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●  The two luxury stalwarts  
are rumored to once again  
be in discussions about a 
possible merger.

By DaviD Moin and Evan Clark

The on-again, off-again romance between 
Neiman Marcus and Saks Fifth Avenue 
could be back on again.

Rumors are swirling among multiple 
sources that Saks parent Hudson Bay Co. 
and Neiman Marcus Group have recently 
held at least informal talks about a possible 
merger. While such discussions can be fleet-
ing, and range from casual conversations 
about the hypothetical to more pointed 
proposals, the backdrop in retail for such 
thoughts is at least improving. A strong hol-
iday season has the sales outlook strength-
ening and dealmaking is perking up.

●  Glossier may be outgrowing 
private funding with founder 
Emily Weiss’ plans for a 
“massive” company.

By kali Hays and allison Collins

The stage is set for a Glossier IPO.
With a fresh round of funding and sky-

high valuation, Glossier’s debut on the 
public markets seems more a question of 
when, not if.

The quintessential Millennial beauty 
business just completed its third round 
of funding — $52 million — valuing the 
business at about $390 million, according 
to industry sources. The raise follows a 
$24 million Series B in late 2016, and $8.4 
million Series A in 2014.

The investments and the valuation are 
major for a business that beauty sources 
say is not yet profitable and that has an 
estimated $40 million in sales.

Weiss said in an e-mail to Glossier sub-
scribers that the new capital will keep the

business

Whispers 
Of HBC,
Neiman’s 
Merger
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Continued on page 12

Continued on page 10
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It’s Easy 
Bein’ 
Green
Dries Van Noten certainly 
made a compelling case for the 
color of leaves and frogs at his 
show on Wednesday in Paris. 
His inimitable flair for mixing 
shades, patterns and dramatic 
flourishes can be seen in this 
chic, languid dress, printed 
boots and fluffy stole. For more 
on the shows, see pages 4 to 8.

photograph By Giovanni Giannoni
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● Chairman and chief executive 
officer Jay Penske continues to 
control more than 60 percent 
of the company.

 By wwD staff

Penske Media Corp. has recently closed 
a $200 million direct investment from a 
Saudi Arabia investment fund. PMC is the 
parent company and owner of Fairchild 
Media and WWD. Chairman and chief 
executive office Jay Penske continues 
to control more than 60 percent of the 

company after the strategic investment.
“This moment represents another signif-

icant milestone for PMC and its stakehold-
ers,” said Lauren Utecht, vice president of 
communications for the company. “After 
a decade of growth without raising any 
outside capital, this minority funding will 
further amplify our investments in existing 
PMC properties and provide additional 
resources for future acquisitions.”

Founded in 2003, PMC is a leading 
digital media company with significant 
experience in the entertainment, tech-
nology, fashion, retail and luxury media 
segments. PMC has made investments in 
18 industry-leading trade and consumer 
brands, including Variety, WWD, Deadline, 
Beauty Inc, FN, IndieWire, BGR and other 

media properties.
During a time of incessant challenges 

across the media industry, PMC has been 
actively increasing its media holdings 
and operations. In December 2017, the 
company acquired control of Rolling 
Stone from Wenner Media. The previous 
year, PMC added Sourcing Journal and 
the Robb Report to its stable of media 
properties.

In 2014, PMC acquired Fairchild Media 
from Condé Nast, in a deal that included 
WWD, its archive, Footwear News and the 
Fairchild Summits and events business. 
And in 2012, PMC acquired Variety from 
Reed Business Information.

Penske Media did not provide any fur-
ther details on the transaction.

business

Penske Media Corp.  
Gets $200M Investment 
From Saudi Fund

● Wall Street responded by 
pushing the retailer’s stock to 
an all-time high.

 By kali Hays

TJX Cos. ended 2017 on a strong note.
The off-price retailer saw net sales for 

the year ended Feb. 3 grow 8 percent to 
$35.9 billion, while net income increased 
15 percent to $2.6 billion, equal to earn-
ings of $4.04 per share. Consolidated 
comparable-store sales also increased 2 
percent for the year, despite dipping for 
the first time in nearly a decade during the 
third quarter.

Comparable sales in the fourth quarter 
helped offset that decline, increasing 4 
percent, allowing TJX to tout 22 consec-
utive years of comp growth. Net sales for 
the quarter grew 16 percent to $11 billion 
and net income grew 22 percent to $877 
million, equal to $1.37 per share.

Wall Street was pleased with the results 
and sent TJX’s stock price up 6.8 percent 
to $82.59 in trading on Wednesday.

Ernie Herrman, president and chief 
executive officer of TJX, admitted that 
comp sales exceeded the company’s 
expectations and noted that “traffic was 

up overall” in all of the company’s divi-
sions, making it the “primary driver” of 
the comp growth.

“Looking ahead, 2018 is off to a solid 
start,” Herrman said. “We see abundant 
opportunities in the marketplace for major 
brands and high-quality merchandise and 

are pursuing numerous initiatives to keep 
driving sales and customer traffic.”

Specifically, TJX is projecting consoli-
dated comp-sales growth of 1 to 2 percent 
and earnings to grow 17 to 20 percent to 
between $4.73 and $4.83.

Part of the earnings increase will be 

due to savings stemming from the Trump 
administration’s tax reform bill, which 
pushed corporate tax rates down to a base 
of 21 percent, the lowest rates in history. 
The bill also added a number of benefits 
for corporations and wealthy individuals, 
like removing any penalty for moving 
funds held abroad back to the U.S. TJX is 
taking advantage of this element planning 
to “repatriate” more than $1 billion in 
profits it’s holding in its Canada division. 
The company did not specify how much 
it was expecting to save through tax 
reform, but Herrman said it would be 
“significant.”

TJX is attempting to share some of the 
benefit by offering an unspecified onetime 
bonus to eligible employees, institut-
ing parental paid leave in the U.S. and 
“enhancing” vacation benefits in the U.S. 
TJX is planning to use a “substantial” part 
of its tax savings to increase its quarterly 
dividend and repurchase up to $3 billion 
in stock this year.

Walmart Stores Inc. made a similar 
attempt to position tax reform as cause for 
its decision in January to raise its mini-
mum wage, despite having made several 
incremental increases since 2015.

Tax reform, unsurprisingly lauded by 
corporations, is set to add $1.51 trillion 
to the $666 billion federal deficit, with 
about $1 trillion stemming from business 
tax cuts, according to the Committee for a 
Responsible Budget, a nonpartisan group. 
The tax cuts, too, (especially for indi-
viduals as they are only temporary), are 
expected to be largely offset by the elimi-
nation or reduction of previous write-offs, 
like mortgage costs and state tax amounts.

● The ailing retailer has  
begun implementing its first 
turnaround steps.

 By alEx wynnE

PARIS — Carrefour SA, which imple-
mented a massive overhaul in late January 
as it seeks to face up to the changing retail 
environment, has reported a net loss of 531 
million euros for 2017.

This compared with net income of 746 
million euros a year earlier for the ailing 
retailer, the world’s second-largest after 
Wal-Mart Stores Inc., which also cut its 
dividend proposal by 34 percent to 0.46 
euros.

“The 2017 results that we are present-
ing today demonstrate the necessity of 
implementing without delay Carrefour’s 
transformation plan,” stated chairman and 
chief executive officer Alexandre Bompard.

During a conference call with analysts 
and journalists, Bompard continued, “2018 

is the first year of our five-year plan and a 
pivotal year in the transformation we are 
initiating,” he said.

Plans to simplify Carrefour’s organiza-
tional structure should be in place before 
the end of this year, he said, and negotia-
tions with suppliers to enable productivity 
and competitiveness gains are under way. 
Plans for ramping up omnichannel are   
ongoing, he said, without revealing details 
further than those unveiled in January, 
including extended delivery options in 
France and a single online identity for its 
domestic online business.

Carrefour is ramping up its investments 
in digital sixfold, as reported, planning to 
pump 2.9 billion euros in its omnichannel 
capacities over the next five years.

This year, Carrefour expects to see 
ongoing depreciation from its investments 
of the past few years as well as currency 
headwinds, particularly in Brazil, have a 
continued negative effect on profits, chief 
financial officer Matthieu Malige said. 

On the upside, he said, “We will have 
the first gains, notably, on the cost-savings 
plan.…We want to invest into our competi-
tiveness a big portion of our cost savings.”

For 2017, Carrefour’s recurring operating 
income dropped 14.7 percent to 2.01 billion 
euros, in line with guidance the firm gave 
in January when it announced its revenues 
for the year.

The results were impacted by increased 
competitive pressure in France, a rise in 

distribution costs, the difficult economic 
situation in Argentina and costs related to 
its former Dia activity.

In France, which weighed particularly 
heavily on profits, recurring operating 
income fell 32.9 percent to 692 million 
euros, which included a loss of 150 million 
euros related to Dia’s business, now up 
for sale or to be liquidated as part of the 
turnaround plan. In the rest of Europe, 
recurring operating income fell 4.9 percent 
to 677 million euros, weighed down by 
the competitive environment in Southern 
Europe, the retailer said.

Latin America’s recurring operating 
income increased 0.6 percent to 715 
million euros, driven by improvements 
in Brazil, although losses in Argentina 
weighed on the region overall. In Asia, 
meanwhile, profitability improved in the 
second half on the back of ongoing restruc-
turing in China, with recurring operating 
income for the year of four million euros, 
compared with an operating loss of 58 
million euros in 2016. “Our action plans in 
China are beginning to bear fruit,” Malige 
commented.

Net sales for 2017 increased 2.9 percent 
to 78.9 billion euros, Carrefour said.

business

TJX Ends 2017 With Increased 
Comp Sales and Profits

business

Carrefour Reports Net Loss for 2017

A T.J. Maxx store  
in Barre, Vt. 

Carrefour does expect 
depreciation from its 

investments.
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The Reviews

Dries Van Noten 
Thank you, Dries! On Wednesday 
afternoon, within the gilded majesty of 
the Hôtel de Ville, Dries Van Noten sent 
a compelling reminder that sometimes 
the pure fashion experience is enough. 
It was an important message at a time 
when many designers are utilizing their 
runways to wax profound about our 
complicated, polarized world, rife with 
dissonance and changing mores and 
world views. That’s great; fashion must 
reflect its times.

But speaking to the moment doesn’t 
only mean mining its dark side. Once 
upon a time, fashion was good for what 
ailed you. Bottom line, that remains its 
primary purpose. Fashion can’t right the 
world’s ills, but it can provide necessary 
moments of respite: enticement, enchant-
ment, the thought that I might look my 
very best in this or that dress.

That’s what Van Noten’s collection 
was all about: clothes to love, and more 
importantly, to love yourself in. “It really 
[addresses] the free spirit with free hands, 
no boundaries just, like, go for it,” Van 
Noten said during a preview.

No boundaries, perhaps, but savvy 
awareness of fashion’s current reali-
ties. Hence the integration of utilitarian 

sportswear in high-tech materials. But 
rather than clobber you with it, Van Noten 
integrated it into his signature mascu-
line-feminine dialogue, often in lyric 
opposition to his decorative tendencies. 
Other stated references: Seventies glam 
and Poiret, each invoked deftly, in glisten-
ing embroideries or the rounded slope of a 
Twenties-inspired shoulder. Dramatic arcs 
of feathers floated across an ivory goddess 
gown or on patterned skirts worn with a 
striped blouse with voluptuous sleeves. 
Van Noten played with fabric blocking 
throughout: a languid, ultra-chic dress in 
two shades of green with black, worn with 
a multicolored boa: an accordion of gold 
pleats inset into a printed dress. As for the 
prints, inspired by Art Brut, Van Noten 
kept them organic, all drawn by hand in 
his studio. And if one or two looks over-
whelmed (a blue and-silvery-gray pantsuit 
in a mega pattern), the intricacy of most 
intrigued. The pattern of one coat was so 
detailed and specific that the piece will be 
produced in one size only. Yet not all was 
surface pizzazz; a black coat and jacket 
fastened with feathered brooches worked  
a gorgeous simplicity.

Van Noten’s only message here was to 
make beautiful clothes for the women he 
admires and whom his work serves. He 
sent it loud and clear. — Bridget Foley
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Maison Margiela
Unconscious glamour, the result of 
“dressing in haste” — a trope central to 
John Galliano’s Maison Margiela. And now, 
“dressing in reverse: ‘Oops! I put my coat 
on before my dress!’”

Galliano makes it seem perfectly nor-
mal, just an accidental collateral result 
from modern lives lived in a constant state 
of overdrive. “I love the idea of exploring. 
The first layer is your coat, and then you 
put your blazer on top, and your blazer 
can double-up as a new dress, then on top 
of that you put a jumper,” Galliano said 
backstage at his show on Wednesday. It 
may sound accidental, but on a Galliano 
runway, every wondrously wanton compi-
lation, from broad stroke to infinitesimal 
nuance, is the result of deep consideration 

and meticulous execution. 
Nor is he drawn to obvious connections. 

By general-population understanding of 
the glamour (however mundane such 
interpretation might be), Galliano’s fall 
collection was anything but, unconsciously 
or otherwise. Rather, it played like a call 
to arms in a sense, an SOS for flamboyant 
self-protection: The storm is speeding 
nigh, and Galliano wants his women to be 
ready for it, in clothes that protect, reflect 
but never camouflage. The signature lin-
ings he’s brought out from under may be 
anonymous; the clothes are anything but. 

Since his arrival at Margiela three years 
ado, Galliano has developed powerful 
codes, of which unconscious glamour and 
dressing in haste are only two. Another: 
décortiqué, stripping a garment down to 
its essence, to a “memory” of the original 
piece. Here, he incorporated all, with a 
focus on outerwear. Not the perfectly tai-
lored Saville Row descendant (though that, 
too, was represented), but parkas, slickers, 
anoraks, face-covering hoods. These came 
plasticized and reflective (a trickle-down 
of haute’s holograms), some with a single 
giant padded sleeve, others, referencing 
hazard gear, many in high-tech fabrics to 
repel whatever harsh forces one might 
encounter. Yet Galliano believes in glam-
our and its traditional trappings. Thus, he 
trapped fanciful fringe beneath the surface 
of a see-through holographic coat and 
attached a slipdress (albeit a giant one) 
to a black stadium jacket. And in a nod to 
coziness, he morphed a tweed jacket into 
a big, lopsided Aran sweater. Yet let one 
wonder about Galliano’s protective persua-
sion, for choice, no teeter-totter stilettos. 
Rather, he finished most looks with the 
weighty footgear introduced during cou-
ture, the SMS — short for Security Margiela 
Sneaker. 

The looks fascinated — powerful, 
aggressive even — but somehow radiating 
charm; their individual components and 
complicated constructions sprung from 
the artistry of a master. However, Galliano 
is a rare master of something else — magi-
cal transportation via fashion. Particularly 
right now, with woes aplenty, a little such 
gentle respite would be welcomed indeed. 
Conscious glamour — perhaps. But from 
Galliano, never mundane. — Bridget Foleyph
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Rochas
When the fashion landscape feels dom-
inated by brands — big ones or little ones 
with big branding — all the messaging and 
obsession with social currency can drown 
out the fashion. Which is what made Ales-
sandro Dell’Acqua’s fall Rochas collection 
so appealing. Entirely free of artifice, the 
show was simply about beautiful clothes — 
day clothes, specifically.

“It’s very important for me that it’s a 
day situation, but very rich,” Dell’Acqua 
said backstage. “All the people ask me, 
‘Where is the daywear in Rochas?’ This is 
the daywear in Rochas.” He worked from 
a late Seventies point of view, mixing two 
parts Parisian bourgeois polish, one part 
Italian swagger, for a lineup that radiated 

luxury, quality and style while maintain-
ing discretion.

The show opened with a cognac dou-
ble-face cashmere suit that had the golden 
ratio of slightly mannish fit and sexy 
elongated leg. An opulent brocade jacket 
was worn over a knee-length floral chiffon 
dress. The neat fit of a snug, tailored 
bomber jacket in nubby camel wool put 
refreshing distance between the style that’s 
been claimed by streetwear.

Throughout, Dell’Acqua showed a keen 
eye for color, working complimentary 
shades of green with peachy pink and mint 
green with turquoise and camel. Lest the 
look go too down-to-earth, he grounded 
each outfit in a pair of fabulous python 
boots or loafers with groovy glitter heels. 
These were not clothes to buy for a season 

and trade on the designer resale market. 
They’re to have and to hold. — Jessica Iredale

Lemaire
A “strong but free” woman walking in 
winter, “and as she walks, her clothes 
come undone.” That’s one of the things 
Christophe Lemaire and Sarah-Linh Tran 
imagined, yielding a collection that was as 
graceful as it was layered up.

The designers built tonal ensembles, 
pairing skirts over pants with jackets, coats 
and matching bandannas. A lot of the looks 
had transformable systems using buttons 
and ties, with pieces spilling open.

Masculine tailoring was still a strong ele-
ment, as were long shirtdresses with col-
lars, while softer options included a white 

dress with sleeves covering the hands and 
button-front pants in an eggshell marble 
silk wool jacquard that looked as delicate 
as lace. The drape-y black tops in a dry silk 
evoking leather were arresting.

A romantic, historical theme leaked 
through. The more literal nods included 
minimalist loafers topped with buttoned 
gaiters, and high-collared tops with 
balloon sleeves. But theirs was a decon-
structed take on retro ideas that never felt 
vintage looking.

A stronger sporty, urban touch could 
also be felt. As the seven-year-old label 
matures, the duo seems to be moving 
away from their signature basics and get-
ting a bit more daring, whilst losing none 
of the elegance and ease that the label is 
known for. — Katya Foreman ph
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Lanvin
It’s been a bumpy start for Olivier Lapi-
dus at Lanvin. Having cobbled together 
his first collection last season in just 40 
days, his sophomore effort came less than 
a week after the official announcement 
that Chinese group Fosun International has 
acquired a majority stake in the struggling 
French fashion label.

That he managed to produce a coherent 
collection under the circumstances is no 
small feat. The condensed lineup this time 
was a more faithful reflection of his per-
sonality and interests, which skew toward 
technology (Lapidus holds more than 11 
patents for innovations including fabric 
made with fiber optics).

Inspired by founder Jeanne Lanvin’s 
relationships with the artists of her time, 
he searched for a relevant connection for 
today, alighting on Krista Kim, the founder 
of a movement called Techism, which fos-
ters dialogue between art and technology.

Her digital images of LED lights 
informed the color palette of the clothes, 
which ranged from bold block colors 
to gradient effects on satiny coats and 
shimmering evening gowns. The latter 
were made from a specially developed silk 
Neoprene that conferred both structure 
and lightness.

Telegraphing a sporty attitude, Lapi-
dus layered fine turtlenecks under 
everything from a ruffled organza top to 

a red-and-purple plastic trench. “This 
woman is more fashion conscious than 
fashion victim,” he said during a preview. 
“This brand stands for quality in a world 
that increasingly caters to the Internet with 
disposable fashion.”

In a concession to our tech-obsessed life-
styles, leather jackets featured zipped iPad 
compartment in the back, while brightly 
colored bag straps (which doubled as belts) 
came with removable smartphone pouches.

Stirrup pants and streamlined pieces 
in leather, like a long orange pencil skirt 
worn with a nude top, brought to mind 
Claude Montana, who designed haute 
couture for Lanvin in the early Nineties. So 
did the high-waist pants with jeweled belt 
buckles by Elie Top.

That’s not a bad chapter of the label’s 
heritage to mine, given fashion’s current 
obsession with the Eighties. It also points 
to a path for Lanvin to reboot, outside of 
the long shadow cast by former creative 
director Alber Elbaz since his departure 
three years ago. — Joelle Diderich

Lacoste
Lacoste doesn’t stop at tennis. Felipe 
Oliveira Baptista tipped his cap to founder 
René Lacoste’s wife, French golf champion 
Simone Thion de la Chaume, and the pop-
ular Chantaco golf club her father created 
in 1928 in Saint-Jean-de-Luz. (Photos of 
the site featured as a print on oversized 

anoraks.)
The designer was also enchanted by a 

humane gesture made by the couple. At the 
dawn of World War II, he recounted back-
stage, they planted 50,000 trees around the 
course, enlisting the services of a number 
of locals, and thereby sparing them from 
being conscripted to work in Germany.

All of this was viewed from the vantage 
point of the Eighties and Nineties — his 
comfort zone.

While wellington boots finished off a lot 
of the looks, vintage street was the ruling 
vibe. (Think large stonewashed denim 
pants with jogger volumes and elasticated 
cuffs, high-waisted skirts with pleats, 
roomy men’s leather jackets and jacquard 
golf knits.)

Also in the mix were flyaway anorak 
capes, asymmetric cable-knit tunics over 
leather pants, plus jewel-tone velvet track-
suits and pastel corduroy jumpsuits that 
underscored the leisure mood. Highlights 
from the men’s offer included reversible 
parkas, shearling jackets with quilting 
motifs and colored hoodies embroidered 
with tree specimens.

The checks and argyle motifs, as well as 
the knits in lichen textures with jacquard 
motifs depicting autumn leaves, lent a 
granny flavor, but the main target here 
was youth. The closing 10 looks featured 
animal silhouettes, a nod to the brand’s 
partnership with the International Union 
for Conservation of Nature in aid of 

10 critically endangered species, to be 
defined later this year. — Katya Foreman

Unravel
It was tempting to go into Unravel with 
a bad attitude. It feels like fashion has 
already sold its soul to jeans, sweatshirt 
and puffer jackets. Do we really need 
another designer jeans, sweatshirt and 
puffer jacket brand? But Ben Taverniti’s fall 
Unravel collection was a pleasant surprise. 
His versions of the streetwear staples had 
an attitude and level of sophistication that, 
while not groundbreaking, brought some-
thing worth looking at to the genre.

“It’s L.A. moves back to Paris,” 
Taverniti, who’s French but based in Los 
Angeles, said backstage. Aware that his 
core tenets are basics, he focused on ele-
vating them. His eye for DIY deconstruc-
tion was spot-on. Sweatshirt hoods were 
cut off and disembodied from the rest of 
the top and worn with balaclavas, shaping 
up to the be the accessory of the season. 
The waists of jeans and leather pants were 
cut off and refashioned as corsets — a red 
suede style layered over a long, draped red 
jersey dress, for example. And his most 
clever idea was fusing puffers and bombers 
with sweatshirts and workwear shirts at 
the collar for a little trompe l’oeil effect. 
Rather than having to affect the jacket-fall-
ing-off-the shoulder look, he did the work 
for you. — Jessica Iredale

Lanvin Lacoste Unravel
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Mulberry
Barely two weeks after Mulberry staged 
its first see-now-buy-now show for spring 
during London Fashion Week, the brand 
presented its full fall lineup during Paris. A 
light-filled mirrored showroom was set up 
to multiply the spectrum of candy colors, 
florals and fluffy feathers that gave Johnny 
Coca’s collection an ultra-feminine zing.

He captured the daffy British way of 
clashing the traditional and the irreverent 
by pairing cartoony Seventies English 
florals in an Easter parade palette on lean 
dresses and mumsy suits and trimming 
collars, socks and mules with marabou. 
Classic tailoring got the festive treatment 
with wide-brimmed visor hats and jewels 
done in exaggerated heart shapes.

“I wanted it to be extreme but with 
a sense of sophistication,” said Coca. 
“There’s tailoring mixed with a Marilyn 
boudoir feeling.” To that end, some of the 
floral and feathered trapeze dresses would 
have qualified as glam lay-around-the-
house leisurewear back in the Fifties, but 
would now be suited for a night out. The 
accessories were just as bold, with bright 
mules and dancing shoes done with crystal 
heels and trimmed in detachable jewels 
and feather. Bags came in heart-shaped 
quilting and floral prints that felt like more 
than a nod toward Gucci, but Coca’s col-
lection held its own in the world of wacky 
ladylike glamour. — Jessica Iredale

Aalto
For fall, Tuomas Merikoski built on 
past obsessions, including volume and 
logos, and paraded the results in a foggy 
school gymnasium with spotlights. Light 
also emitted from an oversized neon sign 
proclaiming Love Records, an alternative 
Finnish music label from the Sixties.

The designer pushed his volumes into 
new territory, which he used to feed his 
theme of asymmetry. Tailored coats and 
suit jackets had mismatching sleeves, often 
puffing out wildly on just one side. Chunky 
sweaters took on new forms altogether, 
transformed by elevated shoulders to 
project a cape-like feel. Even silkiness took 
on new texture, with a new bubbly purple 
jacquard used for a diagonally cut skirt.

“Everything is bolder,” Merikoski said of 
his sculptural shapes.

The accessories were bolder, too. Long, 
oversized gloves were cinched past the 
elbow — elegant in leather and equally 
inviting as mittens, snowboarder style. 
Repack’s recyclable nylon delivery bags 
were back, rolled up this time and tucked 
under wrists.

Another theme: the Finnish epic “Kalev-
ala,” a historic poem of creation — folklore 
at the heart of his country’s national iden-
tity. “It’s this kind of fantasy world which 
is still anchored in reality, of real topics, 
of life,” said the designer. Which is kind of 
how the clothing felt — a bit odd, yes, but 
also appealing enough to work in the real 
world. — Mimosa Spencer

Yang Li
The dates 1987-2087 embroidered on 
shoes and emblazoned across the chest 
hinted at a hundred years of Yang Li 
and looked ominous in the 16th-century 
Gothic Saint-Merri church. The mood was 
as dark and punky at this “otherworldly 
funeral-esque show,” as the London-based 
designer coined it, and the collection was 
a backward glance at the life and times of 
Yang Li since 1987.

As any shrewd heir would, he has sifted 
through the estate of seasons past for 
valuables. Backstage passes of seasons past 
dangled from bags, a collaboration with 
Austrian performance outdoor gear KTC. 
His “ghost jackets,” with their detached 
lining acting as backpack straps, trailed 
as capelets. The “our aim is wakefulness/
our enemy is dreamless sleep” motto — Li 
has the words tattooed on him — were a 
nod to summer 2015 and his hookup with 
Genesis P-orridge. Right down to the pose, 
the bustier dress of look 24 was a dead-but-
evolved ringer for the opening look of his 
inaugural Parisian show for spring 2014.

But Li wasn’t coasting on past achieve-
ments. Tailoring was still a strong suit and 
raw seams showed his construction work.

His modus operandi remains taking 
hardworking fabrics and elevating them 
in layered re-creations that played heavily 
on seam displacement and asymmetry. 
Consider double-waisted trousers that 
hugged the waist as a corset and sat low on 
the hips, or form-fitting dresses that hit, 
depending on how you looked at them, 
the right notes from each decade from the 
Fifties to now.

By treating his work as he would any 
other external source of inspiration, the 
resulting looks were leaps, not increments, 
away from their former selves.  
— Lily Templeton

Guy Laroche
As Richard René eases into his position 
— he joined the house last September — 
he’s pointing to an edgier direction for 
the house, though the hair and makeup 
helped.

The Art Brut movement — since founder 
Guy Laroche collected works — was the 
starting point, expressed in rectangular 
constructions, a crumpled gold collar 
ornament at the neck of one look, and 
free, unfinished metallic embroideries 
depicting scribble motifs.

The materials included laminated card-
board, double-layered Neoprene leather 
and lame striped chiffon with a scratchy 
motif that was echoed in the models’ 
black and gold lips, and embroideries on 
dresses. But it was lacking any real sense 
of rawness.

The designer experimented with color, 
including a run of deep purple looks. But 
the strongest proposal was the signature 
graphic tailoring like the ivory and black 
caftans, and tuxedo looks, including a 
roomy robe coat that had deep patch 
pockets and was edged with black stripes, 
elegantly. — Katya Foreman
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●  Manish Arora is launching  
a fragrance in March and 
celebrating a new creative 
space in India.

By Mayu saini

Manish Arora, known for his psychedelic 
colors and extravagant design, is set to 
launch his first fragrance in mid-March. 
He’s also celebrating a new studio space 
in a vibrant, arty suburb of New Delhi, not 
to mention marking 10 years of showing at 
Paris Fashion Week with his collection on 
March 1.

Along with the fresh start in a new 
creative space, Arora paid homage to the 
past. Installations representing some of 
his finest work, as well as favorite pieces, 
brought together memory and a sense of 
celebration.

“Ten years of Paris Fashion Week,” Arora 
said looking it over, his eyes brightening. “I 
can’t believe it. And I’m still there.”

Does he take his longevity for granted?
“No,” he replied. “Settled. With a new stu-

dio, it’s going to be a new, improved Manish 
Arora. Like how they say on the detergent 
packet. I’m ready for the next phase.”

The Manish Arora fragrance will be 
launched in three 40-ml. variants and will 
reflect a theme Arora has long espoused; it 
is called “Ready to Love.” “It’s inspired by a 
mix of my loves,” Arora explained. “Intense 

Red is about passion. Deep Orange is my 
connection to India, so it has a strong flavor 
of jasmine in it, along with other ingredi-
ents. And Hot Pink is about my childhood 
memories because I love candies and 
cupcakes.

“More is less for me,” he remarked. 

“That is true of my designs, and that is what 
you will feel with the fragrance as well. It is 
crossing into a new area.”

The idea of breaking barriers is now an 
old one for Arora, who has made collab-
orations across many different genres, 
including a limited-edition makeup 

collection with MAC Cosmetics. “But you 
know, I never thought I could make per-
fume. I was approached by two of the big 
companies, Firmenich and Givaudan, kind 
of at a similar time. Then I went ahead and 
worked with Firmenich; they planted the 
idea in my mind that because my brand is 
so unique that it’s easy to create a one-of-a-
kind perfume with it. In any case, I always 
do remember things because of smell.”

Arora’s association with Paris is more 
than the sum of showing his own collec-
tions in the city: He worked as creative 
director of  women’s wear for French 
fashion house Paco Rabanne from 2011 
to 2012 and had the rare honor of being 
presented with the Chevalier de la Legion 
d’Honneur in 2016.

“Indians hadn’t noticed me yet, but the 
French did,” Arora said wryly.

Arora is ready to make note of the 
Indian market though. He said that 
with his design workspace in the Dhan 
Mill Compound in Chhatarpur, an area 
surrounded by upscale residential farm 
houses, he is feeling inspired. “The 
Manish Arora line will now be available 
globally, including in India,” he said, hav-
ing shut down the previous and separate 
line he had for the country. “Things have 
changed a lot in India these past seven 
years, and customers are now ready for a 
different approach.”

Arora has been focusing on global retail 
growth in the last three months, with the 
launch of his first two Manish Arora stores 
in China — in Shanghai and Suzhou in 
December, with plans to open three more 
this year.

“China is my biggest market at this time,” 
he observed, “followed by the Middle East.”

fashion

Manish About Town
Manish 

Arora

A design 
by Arora.

Influencers are not only the incred-
ibly well-dressed and, in many cases, 
incredibly Facetuned, content creators 
commanding $20,000 fees for a single, 
sponsored Instagram post.

According to Amber Atherton, 
founder of social advertising network 
Zyper, they’re also regular people 
with 350 Instagram followers who 
just happen to wield influence among 
their immediate family, friends and 
colleagues.

Twenty-seven-year-old Atherton 
realized the value of the customer 
“influencer” while running My Flash 
Trash, an online jewelry marketplace 
she founded at 16. She dropped out of 
school and raised angel investments in 
2007 to start what she called the “prod-
uct of my coding childhood.”

“We used to use a lot of influencers 
to drive acquisition. Kate Middleton 
was a big customer, so was Cara Dele-
vingne,” Atherton said, adding that it 
wasn’t until a member of One Direction 
bought a piece of jewelry that she saw 
the explosion of the online fangirl com-
munity. “It was the longest traffic uplifts 
that we had ever seen and it seemed to 
be the most effective customer acquisi-
tion tool on a cost basis. That sparked 
this idea that we could build this 
incredible audience on social. We had 
some supercool customers who weren’t 

influencers or traditional celebrities, 
but they had extremely high engage-
ment and influence in their immediate 
peer group.”

In 2016, a Hong Kong-based manufac-
turing group acquired the marketplace 
for a reported $5 million and Atherton 
got to work on building software that 
can identify the top 1 percent of any 
brand’s customer base. Today, Zyper’s 
technology is able to scan millions of 
images and text content across social 
networks to pull together data to help 
identify this group of customers.

Instead of looking at reach as a pri-
mary indicator of the way influencers 
are identified in the traditional sense, 
her software targets peer-to-peer, com-
munity-powered influence by looking at 
metrics such as how often the majority 
of one’s followers engage with their 
content; at least 2 percent engagement; 

a posting cadence of two to three times 
per week; an aesthetic that matches 
the brand; a good follower to follower 
ratio, and if they’re followed by anyone 
verified. Once identified, brands can 
market to these specific individuals 
knowing they have more influence 
over their friends and family than the 
average person.

Her goal is to create a scenario where 
the customer becomes the influencer 
and fashion and beauty companies 
parlay this individual’s brand loyalty 
into sales.

And she’s off to a pretty good start.
In just nine months, the monthly 

subscription service counts Walgreens 
and brands from Unilever, the Estée 
Lauder Cos. Inc., LVMH Moët Hennessy 
Louis Vuitton and Coty Inc. as clients. 
Zyper also works with venture-backed 
start-ups Papier and Bloom and Wild 
and Y Combinator companies like Vine-
box and Proven Beauty. Atherton raised 
a seed round of $1.2 million and struck 
a strategic partnership with MEC, the 
WPP-owned ad agency.

“Brands [need] to reassess this idea 
of building their own social networks 
and communities, and these can be on 
top of social platforms. We’re de-cen-
tralizing advertising. We’re bypassing 
intermediaries and providing more 
cost-effective advertising,” she said.

It’s also a good way to subsidize 
traditional influencer spend, especially 
in today’s digital landscape where fake 
followers and engagement could dra-
matically reduce return on investments 
in the space.

Benefit Cosmetics, which just exe-
cuted a reported $10 million influencer 
program to support its Badgal Bang 
Volumizing Mascara rollout, recently 
partnered with Zyper to amplify the 
launch.

“We do a lot of work with more tra-
ditional influencers, but were keen for 
this launch to engage our community 
in a new way. So many of them can pro-
duce such beautiful content, while also 
achieving really positive engagement 
rates,” said Michelle Stoodley, head of 
digital marketing at Benefit Cosmet-
ics, of using user-generated content, 
or UGC, to leverage brand awareness, 
while rewarding this community.

Atherton outlined how the program 
works: a brand grants Zyper access to 
its audience lists and social media fol-
lowings to help the software determine 
the most “influential” followers. This 
data lives on a dashboard that’s acces-
sible to the brand so they can set up 
campaigns and “rewards” specific for 
the 1 percent. Once the campaign is set 
up, Zyper contacts each follower — via 
e-mail, direct message, Facebook, etc. — 
to get them into a “community” where 
they’re incentivized to create UGC with 
rewards or experiences. Advocates are 
not paid.

“It’s about them having exclusivity 
and driving referral sales through 
their social links and UGC,” she said 
of what’s deemed a “hybrid loyalty 
program” by the Advertising Standards 
Authority. “Everything is about influ-
ence being democratized. The customer 
is the influencer now.”

INfLUENcE PEDDLER

The New ApproAch 
AMber ATherTon founded ZyPer  
To helP brAnds idenTify A new TyPe of 
“influenCer” — The CusToMer.
By raCHEl strugatz

User-generated 
content for consumer 

“influencers” 
identified by Zyper.
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Glossier on IPO Path
 ConTinUed fRoM pAGe 1

company doing “more of the same, really” 
— but that belies her grand ambitions for 
the brand.

“We are building a massive, stand-alone 
business with customer experience at 
the core,” Weiss said in an interview with 
WWD. Henry Davis, Glossier’s president 
and a former venture capitalist, echoed 
that sentiment, saying Glossier “will be as 
big as any of the beauty businesses that are 
around today.”

But there’s no denying that Glossier has 
a ways to go, considering the size of many 
in the industry.

L’Oréal, for example, raked in more than 
26 billion euros in sales for 2017. The Estée 
Lauder Cos. posted $11.8 billion in sales for 
fiscal 2017. And Coty Inc. had more than $9 
billion in sales last year.

“In the way that those companies built 
generations of businesses by owning a 
channel, we can do the same thing,” Davis 
said. “We’re going to build as big of a busi-
ness as we can.”

“If an IPO [initial public offering] is the 
best way for us to get there, then we’ll do 
that,” Weiss said. She added that there 
aren’t any specific plans or a timeline for 
an IPO “at this time.”

What Glossier is focused on right now is 
growth. Since its Series B closed, the brand 
has expanded its product line with Body 
Hero, a body lotion and wash duo, Glossier 
You, its first fragrance, which comes in liquid 
and solid forms, and Solution, a face exfoliant 
that’s seen as Glossier’s foray into “serious” 
skin-care, among other makeup products.

The company also entered Canada, the 
U.K. and is soon to hit France, started its 
rep program, committed to a new larger 
office space in New York’s SoHo and added 
282 employees to its already 150-plus staff 
in order to secure a $3 million tax break.

Monthly traffic to the site, aided largely 
by referrals from Weiss’ beauty blog Into 
the Gloss, which Glossier grew directly out 
of, hit an all-time high of 2.15 million in 
January, according to data from Similar-
Web. Although stats within that traffic 
number aren’t stellar, like a bounce rate of 
52 percent and an average visit duration 
of just over three minutes with about two 
pages per visit, traffic has grown by nearly 
1 million visits since August.

It’s this rate of growth, coupled with a 
dedicated fan and shopper base of mostly 
women in their teens and 20s — including 
1 million and growing Instagram followers 
— and its productive direct-to-consumer 
model that seems to have financial types, 
eager for growth stories, in a tizzy.

While Glossier’s valuation is a fraction of 
some other independent businesses in the 
beauty industry, like Anastasia of Bev-
erly Hills, which is said to be considering 
acquisition bids in excess of $2.5 billion, 
Glossier’s rise has been much quicker. The 
company was founded by Weiss in 2014, 
four years after starting her blog.

According to Kathy Smith, a cofounder 
and chairman of Renaissance Capital, 
which conducts extensive research on 
newly public companies and those with the 
potential to go public, Glossier’s new valua-
tion puts it in pretty good range of an IPO.

“There are other ways than going public 
to grow, but bottom line, an IPO is very 
worthwhile and very valuable,” she said. 
“Companies will say [they don’t want to 
go public], but the reality isn’t that they 
don’t, it’s that they can’t. If they were good 
enough, they would do it because it’s the 
best way to get maximum value.”

But going public has a lot to do with 
timing, as well as profitability, which is 
generally paramount to success. Investor 
patience quickly wears thin when a com-
pany not only reports a loss, but doesn’t 
sustain an expected rate of revenue and 

profit growth.
“[Glossier] seems to rely on a ton of 

advertising, so they’d have to make a profit 
after all of that, and that can be tough,” 
Smith added. “It’s kind of the same issue 
that Stitch Fix has…how do you get people 
to sign up and buy those boxes? They 
advertise like mad, but is that sustainable? 
Do you have to keep doing that to keep 
adding customers? That’s a concern with 
all these types of companies.”

Another industry source said that the 
market seems to be growing less tolerant 
of unprofitable companies, but given the 
size of Glossier’s funding rounds and the 
level of product the company will need to 
roll out to keep up with the “new” addic-
tion in beauty, “an IPO may be the only 
way to go to raise more.”

Clara Sieg, a partner at Revolution 
Growth, agreed that it would make sense 
for Glossier to go public one day. “I’m 
not sure about the timeline, but there’s 
no question that there will be more IPOs 
in this space and Glossier is a very good 
candidate,” Sieg said.

But, from her viewpoint, profitability is 
not the most important thing for Glossier, 
public company or not. “From an investor 
perspective, if you’re focused on profit-
ability instead of growth, you’re really 
undercutting your opportunities.”

Nevertheless, Weiss may have a particu-
larly good window into the machinations 
of an IPO and related profitability hurdles 
given her link to Stitch Fix, where her 
sister-in-law Maria Dueñas Jacobs last year 
became the company’s director of brand 
development.

Stitch Fix went public last year with an 
estimated market valuation of $275 million 
that has since turned into a market capital-
ization of $1.88 billion. While the company 
hit the public markets after seeing modest 
profits in 2016 and 2015, it sunk back to 

a nearly $600,000 loss last year, despite 
$977.1 million in sales. The company cited 
a hiring run and marketing investments, 
but some financial analysts grumbled 
about why a company supposedly relying 
heavily on artificial intelligence needs so 
many employees, and shares of Stitch Fix 
have fallen since the report.

Glossier’s focus, for now, is on build-
ing out its mostly digital community for 
anyone who wants to be a part of it. The 
“customer experience,” Weiss said, is 
really why Glossier raised $52 million, but 
her definition of that term is broad.

“We have physical experiences, we have 
offline experiences, we have our product 
experience, we have our community expe-
rience,” she said. “Offline has been really 
incredible in terms of community building, 
so we’ll be investing in offline, but in a 
much smaller way than we are investing 
in our digital experience and building that 
out in the next 12 months.”

One of the things Glossier is working 
on is a way to get even more in on the 
conversation that peers have about beauty 
products, and hopefully start them.

“Increasingly, those peers are not neces-
sarily people [who customers] go to school 
with, but they’re the people they follow on 
social media or look at on the Internet,” 
Weiss said. “Given that Glossier is so peo-
ple-centric, in the sense that our custom-
ers are really extensions of our team and 

extensions of our company and talk so 
much to each other not just about Glossier 
products but all products and beauty and 
their own expertise, we’re going to be 
working to facilitate those conversations, 
digitally.”

That endeavor will tie in with Glossier’s 
“reps” program — a direct-sales setup with 
customers acting as salespeople for Gloss-
ier — Weiss said, declining to comment on 
the size or scope of the program.

In the next 12 months, Glossier plans to 
“fundamentally change what it means to 
shop and buy online,” Weiss added. Look-
ing further ahead, Davis threw out the idea 
of reinvention.

“Our long-term vision, five years out or 
whatever it is, is to be a massive stand-
alone company that has reinvented the 
way people engage with beauty brands, 
beauty products and the customer experi-
ence,” he said. “The customer today, facil-
itated by technology, is eager for and able 
to get a new and differentiated experience, 
and we think that if we can help deliver 
that, we can continue to build things that 
customers want. We don’t know how big 
this company will be, but we believe that 
opportunity looks massive.”

And while many beauty start-ups launch 
with the dream of selling to a strategic 
buyer, the emphasis from Weiss and Davis 
on “massive” and “stand-alone” makes 
it pretty clear that’s not where Glossier 
is headed — though sources said there 
is plenty of acquisition interest. Unusu-
ally, the brand’s products, which beauty 
sources describe as “just OK” and not 
particularly innovative, are not the allure.

Instead, they see the business as a mar-
keting machine. The innovation, they say, 
is the business model.

In beauty, Weiss is credited with being 
first-to-market with a direct-to-consumer 
beauty business developed out of a 
blog community. The brand’s no-make-
up-makeup approach was also one of the 
first to market — Glossier launched sheer 
concealers while others launched full-cov-
erage and contour. Glossier said “be your-
self” while many other brands implied, 
“be Kim Kardashian.”

That point of difference, coupled with 
a cool-girl community that extends far 
beyond the Millennial audience has had 
the G-Team (as Glossier refers to itself ) 
thinking big for a while.

At WWD’s June Beauty Summit in New 
York, Weiss likened the brand, which 
makes stickers and branded sweatshirts in 
addition to skin care and makeup, to Nike, 
one of the most successful and recogniz-
able brands in history, which has a market 
capitalization of just under $110 billion. In 
the mainstream press, Weiss and Glossier 
have also been everywhere — a recent high-
shine shoot with New York Magazine’s the 
Cut (which credited products from MAC 
Cosmetics, not Glossier) and a correspond-
ing gusher of a story deemed Weiss “the 
Millennial’s Estée Lauder.” (Glossier is a 
frequent advertiser by way of affiliate links 
on New York Mag’s web site).

It’s a “flattering” comparison, Weiss 
acknowledged. “She was a pioneer in 
many, many ways.”

Lauder’s 72-year-old company has 
grown into a prestige beauty behemoth — a 
home for many beauty brands, both built 
and acquired — with a market cap of more 
than $52 billion.  

Asked if that was the plan — to even-
tually buy brands, or build other ones 
— Weiss said it all comes back to the 
customer.

“Regardless of how big we get, we’re 
always going to create things that cus-
tomers want and…maintain this direct 
relationship with them. By doing that, we’ll 
be guided by their feedback,” she said. “If 
we can make what they want, great, and if 
we can’t, then we’ll figure out the best way 
to get them what they want.”

A tube of lip balm selling for  
$12 is one of Glossier’s most  
popular products.

An image  
from the 

brand’s 
instagram 

account.

emily Weiss 
promoting 
Glossier at a 
proenza 
Schouler show 
in 2016.
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● Karen Buglisi Weiler is  
stepping down from  
her role as MAC’s global brand 
president after two decades.

 By raCHEl strugatz

After helping to build MAC Cosmetics 
into the number-one prestige makeup 
brand in the U.S. and steering it through 
a series of ups and downs, Karen Buglisi 
Weiler is retiring. 

The changing of the guard comes amid 
a shift in global distribution strategy that 
aims to fundamentally redefine how the $4 
billion business has done retailing to date.

WWD exclusively learned that industry 
veteran Buglisi Weiler is stepping down 
from her role as MAC’s global brand presi-
dent after 20 years and Philippe Pinatel has 
been named her successor. On March 5, 
Pinatel will begin a four-month immersion 
program before taking over the operational 
reins of the brand in July as senior vice pres-
ident, global general manager. At that time, 
Buglisi will transition into an advisory role 
through Dec. 31, when she officially exits 
the company.

Pinatel is coming off a three-year stint at 
e-commerce-based beauty subscription ser-
vice and retailer Birchbox, where he served 
as president and chief operations officer. 
Prior to that he was Sephora Canada’s 
senior vice president and general manager.

“Philippe’s first order of business is 
to immerse himself in what makes MAC, 
MAC,” Fabrizio Freda, president and chief 
executive officer of the Estée Lauder Cos. 
Inc., told WWD. “Philippe will focus on 
gathering emotional intelligence about 
MAC’s unique brand DNA. These insights 
will help him to swiftly identify new global 
opportunities for the brand to help drive 
meaningful, profitable growth in the U.S. 
and abroad.”

Bringing Pinatel in is a surprising move 
for Lauder, which almost never hires senior 
executives from outside the family.

“It’s an important signal that we real-
ized that we could use fresh thinking. It’s 
very rare that we go outside the company 
for a job,” John Demsey, executive group 
president at the Estée Lauder Cos., said 

during an interview Monday. Demsey, 
who called this a “historic transition,” 
pointed out that Buglisi Weiler was his first 
hire after Lauder acquired the company 
exactly 20 years ago and has “been with 
me every step of the way.”

“What Karen brought to MAC in terms of 
passion, love and drive and sense of culture 
and dynamic personality was part of the 
drive that fueled this brand basically to grow 
to 90 times what it was,” Demsey added.

Under Demsey’s tutelage, Buglisi Weiler 
and former creative director James Gager 
(who also spent nearly two decades at MAC) 
are credited with taking what started in a 
hair salon in Toronto and turning it into a 
multibillion-dollar, global makeup brand. 
Today, MAC is sold in 106 countries and 
operates 3,400 freestanding doors.

But a rapidly changing retail environment 
and an ever-informed, digital-first customer 
required a pace of change that MAC was 
unable to adapt to as swiftly as many of its 
newer, more nimble peers. The result was a 
deceleration in the U.S. business that Laud-
er’s now scrambling to turn around.

“He’s [Pinatel] going to a bring a fresh 
look at the 360-degree marketing dialogue 
and business dynamics. The world is very 
different today, the competitive set is very 
different. The way that Tmall, Instagram 
and Facebook have fundamentally trans-
formed the way that the business works 
today is dramatically different than it 
even was two to three years ago,” Demsey 
continued.

Buglisi Weiler’s retirement follows last 

year’s departure of industry icon Gager, 
who was replaced with his longtime num-
ber two, Toni Lakis. Gager was said to have 
been pushed out in favor of someone who 
could more effectively lure — or lure at all — 
the coveted Gen Z and Millennial customers 
the brand was losing to newer, digital-first 
makeup brands from Urban Decay to Nyx 
to Colourpop.

Additionally, while the brand is see-
ing growth internationally, MAC has had 
its share of well-documented struggles 
domestically, largely due to a diminishing 
department store business in the wake 
of decreased foot traffic to malls. This is 
magnified by a market-wide uptick in skin 
care and slow down in the color category 
and MAC’s longtime focus on freestanding 
stores during a time when beauty specialty 
stores have seen explosive growth as a retail 
channel. Ulta Beauty and Sephora (take 
your pick) are the places to be for a beauty 
brand today, and until recently, MAC had 
no presence in any of these retailers.

Entry into speciality retail via Ulta 
Beauty, first on ultabeauty.com in May and 
then in 20 doors a month later, was seen 
as a step in the right direction as the brand 
took its first steps to diversify its distribu-
tion channels. MAC’s online launch with 
Ulta exceeded the first week’s goals in less 
than 48 hours, becoming the retailer’s most 
successful e-commerce launch to date. MAC 
is carried in 127 doors nationally.

Tara Simon, senior vice president of 
prestige merchandising at Ulta, said she 
was shocked when she learned how many 
customers were discovering MAC for the 
first time at the retailer.

“I thought, ‘Wow, the number-one 
makeup brand on the planet, certainly 
everyone knows MAC’ — but in our store 
that hasn’t been the case. That’s been a big 
win because it’s a new consumer, either 
someone is coming in because they are an 
Ulta shopper because they love Ulta and are 

like, ‘Oh cool, here’s a new brand,’ or they 
headed to Ulta because they heard it has 
MAC. It’s a whole different traffic pattern 
and a whole different acquisition opportu-
nity for them,” Simon explained.

Although she was unable to provide an 
exact store count, she confirmed that 2018 
will see a MAC rollout that’s “in line” with 
last year’s openings. The retailer is put-
ting the brand primarily in new doors, as 
well as locations that undergo significant 
renovations because of MAC’s “big foot-
print” in-store and a host of entirely custom 
elements.

“It’s a rolling plan through 2018 and 
that’s how we’ll go into the future. We’ll 
continue to roll out the brand. It [MAC] 
won’t be in every new store, but we’re 
considering every new store. We’re looking 
at it together…it depends on volume and 
competition and business around the 
store,” Simon said.

Globally, a slew of retail partnerships 
kicked off last year, including a launch 
on China’s Tmall in May; an opening at 
Eveandboy in Thailand in March; entry into 
22 Mecca Maxima doors and mecca.com.
au in Australia in October, and a rollout in 
Sephora Brazil in August (MAC is sold in 
five doors in Brazil and plans to up the door 
count through the end of the fiscal year). 
Early next month, MAC will go into Sephora 
Mexico online (and in store in April) and 
on March 14 will kick off a partnership with 
Asos. Additionally, MAC teamed with Bum-
ble and bumble on a new retail concept — 
and first co-branded location — that bowed 
in Dallas’ NorthPark Center in December. 
The MAC & Bumble and bumble Makeup 
and Hair Studio is a 2,200-square-foot 
space that’s half retail store and half express 
salon specializing in blowouts and makeup 
application.

“We have seen market improvement in 
the U.S. in the last couple of months. The 
brand is on its path to strong growth. It’s a 
big brand, it’s not a start-up doing $50 mil-
lion year. Four-billion-dollar brands don’t 
grow 20 percent a year,” Demsey said.

That may be true, but are these efforts 
enough to save MAC’s domestic business in 
the U.S.?

Stifel analyst Mark Astrachan thinks so, 
but it might take some time. A large part 
of the problem is the legacy distribution 
points, he said, and given the size of the 
overall brand and that much of this is 
taking place in the U.S., MAC will have to 
“cycle through the changes of these midtier 
department stores.” He believes MAC didn’t 
“have much of a choice” in going into Ulta.

There’s also fierce competition to think 
about — and it’s not just coming from 
prestige.

“All parties will deny it, but it’s hard not 
to see similarities in Nyx and MAC. Aren’t 
they both professional makeup artists 
brands being sold to people? On top of that, 
the deceleration coincidentally came as the 
Nyx brand was accelerating in the U.S.,” 
Astrachan pointed out.

He added: “The hardest part of all of this 
is how do you reinvent the brand and the 
rate of demand for something that used to 
be ‘The Brand.’”

beauty

Lauder Taps Pinatel 
To Lead MAC

MAC at Ulta Beauty.

philippe  
pinatel

Karen Buglisi  
Weiler

 “What Karen brought to 
MAC in terms of passion, 
love and drive and sense 
of culture and dynamic 
personality was part of 
the drive that fueled this 
brand basically to grow 
to 90 times what it was.” 
— John Demsey, estée LauDer Cos. InC
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Whispers of HBC, 
Neiman’s Merger
 ConTinUed fRoM pAGe 1

●  The retailer is giving the 
designer a platform for 
showcasing her lifestyle brand.

By sHaron EDElson

It soon will be Tory time at Nordstrom.
Expanding her offerings with two collec-

tions that have never been sold at the Seat-
tle-based retailer, Tory Burch in August 
will launch her home collection, which 
originally bowed in 2013, at Nordstrom. 
The designer’s performance activewear 
brand Tory Sport, which bowed in 2015, 
on Monday began selling at nordstrom.
com and Nordstrom units at Aventura Mall, 
Aventura, Fla.; Westfield Century City, Los 
Angeles; Michigan Avenue, Chicago, and 
Pacific Centre, Vancouver, as part of the 
retailer’s Urban Sport program.

“Nordstrom has been a great partner 
to us since 2007,” said Burch, who is 
chairman, chief executive officer and chief 
creative officer of her company. “As the 
retail landscape changes, we’re exploring 
new ways of engaging with our customer, 
and we are excited to create an incredible 
experience at Nordstrom.

“One thing I love is how forward-think-
ing Nordstrom is on customer service and 
innovation,” Burch said. “Certainly, we 
have a great business with them in brick-
and-mortar and also online. As the retail 
landscape changes we’ve been thinking 
of how to partner with Nordstrom in 

different ways.”
Introducing home at Nordstrom is a big 

move for the designer since it allows her to 
establish Tory Burch as a lifestyle brand. 
“I’m passionate about home,” she said. 
“We’ve been selling home at our retail 
stores and online for some time. To start 
branching out in this way and for us to be 
able to showcase home is important.

A Tory Burch x Nordstrom pop-up shop 
will bow March 5 at units in Chicago; 
NorthPark Center, Dallas; The Galleria, 
Houston; South Coast Plaza, Costa Mesa, 
Calif., and Dadeland Mall, Miami, filled 
with products from the designer’s spring 
2018 line. Collages made up of sketches, 
swatches and motifs inspired by original 
scrapbooks belonging to British interior 
designer David Hicks were a key theme 
of the collection. The vibrant patchwork 
prints set a sophisticated, upbeat tone for 
the ready-to-wear, handbags, accessories, 
watches, jewelry and sunglasses that 
will be displayed in the pop-ups through 
March 26.

Burch’s new fragrance, Just Like Heaven, 
launches exclusively at the pop-ups on 
March 5, and nordstrom.com. The flo-
ral-citrus scent, “an ode to a dream and 
infinite possibilities, was inspired by a twi-
light state of mind where thoughts wander 
between abstract visions and vivid reality, 
open to new ideas and uncovering unex-
pected beauty,” the designer said. Heaven 
extrait de parfum ranges in price from 

$108 for 1.7 ounce to $138 for 3.4-ounces.
Other items featured in the pop-up 

include collage-covered Shia silk tops, 
$350, and Sienna silk pants, $400; Bet-
tina wrap-style primary-colored striped 
dresses; towel T coats, $500; Perf bucket 
bags, $500; Moto swingbacks, $480, and 
block T-stud totes, $560. The collage 
patterns appear on fabric seat cushions 
for a pair of bamboo chairs, and a set of 
upholstered stools.

“We’ve known Tory for years and were 
there at the beginning as she developed 
her business,” said Pete Nordstrom, the 
retailer’s copresident. “She’s an inspir-
ing person to work with and what she’s 
accomplished with the Tory Burch brand 
is amazing. Our customers love the brand 
and we’re thrilled to partner with her on 
something special for Nordstrom.”

To celebrate the Nordstrom alliance, 
Burch is planning to visit on March 15 
the retailer’s Michigan Avenue flagship in 
Chicago. A cocktail party for top customers 
will be followed by a meet and greet with 
customers. “I don’t do them that often,” 
Burch said of store appearances. “But I do 
them and I love them. In many ways our 
customer has helped us build the brand.”

To celebrate International Women’s 
Day, a photo booth tied to the Tory Burch 
Foundation’s #EmbraceAmbition initiative 
will be in the store. Consumers can have 
items personalized, including engraving on 
watches and embossing handbags as well 
as Tory Sport Ruffle Sneakers. An artist 
will be on hand to paint Just Like Heaven 
bottles. Shoppers will also receive an 
arrangement of fresh flowers designed by a 
local florist.

business

Tory Burch’s Growth 
Spurt at Nordstrom

A rendering of Tory 
Burch’s pop-up at select 
nordstrom locations.

Spokespeople from Neiman Marcus and 
HBC said the companies do not comment 
on rumors or speculation.

Richard Baker, governor and execu-
tive chairman of HBC, has wanted to add 
Neiman’s to his retail stable at least since 
he acquired Saks in 2013, and many experts 
believe that a Saks-Neiman’s combination is 
inevitable.

But exactly when and how such a 
marriage might come to be is still anyone’s 
guess.

Neiman’s has a strong name and rep-
utation. The retailer raked in revenues 
of about $4.7 billion over the past four 
quarters, its business is seen as improving 
and the job of chief executive officer has 
successfully been passed to Ralph Lauren 
Corp. veteran Geoffroy van Raemdonck 
from Karen Katz. But the company is 
also weighed down considerably by $4.4 
billion in long-term debt — a legacy of two 
consecutive private equity buyouts — and 
like the rest of the industry is looking for 
the right mix of clicks and bricks.

Neiman’s and HBC had been in talks last 
year for a time, but the price as well as the 
significant debt loads of both companies 
were seen as an impediment and the discus-
sions fell off in June.

Since then, HBC has taken significant 
steps to become more flexible. In October, 
the company agreed to sell its Fifth Avenue 
Lord & Taylor flagship for $850 million to 
WeWork Cos. and scored a $500 million 
equity investment from Rhône Capital.

Those transactions brought new partners 
into the fold and also opened up some 
financial breathing room for Baker.

“He’s still seriously interested in a deal,” 
said one retail source, about Baker. “He 

seems to be chipping away at it. He needs 
a win.”

While business at the Saks division is 
improving and Hudson’s Bay in Canada is 
doing OK, HBC needs to address the strug-
gling Lord & Taylor and Kaufhof depart-
ment store chain in Germany as well as the 
Gilt and Saks Off 5th off-price businesses. 
Last month, former CVS Pharmacy presi-
dent Helena Foulkes joined HBC as ceo with 
a mandate from Baker to be a “transforma-
tional leader.”

Baker won’t comment on Neiman’s or 
any deal activity for that matter. But one 
retail source familiar with HBC said, “I 
don’t think anything changed [referring to 
a merger]. There is nothing to write about.”

Sources do suggest no deal is on the 
immediate horizon and note that Neiman’s 
owners Ares Management and the Canada 
Pension Plan Investment Board, which 
bought the business for $6 billion in 2013, 
took Neiman’s off the market last year.

Neiman’s operations, which include Berg-
dorf Goodman and Mytheresa.com, have 
been generating enough cash to service its 
debt and the principal on the loans don’t 
start coming due until October 2020, with a 
$2.8 billion term loan.

Another source raised the possibility of 
Neiman’s buying Saks, with Baker holding 
onto Saks’ valuable real estate including 
the Fifth Avenue flagship. (There’s some 
precedent for this since Neiman’s was 
among the potential buyers of Saks, before 
the chain was ultimately sold to HBC.)

While it’s not clear how likely that sce-
nario is — with Neiman’s getting Saks and 
Baker keeping its real estate — most observ-
ers expected that any deal would have some 
kind of real estate component. Neiman’s 
does not hold the kind of real estate Saks 
did when Baker bought it, but it still owns 
some locations that could be used in new 
and potentially profitable ways.

And Baker is well-positioned to unlock 

any hidden bricks-and-mortar value. HBC is 
as much a real estate company as a retailer 
and dealmaker.

At the WWD CEO Summit in October, 
Baker said he looked at HBC as a business 
with three parts.

He noted: “Being a retailer, that is too 
tough. Man, that is tough. The second 
business we are in is the real estate 
business. That’s not as tough. It’s a place 
where we can make a lot of money. The 
third business we are in is the merger and 
acquisitions business. When business is 
flat and sales and earnings before interest, 
taxes, depreciation and amortization 
are flat, you can acquire and squeeze 
expenses, and drive topline and drive 
value to the bottom line.”

The stakes are high all around in any 
combination of Saks and Neiman’s.

A merger would likely lead to buying and 
back office consolidations as well as closure 
of weaker stores.

And designer brands that rely on both 
chains for revenues and exposure — and 
to some extent can now play the two off 
of each other — would find their position 
weakened if Saks and Neiman Marcus 
finally come together and control an even 
bigger piece of their distribution.

For brands and other merchants, a 
possible merger between two of the biggest 
luxury department store players marks just 
another piece of the retail picture that’s 
evolving.

Already, big changes have come with 
Walmart Inc. squaring off with Amazon, 
private equity firm’s snapping up Lanvin 
and La Perla this year, Tory Burch and 
Stella McCartney said to be facing possible 
shareholder changes and more.

Strategic need, digital change and the 
threat of higher interest rates could all con-
spire to keep the changes coming — includ-
ing perhaps the long looked-for Saks-Nei-
man’s union.

neiman Marcus 
and rival 
Hudson’s Bay 
Co. are rumored 
to have 
restarted 
merger talks.
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●  Coterie, Capsule, Liberty, 
Cabana and Woman were 
among the N.Y. shows  
taking place this week.

By lisa loCkwooD, aria HugHEs  
and tHoMas wallEr

photographS By lExiE MorElanD

Buyers traipsed all over New York this 
week to hit the various trade shows to 
stock up on fall merchandise.

At Coterie, which took place at the 
Jacob K. Javits Convention Center, some 
1,100 vendors were selling merchan-
dise ranging from cashmere sweaters, 
outerwear and furs to denim, active-
wear and beauty products. Tom Nastos, 
president, UBM Fashion, said traffic was 
very strong. Traditionally, Coterie has run 
Sunday through Tuesday, but this year 
it ran Monday through Wednesday. “It 
started Monday and traffic was up from 
the previous year,” Nastos said. He said 
there’s been a lot of order writing activity 
and some buyers stayed after the show’s 
closing on Monday night until 7 p.m. to 
write the business.

Danielle Licata, women’s fashion 
director/vice president brand director, 
said beauty is becoming a more import-
ant factor at Coterie. Its beauty section 
featured beauty and apothecary brands 
including Immunocologie, Le Bon Par-
fumeur and Prismologie, hand-selected 
by celebrity makeup artist Beau Nelson. 
There was also a new denim section at the 
show, featuring up-and-coming, new and 
relaunched brands such as Edwin, Double 
Standard, Wrangler x Peter Max, DL 1961, 
Sandrine Rose and Father’s Daughter.

Key fashion trends at Coterie included 
animal prints, blazers, men’s wear 
inspired looks, chenille sweaters and 
camouflage. Technology continues to 
impact fabric for fall, with neon colors, 
space suits and hoods and lots of silver 
evident throughout the show. Mixed 
prints and contrast color patterns are 
another big trend, as well leather, velvet 
and corduroy.

Overall, Nastos said vendors are 
coming off a strong fourth quarter and 
the general mood is positive. “Consumer 
sentiment is up and in response to that, 
brick-and-mortar and online retailers are 
buying,” he said.

Elsewhere around town, Liberty 
introduced a women’s show that was 
connected to Cabana, a fair dedicated to 
resort and swim, and Capsule at Pier 94 
from Feb. 24 to 26.  According to brands 
and retailers at these shows, traffic was 
steady and buyers were open to placing 
orders. Woman ran from Feb. 22 to 24 at 
Spring Street Studios and also saw steady 
traffic.

Here, some highlights from the shows.

fashion

Buyers Dive In at Trade Shows

1. MKT STudio
BaCkStory: MKT Studio started in 
france five years ago with pants 
and band T-shirts. The concept 
was to bring a rock vibe to the 
collection. The owners, david far-
touch and Max Uzan, were eager 
to break into the U.S. market and 
began working with the edite 
Showroom in new York, begin-
ning with the fall 2017 collection. 
Shopbop is the company’s 
number-one account.
key pieCeS: The prince pant, 
which has a sparkle stripe down 
the side, band T-shirts, such as 
The Who and Rolling Stones 
and suiting pieces. “everyone is 
obsessing over this faux fur coat 
this season,” said Jazmin Gard-
ner, account executive at edite 
Showroom, which wholesales for 
$159 and comes in such colors 
as blue denim, black, pink, cherry, 
craie and beige.
priCeS: Wholesale price range 
from $8 for socks to $229 for 
leather pieces.

2. ChriSTy + you
BaCkStory: The brand, which 
launched in february, embraces 
an avant-garde, trendy and 
de-constructivist approach. The 
philosophy of the line is “one-
piece. Two ways of wearing.”
The collection is designed by 
Christy Huang, creative director 
and owner, whose inspiration is 
cubism. “You’ll see angular lines 
throughout the whole collection,” 
said the Academy of Art Univer-
sity graduate.
key pieCeS: Jackets have detach-
able layers on top of a minimalist 
jackets. “You take out the layers 
and you have different looks,” 

Huang said. one jacket has a 
men’s wear approach on one 
side and a feminine approach on 
the other side, and another has 
3-d sleeves on one side and reg-
ular sleeves on the other. There 
are also baggy pinstripe pants.
priCeS: Shirts wholesale between 
$100 and $200, jackets are 
between $500 and $2,000, and 
pants are between $300 and 
$700.

3. FaTher’S dauGhTer
BaCkStory: Su Kim, designer of 
the collection, shipped her first 
collection in 2017. The one-year-
old company is based in Los 
Angeles, and the entire collection 
is sewn at her father’s factory, 
Jim’s design Studio. Her father 
has been a denim patternmaker 
for the past 30 years in L.A., 
starting at the beginning of the 
premium denim market. The 
garments are washed at U.S. Gar-
ment and first finish and dyed at 
Harry’s Wash and dye. “people 
call us slow fashion,” Kim said. 
She said the aesthetic is more 
playful than a regular denim 
line. “i wanted to focus more on 
novelty with good patterns and 
good fabric.”
key pieCeS: Check pants, skirts 
and jackets, which are very 
nineties.
priCeS: The line wholesales from 
$25 for a pointelle knit to $81 for 
basic four-way stretch jeans to 
$145 for a denim coat.

4. FairChild Baldwin
BaCkStory: designer Jill fairchild 
started the accessory brand in 
2013, exhibiting at Coterie for the 
first time in 2016. fairchild started 

first with luxury handbags with 
her statement necklaces follow-
ing shortly after. Her collections 
walk the line between classic 
chic and boho and for fall, she 
has launched earrings.
key pieCeS: The Bella Marble 
Magenta necklace, Marcella 
Luxe Matte With pearl necklace, 
and new for fall, the fan chande-
lier earring.
priCeS: Average between $130 
and $250 for necklaces; $75 and 
$150 for earrings wholesale.

5. ShoeS oF Prey
BaCkStory: A first-time exhib-
itor at Coterie, Shoes of prey 
designer and cofounder Jodie 
fox launched the brand in 2009 
as a global multichannel retail 
brand that enables the consumer 
to design her own shoes online. 
The brand has many styles 
that can be customized, has 
previously sold through their own 
web site and a partnership with 
nordstrom.com. According to fox, 
in today’s retail climate, retailers 
tend to have a large amount of 
inventory that they cannot move, 
or the opposite problem with 
replenishment of stock being 
an issue. But for Shoes of prey 
everything is made on demand 
and turned around in two weeks, 
which in terms of retailers means 
no excess inventory and stock 
can be quickly replenished 
depending on sales. Retailers 
can get exactly what they need, 
without any surplus.
key pieCeS: pointed pumps with 
a 100-mm. heel, mule styles and 
leather slides.
priCeS: Average $50 to $80 
wholesale

COTERIE
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1. MoniTaly
BaCkStory: The 25-year-old line, 
which was acquired by Meg 
Co., an apparel, footwear and 
luggage manufacturer based in 
Hermosa Beach, Calif., 15 years 
ago, is inspired by vintage, mil-
itary uniforms. The line is sold 
at retailers including isetan and 
Mr porter.
key pieCeS: The collection 
includes trenchcoats, jackets, 
wrinkle-free velour sweat suits, 
faux fur jackets.
priCeS: Wholesale prices range 
from $250 to $700.

2. CoevoluTion
BaCkStory: Miaoyi Shu, a 
Chinese parsons grad, moved 
back to China to start her line, 
which is based on eastern arts 
and philosophies. The line is 
currently distributed through-
out China and one of its biggest 
stockists is Yi 23, which is a 
Chinese version of Rent the 
Runway. for this season she 
referenced daoism and created 
a fictional story about a girl 
who was living downtown and 
partying a lot, so was punished 
and sent to another planet 
that was free of indulgences. 

This translated to 70s-inspired 
pieces.
key pieCeS: The line included 
Western shirts decorated 
with kitschy patches and 
rhinestones, flannel shirts with 
removable sleeves that were 
embroidered with stars, cotton 
skirts with zipper closures and 
plaid piping, patent leather 
pants with white stitching, 
sequin pants and jackets with 
contrast collars and novelty 
prints.
priCeS: The line ranges from 
$100 to $300.

da/da
BaCkStory: diane ducasse, a 
french designer who’s held 
stints at Lanvin, Marc Jacobs 
and teaches at Studio Berçot, 
introduced her line two years 
ago. She wanted to create some-
thing personal that was a nice 
balance between masculine and 
feminine and complemented her 
existing wardrobe. The collec-
tion, which is made in paris from 
italian fabrics, is sold at online 
specialty retailers including 
need Supply and Garmentory.
key pieCeS: ducasse’s collection 
is always grounded in tailored 
clothes with feminine flourishes. 
She showed trenchcoats with 
draped collars and sashes of 
fabric tied at the wrist, corduroy 
cobalt suits, a cotton shit jacket 
that ties at the waist and was 
worn over a long, pleated skirt.
priCeS: Collection wholesales 
from $80 to $330

Gudrun & Gudrun
BaCkStory: Based in the faroe 
islands, which sits between 
iceland and norway, Gudrun & 
Gudrun was founded in 2002 by 
Gudrun Rógvadóttir, who handles 
the business, and Gudrun Ludvig, 
who designs the collection. The 
brand specializes in sweaters 
that are made by women knitters 
on the faroe islands. They also 
partner with women coopera-
tives based in Jordan and peru to 
produce the product. The collec-
tion is sold at retailers including 
isetan and Anthropologie, but 
Rógvadóttir is hoping to expand 
its U.S. distribution.
key pieCeS: They presented knits 
pieced together from mini pyra-
mids of fabric, gray knit sweaters 
with a green metallic pocket, 
loosely knit pin sweaters and pink 
shearling coats.
priCeS: The line wholesales from 
$200 to $800.

ronny KoBo
BaCkStory: designer Ronny Kobo 
initially had a line called Torn 
by Ronny Kobo that was known 
for its fashion knits for nights 
out. But she relaunched the 
line about a year ago to include 
wovens. The brand is a favorite 
among celebrities ranging from 
Beyoncé to demi Lovato. The 
collection is sold in retailers 
including Shopbop and intermix.
key pieCeS: Kobo played with 
textures this season and used 
chenille in a big way. She used 
the fabric to create fit and 
flare chenille dresses with stud 
details and hunter green mock 
neck maxidresses. The collec-
tion also included ruched, off-
the-shoulder dresses, striped 
knit dresses and a leopard set 
that included trousers and a 
wrap blouse.
priCeS: The line wholesales 
around $150.
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NEw YoRk TRADE Show TRENDS
Eighties silhouettes, sequins and plaids were among the  

key trends mirroring the fall 2018 runways.
By anDrEw sHang, EMily MErCEr and tHoMas wallEr  photographS By lExiE MorElanD

Corduroy
Calvin Luo

Puffers
Bacon

Layered 
PersonaL 
neCkLaCes
Miansai

eighties
Alix

Chunky 
knitwear
I Love  
Mr. Mittens



marCh 1, 2018   17

BLue Lenses
Retrosuperfuture

reworked 
shirting

Bande Noir

PLaid
French 
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round Bags
Lancaster

sequins
Milly
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In Focus: Market Insights

● The high-tech company teamed 
with American & Efird on an 
anti-counterfeiting platform.

By traCEy grEEnstEin

Applied DNA Sciences said today that it 
partnered with American & Efird, a man-
ufacturer and distributor of industrial and 
consumer threads and technical textiles, to 
develop “secure” sewing threads for brands 
and manufacturers.

The platform will integrate Applied DNA 
Sciences’ DNA-based CertainT solution, 
which enables brands to identify, tag, 
test and track products and ensures their 
overall authenticity, origin, traceability, 
sustainability and quality.

American & Efird has worked with indus-
trial and consumer brands that are required 
to meet standards for product quality and 
integrity, and assisted stakeholders to help 

them meet corporate sustainability goals 
and most notably with the U.S. govern-
ment, to ensure supply of Berry Amend-
ment-compliant products, the company 
stated.

Dr. James Hayward, president and chief 
executive officer of Applied DNA Sciences, 
said, “Many products, from running shoes 
to performance ath-leisure wear to luxury 
brands, can benefit from a secure sewing 
thread. A&E’s extensive portfolio of prod-
ucts combined with the CertainT platform 
provide a powerful opportunity to provide 
a trusted solution for customers who need 
a true anti-counterfeiting brand protection 
solution.”

Les Miller, ceo of American & Efird, 
said, “The CertainT Program is an inno-
vative solution for brands and retailers in 
their supply chain. A&E and Applied DNA 
Sciences together are creating new security 
applications for sewing thread benefiting 
from revolutionary SigNature T DNA and 
Beacon technology.”

Miller added, “Our customers are 
increasingly more vigilant and security 
minded. DNA technology can protect 
a wide range of products, from luxury 
consumer brands to industrial applications 
where integrity of components is mission 
critical. We are excited to be collaborating 
with Applied DNA Sciences and developing 
cutting edge technology solutions for our 
customers.”

● The technology platforms offer 
a variety of ways for brands 
and retailers to differentiate in 
the market.

By traCEy grEEnstEin

As 3-D printing technologies continue 
to advance and evolve in regard to uses, 
companies are sharpening their offerings 
to differentiate products in the market. 
To achieve that end, technology company 
Dassault Systèmes recently launched its 3-D 
Experience Marketplace, a digital “ecosys-
tem” and online trading platform for indus-
trial services and content providers.

Its cloud-based marketplace introduces a 
streamlined platform that includes 50 digi-
tal manufacturers, over 500 machines and 
30 million components from 600 suppliers. 
The platform helps businesses scout new 
manufacturing service providers, including 
3-D printing, and allows access to on-de-
mand manufacturing and intelligent part 
sourcing services, the company said. And it 
enables businesses to “iterate on design and 
manufacturing specifications, ensure that a 
part or product can be manufactured and 
reduce risk and errors,” according to the 
firm. Its software is empowered to man-
age payments, currency conversions and 
billing, providing “full traceability” for each 
transaction.

Referring to today’s times as an “Industry 
Renaissance,” Bernard Charlès, vice chair-
man and chief executive officer at Dassault 

technology

Dassault  
Systèmes  
Unveils 3-D  
‘experience 
Marketplace’

Systèmes, said that the current market 
offerings “[extend] beyond digitization to 
the emergence of new players and new cat-
egories of solutions, processes and services 
that prioritize sustainable innovation over 
productivity. Based on the 3-D Experience 
platform that pioneered the category of 
business experience platform in 2012, 
the 3-D Experience Marketplace transforms 
the supply chain into a value chain: a single, 
virtual, social enterprise, pioneering a new 
way to do business, innovate and create 
value in industry.” Charlès added, “Online 
platforms and marketplaces have already 
transformed retail, transportation and hos-
pitality services. Get ready — the industrial 
world is next.”

And Dassault Systèmes’ FashionLab 3-D 
Experience platform, which launched in 
2011, is a technology incubator designed for 
the fashion and luxury industries that inte-
grates design, simulation and collaboration 
into a single platform and allows designers 
to create a complete collection in 3-D. Its 
platform has gained new relevancy of late 
due to increased interest in customization 
from consumers.

Jérôme Bergeret, the director of Fashion-
Lab at Dassault Systèmes, told WWD, “In 
2018, personalization of goods is becoming 
a major trend that retailers and [fash-
ion] brands and manufacturers need to 
adopt. On demand, locally manufactured, 
personalized experiences and products 
create an ongoing and sustainable source 
of differentiation and profit in markets that 

are increasingly competitive.” Marrying 
engineering expertise and design savvy, 
which streamlines the creative process, is 
the focus: “We want to merge the designers 
and the manufacturers together,” Bergeret 
said.

The firm is differentiated by its integrated 
approach, which includes gathering trends 
prior to launching new brands, seasons 
or collections; research and insights into 
creating in-store experiences via 3-D store 
representation and a “holistic” view of a 
collection prior to production through its 
3-D simulation. FashionLab’s platform 
is currently used to design footwear and 
watchmaking — 3-D design capabilities for 
soft-goods such as leather and apparel is in 
development, the company said.

Designers can draw by hand, quickly 
edit or change patterns and add detailing 
directly on top of pre-loaded 3-D image 
files, allowing for a streamlined, expe-
dited delivery of design concepts and 
ideas. Julien Fournié, a Parisian couturier 
and founder of his namesake brand, said 
of the software, “The idea is not to erase 
the craftsman; it’s to accelerate the process 
between them and the studio.”

In late 2017, the FashionLab partnered 
with Ecco Shoes for its “experiential, 
augmented footwear project” titled 
Quant-U. Patrizio Carlucci, the head of 
Ecco’s Innovation Lab, I.LE, said that “We 
see a lot of activity on the subject of 3-D 
printed footwear without a solid solution 
for true mass customization from compet-
itors. Additive manufacturing offers the 
chance to create bespoke parts in series, 
but this is rarely translated in a consumer 
product; most likely due to the complexity 
of the 3-D models and a lack of measuring 
data to begin with. To solve this, we focused 
heavily on the digital capture and interpre-
tation of motion and orthotic data, then 
made sure this experience would be no 
more complicated than trying on a shoe in 
the store and walking for a few minutes.”

Carlucci added, “We truly translated 
more than 50 years of shoemaking experi-
ence into an algorithm.”

● Alix Partners managing 
directors David Bassuk 
and Joel Bines share their 
predictions for 2018.

By artHur zaCzkiEwiCz

In their annual retail predictions 
report, Alix Partners managing directors 
David Bassuk and Joel Bines said amid 
a decline in core retail sales for January 
2018 — the biggest in 14 months — is likely 
to experience more store closings as well 
as the negative impact on margins due to 
inflation and higher labor costs.

But the pair of analysts also see 
retailers and brands getting better at 
speed to market as well as inventory 
management.

“Last year, retailers shuttered a 
record-breaking 7,000 stores,” the 
authors of the report said. “We think 
just as many — and probably more — will 
shut their doors this year. But we also 
think retailers will head into those tough 
decisions with eyes wide open. In 2018, 
retailers will continue to trim the fat and 
run store closure programs that squeeze 
the most value possible.”

The Alix Partners directors also see 
higher inflation and labor costs as well 
as ongoing omnichannel investments 
hurting margins this year. There’s also 
price pressure from off-price retailers 
and Amazon, which is “chipping away at 
already razor-thin margins. But there’s 
hope. The boldest retailers will turn to 
automation and outsourcing to cut costs 
aggressively and boost profits,” they said.

With lead times, the analysts expect 
it to continue getting shorter. “Retailers 
used to take a full year to bring a product 
to market. Now, some retailers — not just 
fast fashion — are doing it in 10 weeks. 
We expect many retailers — including 
established ones — to cut down product 
development time by as much as 75 
percent this year.”

Simultaneously, Alix Partners expects 
that a faster product development 
cycle will also result in better inventory 
positions. And it will also force compa-
nies to drop a seasonal calendar. “That 
approach makes it easier to buy products 
closer to the in-store date, which leads 
to better predictions of what is going to 
sell and fewer markdowns at the end of 
a season,” they noted. “This means we’ll 
be less likely to see Eagles Super Bowl 
merchandise marked down in stores in 
March — so good news all around.”

Other notable trends predicted this 
year include retailers “being clever and 
creative with their supply chains, using 
vacant retail real estate to handle e-com-
merce delivery, making big [capital 
expenditures] investments in warehouse 
automation” and “thinking about acquir-
ing transportation companies.”

They also expect brands to join the 
“Amazon marketplace after playing  
hard-to-get for years — cough, Nike —  
and predict other traditional retailers 
will get cozy with digital natives [like 
Target and Shipt].”

Retail
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PARIS — martin margiela is 
having a moment, and not just on 
the catwalk.

The Belgian designer, who left 
his namesake company in 2009, 
is the subject of a retrospective 
at the Palais Galliera, the fashion 
museum of Paris, which opens to 
the public on Saturday. “margiela 
Galliera — 1989/2009” is the first 
big exhibition in France dedicated 
to the designer, who helped to 
curate the show.

In parallel, an exhibition 
focusing on his work as artistic 
director of women’s ready-to-

wear at hermès will open at 
Les arts Décoratifs later this 
month, after debuting last year 
at the momu Fashion museum in 
antwerp. “margiela: The hermès 
Years” is scheduled to run here 
from march 22 to Sept. 2.

margiela, now 60, not only 
questioned the structure of 
garments, but also challenged the 
structure of the fashion system 
by opting to remain anonymous, 
staging his shows in venues like 
car parks or vacant lots, and giv-
ing his clothes a plain white label 
with no brand name.

The Palais Galliera show comes 
at a time when designers from 
Demna Gvasalia at Vetements 
and Balenciaga, to Kanye West 
with his Yeezy lines, are reviving 
margiela signatures like oversize 
clothing and nude body stockings.

But the timing is pure coin-
cidence, according to curator 
alexandre Samson, director of 
contemporary collections at 
Palais Galliera. The exhibition was 
planned for 2016 as a sort of guer-
rilla happening that would stealthily 
take over the entire venue during 
the course of almost a year.

“We realized that in order to do 
the work properly, to find back the 
pieces across the world, to get 
in touch with collectors, to track 
down the information, we needed 
more time,” he told WWD.

The institution had a head 
start: with 400 margiela creations 
in its permanent collection, it 
owns one of the world’s largest 
museum collections of the 
designer’s clothes.

“Palais Galliera was the first 
European museum to collect 
margiela, as early as his second 
collection. We systematically 
bought two or three complete 
silhouettes per collection,” 
Samson noted. “We have almost 

every piece from the first five 
years of the brand, which are still 
the rarest nowadays.”

In addition, collectors such 
as Vicky roditis, margiela’s 
longtime sales manager for Italy, 
lent some 200 pieces, and his 
namesake house, since renamed 
maison margiela, provided 
collection prototypes.

The show, scheduled to run 
until July 15, is the last before 
the museum closes for a year 
for renovations that will see the 
opening of a permanent exhibi-
tion space, sponsored by chanel, 
in its basement.

It features 130 complete looks 
in total, many of them tweaked by 
margiela and each displayed on a 
customized mannequin, thanks to 
Dutch manufacturer hans Boodt 
mannequins, which sponsored the 
exhibition. “It’s really a dialogue 
between the museum and the 
designer,” Samson remarked.

They are set out in chronologi-
cal order, though not every collec-
tion has been included. margiela, 
who true to character declined 
to be interviewed, also worked 
closely with the museum’s staff 
on the catalogue, which features 
detailed notes on each show in 
the format of police reports.

“This gave us a glimpse of the 
extraordinary coherence of mar-
tin margiela’s work — the extent 
to which each collection picked 
up where the last one left off. In 
the end, you feel like you are really 
witnessing a creative journey,” 
said Samson.

“he’s not afraid of repeating 
himself. To him, if an idea is good, 
it’s an idea that can be developed 
over many collections until it has 
run its course,” he added. For 
example, the oversize theme mar-
giela unveiled for spring 2000, 
to mark the new millennium, was 
stretched out over five consecu-
tive collections.

his collections in 1997 were 
both based on reinterpretations 
of the Stockman dressmaker’s 
dummy. The one after that con-
sisted of flat clothes, inspired by 
the paper patterns of the previ-
ous season.

“his technique is exceptional. 
after all, he is one of the rare 
designers to have come up with 
new shoulder structures,” said 
Samson, referring to margiela’s 
experiments with linebacker-sized 
shoulders, funnel-like tops and 
exposed padding.

Other cherished themes are 
recycling: the show features tops 
made from athletic socks and 
inverted wig tops, and dresses 
pieced together from sec-
ond-hand scarves and hosiery. 
meanwhile, the “replica” line 
consists of copies of vintage 
outfits such as a Belgian skirt 
suit from the Fifties.

The design of the exhibition 
reflects margiela’s deconstructed 
aesthetic, with spaces left inten-
tionally raw. Visitors enter through 
a plastic tarp, and there are rough 
white brushstrokes on the walls. 
Exhibits include grainy catwalk 
footage and Super-8 movies shot 
by the designer.

There are also three “fan 
rooms” inspired by the work of 
Japanese photographer Kyoichi 
Tsuzuki, which shows people in 
small spaces with large collec-
tions of designer clothes. here, 
the rooms are imaginary, serving 
as time capsules for various 
collections.

The exhibition closes with 
items from margiela's 20th anni-
versary show, which turned out to 
be his last.

“he left it all behind in 2008 be-
cause he felt everything had been 
said and every idea explored. as 

fashion historians, we are in a 
position to observe the prism of 
designers over the course of sev-
eral decades, and if we’re being 
very honest, the period when they 
are truly relevant usually lasts 10 
to 15 years,” said Samson.

“he had a solid 20-year run, 
with the occasional collection that 
was not as good, but generally 
extremely interesting and well-de-
veloped propositions,” he added.

Samson said young designers 
today seem more enamored 
with margiela’s image than with 
his actual designs, noting his 
experiments with volume were 
highly technical.

“I think that beyond his cre-
ations, what designers today like 
about margiela — and the reason 
they view him as an absolute ref-
erence — is the coherence of his 
work and above all, his freedom of 
tone,” he said.

“he’s probably one of the 
designers who made the fewest 
concessions to the system. Why? 
Because he followed his instinct 
and if people liked it, great, and 
if they didn’t, it didn’t matter. he 
listened to people around him, 
but a lot of the time, he just went 
for it,” he added.

“I think that freedom of tone 
is very rare today among young 
designers. They are always con-
cerned about looking a certain 
way and saying the right thing,” 
Samson said. “martin margiela 
always wanted to show what 
others were concealing, fashion’s 
hidden side.”

Palais Galliera Retrospective 
Opens Margiela Season in Paris
The Paris fashion museum is hosting the country’s first big exhibition dedicated to 
the Belgian designer. By JoEllE DiDEriCH photographS By DoMiniquE MaîtrE

A fan room at the 
“Margiela Galliera 

— 1989-2009”  
exhibition.

Styles at the 
“Margiela Galliera 

— 1989-2009” 
exhibition.
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Iris Apfel on Her New Book ‘Accidental Icon’
The tome takes readers inside the personality’s life and experiences in the design industry. By kristEn tauEr

Iris Apfel has a lot to say. at 96 
years old, the popular and out-
spoken personality has amassed 
an arsenal of stories about the 
fashion industry — a few of which 
are chronicled in her new book, 
"Iris apfel: accidental Icon," (harp-
ercollins) out march 6.

But don't call it a memoir. 
Following the success of her 
coffee-table book in 2007, apfel 
received multiple offers to do 
another book, but didn't bite until 
the right opportunity came along.

"I didn't want to do another 
coffee-table book, and I didn't 
want to do a memoir — and I 
certainly didn't want to do a how-
to book," she says, speaking by 
phone from her Florida residence. 
"I find how-to books rather insult-
ing. It's not my place to tell you 
how to dress or what to do. I think 
it should be an individual matter. 
So I kept saying 'thank you very 
much, but no thank you.' and then 
a couple of years ago in one week 
I had three different telephone 
calls from three different publish-
ers. and they all said, 'What about 
doing a little book, musings, just 
what you're thinking about. Just 
something for the youth market,' 
because I do have a lot of young 
fans, and I said, 'Gee, that sounds 

like fun.'"
It might not be a how-to book, 

but given how busy she stays — 
books, modeling and advertising 
jobs, her accessories and home 
furnishing collections — there are 
plenty of essays offering insights 

into her tenacity, not to mention 
the last section of the book: "how 
to Live to Be 200." apfel doesn't 
stop.

"I'm so busy, I work like a crazy 
person. I love to work, and particu-
larly the last two-and-a-half years 

since I lost my darling husband, 
who was with me for 68 years," 
said apfel. "We were in business 
together and everything else, so 
the loss was monumental. and I 
decided that to keep my sanity, I 
better just work even harder, be-

cause if I stay home and think, I'll 
be very unhappy. God was good 
to me, and I got a lot of interesting 
commissions. all kinds: designing, 
modeling, speaking, traveling and 
so I've been working like mad."

The book, which is filled with 
personal anecdotes and photos, 
isn't the first look into apfel's 
interior life; she was the subject 
of the late albert maysles' 2014 
film "Iris," one of his last films.

"I'm a very private person, and 
I've always been known in my field 
and whatnot, but the accolades 
and this attention and this 
recognition, which is global now, 
is really quite something," apfel 
says of her "accidental" fame. "I'm 
getting used to it, but I really enjoy 
my privacy. and of course, really 
intimate private things we don't 
talk about."

What she does talk about in 
the book: wearing denim as a 
woman in the Forties, her first 
jobs after college — including 
a stint at Women's Wear Daily 
as a copy runner — meeting her 
husband and secrets to a long 
marriage, her interior design 
business and design restoration 
work for the White house, love 
of jazz music, and her disdain for 
smartphones.

as part of maintaining her 
privacy, she stays off of social 
media, although there are plenty 
of fake accounts in her name. "I 
don't approve of social media 
myself, so I don't have any part of 
it," she says. "I know it's a wonder-
ful tool for commerce, but I just 
can't understand how people are 
so interested in every detail that 
everybody does. It seems to me 
to be a bit nosy," she continues. "I 
find I think you'll be hearing a lot in 
days to come about the dreadful 
effects it's having on young peo-
ple. I find young people don't have 
any inner life anymore, they're 
devoid of curiosity — I mean real 
curiosity — and self-expression, 
imagination, they just press a 
button and they think it's all there, 
and that's not good."

This spring, apfel has plenty 
to keep herself busy: in addition 
to the book, she's working on a 
pop-up shop at Bergdorf Good-
man, a Barbie doll in her likeness 
with matching human-size outfits, 
jewelry and clothing collections 
for hSN, some modeling and a 
line of porcelain jewelry.

"Otherwise I don't have 
anything to do," she says, before 
closing with a piece of advice: 
"You gotta enjoy yourself."

A photo 
from the 

book.

"It's Oscar Week, and many of 
you have got a lot on your plates," 
said James corden, who began 
thanking those who came out on 
Tuesday night to support an Un-
forgettable Evening to benefit the 
Women's cancer research Fund. 
"Wait, who are you kidding? You've 
got nothing on your plates; you've 
been on a cleanse for months!"

It was a hollywood joke for a 
very hollywood event: the flag-

ship fund-raising gathering for 
the WcrF has been going strong 
for over 20 years and has raised 
more than $70 million for cancer 
research.

honorary chairs Steven 
Spielberg, Kate capshaw and 
rita Wilson, along with WcrF 
founders ann Douglas, Quinn 
Ezralow, marion Lurie, Kelly chap-
man meyer and Jamie Tisch, 
this year honored Sofia Vergara 

and Jennifer hudson with the 
courage award and Nat King 
cole award, respectively.

Saks Fifth avenue present-
ed the event for the 14th year, 
causing corden to kid, "Their 
goal is to make treating cancer 
cheaper than shopping at Saks 
Fifth avenue."

after dinner was served in the 
ballroom of the Beverly Wilshire 
hotel, past honoree and perenni-

al attendee Tom Ford presented 
Jennifer hudson with her award. 
The designer also dressed a 
bevy of sequin-clad women 
including Tisch, Wilson and 
Jessica hart for the event.

as soon as she got on the 
stage, hudson broke out into 
song for a full minute. When she 
finished, she said, "I don't speak 
often; I'm always singing. Before 
I came here I thought, 'What do I 

say?' It's not about what we say, 
it's about what we do that makes 
a difference." hudson lost her fa-
ther and other relatives to cancer 
and works on various philanthro-
pies around women's issues.

Wilson, who then ushered 
Vergara to the stage, said "there 
is no weapon quite like courage," 
referring to Vergara's thyroid 

cancer diagnosis 18 years ago at 
the beginning of her career.

The colombian actress then 
pretended to match hudson's 
vocals, but stopped after a few 
seconds, saying, "I wish I could, but 
I can't." She did say, "Thank you 
[WcrF] for creating this modern 
family that gives so many the cour-
age to look forward and to live."

Sofia Vergara,  
Jennifer Hudson Sing at  
An Unforgettable Evening
The two honorees at the Women’s Cancer Research benefit started their acceptance 
speeches with songs as emcee James Corden chimed in. By MarCy MEDina

Rita Wilson, Jamie 
Tisch, Joe 

Manganiello and 
Sofia Vergara.

Jennifer Hudson Rita Wilson and 
Lisa eisner in 

Tom ford.

The designer.

Ashley Hart with 
Jessica Hart in 
Tom ford.
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●  Fragrance Foundation  
and Marco Santini teamed  
on the campaign, which  
will span almost a month 
rather than a day. 

By allison Collins

National Fragrance Day is shaping up 
to be a whole lot more than just a 24-hour 
period.

The Fragrance Foundations has teamed 
with retailers, brands and even an artist to 
launch a multipronged National Fragrance 
Day campaign that spans not just a day, 
but almost a month, to bring attention to 
the category and, ultimately, drive sales. 
Starting today, the foundation will start 
releasing content related to the new holi-
day to drum up buzz.

“We are going to allow the storytell-
ing behind fragrances, the ingredients 
that make fragrances, the perfumes, 
artistry and craft — something that will 
educate the consumer — and since most 
consumers don’t know about this or are 
intimidated, I’m sure it will result in more 
awareness and sales,” said Linda Levy, 
president of The Fragrance Foundation.

In the U.S., fragrance has expanded more 
slowly than other categories in beauty. 
Prestige fragrance for 2017 was up 4 percent, 
to $4 billion, in the U.S., according to NPD 
— but it was outshone by prestige skin care, 
up 9 percent to $5.6 billion for the year, and 
prestige makeup, up 6 percent to $8.1 billion.

For National Fragrance Day — officially 
March 21 — The Fragrance Foundation 
has teamed with artist Marco Santini for 
a fragrance-themed mural in Bushwick, 
Brooklyn, located at 610 Johnson Avenue.

It’s an Instagrammable moment, accord-
ing to Levy. The hashtag, #FragranceDay, is 
incorporated into the art, for one, and “key 
fragrance words” will be hidden in the art.

“People who go and visit this mural 
and going to be very engaged,” Levy said. 

“They’ll be able to look into the layers of 
the art as they would look into the layers of 
fragrance.”

Santini’s work won’t be the only content 
in the lead up to National Fragrance Day, 
Levy noted. The group filmed a time lapse 
of the mural’s creation that will be used on 
social platforms, and has  tapped into its 
group of young fragrance all-stars, referred 
to as the Notables, as well as beauty editors 
and perfumers to do video interviews.

“We ask questions like, ‘What’s your 
favorite scent memory, what’s your 
first scent memory, what was your a-ha 
moment, being in the fragrance industry,’” 
Levy noted. “[It has] a lot of personality — 
it’s going to be very engaging.”

Retail partners such as Sephora, Macy’s, 
Bloomingdales, Nordstrom, Ulta Beauty 
and Dillard’s will also be creating content 
and promoting the new holiday, Levy said.

“The idea is that The Fragrance Founda-
tion is going to start the dialogue with all this 
great content on March 1, but it’s going to 
continue for the rest of our lives,” Levy said.
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Memo Pad

For a  
Good Cause
Tyler Ellis, the daughter of the late 
designer Perry Ellis, has teamed 
with her father’s namesake com-
pany in raising money this Sunday 
for the Elton John aIDS Foundation 
at their annual academy awards 
viewing party in Los angeles.

“my father passed away from 
aIDS in 1986,” the 33-year-old 
designer explained. “It’s such an in-
credible achievement to see what 
foundations like Elton John’s have 
done to help people [living with the 
disease] and to help lift the stigma 
[associated with it].”

Ellis, who founded her epony-
mous company in 2011, is quickly 
becoming a red carpet favorite for 
celebrities including meryl Streep, 
Diane Kruger, reese Witherspoon, 
Octavia Spencer, Oprah Winfrey 
and others, who have all been 
spotted with Ellis’ signature “Perry” 
bag at recent events including the 
Golden Globes in January.

On Sunday evening, a one-of-
a-kind custom-made version of 
the “Perry” bag will be auctioned 
to benefit the EJaF and will be 
accompanied by an equally unique 
black and red silk bow tie by Perry 
Ellis’ team led by creative director 
michael maccari.

The coveted clutch, which is 
made of clear crystal over a red 
lining, boasts Ellis’ logo, written in 
her late father’s own handwriting. 
“he passed away when I was 18 
months old and I have an envelope 

that was addressed to me,” she 
explains. “We took my name from 
that [envelope] and on the gold 
[aIDS ribbon] plaque in this bag 
[it reads] ‘Tyler Ellis for Elton John 
aIDS Foundation.’ [my father] is a 
part of every piece I create, which 
is super special.”

maccari, who joined as the 
creative leader of Perry Ellis in 
2014, hopes this collaboration is 
the first of many with both Tyler 
Ellis and the EJaF. “hopefully one 
day we’ll enter the women’s market 
again and it would be great to 
collaborate with Tyler,” revealed 
the Fashion Institute of Technology 
alumnus.

For this weekend’s fund-raiser 
maccari felt a one-of-a-kind bow 
tie was the perfect accompanying 
accessory to Ellis’ clutch, saying 
the two-tone tie could be “worn 
in conjunction with whomever is 
carrying the bag.”

Sunday’s live auction will also 
feature seven other lots including 

a white gold and diamond Bulgari 
necklace, a 1987 print of herb 
ritts’ photograph titled “Backflip” 
and 350 bottles of hatt et Söner 
Personal Vintage champagne.  
— Andrew nodell

A Personal 
Touch
Paul Andrew is hopping on the 
customizable bandwagon.

The shoe designer this week 
introduced a personalization 
program, where consumers can 
add their own touch to three of his 
most popular styles. Brands from 
Fendi and Nike to Diesel and Tod’s 
have found success with similar 
initiatives.

andrew’s customization 
program is exclusively available 
through Farfetch. his rhea flat, 
rhea 55-millimeter kitten heel and 
his ankara orb heel shoes can 
be covered in an array of unique 

fabrics and embellishments.
Prices start at $690 and run 

up to $2,500 for pairs covered in 
exotic skins. Depending on the 
style, consumers have jurisdiction 
over the color and fabric of a 
shoe’s vamp, heel tip and sling-
back. materials available include 
patent leather, grosgrain, python, 
crocodile and suede.

andrew said a customization 
program “is something I’ve been 
thinking about for quite a long 
time — it’s a natural progression 
in the business. I’m consistently 
receiving requests for customized 
shoes through social media, from 
excellent clients, a lot of brides, 
all in need of something really 
special.”

The designer, also creative 
director for Ferragamo’s women’s 
assortment, said of the growing 
trend for customization: “I think 
it’s really interesting at this point 
to offer the customer something 
they can’t find elsewhere, a special 
shoe someone created them-
selves that’s incredibly personal. 
Offering this technology feels like 
a meaningful way to engage with 
consumers.”

andrew said he does not have 
initial projections for how much 
customized product could even-
tually comprise his business. The 
designer did note: “Who can say? 
I think it’s something I’ve gotten 
a lot of requests for in the past 
couple years. I’m hoping it will add 
a lot of incremental business to 
my bottom line.”  
— Misty white sidell

Parsons 
Takes Two
Two fashion forces — Gucci’s 
marco Bizzarri and Farfetch’s José 
Neves — will be the guests of honor 
at The New School’s 70th Parsons 
benefit.

Gucci’s president and chief 
executive officer and Farfetch’s 
founder and ceo will be saluted 
not only for their leadership and 
innovation, but also for their 
commitment to sustainability. 
The executives join the ranks of 
such other previous honorees 
as Tommy hilfiger, Donna Karan, 
LVmh moët hennessy Louis 
Vuitton, macy’s, rihanna and Sarah 
Jessica Parker.

In commending Bizzarri and 
Neves for “fostering innovative 
and inclusive design,” Joel Towers, 
executive dean of Parsons School 
of Design, said, “Parsons was 
founded upon the idea that design 
can change the world, and our hon-
orees are creating positive change 
that will impact the industry for 
years to come.”

Bizzarri, who joined the Kering 
Group in 2005, took over the helm 
at Gucci in 2015. With the creative 
direction of alessandro michele, he 
has seen the label’s sales launch 
skyward. The Italian house’s sales 
last year rose beyond 6 billion eu-
ros. Bizzarri has racked up all sorts 
of awards for the Italian label’s 
turnaround in recent years, includ-
ing the British Fashion council’s 
Business Leader of the Year award 

in 2016 and 2017, the 2017 WWD 
cEO/creative Leadership award 
and France’s highest honor — the 
Legion of honor — in December.

Neves has also made great 
strides since launching Farfetch 
in 2008. While the original plan 
was to create one portal that gave 
independent stores the chance to 
compete with leading e-tailers, the 
company is a platform for the luxu-
ry industry, connecting shoppers in 
more than 190 countries with more 
than 700 retail and brand resourc-
es from more than 40 countries. 
his experience includes launching 
the footwear business Swear, the 
fashion licensing and wholesale 
company Six London and B-Store.

Last month, chanel announced 
it had taken a minority stake in 
Farfetch to demonstrate its com-
mitment to what both companies 
described as an exclusive global 
multiyear innovation partnership. 
and there have been reports that 
the luxury e-tailer is mulling a New 
York initial public offering and 
angling for a $5 billion valuation.

This year’s gala benefit chair 
will be Julie Gilhart, with help from 
co-chair Susan rockefeller. The 
fashion-heavy benefit committee 
includes Imran amed, richard 
Baker, Natalie massenet, camillo 
Pane, François-henri Pinault and 
anna Wintour. Graduating Parsons 
fashion design students will show 
their finery on the runway during 
the gala and students from the 
college of Performing arts will 
offer their own performances.   
— roseMAry Feitelberg

Vogue + Vice 
On Hold
Vogue is putting an indefinite 
hold on its partnership with Vice, 
WWD has learned. The project, 
tentatively called Project Vs, was 
slated to launch today, but the 
Vogue and Vice staffers working 
on it were told earlier this week 
that it was getting put on a pause 
for the foreseeable future.

“Both Vogue and Vice are 

committed to creating the most 
relevant, innovative content ex-
periences for audiences, and at 
this time, have mutually decided 
to delay their content collabora-
tion,” spokespeople from Vogue 
and Vice confirmed in a joint 
statement. 

The two media brands raised 
eyebrows in October when they 
announced they would collab-
orate on an editorial venture 
because they seemed to be an 
unlikely pairing.

“Vogue and Vice may ap-
pear to some to see the world 
through different lenses,” condé 
Nast artistic director and 
editor in chief of Vogue anna 
Wintour said at the time. “But in 
my view, both are fearless and 
breathtaking, with unquenchable 
curiosity and vigor. This collab-
oration will benefit from two 
talented editorial teams working 
together to produce relevant 
and exciting stories about the 
way we live now.”

But shortly before the new 
year, The New York Times 
published its long-awaited 
investigation into allegations of 
sexual harassment at Vice and, 
according to sources, multiple 
sponsors got cold feet.

an inside source attributed it 
to the “loss of corporate spon-
sorship due to Vice’s struggles 
following the #meToo investiga-
tion and continuing allegations” 
at the Brooklyn-based media 
company.

as recently as mid-February, 
the project seemed like it was 
a go despite the acknowledged 
awkwardness surrounding the 
allegations about Vice’s work-
place culture and condé Nast’s 
code of conduct for photog-
raphers and models, which it 
instituted in January following 
allegations of sexual harass-
ment in the fashion industry.

“Vogue feels optimistic about 
Vice’s significant commitments 
to a respectful, inclusive and 

equal workplace and are encour-
aged by the collaborative efforts 
their editorial team has shown 
during the past several months. 
We look forward to sharing the 
content we’ve created together 
in the coming weeks,” Vogue said 
in a statement to Digiday earlier 
this month. after that story came 
out, a report in The Boston Globe 
of sexual misconduct prompt-
ed condé Nast to sever ties with 
several fashion photographers.  
— KArA blooMgArden-sMoKe

Artist Marco 
Santini and his 
mural in Bushwick 
in Brooklyn, n.Y.

The Tyler ellis clutch and perry ellis bow tie created specially for 
the elton John AidS foundation oscar party. 
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