 23 flagship Yohji Yamamotostores and counting, in London,

Paris, Shanghaiand beyond. Yamamoto made his return to the New York retail scenewith a store on

Wooster Streetwhich openedin September2023.

Another thing that standsout about the company is its brand architecture and go-to-market model.

Whereasother companies such as Chloé, Marc Jacobs and Dolce & Gabbanahave collapsed their

secondary lines under one brand to streamline operations, Yamamoto has done the opposite. The

company now has nine different brands,plus six brands under Yohji Yamamoto, like a constellation

orbiting around the main Yohji Yamamotoline, which the designerstill personally oversees.

There's Y's (the original brandstarted by Yamamotoin 1972),Ground Y (genderlessclothing), discord

(accessories),Wildside (for younger generations)and Limi Feu, a line designedby his daughter.Each

brandhasits own distribution network of stores andstockists anda different customertarget in mind.

Without Y-3 there would be no Rick Owens, Grace Wales Bonner and Kiko Kostadinov for Adidas or

Virgil Abloh andUndercover by Jun Takahashifor Nike.

Even though it would bemore cost-efficient to operatefewer brands,Muraki-san saysthat building and

operating these different lines is part of the company's creative process. By creating new brands,

Yamamotopushesthe company in new directions thatpeople don't understandat first.

"For instance, takethe Y-3 business.Other brandsare creatingclothes,we arecreatingnew categories,"

saysMuraki-san, pointing to the pioneering sports-meet-fashioncollaboration with Adidas, now in its

twenty-third year. As the first high-fashion brand to partner with an athletic apparel company,

Yamamoto pavedthe way for countlessother designersto mix fashion with sports. Without Y-3there

would be no Rick Owens, Grace Wales Bonner and Kiko Kostadinov for Adidas or Virgil Abloh and

Undercover by Jun Takahashifor Nike.

"We also have akind of special businessmodel. We don't do any paid advertising. We don't pay VIPs.

We don't pay people to cometo our shows," adds Fabre.Everything shown on the runway is produced

evenif it is uneconomical to do so,andthe collection is priced in a way that customerscan also buy into

the most complicated garments."Becausethe businessis growing, we can be more creative and we can

take more risks," she says.

"The business follows the creation," agrees Muraki-san. This core strategy, now under single

managementand with better collaboration between the commercial and designteams has also led to a

healthier working environment.

"You can feel it in the company. It wasreally noticeable when I cameback," says Fabre. "It was like

'Wow, there's ahuge change.' It's acompletely different company. Peoplearemore open, speakingand
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smiling ... which was not alwaysthe casebefore. He wants everybody to learnto speakEnglish, to have

the people from the atelier visit museumsto open their minds. He knows that we have to expand, and

that we have to be global andthink internationally."

Securing the Future

"I've been thinking about my past recently, becauseI am getting old," says Yamamoto. "When Caro

came back to the company three years ago, she made me promise I would do at least 20 more

collections," he saysmotioning to Fabre.

As of now, he has completed 12 collections and for now he continues to work. So, what's left that he

wants to say?

"Nice question," he says."Every time I think about anew collection, I think I don't have any new ideas

becauseyou need strong, fresh emotions for creation. But sometimes I'm losing it. To getmy passion

back to create,it takes time," he begins.

Yohji-san still works with paper patterns and aims to design something new every season, with new

show formats.

"This duty is becoming very heavy because making something special is becoming too hard and

expensive. I have to compete with what I did before. Very often my creative staff don't know what I

want ... so I getangry. And then I'm asking myself, why do I have to beangry so much? And sometimes

I hatemyself for it becauseas you know, we cannot go back."

"But aslong asI'm living, I will keep doing what I do. My son is 25 years old. He's working for the Y-

3 business.His generation is going to lose the real creation. Recently, youngpeople stopme in the street

becausethey want to take photos with me. In those cases,I get angry ... about me. 'Hey you,' I'm telling

myself. 'Why did you become so famous? It's meaningless."

I gently broach the topic of succession,about what will happen when the 20 collections are finished,

andhe respondspragmatically.

"There are two ways. One way is that I keep on designing until I die. The other way is that in four or

five years, I have to name headdesignersfor each brand. For example, Mr. Giorgio Armani, he has five

head designers. When I heard about that, I wondered, 'Should I copy him?" (Just over a month later,

Armani died at the ageof 91.)

"No, I don't think so. To get astrong spirit in the outfits, five people is almost impossible. With two or

three people at most, I can put all my power and imagination and work together with them. I don't like

talking in this way, about my future."

Reading the tea leaves, his daughter Limi, whom he has mentored over the years, is most likely to

succeed Yohji-san. Thoughhehasn't made his intentions known, the designer for the first time included

looks from her Limi Feu collection in his own Autumn/Winter 2025 women's show in March.

"Yes, the reason I included Limi's pieces in my show is becauseher creations are becoming stronger. I

feel really confident in her," he says.

Limi-san, ashy andreserved character like her father, says shebecamea designer becausehe expected

it of her. There wasno other way. Like him, her creativity often comes from anger or frustration, but the

identity she has carvedout adifferent, more feminine approach within the Yohji Yamamoto universe.

"I don't know the full picture of what he wants, but I am confident I can protect the universeof the Yohji

Yamamoto brand," she says."I grew a lot by learning from him, especially on the technical aspects,"

she says."He taught me to draw patterns around the body, as if you draw a painting. And every season
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I always start with a new pattern, just like my father. I don't want to look at the past, I want to be in the

present and think about the future."

"It's personally very important to me," she adds. "This started as my grandmother's business, and my

father started working with her and turned it into a big company." Yamamoto's mother Fumi-san, who

died in January 2023 at the age of 103, was an ever-present force in the company who had her own

office in the headquarters until she died.

As my conversation with Yohji-san comes to a close, he lights a cigarette and pauses to reflect on all we

have discussed. The shifting sands of an industry in crisis and world in chaos, dealing with fame, trying

to keep a business going and, through it all, the constant pressure to create something new.

"Lucky or unlucky, when I'm driving my car and I stop at the stop sign, many people pass in front of

me and anew idea falls down. I catch it, like this!" he says, gesturing with his hand. "Never in the toilet,

always on the street."

"So maybe I should not be resting in my bed. Maybe it's better for me to be driving and walking, so I

can catch an idea. Activity gives you power. But after the last men's collection, I got so tired. Because

I lost my dog, I stopped walking in the morning. That makes my legs powerless so last time I was in

Paris I needed help to walk. And then I started thinking, 'No, no, this is not good. I have to walk by

myself without any help.""

"Right now for the next ladies collection, I'm already late; eight to ten days later than usual. I wanted to

make a surprise, to create something new. But I couldn't find my surprise for two weeks. But finally, I

found it. Before you came here, I explained my main sense of beauty, sense of funniness to my pattern-

maker, to my drawing team and painting team," he says. "I made it today!"

"I have to thank you, because you were coming today, I came here. If you weren't coming today, I don't

know ... "

I say to Yohji-san that he is following his own advice, that he needs to get out of his bed and into the

street and drive. Only then can you catch an idea.

"Today, my wife drove me, because my legs are too weak because I started not to walk. But from next

week, I'll start driving by myself - and walking with the dog."
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