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executive Margaux Gripon — who learned 

her new craft thanks to YouTube videos 

— two years ago, Ôkan Studio offers 

minimalistic yet quirky, asymmetric 

jewelry pieces in silver, vermeil and gold-

plated brass. The lineup includes rings that 

loop around three fingers as well as a broad 

range of earrings that innovatively tuck 

inside the ear so no piercing is necessary.

 

SHOWING AT: Première Classe
CATEGORY: Jewelry
PRICING: 90 euros to 830 euros retail
 

 

Maïtias 
Paris-based Marie-Luce Orbiscay had a 

career in marketing before studying jewelry 

design at the École du Louvre. She decided 

to launch her fine jewelry brand Maïtias, 

which means “beloved” in the Basque 

language, just before COVID-19 hit. Crafted 

by hand using recycled or fair-trade silver 

and vermeil, mother-of-pearl, semiprecious 

stones and diamonds, her designs included 

deconstructed creole earrings featuring 

stones in the colors of the seven chakras 

and rings with sun or floral motifs.

 
SHOWING AT: Première Classe/Precious Room by 
Muriel Piaser
CATEGORY: Jewelry 
PRICING: 250 euros to 700 euros wholesale

Le Fil Paris 
Lyn Abdel Rahman, from Lebanon, and 

Filza Marri, from Pakistan, met while they 

were students at the Istituto Marangoni in 

Paris. While they did not intend to create 

their own label so soon, their project 

took shape when they returned home 

for lockdowns. Their colorful collection 

combines materials in unusual ways — a 

wide corduroy shift dress trimmed with 

ruffled organza sleeves was a highlight. 

Sustainability is a major focus for the young 

design duo; they use fabric scraps to cover 

their buttons and send offcuts to women 

in southern Pakistan to make patchwork 

quilts, providing them with an income.

 

SHOWING AT: Tranoï
CATEGORY: Ready-to-wear
PRICING: 120 euros to 1,200 euros retail
 
 
Lore & Heart 
Paris-based sisters Salma and Cyrine Ben 

Hamida called on their Tunisian heritage 

to create their rtw label, which launched in 

2018. Using ancestral weaving techniques 

and natural fabrics like linen and wool, 

they build the collection around capes and 

outsized scarves featuring graphic binding 

details and practical pockets, rounding 

out the lineup with simple wide pants and 

shirts to match.

SHOWING AT: Tranoï
CATEGORY: Ready-to-wear
PRICING: 80 euros to 700 euros retail

Kapush  
A psychotherapist by trade, Debora 

O’hana had an “aha” moment when the 

skies opened during an open-air concert, 

leading her to change her career tack and 

launch her range of colorful sporty hoods. 

Inspired by puffer jackets, but designed 

to be styled with anything, they are 

crafted with deadstock fabric from Nona 

Source, and feature poppers so they can 

be attached to a handbag strap for added 

practicality. Each design is only available 

in limited quantities.

 
SHOWING AT: Tranoï
CATEGORY: Accessories
PRICING: Starting at 400 euros retail
 
 
Sunray Sportswear 

U.K.-based Colin Campbell couldn’t find 

the perfect white T-shirt, so set out to 

launch his own. Working with a small 

factory in Osaka, Japan on vintage circular 

knitting machines, he sought to create 

products that would never shrink or go out 

of shape. Launched in 2020, the label has a 

sustainable mindset — waste cotton fluff is 

recycled into more jersey, labels are made 

from recycled polyester, and shipments 

are climate-neutral. The fast-growing 

brand has just introduced its first designs 

specifically for women, and also offers 

sweatshirts alongside a range of t-shirt 

designs. “Brand loyalty is phenomenal,” 

said Campbell, a former military physical 

education teacher. “I have no Instagram, 

no website and it creates mystery — people 

who want them seek out the retailers.”

 

SHOWING AT: Woman
CATEGORY: Ready-to-wear
PRICING: 65 pounds to 135 pounds, or $85 to $177, 
at retail

Maïtias

Le Fil Paris

Lore & Heart

Kapush

Sunray Sportswear
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MENTAL IT IES

The designer will work on a 
special capsule intended to 
celebrate khakis.

BY JEAN E. PALMIERI

 
Maurizio Donadi has a storied history  

in fashion.

Diesel, A|X Armani Exchange, Double 

RL, Levi Strauss and Atelier & Repairs are 

just some of the companies he’s worked 

with — or created — over the course of his 

four-decade career. Now he’s been tapped 

to create a special capsule for Dockers 

through his latest business, Transnomadica, 

a resource for workwear, military, denim 

and fashion collectors based on his 15,000-

plus piece vintage archive.

The partnership is intended to celebrate 

the khaki, Dockers’ signature product since 

its founding in 1986. “It’s a story about 

khakis and what I envision khakis to be,” 

Donadi said, describing the collaboration. 

He said Levi Strauss — which started and 

still owns Dockers — was searching for 

another iconic trouser to complement 

its blue jeans and settled on the chino, 

interchangeably called the khaki, a model 

that had a long history in menswear. 

According to the Levi’s archives, the word 

khaki comes from Urdu and Persian words 

meaning “dust” or ‘dusty,” and the British 

used khaki fabric for military uniforms 

beginning in the mid-1800s. Khakis were 

eventually adopted by explorers and 

adventurers and Levi’s added them to its 

line as far back as 1905.

So when it launched Dockers, Levi’s 

homed in on this more-dressy pant that 

it named after English dock workers and 

targeted them to the casual workplace.

“It became part of the everyday 

wardrobe because it was so simple and 

easy. It wasn’t supposed to be streetwear, or 

a fashion pant,” said Donadi, who worked 

for Levi’s from 2009 to 2012. “It was just 

a comfortable casual pant for every day — 

affordable, well made, built to last, just a 

democratic pair of pants, no distinction.”

He said he’s “not a wearer, but a 

studier” of the khaki, so it was “natural to 

collaborate with Dockers to bring back the 

first collection from 1986.”

The Dockers x Transnomadica  

collection reimagines the original ‘80s- 

style pleated pant in three colors: khaki,  

an undyed twill and a patchwork mix  

of the two. There are both traditional and 

elastic waist versions and the pants are 

complemented by a woven shirt, a mock 

neck fleece, an unconstructed cotton  

twill blazer, also available in three colors, 

along with a khaki twill fishtail parka and  

a khaki cotton T-shirt.

He said the line, which will retail from 

$70 to $359, is premium and not tied to any 

particular season. It is also intentionally 

compact and limited – there are only one 

of each style. The entire collection is being 

produced in limited amounts, or only 2,500 

pieces across all the styles.

“With a lot of my projects, I find 

responsible practices,” he said.

That is evident in the collection of one-

offs he curated for Dockers Vintage as  

part of this partnership. They will retail for 

$95 to $350.

“We went and sourced late ‘80s and 

early ‘90s Dockers of the best quality and 

best condition we could find,” Donadi 

explained. “There is so much that has 

already been produced of good quality. 

It’s worth refurbishing and restoring these 

pieces and putting them back out into  

the market. There’s no future without  

the past.”

This is similar to what he did with 

Atelier & Repairs, one of the pioneers of 

reimagining vintage and deadstock fashion 

pieces, a business he sold to Saitex two 

years ago. “I wanted to prove you could 

build a brand from what already exists,”  

he said.

Nick Rendic, global head of design 

for Dockers, added: “Opportunities to 

resurface pieces of our heritage come up 

so often, and I think that speaks to the 

timelessness of this brand. Classic will 

always be relevant, and that’s something 

Dockers has always done well.”

Rendic said he has long been a fan 

of Donadi’s personal style, “so when 

we decided to relaunch the brand, we 

wanted to partner with people like him 

to tell our story. We’re a big commercial 

brand and he brings an elevated curated 

level of taste to us. That’s what I love 

about Dockers: it’s classic, timeless and 

simple, but we allow people to put their 

own spin on it.”

Both collections will launch on  

Tuesday on the Dockers website as well 

as at Ron Herman’s Melrose Avenue 

store in Los Angeles and the company’s 

e-commerce site.

Dockers, which was put on the block 

by Levi’s at least twice in the past several 

years, still remains part of the Levi Strauss 

family, accounting for some 5 percent 

of its $5.8 billion in overall sales in 2021. 

According to Levi’s 2021 annual report, 

the brand showed improved sales last 

year thanks to a “healthier, more diverse 

sales mix and its ‘California casual 

lifestyle’ aesthetic” that is “winning new 

and younger consumers increasingly via 

d-to-c, digital and international markets.” 

International accounts for nearly 50 

percent of sales now with almost 30 

percent of the business coming from 

direct-to-consumer.

“Our analytics are showing a younger 

consumer coming to our website,” Rentic 

said, “attracted by the storytelling we’ve 

been doing.”

He expects these collections to appeal 

to these younger shoppers, but because 

they’re “pretty straightforward,” they 

should also appeal to an older, more 

traditional Dockers customer.

The price points, while higher than what 

most Dockers products retail for in the U.S., 

are “not crazy high,” he said, and are more 

in line with the price points in Europe, a 

strong market for the brand.

Rendic said he expects to continue 

working with Donadi in the future to 

expand on the collaboration collection and 

offer it to other retailers as well.

The investment firm is 
acquiring the leading 
manufacturer of protective 
equipment for motorcycling 
from Bahrain-based 
investment fund Investcorp 
and founder Lino Dainese.

BY LUISA ZARGANI 

MILAN — Global investment firm Carlyle 

is buying Dainese Group — which makes 

motorcycling clothing, sportswear and 

protective gear — from Bahrain-based 

investment fund Investcorp and founder 

Lino Dainese.

Cristiano Silei is to stay on as Dainese’s 

chief executive officer.

The deal, subject to customary 

regulatory approvals, will help support 

Dainese’s international expansion, 

particularly in China and the U.S., 

by investing in the brand’s direct-to-

consumer distribution channels as well as 

potential acquisitions.

While financial details were not disclosed, 

sources peg Dainese’s 2021 revenues at 

around 250 million euros and estimate an 

enterprise value of 630 million euros.

Equity for the investment will be 

provided by Carlyle Europe Partners V, a 

6.4 billion euro fund investing in European 

opportunities across a range of sectors  

and industries.

The transaction is in sync with Carlyle’s 

long-term focus on consumer goods, a 

sector in which it has invested more than 

$20 billion to date.

The fund has supported the growth and 

international expansion of brands  

including Moncler, Golden Goose, Design 

Holding and, last year, in premium 

streetwear retailer End.

“We were attracted by the company’s 

unique brand identity, long heritage 

and leadership in innovation,” said 

Massimiliano Caraffa, managing director 

leading consumer and retail for the 

Carlyle Europe Partners advisory team. 

“Leveraging our global network and 

expertise in scaling consumer brands, we 

are excited to support Dainese in the next 

chapter of its growth journey, building 

upon its distinctive customer-centric ‘head-

to-toe’ product offering and unmatched 

technical excellence.”

Founded in 1972 and headquartered 

in Vicenza, Italy, Dainese Group has 

engineered and patented inventions in the 

world of safety and protection, including the 

back protector and the first wearable airbag 

for motorcyclists, in collaboration with 

world champions, including motorcycle 

legend Valentino Rossi.

Silei described Carlyle as “the ideal 

partner,” that “understands and appreciates 

the core values and vision for growth of 

the group.” He added that with the fund’s 

“track record and expertise in this sector,” 

he was confident it will “help achieve our 

ambitious goals for growth and further 

internationalization.”

Dainese has a network of 38 directly 

operated stores and a direct e-commerce 

site. In 2007, Dainese acquired motorcycle 

helmets-maker AGV, founded in 1917. TCX, 

a motorcycling shoes brand, was acquired 

in 2020. Dainese counts more than 1,000 

employees and is present in 96 countries 

across the Europe, Middle East and Africa 

region, Asia Pacific and the Americas.

Carlyle was advised by Bank of  

America, DVR Capital, Unicredit and 

Latham & Watkins.

Dockers 
Taps 
Maurizio 
Donadi

Carlyle to Buy Dainese Group

Valentino Rossi 
wearing Dainese.

A look from the 
Dockers x 

Transnomadica 
collection.









MARCH 14, 2022 13

The influencer combines 
holistic and pharmaceutical 
beauty practices in her 
popular YouTube series.

BY LAYLA ILCHI

In the 12 years that influencer Jade Marie, 

also known as @jadeywadey180, has been 

in the beauty space, she’s done a 180 in 

her beauty practices, changing her social 

media content from the high-glamour 

makeup space to leaning into holistic skin 

care and mindfulness.

“A couple of years ago I was heavily in 

the makeup world and it was all about 

glamour, contour and coverage, and I just 

felt like I wasn’t being true and authentic 

to who I am,” she explained. “I kind of 

stripped away the layers and I got back to 

my skin care roots and started my YouTube 

series called ‘Complexions by Jade.’ I came 

back to my truest self, which I think is the 

healer, someone that truly loves skin care 

and healing through skin care.”

This change in her social media  

strategy has resonated with her followers. 

Marie’s following includes 671,000 

YouTube subscribers and 1.2 million 

Instagram followers.

Marie first got her start in the beauty 

space as an esthetician, working at a 

holistic spa in San Diego after getting her 

license where she learned about Ayurvedic 

practices. She then worked at a medical 

spa where she got experience with more 

pharmaceutical practices, which inspired 

her to combine the pharmaceutical and 

holistic worlds in her own practices.

She later moved to Los Angeles where 

her blog and social media gained a steady 

following within the makeup space. She 

changed her social media strategy to 

holistic skin care and mindfulness because 

it felt more authentic to herself and the 

content resonated with her followers.

“I basically teach my followers all 

about the best products in the industry,” 

she said. “I dissect them down to their 

ingredients. I talk about tools and  

the most innovative things coming out  

in the beauty space.”

Marie’s content is centered on her 

“Complexions by Jade” YouTube series 

where she talks about different skin care 

concerns and gives insight into how to 

address them with products, tools and skin 

care practices. She also uses this series 

to talk about mental health and other 

wellness topics.

As a way to engage her followers,  

Marie also chooses one follower a week  

to experience her signature facial where 

she addresses their skin care concerns  

and helps them create a routine that suits 

their needs.

Through her skin care videos, Marie has 

also landed in the ASMR beauty space, 

which is a phenomenon, particularly on 

TikTok, where beauty influencers create 

makeup or skin care videos that include 

satisfying sounds and visuals that are 

meant to relax the viewer.

“When I got into that, it was really just 

a joke to be honest,” she explained. “I 

tried it once and it really resonated with 

my followers. I didn’t realize how much it 

actually promotes calmness and it’s just a 

really relaxing space. I know some people 

can think it’s kind of weird, but it’s a whole 

world in itself. Every video that I put out 

is ASMR, but I like to call it ‘spa-SMR,’ so 

it has sounds of spas, like they hear the 

sounds of instruments and the water and 

it brings them in and helps them feel like 

they’re getting the treatment.”

Marie has partnered with several brands 

for her “Complexions by Jade” series and 

ASMR beauty videos, including Sonage, 

which tapped the influencer for the launch 

of its Baby Frioz facial massage tool, as 

well as Ole Henriksen, Allies of Skin, 

Dermaflash, Kosas and others.

“My followers, they come to me because 

they know that whatever ends up on  

my page is Complexions approved,” she 

said about the brands she partners with. 

“It’s kind of my stamp of approval. If I’m 

just doing one-off [partnerships], then 

it feels like an ad, so I really like to have 

a closer relationship with my partners. 

I like to get to know them on an actual 

friendly level and when they believe in me 

and let me do my thing as a professional 

aesthetician. That can really get the 

message across if I’m really passionate 

about a project. I feel like it shows through 

my content much better.”

Coming up, the influencer is furthering 

her educational platform by launching her 

“Complexions Curriculum,” which is a 

program where Marie teaches aestheticians 

about her holistic-meets-pharmaceutical 

technique so they can “elevate their craft 

to the next level.”

The Los Angeles-based 
label celebrates its 10-year 
anniversary this year.

BY RYMA CHIKHOUNE 

 
Irina Shayk stars in Anine Bing’s 2022 

campaigns, WWD has learned exclusively. 

This marks the first time the brand — which 

is celebrating its 10-year anniversary —  

has named a face.

“Working with a self-made woman, a 

mother, a kind and fun person is always 

win-win for me,” Russian-born Shayk 

told WWD. “Anine sure knows what she 

wants. Born in Denmark, living in L.A., 

and raising her kids while running her 

business, I can definitely see some parallels 

between us. I love her style: chic, classic, 

timeless, modern and fun. I wanted to 

take the whole collection home and was 

honored to work with and meet other 

powerful women in life and my career.”

Shot by fashion photographer Chris 

Colls, the campaigns showcase a relaunch 

of Bing’s “Classics” collection, a bestselling 

line featuring tailored suiting, basics, 

denim and leather accessories (with 

new items added to the mix), as well as 

the unveiling of the brand’s first resort 

collection of swimwear and ready-to-wear.

“I couldn’t be more excited to launch 

our Classics campaign with Irina  

Shayk,” said Bing, founder and chief 

creative officer of the namesake label, in 

an exclusive statement. The Danish-born 

designer has been based in Los Angeles 

since 2010.

“Women’s empowerment is at the heart 

of our brand, so launching this campaign 

in March during Women’s History Month 

feels really special,” she continued. “The 

Anine Bing ‘Classics’ collection offers 

timeless styles that make any woman feel 

and look their best and who better to 

unveil this campaign than the epitome of 

effortless and confident style, Irina Shayk.”

BEAUTY

Influencer Jade Marie  
Talks ASMR Beauty, 
‘Complexions by Jade’

FASHION

Model Irina Shayk Named Face of Anine Bing
A first look at 

Irina Shayk for 
Anine Bing.

Jade 
Marie
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Niche denim brands are 
tapping into the market gap 
left by established Italian 
players that hardly aligned 
with new trends  
and consumers’ needs.

BY MARTINO CARRERA

The return of the Y2K aesthetic, spurred 

by nostalgia for the decade’s youthful spirit, 

has shined the runway spotlight on denim 

once again — think Diesel’s denim galore for 

fall, but also the research that went into the 

fabric in the early days at Vetements.

But consumers never fell out of love 

with denim, from the vintage-looking, 

Americana-referencing styles and Japan’s 

selvedge indigo to the more comfort-

oriented stretch styles, jeggings and skinny 

jeans and now the high-waisted, looser-

fitting trend.

Most recently, consumers began 

looking back at the original cloth, 

raw and authentic, while demanding 

transparency and sustainable practices 

be embedded in manufacturing.

While several denim specialists 

successfully responded to the change in 

consumer tastes — cue J Brand’s shift to the 

direct-to-consumer business model — Italian 

players were losing market share even 

before the COVID-19 pandemic struck.

As Re/Done was growing out of the Los 

Angeles scene, ‘80s brand Rifle was filing 

FASHION

A New Wave of Italian Denim Brands 
Reenergizing the Sector

for bankruptcy. While Citizens of Humanity 

opened its first physical outpost in Aspen, 

Colo., Gas Jeans, the youth-minded Italian 

denim brand, was being dragged out of 

bankruptcy by the Grotto group.

However, a number of Italian niche brands 

are reenergizing the category once again.

“I’ve got a passion for the denim cloth, 

which offers endless possibilities,” said 

Juan Piani, chief executive officer of 

the In Style showroom based in Milan, 

which since 2020 has had a production 

and distribution license with the 3x1 

brand established by denim veteran Scott 

Morrison in 2011.

“Denim used to be associated with 

casual and sportswear for its hard 

resistance and raw texture…until stretch 

and bi-stretch options caressing the female 

body took over,” he said.

While the license signed in 2017 to 

distribute the brand in Europe stemmed 

from Morrison’s and Piani’s mutual love of 

raw denim, comfort couldn’t be overlooked.

When Instyle acquired the global 

license to take over 3X1’s operation, Piani 

repurposed the brand’s signature look 

and feel through Candiani fabrics and by 

relying on laundry Elleti, both known for 

their sustainable credentials.

The latter also has been integral from 

the beginning for Blue of a Kind, a brand 

launched by denim veteran Fabrizio 

Consoli, who has had previous stints at 

Diesel, Replay and Gas. The company has 

championed a radical approach.

“Denim is among the most polluting 

products in fashion and while it is indeed 

a mainstay of everyone’s wardrobe and 

spotlighted on the catwalks from time to time, 

I realized the most sustainable approach 

for such a timeless item is to exploit what’s 

in one’s closet,” Consoli explained.

The entrepreneur, who recently opened 

Blue of a Kind’s first brick-and-mortar shop 

in Milan, said denim “is a versatile and 

democratic piece of clothing, potentially 

the most democratic of them all.”

Which is why, he opined, it has 

percolated down to the commercial 

collections of potentially any brand from 

fast fashion to luxury. He believes this is 

testament to denim’s versatility and ability 

to transcend trends, allowing brands to 

deliver cool styles at a relatively low budget.

Blue of a Kind’s mission is to take 

sustainability very seriously. The brand 

collects vintage denim pieces and 

unsold stock and retools them for a 

contemporary look and fit.

“Our design process is reverse. Starting 

from existing goods, with their limits, 

features and qualities, and our goal is to 

find any solution needed to turn it into 

something new,” Consoli explained.

Further advancing its sustainable 

mission, a recent tie-in with Italian 

dyer Officina+39 has allowed the denim 

specialist to expand its offering of shades, 

overdyeing its vintage jeans with eco-

friendly pigments derived from discarded 

denim pieces.

“Brands should always take a stance 

and gather around them a community of 

like-minded people,” Consoli said, noting 

how the high-end price point puts Blue of a 

Kind in the same league as luxury players. 

Consoli’s goal, however, is to tap into 

value-driven consumers, who represent a 

fast-growing niche.

These brands feel like outliers in the 

market, as 3x1’s Piani put it, in that they 

distance themselves from the cool-chasing 

edge of Los Angeles-based denim labels. 

At the same time, they conjure a more 

fashion-driven aesthetic than many of their 

established Italian competitors, save for 

those in the runway league.

“Denim has been so overtly used and 

experimented with, that I don’t see any 

real new trend emerging,” said Cristiano 

Caucci, brand manager at Tela Genova, 

a denim brand operated by the FG 1936 

apparel company.

The label has been reprising the original 

selvedge denim cloth from Genoa, crafted 

using shuttle looms for a raw aesthetic that 

still attracts a number of consumers and 

denim enthusiasts looking for the ideal 

pair of carryover jeans.

“When sales volumes for the category 

were slim, denim lost its essence. Now 

that it’s high in demand and has rightfully 

become a lifestyle product, there’s more 

room for experimentation,” Consoli said.

Denim pieces 
from 3x1.

Denim pieces from 
Blue of a Kind.

Tela Genova, 
fall 2022





FashionGo will debut its first in-person omnichannel B2B wholesale fashion event in the  
ever-stylish mountain town of Palm Springs.

Wholesale Fashion Redefined  

Brands and retailers seeking 
fresh perspectives on fashion, 
style-forward solutions, and 
some much-needed sunshine; 

can head out west to Palm Springs for 
the debut of FashionGo’s first in-person 
trade event – and the novel experience 
will be a strategic merging of the firm’s 
wholesale known-how with its robust 
digital community to breathe new life 
into the B2B market.

Held in conjunction with 
FashionGo Week Palm Springs on 
May 3-5 at the Palm Springs 
Convention Center and organized by 
FashionGo Events, the debut event 
marks the evolution of FashionGo 
from a strictly digital entity to a live, 
intelligently-interactive affair.

Established in 2002 in the heart of 
the Los Angeles Fashion District, 
FashionGo, a B2B wholesale online 
marketplace that fosters industry-wide 
connectivity and fashion-related 
opportunities. Part of NHN Global; 
FashionGo boasts an extensive list of 
vendors and an ever-growing 
community of retailers that engage with 
the firm’s solutions, service, and 
insightful industry data. 

A strong focus on cultivating 
relationships and omnichannel retailing; 
the idea for FashionGo’s event is to 
blend physical and digital wholesale 
discovery and commerce while 
broadening accessibility to the 
wholesale market – and with a robust 
quality-vetted exhibitor list. 

Here, Tom Nastos, FashionGo 
Events, talks to Fairchild Studio about 
cultivating relationships, FashionGo’s 
commitment to local and wholesale 
communities, and what’s trending up in 
the wholesale market.

Fairchild Studio:  Tell us about the 
genesis of this show. What led to 
FashionGo’s decision to evolve into an 
in-person event?
Tom Nastos: B2B wholesale buying is 
evolving. Retailers have been adopting 
‘fast-turn’ merchandising strategies to 
increase their sell-through and allow 
for the flexibility to purchase based 
upon immediate customer demand or 
market trend. 

The market dynamic has only 
accelerated since the pandemic with 
digital wholesale adoption vastly 
increasing. However, the need for 
retailers to see, touch, and feel 
products remains a crucial part of the 
discovery journey, which can’t be 
replicated online. 

FashionGo Events was launched 
with the purpose of meeting this 
market need, creating frequent market 
access both online and in-person. 
FashionGo Week Palm Springs & New 
York will combine the creativity, 
rich-experience, and sense of 
community, with the convenience, 
speed, the efficiency of powerful 
technology, and data driven tools. 
Integrating FashionGo’s digital 
marketplace; streaming media, and live 
event opportunities into a seamless 

P O W E R E D  B Y :

shopping experience.
FashionGo Events is focused on 

creating market access for all our 
customers to discover, connect, and 
transact. By fusing the very best of 
online and offline shopping, we make 
it efficient, and convenient, for both 
retailers and brands to do business 
with one another, and securely 
purchase products.

Fairchild Studio: Why is this event 
distinctive in the fashion market?
T.N.: Today’s rapid adoption of digital 
buying behavior has severely 
disadvantaged traditional tradeshows 
and physical markets. Many organizers 
have pivoted to digital offerings; 
however, none fully support seamless 
end-to-end transactions, and market 
access that quickly fulfills open-to-buy, 
while replenishing inventory. Typically, 
retailers are provided brand lists and 
digital look-books of exhibitors prior to 
market that attendees can browse prior 
to the show.

FashionGo Week Palm Springs, our 
debut event; will offer retailers the 
ability to have a more digital, consumer-
like interaction with brands and 
products. We will offer the ability to 
browse, and explore online, the same as 
they would offline, within the 
FashionGo platform. Retailers can 
search and discover actual products – 
not brand-lists and categories – and can 
bookmark and favorite items they want 
to see in person. 

To further support order placing and 
seamless transactions, at the event, 
retailers can use the FashionGo mobile 
app to securely purchase products 
immediately, while efficiently tracking 
their shipments directly to their stores. 

Retailers will love discovering new 
and trending styles, with FashionGo’s 
innovative visual search technology 
tool Style Match+. Available on the 

mobile app, which will help them 
quickly find products both online and 
in-person; from brands like By 
Together, Polagram, and Le Lis. Style 
Match+ quickly finds similar style 
products based on an image from 
wherever inspiration strikes – the web, 
social media, or a favorite celebrity.  

For those that cannot attend the 
event in person; FashionGo Week 
online will run concurrently with 
FashionGo Week Palm Springs. It will 
feature the same digital benefits, and 
promotions, with an emphasis on live 
streaming, and social selling. 

Brands such as Maker’s Shoes, Lush, 
Fate, or even Wishlist will be able to 
connect with our vast online audience 
on our GoLive Streaming media 
channel, offering real-time chat, and 
shoppable collections. 

We’re really excited to offer retailer’s 
exclusive access to our GoLive Social 
Selling Studio, à la Palm Springs style. 
Retailers can invite their social media 
audiences on their onsite shopping 
journey, and they can easily find out 
what their customers want before even 
placing an order. 

Fairchild Studio:  In what ways does 
FashionGo support the wholesale 
community?
T.N.: As we all know; the industry has 
undergone a major evolution. Brands 
and Retailers have been catapulted into a 
digital future. Responding to this, we’ve 
put a big emphasis on understanding and 
providing the types of omnichannel 
market access the industry needs now 
and moving forward.   

In addition to high quality market 
access, we also support our community 
with value added services that save 
them time and money. FashionGo 
Rewards programs that allow retailers 
to shop and earn points to save on 
future purchases. Services like 

Consolidated Shipping; whereby a 
retailer can purchase from multiple 
participating brands and receive their 
order in one single shipment. Those 
are real dollars going back into the 
pockets of our community, not to 
mention the time and convenience of 
tracking one single shipment. 

FashionGo supports buyers and 
sellers of all stages to shop smarter, sell 
more, and grow faster.

Fairchild Studio: How is FashionGo 
bringing the local community to life?
T.N.: Palm Springs is an iconic 
destination – dare we say, a resort 
location. Folks want to go to a great 
destination. Palm Springs has already 
been branded as an “oasis.” It has so 
much to offer our community, especially 
around health and wellness, including 
outdoor activities, a diverse range of 
dining experiences, shopping, and 
nightlife, at various price points to fit 
any budget. 

We are working closely with Palm 
Springs to provide endless offerings 
and opportunities to our attendees. We 
want them to curate their own journey, 
whether with family, friends, or 
business partners – there’s something 
for everyone. Our intention is for it to 
be immersive and inclusive. Local 
businesses are also a focus, and we 
want to support them. 

Fairchild Studio:  What’s next for 
FashionGo Events?
T.N.: We are making data driven 
decisions on expanding to new 
locations; we will be expanding to New 
York this upcoming November 7-9. As 
we grow the live events, expect new 
approaches to the discovery process 
using our platform. 

We’re strategically working with 
brands to provide protective market 
exclusivity – especially for distribution.

FashionGo Week Palm Springs will offer retailers the ability to have a more digital, consumer-like interaction with 
brands and products.
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HERE AND BELOW: 
The scene at the Chanel 

party to celebrate 
Atelier Beauté Chanel  

in Austin.

The scene at the Gucci x Bumble 
Celebrate Women Innovators 

party at Sammie’s in Austin.

Vanessa Hong at the Gucci x Bumble 
Celebrate Women Innovators party at 
Sammie’s in Austin.

Kailey Gullet and Delsdayout at 
the Gucci x Bumble Celebrate 
Women Innovators  
party at  
Sammie’s  
in Austin.

Thurman Thomas, Selby Drummond and Torrence Thomas at the Gucci 
x Bumble Celebrate Women Innovators party at Sammie’s in Austin.

Sheryl Crow 
performing at the 
after-party for 
“Sheryl” at Antone’s 
in Austin.

The scene at the 
performance and 

after-party for 
“Sheryl” at Antone’s 

in Austin.

A wind advisory swept up 
SXSW-goers and dropped 
them off around Austin Friday 
evening. First stop was the 
Atelier Beauté Chanel pop-up, 
where guests could start their 
night with a touch of makeup 
and Champagne. The night 
continued over at Sammie’s 
with a little fashion and friends 
at the Gucci x Bumble party. 
The cocktail event honored 
female innovators with guests 

including Elle Fanning, Angelica 
Hicks, Vanessa Hong and Selby 
Drummond. The hard last stop 
of the night was Sheryl Crow’s 
performance at Antone’s, where 
everyone in the room sang along 
to beloved hits as if they were 
alone in their cars. Crow kept 
it fresh, switching out guitars 
between each song, and kept 
the crowd up late — admitting 
around 11:30 that her usual 
bedtime is 9:30.

Inside the SXSW Opening Night Scene: 
Chanel, Gucci, and Sheryl Crow

A look inside three Friday night parties kicking off the Austin festival. BY LEXIE MORELAND
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entertaining them, piquing their interest, 

taking them on a thrilling journey with a 

true crime story, delighting them with the 

glamour of Hollywood.

WWD: How has People managed to 

survive when so many have not, or 

have discontinued print editions and 

become digital-only brands? What is 

the People secret sauce?

L.V.: The secret sauce really is built into 

People’s DNA, and first and foremost, it 

is about trust, truth, credibility. We are a 

personality-driven magazine. But the most 

important thing about the People brand 

is that you if you read it in People, you 

know it’s true. This is one of the reasons 

celebrities still choose People, to be on the 

cover, to break their big news. It’s a vast 

audience reach for these big moments in 

their lives, both happy and sad. Whether 

somebody is announcing their sexual 

identity, talking about a death or an 

engagement, we’re the publication that’s 

most trusted. We’re going to get it right.

WWD: What does a magazine  

cover mean these days?

L.V.: The power of a magazine cover 

cannot be underestimated. It is a moment. 

JoJo Siwa came out in the pages of the 

magazine. The death of Nick Cannon’s 

baby, he wanted to talk to People magazine 

about it. It was a safe space for him to have 

that conversation. I think that’s part of the 

magic. There’s still a power and a meaning 

behind being on the cover of a magazine.

WWD: That being said, celebrities are 

availing themselves of social media to 

break personal and professional news. 

Has this affected the ability to book 

exclusive reveals?

L.V.: That’s a great question. Weddings 

are a perfect example; we might go a layer 

deeper. We might shoot an exclusive video. 

We might tell the inside story behind the 

ring. We’ll have the first big photo shoot 

with a couple. So we still get that exclusive 

access. And we will have the exclusive 

moments. And then if there’s a story that’s 

complex, which most emotional stories are, 

we still get that because the newsmakers 

trust People to get the complexities right. 

And to not clickbait it. No, we’re not going 

to get every celebrity wedding photo first, 

but we still get a lot of them first. We get 

deeper layers and we get different access.

WWD: People’s bread and butter  

has been the emotional reveal. But a 

lot of celebrities are using Instagram 

to tell these stories. And so I wonder  

if that in particular has become 

harder in the digital age?

L.V.: It’s changed. I would say that 

sometimes a celebrity, an actor or an 

actress, isn’t comfortable or doesn’t feel 

like they’re articulate enough to put words 

to what they’ve been through. And they 

trust the storytelling that People magazine 

gives them. Lizzo is a perfect example. 

We did a cover on Lizzo [Vaccariello’s first 

cover as editor] and we didn’t even talk 

about her body until several paragraphs in. 

And she said, “I want to own it. I want to 

own fat shaming. I’m not embarrassed to 

talk about it. Let’s talk about it.” Because, 

and this is her quote, “If I don’t show 

people what I went through, the kids won’t 

have the keys.” So there’s something about 

sharing who you are and why you are the 

way you are through a brand like People. 

Because of the scale that we have, you are 

not just talking to your audience. You’re 

amplifying who you are and why you do 

what you do to a broader audience.

WWD: How important is photography 

in booking these covers? And how 

much of a priority is it at People?

L.V.: Photography is essential to the 

personality journalism that People is 

known for. We put a great deal of thought 

and resources behind it. When people 

magazine started almost 50 years ago, we 

wouldn’t do an interview unless we could 

do it in someone’s home or on a walk with 

them. We wanted to show that human side 

of the newsmaker. Today [newsmakers] 

are either showing everybody everything, 

or they don’t want to show anybody 

anything. But the power of photography 

and the access that we have to the best-

known photographers in the world, as well 

as up-and-coming photographers, is part 

of the special sauce. In the current  issue, 

we have a four-page profile on Tinx [Los 

Angeles-based lifestyle content creator 

Christina Najjar] who is sort of like the 

Oprah of TikTok. She was shot by Art 

Streiber. This is somebody who has done 

everything in her career on her phone. So 

celebrating this personality and showing 

Tinx in such a beautiful and impactful way 

is part of the razzle dazzle that you get 

when you open People magazine.

WWD: Are your writers finding that 

the rise of Zoom during the pandemic 

has made celebrities less inclined to 

do in-person interviews?

L.V.: I think two years in everybody now 

understands the power of in-person 

interaction. And I will say that People 

still is getting that access. Our reporters 

are still on [film and TV] sets. [Writer] 

Jason Sheeler went to Lizzo’s house. This 

is because of the kind of story that we’re 

doing, it’s not the talking points. It’s the 

whole package, the whole environment. 

That’s what’s going to show people your 

personality. And that’s what we’re about.

WWD: How much emphasis do  

you put on breaking celebrity news, 

which is a very competitive area?

L.V.: Part of our DNA is the original 

reporting that we do every single day on 

People.com. I get a report every week 

on our cover stories and newsmaker 

interviews and People is the source that all 

these other aggregators are using. When 

former “Bachelor” Colton Underwood got 

engaged, we were the ones who talked to 

him. But also, we’re going to knock on the 

door of the criminal who just got indicted. 

So it is that access and that original 

reporting that sets us apart. We are the 

trusted source, that’s part of why we’re 

able to break news. But also yes, we want 

the exclusives. Going first does matter. But 

I’m of the opinion — maybe because I come 

from Cleveland and not from the coasts 

even though I’ve been in New York for 

20-plus years — our readers aren’t reading 

the Hollywood trades. So to me, it’s not the 

end of the world if Lizzo talks about her 

new television show in Variety a few days 

before we did our cover story.

WWD: Many magazines have been 

forced to shut down or downsize 

because print revenue dried up and 

digital revenue was unsustainable. 

With 25 million print subscribers, I 

imagine People is somewhat insulated 

from the digital downfall.

L.V.: We’re doing the balancing act that 

every magazine brand has; print revenue 

is going down and digital revenue is going 

up. There are strategic plans around all of 

that. We’re big enough and our consumer 

revenue is high enough because of our 

millions of subscribers and people who 

will pay $6 an issue at the newsstand. The 

revenue pie for People is much bigger 

than any one platform. We’re still getting 

millions in advertising. So we are a very 

powerful force in the media ecosystem.

WWD: So you don’t envision People 

going behind any kind of paywall?

L.V.: People’s content is for everyone and 

we do not have plans for paywalls. We are 

always looking at ways we can enhance our 

premium experience for our audiences.

WWD: As the new editor in chief, 

what is your mandate? Are there 

coverage areas you’re looking to 

expand or break into?

L.V.: The magic mix is not going to  

change. We’re about the headliners. We’re 

about the stars and the up-and-comers, 

human interest, crime is very important  

to the mix. I’d say if there’s one thing  

that I personally want to bring to the table 

it’s really new voices. I care a little bit 

more about sports, for example, like the 

personalities in the NFL. I care a lot about 

beauty. You’ll see more beauty in our 

pages. We already have a huge presence  

on television.

WWD: Who do you want  

to see on the cover?

L.V.: This is not fancy, but I would love  

to get Jason Bateman on the cover. I’m a 

huge “Ozarks” fan. He’s got a wonderful 

story to tell. I’m not interested in his 

marriage or his family, but just as a media 

personality and the choices that he’s 

made. I find him fascinating. I also love 

Will Smith. I can’t get enough Will Smith 

and I can’t get enough of his wife Jada and 

that whole family.

WWD: You are clearly at a career high 

right now. What was your career low?

L.V.: As I say to my mom, they love 

me until they don’t. There have been 

some changes in leadership at various 

companies. And I’ve been sort of tapped 

on the shoulder and told, you know, maybe 

we want to make a change. Sometimes it’s 

because I just didn’t have the same vision 

as the new person coming in. Sometimes 

it’s because I made too much money. 

Losing your job in magazines is never a 

detriment, it’s just part of the résumé. But 

there were low points where I thought, did 

I do something wrong? Could I have done 

something better to win that new CEO 

over? The truth is all you can be is yourself. 

I’ve tried to learn and become a better 

manager and leader and employee, but I 

am who I am. I try to be buttoned-up, but 

I have a happy personality. I’m optimistic. 

I’m not going to ever work well at a 

magazine or a media brand that is sort of 

cynical. Or gossipy. So staying true to that 

has served me well. I want to continue 

to tell stories. I love video. I love TV, but 

written stories, magazine stories, that’s 

where my heart is. ■

“Celebrities still choose People, to be  
on the cover, to break their big news. It's a vast 

audience reach for these big moments  
in their lives, both happy and sad. Whether 

somebody is announcing their sexual  
identity, talking about a death or an engagement, 

we're the publication that's most trusted.  
We're going to get it right.” 

LIZ VACCARIELLO

People 
magazine
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Is your company minority-founded or minority-led? Are you  
a company leading on DE&I initiatives in the entrepreneurial 
and start-up stage? Then consider applying to the Fairchild 
Founders Fund: DE&I edition.

This opportunity aims to find the next generation of companies 
who are making a difference in diversity, equity, and inclusion 
(DE&I). The program is open to start-up and entrepreneurial 
brands, agencies, retailers, and suppliers in fashion apparel, 
footwear, beauty, and wellness, and aligns with P&G 
Responsible Beauty, which is the company’s commitment to 
being a positive force for beauty and business in the world.

To apply and learn about the program criteria, 

There is no cost to submit an application.






