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Welcome

The Team

Contributors 

Remembering Alex Woo

Isaac Mizrahi

Billy Porter 

Statement makers

“And just like that!” we introduce you to Molly Rogers

Bold and fine 

Au.ra

Sending them packing 

Follow your passion

Advocates of change

Return to the office

Winning retail culture

The facts in black and white

FOUNDED WITH HEART 
 Meaningful change
 Refocus
 Kamaria 
 Thula Tula
 Shoes with Soul

ACTIVE STYLE
 Let the games begin
 Rollerskate revival
 Homerun

ACCESSORYSCAPES
 Crystal clear
 Pretty and the practical 
 Unusual heart
 Big man bag
 Chandelier 

How to rewear it: brooches

Smarta_pants tries on trends

The three c’s

Pre-owned chic

Thank you

On the cover
costume designer 
MOLLY ROGERS in the 
wardrobe room of the new 
SEX AND THE CITY reboot 
AND JUST LIKE THAT  
photographed by 
ANDREW EGAN
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The Accessories Council is on the move! We are energized about all that we have in store for you over the next few 
months! We will be responsibly resuming our events and travel to trade shows and can’t wait to start seeing you in 
person. I will be in Atlanta, Las Vegas, and New York walking the shows with our Trend Director, Jessica Richards, if you 
are there, please reach out and we will try to stop by.

Don’t miss these events!

Design Excellence Awards: This event honors your amazing designs and is a great opportunity to promote your items 
on social, at trade shows, on your websites, in store, and in the press. We will announce our finalists on August 2, 2021 
at 11:00 am via Zoom. Joor (one of our event sponsors) will be hosting the voting which will begin when we announce 
our finalists. It’s not too late to enter, but we are getting close to the deadline—don’t miss the chance to honor your
hard work.

Business Workshop: This don’t miss series will be presented on Zoom the first three Mondays in August from 12:00-
3:00 pm each day. Our speakers will share the latest statistics, trends, insights, and advice on ways to grow your 
businesses. These are valuable educational sesssions and they are free for our members! If you aren’t a member, you 
are most welcome to join for a small charge.

The ACE Awards: It’s our 25 th Anniversary and we are ready to party! November 2, we will honor the heroes at our 
annual black-tie gala at Cipriani. The event is the ultimate night of networking, fashion spotting and we hope you will 
join the celebration.

This Accessories Magazine issue has a number of firsts! A big thank you to our Creative Director, Andrew Egan, for his 
awesome cover shot of Molly Rogers—an exclusive sneak peek into the wardrobe closet of “And Just Like That”. Check 
out the article by special guest writer, Lynn Yaeger, who interviewed the dynamic Billy Porter for our issue. And as a 
personal delight, we feature roller-skating photographs by the very talented Fred Siegel. Fred has been an amazing 
mentor to me over the years and it’s great to watch him thrive in this phase of his career.

I want to thank the Accessories Council’s Vice President and Accessories Magazine Publisher, Leena Gurevich-Nunez 
for her hard work and dedication. This August marks her 4th anniversary with the Council and we just couldn’t do it all 
without her. She is beloved by our members and works tirelessly on our behalf. Leena, you rock! 

Thank you very much for taking the time to send your product images and story ideas. We are already hard at work on 
our next issue, that will be out in early October. Check out our weekly Accessories Council newsletters for our editorial 
requests. I look forward to hearing from you!

Enjoy your summer!
 

Karen Giberson
Editor-In-Chief AC Magazine
President and CEO Accessories Council
Karen@accessoriescouncil.org

W E L C O M E

karen x

Ac
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WE ARE BECAUSE WE KNOWThe Jewelry GroupThe Jewelry Group jewelry.jewelry.

www.thejewelrygroup.com



8

M
C

M
 7

0
3

S
 c

o
lo

r 
2
10



9

T H E  T E A M

LEENA GUREVICH-NUNEZ - PUBLISHER
Leena joined the Accessories Council over three years ago with an extensive background in 
the luxury retail industry, where she led teams for Gucci, YSL, Fendi, Hugo Boss, and Tourbillon, 
the luxury division of the Swatch Group. In her role as the Vice President of the Accessories 
Council, she works diligently to ensure members are active and take advantage of the many 
opportunities the Council provides. She prides herself in guiding and connecting members to the 
right people and opportunities to grow their brand and help increase their brand awareness and, 
most importantly, their sales. Leena lives in New Jersey with her husband, 8-year-old son, and 2 
beautiful pit bull girls.

KAREN GIBERSON - EDITOR IN CHIEF
As President and CEO of the Accessories Council, Karen is the leading voice for the industry. 
She creates and oversees production of educational events, mentoring programs, the industry 
newsletter, networking events, charitable efforts and fundraising galas. She advocates for 
policy, has testified in front of Congress, local governments and works tirelessly to positively 
impact the accessories industry. Karen is an EMMY award winner and completed her Wharton 
GMP in December 2020. In her free time, she can be found running Spartan Races and 
spending time with her husband Nick, family and friends.

ANDREW EGAN - CREATIVE DIRECTOR
Andrew is Founder and Executive Creative Director of creative agency, CoolGraySeven. Born 
and educated in the United Kingdom, his career began in fashion editorial before founding 
EganMelia, a branding agency whose clients included Alfred Dunhill, Harvey Nichols, Emanuel 
Ungaro and Furla. In 2000, Andrew moved to New York and established CoolGraySeven where 
he has consulted with Donna Karan’s Urban Zen, Natori, Waterworks, the Brooklyn Museum, and 
a number of other fashion, luxury and lifestyle brands. 

JESSICA RICHARDS - FASHION DIRECTOR 
Jessica is a Trend Forecaster, Brand Creator, and Founder of JMR Design Consulting, whose 
synergistic focus inspires what is now and next. With an extensive background in forecasting, 
concepts, and design for major North American retailers, she brings a forward-thinking yet 
commercially and brand-right viability to projects across the fashion and wellness industries. 
She is a graduate of Boston University, with a degree in Magazine Journalism. Outside of her 
consultancy, Jessica also serves as Trend Director for the Accessories Council, a not-for-profit, 
international trade organization with the mission to stimulate global consumer awareness and 
demand for fashion accessory products.

Ac
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C O N T R I B U T O R S

LYNN YAEGER
Lynn has been writing 
about fashion, jewelry, 
and  culture for over 
two decades. Yaeger, 
a Contributing Editor 
at Vogue and vogue.
com, began her career 
at the Village Voice, 
where she was a senior 
editor.  She has written 
for many publications, 
including The New York 
Times, WSG magazine, 
Architectural Digest, 
Travel & Leisure, Town & 

Country, and Departures. In 2019 Yaeger won the coveted  
CFDA  Media award. In her off hours, she can be found 
haunting the flea markets of the world, searching for special 
pieces of Georgian and Victorian jewelry. She lives, amidst 
her many collections, in downtown Manhattan.

FRED SIEGEL
Fred is an Emmy Award-winning  
LA-based Photographer with a  
focus on portraiture, reportage,  
cause-related initiatives, and just 
weird stuff. Fred’s photos have 
appeared in numerous publications 
including People Magazine, Sports 
Illustrated, The Hollywood Reporter, 
and Forbes.

LISA BAYER
Lisa has chosen jewelry illustration 
as her particular métier after a 
career as a sales rep for fine and 
fashion jewelry designers; she also 
worked in the private label sector, 
creating trends and translating 
retailers’ trend decks in order to 
book sales. “I interfaced with in-
house designers, sample makers, 
and overseas factories, so
product development was very 
integral to my work,” she says.

CHRISTIAN STANLEY
Christian is a self taught NYC-
based Photgrapher. Born in 
Venezuela he immigrated to the 
US 15 years ago. His background 
in fashion and fitness is a source 
of inspiration, along with his love 
for his dog Blu and his husband 
Andrew. He is also the Creative 
Director of 8676 an agency 
focused on helping smaller 
business grow.

MARTA CASTROSÍN
Freelance Art Director and 
Illustrator, Marta was brought up 
between Paris, Brussels and Madrid. 
In 2007 she worked for the Victoria 
& Albert Museum in London, and 
moved to New York in 2008 where 
she worked at CoolGraySeven for 
10 years. Her post-it illustrations  
@smarta_pants capture the good, 
bad, quirky, ridiculous and bizarre 
aspects of daily life.

ANDREW WEDGE
Andrew is a Designer, Stylist and 
Creative Consultant based in NYC. 
Originally from California, Andrew 
started his career designing for 
brands such as Oscar De la Renta, 
Worth New York and Ralph Lauren. 
Currently, he and his husband, 
Photographer, Christian Stanley, 
run a boutique creative agency 
focused on smaller brands. 

JEAN LATHAM 
Jean has worked with 
CoolGraySeven for the past five 
years as Project Manager. After 
graduating with a degree in 
communications and a short stint 
working in fashion, Jean has been 
able to combine her love 
for design and cultural trends in 
her career.

Ac
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r e m e m b e r i n g  A L E X  W O O

Our hearts were broken to learn of the untimely passing of Alex Woo.  

Alex was a long serving and active member of the Accessories Council 

Board of Directors. She was always eager to help with a project, lend 

her expertise or make introductions. She was extremely charitable and 

quietly supported many causes. I greatly admired her creativity, her 

unique collaborations with MLB or Disney and her chic sense of style.

Most importantly, Alex was a great friend. We had many 

conversations about raising our boys and work/life balance. I know 

how much she loved her family and the jewelry industry. She will be 

greatly missed by all.

-Karen Giberson

FRAN LUKAS
TJG
Although I only 
interacted with Alex 
at Accessories Council 
events, I always 
thought of her as 
such a warm, bright, 
engaging human 
being. Hearing about 
her passing was not 
only a shock but also 
a vivid reminder that 
life is so precious. Alex 
was certainly a person 
who made the most of 
her life in the short
time she was here and 
clearly touched many 
people within the 
circles she traveled.

She was one of us…
A business leader
A board member
A spouse and mom
A friend
A colleague
Sadly, all of these 
circles feel a little 
smaller now. We will 
miss you, Alex.
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DONATE

JAY LAKHANI, 
DEEPA GURNANI
Each year, Alex and 
I would look forward 
to attending the Ace 
Awards. We both 
would run up to our 
favorite celebrities 
and take each other’s 
photo for social 
media. We would text 
each other under our 
table and plan each 
and every move, so 
that both of us could 
get our photos with 
our favorites! I am 
tuly going to miss 
Alex.  She was the one 
person who always 
made me smile.

MYRA BIBLOWIT
BCRF
We deeply miss 
Alex’s kind heart, 
boundless creativity, 
and enthusiasm for 
advancing breast 
cancer research. 
She was a treasured 
member of the BCRF 
family and she made 
an indelible mark on 
the jewelry industry—
we will cherish her 
memory and be 
forever grateful for 
her generosity.

JULIE BROWNE 
SILVERMAN
The last time I saw 
Alex was at an AC 
event pre-COVID. We 
shared some insights 
and shared a few 
laughs, nothing better 
than Alex’s infectious 
smile. Little did I know 
that at that time 
Alex was already well 
into her battle with 
cancer. Had I known, I 
probably would have 
hugged her a little 
tighter that night. As 
it is, I will hold on to 
the memory of her big 
smile and warmth.

THOMAS 
BURKHARDT, 
MARCHON EYEWEAR
Alex was one of the 
fellow board members 
that I connected with 
immediately after 
joining. Her unbound 
energy, disarming 
smile and the positive 
outlook on life that 
she projected made 
every encounter with 
her memorable and 
uplifting. Too early,  
the world, our city, 
and our industry has 
lost a remarkable 
human being that 
enriched so many 
other’s lives.

To make a 
donation in  
Alex’s name,  
click below.

LYNETTE HARRISON 
BRUBAKER,
LHB GROUP
In a year of so much 
loss for so many, 
losing my friend 
and co-conspirator 
Alex, was the most 
devastating blow of 
all. Alex was part of 
my girl gang - one of 
my dear friends who 
was a whip smart 
entrepreneur who 
I could bring any 
business challenge 
to and she’d have 
a viable solution to 
it. But, she was also 
the one I’d talk for 
hours with about 
Schitt’s Creek; Star 
Wars (our sons were 
both obsessed) 
and cooking in the 
InstaPot. The last 
thing I promised her 
was that I’d get over 
being intimidated by 
my InstaPot and start 
cooking with it. I now 
dedicate Thursday 
night’s dinner to Alex 
every week and I 
cook something in the 
InstaPot.
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N A T A L I E ,
T R E A T E D  F O R  S T A G E  I I 
B R E A S T  C A N C E R

Only the research we support 
now will be there for us tomorrow.

DONATE AT BCRF.ORG

Research 
is the 
reason
I have 
confi dence

SAVE RESEARCH
SAVE LIVES SAVE RESEARCH

SAVE LIVES

SAVE LIVES SAVE RESEARCH
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MARY BELLE
Alex exuded pure style 
and class in everything 
she did. I’ll miss her 
as a colleague on the 
Board.

BRUNA MANEY
Alex was beautiful, 
kind and smart. She 
communicated with 
grace, focus and paid 
attention—you always 
felt like you were the 
only person in the 
room when speaking 
with her. I will miss her 
dearly!

IRENE FITZGERALD,  
LIVIDINI
Alex Woo was an 
incredible talent 
who was taken too 
soon. She will be 
remembered fondly. 
Her legacy will surely 
endure through 
her unique jewelry 
designs. My heart 
goes out to her family.

JANICE WINTER, 
JUDITH RIPKA
I did not know Alex 
Woo personally but 
she was recognized 
as a very talented 
and beloved member 
of the jewelry 
community. She left 
us too soon, but will 
be remembered by 
all who worked with 
her and enjoyed her 
beautiful designs.

MONICA RICH 
KOSANN
Alex was always 
smiling. I will miss her 
positive energy sitting 
across from me at 
board meetings.

MARK GINSBERG
Her incredible 
talent and notable 
accomplishments 
were only exceeded 
by her generous spirit 
and kind heart.

SALLY ALEX
ROMAN & SUNSTONE
I have so many fond 
memories of Alex Woo 
it’s hard to just name 
one… Meeting her at 
the JCK Show in Las 
Vegas and initially 
being surprised 
Alex Woo was a 
she! We became 
friends through the 
Accessories Council 
and I was lucky to 
work with her on 
several projects.  
Alex was constant 
creativity and never 
stopped being 
innovative. She loved 
a good adventure and 
was a super fun date 
at the ACE Awards 
and other black tie 
events. I shall miss her 
energy greatly.

BETH GOLDSTEIN, 
THE NPD GROUP
Memory of Alex: A few 
years ago, Alex and 
I ran into each other 
at an alumni event 
in NYC and were 
excited to learn that 
we had both gone to 
Cornell. So after that, 
we would often talk 
about returning to 
campus for upcoming 
reunions. Her Cornell 
charm is my favorite.

FRANK ZAMBRELLI
I will forever 
remember Alex for her 
rare mix of gentility 
and prodigious 
talent. Beyond all of 
her success, she was 
always supporting 
others, including 
me...guiding with 
sound counsel 
and the warmest 
encouragement. Such 
grace. Her memory 
will live in our hearts 
forever.

r e m e m b e r i n g  A L E X  W O O
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Monica Rich Kosann first interviewed the 
dynamic Isaac Mizrahi for her 2016 book “A 
Possession Obsession.” The book celebrates 
the items we cherish and in a fun twist, 
Monica shared that one of her most treasured 
possessions is an Isaac Mizrahi coat that she 
purchased at Bergdorf Goodman years ago. 
She described it as a beautiful brown tweed 
maxi coat with big pockets and the softest 
collar ever!

Isaac was bursting with energy when they 
caught up and described his past year as very 
busy! He’s feeling extremely grateful and has 
been spending time at his Bridgehampton 
home. Fashion isn’t Isaac’s only creative outlet, 
he told us, recalling a performance at storied 
cabaret Café Carlysle just days before the lock 
down. Over the past year, he collaborated on 
a dance sequel to “Peter and The Wolf,” one of 
his favorite fairy tales. Titled “The Third Bird” the 
dance sequel is “great for kids of all ages,” he 
said, adding that he is hopeful it will make its 
debut this year.

As he reflected on the interview for the book, 
he showed us a new sentimental ring he had 
made, using a diamond from his mother’s 
engagement ring. He’s been shopping a bit 
and held up a gorgeous floral Dan McCleary 
painting he bought from Instagram.

saac has also been appearing remotely several 
times a week on QVC, where he has a multi-
category brand called Isaac Mizrahi LiveTM! He 
said, “It’s been fun popping in from afar,” but 
after 12 years on air he gets to invite the viewers 
into his home. He told us that the customers are 
loving pima cotton t-shirts, cashmere sweaters 
and bottoms in a material called 24/7 stretch-
super comfortable and great looking. You can 
tune in every Friday between 1:00-3:00pm EST 
to catch Isaac in action!

How did you come to own your possession?
A psychic told me to start wearing diamonds 
on a Thursday. Any Thursday. So I had this ring 
made from an old Harry Winston setting, which I 
got from a friend.
How do you live with your heirloom?
I wear it every day. I take it off for bed. Also for 
the shower. Otherwise, I’m always wearing it.
Who in your life has most influenced your 
personal style?
My mom.
Fill in the blank: Whenever I look at ______ I 
can’t help but smile.
Dog.
What’s the best part of your day?
Breakfast.
Describe your ideal day.
Breakfast out with my husband and the rest 
of the day spent with our dogs. Maybe a 
snowstorm.
What is your favorite place to shop for antique/
vintage pieces? Can be anywhere in the world.
Any of the shops on Tenth Street. Karl Kemp, 
Maison Gerard, O’Sullivan Antiques.
What was the most memorable gift you’ve ever 
given or received?
My husband gave me the most beautiful 
gardenia plant.
What was your last purchase that you believe 
will mean something ten years from now?
My Hermes agenda, which is brown 
crocodile.

photo and 

interview 

by Monica 

Rich Kosann

i saac  mizrahi

P O S S E S S I O N  O B S E S S I O N

Ac
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a c t o r /s i n g e r /
a c t i v i s t /s t y l e  i c o n 
B i l l y  Po r t e r

“I come from a fancy dressing family,” 
declares the

explaining his status as a runway star, 
breaking all the rules and looking 
fabulous doing so. Porter is not 
only renowned for his professional 
accomplishments—he is an 
award-winning veteran of Broadway 
and television productions—he is also 
famous for his fancy dressing, the 
ground-breaking fashions he wears 
with such effortless grace. 

INTERVIEW BY LYNN YAEGER
PHOTOGRAPHED BY ANDREW EGAN
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Gender-fluid doesn’t begin to describe these 
ensembles. They are a joyous amalgam, a nose-
thumbing exercise that obliterates conventional 
notions of style. Who else but Porter would carry 
a black leather bag bearing the words “F*** U 
Pay Me!” to the Vanity Fair Oscar party? or sport 
a pair of sky-scraping Swarovski-studded stilettos 
at the 2019 Tony awards? Then again, this is the 
guy who turned up at the Met Ball carried aloft 
by six bare-chested gentlemen, and sporting a 
gold ensemble—he termed it “Egyptian realness”—

we dressed up - no butt cracks showing! Not 
to disparage, but making an impression that 
was acceptable, that’s where I come from,” he 
explains. “I knew early on that the way you dress 
can really affect how people treat you. Living 
in New York City in the late ‘80s, hailing a cab 
just didn’t happen - if I was dressed up, I had a 
better chance.” Porter has never been shy about 
calling out injustice and facing down the world 
with truth—last month he revealed that he has 
been living with HIV for 14 years, and he has been 
working with other celebrities on an initiative to 
destigmatize mental illness.

Porter credits his role in Kinky Boots with opening 
his eyes to a world of fashion possibilities. “I think 
I was running away from my feminine side, it 
was a liability…until it wasn’t. I allowed myself to 
lean into Lola, the character I play. I never felt 
more masculine, more grounded than when I 
began carrying that look post show. Then, when 
Pose happened, I thought, let’s have the gender 
conversion on the red carpet. I don’t know if I 
would have done it if I was on Grey’s Anatomy,” he 
laughs.

Nor, let’s hasten to add, would Grey’s Anatomy 
have led to his current footwear. The day we 
speak--sadly over the phone, not even Zoom - I 
can’t see that he is wearing what he tells me are 
Valentino platform boots. He has been seen in 
towering stilettos and vertiginous platforms so 
many times that I ask him if he ever wears flats. “I 
do have Jimmy Choo slippers -  when I’m home, 
when there aint no cameras around, I wear sweats 
- I’ve got to be able to take a break.” 

It seems he never met a quirky purse he didn’t 
like, so I wonder if he is a logo-lover, a designer 
handbag devotee? He replies that he’s not 100 
percent sure he likes it when initials are plastered 
all over a satchel.  Still, he’s warming to the idea of 
a Vuitton in his future: “I have a dog, and I might 
get her the LV carrier—she’s gonna have a Vuitton 
bag before I do!” 

Looking back on where he has been, and where he 
is now, Porter muses: “I realized at some point that 
I could actually be Lola!” Then he shares the style 
advice he gives to people searching for their own 
path, the advice he still gives himself: “Don’t be 
afraid to do this.”

including an accessory 
you don’t see every 
day: wings.  

“I grew up in the 
church, and the black 
church is a fashion 
show, Porter says. 
“And of course, there’s 
always a hat in church!” 
This chapeau-love 
has clearly stayed 
with Porter—he has 
been photographed 
in everything from a 
trilby to a top hat, a 
pinwheel to a Panama. 
With one of his first 
pay checks, he went to 
Barneys and bought a 
very expensive hat by 
Philip Treacy—a wide-
brimmed zebra striped 
affair for $500. “I still 
have it and I still wear 
it!” he declares. This 
affection for hats is a 

family affair—Porter’s mother is in a nursing home, 
but her 70-odd hats are in a storage unit. (Full 
disclosure—I sat directly across the runway from 
Porter at the Erdem show in London in February 
2020. I should have kept my eyes on the catwalk, 
but I was spellbound by Porter’s entire outfit, 
including the straw boater poised saucily on his 
head.)

If Porter is supremely comfortable with the wild 
sartorial figure he cuts, from that trademark 
headgear to his outre shoes to his madcap 
purses, it wasn’t always a smooth road. “I am 
first generation post-civil rights movement, and Ac
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s t a t e m e n t m a k e r s

PHOTOGRAPHED BY CHRISTIAN STANLEY
STYLING ANDREW WEDGE
MODEL JASMINE DWYER

HAIR & MAKEUP LIAM DUNN
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White Sequin Dress:  
Another Man’s Treasure, Vintage

White Topaz & Diamond Earrings 
& Necklace: Lusso Jewelry, 

Price Upon Request
Diamond Multi-Row Ring: 

Lusso Jewelry, Price Upon Request 

Heather King,  $415.00
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Mint Sequined Dress: Another Man’s 
Treasure, Vintage
Gold Hoops: Lusso Jewelry, Price 
Upon Request
Amethyst Lizard Embossed Clutch: 
Tonya Hawkes, $850
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Silk Tank Top: Natori, $160
Silk Scarf: Vintage 
Gold, Hammered Earrings: 
Another Man’s Treasure: Vintage
Oversized Gold Disk Necklace: 
Lizzie Fortunato, $345
Gold & Topaz Domed Ring: 
Lusso Jewelry, Price 
Upon Request
Lemon Quartz & Diamond Ring: 
Lusso Jewelry, Price
Upon Request
Gold Twisted Cuff: Lizzie 
Fortunato, $250 
Gold Bangle: Lizzie Fortunato, 
$250 
Bakelite Bangles: Another 
Man’s Treasure, Vintage
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Multi-Color Beaded Dress: Another 
Man’s Treasure, Vintage,
Turquoise, Silk Coral Drop Earrings: 
Suzanna Dai, $220
Multi-Color Crystal Stone Necklace: R.J. 
Graziano, $145 
Multi-Color Crystal Charm Bracelets: 
Judith Leiber, $1,420, $1,365
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Teal Silk Slip Dress: Natori
Gold Hoops: Lusso Jewelry, 
Price Upon Request
Emerald & Diamond Ring: Lusso 
Jewelry, Price Upon Request 
Gold Tassel Necklace: Another Man’s 
Treasure, Vintage
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Multi-Color Crystal 
Earrings: Another Man’s 
Treasure, Vintage
Onyx and Gold Collar: 
Lizzie Fortunato, $390
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“A N D  J U S T  L I K E  T H AT ” 
w e  i n t r o d u c e  y o u  t o 

M O L LY  R O G E R S ! 

BY KAREN GIBERSON
PHOTOGRAPHED BY ANDREW EGAN

Last April, Molly Rogers purchased so many 
fashion treasures while shopping in Florida, she 
had to buy a truck to drive them all back to 
New York City. Molly was on a mission to build 
a dynamic wardrobe closet for her newest gig, 
as Costume Designer for the “Sex And The City” 
reboot titled “And Just Like That”.  She began 
her hunt in the Sunshine State, combing through 
vintage stores, meeting troves of young designers 
from Latin America and even searching the closets 
of retired fashionistas!  

Molly had not planned for a career in fashion, 
having graduated from college with a degree in 
psychology. After school, she moved to London for 
a few years and was mesmerized by the vibrant 
art and music scene.  She recalled a visit with a 
psychic who told her that she saw Molly “in a room 
surrounded by clothes for a very long time.” Molly 
returned to New York inspired to land a job in the 
fashion industry.  

On Friday, July 13th, 1984 (a day she recalls clearly), 
Molly marched into Pat Field’s store on Eighth 
Avenue wearing pink dreadlocks and a paper 
dress to ask for a job. Pat was busy selecting 
rubber bracelets with Madonna’s stylist when Molly 
entered the store. Molly made herself at home and 
started folding T-shirts. She was hired on the spot.

MEET THE COSTUMER 
DESIGNER AND TAKE A 
SNEAK PEEK INTO THE 

WARDROBE CLOSET OF 
THE HIGHLY ANTICIPATED 

“SEX AND THE CITY” 
REBOOT 
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Molly Rogers with Co-Costume 
Designer, Danny Santiago 

in the wardrobe  room
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“im the one in 
the white sweater!”

Fashion was exploding in the early ’80s. MTV was 
red-hot, and the store was filled with musicians 
and celebrity clients looking to ramp up their 
look for the visual era. As Pat started travelling to 
style bands and work in film, Molly stayed behind 
to manage the store. It was a crazy period Molly 
fondly remembers, noting a time Burt Reynolds 
taught her how to knot a tie on his thigh. As Pat 
did more costume design, Molly was by her side. 
Molly joined Pat on the set of the first “Sex And The 
City” continuing to work through the series and on 
both of the “SATC” movies. Molly describes Pat as 
a visionary and a great friend. 

One of her favorite projects was “The Devil Wears 
Prada”. She loved working with Meryl Streep who 
came to her fittings in character. She said it was 
also one of the most challenging jobs as there 
were over 80 background actors that needed to 
be fashionably dressed. When the show was nomi-
nated for an Oscar for Best Costume Design, Molly 
and Pat headed to the Oscars together. Molly 
recalls, “When we lost, Pat made me leave with her 
to get a martini during a speech by Tom Cruise. 
She chuckled as she thought of the obvious hole 
their departure had left in the seats.”

Molly had her first independent costume design 
position with “Ballers” and has since built an  
impressive resume with shows as Ugly Betty and  
Murphy Brown to name a few.  It’s no surprise that 
the shows she works on put accessories in the 
spotlight; Molly often refers to herself as an acces-
sory nut.  She loves turbans and loading her arms 
with big cuff bracelets. She is a huge fan of belts 
and is always on the hunt in consignment stores 
for a new treasure.   

She completes her personal look with colorful  
“orthopedic” style shoes.  

For some, costume design for a legacy show 
like “SATC” might be intimidating, but Molly has 
attacked the project with gusto. There is a cast of 
new characters to outfit, items to buy and many 
to borrow. She tapped a Co-Costume Designer, 
Danny Santiago, known for his exceptional vintage 
fashion collection and extraordinary contacts to 
help with the project. Molly adds, “A show like this 
needs a partner, the volume of work is prolific, and 
you just can’t do it alone. Fans will expect to see 
something new!” 

When we spoke, Molly had only a few days before 
Sarah Jessica Parker’s first visit to the “closet.” 
Her finds were well organized, and she had even 
brought a small collection of her personal favorite 
accessories she calls “Molly’s Snack Pack” to the 
wardrobe room. She was feeling confident and 
told us to keep our eyes open for a few  
“Easter Eggs” to pay homage to the original series! 
(Hinting that she was staring at a sparkling Judith 
Leiber Cupcake Minaudiere) 

“And Just Like That” will air on HBO Max in late fall 
or early 2022. We will be watching. Ac
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She was feeling confident and told 
us to keep our eyes open for a few 

“Easter Eggs” to pay homage to the 
original series! 

Strawberry Cupcake; 
Judith Leiber, $4,495
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Lytton Collection 18K 
Rose Gold Long Hoop with 
Diamond Edge, $17,500
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b o l d  a n d  f i n e

MEET THE JEWELRY DESIGNERS BEHIND THE BRAND: WALTERS FAITH

WRITTEN BY KAREN GIBERSON
PHOTOGRAPHED BY ANDREW EGAN
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There was a lot of buzz in the 
background during my Zoom 
interview with Walters Faith 
founders Stephanie Walters 
Abramow and Mollie Faith Good. 
Their entire team had gathered 
to learn how to operate their 
new jewelry engraving machines, 
and the energy was palpable. 
Personalization is an important 
part of the Walters Faith brand, 
and as they prepare to resume 
in-person events and trunk shows 
they want to be ready.  

In a short time, Walters Faith has grown a 
dedicated fan base and has become a favorite 
brand to collect. Their designs are often featured 
in leading magazines and have been spotted on 
celebrities including Meryl Streep, Jennifer Lopez, 
Jennifer Lawrence, Priyanka Chopra and Oprah! 

Mollie and Stephanie had impressive experience 
before they founded their namesake company. 
Both were formally trained in the jewelry industry: 
Mollie studied metalsmithing and design at the 
University of Michigan and the Gemological 
Institute of America, while Stephanie is a graduate 
gemologist with a business degree from Cornell 
University. They’ve worked for a who’s who list 
of fine jewelry brands and met while working at 
Dynamic Diamond.  

Their combined education and work experience 
has made for a powerful partnership. Most of 
the design and creative direction is handled by 
Mollie, while Stephanie manages the day-to-day 
operations, overseeing all their online, wholesale 
and day-to-day business. Stephanie also helps 
collaborate online extensions and new concepts.  

The duo founded Walters Faith in 2013 and 
devoted the first two years to strategically 
planning their business, focusing primarily on 
brand positioning and purpose. Seeking to create 
important, wearable looks at affordable prices, 
they decided to work strictly in solid 18k rose gold. 

Most pieces are multifunctional and designed 
to be stacked or enhanced with charms. For 
inspiration, they looked to the classics, naming 
their collections after the “Bloomsbury Set”—a 

group of associated English writers, intellectuals, 
philosophers and artists in the first half of the 
20th century, including Virginia Woolf, John 
Maynard Keynes and Lytton Strachey. 

Not to be overlooked is their commitment to 
design consistency from collection to collection. 
The idea is to create foundational pieces that 
buyers can build into a jewelry wardrobe over 
time. “We don’t want to make jewelry that will sit 
in a vault!” says Mollie.
 
Walters Faith received their first order from 
London Jewelers in 2015 and today their 
collection can be found in trend-setting locations 
such as Elyse Walker and Mitchell’s in addition to 
their own website, waltersfaith.com. Retail prices 
start at a few hundred and most pieces sell for 
under $1,000.  The team describes their customer 
as a woman with a casual vibe, who appreciates 
exceptional craftsmanship.  She often buys for 
herself and wears her Walters Faith pieces with 
other brands. 

The team is humble about their journey and 
admits to making their fair share of mistakes. For 
example, they signed up for affiliate marketing 
before they could support it and hired a PR 
team before they had enough inventory. The 
experience taught them that being patient and 
growing organically is the best path. They also 
learned when to say no, despite the short-term 
excitement; if the timing isn’t right, it’s best to 
pass. They have learned that to be successful in 
the long run they need to be able to support their 
partners. 

When reflecting on the past year, they say it’s 
certainly been a challenge to navigate, as it has 
been for many. The team has five young children 
between them, so many of their conference and 
zoom calls take place in the school pick up line, or  
in the pantry, “hiding from our kids!”

“We are very grateful to our growing team that 
keeps the business afloat when we are wearing 
our mom hats!” says Mollie. “And fortunately, now 
that working remotely is commonplace, we can 
still accomplish a lot on the soccer field.”

Check waltersfaith.com for the latest designs or to 
make a wholesale inquiry. Ac

Saxon Collection 18K Rose 
Gold Elongated 2 Chain 
Link Earrings with Bottom 
Links all Diamond, 
$10,800

Saxon Collection 18K Rose 
Gold Elongated 2 Chain 
Link Earrings with Top 
Links all Diamond, $9,700
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Saxon Collection 18K Rose 
Gold All Diamond Chain Link 
Toggle Bracelet, $25,000

Carrington Collection 18K Rose 
Gold and All Diamond ID 
Bar with Double Row Chain 
Bracelet, $19,950

Carrington Collection 18K Rose 
Gold and All Diamond ID Bar 
Bracelet, $5,995

Saxon Collection 18K White 
Gold Small Curb Link All 
Diamond Link Bracelet, 
$22,500

Saxon Collection 18K Rose Gold 
Large Chain Link Ring, $1,850

Thoby Collection 18K Rose Gold 
or White Gold All Diamond 
Single Row Tubular Cuff Ring, 
$5,250 
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Clive Collection 18K Rose 
Gold All Diamond Clasp on 
18K Rose Gold Boa Chain, 
$12,175

Dora Collection 18K Rose 
Gold Mini Hexagon Stud 
Earrings, $950



42

a u . r a

by Paige Novick

THE DISTINCTIVE ATMOSPHERE OR QUALITY THAT 
SEEMS TO SURROUND AND BE 

GENERATED BY A PERSON, THING, OR PLACE
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When I think of all the groovy (euphemism for 
sleazy) pick-up lines associated with baby boomer 
mating rituals, “what’s your aura?” is up there with 
“what’s your sign?” and my personal fave: “If I told 
you that you had a beautiful body, would you hold 
it against me?”

Five decades and myriad cliches later, the term 
aura is finally shedding its woo woo, ummm, aura  
in favor of a more modern and relevant version, 
rooted in color theory, individuality and well-
being. Aura is the energy that we communicate 
to the world through our mindset, heart set and 
soul set; either consciously or subconsciously. 
Moreover, the colors we choose have the power 
to shift this energy and shape our aura. What we 
communicate to the world is entirely in our hands.

Apart from “no sweats allowed”, the sartorial 
mandate for 2021 is an unequivocally bold color. 
Entre nous, no one loves a good neutral better 
than I, but even this winter white junkie has 
eschewed her olive cargos in favor of slouchy 
shocking pink trousers; the reason being that 
bright colors communicate confidence, optimism, 
creativity, abundance and the desire to be seen.  
After hiding behind a mask for 15 months, I’m 
ready for my coming out party! I’m sure I’m not 
the only one who watched Halston on Netflix and 
imagined themselves at Studio 54 dancing on 
a speaker draped in a backless sequin number 
(TMI?). 

All that said, If we believe that fashion is a mirror 
of society, then this color me beautiful paradigm 
shift reflects hope, cheerfulness and a desire to 
live again, I mean really live! The power of color to 
elevate our mood and communicate who we are 
cannot be overstated. Red conveys confidence 

but can keep people at bay; green, abundance; 
yellow, joy and fuchsia, self-assurance and love.
Jewelry has been no less impacted by this 
new bright lights big city state of affairs and 
designers from fine to fashion have served up 
myriad options in droves. The reality is that many 
women find it easier to embrace color through 
accessorizing, rather than head to toe dressing. 
No one could argue that jewelry owns this 
category. Consider this: a canary yellow diamond 
may spark joy, but a canary yellow jumpsuit, well 
that just sparks Big Bird. 

A colorful pair of statement earrings has the ability 
to upstage an entire outfit and tell the world who’s 
in charge. A vibrant crystal talisman will raise your 
vibrations and say more about you than your 
Calvins. Mouthwatering shades of watermelon 
and kiwi in the form of precious gemstones are 
powerful, provocative, pretty things. I recently 
spoke to a fashion/music stylist who said that she 
no longer cared what she wore on her body; it was 
all about the jewelry. I share her P.O.V. regarding 
clothing indifference and as a result, the Real Real 
has me on speed dial. 

In other words, with jewelry we can take risks, 
be bold, make a statement, be outrageous and 
we won’t be hunted down by the fashion police. 
Whether you go neon or go home, allow your 
jewelry to serve as the playground from which to 
explore the deeper meaning behind color and 
how it affects your aura. It’s the dawn of a new 
post pandemic era, so masks off, high beams on 
and don’t be afraid to shine bright like a colored 
diamond. It’s the roaring 20’s, 100 years later.

And, if anyone should ask “What’s your aura, baby”, 
reply, “Whatever I want it to be, boomer.” Ac

opposite
Rarities Sterling Silver Gold-

Plated Colored Enamel and 
Gemstone Ring; HSN. $120

this page
Malachite A U R A Necklace; 

Paige Novick, $295
below

Paige Novick
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In the few years leading up to the pandemic, 
interest in travel and experience boomed. 
Innovation in travel accessories drove consumers 
to recognize the value of products that offered 
both function and fashion for their journeys, and 
sales grew steadily.  

When consumer travel spending came to a 
screeching halt in 2020, the travel accessories 

market in the U.S. lost $2.2 billion during the 12 
months ending February 2021. However, following 
the mass rollout of vaccinations this year, rising 
consumer interest in travel has led to a steady 
improvement in luggage sales, which continue 
to climb back to 2019 levels. In May 2021, for 
example, luggage sales returned to 84% of their 
2019 levels, according to The NPD Group’s Retail 
Tracking Service.

As many travel destinations begin to announce 
vaccination policies and border reopening dates, 
consumers are indeed itching to get back out 
there. An NPD consumer survey conducted in 
May 2021 revealed that approximately one-third 
of respondents expected to return to their pre-
pandemic leisure- and business-travel behavior 
in the next three months, and another quarter 
expect to do so within four to six months. In May, 
spending on airlines, lodging and with online travel 
agencies grew 180% versus 2020, although it 
remained about 14% below 2019 levels.

Likewise, while continuing to climb from their 
spring and summer 2020 lows, TSA screened 
passenger counts remain about 30% below their 
2019 levels, based on a rolling seven-day average 
as of June 10. Luggage sales tend to track closely 
with airline passenger counts, so it comes as no 
surprise that sales have not yet fully recovered; 
however, they appear to be trending in the right 
direction. Of course, luggage isn’t only purchased 
and used for air travel. Some of the lift in recent 
luggage sales can potentially be attributed to 
road trips, as well. 

Beyond luggage, sales of accessories such 
as backpacks, handbags, sunglasses, jewelry, 
apparel, and footwear are also driven by travel, as 
consumers look for versatile, comfortable options 
and items to wear for special occasions. Therefore, 
increases in the number of people traveling also 
present new opportunities in retail, such as pop-up 
shops or product placement at retailers in popular 
travel destinations.

After being cooped up for over a year, travelers 
are excited to vacation again, and in many 
cases are able to take advantage of savings 
from the past year to plan bigger and better 
than they might have in the past, making up for 
time and experiences lost during the pandemic. 
Travel accessories that are both functional and 
innovative will be the items to watch, as consumers 
finally come up for air.  

S E N D I N G 
T H E M 
PA C K I N G

EMERGING FROM THE PANDEMIC, CONSUMERS ARE 
READY TO TRAVEL AGAIN. PENT-UP DEMAND LEADS TO 
IMPROVED CONSUMER SPENDING ON LUGGAGE AND 
OPPORTUNITY IN OTHER CATEGORIES.

by Beth Goldstein 

accessories and 

footwear industry 

analyst,  

The NPD Group
Ac
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CONSUMERS 
ARE READY TO 
TRAVEL!
More than half of U.S. 
consumers surveyed 
expect to return to their 
pre-pandemic leisure 
travel behavior within 
6 months. 

Find out what they’re buying and 
where, online and in-store, to meet 
their pent-up demand.

SPECIAL OFFER!
Contact Daniel Beirne at 
daniel.beirne@npd.com to get a 
snapshot of data for your industry.
Source: The NPD Group/Consumer Survey, May 2021
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   f o l l o w 
y o u r
  PA S S I O N

MIA BECAR 
CREATIVE 
DIRECTOR & 
FOUNDER 
BETZABE 
GONZALEZ 
SHARES HER 
DESIGNER 
ROADMAP

FOLLOW YOUR PASSION
I grew up in Guadalajara, Mexico, and, as a little 
girl, I got to see people making shoes by hand, 
which fascinated me from the start. That’s how 
and where my love and passion for the craft 
comes from. I discovered that shoes can be a 
source of confidence and a means of expression. 
In a great pair of shoes, you feel empowered to 
take on the world. My obsession with shoes grew, 
as did my collection, and I just felt this calling: I 
knew I had to design shoes that would make any 
woman feel incredible and unstoppable.  

DO YOUR HOMEWORK
I knew I had the passion and the will to design 
my own shoe collection, but I also knew that I 
needed to learn as much as possible not just 
about designing but about running a business. 
While travelling with my husband, supporting his 
career, and building our family, I made it a point 
to take bespoke shoemaking courses wherever 
and whenever possible in order to educate myself 
and develop my craft. I then went on to complete 
my BA and MBA in Business Administration. 

SEIZE THE MOMENT
When I felt I had built enough experience to take 
the next step in my career and the personal timing 
also felt right I applied to the Arsutoria training 
program, based in Milan. The Arsutoria school 
is the pinnacle of excellence in artistry, design, 
pattern making and prototyping of footwear, and 
I was thrilled to join the program. I’d spent many 
years travelling where my husband’s career with 

the Dodgers took us. Now it was my turn to follow 
my dreams, and we moved to Milan with my entire 
family’s support. Carpe diem! 

LAY THE GROUNDWORK
Education is priceless, but it doesn’t stop after 
you land a degree. Before launching Mia Becar, 
I visited and spent time with the best footwear 
manufacturers in Italy so I could work with 
production partners who believed in me as much 
as I believed in them. I now work super closely with 
our partners and have the fortune of collaborating 
with some of the most talented artisans in the 
world, making sure my designs are realized to their 
fullest potential. 

STAY CURIOUS
While I was studying in Milan, I had a very 
demanding Monday-to-Friday schedule. On 
weekends, my family and I would travel as much as 
possible visiting all the beautiful places in Italy and 
beautiful nearby European cities. What a wealth of 
inspiration – everywhere you look. The colors and 
fantasy of Gaudi, the architecture of the Galleria 
Vittorio Emanuele II, and the bold floral creations 
of the Infiorata festivals. Inspiration isn’t always 
about travel, it can come from your backyard, too. 
I am inspired by architecture and travel, but I’m 
equally inspired by the smallest details. Be open 
and the ideas keep flowing. 

DISCOVER, FOSTER, AND ELEVATE TALENT
 As soon as my business was underway, I knew I 
wanted to use the Mia Becar brand as a platform 
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Beaded flowers, handcrafted 
by female artisans, adorn 
shoes in the Salma collection; 
Mia Becar, $895
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Ac2021 DESIGN 
EXCELLENCE
AWARDS

NOMINATE YOUR 
PRODUCT FOR THE

The Accessories Council is proud to announce the 2021 DESIGN EXCELLENCE AWARDS!  The Council will 
bestow awards in 13 unique categories, offering our finalists and winners an exciting platform to celebrate 
their products.

CATEGORIES INCLUDE:
Eyewear, Footwear, Handbags, Jewelry, Personal Accessories, PPE, Tech and Innovation, Sustainability and 
Social Impact. 

Our goal is to enhance awareness and stimulate sales at the wholesale and retail level.

IMPORTANT DATES & DEADLINES 
Submission Deadline: 
April 1-July 16, 2021 
Finalists Announced: 
August 2, 2021 
Winners Announced: 
September 8, 2021

SUBMISSION FEES 
Submission Fees (per item): 
Member Entry: $125 
Non-Member Entry: $150

For detailed information and to 
submit your entry, please visit 
www.accessoriescouncil.org 

For questions, please contact 
leena@accessoriescouncil.org.
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for fostering and sharing talent. I am deeply 
passionate about my Mexican heritage and 
Mexico’s traditional handcrafts, so I designed 
the Salma collection to feature beautiful hand-
beaded flowers, crafted by female artisans of 
Wixárika, one of Mexico’s oldest indigenous 
cultures. This collection holds a special place in 
my heart – it’s a way of sharing the exquisite work 
these women do with the world. They have also 
created some anklets for us – and we hope to 
continue to work together to share their talent 
through our designs. 

DO GOOD & GIVE BACK
We founded the Mia Becar Foundation in 2020, 
in partnership with the California Community 
Foundation. Its core mission is to support 
entrepreneurial women all over the world, of all 
ages, in areas of arts and culture, education, 
health, and wellness. The pandemic hit just as we 

The Bree collection, inspired 
by Betsy’s husband’s 
professional baseball career. 

Mia Becar Los Angeles Pop-Up

were starting our foundation work, so, for a period 
last Spring, we donated all sales to the COVID-19 
Emergency Response Fund at CCF. Since then, 
we’ve worked with Grameen America, a nonprofit 
organization that empowers and uplifts female 
entrepreneurs, in an effort to highlight their 
amazing work.

TURN ADVERSITY INTO OPPORTUNITY
Just two seasons into the birth of Mia Becar, Italy 
and all our manufacturing partners, went into 
total lockdown because of Covid and like many 
young companies we had to pivot. Our DTC model 
is based on a continuous stream of new product 
deliveries rather than a traditional seasonal 
model.  So, while we maintained as much novelty 
as possible given the circumstances, we took the 
“down time” forced upon us by the pandemic 
to get to know our customer better. We also 
incorporated the new reality of working from home 
into our design ethos to include a new assortment 
of styles. Production is back on track now and 
because of the work we did during the last year 
we are even better equipped to dialogue with our 
audience, understand their needs, and stretch our 
design offering while staying true to the core of the 
brand. In fact, we will be launching a sneaker in 
July with dear friend and artist Micah Johnson and 
I took courses in sneaker design to full appreciate 
and understand the genre – that goes back to 
doing your homework!

EXPLORE AND INNOVATE
Even though DTC is our core business model we 
chose to open a pop-up store on Melrose with 
the goal of creating a physical hub for new ideas 
and interactive experiences that go beyond 
the simple sale of a shoe. As COVID-19 safety 
measures permit, we are planning a series of 
interactive events working with local businesses 
and partnering with brands (like fellow AC member 
EPONA VALLEY) that share our design ethos and 
desire for community building. Basically, we are 
always in movement, always looking to inspire, 
and always expanding our audience. In today’s 
market, you need to keep nurturing the sacred 
relationship with the customer. Ac
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c o n s u m e r s  a r e 
n o  l o n g e r  c o n s u m e r s , 
t h e y  a r e A D V O C AT E S 

o f  C H A N G E

FASHION WON’T 
BE SUSTAINABLE 
WITHOUT 
GOVERNMENT 
OVERSIGHT

WRITTEN BY:
NICOLE STEIN 
& SONIA HYLLING 
CONTRIBUTING 
EDITOR;
JEANINE BALLONE 
FASHION 4 
DEVELOPMENT

The fashion industry is in turmoil. The ongoing 
pandemic left a deep mark, with the majority of 
brands facing significant drops in revenue. 2020 
marks the worst year to date, with a reported 90% 
decline in economic profit across the industry. The 
pandemic has also further accelerated digitization 
in fashion, leading to an unparalleled shift in 
consumer behavior. Consumers are “embracing 
digital innovations like live streaming, customer 
service video chat, and social shopping,” putting 
pressure on fashion companies and brands to 
quickly find their sweet spot in a digital world.

If navigating digitization was not challenging 
enough, the role of consumers has evolved as 
well. A staggering 87% of Gen Z are concerned 
about humanity’s impact on the world and feel 
business should make doing good a central part 
of their activities. Being a niche market and topic 
for decades, sustainability in fashion has recently 
evolved into a mainstream movement with rising 
consumer awareness for its implementation. 
Consumers are no longer consumers; they are 
advocates of change.

As environmental and human rights violations 
are a constant alarming issue, and consumer 
demand for more sustainable products, a 
regulatory framework is needed for actual 
systemic change. Today carbon neutrality and 
compliance with the Paris Agreement is the 
baseline for companies. However, to stand out 
and make a lasting impact for their customer 

and competitive landscape, brands’ ambitions in 
sustainability need to go beyond their usual scope 
of action. Disruptive change, such as: becoming 
a force for good businesses (aka. BCorp), ensuring 
a carbon positive value chain, and enabling 
circular systems, are transformative processes on 
all levels. Whereas incremental changes will not 
lead to the change needed. Many fashion brand 
collectives, agencies, and initiatives have set new 
standards for regulating the fashion industry, 
but these multitudes of sustainability initiatives 
remain small-scale efforts. While every brand is 
responsible for its own operation, systemic change 
is only feasible if carried by a global movement. 
Even if the collective awareness for sustainability 
is growing, the lack of industry standards and 
certifications are barriers to customer’s responsible 
and informed purchase decisions.

While technology is often presented as the 
panacea for many fashion industry’s challenges, 
it can’t save the fashion industry on its own. Tech 
can help boost traceability and, thus, increase 
transparency in supply chains. AI can support, 
i.a. predicting demand and, in consequence, 
reducing overproduction. Furthermore the benefits 
of working with data are continuously proven – 
enterprises with strong corporate data literacy 
have up to 5% higher enterprise value.

However, implementing deep tech applications – 
be it blockchain-based tracking or AI-enhanced 
platforms – is an investment and not usually one 
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any brands take lightly, especially in times of 
financial uncertainty. Boston Consulting Group 
assessed that the fashion industry would need up 
to $30 billion of financing annually to develop 
and establish technological solutions to meet 
sustainability needs.
        
Given the challenges ahead, it is no surprise the 
fashion industry started calling for a captain 
to help them reach the safe shore – In the US, 
a fashion “czar” would steer digitization and 
sustainability. However, maybe it is not a fashion 
czar but targeted governmental activities that can 
support the industry needs. While governmental 
involvement and oversight always seem to be 
linked to dystopian fantasies, best practice 
examples worldwide show that governmental 
oversight can enable companies and consumers 
to sustainable change.

In Hong Kong, the government has funded The 
Hong Kong Research Institute of Textiles and 
Apparel Limited (HKRITA) to develop sustainable 
solutions for the industry, including fabric recycling 
machines. This is a revolution and a significant 
step forward for retaining fiber integrity in recycled 
blended materials. In France, the zero-waste law 
stops brands from destroying unsold products and 
makes micro plastic filters mandatory in industrial 
washing machines.

Governments worldwide are willing to (co-) invest 
to scale up innovative and digital infrastructures, 
facilitate sustainability in the supply chain and 
develop consistent global standards.

Government oversight can also help solve another 
intertwined challenge: data in fashion. Analogous 
to most industries, data quality in fashion is 
deficient, resulting in skewed analyses and reports. 
The lack of reliable data can be addressed with 
targeted governmental regulations, forcing 
long-overdue transparency from corporations. 
Government agencies have the incentives to 
quantify impacts. From collecting data from 
paying for recovery efforts after natural disasters 
caused by climate change to cleaning waterways 
of toxic chemicals caused by dyes and capturing 
carbon taxes emissions, among others. Measuring 
and monetizing negative externalities allow taxing 
companies that do not comply with regulations 
and use these taxes to fund innovations which 
can help fund material innovation and build 
infrastructures for recycling facilities.

Further, enabling transparency and traceability 

with trusted government certifications and 
communication, brands can stop greenwashing 
while informing and engaging shoppers. 
Government involvement can ensure industry 
standards and certification to support 
environmentally sound socio-economic 
development plans actively. Alongside product 
labeling, campaigns and online platforms for 
discussion and engagement can inform people 
how brands take action. Transparency helps 
clarity of messaging and guidance for full closed-
loop, empowering customers to play their part 
as well. People want to be involved in issues that 
concern them. Engaging customers with rewarding 
sustainable behavior and making actions for them 
easy and enjoyable will increase behavior change.

Once more the need for expanding the 
understanding of sustainability in fashion becomes 
evident, but also highlights the necessity for 
governmental oversight to support sustainability 
efforts on a large scale beyond the mainstream 
environmental issues. This must include the 
often neglected social externalities like race and 
gender inequality, as well as stakeholders’ health 
(including mental health). Fifty-five percent of 
consumers expect fashion brands to care for the 
health of employees in times of crisis. The last 
year has shown society’s need for positive change 
and inclusion. Our understanding of sustainability 
needs to reflect these movements beyond 
quantitative measures.

We need to create a global framework for actual 
systemic change and enable customer trust. 
The industry needs to be held responsible for 
its environmental and human rights violations. 
Governmental oversight, supported by technology 
throughout the fashion value chain, is bound to 
make the difference with a fashion czar or without 
one. In the UN Decade of Action, we need to stop 
talking but incentivize companies and consumers 
alike to act for change.

The lack of regulation and traceability in supply 
chains, while not wholly solved, has been replaced 
by greenwashing targets that do not instigate 
systemic change. The lack of specific, quantifiable 
targets and the aspirational objectives and 
voluntary based will not allow for faster and 
impactful change that is needed. To reach net-
zero emissions by 2050 and cut 45% of emissions 
by 2030, the industry needs to set bold targets in 
compliance with regulations. Solutions exist and 
have existed for a decade. So, why is the fashion 
industry still one of the biggest polluters?
   

Ac
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d e s i g n i n g  a 
s m o o t h 

R E T U R N  T O 
T H E  O F F I C E 

HOW SMALL 
DESIGN 
CHANGES CAN 
MAKE A HUGE 
DIFFERENCE IN 
HELPING YOUR 
TEAM EASE BACK 
INTO THE OFFICE 
HAPPILY AND 
SAFELY.
BY RACHAEL 

GROCHOWSKI 

As the world comes back to life after our collective 
COVID-hibernation, executives and entrepreneurs 
everywhere are re-opening their offices and 
welcoming their employees back, hoping to restore 
a new kind of normal at the office.  But what will 
normal look like in our workplaces and how do we 
make employees feel more comfortable returning 
to the office? As an architect and designer, I am 
having these important conversations with my 
team and all of our commercial, hospitality, and 
retail clients. When our teams return to the office, 
how can we help make them feel grounded, 
safe, and ready to collaborate? Design solutions 
are a simple way to ease both the physical and 
emotional re-entry process. Here are a few 
suggestions on how small changes can have a big 
impact in making everyone feel more at ease as 
they return to the workplace. 

CREATE SOME DISTANCE 
Creating more distance between workstations 
is an easy option, especially since many of 
our teams are coming back in shifts vs. all at 
once.  Alternating the use of desks creates 
some separation. Or, if you have long, shared 
worktables, installing dividers and shields to set 
up individual workstations could be a simple 
solution.  It’s also important to remember that 
we’re all emerging from a very isolating period. 
Even though social interaction is a huge benefit 
of returning to the office, some of our colleagues 
may still need some alone time so they can 
destress. If you don’t have one already, creating 
separate eating areas where employees can 
quietly enjoy a snack or meal can be a welcomed, 
simple pleasure. We also have clients who have 
allocated separate rooms where employees can 
escape to for workday meditation, prayer or even 
some gentle movement like stretching or yoga. 

GO WITH THE FLOW
Flow within and between spaces is essential to how 
we experience our environments. Temporary floor 
decals and signs could give way to permanent 
markers; furniture can be rearranged to help 
maintain safer distances; hallways could become 
one way. Strategies to dictate more intentional 
movement or behaviors can be reassuring, 
especially in these uncertain times. 

Rachael is the founder 

and principal of NYC-

area architecture and 

design firm RHG 

Architecture+Design
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BUILD COLLABORATIVE SPACES THAT FEEL  
LIKE HOME
To encourage casual collaboration, try 
transforming a conference room into a comfy 
living room with some soft seating. Gentle 
reminders of home can be introduced to offices 
to add warmth. We often toss in pillows or throws 
to add pops of color and texture. And if your work 
environment has glass walls or partitions, curtains 
can help maintain privacy. That simple accessory 
is an invitation to pause for a few moments, to rest 
and regain focus.

BRING THE OUTSIDE IN 
Whether your office has windows or not, any 
connection to nature introduces an immediate 
sense of calm to any environment. We often bring 
in different varieties of plants and flowers to help 
bring the outside inside. And since all of our senses 
help us interpret our environment, the introduction 
of a calming fragrance can change the way 
people feel in any space. Whether it’s through the 
use of essential oils, candles or diffusers, pleasing 
aromas help us connect back to nature and 

remind us to be present. And of course, if you’re 
lucky enough to have an outdoor space at your 
office, transforming it into a comfortable gathering 
space is as good for business as it is for the soul. 

The function of a space – even if it’s altered 
slightly by rearranging some furniture, adding 
some pops of color or bringing in some flowers 
and plants – can significantly contribute to our 
sense of wellbeing. In ordinary times, we often 
spend more hours at our workplaces than we do at 
home. But we all know this is no ordinary time. As 
business leaders, we should all strive to create work 
environments for our employees that comfort and 
sustain them, inspire them to be their best selves 
and most importantly, convey to them that we truly 
appreciate them. 

Rachael Grochowki is globally-recognized 
architect and designer. Her firm, RHG 
Architecture+Design (@rhgdesign) has led the 
building and design of award-winning 
commercial and residential properties throughout 
the country. Ac

The use of curtains, 
home-like furnishings, 
lighting, and plants can 
change a generic office 
setting into a comfortable, 
safe, and thriving 
environment.
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On many retail teams, the people are linked 
together by nothing more substantial than the fact 
that they all work at the same place or in the same 
store. They’re a “team” in name alone. There’s 
no shared purpose, no camaraderie, no sense of 
belonging.

Let me tell you: Working on those teams is no fun. 
Neither do those teams produce the best results. 

In contrast, when there’s a sense of belonging, 
team members are engaged, motivated, and 
excited to stick around.

Those are the kinds of teams I like to work with, 
and I’m sure you feel the same way, because the 
culture of your store/company and the people who 
work there every day has a significant impact on 
your happiness, your results, your reputation, and 
your overall success.

Sometimes a sense of belonging happens 
naturally, but you can’t count on it. As a leader, 
you have the power to change your culture, and 
you should start with belonging.

ASK EVERYONE TO DREAM BIG
The core of belonging is feeling like you and your 
work matter to the team. One of the best ways 
to show your team members that they matter is 
to simply talk to them about their goals and the 
impact they want to have. This shows not only 
that you care about them and believe their work 
matters, but that you value their input. 

Talk to each team member about their dreams 
and career aspirations, how they see the store/
company environment, and how they can 
contribute to making it successful. Tell them to 
imagine the possibilities, and then ask them to 
consider these questions:

– What would it look like if we were to do our very 
    best every day?
– What would we like to be known for?  
    (This is one of my favorites for any individual         
    conversation or team.)
– What accomplishments would we be most proud 
    of?
– What will it take for us to get there? What do we 
    need?
– What’s the most important way you, as a team 
    member, can help us get there?

When team members imagine exceptional results, 

W I N N I N G 
R E TA I L 
C U LT U R E
THE FOLLOWING IS ADAPTED FROM RETAIL PRIDE

By Ron Thurston
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whatever success looks like to them, they will 
likely understand what leads to those results. They 
will also feel more personally invested, because 
you’re not telling them what to do; rather, they’re 
determining their purpose for themselves.

Incredible things can happen when people 
discover their purpose, link it to the values of their 
team and/or that of the company, and create a 
vision for how they will fulfill it. Sometimes you just 
need to dream big.

RALLY BEHIND CUSTOMER-CENTRICITY
Belonging really takes root when you generate a 
deep sense of shared mission and purpose, so that 
you and your team members know you share the 
same values and are working toward the same 
goals. 

A compelling purpose supports the great 
conversations needed to turn goals into reality, 
so that everyone anticipates an exciting future 
of success together. An inspiring vision, rooted 
in belonging and communicated confidently to 
the team, provides a rallying cry that energizes 
everyone to accomplish big things!

In a healthy culture, people serve a vision bigger 
than themselves, and in retail, that always begins 
with how we choose to serve others. The core 
of your shared mission will thus be customer-
centricity. It’s essential to always keep in mind the 
experience you want your customers to have and 
communicate it intentionally and consistently.

Here are three simple guiding principles to use  
as a filter in developing belonging through 
customer-centricity. 

– Customer-centric teams are passionate, and     
    honestly believe the customer comes first. They 
    know that without the customer, they cannot 
    succeed in business. They want to see the world 
    through the customer’s eyes.
– They focus on what the customer wants and 
    needs and develop products and services 
    accordingly.
– They concentrate on building relationships     
    designed to enhance the customer’s product 
    and service experience.

VOLUNTEER TOGETHER
Sometimes finding belonging at work is not 
about the day-to-day business, but the bonds 
and memories you create outside of work. Great 
companies make commitments to the bigger world 
around them, and volunteering as a team is a 
great way to build a sense of belonging. 

Volunteering gives you the chance to positively 
impact the people and community around you. 
Even helping out with the smallest tasks can make 
a real difference to the lives of people, animals, 
and organizations in need.

I joined the Board of Directors of GOODWILL 
NY/NJ in 2019. Their mission aligns closely to 
what I believe: that our primary responsibility as 
leaders is eliminating barriers to employment. 
My contributions in teaching them how to run a 
great fleet of retail stores has helped increase 
their revenue and, therefore, helped get people to 
work. 

Share your involvement in activities like this 
to illustrate how you value being part of the 
community, and encourage your audience to join 
you in the effort. 

WE ALL IMPACT CULTURE
We all have the power to influence company 
culture, especially when it comes to belonging. 
Belonging is a shared experience, and the strategy 
for creating it should involve a variety of people on 
the team. 

You can involve your entire team in the creation 
of belonging by asking everyone to dream big, 
rallying behind a shared purpose of customer-
centricity, and volunteering together. With these 
efforts, you will build the kind of belonging that 
improves motivation, health, and happiness for 
the entire team, letting you support each other 
through both good and tough times. Ac
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LESS OVERPRODUCTION, MORE PROFITS –  
HOW GOVERNMENTS CAN KICK-OFF THE FUTURE OF FASHION

Embracing digitization can make the fashion 
industry more sustainable and lucrative.

What could help the fashion industry and its 
sustainability challenges? Digitalization is a tool 
to interconnect the supply chain. It presents 
many benefits such as engaging customers via 
product communication, enhancing traceability, 
and thus, increasing transparency; procurement 
with AI helps predict demand and ultimately 
reduce overproduction, and smart manufacturing 
helps manage resource consumption. Producing 
sustainably is one step, producing less is more 
crucial. Smaller production volumes sound 
counter-intuitive when targeting economic 
growth. It is, in fact, a measure usually connotated 
with crisis management. However, decreasing 
production volume does not need to decrease 
profits but rather to rethink business models and 
introduce new revenue streams or reduce costs.

In total, 10% of global annual CO2 emissions are 
attributable to the fashion industry. At this pace 
and with unchanging growth rates, the textile 
industry will be responsible for more than 50% 
of total carbon emissions. Although consumers 
seem to have developed an increased awareness 
for sustainability and environment-conscious 
consumption – especially in Europe – this change 
in attitude does not necessarily translate into 
actual purchase or consumption behavior. A post-
truth era reached fashion: facts are constantly 
diluted and opinions manipulated, resulting in 
uncertainty as to which offers are truly sustainable.

Eco-friendly and sustainability-focused voices 
have become louder in the wake of the ongoing 

pandemic, allowing for the hope that long-term 
effects on behavioral tendencies are in reach.

Sustainable materials are a drop in the ocean – 
literally.

Introducing new fibers and zero-waste designs 
is all fair game. Reducing travel during fashion 
months is common sense considering the 
ongoing Covid-19 pandemic and its aftermath. 
However, these measures are but small steps. It 
is necessary to address the elephant in the room: 
hyperproduction: Industry overproduction runs 
at an incredible 30 to 40% each season. With 
this continuous exponential growth, the fashion 
industry is expected to produce 160 million tons 
of clothing by 2050. The rationale behind this 
absurdity is evident: growth remains the central 
KPI, and it is currently measured as if increased 
production was the one and only lever to increase 
profits.

The majority of the $1.3 billion-strong fashion 
industry relies on the equation that higher 
production results in increased revenue. Yet, the 
industry’s current state reveals the first symptoms 
of a looming systemic failure: tons of unsold stock 
and textile waste whose recyclability and recycling 
quota remain largely unaccounted for.
        
 C&A’s “Wear the change,” Zara’s “join life,” 
or H&M’s “CONSCIOUS” are offering cheap 
fashion and a clean environmental conscience. 
But the massive volume of items they produce 
at a weekly collection turnover and free and 
fast delivery service will never be sustainable. 
Awareness Campaigns should emphasize the 
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fact that no matter what, cheap products are 
never sustainable. As the author and journalist, 
Lucy Siegle rightly said: “[Fast] fashion is not 
free. Someone somewhere is paying.” This 
overproduction is damaging on both ends of the 
supply chain – with raw material extraction, water 
and air pollution, and ending landfills after use or 
due to unsold/returned inventories.

The only way to alleviate this would be to switch 
to a service model and invest in digitization and 
transparency. We see once again the need for 
mandatory sustainability reports that clearly 
present brands’ environmental and social impacts 
and for brands to be held accountable for their 
products during their entire life cycle. Promising 
laws for this are France’s Anti-Waste law which 
bans brands from destroying unsold products and 
making microplastic filters mandatory in industrial 
washing machines. In Germany, in addition to 
transposing waste legislation adopted under the 
European Union’s Circular Economy Package 
into national law, [the government] introduced 
a “duty of care” (Obhutspflicht) which will require 
distributors in case of distance sales to ensure 
that the goods remain usable if returned by the 
customer and do not become waste.

On the other hand, service models including 
rental, repair, along with resale could help 
maintain low retail prices for customers who want 
to buy sustainably but cannot necessarily afford 
premium prices. Furthermore, extending the scope 
of business models to services like repair, redesign, 
and upcycling can help turn less knowledgeable 
consumers into customers, and thus, increase 
revenue for fashion brands.

Maintaining the same level or even a higher level 
of profitability can be achieved with the help of 
technology. For digitization to be system-altering, 
its challenges in the status quo must be assessed, 
especially considering current online operations.

In this context, return processes and costs 
continue to be the most pressing issues. Returns 
from online shopping range between 15 and 40%. 
Customers are prone to order multiple similar 
items to try on and to ship back the discarded 
options. This behavior can partially be explained 
by looking for a particular look they are not able 
to recreate due to inaccurate product descriptions 
and illustrations – and the lack of standards in 
fitting and sizes. By understanding key issues that 
trigger returns – among various other challenges 

– respective digital solutions can be identified.
For this specific example, the integration of
virtual showrooms with photo-realistic yet
customizable content – similar to emerging use
cases in real estate applications – might support
the customer’s selection process. Furthermore,
an automated similarity index and industry-
overarching standardized sizes can help choose
the right items and ensure their proper fit.

 Another great digital solution is the in 3D: 3D 
body scanning for capturing the exact shape 
and look of a human body with a smartphone 
camera, allowing the perfect fit for customers 
while capturing data sizing to reduce returns and 
increase conversion.

Fashion needs a game-changer in its efforts 
to act more responsibly. Combining new 
technologies to ensure more sustainable fibers 
while decreasing total production volume and 
making sales more efficient is the equation the 
fashion industry should dogmatize. This new kind 
of growth can help us save the industry – and 
our planet.

Because data is based on loose standards and 
self-reporting, the amount of data and data 
quality remain a major challenge. If we cannot 
trust data, how can we implement solutions? 
Only large-scale service retailers, properly 
funded recycling technology, and predictive 
production will allow overconsumption to 
decelerate. Integrating technology throughout 
the fashion value chain is expensive. Due to 
the high initial outlay, a lack of appropriate 
infrastructure, and a potential lack of 
guaranteed return on investment, governments 
have the most significant fiscal power to 
facilitate such projects.

As governments focus shifts in the aftermath of 
the COVID-19 pandemic and global economic 
crisis, the COP26 UN Climate Change Summit is 
considered significant. It will be the first COP to 
take place after the landmark Paris Agreement’s 
measures take effect. While it is expected for the 
COP26 to finalize “implementation guidelines” 
for Article 6 of the Paris Agreement, which has 
to do with “cooperative approaches” to tackling 
climate change, it is the first opportunity since 
then for nations to come together to review 
commitments and strengthen ambition. Will it 
trigger a new wave of effective global climate 
action for the fashion industry?

40%
Ac
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DRINK-À-PORTER
YOU CAN FIND IZMEE STEEL BOTTLES IN THE BEST FASHION STORES.

    IZMEE.COM
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“What does your business stand for?” Simon 
Mainwaring, New York Times-bestselling author 
and founder/CEO of We First, Inc, asked the 
audience at the 2020 Accessories Council 
Business Workshop. “If you haven’t figured it out 
yet, now is the time because business as usual 
doesn’t cut it anymore.”

One of the most important lessons of the last 18 
months is, in fact, just that. Customers, investors, 
and potential employees are putting their 
collective muscle behind brands that are purpose-
driven. “Building a foundation that is strong on 
social, environmental and governance issues is 
crucial,” said Mainwaring. “Consumers, employees 
and investors want to buy from, work for, and 
invest in companies that are doing (something) 
good.” 

In 2008, Mainwaring listened to Bill Gates’s 
speech on “Creative Capitalism” at The World 
Economic Forum. Gates stressed the need for 
businesses, governments, and non-profits to work 
together to solve global challenges and social 
inequities. For Mainwaring, it was an inflection 
point. “We are all human beings sharing the 
same planet,” he said. “We have a responsibility 
to work together for a higher cause.” Inspired to 
be a facilitator of change, Mainwaring founded 
We First, Inc., a strategic consultancy that drives 
growth and impact for purpose-driven brands.  

m e a n i n g f u l       
      C H A N G E

SIMON MAINWARING’S NEW BOOK, “LEAD WITH WE” 
IS 2021’S MUST HAVE ACCESSORY. 

New York Times Bestselling Author of We First

S I M O N  M A I N W A R I N G

L E A D
W I T H

WE

THE BUSINESS REVOLUTION THAT

WILL SAVE OUR FUTURE
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Recognizing how quickly social media was 
emerging as a powerful and real time tool for 
brands and consumers, Mainwaring explored the 
theme and its impact in his 2011 bestseller, “We 
First: How Brands & Consumers Use Social Media 
to Build a Better World.” In the book, he details 
how doing “good business” can have a positive 
impact on corporate culture and ultimately add to 
the bottom line. A win-win from every angle.

There were, of course, many companies making 
positive changes to their branding and marketing 
pre-pandemic. Sustainability efforts and concern 
for the environment, were and continue to be 
top priorities for brands like Patagonia, Allbirds, 
and Timberland. These leaders and their strong 
purpose-driven platforms have employed long-
term strategies to not only build their brands, but 
to disrupt the industry — becoming, along the 
way, darlings of the press and investors, and the 
go-to brands for loyal consumer audiences. At the 
same time, established companies, including VSP, 
have moved to re-examine policies and develop a 
corporate-wide platform that speaks more directly 
to the idea of a purpose-built brand. Something 
a young generation of founders — TOMS shoes, 
Kamaria jewelry, and Thula Tula blankets — know a 
thing or two about, having made a purpose-driven 
cause the foundation of their existence.

“2020 accelerated the demand for meaningful 
change,” Mainwaring said. “Today one must have 
an authentic, transparent, and genuine voice.” 
There is an expectation that business will make 
a commitment to be good to the environment, 
support social causes, and take a stand on 
governance issues. “Silence is complicity. You 
need to take a stand. Seventy-eight percent of 
consumers want the companies they support to 
take a position on political and social issues, and if 
you sit on the fence it does more harm than good 
to your brand,” he stressed.

Recent events in Georgia speak directly to this 
point. When the state tried to restrict voting 
rights, Delta Airlines, and Coca-Cola – both 
headquartered in Atlanta – were pressured to take 
a stand and Major League Baseball pulled the All-
Star Game from the state to express their concern 
over the state’s actions.  

The murder of George Floyd in Minneapolis 
was another catalyst for change. A number of 
companies quickly spoke up and made statements 

to support the Black Lives Matter movement. 
But consumers were swift and passionate in their 
response to those they believed were joining 
the conversation but stopping short of taking 
action. For example, L’Oréal, Zimmerman, and 
Anthropologie were pressured by consumers 
and former employees to do more than post on 
corporate social media accounts. “It’s critical that 
there be a plan in place so when your company 
puts out a communication, there is real substance 
and conviction behind those words,” Mainwaring 
stressed. “Having a purpose-driven platform is 
your guide in times of crisis.”

After a decade as CEO of We First, Mainwaring is 
convinced that there are striking similarities across 
industries. A broad range of companies had strong 
mission statements and were clear on what they 
did, but few could easily answer: Why do we do 
what we do? Mainwaring spent the last three years 
creating a roadmap to “why” and provides a step-
by-step guide in his new book “Lead with We”, now 
available on Amazon. 

“Lead with We” is a template for how companies of 
all sizes define their purpose and develop tools to 
communicate what they stand for, both internally 
and externally. These elements are the building 
blocks for a strong brand foundation that will 
facilitate strategic decision-making and pave the 
way for a profitable future.  

“The accessories industry is better positioned to 
embrace and adopt purpose than most because 
it specializes in items that have personal meaning 
to the customer,” said Mainwaring, stressing 
that company size doesn’t matter. “From large 
corporations to small startups, 
now is the perfect time for 
reflection and to retool your brand. 
Having a strong position will help 
differentiate your company in your 
category and leverage these new 
market forces to drive growth.”

Mainwaring summed it up well: 
“By leading with we — that is, by 
serving collective well-being and 
emphasizing the importance of the 
role that everyone can play to that 
end — you can not only help solve 
the escalating challenges we all 
face, but also unlock extraordinary 
growth for your business.”  Ac
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VSP GLOBAL 
EMPOWERS 

HUMAN 
POTENTIAL 

THROUGH SIGHT

It was August 2019 and Wendy Hauteman had 
just been promoted to Chief Marketing Officer 
of VSP Global. The company, established in 1955, 
was about to celebrate its 65th anniversary and 
only one year prior had named Michael Guyette 
president and CEO. They had recently finalized 
their latest acquisition, retailer Visionworks, an 
addition that would double their size.  

Founded as a not-for-profit, VSP had grown to 
be the largest provider of vision insurance in 
America, covering nearly 90 million members 
through a network of 40,000 doctors. Their 
divisions now included VSP Vision Care, Marchon 
Eyewear, VSP Optics, Eyefinity, Visionworks and VSP 
Ventures. The company had benevolent origins 
and remained committed to giving back through 
VSP Eyes of Hope, their charitable platform 
that provides free eye exams and eyeglasses to 
individuals in need.  

Hauteman knew it was a critical time to stop and 
reflect on the business. The team was united in 
“WHAT” they did: “We help people see”, but in her 
new role as corporate storyteller, she needed to 
be able to explain the “WHY” behind the business.  
She knew that by defining their purpose, they 
would have a north star to unite their divisions, 
strengthen their organization and pave the way 
for their growth. 

VSP Global already had been using the concept 
of purpose in their business strategies, but the 
company’s board, CEO and senior team knew 
Hauteman’s vision of better defining their tenets 
would inspire innovation and be a long-term 
commitment to their corporate architecture.  

They engaged Simon Mainwaring, founder/CEO 
of “We First”, an agency specializing in purpose 
driven branding to facilitate the process. Using 
Mainwaring’s established formula (laid out in his 
new book “Lead with We”) the team began the 
multi-month project.

Hauteman knew it would be imperative to have 
corporate buy in and input, so a core team 
was established, representing every part of the 
business, and they worked to uncover the themes 
and aspirations about the company’s ‘reason for 
being.’ The team was encouraged to participate 
with open minds and leave behind any sacred 
cows. They deliberated over every word, knowing 
that it was important to take the time to get 
exactly the right meaning.     

The results were powerful and in December 2020, 
they unveiled the VSP Global Purpose: To empower 
human potential through sight. Hauteman shared 
in a Forbes article, “The word ‘empower’ was very 
important to us. We’re a humble organization and 
we want our stakeholders to have the spotlight. 
We want to empower our doctors, clients, and 
members. This statement has become a guiding 
light for us, especially through the pandemic in 
2020, where we really had to pivot in all areas of 
our organization.”

Along the way, they tweaked their mission 
statement to add impact shifting from “We 
help people see” to “We help people see every 
possibility”. They developed important messaging 
points: A commitment to care, a passion to 
empower, and a promise to reinvest. Hauteman 
sees this as a guide for marketing, decision 

r e F O C U S
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making, and it created a common language 
and direction across their very different business 
units. They also created a team of 65 ‘purpose 
ambassadors’ made up of employees across the 
business charged with leading conversations and 
sharing stories on how purpose was coming to life 
within the organization.

Hauteman couldn’t have imagined that they 
would be tested just a few months later, adding, 
“the need for eyecare doesn’t go away during a 
pandemic.” The VSP Global team stepped up to 
support their providers, donating nearly 40,000 
face shields to the doctors. They offered grants up 
to $10,000 to help VSP doctors offset hardships 
and reconfigure their offices for safe patient visits.  
They also expanded ‘essential and emergency 
medical eye care services’ for their members, 
which allowed them to seek care directly from their 
VSP doctor instead of going to the emergency 
room. And while the VSP Eyes of Hope mobile eye 
care clinics paused outreach events during the 
pandemic, the company pivoted and worked with 
partners to distribute gift certificates to ensure 
those in need could get the no-cost eye care they 
needed. 

The company’s refreshed purpose continues 
to find momentum outside its walls. This year, 
Marchon NYC, one of the company’s proprietary 
eyewear brands, partnered with GLAM4GOOD, 
the award-winning empowerment program and 
non-profit. Through the partnership, Marchon 
NYC will donate optical frames and sunglasses, 
as well as funding and access to no-cost vision 
care through VSP Eyes of Hope in support of 
GLAM4GOOD. 

Hauteman said the partnership is a great 
extension of VSP’s purpose, as it combines with 
GLAM4GOOD’s work to empower people through 
self-esteem enhancing forms of support like new 
clothing, eyewear, beauty products, accessories, 
and other confidence building services and 
experiences. 

As VSP looks ahead to the next 65 years, purpose 
is its guide. Hauteman underscored that taking the 
time to better articulate the company’s ‘why’ has 
oriented the brand for the future. “Eye care truly is 
health care, and we are energized by our purpose 
and the impact it has by unlocking better health 
outcomes for those we serve, and ultimately 
empowering their potential.” Ac
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As headline after headline fills the news cycle with 
stories of sexual abuse and social injustice, two 
female co-founders are doing something about 
it. Ellie Clougherty and Kristen Malinowski, both 
survivors of assault in college, have created one 
of the only nonprofits that gives direct financial 
assistance to other student survivors through the 
sales of their jewelry company, Kamaria.

Their journey began when Ellie left Stanford 
University to begin therapy to treat her PTSD. She 
was determined to finish her class requirements to 
graduate, but she was enrolled in a silversmithing 
class and no longer had access to the workshop. 
To finish her course, she invested in the tools 
required to work from home, and never stopped. 
As part of her healing, she made jewelry by hand 
as a creative outlet. 

As she learned to assemble the components, she 
found purpose and began to rebuild her life. Her 
first piece was a Buddha amulet, a symbol of 
strength and protection.   

Joined by her cousin Kristen Malinowski, Ellie, and 
her mother Anne Clougherty, became crusaders, 
speaking out and testifying for survivors’ rights 
on Capitol Hill, their hometown. Along the way, 
Ellie continued to make jewelry and gifted 
bracelets to other survivors she met as a symbol 
of solidarity. Inspired by the positive reaction to 
her designs, Ellie and Kristen, a recent graduate of 
the University of Virginia, teamed up to learn the 
jewelry trade.

Encouraged by Anne to get practical experience 
in the trade, the cousins headed to New York City, 
where they walked the diamond district to source 
materials and seek an apprenticeship. Their efforts 
landed them an invaluable 6-month training with 
John Pierre Kabbabe, who ran a jewelry academy. 
Under his tutelage, Ellie and Kristen received 
hands-on lessons in casting, wax-carving, and 
stone-setting.  

Kamaria founders: 
Ellie Clougherty and 
Kristen Malinowski

K A M A R I A
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Inspired and committed to launching their own 
brand, in 2016 they invested in CAD software, a 
3D printer, a laser, and welding tools, and taught 
themselves how to use them. Anne continued to 
offer advice and encouragement. “You can do it,” 
she told them. “Be confident in your own ability.”  

Kristen and Ellie named their brand Kamaria, 
which means moonlight in Swahili. Ellie explained, 
“We were moved by the symbolism of that name, 
even when you are alone and surrounded by 
darkness, the moon provides a light.” 

The cousins believe it is important that the brand 
gives back, so with Anne’s help, they launched 
Restore Dignity, a non-profit which gives 
direct support to survivors of power-inequality 
trauma, including victims of sexual assault, 
intimate partner violence, domestic violence, 
and stalking or hazing during their pursuit of a 
higher education. Ten percent of the company’s 
profits are donated to the cause, with 100% of 
the money funding victim’s tuition, medical, and 
housing costs. The goal is to provide validation, 
ease financial burdens from an unjust trauma 
and to help those in need survive and thrive. The 
charity has helped over 30 students since it was 
launched, including a woman whose diploma 
was held up because she had failed to pay for 
her rape kit — Restore Dignity stepped in and 
paid the bill. “It’s not always about the amount 
of money,” Ellie explained. “It’s about helping 

expedite recovery.”

Kamaria launched their signature butterfly 
necklace design in 2018 and today it is offered 
in over 100 one-of-a-kind variations. The team 
designed the butterfly together, spending 
countless hours perfecting the shape of the wing, 
which has become a distinctive feature in the 
market.  

“The butterfly represents hope, rebirth and 
transformation,” said Kristen. “This message is 
especially important for survivors.” 

“What we love about the butterfly is that it 
celebrates its transformation by dancing,” added 
Ellie. “When it flies, it dances and moves joyfully. 
We love the joy it shows, and we incorporate it into 
our design by making the wings flutter forward at 
an angle.”  

Kamaria pieces range in price from $85 to $2800; 
distribution is worldwide. In addition to its iconic 
butterfly, the brand offers a vibrant assortment 
of stackable and collectible pieces. The Restore 
Dignity Amulet won a 2019 Accessories Council 
Design Excellence Award. During the pandemic, 
they focused on direct-to-consumer sales, using 
Pinterest, Facebook and Instagram.  They are 
looking forward to getting to trade shows again 
and will be at the Atlanta Market July 14 – 18. Shop 
Kamaria.com. Donate RestoreDignity.com.

Butterfly Pendants
www.kamaria.com Ac
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A soft lullaby and a favorite blanket are often our 
earliest and most cherished childhood memories. 
Fun Brands co-founder Steve Watts grew up in 
South Africa, listening to the traditional African 
lullaby “Thula Tula” (tula tula), which means “hush-
hush baby.” When his beloved mother passed away 
in 2018, he was intent on finding a way to honor her 
and to benefit the people of South Africa. Inspired 
by the Basotho blanket, a traditional South African 
blanket, Steve, and his wife (and Fun Brands co-
founder), Angela, created their tribute, the brand, 
“Thula Tula.”  

The Basotho Blanket is a national symbol of pride 
and treasured part of the history of Lesotho, South 
Africa. Lesotho is small independent land locked 
country. It’s a high-altitude nation with a population 
of 2 million who are mostly from the ethnic group 
the Basotho. Due to the elevation, the temperatures 
are quite cold for most of the year. 

In 1860 the King of Lesotho received a heavy light 
blue blanket as a gift from a French Missionary.   
The King used the traditional bed blanket as a 
wrap, kicking off a trend of wearing blankets for 
warmth instead of the traditionally used animal 
skins. Over the years, the blankets have taken on 
a deep national meaning, with symbolic patterns, 
colors, and designs.  They are worn as part of 
everyday clothing, with special and elaborate 
designs for most every rite of passage as weddings, 

childbirth, funerals, and traditional ceremonies. 

The Thula Tula blankets are woven at the oldest 
blanket manufacturer in South Africa, Aranda 
Textile Mills. The factory employs nearly 700 and 
is growing with the brand. They pay fair wages 
which is key in helping the economy, which has 
very high unemployment rates. They only use 
local designers and when possible, source their 
materials in South Africa and from ethically 
certified microfiber resources.  

Thula Tula isn’t the couple’s first business 
venture. The purpose-driven entrepreneurs’ first 
brand, Slyde Boards, saw a great boost in sales 
after appearing on Shark Tank and scoring an 
investment by Mark Cuban and Ashton Kutcher, 
both are also partners in the Thula Tula brand. 
And no matter what they’re producing, Steve and 
Angela care about how the items are made, where 
they are produced, what the working conditions 
are for employees and how they can do good 
things along the way. They focus on storytelling 
products, with deep roots, great quality and high 
integrity. 

For every blanket Thula Tula sells, money is 
donated to help provide clean water to children 
in Lesotho. This is highly impactful as in South 
Africa, over 5 million people are without clean 
drinking water. The Thula Tula goal is to fund 
the refurbishing of 280 water pumps located at 
schools. Every blanket sold provides 30 children 
with clean water for a month. Covid has slowed 
the process of reviving the wells, but the team is 
excited that they will officially revive their first well 
this month.  They also donate blankets to children 
in need.  

Thula Tula officially launched in 2020, during 
the pandemic, and is on track to hit $1 million in 
sales in its first year. Steve and Angela are the sole 
exclusive U.S. distributors and every one of their 
blankets is authentic and certified. Besides doing 
great things, the blankets are beautiful!  They are 
all washable and come in several fabrications and 
a wide array of colors. There are three collections: 
Basotho Heritage-traditional patterns (this 
collection has the official blessing of the Basotho 
nation), My Africa-inspired by African culture and 
Haven & Earth-a contemporary collection. They 
are developing new woven styles and home décor 
items to launch in 2022. Thula Tula blankets range 
in price from $89-$249 and can be found at  
www.thulatula.com

t h u l a  T U L A
NEED A COZY BLANKET? 

ANGELA & STEVE WATTS HAVE YOU COVERED!

Ac

steve
Underline
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S O U L

s h o e s 
w i t h

VELDSKOEN SHOES:  
STYLE AND COMFORT 
WITH SOUTH AFRICAN 
ROOTS

For hundreds of years, veldskoene (pronounced 
FELL-Skoons), affectionately called “vellies,” have 
been a staple shoe of South Africa. Traditionally 
made with a soft leather upper and a rubber 
sole, they are best known as “chukka” or desert 
boots in the U.S. In 2017, a duo of South African 
entrepreneurs, Nic Dryer and Ross Zondagh, 
reimagined the shoes. They launched the brand 
Veldskoen and added colorful soles, laces, and 
modern design while continuing to respect the 
authentic heritage. The shoes are high-quality, 
comfortable, and offered in sizes for men, women, 
and children.

Veldskoen are handcrafted in Durban, an 
industrial city on the east coast of South Africa, in 
a 4th-generation family-run factory that prides 
itself on using locally sourced, natural materials.  
A key employer in the country, where the 
unemployment rates are as high as 30%, Hopewell 
Footwear is committed to paying pair fair wages 
and running a safe, clean work environment.  
Many of their employees have been there for over 
20 years and one, over 48 years!   

Everything changed for Veldskoen back in 2018, 
when the brand caught the eye of Steve Watts, co-
founder of Fun Brands. Born and raised in South 
Africa, Watts, who now lives in California, grew 
up wearing vellies. So when he discovered the 
beloved shoes, beautifully reimagined, he reached 
out to the founders to introduce the brand to the 
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Handmade 
Heritage Shoe, 

$139.99
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United States. In addition to being drawn to the 
values, quality and commitment the brand had 
established, Steve and his wife/business partner 
Angela had a hunch it would be well received in 
the U.S.—Veldskoen had already attracted fans 
such as Prince Harry, and sales were starting to 
soar.  

The Watts team had recently appeared on 
Shark Tank and scored an investment from 
Mark Cuban and Ashton Kutcher for their brand 
Slyde Handboards. They had the operational 
infrastructure in place and the savvy social media 
skills to take on another brand. Slyde, was a 
seasonal business and adding another asset to 
their brand portfolio was part of their long-term 
strategy. The team presented the idea to their 
“Sharks,” who loved the product and partnered 
with Angela and Steve on the new venture. The US 
launch quickly hit $600,000 in sales and grew 
in the second year to nearly $1 million in direct-to-
consumer sales.  

What’s ahead for Veldskoen in the USA? The team 
is excited about the launch of the Veldskoen Sorai 
this June. “It’s a handmade, luxury nubuck shoe, 
fully lined with TPR Soles, with an embossed Rhino 
on the back heel,” Angela told us. “The profits 
will be donated to the Kariega Foundation’s 
WALK WITH US campaign to maintain their 
active and effective Anti-Poaching Unit (APU). 
This is very important as the foundation’s main 
source of funding was from safari guests. With 
the international travel restrictions, travel has all 
but ceased. Every pair of Sorai Veldskoen that are 
purchased will contribute to the protection of the 
endangered rhino at Kariega.” Ac

Sorai Chukka, $229.99
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Women’s Heritage 
assorted colors,

 $139.99
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THE TOKYO OLYMPICS WILL BE THE SPORTING 

HIGHLIGHT OF THE SUMMER. THE GAMES, AFTER 

BEING DELAYED FOR A YEAR DUE TO COVID-19, BEGIN 

ON JULY 23 AND RUN THROUGH AUGUST 8.  

RALPH LAUREN HAS BEEN AN OFFICIAL OUTFITTER 

OF TEAM USA SINCE 2008. ALL THE REVENUES FROM 

THE SALES OF RALPH LAUREN TEAM USA COLLECTION 

SUPPORTS U.S. OLYMPIC AND PARALYMPIC ATHLETES.
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The Polo Ralph Lauren 2021 outfits were 
inspired by the look of the Tokyo 1964 games.  
They include bold graphics, stripes, and color-
blocking done in a spirited palette of red, white 
and blue.

As part of the company’s ongoing commitment 
to sustainability, Ralph Lauren has worked 
to use more sustainable materials and 
manufacturing practices throughout the 
collection.

The collection will be available for purchase on 
RalphLauren.com, select Ralph Lauren retail 
stores, select US department stores, and online 
at TeamUSAShop.com Ac

NATHAN ADRIAN, 
SWIMMING
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ASHLEIGH JOHNSON, 
WATER POLO

The collection will be 
available for purchase on 

RalphLauren.com, 
select Ralph Lauren 

retail stores, 
select US department stores, 

and online at 
TeamUSAShop.com
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We can thank the COVID pandemic for the 
big boom in roller skating as people began 
seeking fun, outdoor hobbies to pass the time in 
quarantine. And pass the time they did…

Just search for roller skating on TiKTok or 
#rollerskating on Instagram and you will find a 
plethora of cool people ruling the roller-skating 
renaissance. Maybe the resurgence stems from a 
harkening back or longing for happier times?

The new boon is clearly an homage to the Roller 
disco era from the 70’s and 80’s. Who wouldn’t 
be nostalgic for the pulsating music, the color-
lit floors and the shimmering disco ball, not to 
mention the exhilaration from whirling around on 
8-wheels, listening to some righteous tunes and 
feeling like you’re flying? 

From coast to coast, people of all ages are 
getting their roll on. Thanks to the rise in roller 
skating enthusiasts, the quality of skates has 
sky-rocketed. Long gone are those ‘less-than-
attractive’ orange and beige rink skates from 
decades past. Entering the scene are some hip, 
fashion-forward companies elevating the roller 

CUE THE 
DISCO MUSIC…
ROLLER SKATING 
IS HAVING 
A RED-HOT 
REVIVAL. 

BY KIM REESE

the ROLLER SKATE revival
skate to new heights. 

Disco is not dead for the recently launched 
Moonlight Roller.  Founded by Adrienne Cooper 
just over a year ago in Chattanooga, TN. This hot, 
new brand is getting you ready to “blast off into 
outer skates.” 

The brand’s name was inspired by Adrienne’s 
love of everything disco, and the lounge from 
the movie Sister Act. Moonlight Roller started out 
as an indoor adult roller rink, but quickly pivoted 
to an outdoor, pop-up roller rink concept during 
quarantine.   

Cleverly named Moonlight x Mobile, it’s basically a 
roller disco on-demand and can pop-up anywhere 
from local parks, festivals, charitable events, store 
openings and even your own personal event.  
According to Adrienne, it’s like a food truck, but 
tricked-out with roller skates, fun swag, and yes, 
even a floor to skate on. (I definitely want to book 
this for my dog’s BarkMitvah!). 

The skates used for the rentals were designed by 
Adrienne to capture the essence of the brand.  
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photographed by 
FRED SIEGEL
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Initially, the skates were only supposed to be used 
for the Pop-up Roller Rink, but at one point, when 
things weren’t looking up for the nascent, new 
brand, Adrienne decided to sell some of the rental 
skates through social media. This turned out to 
be a blessing-in-disguise as the sale of the skates 
went viral, and The Moon Boot was born.   

The Moon Boot Skate ($250) is an homage to the 
disco era. Available in natural suede or vegan 
microfiber ‘leather,’ the fashion-forward style is 
cleverly named for its kitschy color-ways including:  
Mirror Ball, Flash Dance, Night Fever, Prowler, 
Charmer, Sapphire, Amethyst and Emerald City.  
Available online at moonlightroller.com, as well 
as at their two locations in Chattanooga, TN and 
Showfield’s in New York City and Miami.   

In addition to the launch of the Moon Boot Skates, 
keep your blue-shadowed eyes peeled for some 
exciting new endeavors for this brand. They’re 
working on franchising the Moonlight x Mobile 
pop-up disco rink with locations coming soon 
to the Bay Area, Seattle, Austin, and hopefully 
more to come to a town near you soon. Also, they 
recently collaborated with Coach, creating a 
custom Moon Boot Skate designed in the brand’s 

iconic, jacquard print for their Shanghai Fashion 
Show. Check out the models whirling around at 
YouTube or Instagram. 

Moonlight Roller isn’t the only new kid around the 
rink. Whether you’re an entry level or professional 
skater, there are a few other brands worth 
checking-out.  

Moxi has been making “revamped classic roller 
skates for people on a roll” since 2010 in Southern 
California. Moxi offers skates for both beginners 
and professionals, with a focus on high-quality 
materials and durability you can rely on for 
years. For us mere mortals, The Lolly Classic 
($349) is designed for both, recreational indoor 
and outdoor use and is available in a dazzling 
array of bright, beautiful rainbow-colored suede.   
For an excellent affordable option, The Beach 
Bunny ($169) is made from a sturdy drum-dyed 
vinyl material and additional ankle padding that 
provides comfort and security whether you’re 
cruising down the boulevard or ripping it up at 
your local skate park. Available at moxieskates.
com and urbanoutfitters.com.

IMPALA, born in Melbourne, Australia, is 
driven by a team of women with a passion for 
skating.  Their mission is to create a positive and 
encouraging diverse community for skaters of 
all levels and walks of life. Their signature Impala 
Quad Skate ($94.95-$119.95) is made from high-
quality components and hybrid wheels so you’ll 
feel just as comfortable on the rink as you are 
on the street. They come in a variety of vibrant 
colors and patterns to ensure you’ll be rolling-
around the neighborhood in style.  Available at 
impalarollerskates.com.

C7 is another hot new company on the scene.   
Whether you want to invoke the glitz and glamour 
of the roller disco scene or be awash in the 
California Dreamin’ beachy lifestyle, they’ve got 
the perfect skate for you.  Their premium Quad 
Skate ($139) features a faux-leather lace-up 
boot with built-in padding for a secure, snug fit.  
Whichever pair you choose, you’ll feel transported 
to another time and place. Available at c7skates.
com, urbanoutfitters.com and amazon.com. Ac

Skates by Moonlight Roller
moonlightroller.com



85

photographed by 
FRED SIEGEL



86

The “Bree” Sock Knit Sandal is a 
2020 Accessories Council Design 
Excellence Finalist and an ode 
to America’s greatest national 
pastime. The shoe has a high 
heel with baseball stitching on 
the front and a striped stretch 
fabric “sock” that’s a throwback 
to baseball stockings. Betzabe 
Gonzalez (left) was inspired to 
design this style as an homage 
to her husband, Adrian Gonzalez 
(far left), a former MLB first 
baseman. The “Bree” serves as 
a tribute to his career and to 
their life together for many years. 
Betsy’s and Adrian’s daughter 
“Bree” was the inspiration behind 
the name of this so precious, 
sporty, and feminine design.   

h o m e R U N  

Ac
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Bree Sock Knit Sandal; 
MiaBecar, $725
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c r y s t a l  c l e a r
A BIT OF SPARKLE MARKS THE NEW SEASON, AS WELL AS 
THE JOY, OPTIMISM, AND GLAMOUR WE’VE ALL BEEN 
MISSING. EXPECT TO SEE CRYSTAL IN EVERY CATEGORY 
OF ACCESSORIES, AS WELL AS EMBELLISHMENT TO 
READY-TO-WEAR. 
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A C C E S S O R Y S C A P E SA C C E S S O R Y S C A P E S
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t h e  P R E T T Y

As almost the whole of 2020 was spent 
sans footwear, and Spring 2021 trends 
focused on comfort details and styling, 
it’s exciting to see the very bold and 
present qualities trending in shoes for fall 
2021.

The return to indoor dining, to parties 
and gatherings, and to small events is 
marked with the celebration of the pretty 
party shoe. For designers Amina Muaddi, 
Mach + Mach, and Midnight 00, a 
business built on joyful and exceptionally 
sparkly footwear was coveted through 
the 2020 lockdowns and feels right to 
step out into the new season. Details 
like crystal hardware, tulle ties, and 
satin bows make for modern Cinderella 
slippers.

The longing for post-pandemic prettiness 
is matched with our need to still find 
security, safety, and presence after a 
tumultuous year. So while the party 
shoe marks newness and optimism, we’ll 
also see a significant amount of lug 
sole styling appearing across creepers, 
loafers, and combat boots giving us the 
grounded feeling we crave. Designers 
such as Valentino, Sportmax, and Philip 
Lim showed a variety of interpretations of 
this on the Fall 2021 runways. Ac
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a n d  t h e  P R A C T I C A L

A C C E S S O R Y S C A P E S
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u n u s u a l 

H E A R T
A POST-LOCKDOWN 
SYMBOL OF STRENGTH, 
REUNIONS WITH 
THOSE WE LOVE, AND 
OPTIMISM FOR WHAT 
LIES AHEAD, THE HEART 
IS THE SHAPE OF WHAT’S 
TO COME IN FALL. 

A C C E S S O R Y S C A P E S
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b i g
M A N
b a g
AS WITH MOST SILHOUETTES 
ACROSS FOOTWEAR 
AND HANDBAGS IN 
2021, COMFORT AND 
ORGANIZATION FEATURES 
ARE TWO KEY DESIGN 
DETAILS THAT CONTINUE TO 
INFLUENCE PURCHASING 
HABITS AS WE HEAD INTO 
THE FALL SEASON. 

This is especially true in the men’s bag 
market, where the desire for practicality and 
connectivity have driven trends like extended 
pockets and compartments, “comfort-focused 
padding and materials on straps...and 
numerous points for adjustability to ensure a 
good fit,” according to WDM Footwear and 
Accessories CEO Mark Kohlenberg. Expect to 
see extended neutral palettes and core key 
item fabrications, as utility and functionality 
drive sales for those looking for a practical 
update to carry as they begin a return to a life 
that includes commuting to the office. 

A C C E S S O R Y S C A P E S

Ac
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A C C E S S O R Y S C A P E S
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WHAT OTHER 
ACCESSORY 
FEELS AS PARTY 
PERFECT AS A PAIR 
OF CHANDELIER 
EARRINGS? 
INSTANTLY 
ADDING GLAMOUR 
WITH THEIR 
COMMANDING 
DIMENSION, THE 
BEST PAIRS FOR FALL 
ALSO INCORPORATE 
SHIMMER AND 
SILHOUETTE 
INTEREST. 

The runways of Fall 2021 
heavily obliged this desire 
for over-the-top earrings, 
with crystal sparklers seen 
at Alexandre Vauthier, 
Lanvin, Paco Rabanne, and 
Rokh; long fringe drops at 
Isabel Marant and Chanel; 
and even sweet novelties 
like florals at Simone Rocha 
and Alberta Ferretti. 

An accessory that defiantly 
calls for fun and a return 
to fantasy after seasons 
of comfort, the chandelier 
earring may be officially 
marking our rush into the 
new roaring twenties. 

c
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H O W  T O 
( R E ) W E A R  I T :

B R O O C H E S

ILLUSTRATIONS BY LISA BAYER

DECORATING A JACKET OR BLAZER 

What’s not to love about this 
styling? Not only does a cluster of 
brooches look fresh on a casual 
bomber or blazer over a tee, it 
works for the guys as well as the 
ladies. Nick Jonas, Regé-Jean Page, 
and Pharrell Williams are just a 
shortlist of fans of this directional 
accessorizing.

Vintage Chanel Pins, Kenneth Jay Lane 

Flower Pins

In a season glistening with crystals, 
opulent with oversized silhouettes, 

and perched on party shoes, expect 
accessories to mark the return to 

fun and frivolity in fashion in a way 
that has been so desperately missed  

while navigating uncertain times. 
Fall 2021 is a time to layer up; not 
just in warmer ready-to-wear, but 

in carefully curated moments of 
accessories styling.
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AS A HAIR ORNAMENT

Oversized bows, necklaces as tiaras, 
extra large novelty scrunchies; hair is the 
perfect palette and a new place to wear 
jewelry this super-styled season. Why not 
try a brooch (or a few) in your hair for an 
extra regal touch?

Pin By Gucci and Assorted Crystal Pins 

Metal Double G brooch with crystals, $380

TYING UP A TEE

The secret to moving out 
of what feels like endless 
seasons of casual wear? 
Add decoration to your 
basics. A clean tee 
knotted and secured 
with a brooch is instantly 
elevated. 

Prada Symbole brooch,

$550

MAKING A BASEBALL CAP 
CASUAL CHIC

If decorating your hair in 
jewels and brooches feels too 
forward, pin some sparkle 
to a plain cap for a bit of 
unexpected polish. 

Christian Dior 3D Montaigne Brooch, 

$470, Assorted Violet & Brooks Pins
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@smar ta_pants  t r ie s  on  t rends

MARTA CASTROSÍN ON THE GOOD, BAD, QUIRKY, RIDICULOUS AND BIZARRE 
ASPECTS OF THE ACCESSORIES WORLD

Ac
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JOHN DICK
CIVICSCIENCE

John Dick is the Founder and CEO 
of CivicScience, a technology 
and market intelligence company 
based in Pittsburgh. He is a serial 
entrepreneur with extensive experience 
in new business formation, business 
development, and marketing. John is 
also a frequent speaker at the Carnegie 
Mellon University Swartz Center for 
Entrepreneurship, an accomplished writer 
with regular contributions to AdAge, 
Microsoft News, and Forbes and has 
appeared on Good Morning America, 
Yahoo! Finance, Cheddar, and as a 
speaker at numerous business and media 
conferences.

MARSHAL COHEN  
THE NPD GROUP

Marshal Cohen is a nationally known expert on consumer 
behavior and the retail industry. He has followed retail trends 
for more than 30 years, at NPD and as the head of leading 
fashion and apparel manufacturers as well as major retailers. 
As part of his work at NPD, Marshal leads many top firms in 
long-range and strategic planning sessions. He often utilizes 
motivational presentations to help launch corporate goals 
and kick-off meetings. Marshal is the author of two books, Why 
Customers Do What They Do (2006) and Buy Me! How to Get 
Customers to Choose Your Products and Ignore the Rest (2010).
In addition to his duties at NPD, Marshal is a member of several 
boards of directors and has most recently been appointed 
to the Cotton Board and American Apparel and Footwear 
Association (AAFA). He is also a guest professor at North 
Carolina State University’s Wilson College of Textiles, where he 
introduces students and faculty to techniques for analyzing 
and applying data. Marshal has been a guest lecturer at 
the Wharton School of Business, the Fashion Institute of 
Technology, and Savannah College of Art and Design. He has 
also twice been named to the Footwear News Power 100 list.

RANDI ZUCKERBERG
ZUCKERBERG MEDIA

Randi Zuckerberg likes to call herself 
“a professional mom to entrepreneurs” 
because nothing gives her greater joy 
than working closely with startups and 
founders. Randi currently works with 30+ 
early and mid stage companies as an 
investor and advisor and she sits on the 
board of directors for The Motley Fool 
and Life360.
Randi is passionate about helping 
families navigate our digital world. 
Through her company, Zuckerberg 
Media, she has created award-winning 
content and experiences that educate 
families and bring to light issues around 
digital literacy and safety. She is the best 
selling author of four books, producer 
of multiple television shows and theater 
productions, and hosts a weekly radio 
show on SiriusXM. Randi has been 
recognized with an Emmy nomination, 
two Tony awards, a Drama Desk Award, 
and a Kidscreen Award. Prior to founding 
her own company, Randi was an early 
employee at Facebook, where she is best 
known for creating Facebook Live, now 
used by more than two billion people 
around the globe.
When she’s not Facebooking or actual 
written-word booking, she can be 
found at the theater, on the golf 
course, traveling the world to speak at 
conferences and meet entrepreneurs, or 
doing her best to unplug at home with 
her husband and three children.
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2021 BUSINESS 

WORKSHOP
BRINGING THE INDUSTRY’S 

MINDS TOGETHER TO 
EXPLORE, EDUCATE, & INNOVATE

THREE-DAY VIRTUAL EVENT
AUGUST 2ND | 9TH | 16TH

 12PM- 3PM

Members: Free 
Non-members: $50 per day

RSVP@ACCESSORIESCOUNCIL.ORG

FEATURING: 
BRANDICE DANIELS
HARLEM’S FASHION ROW
AMBER CABRAL
CABRAL CO
FELITA HARRIS
ENFORM
JANE NEWTON
CFP
JAY LAKHANI
DEEPA GURNANI
JESSICA RICHARDS
JMR DESIGN CONSULTING
JOHN DICK
CIVICSCIENCE
KATHY SHEEHAN
CASSANDRA
MARC BECKMAN
DMA UNITED
MARSHAL COHEN
THE NPD GROUP
MICHAEL CORTI
CASSANDRA
MICHAEL PAPPACHRISTOU
CFP
RACHAEL GROCHOWSKI
RHG ARCHITECTURE + DESIGN
RANDI ZUCKERBERG
ZUCKERBERG MEDIA
TONY DROCKTON
HAMMITT

THE 
ACCESSORIES
 COUNCIL 
PRESENTS
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JOIN THE  
ACCESSORIES 
COUNCIL
at the Premier Gift, Décor & 
Lifestyle Market This Summer

World of Prom & Social Occasion 
Showrooms: August 2 –7, 2021 
Temporaries: August 3 –6, 2021

August Atlanta Apparel  
Showrooms: August 3 –7, 2021 
Temporaries: August 3–5, 2021

See a Full List of Atlanta Apparel Dates

Atlanta Market offers the nation’s largest gift product mix, complemented by a broad selection of 
apparel, fashion accessories, home décor, tabletop and more—all in one convenient location.  

EXHIBITORS 
Exhibiting at Atlanta Market

For more information on exhibiting,  
contact Lecy Tighe  

BUYERS
Welcome to Atlanta Market

Register for Market at AtlantaMarket.com 

Questions? Contact Sarah Koutsogiannis 

TO THE TRADE  |  © 2021 INTERNATIONAL MARKET CENTERS, LLCPRODUCT IN THE PHOTO: ESTTIA

7.7 MILLION  
SQ FT CAMPUS 

8,000+ 
BRANDS  

WHERE  
BUYERS AND 

SELLERS 
CONNECT  

Summer Atlanta Market 
Showrooms: July 13–19, 2021 
Temporaries: July 14–18, 2021

Winter Atlanta Market  
Showrooms: January 11–18, 2022 
Temporaries: January 12–16, 2022

See a Full List of Atlanta Market Dates

JOIN THE  
ACCESSORIES 
COUNCIL
at the Premier Gift, Décor & 
Lifestyle Market This Summer

World of Prom & Social Occasion 
Showrooms: August 2 –7, 2021 
Temporaries: August 3 –6, 2021

August Atlanta Apparel  
Showrooms: August 3 –7, 2021 
Temporaries: August 3–5, 2021

See a Full List of Atlanta Apparel Dates

Atlanta Market offers the nation’s largest gift product mix, complemented by a broad selection of 
apparel, fashion accessories, home décor, tabletop and more—all in one convenient location.  

EXHIBITORS 
Exhibiting at Atlanta Market

For more information on exhibiting,  
contact Lecy Tighe  

BUYERS
Welcome to Atlanta Market

Register for Market at AtlantaMarket.com 

Questions? Contact Sarah Koutsogiannis 

TO THE TRADE  |  © 2021 INTERNATIONAL MARKET CENTERS, LLCPRODUCT IN THE PHOTO: ESTTIA

7.7 MILLION  
SQ FT CAMPUS 

8,000+ 
BRANDS  

WHERE  
BUYERS AND 

SELLERS 
CONNECT  

Summer Atlanta Market 
Showrooms: July 13–19, 2021 
Temporaries: July 14–18, 2021

Winter Atlanta Market  
Showrooms: January 11–18, 2022 
Temporaries: January 12–16, 2022

See a Full List of Atlanta Market Dates

AT THE PREMIER GIFT, DÉCOR & LIFESTYLE MARKET THIS SUMMER

JOIN THE 
ACCESSORIES 
COUNCIL
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Born out of a love of creativity and high 
culture, Katherine Riardant’s designs showcase 
sophistication and superior craftsmanship. Limited 
edition and one-of-a-kind, luxury leather items 
evoke elegance in everyday life. Inspired by 
Parisian living and the historical and cosmopolitan 
influences of other places, each unique design 
features exquisite details, rich color palettes, and 
intricate architectural beauty. 
 
A bit about how it all started:
 
Since she was young, Katherine has had a 
fascination with how things were made, teaching 
herself the nuances of fashion design. Her curiosity 
led her to study and obtain her Master’s in Fine 
Arts and Visual Communications, and to work 
alongside renowned designers in architecture and 
conceptual design in Europe, Asia, and the US.
 
Her long-lasting fascination with fashion, 
architecture, and with three-dimensional objects 
lead her to pursue education in the design and 
technicality of luxury goods making. Studying 
in Milan, Italy, and being exposed to the 
manufacturing of accessories gave her the ability 
to master the art of creating well-proportioned 
patterns, prototyping, and the intricacies of 
working with premium leathers.
 
Her passion for transforming leather into objects of 
beauty became her brand, as Madame Riardant 
became Katherine’s silent muse.  Madame 
Riardant was a woman of innate elegance, with a 
deep appreciation for nature and high culture and 
an intense love of the arts, beauty, design, and 
sophisticated style.
 
Today, Katherine Riardant Collections embody the 
same curiosity, creativity, and craftsmanship that 
began Katherine’s journey. Designed to inspire, 
stand out, and embrace a woman’s identity, 
Katherine Riardant’s leather goods progress 
beyond luxury to an expression of beauty, depth, 
and individuality.
 
“Uniting innovation with tradition, fashion 
with timeless elegance, and technological 
advancements with the sustainability 
of our earth.” 

“A  l u x u r y  i t e m  i s  n o t 
m e r e l y  a n  o b j e c t ;  i t 

i s  a l s o  a n  e x p e r i e n c e . 
T h e r e  i s  n o  s u b s t i t u t e 

f o r  s u b s t a n c e ,  b u t 
r a t h e r  a  t r a n s m i s s i o n 

o f  o u r  e s s e n c e .”

t h e  3 
C ’s

c u r i o s i t y 
c r e a t i v i t y 

c r a f t s m a n s h i p  

Ac
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Leah Goldblatt wants your luxury handbags, 
jewelry, and watches! She is a woman on a mission 
and hunts all over the world to find very special 
treasures for Gemma. Accessories Magazine had 
the chance to catch up with Leah to learn more. 
 
What is Gemma? 
Gemma is a site to find exciting pre-owned items, 
including fine jewelry, watches, and handbags. All 
products are authenticated by Gemma’s experts 
and the highly trained sales team is available to 
share their expertise. We offer a personalized and 
high service experience. 
 
How is it different from other resale sites? 
As a shopper, it’s very much the same as other 
sites.  But as a seller, it’s very different as we 
purchase the items from you directly. You don’t 
need to consign your items and wait for payment; 
you get the money for your item upfront. There are 
no hidden fees or membership costs.
 

What kinds of products to you look for? 
We love brands like Chanel, Hermes, Van Cleef 
& Arpels, to name a few, but we sell many 
brands you will know and love. We have a large 
assortment of items from Tiffany & Co. and many 
exciting watch brands. We offer both men’s and 
women’s items.   
 
What do I need to do if I want to sell my things 
to Gemma? 
You can contact me directly if you are interested 
in selling items, we can set up a virtual or in person 
appointment or I will direct you to a sales manager 
in your area. We also work directly with brands who 
may have extra stock or first quality sample items 
to sell. We will review your items and make an offer, 
you get paid, we take the goods and handle all 
details. We aim to make it very easy for the seller.
 
Can you help me if I am looking for 
something specific? 
We are experts in working with collectors. We have 
a robust global network, and we enjoy helping to 
locate exactly what you are looking for.  
 
What are you looking forward to in the 
coming months? 
I can’t wait until we can resume in person events! 
We love meeting customers, popping some 
champagne, and letting them see our assortment 
in a live setting!  (HINT:  The Accessories Council 
team is hoping for an invite…) 
 
Can you share how you got into this field of work?
I am a veteran in the resale industry, having 
spent over eight years at The RealReal helping 
to establish their branded jewelry and watch 
divisions. I love the luxury resale business and I was 
their leading performer company-wide for seven 
years. I first fell in love with jewelry and fashion 
early in my career when working in television as 
a celebrity stylist. I worked on many red-carpet 
events and was nominated for an EMMY Award.  
We work very hard at Gemma, but I am 
surrounded by a great team and beautiful 
product. Every appointment is exciting as you 
never know what you might find! I’m having fun 
and love watching the business grow. 
 
How can we reach you? 
Feel free to call or email! 516-901-9997 or 
leah@gemmabywpd.com

p r e - o w n e d 

C H I C
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UnifyUnify
the Tiesthe Ties

TAYLOR NASSAR WEAVES TOGETHER 
SPIRITUALITY & SWIMWEAR

FASHION M ANNUSCRIPT

NEW YORK
LOS ANGELES
MIAMI
THE HAMPTONS

THE 
TRAVEL

ISSUE

Delivering New York’s fashion, real estate, 
luxury and lifestyle content

How do you reach top fashion execs, up-and-coming designers and fashion specialists all at 
once? What about leading real estate brokers, managers and leasers? With over 40,000 readers 
in the Garment District, Los Angeles, Palm Beach and around the country, Mann Publications 

can connect you to the experts you need. 

Our digital reach and subscription services keeps our industry partners up to date, and our print 
magazines create a platform for in-depth, human-centric storytelling. As a leader in both print 
and digital, Mann Publications delivers the industry news straight to the people that need it.

Connect with us today at mannpublications.com

Mann About Town

New York     
 Los Angeles      

Miami      
Palm Beach

The Hamptons

Shir 
Peled

spring 2021

Being yourself when it’s your 
job to be someone else

&
AT HOME

HEALTHY & 
HAPPY

Apeloig Collection 
molds Judaica into 
classic home décor

Veestro nourishes 
with vegan — and 
kosher! — meals

FLORIDA’S 
ACE
Streamsong offers 
golfers a quiet 
getaway

The 
Reawakening

Issue

JUNE/JULY 2021

NEW YORK|LOS ANGELES|MIAMI|HAMPTONS

A Gem 
of a Hall: 
� e Allison and Roberto 
Mignone Hall of Gems & 
Minerals Debuts

FROM INTERN TO THE C-SUITE: 
Newmark CAO Alison Lewis’ 

Career Path Started at Its Trailhead 
— A Summer Internship

The People Behind 
the Deals in the NY 
Real Estate Scene

Reconsidering 

Parking 
New Opportunities, 
Regulations & Design 
Solutions for Multifamily 
Developers

Tackling 10 
Tough Objections to 

Renewable Energy

MR June/July 2021 COVER.indd   1 5/27/21   8:56 AM
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Dedicated to innovative design, exceptional quality construction, expert consultation, and unparalleled 

customer service, Gilbert provides turnkey solutions for trade show, retail, and corporate environments. 

Choose the right partner for your next project. Design. Build. Experience. Gilbert. 

www.gilbertexperience.com
CONTACT US

SERVICES
Account Management
Conceptual Design
Graphic Design & Production
Architectural Millwork
Architectural Metalwork

Project Management
Detailing
Finishing
Shipping & Warehousing
Installation & Dismantle



T H A N K 
Y O U  T O 

E V E R Y O N E 
W H O  H A S 

M A D E 
T H I S  I S S U E 

P O S S I B L E

AN ACCESSORIES COUNCIL PUBLICATION 

MARGE ALEXRAD

GABRIEL ALVAREZ-JACOBO

JEANINE BALLONE

LYNETTE BRUBAKER

THOMAS BURKHARDT

TONY DROCKTON

JACE DUVAL

BETH GOLDSTEIN

AMY GUSTANTINO

VICTORIA HALBERG

ALI HEITZ

FELSY JAWAHAR

STEFFIE KIRSCHNER

LINDSAY KNOLL

MONICA RICH KOSANN

PAM LINTON

MARIA LISSANDRELLO 

FRAN LUKAS

EMILY MACLOED

BRUNA MANEY

JEFF MANN

JOHN MELFI

KRISTEN SPINA

JAMIE SZYNAL 

EDEN WEXLER

TAMIKO WHITE

THE NPD GROUP

FRANK ZAMBRELLIAc



CONTACT US TO LEARN ABOUT 

MEMBERSHIP AND OUR EVENTS

ACCESSORIESCOUNCIL.ORG

LEENA@ACCESSORIESCOUNCIL.ORG

FOLLOW US:

INSTAGRAM: @ACCESSORIESMAG | @ACCESSORIESCOUNCIL 

FACEBOOK: ACCESSORIESMAGAZINE | ACCESSORIESCOUNCIL

TWITTER: @ACCESSORIESMAG | @ACCESSORYNEWS 

PINTEREST: @ACCESSORIESMAG | @ACCESSCOUNCIL

WHOLESALE/RETAIL
CONNECTIONS

DESIGN EXCELLENCE
AWARDS

NETWORKING
EVENTS

ACE
AWARDS

EDUCATIONAL
SEMINARS

BUSINESS
WORKSHOP

AC MAGAZINEPRESS REVIEWS
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SAVE THE DATE

HONORING OUR INDUSTRY’S HEROS 

TUESDAY, NOVEMBER 2, 2021 

CIPRIANI
110 East 42nd Street, New York City

SPONSORED BY
Coterie, Judith Leiber, Marchon, Signal brands

TABLE OF 10: $12,000 (accessories council members)

TABLE OF 10: $15,000 (non-members)

INDIVIDUAL TICKET: $1,200 (accessories council members)

INDIVIDUAL TICKET: $1,500 (non-members)

RSVP@ACCESSORIESCOUNCIL.ORG
Please contact 212.947.1135 for sponsorship, table and tickets
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