
By DAVID MOIN

NEW YORK — Macy’s Inc., with 
year-end results surpassing the 
competition’s, has a tough act to 
follow — its own.

Yet the $28 billion department 
store chain has a host of evolving 
strategies to keep the momen-
tum going, according to Terry J. 
Lundgren, chairman, president 
and chief executive offi cer.

In an interview, Lundgren said 
the agenda for the near future re-
volves around accelerating om-
nichannel capabilities, testing 
shared inventories across channels, 
aggressively rolling out additional 
leased shops, restarting outlet open-
ings, and spreading selling floor 
best practices to online and phone 
communications with customers. 

Also in the works:
� Expanding the shop online-pick 
up instore service.
� An urban strategy that could 
launch in Macy’s downtown 
Brooklyn store, where renovation 
plans are being developed.
� Same-day delivery tests.

Along with these and other ini-
tiatives to sustain momentum, 
Lundgren cited a pickup in busi-
ness since a few days just before 
Valentine’s Day, but he acknowl-
edged this winter’s crushing impact, 
which kept many stores closed at 
times in January and early February 
and stifl ed consumers’ will to shop 
even when the weather let up.

“We got pounded,” Lundgren told 
WWD. “The fi rst couple of weeks of 
February were a continuation of the 
bad weather in January.” 

By MILES SOCHA

PARIS — Nicolas Ghesquière is 
fashion’s man of the hour: 10 a.m. 
on March 5, to be precise.

That’s when one of the most 
anticipated events of this interna-
tional fashion season takes place 
as the French designer makes his 
runway debut at Louis Vuitton, the 
leather goods powerhouse con-
trolled by Bernard Arnault.

The anticipation and curiosity 
about what Ghesquière might pa-
rade is matched only by the degree 
of secrecy cloaking the collection.

His edict: No previews or inter-
views until show time in order to 
heighten the surprise.

Since being appointed to suc-
ceed Marc Jacobs as artistic direc-
tor of Vuitton in October, roughly 
one year after ending a 15-year 
tenure at Balenciaga, Ghesquière 
has given scant indication about 
where he might steer the storied 
French fi rm, which is marking its 
160th anniversary this year.

According to sources, his show 
is likely to reference Vuitton’s roots 
as a maker of trunks, a recurring 
prop in recent ad campaigns, and a 
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Buttoning Up
The last leg of 
the fall shows 
is under way in 
Paris, where Rick 
Owens will be 
watched closely 
following his 
blockbuster step-
dancing spectacle 
for spring. “Last 
season’s vicious 
joy softens into 
volume and speed 
this season,” 
said Owens, who 
will show his 
new collection, 
titled “Moody,” 
on Thursday. 
“The clothes 
are easy, but 
sculpted shapes 
fl oating over 
the skin.” Here, 
he adjusts the 
dramatic collar 
of a double-face 
coat. For more 
inspirations, see 
pages 4 and 5.

LEASED AREAS, OMNICHANNEL

Macy’s Plots Initiatives
To Maintain the Mojo

SEE PAGE 7

Guessing About Ghesquière:
Vuitton Debut Stirs Chatter

SEE PAGE 6

INSPIRATIONS
PARIS

COLLECTIONS

FALL 2014

NATHALIE KOSCIUSKO-
MORIZET, A CANDIDATE 
FOR MAYOR OF PARIS, 
TALKS FASHION AND 

MORE. PAGE 10

FASHIONABLE 
CANDIDATE

SOCIAL 
SARAH

SARAH JESSICA PARKER 
PLANS A MAJOR PUSH ON 
PINTEREST AND TWITTER 
WITH NORDSTROM FOR 

THE LAUNCH OF HER SHOE 
COLLECTION. PAGE 7

VEGAS ACTION
WOMEN’S WEAR RETAILERS AND BRANDS WERE UPBEAT 

AT THE LAS VEGAS TRADE SHOWS, WITH SPRING 
DELIVERIES A FOCUS. PAGES 8 AND 9
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By VICKI M. YOUNG

NEW YORK — Shares of Fifth & 
Pacific Cos. Inc. rose 12 percent 
on the New York Stock Exchange 
on Tuesday after the company 
posted gains in both net sales 
and net income for the fourth 
quarter and swung to the black 
for the full year.

For the three months ended 
Dec. 31, the company said net 
income more than tripled from 
a year ago to $185.2 million, or 
$1.48 a diluted share, from $57 
million, or 47 cents. Net sales 
rose 22.3 percent to $426.9 mil-
lion from $349.1 million.

For the full year, the company 
posted a profit of $73 million, or 
59 cents a diluted share, against 
a loss of $74.5 million, or 68 
cents, a year ago. Net sales rose 
21.2 percent to $1.26 billion from 
$1.04 billion.

Shares of the company on 
Tuesday closed at $35.24. 

William L. McComb, on his 
last conference call as chief ex-
ecutive officer of Fifth & Pacific, 
spoke briefly about the transition 
to Kate Spade & Co., and of Craig 
Leavitt taking on the ceo role, be-
fore reporting on results for the 
Kate Spade brand. McComb’s last 
day was Tuesday.

McComb said, “The fourth 
quarter was, overall, a very strong 
quarter for the company. Kate 
Spade posted total revenue of 
$256 million, reflecting a growth 
rate of 48 percent versus fourth-
quarter 2012.” He also noted that 

direct-to-consumer comp sales 
were up 30 percent, with adjusted 
earnings before interest, taxes, 
depreciation and amortization for 
the Kate Spade brand up 48 per-
cent to $64 million.

The company last year 
sold Juicy Couture and Lucky 
Brand Jeans. The Juicy sale to 
Authentic Brands Group for $195 
million has closed, although 
Fifth & Pacific still handles some 
business operations for a brief 
period of time as part of the tran-
sition, while the sale of Lucky for 
$225 million to Leonard Green & 
Partners is expected to close be-
fore the end of March.

McComb disclosed that gross 
margins fell in the quarter, “down 
about 90 basis points versus 2012, 
driven by a higher promotion rate.”

Leavitt said, “We’ve heard 
many analysts asking whether 
or not the handbag and acces-
sories markets are beginning to 
slow growthwise. The answer is 
no.…We saw nothing to buck that 
trend in the fourth quarter. In 
fact, handbags and small leather 
goods in Kate Spade gift acces-
sories were our strongest growth 
categories this year overall and 
in the fourth quarter.”

He added that the top catego-
ries in the quarter after hand-
bags were wallets, jewelry and 
apparel. In apparel, the top per-
formers were outerwear, dresses 
and separates.

Leavitt said that last year the 
brand grew its “customer data-
base by more than 55 percent 
and our social media following 
by a similar amount.” He noted 
that as the demographic breadth 
grows, about 60 percent of the 
base is under age 44. He also said 
that the company is committed to 
Kate Spade Saturday, which has 
a price point 50 percent below 
Kate Spade New York, because 
of its important reach to the 
Millennial customer.

In his closing comments, which 
included an extended quote from 
Charles Dickens about the best 
of times and the worst of times, 
McComb said, “So this call is liter-
ally my last activity here as the ceo 
of Fifth & Pacific Cos. Inc.…I’m 
leaving the company this after-
noon, literally walking out the door 
shortly.…Not just as the former ceo 
but also as a shareholder, I am ex-
tremely excited about the future of 
this company. As Craig said, we’ve 
enjoyed explosive growth since 
2007, but from my chair I see this 
business as having a relatively 
small footprint today with massive 
opportunity for expansion ahead 
in every region of the world. “

Analyst Ike Boruchow of 
Sterne Agee said of the Kate 
Spade brand’s performance, 
“This is a clear standout in to-
day’s tough retail environment.”
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Bargains Drive Chinese E-commerce

F&P Posts Q4 and Full-Year Profits

By LARA FARRAR

SHANGHAI — Bargain hunting remains a key 
driver for purchasing luxury goods online among 
Chinese consumers, who are increasingly turning 
to mobile devices and more sophisticated payment 
methods when buying products via the Internet, ac-
cording to a study released Tuesday. 

The study, conducted by consultancy KPMG in 
partnership with Glamour Sales China, an e-com-
merce site specializing in discounted luxury products, 
and Mogujie, an e-commerce and social networking 
site similar to Pinterest, surveyed more than 10,000 
Chinese consumers’ luxury consumption habits on-
line. It found that while the majority of shoppers still 
look for discounted items on the Internet, more are 
willing to pay full price for limited-edition products 
unavailable in stores or for products from luxury 
brands that do not yet have retail locations nearby. 

Convenience is also an important driver for 
luxury purchases online as well as growing trust 
in and loyalty to e-tailers that focus on customer 
service and the authenticity of products, the KPMG 
study said.

The survey found that the average amount spent 
by respondents on their last purchase was 1,515 
yuan, or $247 at current exchange. Nearly 20 percent 
said they had last purchased an item online for at 
least 2,000 yuan ($327). “We thought that was rela-
tively high,” Nick Debnam, KPMG China Asia Pacific 
chairman for consumer markets, said. “It bodes well 
for the future of online shopping in China, and when 
you compare the total retail spend in China versus 
the West, China has been gaining ground and will 
likely shoot past [Western markets].”

More Chinese consumers are ordering luxury 
products from the overseas third-party or e-com-
merce sites of luxury brands, which, according to 
the study, have not yet fully embraced China’s e-
tailing boom. This is largely out of concern for los-
ing control of the brand and not being able to repli-
cate the in-store experience in a meaningful way to 
consumers on the mainland. 

The study advises luxury brands to embrace e-com-
merce in China and take advantage of consumers’ thirst 
for one-of-a-kind products or other items not available 
in local shopping malls. A presence online in China is 

also becoming crucial for marketing purposes, particu-
larly to consumers traveling overseas to shop, as well as 
customer-relationship management and for identifying 
consumer spending patterns, the study said.

Smartphones are becoming a crucial channel for 
consumers to not only make purchases but also to 
share information about products they buy. Debnam 
noted that e-commerce in China remains an inherently 
social activity, with consumers obsessively sharing pric-
ing information and photos of products and turning to 
celebrities and other online opinion leaders to keep 
up with the latest trends. Word-of-mouth remains the 
top source of information for product information and 
purchasing decisions followed by Sina Weibo, China’s 
version of Twitter, and WeChat, a mobile application 
similar to WhatsApp.  

Sixty percent of those surveyed said they use 
their smartphones daily to purchase or research 
luxury goods. “It is therefore essential for online 
luxury brands to develop interfaces that work well 
for both desktops and smartphones,” the survey 
said. Anecdotally, Debnam said a luxury retailer 
in Dubai’s airport doubled sales after offering free 
wireless Internet in-store, which allowed Chinese 
consumers to check and share pricing online. 

Another key finding is a dramatic shift in pay-
ment methods, with the majority of respondents 
making payments online versus cash on delivery, 
which dominated in the past. In China, 55 percent 
of Internet users have made a payment via a mobile 
device versus 19 percent in the U.S., the study said. 

Luxury cosmetics are the most popular online 
purchase, followed by shoes, apparel and accesso-
ries, the study said. 
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Macy’s Inc., with year-end results surpassing the 
competition’s, has a host of evolving strategies to keep the 
momentum going. PAGE 1
 
The anticipation and curiosity about Nicolas Ghesquière’s first 
show for Louis Vuitton is matched only by the degree of secrecy 
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Lady Amanda Harlech and Dominic Jones are set to unveil a 
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digital strategy will kick off for the line. PAGE 7
 
Scouring primarily spring and summer collections, buyers 
at the Las Vegas trade shows looked forward to a strong few 
months ahead as shoppers emerge from the cold. PAGE 8
 
Paris mayoral candidate Nathalie Kosciusko-Morizet discusses 
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Daniel Dienst, Martha Stewart Living Omnimedia Inc. chief 
executive officer and director, discussed his company’s future 
Tuesday on its fourth-quarter earnings call. PAGE 11

Backstage at 
the Anthony 
Vaccarello show. 
For more, see 
WWD.com.

RUNWAY: The makeup look for Anthony Vaccarello’s fall 
show in Paris on Tuesday took inspiration from his clothes. 
For more, see WWD.com.
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22.3%
RISE IN FIFTH & PACIFIC’S NET 

SALES IN THE FOURTH QUARTER.

The survey found that the 
average amount spent by 
respondents on their last 

purchase was 1,515 yuan, or 
$247 at current exchange.
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Designer Inspirations
IT’S PARIS FASHION WEEK AND THE IDEAS ARE FLOWING. DESIGNERS ARE LOOKING TO EVERYTHING FROM SURREALISM TO NATURE TO TEXTURE GALORE FOR THEIR FALL COLLECTIONS.

Dries Van Noten gives florals a graphic twist.

“Self-love.” 
— Geraldo da Conceiçao, 

Sonia Rykiel

“Bringing back attention to 
the importance of texture.” 

— Damir Doma

“Silhouette 
built from the 

curves of a 
woman.”  

— Bill Gaytten, 
John Galliano

“Through this collection, I show my questions 
about patenting life, the future of living  

property and genes isolation.” — Iris Van Herpen

“Dark versus  
luminous colors.”  
— Bouchra Jarrar

“Textural patchworks inspired by Foujita paintings.”  
— Christian Wijnants

“The surrealist artist Meret Oppenheim  
for her powerful use of femininity.”  

— Jean-Charles de Castelbajac, JC de Castelbajac
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PARIS
COLLECTIONS

FALL 2014

“Control and release.”  
— Julien David

“Rebellious academia.”  
— Jonathan Riss, Jay Ahr

Yoshiyuki 
Miyamae says  

his Issey Miyake 
collection was 

inspired by 
“the forest.”

Never enough camel at Christophe Lemaire.

“Forties collage.” — Guillaume Henry, Carven

“The intriguing fantasy  
of the surrealistic  

photography.”  
— Véronique Leroy

“Winter jungle.”  
— Tsumori Chisato

“Animal.”  
— Barbara Bui

“The art adviser.”  
— Serge Cajfinger, Paule Ka
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key feature of its roving exhibitions.
Also expect a powerful front row. 

Word has it Ghesquière has extended 
invitations to a number of his designer 
peers, including Alber Elbaz, Jean Paul 
Gaultier, Riccardo Tisci and Raf Simons, 
although several may not be in town 
come March 5.

Even Arnault has been talking up the 
show. “We have a new designer, which in 
and of it itself is a major event for 2014,” 
he enthused at Vuitton’s results presen-
tation last month. “The fact that we will 
have new collections with a new design-
er at Louis Vuitton, somebody with huge 
potential and exactly in line with the 
Vuitton spirit of creative audacity with 
extreme refinement — I mean, you talk 
about challenges and opportunities, this 
is on the opportunities side of the sheet.”

Equity analysts look positively on the 
designer change, which dovetails with a 
strategic effort initiated last year to se-
cure Vuitton’s brand positioning via more 
expensive leather goods and by reining 
in space growth. The change in strategy 
partially stems from a slowdown in luxu-
ry brands’ growth in China, where some 
labels have been hit by the changing 
tastes of the Chinese consumer and the 
government’s anticorruption drive.

“Fashion and luxury businesses are 
based on creativity. I think that injecting 
new creative talent into Louis Vuitton at a 
time when the brand needs to ‘shift gears’ 
is a good idea,” said Luca Solca, head of 
luxury goods at Exane BNP Paribas.

He said the buzz around Ghesquière is 
sure to bump up media coverage, which 
can drive consumer traffic into the stores.

That said, analysts caution that 
ready-to-wear is relatively marginal to 
Vuitton’s fortunes.

Ghesquière’s show “will probably 

represent an important communication 
tool, but is not really meaningful to the 
LVMH investment case at this stage,” said 
Citigroup’s Thomas Chauvet. “While ready-
to-wear is an essential category to drive 
brand visibility and image, as was clearly 
the case with Marc Jacobs, it accounts for 
only 5 percent of Vuitton sales and even less 
of profits. Vuitton is and will remain a hand-
bags and small leather goods business.”

Chauvet noted that Vuitton already 
enjoys the highest operating margin in 
the industry at an estimated 40 to 42 per-
cent, and it is “not reasonable” to expect 
much improvement during the slower, 
“more qualitative” growth phase ahead.

Management’s goal is to “try to keep 
Vuitton’s margins stable over time de-
spite a possibly changing revenue mix 
and growth algorithm from lower space 
growth, greater focus on renovations 
and enlargements, and the addition of a 
leather handbags offering traditionally 
less profitable than canvas bags.”

Solca, meanwhile, spies upside poten-
tial for Vuitton to grow the importance of 
rtw, which in his view has “struggled for 
a long time in this category, not finding a 
clear identity.”

“When you look at other megabrands 
like Gucci, Prada and Burberry, for ex-
ample, you see that rtw has the potential 
to become more relevant,” he said.

Hired by Vuitton in 1997 to bring the 
company into the modern fashion age, 
Jacobs introduced rtw, shoes, fashion 
jewelry and eyewear to a brand known 
primarily for luggage and handbags.

Solca estimates leather goods still 
account for 90 percent of Vuitton’s sales 
and argues that fragrance and cosmet-
ics offer a “major opportunity” to diver-
sify, especially given parent LVMH Moët 
Hennessy Louis Vuitton’s leverage with 
its retail chains DFS and Sephora.

Vuitton hired master perfumer 
Jacques Cavallier-Belletrud in 2012 and 
the fragrance is not due before 2016.

In the meantime, Ghesquière is sure to 
make a splash with the March 5 show and 
the fashion campaign to follow. It is un-
derstood magazines have been jockeying 
to be the first to shoot his Vuitton designs.

Behind the scenes, Ghesquière works 
with a close-knit group of collaborators, 
and seals himself off with his small crew 
to realize his collections.

According to sources, he poached 
only the most important of his former 
Balenciaga studio colleagues, principally 
his longtime right hand Natacha Ramsay 
as well as Jane Whitfield, a more recent 
Balenciaga recruit who had worked at 
Vuitton under Jacobs. Jacobs parted ways 
with Vuitton to concentrate on his signa-
ture fashion house and prepare it for a 
public listing.

Ghesquière also continues to employ 
as a consultant and confidante Marie-
Amélie Sauvé, a French stylist who works 
for W magazine and brands including 
Victoria Beckham and Zara.

It is understood footwear guru Pierre 
Hardy, part of Ghesquière’s inner cir-
cle and the maker of shoes for all of 
his Balenciaga shows, will not work on 
Vuitton. That’s primarily because Hardy 
designs shoes for Hermès, which com-
petes with Vuitton and which has antago-
nistic relations with LVMH over its un-
welcome 23.1 percent stake in the maker 
of Birkin bags and silk scarves.

Fabrizio Viti, an alum of Prada, has 
been footwear style director at Vuitton 
for 10 years.

Vuitton has declined all comment 
on Ghesquière’s design team. Julie de 
Libran, studio director of women’s rtw 
under Jacobs and one of his most vis-
ible deputies, is no longer working at the 

company, as reported.
An exacting, meticulous and decisive 

designer, Ghesquière generally conceived 
the concepts for his Balenciaga show sets 
six months ahead, sources said. Although 
he showed mostly at Balenciaga’s modest 
showrooms on Rue Cassette, he spared 
no expense redecorating the space to 
match the mood of the clothes, trucking 
in 13 tons of stone to create an authentic 
Versailles floor on one occasion; commis-
sioning a floral carpet with 25 custom-wo-
ven colors on another.

The Vuitton show is to cap off nine 
days of shows in the French capital, with 
some 93 names on the official calendar. 
A low tent structure — currently gray 
with plenty of windows — is now under 
construction inside the Louvre’s Cour 
Carrée ahead of the event.

Ghesquière is said to be working 
with his historic casting director, Ashley 
Brokaw, but has switched up his beauty 
cabin, tapping hairstylist Paul Hanlon 
to team with makeup artist Pat McGrath, 
sources said.

By SAMANTHA CONTI

LONDON — Lady Amanda Harlech and 
Dominic Jones are set to unveil a jew-
elry collection that draws its inspirations 
from nature, history — and the shadowy 
side of humankind.

Harlot & Bones is a 13-piece collection 
that includes poison signet rings, lock-
ets and earrings shaped like shields and 
adorned with beetle wing designs and 
a perfume bottle necklace dotted 
with bits of turquoise.

The collection, whose name 
is a play on both designers’ sur-
names, will make its debut on 
Saturday with an installation 
and exclusive customer event 
at Colette in Paris. The collec-
tion will be carried at Colette, 
Liberty, Net-a-porter.com, Corso 
Como and Showstudio.

Prices range from 195 pounds, 
or $324 at current exchange 
rates, for a pair of shield-shaped 
stud earrings made from gold-
plated silver, to 1,175 pounds, 
or $1,952, for the perfume bottle 
necklace, which is made from 
gold-plated silver, marcasite, black 
rhodium and turquoise.

“I’m very much about a jewelry 
piece that tells a story. When Dominic 
and I got together, we just thought, ‘Well, 
what do we like? What makes us go, wow?’” 
Harlech told WWD. “It was at that point we 
both connected so much with the idea of 
the planet and the beauty of nature.”

The two know each other through 
Harlech’s son Jasset, who was at university 
with Jones. They have been working togeth-
er for about two years on the collection.

Jones, a London-based jewelry de-
signer and London Fashion Week regular, 
said he and Harlech wanted the pieces to 
have a sense of history and  modernity.

“They kind of feel like modern heir-
looms and things that you’d pass on, but the 
shapes and the curves are still very mod-
ern,” said Jones in a separate interview.

Jones said his personal favorite is the 
perfume bottle necklace: “It’s the most de-
tailed, and it’s the piece that took the most 
work and it’s definitely the most epic.”

He also plans to wear one of the poison 
rings — but with no insidious intentions. 
“He put in a four-leaf clover his father 
gave him,” said Harlech. “You can put in 

something precious. The things in 
life that are so precious are worth 
celebrating and I think jewelry 
does that.”

Harlech said she’s looking for-
ward to more collections, and a sec-
ond one is already in the pipeline.

“This was a very first, tenta-
tive little collaboration, which I 
thoroughly enjoyed and want to 
do more. In a way, it is a very in-
nocent collection. You’ve got ear-
rings, you’ve got your amulet-style 
necklace, you’ve got your ring and 
your locket. It could be so much 
more,” she said.

Each piece of jewelry comes in 
a box with a seal, and is accompa-
nied by the lyrics of a song written by 

Harlech printed onto delicate Bible-
style paper.
Harlech said those who read all the song 

lyrics can hear “the voice of one woman. You 
can vaguely find the story that he gave her a 
ring, and then left. It’s about what endures,” 
she said, adding that she would eventually 
like to have the songs set to music.

For the launch of the collection, Nick 
Knight has photographed Harlech’s ac-
tress daughter Tallulah as a wild-haired 
sprite in a muslin dress with dried flow-
ers pressed onto her skin. “It’s very po-
etic,” said Harlech.

— WITH CONTRIBUTIONS  
 FROM LORELEI MARFIL

By AMANDA KAISER

TOKYO — Uniqlo is expanding its 
range of products made from U.S.-
grown Supima cotton for the spring 
season onward, hoping to woo interna-
tional customers with high-quality 
clothing at an affordable price.

Fast Retailing’s Uniqlo is roll-
ing out about 150 items, including 
T-shirts, hoodies, knitwear, in-
nerwear and loungewear, with 
some products offering UV 
protection. Retail prices range 
from about 790 yen to 1,990 yen, 
or $7.71 to $19.42 at current ex-
change. The color palette fea-
tures hues like lilac, pink and 
pistachio green. Uniqlo de-
clined to provide a sales fore-
cast for the new range.

The Japanese brand has 
a long relationship with 
Supima and has used the 
extra-long staple fiber, pri-
marily grown in California, 
for more than 10 years. But it 
is now making about 30 per-
cent more products than it did 
a year ago and ramping up mar-
keting efforts. It will similarly 
launch new Supima products for 
fall and future seasons.

Jesse W. Curlee, president 
of the Supima Association of 
America, said Uniqlo is “prob-
ably” the cotton growers’ orga-
nization’s biggest customer. He 
declined to specify by how much, 
but said it was a “big percentage” 
for one brand.

Curlee stressed that the organiza-
tion of cotton growers often turns down 
requests from retailers and brands 
to use the Supima name to sell their 
products. He said he was reluctant 

to grant Uniqlo the right to do so, but 
was convinced after he got to know the 
company and its base of young, “up-
and-coming” consumers shopping for 
luxury products.

“They’re the people that we want as 
Supima,” he said, adding that Uniqlo 

takes an unusual approach to its cot-
ton sourcing by working directly with 
cotton farmers rather than going 
through third-party agents. “Our 
growers are very aware of the com-

pany and we’d love to see it grow 
more in the United States.”

The Supima products will 
be rolled out to Uniqlo stores 
around the world and target 
the brand’s increasingly in-

ternational customer base so 
they will be sized accordingly, 
Yoshihiro Kunji, executive vice 
president of production at Fast 

Retailing, said. Speaking more 
broadly about Uniqlo’s clothing of-
fering, he said the retailer is look-
ing at ways to accommodate more 
body types beyond its standard 
Japanese sizing for smaller frames 
and the minimal adjustments it 
is already making in length for 
Western markets.

“In the near future, we have to 
achieve a more high-level, three-
dimensional adjustment of [Uniqlo’s] 
sizing, especially for women’s, but it’s 

still under study,” he said.
Curlee said China’s stockpil-

ing of cotton has created a certain 
sense of uneasiness in the market-
place, but demand for high-end 
Supima, which represents about 

1 percent of the total cotton market, is 
robust. Supima currently commands a 
price of about $1.90 a pound, more than 
double that of regular cotton, he said.

“Right now demand is basically out-
pacing supply,” he said.

Harlot & Bones’ 
perfume bottle 

necklace.

All Eyes on Ghesquière’s Vuitton Debut
{Continued from page one}

Uniqlo Grows Supima RangeHarlech, Jones Launching Jewelry

Uniqlo is rolling 
out more 

items made of 
Supima cotton. 

Nicolas 
Ghesquière
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The bombardment of brutal weather 
“psychologically drained” the consumer 
away from shopping, Lundgren surmised. 
“And it wasn’t just apparel” that got hit, he 
added. “It was many categories outside de-
partment and specialty stores — food, au-
tomobile retailers. I heard from many that 
the consumer just wasn’t out there buying.” 

Lundgren said the online business did 
not go up dramatically amid the bad weath-
er. “Sometimes you do see that happening, 
but that did not happen in January. There 
was really no urge to buy.…But then all of a 
sudden Valentine’s Day comes around and 
there’s that pent-up demand and need for 
a great gift and then the weather starts to 
normalize in certain parts of the country 
and you have consumers saying, ‘Perhaps 
there is going to be a spring.’” 

A “psychological lift” appeared to 
have occurred right around Valentine’s, 
Lundgren said, giving hope for this quarter 
and beyond. The later Easter, on April 20, is 
expected to support spring business and is 
fueling some optimism across the industry.

In the fourth quarter, with January 
sales beyond disappointing, Macy’s reve-
nues totaled $9.2 billion, down 1.6 percent 
from $9.35 billion in the year-ago quarter. 
Nevertheless, net earnings rose 11 percent 
to $811 million from $730 million.

Handbags; cold weather apparel and 
accessories; Impulse for older Millennials, 
including the Bar III and Maison Jules col-
lections; men’s dress clothes and shoes; 
luggage; furniture, and mattresses were 
the strongest categories. There was also 
strengthening in women’s apparel. On the 
other hand, watches, fragrances, house-
wares and tabletop were weak, as was ju-
niors, though that category saw some im-
provement with dressier products.

For the year, sales rose slightly to $27.9 
billion from $27.7 billion and earnings 
rose to $1.49 billion from $1.34 billion.

The company reiterated its annual 

sales and earning guidance, saying com-
parable sales growth in fiscal 2014 is 
expected in the range of 2.5 percent to 
3 percent and earnings of $4.40 to $4.50 
a share are seen. Capital expenditures 
for 2014 are expected to be about $1.05 
billion, which includes amounts delayed 
from 2013. Macy’s has a goal of 14 percent 
earnings before interest, taxes, deprecia-
tion and amortization as a percentage of 
sales, and reached 13.6 percent last year.

Lundgren sounded most enthusiastic 
about leased shops. “It’s a very big idea 
for us,” Lundgren said. “They elevated 
our sales by 90 basis points.”

Asked where’s the white space for intro-
ducing new leased concepts to the selling 
floors, he was quick to reply electronics, 
which Macy’s sells a very limited amount of 
through vending machines. “We never did 
electronics well. We never got the newest 
products. Perhaps we could be doing some-
thing with somebody in that zone. It could 
create an exciting addition,” he said. 

Lundgren also said that children’s 
furniture could be another licensed 
business Macy’s could get into and noted 
that Bloomingdale’s has looked at chil-
dren’s strollers.

“Lids was a really great idea. That was 
a home run,” he added. Macy’s opened 26 
Lids shops last year and plans to bring the 
count up to 175 this year. Lids sells team 
sports merchandise. The Finish Line, 
which specializes in footwear, is currently 
in 181 Macy’s stores and will be in 450 lo-
cations by yearend, while Sunglass Hut is 
already in 700 stores and fully rolled out.

Macy’s also has a small number of 
Lush cosmetics shops, as well as opti-
cal and watch repair shops that are 
leased, and, at the Herald Square flag-
ship, Gucci, Burberry, Longchamp and 
Louis Vuitton operate leased shops. 
Bloomingdale’s has several luxury acces-
sories and designer ready-to-wear shops, 
mainly from Europe, that are leased. 

Including the licensed departments, 
Macy’s comparable sales rose 2.3 per-
cent in the fourth quarter ended Feb. 1. 
Excluding licensed departments, comp 
sales rose 1.4 percent.

“I feel great about the year and particu-
larly good about 11 months of the year,” 
Lundgren said. “January was obviously very 
difficult. It really was a setback. A third of 
my stores were closed at one point or an-
other. However, the team did a great job of 
delivering earnings beyond expectations.”

Addressing the omni initiatives, 
Lundgren said the buy online and pickup 
in store program started with 10 stores in 
the Washington, D.C., area last holiday 
and will be in 675 stores by the end of the 
spring season. Getting customers to pick up 
their online purchases in the stores leads 
to impulse shopping, and customers are 
told online where in the store their pack-

ages can be found. The same merchandise 
handlers that pick merchandise for ship-
ping from the stores, pick merchandise 
for in-store pickups. All Macy’s stores have 
shipping capabilities off online orders.

The “magic” selling program, Lundgren 
said, is being applied to online and phone 
conversations, including further training 
telephone associates with product knowl-
edge and on answering credit questions and 
empowering them to make more decisions.

With big ticket deliveries, Macy’s has 
rolled out its “five-star” service for on-time 
and accurate deliveries. “We need to make 
magic in all of our customer interactions, 
not just the selling floor,” Lundgren said.

Macy’s tested having a single social 
dress inventory last fall for macys.com 
and Macy’s stores, involving using the 
online buyers and store buyers to shop 
the market and work together to create 
on one shared inventory. Lundgren said 
there was a “fantastic” performance by 
social dresses and that the test has been 
expanded to all dresses for the fall sea-
son. The strategy leads to better editing, 
buyers from both channels being better 
informed about products, trends and 
bestsellers, and inventory that’s better 
utilized and subject to fewer markdowns. 

With same-day deliveries, Macy’s is in 
test mode, working with eBay, UPS and 
Federal Express, as well as some local de-
livery companies in different parts of the 
country. “The important thing is the indus-
try is trying very quickly to move toward 
faster deliveries,” Lundgren said.

With outlets, Lundgren said he chal-
lenged the Bloomingdale’s organization 
to get that business right. Thirteen were 
opened, and then expansion was put on 
hold in lieu of some location and layout 
changes. “We put it on pause for the last 
year. Now we are ready to support that 
growth strategy,” Lundgren said.

There are no Macy’s outlets. Asked 
if there could be any, Lundgren said. “I 
never say never but at this point we feel 
the Macy’s price point already offers great 
value. A Macy’s outlet would be hard 
pressed to see the right price point.”

Macy’s Sets Strategy to Keep Momentum

Eminence, MW 
In Standstill DealBy RACHEL STRUGATZ

SARAH JESSICA PARKER is entering what is for 
her the unfamiliar territory of the World Wide Web 
to promote her new footwear line, SJP Collection, 
which launches exclusively at Nordstrom on Friday.

The multitiered marketing push will be based 
around a Pinterest campaign — “A Day in Her Shoes, 
SJP: Wear to Go” — but the content will be simulta-
neously promoted across other social channels such 
as Instagram, Facebook, Twitter and Vine. Parker is 
also doing more traditional marketing for the line, 
making personal appearances in Nordstrom doors in 
Seattle, Los Angeles, Dallas, Chicago, Miami and a 
pop-up store in New York’s SoHo neighborhood.

A dedicated Pinterest board will contain prod-
uct images, Place Pins for suggested stops in cit-
ies where Parker is promoting the brand and shoe 
recommendations for each city. Pinterest launched 
Place Pins in November to cater to a growing number 
of users interested in travel, and these include extra 
details to make pins more actionable.

“I hear the Internet is a wonderful way to 
reach other people,” Parker joked during an 
interview in midtown Manhattan, wearing 
a black lace Tracy Reese dress with a pair 
of her Carrie heels in nude, a pointed-toe 
stiletto T-strap cage pump. Parker is the 
guest editor of the Nordstrom Pinterest 
board and will also participate in 
other social media activities such 
as a Twitter chat next month (users 
can ask questions via the hashtag 
#SJPxNordstrom). She will also be in 
a series of videos on Instagram. “I hand-
picked every single thing for [the New 
York-based pins on Pinterest], and I 
asked my friends from Texas, Los Angeles 
and Chicago [for recommendations].”

Nordstrom, which has 4.4 million 
followers on Pinterest, intends for its 
board on the platform to tie in directly 
with Parker’s store tour, according to 

Bryan Galipeau, the store’s director of social media.
“Pinterest is a wish list, but we’re hoping that 

users will be inspired to act. We want our community 
and customers to come and meet SJP, and one of the 
things we’re trying to accomplish is trying to bridge 
the gap between the online world and physical loca-
tions,” Galipeau said. The hope is that the Pinterest 
board amounts to a call to action for consumers, 
whether that means engaging with content, coming to 
the store to meet Parker or placing an order online.

Nordstrom has 117 full-line doors, and Place Pins 
can be an effective way to leverage the retailer’s 
prowess, both online and in brick-and-mortar loca-
tions. Each Place Pin will contain a recommenda-
tion from the actress about places to visit in that city, 
along with a shoe suggestion and link to a point of 
purchase on nordstrom.com.

During a walkthrough of the line, created in part-
nership with George Malkemus, chief executive of-
ficer of Manolo Blahnik, the actress said she’s quite 
new to the digital space. 

“I never used social media in my life until 
November. I was genuinely terrified,” Parker said. 

“I said to [Nordstrom], ‘Treat me like I’m a new-
born, like I’ve literally just been birthed.’”

She noted that for the launch of her first 
fragrance several years ago — before social 
media became such an important part of mar-
keting strategy — she just went on a “whistle 
stop” promoting the scent. “I will be curious 
to see if there is a correlation [between the 
campaign and] someone getting up and buy-
ing the shoes. 

“I can’t pretend to know,” she said when 
asked if she thinks social media will affect 
sales and how the line is received. She did 
credit Twitter with helping “city.ballet” garner 
12.9 million views. The actress served as execu-
tive producer for the 12-part AOL On documen-

tary series about the New York City Ballet.
Parker has also created an Instagram ac-

count — @SJPCollection — especially for 
this project, and in just a few weeks has 
racked up nearly 24,000 followers.

By VICKI M. YOUNG

EMINENCE CAPITAL on Monday entered into a stand-
still agreement with The Men’s Wearhouse Inc.

The agreement further solidifies the hedge fund’s posi-
tion in support of Men’s Wearhouse Inc.’s intent to acquire 
Jos. A. Bank Clothiers Inc. in a bid that could value the 
rival men’s retailer at up to $1.8 billion, or $65 a share.

Under the terms of the agreement, filed with the 
Securities and Exchange Commission, Eminence agreed 
not to solicit proxies or inspect Men’s Wearhouse’s books 
in connection to the solicitation of shareholder votes.

Back in November, the hedge fund sought to push 
Men’s Wearhouse’s board to engage in discussions with 
Jos. A. Bank’s board after the latter first attempted to ac-
quire its competitor. Eminence’s filing with the SEC in 
November sought from Men’s Wearhouse shareholders 
a “white agent” designation to call a special meeting to 
amend certain provisions of the retailer’s bylaws that 
would make it easier to remove certain board members 
and allow for a voting change in favor of a majority of 
shares instead of the more restrictive requirement of 
two-thirds. Given the recent developments, the hedge 
fund has agreed in its standstill agreement to withdraw 
all efforts in connection with the November solicitation 
it filed with the SEC.

Although Men’s Wearhouse initially rebuffed Jos. A. 
Bank’s offer, it has since launched one of its own. Men’s 
Wearhouse’s first attempt was rejected by Jos. A. Bank’s 
board, and Men’s Wearhouse earlier this week upped 
its offer, saying it would bid $65 a share for Bank if the 
retailer called off its $825 million offer for Eddie Bauer. 
Jos. A. Bank said Monday that its board will review all 
“aspects of the revised, unsolicited tender offer” and will 
make a “recommendation to stockholders in due course.”

Eminence holds a 9.9 percent stake in Men’s 
Wearhouse and a 4.9 percent stake in Jos. A. Bank.

On Tuesday, shares of Men’s Wearhouse slipped 0.5 per-
cent to close at $48.26 in Big Board trading, while those of 
Jos. A. Bank fell 2.1 percent to $58.78 in Nasdaq trading.

{Continued from page one}

Macy’s will roll out more leased shops.

Sarah Jessica 
Parker is 

launching the 
SJP Collection.

SJP Shoe Line Gets Social Media Push
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LAS VEGAS — Women’s apparel brands 
and retailers are trying to shake off their 
winter woes.

Scouring primarily spring and summer 
collections, buyers at the trade shows here 
looked forward to a strong few months 
ahead as shoppers emerge from the cold 
and add to their closets. There was cer-
tainly a slight hangover from the fall and 
winter, though, as buyers and brands start-
ed to ponder what the unpredictable busi-
ness patterns and disappointing holiday 
season could mean for the fashion world 
during the second half of the year. 

“A lot of women looked last year and 
said, ‘I don’t want to buy a lot of summer 
clothes because I have a short window.’ 
This year, I even pulled out a bunch of my 
summer clothes and thought, ‘These are 
two years old,’” said Kristina Klockars, vice 
president of Hot Mama, the Edina, Minn.-
based women’s clothing chain with 43 
stores. “I feel like our customers are going 
to be out for spring because they have to re-
place things. Wearing those clothes for two 
seasons, they need that updated.”  

At the shows, the inclement weather 
on the East Coast gave a boost to fashion 
brands. For Renee C. from Los Angeles, 
sales from the first two days at WWDMAGIC 
increased 35 percent from the previous 
show. While it brought its fall collection 
to the Juniors section, hardly any buyers 
touched the rack, opting instead to snap up 
the vividly printed dresses and tops from 
the spring-summer grouping that whole-
saled from $20 to $30. 

“It seems like a lot of people missed 
the [Fame] show in January because of 
the weather,” said James Baek, gen-
eral manager at Renee C. “People 
who were supposed to be in New 
York are here.”

Costa Mesa, Calif.-based BB 
Dakota also enjoyed brisk 
business in the young con-
temporary area. Booking 
400 appointments over 
WWDMAGIC’s three-day run, 
it doubled its sales on day one. 
Buyers didn’t seem as sensi-
tive to pricing as they had 
been in the past, especially 
when it came to a top trend 
like leather. Big sellers for BB 
Dakota included a T-shirt dress 
crafted from vegan leather for 
$38 at wholesale as well as $225 
leggings cut from real leather.

In the persistent dresses-
versus-skirts debate, dresses 
seemed to win out. “Dresses 
will always outweigh skirts be-
cause they are easier to wear. We 
have been in a dress cycle for 10 
years, and it doesn’t seem like we 
are going out of it,” said Andrea 
Braun, e-commerce merchandise 
manager of women’s ready-to-wear 
at Nordstrom Inc.-owned flash-sale 
site HauteLook. Expounding on 
dress trends, Melinda Liming, chief 
operating officer of Apricot Lane, a 
franchise-driven women’s apparel 
retail concept with 90 stores, said, 
“We are seeing a lot more varia-
tions and lengths that are more 
salable, some things between the 
maxi and the mini at knee length 
and even below.” 

Leather, mixed media, embroidery and 
athletic leisure stood out as the dominant 
trends in women’s denim and sportswear. 
At WWDMAGIC, Los Angeles-based Sisters 
applied fake leather as piping or on pock-
ets for acrylic-wool sweaters wholesaling 
for less than $50. Red plaid yarn weave 
enlivened a black and white polyurethane 
biker jacket at Kut From the Kloth of City 
of Industry, Calif. Los Angeles’ Blu Pepper 
attracted retailers with embroidered bell 
sleeves and crochet cardigans.

Retailers didn’t detect movement 
away from the dominant skinny silhou-
ette in denim. “The reign of the skinny 
jean continues. It definitely has become a 
wardrobe staple,” said Klockars. “I don’t 

see that going anywhere, but what I think 
is fun is the more innovative washes. 
Personally, I have been craving some-
thing a little wider than the boot cut, but 
not quite as wide as the flair.” 

For many retailers, the jeans busi-
ness has been slow, and they are strategiz-
ing how to make up for lost denim sales. 
Activewear has picked up some of the slack. 
“We are shifting and even creating a little 
active lifestyle department in our stores,” 
Liming said. “Yoga is huge, and [WWD]
MAGIC had a yoga section this year, and I 
thought that was great. We hooked up with 
some good pieces there that aren’t neces-
sarily technical pieces, but they are for 
going from a yoga class to picking up the 
kids at school or going to the grocery store.” 

At WWDMAGIC, there were vendors that 
appealed to buyers who hesitated to store 
inventory but stressed speed to market. 
Pima Apparel, from Ontario, Calif., adver-
tised that all its knit tops wholesaling from 
$3.25 to $9 were in stock and ready to ship. 
Los Angeles’ Bella + Canvas promoted the 
fact that it had 27 million garments in stock.

To increase their odds of reaching as 
many buyers as possible, several brands 
hosted multiple booths at different shows. 
Sweden’s Fjallraven displayed its rugged 
outerwear at Project and Liberty, while 
L.A.-based premium denim brand Artisan 
de Luxe exhibited its men’s line at Liberty 
and its women’s at ENK Vegas. Lacoste 
erected massive booths housing men’s 
and women’s sportswear and shoes at 
Project, but relegated its youthful brand 

Lacoste L!ve to Liberty.
As they begin to think about fall, 

buyers singled out one category of par-
ticular interest: outerwear. “This year, 
we want to go after it more up front 
because of the fear of not having the 

inventory,” said Braun. Klockars 
welcomed more versatile outer-

wear. “Outerwear designers are 
getting fashionable as well as 

functional,” she said. “It is 
something that you can wear 

in the office and outside.” 
Here, a look at the 

shows.
— WWD STAFF

PROJECT
Mood: Heralded by a giant four-

sided sign proclaiming “INDIGO,” 
the premium denim compounds at 
Project lined one side of ENK Vegas, 
where they faced the much smaller 
booths housing women’s denim 
brands such as MiH Jeans, Genetic 
Denim and James Jeans. But some 
marquee women’s jeans makers were 
absent. J Brand decided to premiere 
its fall women’s collection at Coterie in 
New York and thus brought only men’s 
product to the Tents @ Project. 
Buzz: With the advent of private eq-
uity firms and corporate ownership, 
the denim industry is evolving be-
yond jeans and getting a makeover. 
Armed with an investment from TSG 
Consumer Partners, Paige Denim is 
introducing a sportswear component 
with 50 stockkeeping units, ranging 
from T-shirts and silk shirts to leather 
vests and jackets. Retailing from $75 

to $1,200, the sportswear is the first step in 
TSG’s path for growth, which includes ad-
ditions to the design team and a remodel-
ing of Paige’s five U.S. stores next year, said 
Paige Denim founder Paige Adams-Geller. 

Outerwear is the latest market for VF 
Corp.’s Seven For All Mankind subsidiary, 
which will begin selling goat-suede biker 
jackets, puffer coats with fake fur-trimmed 
hoodies and 18 other women’s outerwear 
styles to Saks Fifth Avenue, Nordstrom and 
Bloomingdale’s in the fall. Produced under 
license by New York-based Amerex Group, 
the outerwear will retail for between $295 
and $895. True Religion streamlined its 
designs under the creative direction of 
Gary Harvey, who joined after TowerBrook 
Capital Partners acquired the company in 

July. Besides tweaking the tonal stitching 
and back pockets, Harvey replaced the 
Buddha logo with a clean, modern horse-
shoe that correlates better to the fall styles, 
including buttery suede bomber jackets and 
chambray tunics with bracelet sleeves.
Key Trends: Denim designers gave their spin 
to athletic leisure by adding elastic bands 
to the ankles of viscose pants at Hudson 
Jeans and offering four-way stretch in a 
new skinny jean called Contour 360 at AG 
Adriano Goldschmied. The demand for 
mixed media —  blending different fabrics 
on a single item — and leather yielded 
combinations such as ponyskin patches 
with brushed suede at DL1961, and leather 
yokes and coin pockets with denim at Big 
Star. Slouchy skinny jeans were a more 
feminine alternative to boyfriend jeans.
Best in Show: AG pushed the boundaries 
of technology with an eye on the environ-
ment by digitally printing rips, patches and 
even coin pockets on sateen pants. Seven 
For All Mankind continued its collabora-
tion with French textile mill Malhia Kent 
for the third season, layering intricately 
woven tweed atop stretch wool capri pants 
and coated jeans. For holiday, Seven will 
initiate a new collaboration with lace pur-
veyor Solstiss.           — KHANH T.L. TRAN

ENK VEGAS
Mood: Although held a week earlier 
than Coterie, ENK Vegas was working 
in the shadow of the more established 
New York trade show that is also owned 
by Advanstar, and some brands decided 
to save noteworthy pieces for Coterie. 
For instance, Twelfth Street by Cynthia 
Vincent exhibited its apparel portion at 
ENK Vegas for the first time in at least 
four years, but waited to showcase the 
signature Mancatcher skirt from the fall 
collection at Coterie. Such developments 
didn’t deter Sunni Spencer, ENK Vegas’ 
vice president, who oversaw 550 brands, 
the sophomore return of Oasis with 25 
brands and a new project of limited-edi-
tion pieces codesigned with six exhibi-
tors. “[ENK Vegas] can develop as a high-
er-end first stop in the calendar,” she said.

Los Angeles-based Bailey44 introduced 
15 styles of fashion knits, retailing from 
$150 to $350. Los Angeles-based She + Lo 

unveiled its 10 styles of leather bags for fall 
which retail from $118 to $298. They come in 
striking colors such as violet and white metal 
and feature details like cylinder studs and 
perforated leather. Cofounder Laura Darrah 
aims to hit $3 million in first-year sales.
Key Trends: Designers presented their ver-
sions of athletic leisure with drop-crotch 
twill pants at Five Units, linen-cotton mesh 
tank tops at Eileen Fisher and black camou-
flage cargo pants with elastic ankle bands at 
James Jeans. The sophisticated lady showed 
up in a pencil skirt and silk blouse. For in-
stance, KAS New York paired a collarless 
sheer blouse with a slimming skirt incor-
porating tiers of leather, black fringe, ultra-
suede, silk and wool jacquard. The move for 
mixed media allowed for distressed denim 
and Aztec-inspired jacquard shirts at Rails 
and jacquard and ponte dresses at Greylin.
Best in Show: Stefanie Biggel’s decon-
structed silver leather bomber jacket, 
and Calvin Rucker’s pencil skirt with fake 
fur, in black or olive. “Skirts are coming 
back,” said cofounder Joie Rucker. “We’ve 
had a lot of interest in them.”       — K.T.L.T.

POOL
Mood: Pool’s move to the lower level of the 
Mandalay Bay Convention Center was not 
met with enthusiasm from vendors. Anita 
Deri, designer and owner of Huntington 
Beach, Calif.-based jewelry brand Anci 
Décor, which was selling rings and brace-
lets in yellow and rose gold fill, sterling 
silver, silver fill and brass from $8 to $110 
wholesale, criticized the location for being 
too out of the way for buyers. Despite the 
complaints, brands were pleased at the 
quality of the buyers who did show up. 
Deri mentioned that there was a strong 
international retail presence at Pool and 
that Anci Décor had nabbed Japanese re-
tailer United Arrows at the show. 
Key Trends: Women’s apparel brands at-
tempted to outfit Coachella girls who have 
grown up a tad. Amanda Clarke, a sales rep-
resentative for L.A.-based NewBreed Girl, 
said the brand, carried by ModCloth, Urban 
Outfitters and Topshop, is introducing loose 
dresses popular when grunge was the pre-
eminent trend, singling out an aqua tank 
dress with a lawn gnome and flamingo print. 
The brand’s items range mostly from $12 to 

Spring Fever Reigns at Vegas Shows

Paige Denim 
at Project.

Blu Pepper at WWDMAGIC.

Atmosphere at Capsule.
Stefanie Biggel in  
ENK Vegas’ Oasis section.
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$22 wholesale. A Seventies vibe prevailed 
at another L.A. brand, Lip Service, where 
sales rep assistant Theresa Farber suggest-
ed fake fur jackets, lacy kimono-style pieces 
and leather pants were ideal for boho rock-
er looks. “It’s very Stevie Nicks,” she said. 
Lip Service’s wholesale prices were largely 
$15 to $125. A standout jewelry brand was 
L.A.-based George & Laurel, which showed 
a collection full of California iconography, 
including necklaces and rings with grizzly 
bears from $7 to $51 wholesale. 
Best in Show: Two-year-old Pennyroyal 
Design brought classic leather handbags 
that were handmade in Sonoma County, 
Calif. Top styles included a weekend bag 
for $850 wholesale and a fringe tote for 
$240 wholesale. French brand Faubourg 
du Temple, which is available at Nasty 
Gal, Karmaloop and Nordstrom, and re-
tails for $30 to $160, showed white poly-
urethane jackets with square punch-outs. 

—RACHEL BROWN

WWIN
Mood: Vendors were pleased with buyer 
traffic and were also generally upbeat 
about overall business prospects this year. 
Questions remained about the impact of se-
vere weather and the problematic holiday 
shopping season. In an atypical response 
to tough holiday conditions, Michael Kang, 
owner of Caribe, said he aims for the L.A.-
based women’s apparel company to be 
profitable for nine months of the year, but 
is content to break even for the fall-holiday 
months because shoppers aren’t buying ap-
parel for gifts. “People who commit heavy 
money in the winter season, they have such 
a short window and may be caught with a lot 
of inventory they have to sit with,” he said. 
Key Trends: Sweaters and tunics were on the 
longer side. At L.A. brand LV Collection, 
where they were priced from $35 to $49 
wholesale, sales manager Jeanette Arana 
explained, “The women in the 30 years 
and up age range that we target don’t like 
to show much.” V-shaped hems and cowl 
necks were prevalent at Canadian brand 
Jana, where they wholesale for $41 to $47. 
Leggings, notably ponte varieties whole-
saling for $31 with lace and fake leather 
accents at L.A.-based Last Tango, were 
prevalent. Color at WWIN tended toward 

the safer choices, with black and white re-
maining strong performers. 
Best in Show: Full Figured Fashionista 
presented tuxedo blazers with stretch 
sleeves and high-waisted jeggings whole-
saling from $25 to $50.    — R.B. 

Stitch
Mood: Since changing its name from Moda 
last year, the show seems to have upped 
its mix of fashion-forward lines and ex-
panded its fall outerwear offerings to 
more on-trend leathers and shearlings in 
the contemporary price point, in addition 
to its more expensive fur offerings.
Key Trends: Reversible shearlings in shades 
of gray and plum; pleather-accented dress-
es; cocoonlike coats with oversize collars; 
tweeds with Lurex thread for sparkle. 
Best in Show: Coral Gables, Fla.-based 
Filomena Fernandez’s brocade and me-
tallic tweed moto-inspired jackets ($150) 
and kimono-print jumpsuit ($119); Hide 
Society’s shearling and silver fox-trimmed 
long coat for $2,699 and reversible Toscana 
shearling jacket in plum ($1,499); DS Dress’ 
fitted dresses with fake leather trim ($60 to 
120), designed by Debbie Shuchat, who also 
designs for Gwen Stefani’s L.A.M.B. 

— MARCY MEDINA
 
AccessoriesTheShow
Mood: The show floor was buzzing on 
Monday, the day before MAGIC opened, 
with buyers looking for midpriced items 
— smaller costume jewelry in the $8 to 
$20 range and larger handbags and ac-
cessories in the $55 to $100 range.
Key Trends: Costume jewelry in shades of 
turquoise, mint and yellow; cotton voile, 
gauze and linen scarves in bright tribal 
and tropical prints; organic-looking 
stones like geodes and uncut crystal. 
Best in show: Konplott by Miranda 
Konstantinidou’s colorful statement neck-
laces made from Swarovski crystal or fac-
eted glass beads from India for $130 to $172; 
Social enterprise and California-Brazil ar-
tisan co-op brand Escama Studio’s hand-
crocheted bags featuring recycled soda-can 
tabs, $21 to $66; Zenzii’s bib necklaces from 
$67.50 to $87.50; Kathy Hilton’s new evening 
bag line, $48 for lace and sequin clutches to 
$225 for crystal minuadieres. — M.M.

Curve NV
Mood: Buyers were given extra attention by 
ever-present Curve staff on the floor who 
facilitated brand intros and asked ques-
tions about retailers’ needs and clients. 
“We consider ourselves a workshop bou-
tique show,” said Curve chief executive of-
ficer Pierre Nicolas Hurstel, who estimat-
ed 2,000 buyers crossed the floor over two 
days. “Most buyers who invest in the tools 
we offer see an average of 50 contacts per 
show and 30 percent in new orders.”
Key Trends: Transparency, as seen with all-
mesh bras, panties and bodysuits with 
colorful embroidery and lace details, 
mesh insets, stretch satin, soft-cup bras.
Best in Show: France-based Lúli’s Cecile 
embroidered set for $22.50 per piece; 
Addiction’s micro-Modal loungewear from 
$29 to $58; Jenna Leigh’s Malawi sets from 
$17 to $45; Samantha Chang’s crinkle chif-
fon floral-print kimono robe for $132. — M.M.

 
Liberty
Mood: The sophomore show opened strong 
with an international offering of mostly 
men’s wear denim and outerwear and the 
return of California-based unisex favor-
ites Earnest Sewn and Ever. A new, open-
style section in the center of the floor called 
Freedom Hall, curated by The Brooklyn 
Circus founder and designer Ouigi Theodore, 
featured 20 directional brands to watch. Also 
in the mix were leather travel and cross-
body bags, shoes, hats and sunglasses.
Key Trends: Black denim and sportswear; fur-
trimmed parkas and puffers; moto-inspired 
leather and leather-combo jackets. 
Best in Show: G-Star Raw women’s black 
perforated denim jacket; Neuw Denim’s 
details like darts on the hips of boyfriend 
jeans and denim blended with cashmere 
threads for a softer hand ($65 to $75); 
LaMarque Collection’s oversize hooded 
cape ($250) and leather moto jackets 
($250 to $300); Copenhagen-based design-
er Henrik Vibskov’s color-blocked printed 

dresses ($90 to $150); Mackage’s leather 
hobo bag ($325).     — M.M.

 
Agenda
Mood: The show felt awash in a California 
surf and skate vibe, with bare concrete 
floors and loud music evoking the show’s 
roots in San Diego. The new WMNS section 
featured Cali brands Love + Made and Hlz 
Blz, as well as lines from Bali and Warsaw. 
Attractions like Reebok giveaways and free 
barber shops kept the crowds coming, too. 
Key Trends: All-over prints on matching 
tops and bottoms; sports-inspired jer-
seys with mesh accents; photo-printed 
T-shirts; sunglasses with colored mir-
rored lenses; printed backpacks. 
Best in Show: Van’s knit printed sleeveless 
skater dresses for $30 and Nordic-print 
accessories for $25; Nixon’s Kensington 
watches ($125 to $175) in scaled-down 
boyfriend size; Hlz Blz’s four-way jacket 
in all-over print ($148) and matching crop 
top and pants in a sublimated rose print, a 
collaboration with Bay Area artist Naturel 
($28 to $68).      —M.M.

 
Capsule
Mood: The show seemed to benefit from the 
new pass-through doorways to Liberty and 
Agenda, with many up-and-coming women’s 
wear designers manning their own booths. 
Key Trends: Pink and other pastel shades 
for winter; original prints, from Christine 
Alcalay’s word-find game pattern to 
Samantha Pleet’s enlarged stained-glass 
graphics; graphic sweaters; leather-sleeved 
crewneck tops and T-shirts; fur trims; cot-
ton slub-knit and tweedy textures.
Best in Show: Loup’s black fake Persian lamb 
pullover with ultrasuede button placket 
($64); 10 Corso’s moto-inspired jacket with 
embossed woven leather texture body and 
heavyweight wool sleeves ($300); Samantha 
Pleet’s washed silk broadcloth cutout dress 
with rope detail ($193); Surreal But Nice 
pink wool-blend overcoat ($356).        — M.M.

A look from Lúli 
Lingerie at Curve NV.

A necklace by Zenjii at 
AccessoriesTheShow.

Two looks from 
G-Star Raw at Liberty.Two looks from Hlz Blz at Agenda.

A dress by 
NewBreed Girl 

at Pool. Atmosphere at Stitch.
A look from 

Jana at WWIN.

FOR MORE IMAGES, SEE

WWD.com/
retail-news.
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“It would be impossible for me to live
without the clothes that most

consider overly brash and brazen.”
—susie lau, style bubble ON NOWMaNiFest.COM
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AS PARIS FASHION WEEK kicks into 
high gear, the race among the French 
capital’s mayoral candidates rages on. 

The city’s two frontrunners, the 
Socialist Party’s Anne Hidalgo, the 
favorite, and right-wing candidate Nathalie 
Kosciusko-Morizet, both have strong 
political — and fashion — credentials. 
Where (and in what) the candidates will 
be seen this season in the run-up to the 
elections in late March is likely to send 
subliminal messages to voters, not to 
mention fashion industry executives. 

A 40-year-old mother of two, 
Kosciusko-Morizet, better known as 
NKM, was the Environment Minister 
under former President Nicolas Sarkozy. 

Born into a family of politicians 
— her grandfather was a French 
ambassador to the U.S. — Kosciusko-
Morizet cannot easily be stereotyped. 
She is outspoken, even against her 

own camp, criticizing sexism in 
French politics and including many 
environmentally friendly projects 
on her agenda. Although she is from 
the conservative party, she married 
Socialist politician Jean-Pierre 
Philippe. Also, this graduate of France’s 
top engineering school has an artistic 
side: She plays the cello and enjoys oil 
painting, sculpture and needlepoint.

Kosciusko-Morizet is multifaceted 
fashionwise, too. Her Hermès boots 
created a polemic in 2012 when the 
French weekly Le Point reported that 
they cost more than 1,700 euros, or $2,335 
at current exchange. (When asked if she 
still wears them despite the controversy, 
she told WWD: “Of course, I won’t throw 
them away. Are you nuts?”) Previously 
sporting a classic style, she has over 
the past few months changed things up, 
wearing jeans, rock ’n’ roll looks and 
jackets by emerging designers and French 
contemporary brands like A.P.C. and 
Vanessa Bruno. She said her wardrobe 
includes a Brunello Cucinelli number as 
well as a goat-hair Afghan coat. (Also on 
the hair front, the strawberry blonde has 
evolved her look, saying goodbye to strict 
buns and hello to loose, wavy tresses.) 

Some see her makeover as a tactic to 
push back against rival Hidalgo, a popular 

figure among Parisian “bobos” 
(the acronym for bohemian 
bourgeoisie). Hidalgo 
generally channels “normality” 
and discretion through her 
everyday style, which includes 
designer labels.

— LAURE GUILBAULT

WWD: What place do 
the creative industries, 
especially fashion, have in 
your political agenda?
Nathalie Kosciusko-Morizet: 
The industry employs 50,000 
people in Paris, out of 2.3 
million inhabitants. That’s 
a big proportion. It means 
fashion isn’t only about 
the city’s image; it is a big 
employment topic. Fashion 
is very much anchored in 
both Paris’ activities and 
its identity, but there is 
competition — with New York 
following on Paris’ heels.

WWD: Which shows do you 
plan to attend this season?
N.K.M.: Last season, I 
attended the Céline show 
and Yang Li’s. I even 
bought two pieces at his 
showroom after. I am 
interested in emerging 
designers. I plan on going 
to Designers’ Apartment 

[the initiative supporting young French 
designers that’s backed by the Chambre 
Syndicale] on the 28th and to Vanessa 
Bruno’s show [the same day]. I have a 
lot of sympathy for her as a person. She 
is a great example of a successful path. 
And, I love her clothes, which I wear. 

WWD: What are your favorite outfits on 
the campaign trail? 

N.K.M.: It is complex. You have to pick 
an outfit for very different activities. In 
the same day, you speak at a conference 
in front of industry people; you go to 
a TV show, and you do door-to-door, 
with staircases to climb. You have to be 
creative to make your outfit compatible. 
I always have a least three pairs of shoes 
at the office with different heel heights, 
so that I can switch. 

I tend to have pairs of shoes 
everywhere. And I keep them for a very 
long time. Look at these, they are 10 years 
old [pointing to a pair of Céline pumps].

WWD: What do you have in your wardrobe? 
N.K.M.: A lot. I keep everything. I could 
tell you I only keep the beautiful pieces, 
but the truth is I keep everything, 
including holey sweaters. I just have a 
hard time getting rid of old clothes. I 
link memories to clothes. I have striking 
pieces like this Afghan coat I bought at 
the Ethical Fashion Show that I wore 
during a previous campaign. When 
I was Minister of the Environment, I 
participated in the creation of that show, 
and I was very involved in ethical fashion 
and social responsibility in fashion.

This campaign is very much a “tailleur 
pantalon” [or “pant-suit”] campaign. 
After seeing you today, I will go to the 
subway, give out leaflets, and then go to 
the theater tonight. One time, a Saturday, 
there was the techno parade and Yom 
Kippur. I had to launch the parade, 
standing on floats, and go from synagogue 
to synagogue for Yom Kippur. Trust me, 
it was complicated to find the one outfit 
that would work for both. I found it: a 
long black skirt in the slightly Gothic 
trend. The Gothic style was perfect for 
the techno parade, and the long skirt, a 
bit strict — perfect for Yom Kippur.

WWD: You probably have a healthy diet 
during the campaign?

N.K.M.: Oh yes, I drink a lot and eat a lot 
of cheeseburgers. On Sunday, I went to 
the agricultural show for six hours. At 
each booth, you have to drink and they 
look if you have finished your glass.

 
WWD: Don’t you have a strategy for this 
type of situation?
N.K.M.: I bring a colleague with me, but 
then he ends up drunk. You have to 
change your “collaborator.” 

WWD: Back to your election campaign: 
What will you do for the fashion 
industry?
N.K.M.: If Parisians trust in me, I will 
create a committee of industry experts, 
with which I will liaise constantly. 
Fashion isn’t a peripheral topic. For 
instance, I want the city to make some 
public facilities available. I want 
facilities that are under the public 
service delegation contract [the specific 
framework that allocates a municipal 
facility to a private entity] to open their 
doors during fashion week to designers 
[to stage shows, or use as showrooms]. 
I am thinking of places like La Gaîté 
Lyrique, [a digital arts and modern 
music center], and the Centquatre 
[artistic center], but we can imagine 
other establishments as well, and would 
take advice from the committee on that. 
We would implement [the clause] when 
we renegotiate their contract. 

Also, I want to create a fashion 
export bureau, an organization that 
accompanies designers toward their 
international development. Paris needs 
a strong arm to help young designers get 
corners in department stores and help 
them with their p.r. Fashion press is 
specific. When you aren’t ultraspecific, 
you miss the target. 

WWD: There is a controversy in France 
over retailers’ opening hours. What is 
your position on that?
N.K.M.: I want retail to be open on Sunday. 
It is a major difference with other 
candidates. I want to widen open areas to 
Rue du Faubourg Saint-Honoré, Avenue 
Montaigne. It is absurd that Chinese 
tourists wander around on Sunday and 
wonder why stores are closed. I want [it 
to be] open around department stores 
and the Grands Boulevards. My project is 
to share a new energy with Parisians and 
switch to a more 24/7 mode, in line with 
all big capitals.

WWD: Would you like to add anything?
N.K.M.: Yes, that there are impressive 
developments in the men’s fashion 
area. Paris is lagging behind, missing 
opportunities, letting British and Italian 
tailoring take the lead. I want to give 
more luster to men’s fashion week. I 
advocate men’s rights. 

WWD: What do you mean by that?
N.K.M: [laughing] For men’s rights to 
be elegant, and for women to pass by 
elegant men.

The Other Fashion Race
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Fashion is very much 
anchored in both 

Paris’ activities and 
its identity, but there 

is competition — with 
New York following on 

Paris’ heels.
— NATHALIE  

KOSCIUSKO-MORIZET

DAVID BLAINE has been buried 
alive, electrocuted and frozen 
in ice, but on Sunday evening, 
the magician attempted a 
new stunt: saving endangered 
turtles. Blaine, along with Eric 
Goode, Julian Sands and a no-
show Christy Turlington, acted 
as cohosts for the second 
annual Turtle Ball, held at 
Manhattan’s Bowery Hotel. 
The event is the brainchild 
of Goode and benefits his 
nonprofit charity, the Turtle 
Conservancy, founded in 2005 
to protect the most endangered 
turtles and tortoises and their 
habitats worldwide.

Goode, a famed hotelier 
who founded Eighties hot 

spot Area, used his downtown 
connections to draw in a 
packed room. Guests including 
Harvey Keitel, Julian and Stella 
Schnabel, Arden Wohl, Scott Lipps 
and Mario Sorrenti mingled while 
bidding in a silent auction that 
saw donated artwork by the 
likes of David LaChapelle, Laurie 
Simmons, Nan Goldin and Sante 
D’Orazio up for grabs. 

Bruce Willis and Demi Moore’s 
middle offspring, Scout Willis, 
set off a frenzy of flashbulbs 
while “Top Chef ” host Padma 
Lakshmi snuck by, bedecked 
in vintage John Galliano and 
Fred Leighton jewels. The 
former model explained that 
the food-centric reality show 

is currently on hiatus. “I eat 
better [when not filming,]” 
Lakshmi explained. “When I’m 
not on the show I try to eat as 
healthily as possible. At home, 
we have a pretty much plant-
based diet.” 

At the chime of the dinner 
bell, guests filed in for a 
decidedly nonplant-based 
first course of Italian meats 
and cheeses. Each table 
carefully rationed the allotted 
portions over the extended 
introduction, which included 
speeches by Goode and Sands, 
an informational video and live 
auction. Unable to hold out for 
the main course of mushroom 
tortellini in truffle butter, Audrey 
Gelman snuck out the back 
entrance in a blur of black-and-
white Saint Laurent. How’s that 
for a disappearing act?   
 — LAUREN MCCARTHY

A Goode Cause Padma 
Lakshmi

Scout 
Willis

FOR MORE PHOTOS, SEE

WWD.com/eye.
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Nathalie Kosciusko-
Morizet in a Saint 

Laurent suit.
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$11 million via the Atlanta and 
New York events for LGBT 
communities’ most important 
charities and nonprofit 
organizations. Beneficiaries 
this year include The Hetrick-
Martin Institute, Lambda 
Legal, ACRIA and The Point 
Foundation. — SHARON EDELSON

ROLL OUT THE GREEN CARPET: 
Olga Kurylenko will be the fifth 
actress to walk the Academy 
Awards red carpet wearing a 
custom design for Red Carpet 
Green Dress. The sustainable 
fashion initiative, conceived 
by Suzy Amis Cameron during 
the press tour for her husband 
James Cameron’s film “Avatar,” 
aims to draw attention to the 
importance of more sustainable 
practices in fashion. The 
campaign also raises funds for 
Muse School CA, a nonprofit 
educational organization that 
Amis Cameron cofounded in 

Malibu Canyon. 
Kurylenko’s gown 
was designed by 
contest winner 
Alice Elia, a French-
Lebanese student 
at ESMOD in 

Paris, where she is currently 
being mentored through dress 
construction by the college’s 
couture team. 

In addition, a partnership 
between People for the 
Ethical Treatment of Animals 
and Beyond Skin, an ethical 
footwear and fashion label 
based in the U.K., will be 
introduced when Kurylenko 
hits the carpet wearing vegan, 
limited-edition shoes of fake 
suede with metallic trim 
made from Dinamica, which 
is manufactured in Italy 
and made from 100 percent 
recycled bottle tops. The shoes 
will be available to purchase 
from Beyond Skin on Monday 
with 10 percent of proceeds 
going to Muse School CA. 

On Thursday, Suzy and 
James Cameron will host a 
cocktail party at Palihouse West 
Hollywood to celebrate RCGD’s 
fifth anniversary with Kellan 
Lutz, Olivia Munn, Alicia Silverstone, 
Maggie Grace and Missi Pyle. 

 — MARCy MEDiNA

HiTTiNG RESET: It hasn’t been the easiest few 
years for Martha Stewart Living Omnimedia Inc. 
Following a series of layoffs that cut its workforce 
by a quarter this year to 406, not to mention a very 
public, two-year legal battle in which MSLO and 
J.C. Penney Co. Inc. squared off before a New York 
state court judge against plaintiff Macy’s Inc., the 
media and design firm is hoping the worst is over.

Newly minted MSLO chief executive officer 
and director Daniel Dienst said as much Tuesday 
when he addressed analysts and investors on the 
company’s fourth-quarter earnings call. 

Dubbing the litigation, which centered on whether 
MSLO broke its contract with Macy’s when it signed 
a similar deal with Penney’s, “costly, highly visible, 
distracting and candidly embarrassing,” the ceo 
emphasized the importance of its partnerships with 
both retailers. While MSLO reached an agreement 
with both parties, it also frayed its partnership with 
Macy’s and burned through between $7 million and 
$8 million in legal costs in the process. 

But the courtroom skirmish was little more 
than a speed bump on MSLO’s road to financial 
recovery. In recent years, the firm has tried to 
counterbalance its struggling media division, which 
closed Everyday Food and Whole Living last year, 
with new brand extensions and retail partnerships. 
Once a mini media empire, what’s left in print for 
MSLO is its quarterly Martha Stewart Weddings and 
Martha Stewart Living, which had been a monthly 
until it reduced its frequency to 11 issues in 2013.

MSLO’s move away from print isn’t surprising, 
considering sales for its publishing arm fell 19.6 
percent to $28.4 million in the fourth quarter 
ended Dec. 31. Broadcasting revenue fell 84 
percent to $769,000, as the company exited live 
television programming, once a Martha mainstay. 
Merchandising revenue rose 12.3 percent to $18.2 
million, but that gain wasn’t enough to prop up 
total revenues, which declined 15.9 percent to 
$47.4 million.

The company was able to increase its quarterly 
net income to $7 million, or 12 cents a share, 
from year-ago income of $1.1 million, or 2 cents 
a share, thanks in part to a 20.4 percent jump in 
its merchandising division’s operating income, 
which equaled $13.6 million. MSLO also said 
it reduced costs, including a $4.3 million cut in 
corporate expenses due to a reimbursement from 
its insurance carrier related to the Macy’s litigation 
and lower executive compensation. 

With an eye on continuing the momentum, 
Dienst talked about growth opportunities and 
pointed to digital advertising as a “catalyst” for the 
business. As a result, MSLO is investing a significant 
amount of the $11 million in savings it expects to 
generate from the layoffs in digital. 

Still, it won’t be an easy road as the company 
expects magazine circulation revenue to decrease 
this year and print advertising to remain flat.  

— ALEXANDRA STEiGRAD

ANNiVERSARy DAyS: Charlotte Rampling 
is about to celebrate her sapphire 
wedding anniversary — on screen, 
that is. The British actress, who took 
in the Cédric Charlier show in Paris 
on Tuesday, said she would begin 
shooting in England next month on 
“45 Years” opposite Tom Courtenay. 
“It’s a sort of investigation into what 
happens when something unusual 
— that’s at the beginning of the film, 
which I won’t tell you — happens to a 
couple who have lived together for 45 
years, so they begin to see different 
ways of seeing actually where they 
have been,” she said.

Rampling has another project in 
the works as well: She’s the new face 
of Nars, which is gearing up for its 20th 
anniversary in September. According 
to brand executives, Rampling 
will appear in a “black-and-white 
portrait-style image” shot by founder 
and creative director François Nars. 
Rampling was chosen, in part, because 
she has been one of Nars’ muses. 
“She is a natural beauty that feels 
strong, yet relatable,” Nars told WWD. 
“Charlotte’s ability of transformation 
is unparalleled. Whether captured in 
pieces of artwork, through the lens of 
a magazine photographer or on film 
and the big screen, she had an amazing 
power to encompass a character.” 

Nars went on to say Rampling’s 
“strength of character” and artistic 
talents make her a perfect fit for the 
brand. “I remember Dirk Bogarde 
referencing Charlotte’s ‘fabled look’ 
because of the combination of her 
beauty and withering gaze,” he said. 
“This is what makes her an endlessly 
watchable mystery.”
 — JOELLE DiDERiCH AND BELiSA SiLVA

HOPPiNG THE POND: Following the 
launch of her fine jewelry line, 
Aurélie Bidermann is expanding her 
geographical footprint. In June, the 
French designer will open her first 
New York flagship, at 265 Lafayette 
Street in SoHo. “This street really 
represents New York for me,” said 
Bidermann, citing the neighborhood’s 
cool vibe and energy. 

The 700-square-foot venue is 
designed to mimic the living room of 
a California mansion in the Sixties, 
exploring Bidermann’s fetish colors 
— turquoise, coral and yellow — set 
against a serene, white background. “I 

wanted it to be sunny and gay and not 
at all conventional,” she explained, 
while adding that French street artist 
Guillaume Alby, aka Remed, would lend 
his brushstroke to the walls. 

The U.S. is Bidermann’s second-
largest market after France, 
experiencing 50 percent growth per 
season, according to the designer, 
whose only other freestanding shop 
is in Paris. A third store is slated 
for 2015. “I just don’t know yet if it’s 
going to be in the U.S. or elsewhere,” 
she said. — PAULiNA SzMyDKE

iT’S ONLy LUNCH: Giorgio Armani had it all 
wrong with regard to the peripatetic 
Anna Wintour. On Monday, during his 
lively postshow press conference in 
Milan, the designer accused Wintour 
of ignoring him. “There are some who 
prefer to snub the Giorgio Armani 
show and go to Paris,” he 
said backstage. “She took 
an airplane, dumped Mr. 
Armani and went to Paris.”

But Wintour didn’t go to 
Paris; she went to London. 
On Tuesday, Wintour was 
spotted at The Wolseley having 
lunch à deux with Christopher Bailey, 
Burberry’s chief creative officer and 
chief executive officer-designate. As 
the two prepared to leave, a clutch 

of guests popped up from 
their tables and walked over 
to greet Bailey and Wintour, 
including celebrity hedge-
funder Arpad “Arki” Busson.

 — WWD STAFF

NEW yORK BOUND: It’s been 10 
years since Bruce Oldfield has 
shown his couture pieces in the 
U.S., and now he’s planning a 
comeback. The designer, who 
has dressed women ranging 
from Princess Diana and 
Queen Rania of Jordan to Kim 
Kardashian and Rihanna — with 
many a royal bride in between 
— will be taking orders for 

his winter couture collection in a 
pop-up showroom at The Mark in 
Manhattan from March 5 to 7. On 
March 6, Oldfield will be doing a Q&A 
at Parsons The New School for Design 
with Kyle Farmer, one of his former 
assistants who is now an associate 
professor there. — SAMANTHA CONTi 

CARE PACKAGE: The Jeffrey Fashion 
Cares charity fund-raising event, 
conceived and organized by Jeffrey 
Kalinsky, is leaving the Intrepid 
Sea, Air & Space Museum for new 
Manhattan digs at The 69th Regiment 
Armory at 68 Lexington Avenue. “We 
love the Intrepid,” said Kalinsky. “It 
worked really well. We just felt that 
we wanted to do something new. It 
felt like it was time.” In addition, 
Jeffrey Fashion Cares has two new 
chairs, Christian Langbein and Michael 
Krans “and they were excited to shake 
things up,” Kalinsky said. 

He is expecting 800 to 1,000 
guests at this year’s event on April 
8. Host committee chairs this year 

include Justin Tarquinio, 
Mickey Boardman and 
Prabal Gurung. 

The venue isn’t the 
only change this year. 
The silent auction 
will be handled by 
Gavel & Grand, a Web 
site that partners 
with organizations to 
present their benefit 
auctions online, which 
expands the audience of 
supporters for nonprofits. 

Over the past 20 
years, Jeffrey Fashion 
Cares has raised nearly 

For more 
scoops, see

WWD.com.

MeMo padFashion scoops 

A drawing of Aurélie Bidermann’s 
New york boutique. 
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Rampling 
in 1969.
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COMMERCIAL
REAL ESTATE

Spaces

For more career opportunities log on to WWDCareers.com. 

(800) 423-3314, or email classified@fairchildfashion.com

 33rd-57th St West-All Sizes

Menswear Showrooms
D. Levy     Adams & Co.    212-679-5500

Showrooms & Lofts
BWAY      7TH AVE      SIDE STREETS

Great ’New’ Office Space Avail
ADAMS & CO. 212-679-5500

PATTERNS, SAMPLES,
PRODUCTIONS

Full service shop to the trade.
Fine fast work. 212-869-2699

MANUFACTURER REPS WANTED
Current reps make $100k+. Our fashi-
on earbuds, iPhone cases sell in 5000+
stores. If you sell to fashion accessory

buyers, email: reps@theankit.com.
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