
DAILY EDITION OCTOBER 14, 2021   

Fashion. Beauty. Business. 

●  Contemporary labels like 
Elleme, Wandler, Miista and 
Yuzefi are delving into rtw to 
diversify their offerings in a 
changed market.

BY NATALIE THEODOSI 

LONDON — Coming up with a viral shoe 
style or the “It” bag of the season isn’t 
always enough for accessories brands 
seeking growth and looking to sustain 
customer interest, which is why many 
are turning to ready-to-wear now that 
the accessories market is returning to 
premium luxury, heritage names and 
classic styles.

“Bags has been the most challenging 
category globally. Customers took a long 
pause and only really started shopping 
for contemporary bags again earlier this 
year, which is when we started to see 
a significant spike in sales,” said Naza 
Yousefi, whose label Yuzefi built its name 
on modernist, accessibly priced bags, 

●  SoftBank Vision Fund 2 
bought a minority stake in 
the activewear brand that will 
help it grow globally.

BY JEAN E. PALMIERI 

When Jim Gold, the former chief of 
Neiman Marcus, predicted two years ago 
that Vuori could be a $1 billion brand, a lot 
of eyes rolled.

Not anymore.
On Wednesday, the Encinitas, Calif.-

based activewear and sportswear brand 
that Gold invested in some two years ago 
received a $400 million investment from 
SoftBank Vision Fund 2 for a minority 
stake, bringing Vuori’s valuation to $4 
billion. The investment is one of the largest 
in recent memory for an independent 
fashion brand. Up until now, Vuori’s largest 
investor was Norwest Venture Partners, 
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Celebrating the body is 
the key message from the 

spring 2022 runways — 
with the mini silhouette 
at the forefront — from 

barely there skirts to 
cropped baby-doll dresses 

and ‘60s Mod-inspired 
styles. A clear example is 

the Balmain retro cocktail 
number, seen here, worn 

by former French First 
Lady and supermodel Carla 
Bruni as part of the 10-year 

anniversary collection of 
Olivier Rousteing at the 

famed French house.  
For more on the mini trend, 

see pages 16 to 22.
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●  The secondhand platform 
is building its capabilities to 
authenticate and spot fakes.

BY EVAN CLARK

Poshmark Inc. is buying its way into a 
little more sneaker savvy. 

The secondhand platform said it 
acquired Suede One, which uses machine 
learning, computer vision and human 
experts to virtually authenticate sneakers. 
Terms of the deal were not disclosed.

Suede One was founded last year and, 
according to its own internal testing, 
can use technology to authenticate 
popular sneakers like Jordan 1s and 
Yeezy 350s with a better than 99 percent 
accuracy. Other sneakers are reviewed by 
specialists using a proprietary tool.

The start-up once authenticated a pair 
of Nike Air Yeezy 1 Prototypes that sold 
for $1.8 million at auction. Its team will 
join Poshmark starting today. 

“We built this company to solve a key 
challenge for the reseller community — 
creating technology that protects them 
from fraud and ensures fast, accurate 
authentication that they can rely on,” 
said Matt Forloine, chief executive officer 
of Suede One. “Poshmark and Suede One 
share the same values of trust and focus 
on community, and by joining forces 
we’ll be able to advance our technology 
and scale these services to more products 
and categories and benefit as many 
people as possible.” 

This is Poshmark’s first acquisition 
and a signal not just of the importance of 
sneakers in the secondhand world, but 
how the platform is looking to develop. 

Manish Chandra, Poshmark’s founder 
and CEO, said: “We are laser focused on 
making strategic investments that fuel 
the continued growth of our business, 
give the best overall experience for 
buyers and make our marketplace the 
number one, most trusted destination for 
sellers. Suede One has built impressive 
capabilities in virtual authentication that 
will allow us to deliver tangible benefits to 
our community, scale our authentication 
services in a meaningful way, and 
accelerate our momentum in sneakers as 
well as luxury goods, two of the fastest-
growing categories in the resale space.”

Suede One will complement the firm’s 
refund guarantee Posh Protect and its 
Posh Authentic service, which uses a 
team of specialists to verify orders of 
more than $500. 

Investors liked the direction Poshmark 
was taking and sent shares of the firm up 
3.3 percent to $23.87 in early trading amid 
a down market Wednesday morning.

●  “Make the Label Count” 
campaign formed 
Wednesday to challenge the 
eco-credentials behind the 
EU’s incoming clothing and 
footwear labels.

BY KALEY ROSHITSH

By 2023, all clothing sold in the 
European Union will have to bear an eco 
label — but the nature of this label is still 
being decided.

With the EU’s shift to becoming a 
climate-neutral and circular economy in 
line with its Green Deal agenda, product 
labels are getting a unified makeover 
to help consumers sort through 
sustainability information with ease.

“Make the Label Count,” a new 
campaign launched Wednesday, argues 
the EU’s product environmental footprint 
methodology, which will underpin the 
consumer-facing clothing and footwear 
label is “incomplete” in its current form.

The coalition — which includes the 
Changing Markets Foundation, Australia 
Wool Innovation Ltd., the International 
Sericultural Commission, Cotton Australia 
and Fibershed, among other supporters 
— argues the PEF does not account for a 
garment’s renewability, biodegradability, 
recyclability, social impact or the full 
impact of fossil fuels and microplastics.

Under the current methodology, they 
say the PEF leads synthetics to rank 
better than natural fibers, creating 
distortions in the environmental impact 
of clothes on the market while becoming 
“misleading” to “well-intentioned 
consumers.” Currently, the methodology 
can cover 14 impact categories including 
climate change, ozone depletion, toxicity 
(cancer-causing effects) and resource 
depletion (water use and fossil fuel).

These discussions are years in the 
making, with much of the strife bubbling 
up between natural fiber and synthetic 
fiber enthusiasts over product tools 
developed by the Higg Index (the 
technology spinoff from the Sustainable 
Apparel Coalition).

The SAC plays a leading role in the 
development around the eco label. With 
its perspective representing a critical mass 
— or at least 50 percent of the industry — 
the EU Commission named the Sustainable 
Apparel Coalition the leading secretariat 
for the apparel and footwear industry.

Two years ago, the SAC pieced together 
its Policy Hub with forces like the Global 
Fashion Agenda, European Sporting 
Goods Industry (FESI), Textile Exchange 
and Zero Discharge of Hazardous 
Chemicals Program (ZDHC) whose 
collective goal, it said, is to “enable the 
industry to speak with one voice as it 
informs the development of regulation” 
like the eco label.

Within that, brands like H&M, C&A, 
Inditex, Decathlon, VF Corp., Nike and 
Lacoste; trade organizations such as 
Cotton Inc., the Fédération de la Haute 
Couture et de la Mode, the French Agency 
for Ecological Transition (ADEME), the 
International Wool Textile Organization 
(the IWTO is also a founding member of 
Make the Label Count), Refashion, The 

European Confederation of Flax and 
Hemp (CELC), and textile and chemical 
makers like Gore-Tex maker W.L. Gore 
and Associates and Sympatex have voting 
power on the direction of the labels.

“We’ve had major advancements in 
research and knowledge around the 
environmental impacts of the textile 
industry, but these aren’t included in 
the current methodology,” contended 
Dalena White, Make the Label Count 
co-spokesperson and secretary general of 
the IWTO.

Chasing simplified and cost-
effective labeling means the European 
Commission finds it “preferable to work 
with industry” to co-develop “the right 
tailored approach.” “After this pilot, 
the commission will discuss together 
with all stakeholders and decide if and 
how we can integrate elements of the 
[environmental footprint] methods into 
existing tools like Ecodesign or the EU 
Ecolabel,” per the FAQ on its website.

Some believe the industry isn’t up to 
the collective task.

In the first report of a series with 
eco-consultancy Eco-Age (which counts 
clients like The Woolmark Company) 
and The Geneva Center for Business and 
Human Rights, published last month 
and titled “The Great Greenwashing 
Machine,” independent analyst Veronica 
Bates Kassatly and The Geneva Center’s 
director Dorothée Baumann-Pauly 
contend that fashion brands, by and 
large, “are failing in their efforts because 
they are using a flawed definition of 
sustainability, unscientific methods and 
selective implementation.”

Make the Label Count is calling for 
the commission, which first began work 
on the PEF in 2013, to ensure the labels 
include microplastics, among other hot-
button issues. Progress updates from the 
commission are expected in early 2022, 
according to member stakeholders.
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●  The summit will take place 
Nov. 17 and 18 in New York City.

BY JAMES MANSO

Alicia Keys will be among the 25 speakers 
at the 2021 WWD Beauty CEO Summit.

The summit, in its first in-person 
iteration since 2019, has added the 
multihyphenate entertainer and Keys 
Soulcare founder to a speakers list that 
includes many of the industry’s top 
executives. Smaller brands are also being 
represented at the summit, which will take 
place Nov. 17 and 18 at Cipriani South Street 
in New York City.

The event’s name is “A World Changed, 
a Business Transforming,” and will 
cover myriad topics across an industry 
reshaped by the pandemic. Speakers will 
touch on the shifting retail landscape as 
lines between mass and prestige blur; 
how consumers approach what they 
want from brands; key opportunities in 
global markets; how wellness and beauty 
intertwine, and the importance of purpose 
in brand propositions.

“Over the last 18 months, we’ve seen 
more change in consumers and the beauty 
industry than we saw in the last decade,” 
said Jenny B. Fine, executive editor, beauty, 

WWD and Beauty Inc. “At the upcoming 
Beauty CEO Summit, leaders from both the 
established players and most innovative 
emerging brands and retailers will share 
how they are not just navigating — but 
winning — in the new reality.”

The speakers will include retailers 
such as Dave Kimbell, chief executive 
officer, Ulta Beauty; Musab Balbale, 
merchandising vice president, beauty, 
Walmart; Nyakio Grieco and Patrick 
Herning, cofounders, Thirteen Lune; and 
Carla Vernón, vice president, consumables 
categories, Amazon.

Manufacturer executives include Alex 
Keith, CEO, P&G Beauty; Tarang Amin, 
chairman and CEO, E.l.f. Beauty; Kory 
Marchisotto, chief marketing officer, 
E.l.f. Beauty and Keys Soulcare; Ron Gee, 
president and CEO, Shiseido Americas 
and global M&A leader, Shiseido Group; 
Gena Smith, senior vice president, human 
resources, global executive and creative 
recruitment, LVMH Moët Hennessy Louis 
Vuitton; Tracey T. Travis, executive vice 
president, finance and chief finance officer, 
The Estée Lauder Cos.; David Huang, 
chairman, CEO and founder, Yatsen 
Holdings Ltd.; Tim Coolican, CEO, Milk 
Makeup, and JuE Wong, CEO, Olaplex.

Brand founders in addition to Keys will 

include Tracy Anderson, CEO and founder, 
Tracy Anderson and Tracy Anderson 
Method; Amanda Chantal Bacon, CEO and 
founder, Moon Juice; Josh Kilmer-Purcell 
and Brent Ridge, cofounders, Beekman 
1802; Jonathan Van Ness, founder of JVN; 
Violette, CEO and founder, Violette_FR and 
global creative director, makeup, Guerlain; 
Nancy Twine, founder and CEO, Briogeo.

Speakers from tech will include Jeremi 
Forman, chief business officer, Snap Inc.; 
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Make the Label Count is a new campaign from 
wool and fiber organizations to challenge the 
“incomplete” status of the EU’s clothing label. 

Brian McDevitt, managing director, home and 
personal care, Google; and Taylor Hamilton, 
CEO, ReCommerce.

Event sponsors include AlixPartners, 
American Express, Anisa, Beauty Barrage, 
Dash Hudson, Google, Harris Williams, Impact 
Analytics, Katten, Michel Dyens, Amazon 
Premium Beauty, ReCommerce, The Sage 
Group, Snap Inc. and Tribe Dynamics.
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●  The French luxury brand 
takes a cautious approach to 
brick-and-mortar expansion 
but sees more opportunity in 
the Las Vegas market.

BY DAVID MOIN

“Las Vegas is roaring back,” said Joyce 
Green, general manager of the fashion 
division of Chanel Inc.

She expects that Chanel’s elevated 
retail experience at The Wynn Las Vegas 
resort and casino will capitalize on the 
city’s recovering tourism, with cases of 
COVID-19 on the decline nationally and 
travel restrictions loosening up. Chanel’s 
expanded, redesigned store inside The 
Wynn opens Thursday, with artistic 
director Virginie Viard’s fall collection.

“This is a full-scale expansion and 
renovation,” Green told WWD. “There is 
a complete representation of the world 
of Chanel.”

Discussing its unique features, Green 
said the store expanded to 8,000 from 
5,000 square feet; took over some outdoor 
space with a private terrace overlooking 
the “Lake of Dreams” and a waterfall; 
has a pleated stone facade with gold inlay 
suggestive of Vegas’ glittery lifestyle; 
three entrances for fashion; fragrance and 
beauty, and watches and fine jewelry, and 
areas for cross-merchandising categories 
so shoppers understand right away the 

breadth of the Chanel assortment.
That mixed visual merchandising 

approach is getting incorporated into 
other Chanel boutiques being renovated 
and was brought to Chanel by Peter 
Marino, the New York-based architect 
and store designer who has a long history 
of collaborating with Chanel in the U.S. 
Marino not only designed the new Wynn 
store, which draws on Coco Chanel’s 
legendary Paris apartment, he selected the 
artwork in the space.

“This location is significant in scale at 
almost 8,000 square feet,” Marino said 
in an email exchange. “We created three 
entrances, bringing clients in through 
fragrance and beauty, fine jewelry and 
ready-to-wear. The access points are then 
connected on the interior, which creates 
variety in the sequencing of the spaces. 
There are so many different categories of 
merchandise now, the trick is to integrate 
them in a fun and easy way so the client 
does not necessarily focus on differentiation 
but rather the total experience.”

Asked about materials used in the 
construction, Marino replied, “The 
sculptural pleated facade is composed 
mainly of white Neopariés contrasted by 

the black framed entrance for fragrance 
and beauty. We created a bold gesture [that] 
ensures visibility of the space from the 
interior of Wynn Las Vegas. The modern 
iconic language of the black and white 
facade is instantly recognizable as Chanel.

 “The rich heritage of the brand is 
present within clean lines, considerations 
of proportion and a sense of color and 
texture,” Marino added. “There are 
unique pieces throughout including 
sculptural seating by Jack Eriksson made 
from blackened aluminum, a painting 
by Thomas Fougeirol inserted into a 
darkened bronze base to create a table 
in ready-to-wear, and custom artwork by 
Peter Dayton of the white camellias that 
Coco loved are in gold and black in the 
try-on rooms.

“Chanel is a unique combination French 
tradition and modernity combined,” 
Marino added. “Every store must be 
immediately identifiable as being a Chanel 
environment but also unique. Location 
plays a large and very important role in 
the store’s design, as does the profile of the 
shopper. A boutique that has a very local 
customer base will be slightly different than 
one whose shoppers are mostly tourists. 

Chanel is a brand that is able to maintain 
its distinct heritage while constantly 
allowing us to push the boundaries of its 
architecture and design forward.”

Green said it was most important 
that Chanel bolster its presence in The 
Wynn, located at 3131 South Las Vegas 
Boulevard, because the luxury brand has 
maintained “a very limited distribution 
for all of our categories” with boutiques 
at the Encore and Bellagio hotels and 
Neiman Marcus in Vegas.

“[Beyond Nevada], we don’t have 
distribution in some of the neighboring 
states. We are distributed in department 
stores in Arizona, but there is no 
distribution in New Mexico, Idaho and 
Utah,” Green said. Across the country, 
Chanel has only 23 stand-alone boutiques.

With Chanel, the importance of 
brick-and-mortar retail can not be 
underplayed since, as Green noted, the 
luxury brand has a policy of not selling 
online, with the exception of eyewear, 
fragrance and beauty.

“I believe the tactile experience of all 
of our categories is so important to the 
experience of Chanel,” Green said. “We 
have been investing a lot in our retail 

teams. We have people moving to Vegas. 
We are adding headcount. We strongly 
embrace and believe in the in-person, 
human experience. But we don’t open new 
boutiques very frequently. The last was 
in City Center in Washington, D.C., in July 
which was our first new one in 11 years.”

Despite the nation’s labor shortage, 
“Fortunately, we have had success in 
hiring and finding people for a variety of 
roles such as greeters, people working 
in very client-centric roles, people 
who speak different languages or with 
expertise in operations. We have been 
adding people to our retail operations 
throughout the year.”

The renovated and 
expanded Chanel store in 
The Wynn Las Vegas.

“Every store must 
be immediately 

identifiable as being a 
Chanel environment 

but also unique.” 
PETER MARINO

The exterior of 
the redesigned 
Chanel store in 

Las Vegas.

Fine jewelry and 
watches at the 
redesigned Chanel 
store in Las Vegas.
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●  “Being Latin for me 
encompasses every category 
— the a, the x, the e and the 
Hispanic,” Colombian designer 
Kika Vargas told WWD.

BY EMILY MERCER

As a young girl in Bogotá, Colombia, Kika 
Vargas had a dream of one day becoming a 
fashion designer. Fast-forward to today, the 
designer is now an industry veteran who 
cut her teeth at Missoni before launching 
her women’s ready-to-wear label in 2010.

After taking a break to focus on family, 
the designer relaunched her brand in 
May 2019 with Gogoluxe (an agency that 
helps fashion companies with creative 
direction and retail strategy) and now 
splits her time between her hometown, 
New York and Madrid. The brand sits at 
the emerging designer price-point  
and counts Bergdorf Goodman,  
Harrods, Nordstrom, Shopbop,  
Browns, Ssense, Matchesfashion  
and more as retail partners. 

Her latest Colombian-made collections 
are chock full of voluminous silhouettes 
with large puff sleeves, girly ruffles and 
playful prints (a nod to the continually 
popular prairie and cottage core trends). 
While the brand initially started with a 
focus on sharp, architectural shapes, it 
now emphasizes volume through softer, 
easier styles. During COVID-19, the Kika 
Vargas brand also made the change 

to source materials locally, and more 
sustainably, in Colombia.

Vargas’ April nomination as finalist 
for the 2021 LVMH Prize was a testament 
to her brand’s reinvigorated DNA and 
craftsmanship. Being selected as one of 
the nine global finalists itself was a huge 
honor, according to the designer, but its 
meaning was even deeper for Vargas and 

her community, as she was the first selected 
finalist from Colombia. 

Vargas’ label continually delivers 
optimism, joy and unabashed 
femininity, all of which she attributes 
to her strong Latin heritage. Her resort 
and spring 2022 collections, which she 
presented for the prize, are nothing 
short of colorful, voluminous and fun; 

they, too, stand for Vargas’ messages 
of hard work, family, community, 
the influences of art, teamwork, 
perseverance, an optimistic outlook, 
and always remembering your roots.

Here, Vargas chats with WWD about 
her Latine identity, the power of knowing 
your roots and where Latin designers are 
taking fashion.

WWD: Tell me about your career in 
fashion design; where and when did 
your journey begin?
Kika Vargas: Ever since I was a little girl, 
I dreamt of being a fashion designer. My 
mother would share stories about me 
during our travels in Italy at just 6 years 
old saying all I wanted to do was to make 
clothes for women when I was older. My 
parents are great art enthusiasts, collectors 
and gallery owners so I always grew up 
around art, architecture and sculpture. 
They have been my biggest mentors 
throughout my career, constantly setting 
an example of how to mix creativity and 
entrepreneurship, so I was very fortunate 
to always have the right motivation and 
inspiration around me to build my own 
business one day.

Because of my upbringing, I always 
thought I had an artist’s heart at the core. 
Starting out, it was really important for me 
to study art (as I have always considered 
myself as an artist first) so I studied at 
the School of the Art Institute in Chicago 
and then later moved to Milan to study 
fashion design at Istituto Marangoni. 
Just after graduation, I had the honor ► 

Luxury 
Fashion 
Designer 
Kika Vargas 
On Identity, 
Community 
And Craft

Kika Vargas

A look from 
Kika Vargas 
spring 2022.
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to work for Missoni and it was such an 
incredible experience, learning about 
prints and seeing the makings of incredible 
craftsmanship from such a brilliant and 
respectable fashion house. But after a 
couple years at Missoni, I knew it was 
always my dream to be able to create my 
own universe one day so I moved back 
home to Bogotá to be closer to my roots and 
start my own label.

WWD: How would you describe your 
brand aesthetic?
K.V.: In terms of aesthetics, I would say 
romantic silhouettes, striking patterns, 
hand-drawn prints, and textured fabrics 
define our poetic vision. Growing up 
around art, architecture and sculpture 
really shaped who I am as a person, as a 
creative, and as a designer, so a lot of this 
influence transcends into my creations – 
in my shapes, volumes, silhouettes, and 
the techniques used throughout each 
collection. We play around a lot with 
architectural forms, eccentric proportions 
and lively volumes and although each piece 
is a statement on its own, my garments 
are designed with everyday wearability in 
mind. So despite the complexity to some 
pieces, we always try to create an ease to 
the brand as well. It is a cultured brand 
celebrating individuality, high-end quality, 
and excellence is of utmost importance in 
everything we do. 

Generally as a brand, we believe Kika 
Vargas is about creating beauty, creating 
something we cherish, something that 
protects us, makes us feel stronger, and 
gives us confidence. We believe that clothes 
are a way of empowering yourself, so this 
is what guides us in our creations and what 
we strive to achieve when we make each 
collection. Our brand is for the dreamer, 
the girl who wants to feel and look special, 

different, polished and sophisticated. She 
is a strong woman, she is interesting, self-
confident and intellectual. We want to make 
you feel unique and special throughout 
your day, wherever you are.

WWD: When it comes to Latina vs. 
Latinx vs. Latine vs. Hispanic — how 
do you identify? How do you unpack 
what each term means and how should 
companies be thinking about how 
to address the communities in these 
categories?
K.V.: Being Latin for me encompasses 
every category — the a, the x, the e and the 
Hispanic. I understand and embrace each 
category and I believe in and relate to every 
category because I don’t think I am one or 
the other. Instead, I am Latin, which for me 
is all. I am a proud Colombian who speaks 
Spanish and loves Latin America dearly. 
Colombia has given me the opportunity to 
appreciate and relate to every country in 
South America and value each and every 
one of them as a whole community. I am 
grateful and proud for my Spanish-speaking 
community, for my Latin community, for 
my country, and for my continent. 

WWD: What does being Latin/a/x/e 
mean to you?
K.V.: We are dreamers! Being Latin means 
being hardworking and working tirelessly 
and relentlessly. We are fighters and never-
ending believers. I also believe a big part of 
being Latin is cherishing family, whether 
that be with the family I grew up in, the 
family I have chosen, the family I have built 
through my brand, or the family of our 
entire Latin community. Everything stems 
from a strong family core and it is what is 
valued most. 

What I take so much pride in is how this 
has influenced the Kika Vargas brand. We 

really value our team and the essence of 
teamwork. Our team is our family and we 
are driven to support their families as well. 
It has been an honor to be able to help and 
empower our local community and country 
through our brand as our team is made up 
of wonderfully strong women who are head 
of family within our local communities. We 
absolutely love to support and empower the 
Colombian community through education, 
by creating job opportunities, and by 
elevating their skill sets and providing them 
access to resources to build on old skills. 
And there is so much incredible talent 
here that we want to share for others to 
see and appreciate. Ultimately, we believe 
in fairness and equality, and we want to 
bring forward the power and beauty behind 
the wonderful women who help make our 
brand a dream come true.

WWD: Do you find that your Colombian 
heritage influences your design 
process? If so, how do you celebrate that 
through fashion?
K.V.: There is a lot of my Colombian 
heritage involved and inspired in my work. 
As people, we are vibrant, we are joyful 
and we are friendly. These are all things I 
carry in my DNA, in my approach to life, 
in my work and in my family so that is why 
we are a colorful and vibrant brand with a 
global spirit. 

Additionally, Latins have impeccable 
attention to detail and appearance. I’ve 
always thought dressing up was so crucial 
and it was so important to always feel 
empowered in what you wear. It’s like a 
form of protection that gives you courage 
to be confident and bold, so it was always 
important for me to create pieces that 
channel this. 

I also believe music plays a key role in 
my design process as well and a lot of my 
influence is directly rooted to my heritage 
and the music of this country. As Latins, 
we understand each other through dance, 
through the fluidity of music, and the 
overall need of celebration. These are all 
key components that I think are directly 
tied to my heritage.

WWD: You recently were selected  
as a finalist for the prestigious LVMH 
Prize. How was your experience as both 
a designer and first finalist  
from Colombia?
K.V.: Being part of the prize was life-
changing in every way possible. As a 
creative, as a brand and as a business. One 
of the most beautiful experiences I have 
ever lived was seeing the response I got 
from my country when we were announced 
as one of the semifinalists, let alone a 
finalist. It was an overwhelming outreach 
of support and love from what felt like 
every corner of Colombia. It felt like every 
Colombian took this nomination and made 
it their own and that was such a beautiful 
experience. And people from all around 
Latin America reached out to support us 
on this incredible journey with LVMH. I 
think as a Latin community we are always 
so proud for whoever makes strides in 
what can sometimes feel like the outside 
world. I have always felt incredibly proud 
of every Latin fighter and dreamer who 
has made a mark on an international scale 
so when we had all that love, pride and an 
overwhelming amount of support for our 
work, I couldn’t help but just cry. And I have 
been crying ever since. Joyful and proud 
tears to fight the good fight hand in hand 
with my community and family. 

And as a fashion brand, based in Bogotá, 
Colombia, [it] can sometimes feel like we 
are so far from the industry’s core like I 
touched on before. We might not have the 
same resources as other leading and much 
more advanced capitals of the world, but we 
do have a different abundance of resources 
that make us unique, different and 
appealing to the rest of the world. There are 

times when we have to be more creative and 
resourceful in finding different solutions 
to even have a chance to compete on an 
international scale and these are some of 
the challenges I feel we all share as Latins. 
So by being a finalist within the LVMH Prize 
there was such an immense exposure to our 
brand, to our creativity and to our country, 
of course. These kinds of opportunities 
have helped bridge that distance and 
allowed us to learn from and absorb all and 
any guidance of the industry’s best. We are 
a young brand always open for feedback, 
eager to further evolve our mission, and 
looking to support and contribute to the 
industry’s initiatives as well, so this kind of 
exposure and support from the industry 
was life-changing.

WWD: Have you experienced 
any unique challenges, or faced 
discrimination, in your career because 
of your ethnicity? Over the last decade, 
do you think things have, or have not, 
changed for Latin designers?
K.V.: I think we have all in some form 
or another been faced with challenges. 
For me personally, I have had previous 
opportunities shut down simply because 
of where I come from and other occasions 
where I’ve been made fun of because of 
my nationality. My nationality is Latin, 
and I am so proud of who I am and where 
I came from. But despite some of these 
incidents, each has made me much more 
thick-skinned and more confident to use 
my voice. And it has fueled my purpose to 
advocate for our community more than 
ever. So the silver lining is that it’s made me 
so much stronger and smarter in navigating 
the industry and it’s allowed me to cross 
paths with so many other like-minded 
individuals and creatives, which I am so 
honored and humbled by.

I do think we are moving in the right 
direction and believe every day is a better 
day for Latins. We shine brighter and 
brighter for each day that goes by where 
we are getting noticed. There are so many 
talented and wonderful creatives that have 
paved the path for younger generations 
like me, and I think this new wave of 
creatives coming up have so much more to 
offer. Overall it’s been very heartwarming 
to see how we are being noticed and 
acknowledged.

WWD: What should brands, 
designers and media be doing to 
enact change when it comes to 
diversity and inclusion?
K.V.: Never forget your roots. Speak your 
truth and be proud. Tell your story. In a 
world where everything revolves around 
storytelling, don’t be afraid of yours and 
don’t be afraid to share it. Be proud of 
who you are and where you come from. 
Be honest with yourself and embrace your 
ethnicity, your beliefs and what makes you 
different. Being different for me has always 
been an attribute. I have always seen my 
ethnicity as something to be proud of and I 
embrace my culture and defend it wherever 
I go and with whatever I do.

WWD: What is your biggest piece of 
advice for young Latin designers and 
fashion entrepreneurs?
K.V: Perseverance. Believe in yourself, and 
believe in your dream. It is not easy and 
you will have many battles to fight but have 
a clear purpose, and work toward your 
purpose, and stay true to who you are and 
what you believe in.

One of the biggest lessons I have learned 
in the industry and what has been a key 
strategy for our success is that there is no 
one right way of doing things. Be open 
to thinking differently, being receptive 
to change, and collaborating with other 
creatives and people smarter and more 
experienced than you to allow you to pave 
your own path. ■

A look from 
Kika Vargas 
resort 2022.
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●  “Just because you are Latino 
doesn’t mean you have to be a 
Latino designer,” the designer 
told WWD.

BY LUIS CAMPUZANO

Latine designers have been adding their 
spin to the fashion world for decades. 
Designers like Carolina Herrera and Oscar 
de la Renta made it to the top echelons 
of the industry, paving the way for future 
talents, though many still struggle to gain 
global recognition. 

But challenges aside, designers like 
Willy Chavarria are making a name for 
themselves, infusing the Latin American 
spirit into the world of fashion in their own 
unique ways and collectively contributing 
to new definitions of style. 

The Mexican-American designer is 
the mastermind behind the conceptual 
namesake fashion label that carries 
an emotional and thought-provoking 
approach to its overall design, and voices 
bold commentary on social, racial and 
political matters. He was also recently 
appointed senior vice president of design 
at Calvin Klein.

Chavarria has produced some of the 
most socially engaging runway shows 
in New York, inspired by elements of 
the Chicano street culture and in iconic 
locations like The Eagle (an institution 
within the gay leather bar community). 
In his most recent show, which took place 
at New York City barbershop Astor Place 
Hairstylists, Chavarria presented a lineup 
inspired by individuals in his personal life 
while infusing couture-like constructions 
onto typical workwear staples, one of the 
designer’s most lauded efforts to date. He 
was also a finalist for the International 
Woolmark Prize in 2019, the storied honor 
that once went to then emerging designers 
like Karl Lagerfeld and Yves Saint Laurent.

While visible representation of designers 
from Latin America still remains an 
important conversation within the 
constructs of inclusivity, a new topic 
of conversation has emerged around 
identification: Latino/a vs. Latinx vs. Latine. 

The terms designed to be more inclusive 
by being gender nonspecific have made 
some feel more included and others more 
divided. They’ve also given rise to issues of 
homogenization.

Here, WWD speaks to Chavarria to 
shed light on Latin identity, issues and 
progress for designers in the community 
and what matters most for creatives of any 
background in fashion.

WWD: When it comes to Latino vs. 
Latinx vs. Latine vs. Hispanic — how 
do you identify? How do you unpack 
what each term means and how 
should companies be thinking about 
how to address the communities in 
these categories?
Willy Chavarria: At first it was an eye 
roll for me when I started hearing Latinx, 
and my first thought was: Great, more 
division, more breaking things apart and 
trying to divide something that is already 
there. But then I started to think about it, 
I was raised Chicano, and that word was 
created internally in the U.S. It used to be a 
derogatory term and then it was taken and 
given new meaning, that’s how I think of 
Latinx — it’s brown people claiming their 
identity. Today, I would refer to myself as 
Latinx, but at the same time, if I’m speaking 
about older generations or Latino heritage 

month with other people, the term “Latino” 
doesn’t offend me, it’s about ultimately 
what we choose to identify as. What I do like 
about the term, it speaks to a young culture, 
a new way of looking at ourselves in a more 
inclusive way and broad-minded way.

WWD: What does being Latin/o/x/e 
mean to you?
W.C.: In this country and this society there 
are stereotypes that are associated with 
the word Latino, no matter what industry 
you are in. I’m not always considered 
a designer, I’m considered a Latino 
designer. There’s always this plug with it 
that has preconceived stereotypes about 
it. As diverse and multilayered as our 
communities are, we have this stereotype 
that is really reductive and it implies a 
blanket statement to all these people, 
whereas Latinx and Latine opened that 
door up and f--ked up the stereotype, and I 
love that about it. It shatters the stereotype 
by reconstructing the term.

WWD: What is the first thought that 
comes to mind when you think about 
Latin American fashion? Who are your 
biggest inspirations and why?
W.C.: There are so few Latin American 
designers in the small group of big-name 
designers. It’s not popular to be Mexican, 
Puerto Rican, Argentinian or even Chicano 
or Latinx for that matter right now. For 
me, it’s the Black and brown communities 
that bust out with that street style that gets 
adopted by other communities, and as a 

creative it feels very real to highlight that. I 
like to be more literal in the way I present it 
because I feel more connected with it, but I 
don’t think every Latino designer has to do 
things that are specific to their culture. Not 
every collection I do is going to be revolving 
around the look of my culture.

I’ve always been more inspired by what 
I see on the streets, mixed with film — 
[filmmaker] Romain Gavras’ style is really 
inspiring to me, he takes very raw and real 
content and makes it look real and beautiful 
at the same time. I also love people who 
stay true to their convictions, who don’t get 
off track and are successful in doing it, like 
Tilda Swinton or Alexandria Ocasio-Cortez, 
people who stay on track with their vision 
and don’t fall for it.

WWD: Has coming from a Latin 
background helped you or been more of 
a challenge in your business and in your 
personal life? Does being part of the 
Latin/o/x/e community have a different 
meaning now than it did before?
W.C.: There have been many challenges 
along the way, most of them related to 
standardized bigotry, there’s a term “white 
passing” that exists now, I consider myself 
“white passing” for sure, I have yet to 
experience many of the hardships that a 
lot of other Latinos have, but definitely 
have encountered racism, opportunities 
lost because of my name or preconceived 
notions of my talent, but it has shaped my 
perspective and made me who I am. Times 
are changing, people are louder, young 

people are making more of a difference. 
The past couple of generations have been 
a little passive but this new generation is 
really making change, doors are opening, 
just the simple fact that I have this very 
high-level job for a big fashion brand (Calvin 
Klein) in the U.S. is remarkable to me and 
to my family it’s such a big deal. You don’t 
see a lot of it in our industry, but overall it’s 
one of things where you take what you have 
and you make it better and look past the 
stumbling blocks.

WWD: Casting for shows and 
campaigns has become such an integral 
part of a brand’s DNA, how does this 
apply to your work? Do you use Latin/o/
x/e models? 
W.C.: My whole brand ethos has always 
been about highlighting and giving people 
who aren’t usually in the light visibility, to 
feature different types of beauty that aren’t 
normally seen on the runway. That was my 
whole thing from the beginning, diversity 
on the runway. Making that a responsibility 
for every Latin American designer is too 
much, it’s hard enough just to make it in 
the industry, we do what we have to do 
to pay the rent. But when you have that 
opportunity it’s a cool thing to do, including 
more of our community.

WWD: Are there any misconceptions 
that need to be addressed within the 
Latin community as to why there is also 
so much division and sometimes lack 
of inclusivity, and how do you think we 
should deal with discrimination within 
the Latin communities as well? 
W.C.: We are rooted in so much tradition, 
and I believe it’s because, even the religious 
aspect of it, has to do with how much has 
been stolen from the Latino communities 
in the U.S. and just globally. From my 
perspective, the whole Chicano movement 
was about resisting the gentrification that 
was happening in the ghettos, they were 
friends and aligned with the Black Panthers, 
all of that was a resistance to having our 
culture stolen. There is a lot of tradition we 
cling onto to remind ourselves of who we 
are, but at the same time things evolve as 
time passes and with younger generations 
thinking differently, it seems like coming 
out of 2020 there has been an explosion of 
people thinking and feeling MORE.

WWD: What piece of advice would you 
give to an aspiring Latin/o/x/e designer 
looking to break into the industry?
W.C.: Don’t feel like you have to be 
contained in a specific category. Just 
because you are Latino doesn’t mean you 
have to be a Latino designer. Know who you 
are, be who you are and simply become the 
creator you want to become.

FASHION 
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●  The Colombian designer 
recently debuted his  
designs for this fall’s New 
York City Ballet Gala, a 
triumphant moment for 
Latinos everywhere.

BY LUIS CAMPUZANO

No longer considered a niche market, 
those who identify as Hispanic and Latine 
are the second largest ethnic group in the 
United States, accounting for 52 percent of 
the country’s population growth between 
2010 and 2019, according to Pew Research.  

As has been the American way, every 
group has its label — though categorizations 
by race or ethnicity have long come with 
challenges. Today, as the need for inclusivity 
remains front of mind, many have been 
looking to de-gender the term Latino, 
giving rise to Latinx (though Pew Research 
said in August last year that just 3 percent 
of the U.S. population with roots from 
Latin America and Spain identify with the 
term. Latine has also entered the fray as a 
gender-neutral alternative that is native to 
the Spanish language, as it appears in other 
gender-neutral words like estudiante. 

The various terms and labels have stirred 
up controversy within the Latin community 
about identification and many outside of 
the community unclear as to what to use.

Designers like Esteban Cortázar prefer 
not to be forced into any of those boxes. 

For the Colombian-born creative, it’s about 
inclusivity, not further division within the 
Latin community.

Cortázar has a reputation for being 
the youngest fashion designer to debut 
at New York Fashion Week 2002 at the 
age of 17, a show Cindy Crawford walked 
in. In 2007, he took up a position as the 
creative director for Emanuel Ungaro, 
leading him to put his own fashion line on 
hold to move to Paris. After his exit from 
Ungaro in 2009, Cortázar remained in 
Paris, where he began focusing on his own 
eponymous line again. Now the designer 
is celebrating a new win, having designed 
the costumes for the acclaimed New York 
City Ballet’s Fall Fashion Gala, and working 
alongside Colombian-Canadian artist Lido 
Pimienta, the company’s first woman 
of color to compose an original piece of 
music for the ballet. 

With his collections stocked in more than 
30 stores worldwide, including Bergdorf 
Goodman, The Webster, Net-a-porter and 
Matchesfashion, and a recent collaboration 
with the Spanish retailer Desigual, Cortázar 
continues to be an inspiring force within  
the Latin community.

Here, Cortázar explains to WWD that 
what matters when it comes to identification 
is how people are comfortable referring 
to themselves, and that developing 
relationships among diverse communities  
is more important than trying to use  
certain terms just for the sake of being 
“politically correct.”

WWD: When it comes to Latino vs. 
Latinx vs. Latine vs. Hispanic — how  
do you identify? How do you unpack 
what each term means and how  
should companies be thinking about 
how to address the communities in 
these categories?
Esteban Cortázar: First and foremost,  
I identify myself as a human being. I have 
never been a big fan of labels, within my 
own experience because I was born in 
Colombia but grew up in the U.S., lived in 
Europe in Paris for more than a decade, 
have a Danish sister and a British mom 
and a French grandmother. I have so many 
cultures that are part of who I am, that I’ve 
actually always been an open person when 
it comes to this and I always celebrated all 
the different parts of my upbringing that 
I’ve had throughout all of these cultures. 
I don’t love the idea that we have to put 
ourselves in a box to identify ourselves, 

I’ve always kept myself very open from 
that. Within my work, my sexuality, I’ve 
evolved as I go and get afraid sometimes 
that doing so many labels divides [us] 
even more. I understand the importance 
of having these different categories to 
identify the community, as I do believe 
there are many individuals that do need, 
want, or it’s part of who they are, to 
identify themselves. We all have different 
experiences, it’s a very complex issue  
that we are still navigating, not black and 
white at all, and as the new generations 
come we continue to evolve it.

WWD: What does being Latin/o/x/e  
mean to you?
E.C.: It means diversity, that there is a 
diverse world with different kinds of human 
beings that want to find a community to 
be a part of, to be welcomed in, to feel like 
they have something to say within their 
own sense of self and that’s very beautiful 
to me. It’s important for young people 
today to feel like they have a place and if 
this is what makes them have one, this is 
very important for us to listen and for other 
communities to pay attention to.

WWD: What is the first thought that 
comes to mind when you think about 
Latin American fashion? Who are  
your biggest inspirations and why?
E.C.: Latin American fashion has evolved 
so much over the years. One of the 
things that comes to mind right away 
is the artisanal part of Latin American 
fashion. They have been a pioneer and 
champion to the Latin American fashion 
community, with so many artists from 
Mexico, Colombia, Argentina, Uruguay, 
Peru, Guatemala, and so many places that 
have the most beautiful textiles, buttons 

FASHION 
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and history. There has never been a worry 
about the cultural appropriation aspect 
surrounding it because Latin designers 
have always had a respect for where all 
these techniques come from, we make it 
a point to express where its coming from, 
telling the story behind them and being 
a part of their world. Many of them are 
based in Latin America and they have 
been able to have an audience outside of 
there through social media, the way we 
communicate nowadays. It’s interesting 
to see how they have globalized Latin 
American fashion.

As a little boy, I grew up admiring 
Carolina Herrera, Oscar de la Renta, 
because I saw them as these incredible 
Latin human beings that created 
something beautiful in New York, but 
always celebrating their heritage. Of 
course, I respect so many of my own peers 
like Johanna Ortiz, Silvia Tcherassi, people 
I’ve grown up with and respect. Also 
Lazaro Hernandez from Proenza Schouler, 
Maria Cornejo. Nina Garcia is a dear friend 
and since I was little I was moved by 
the fact that she was this beautiful Latin 
woman that was running magazines and 
being stylish, sitting front row at runway 
shows. And now there is so much diversity 
in our world that comes from Latin 
America that are part of fashion and they 
have that voice, but back in the day it was 
[few and far between], that’s why I always 
have these people as references that have 
paved the way for others.

WWD: Has coming from a Latin 
background helped you or been more 
of a challenge in your business and  
in your personal life? Does being  
part of the Latin/o/x/e community  
have a different meaning now than  
it did before?
E.C.: When I was in Miami and coming to 
New York to show, I did feel very welcome 
in many ways but I also felt like “oh, it’s 
the Latin guy from Miami that’s coming to 
New York” and I think people questioned 
that or didn’t give me the credit or take 
me seriously because I lived in Miami 
and not in New York. I do feel that has 
changed today, I don’t think people are 
paying too much attention to those things 
or judging it that way. I feel you can come 

from anywhere, live anywhere and have a 
voice, a community that is going to follow 
you. You don’t need to be in the big cities 
to make it. 

WWD: Casting for shows and 
campaigns has become such an 
integral part of a brand’s DNA,  
how does this apply to your brand?  
Do you use Latin/o/x/e models? 
E.C.: I’ve always done it in a natural way, 
not because I felt I had to. I am inspired by 
gorgeous Latin women, different kinds of 
girls and men, but I’ve always been open 
and diverse with my castings. It’s always 
been part of my brand story. I do think 
it’s important that we support our own 
community, our peers, the talent around 
us, that we collaborate more, that we listen 
to each other. I think that’s an important 
part of evolving as a professional and as 
human beings.

WWD: Are there any misconceptions 
that need to be addressed within  
the Latin community as to why  
there is also so much division and 
sometimes lack of inclusivity,  
and how do you think we should  
deal with discrimination within the 
Latin communities as well? 
E.C.: There is something positive about 
defining ourselves in so many different 
ways, but I also worry about it because 
it does cause division. This goes beyond 
the Latin community. Right now there are 
so many groups fighting for their rights, 
and this is very important but at the same 
time by doing so we keep creating more 
division in those communities and we 
are not able to talk amongst each other, 
hug, just to communicate with each other. 
We’re living in a very particular culture 
today, from cancel culture to everyone 
voicing their rights and the back and forth 
that exists from it. It’s very confusing for 
many people, and I think sometimes some 
individuals don’t even know anymore 
what they are fighting for. Sometimes 
the best solution to these things is real 
communication, knowledge, to be able 
to listen and to be open to new ideas, 
to be accepting to yourself and others — 
the things that I have learned from my 
family as values throughout my life that 

I’ve always expressed within my own life 
experience, that I hope others do. It’s 
about the values you have in the end.

WWD: What piece of advice would you 
give to an aspiring Latin/o/x/e designer 
looking to break into the industry?
E.C.: More than ever stay authentic to 
yourself, push your story from within and 
out to really celebrate the community that 

they have built in a natural way, the people 
that gravitate toward their work and what 
they want to say, therefore they can grow 
little by little.

That they don’t feel like they have 
to chase for things and to feel like they 
belong, but that they already belong, they 
already have a place, they just have to 
express that by being the most authentic 
version of themselves. ■ 
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●  A new exhibition at the Musée 
de l’Homme in Paris tracks 
the history of the world’s most 
democratic footwear.

BY JOELLE DIDERICH

PARIS — Having conquered the streets, 
the runways and high-fashion stores, the 
sneaker has landed at the museum, with 
an exhibition in Paris tracking the history 
of the world’s most democratic footwear.

“Sneakers, les baskets entrent au 
musée!” opened on Wednesday at the 
Musée de l’Homme, the Paris museum that 
focuses on the evolution of humans, with 
a display of more than 70 pairs of shoes, 
including a pair of Adidas sneakers signed 
by tennis legend Stan Smith himself.

But rather than appeal to sneakerheads 
with rare and unusual styles, Aurélie 
Clemente-Ruiz, head of exhibitions at the 
institution, wanted to explain the origins 
of the phenomenon that has swept the 
world, with 24 billion pairs now produced 
every year.

“Until quite recently, there were people 
who wore sneakers and belonged to a 
specific social group, and people who 
didn’t. Nowadays, everyone wears them,” 
she said. “It’s totally intergenerational and 
unisex. The democratization of sneakers 
means that today, it touches everyone on 
the planet.”

The exhibition, scheduled to run until 
July 25, begins with an early ad for French 
tire-maker Michelin, which continues to 
produce rubber shoe soles for brands 
including Under Armour and Camper. A 
glass case tracing the origin of the material 
features a pair of tiny 19th-century rubber 
shoes made in the Amazon.

“We wanted to talk about where they 
come from, why we wear them and what is 
the future of sneakers,” Clemente-Ruiz said. 
“We’re not a museum of fashion or design, 
so we wanted to focus on the historical and 
more technical dimension of the shoes.”

While U.S. brands like Converse, Keds 
and Spring Court were the first to offer 
sports shoes for the whole family, sneakers 
were popularized by athletes like French 
tennis player Suzanne Lenglen, who 
started wearing them in the 1920s.

The exhibition also features a pair of 
battered Puma sneakers signed by Serena 
Williams, a reminder of the U.S. tennis 
player’s early association with the brand, 
which has since been eclipsed by her 
partnership with Nike.

Through sports stars like Michael 
Jordan and his famed Air Jordan sneakers, 
launched in 1985, the style made the leap 
to the hip-hop community.

The exhibition features the cover of Run-
DMC’s 1986 single “My Adidas” alongside 
a picture of the band posing in front of the 

Eiffel Tower, just a stone’s throw from the 
Musée de l’Homme, wearing three-stripe 
tracksuits and Superstar sneakers with the 
tongue pulled out.

After an executive from Adidas saw 
hundreds of fans waving their sneakers at 
a Run-DMC concert, the German sporting 
goods firm signed the group to a million-
dollar endorsement deal, marking the 
beginning of its long-running affiliation 
with hip-hop.

“Starting from the United States, hip-
hop culture spread worldwide, including 
Europe — and that’s how sneakers came 
to be worn massively by young people in 
Europe and namely in France, whereas 
before, it was really limited to athletes,” 
Clemente-Ruiz said.

The show spotlights one of the pioneers 
of the scene in France, Sidney Duteil, who 
became the first Black presenter on French 
television with a weekly show called 
“H.I.P. H.O.P.” on the TF1 channel. Guests 
included The Sugarhill Gang, Kurtis Blow 
and Afrika Bambaataa.

“At the time, it was revolutionary for 
a major French TV channel to broadcast 
a show dedicated to hip-hop culture, 
which was not at all a mainstream trend,” 
Clemente-Ruiz said. “It was important for 
us to talk about it, because he was largely 
responsible for introducing hip-hop to 
French households.”

By the late 1990s and early 2000s, 
sneakers had become objects of mass 
consumption. The exhibition highlights 
evergreen styles, from the Converse Chuck 
Taylor All Star to the Nike Air Force 1 and 
the Puma Speedcat, as well as recent high-
fashion statements by designers such as 
Demna Gvasalia at Balenciaga and Virgil 
Abloh at Louis Vuitton.

Among the Balenciaga styles on display 
are its bestselling Triple S, the Track 
runner and the sock-like Speed Trainer. 
“There is a real element of rallying and 
social recognition around this brand in 
particular,” noted Clemente-Ruiz.

There are sections dedicated to 
collaborations, celebrity muses and 
counterfeits, the latter including a pair of 
fake Nike Mag Back to the Future sneakers 
seized by French customs, as well as silver 
Nike Dunk sneakers with high heels.

The exhibition also touches on innovation, 
ranging from 3D printing, with the made-
to-measure Under Armour Architech 
from 2016; the Nike Air Zoom Alphafly, 
which shook up sporting competitions 
with its responsive carbon fiber plate and 
lightweight foam, and sustainable designs 
from brands like Veja and Le Coq Sportif.

It even broaches the topic of sneaker 
fetishism, including the practice of 
destroying sneakers, as evidenced by a 
pair of Stan Smiths that were cut up and 
then singed with a blowtorch. “There are 
also some people who get off on sniffing 
sneakers. To each their own kicks,” 
Clemente-Ruiz concluded.

A still from the 1984 
film “Beat Street.”

A vintage ad 
for Michelin 

rubber 
soles.
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From Hip-hop to Mass Market:
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Fi
lm

 s
til

l b
y 

B
rid

ge
m

an
 Im

ag
es

/C
ou

rt
es

y 
of

 M
us

ée
 d

e 
l’H

om
m

e

The Balenciaga 
Triple S sneaker.



OCTOBER 14, 2021 11

●  The collection features 14 
styles of jeans, each produced 
with a minimum of 15 percent 
Recover recycled cotton fiber.

BY LISA LOCKWOOD

Revolve has partnered with Recover, 
a producer of recycled cotton fiber, to 
introduce a sustainable denim collection 
with Revolve-owned brand Lovers  
and Friends.

Recover has been making sustainable 
materials and recycling since 1947. The 
company recycles post-industrial and 
post-consumer cotton waste, replacing 
the need to cultivate cotton, dramatically 
reducing water waste, limiting the use of 
dyes through its RColorBlend system, and 
reducing textile landfill waste.

Launched today, the denim range 
features 14 styles of jeans, each produced 
with a minimum of 15 percent Recover 
recycled cotton fiber made from post-
consumer denim.

Among some of the styles are the  

Ricky low-rise skinny; Reece, a high-rise 
slim straight leg, and the Greyson, a slim 
boot leg.

Retail prices range from $128 to $158.

According to Michael Mente, co-chief 
executive officer and cofounder of Revolve 
Group, “Revolve has a responsibility to 
contribute positively to the longevity of 

our industry and ecosystem, and for us, 
this process begins at home. We have 
worked with thousands of brands and 
suppliers, and Recover is unparalleled 
in its expertise and long-term focus. 
We are proud to partner with this 
multigenerational, family-owned business 
to deliver the strongest messaging and 
product to our consumers with one of our 
most recognizable owned brands, Lovers 
and Friends.”

“It is great to launch this sustainable 
collection today with such an iconic 
American brand and denim product,” 
added Alfred Ferre, CEO of Recover. “By 
incorporating Recover’s lowest-impact, 
highest-quality recycled fiber into the 
Lovers and Friends denim line we have 
created a strong collaboration that is 
helping to bring sustainable fashion closer 
to the consumer. Recover aims to scale its 
recycled cotton fiber production to help 
more brands meet their sustainable goals 
and achieve circular fashion for all.”

All product hang tags will have a QR 
code linking to a landing page hosted on 
Recoverfiber.com, with information about 
the collaboration. The partnership will 
be promoted via editorial images, video, 
Instagram posts and Stories on @revolve 
and @loversfriendsla, and on Revolve’s 
TikTok account.

Recover will be the main partner 
for Lovers and Friends denim moving 
forward. Revolve is working on research 
and development to implement Recover 
into other categories within the owned 
brand portfolio.

Recover has supplied its recycled cotton 
and cotton blend fibers to brands such as 
Tommy Hilfiger, Wrangler, H&M Group, 
G-Star, The Northface, Billabong and 
Primark, among others.

●  They have launched a manual 
to encourage adoption in 
the textile industry and help 
standardize a more sustainable 
cotton dyeing system.

BY LISA LOCKWOOD

Ralph Lauren Corp. and Dow released 
a detailed manual for the textile industry 
today on how to dye cotton more 
sustainably and more effectively than ever 
before using Ecofast Pure Sustainable 
Textile Treatment.

With this manual, Ralph Lauren and Dow 
are open-sourcing this improved dyeing 
process to encourage adoption in the textile 
industry and helping standardize a more 
sustainable and efficient cotton dyeing 
system for positive environment impact.

The codeveloped, step-by-step manual 
details how to use Ecofast Pure, a cationic 
cotton treatment developed by Dow, with 
existing dyeing equipment. Ralph Lauren 
is the first brand to use Ecofast Pure. 
The manual is free, and Ecofast Pure is 
available for purchase from Dow.

Ralph Lauren began integrating Color on 
Demand into its supply chain earlier this 

year and launched product using Ecofast 
Pure as part of the company’s Team USA 
collection for the Olympic & Paralympic 
Games Tokyo 2020. Designed to help 
address water scarcity and pollution 
caused by cotton dyeing, Color on Demand 
is a multiphased system with the goal to 
deliver over time the world’s first scalable 
zero wastewater cotton dyeing system.

By 2025, Ralph Lauren aims to use the 
Color on Demand platform to dye more 
than 80 percent of its solid cotton products.

In April, Lauren said it had partnered 
with Dow to optimize and implement the 
technology in its cotton dyeing operations 
as part of its new Color on Demand 
platform. They said at the time they were 
jointly developing a detailed manual and 
were open-sourcing the first phase of  
Color on Demand.

Speaking in April at the Bloomberg Green 
Summit, Patrice Louvet, chief executive 
officer of Lauren, said it was their hope 
and expectation to see broad adoption 
of Color on Demand, “So that altogether 
as an industry we can transform water 
stewardship, wherever we operate. And 
that this also serves as a catalyst for more 
innovation like this that positively impacts 
both our industry and the planet.”

The manual notes that textile dyeing is 
the second largest cause of water pollution 
in the world. “Dyeing also consumes five 
trillion liters of water each year, which is 
nearly enough to supply all humanity with 
drinking water. By reducing the water, 
chemicals, dye and energy required to color 
cotton textiles, we can help brands meet 
sustainability targets while also addressing 
climate change, water pollution and water 
scarcity,” according to the manual.

In fact, conventional fabric dyeing 
processes that require trillions of liters of 
water generate approximately 20 percent 
of the world’s wastewater. Pretreating 
fabric with Ecofast Pure helps reduce the 
amount of water, chemicals and energy 
needed to color cotton, by enabling up 
to 90 percent fewer process chemicals, 
50 percent less water, 50 percent fewer 
dyes and 40 percent less energy without 
sacrificing color or quality.

“As fashion supply chains look to recover 

from impacts of the pandemic, there is a 
critical window to build more sustainable 
practices into production processes,” said 
Mary Draves, chief sustainability officer 
at Dow. “By collaborating today to scale a 
less resource-intensive dyeing process, we 
can help address pressing challenges like 
climate change and water resiliency, in  
the long term.”

Halide Alagoz, chief product and 
sustainability officer at Ralph Lauren, 
added: “If we want to protect our planet 
for the new generation, we have to create 
scalable solutions that have never been 
considered before. This requires deep and 
sometimes unexpected collaboration and 
a willingness to break down the barriers 
of exclusivity. We are proud to have 
partnered with Dow on this innovation and 
to share it openly with our industry, with 
the hope that it will help transform how 
we preserve and use water in our global 
supply chains.”

BUSINESS

Lovers and Friends Unveils Sustainable Denim
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Ralph Lauren, Dow 
Aim to Transform How 
Fashion Dyes Cotton

An image of Lovers and 
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●  The line is inspired by Vince’s 
knitwear roots and will be 
highlighted through pop-up 
installations.

BY LISA LOCKWOOD

Crafted by Vince, a curated collection  
of crochet and hand-knit pieces,  
will be available exclusively at select 
Nordstrom locations.

The collection is inspired by Vince’s 
knitwear roots and will be highlighted 
through pop-up installations designed to 
bring the handcrafted feel of the women’s 
and men’s collections to life. Nordstrom 
will offer the hand-knit and cashmere 
styles at select Nordstrom locations and 
online from Oct. 15 through Nov. 14.

“Quality and craftsmanship have  
always been intrinsic to the Vince brand 
and this partnership allows us to build 
upon our DNA of luxury knitwear 
and share it exclusively with our loyal 

Nordstrom customer,” said Caroline 
Belhumeur, chief creative officer of Vince, 
an indirectly wholly owned subsidiary  
of Vince Holding Corp.

“We’re grateful to the Nordstrom team 
for giving us the opportunity to explore 
the art of craft in this innovative and 
immersive way and we look forward to 
continuing to build upon our relationship 
in the future,” she added.

The exclusive styles for women and 
men include a crocheted cardigan, ribbed 
cashmere turtleneck and cashmere crew. 
Additional crafted styles include a hand-
knit cardigan coat and handbag, both 
made in Peru, as well as cashmere cold 
weather and home accessories.

The crochet cardigan in cream retails for 
$375, while a chunky ribbed turtleneck in 
cream and camel retails for $545. A men’s 
crafted crewneck in cream and dark camel 
retails for $595. The line also includes a 
hand knit car coat in cream for $795 and 
hand-knit bag in cream for $425, neither of 
which is exclusive.

“We continue to look for ways to 
partner with the world’s best brands in 
new and unique ways,” said Shea Jensen, 
Nordstrom executive vice president and 
general merchandise manager for apparel 
buying. “We want to provide relevant 
experiences that create discovery and 
inspiration, which align closely with the 
intent of the Vince brand, its product and 
how it hopes to serve customers.”

The Crafted by Vince collection will  
be anchored in each Nordstrom location 
by site-specific installations inspired  
by the work of textile artists Lenore 
Tawney and Anni Albers. Each pop-up 
installation features knitted walls,  
draped wool and recessed plaster shelving 
intended to immerse visitors in the 

comfort of the knitwear.
The experience is rounded out by 

exclusive editorial content with models 
Hanne Gaby Odiele and Miles Garber; 
in-store activations with local crafters, 
Elsie Goodwin and Emily Katz; take-
away Knit Kits, free with purchase, and 
QR codes that invite customers to view 
behind-the-scenes content of the making of 
the Crafted by Vince pop-ups.

The collection will be available at seven 
Nordstrom locations: Bellevue, Wash.; 
Chicago; Minneapolis; Newport Beach, 
Calif.; Palo Alto, Calif.; Corte Madera, 
Calif., and Dallas.

After Nov. 14, the Crafted by Vince 
collection will be available in select Vince 
retails stores and on their website.

●  The collection kicks off 
Montblanc’s commitment 
to sustainable products 
and Public School’s coming 
collaborations for 2022.

BY OBI ANYANWU

Montblanc has tapped New York City-
based brand Public School for a lower 
impact accessories capsule.

The five-piece collection available 
exclusively at Montblanc boutiques and 
online, the Public School website and 
Mr Porter is comprised of a duffel bag, 
envelope and envelope mini, belt bag 
and business card holder made from 
regenerative fabric and environmentally 
conscious materials.

The duffel, envelopes and belt bag are 
all made with black regenerated nylon 
enhanced with acid lime edges; 100 percent 
recyclable stainless steel details, and straps 
made with recycled polyester that is almost 
identical to virgin polyester but requires 
59 percent less energy and 32 percent less 
CO2 emissions. The card holder is crafted 
from leftover grain and acid green leather 
that underwent a CO2 tanning process, and 
bears the phrase ‘the pen(cil) is mightier 
than the sword,’ a phrase from English 
author Edward Bulwer-Lytton for his play 
“Richelieu” reinterpreted by Public School.

“We are in a world where we’re thinking 
more about being lower impact,” said 
Montblanc chief executive officer Nicolas 

Baretzki. “It’s first about innovation and it 
goes back to what Montblanc is about.”

An appreciation and desire for travel 
inspired Public School cofounders Dao-Yi 
Chow and Maxwell Osborne to collaborate. 
“We jumped at the opportunity to create 
something for a global-minded audience,” 
the duo said. “Montblanc has been working 
with a new fabric called econyl made from 
recycled materials. We had been working 
on that space as well and fell in love with 

the fabric. We knew right away it would be 
great to work on a range of bags and travel-
inspired items.”

Baretzki, Chow and Osborne began 
working on this project in 2020, but it was 
delayed due to COVID-19. Both brands 
have many collaborations in the past. 
Public School has partnered with Jordan 
Brand, Eileen Fisher, New Balance, and 
this year with Freedom March NYC, a Black 
woman-led protest group and civil rights 

organization. Montblanc worked with Bape 
in 2019 and with Academy Award-winning 
filmmaker and Montblanc ambassador 
Spike Lee in 2020, among others.

Though the collaborators could not 
confirm that the partnership will be 
ongoing, Baretzki said Montblanc will 
continue to produce items in a similar ethos 
as this project is part of the company’s 
commitment to sustainability.

“It really comes at a time when 
Montblanc is entering in a strong and 
strategic way into leather,” he said. “We 
hired a new creative director [Marco 
Tomasetta] and soon we will be bringing 
to the market new collections and hero 
product into the leather goods category.”

Baretzki said the North American  
region is very important to the company 
and performs well in e-commerce. “We’re 
very cautious, but things are looking 
brighter,” he said. “We see our customers 
willing to interact with the maison and  
our products and that’s very good news for 
the near future.”

This month, the company will unveil a 
full redesign of its website. It is also opening 
Montblanc Haus in Hamburg in the next few 
months dedicated to writing culture.

For Chow and Osborne, while Public 
School is no longer their primary focus — 
Chow is creative director of Sergio Tacchini 
and Osborne launched a new brand 
named AnOnlyChild — but it still informs 
everything they do.

“Over the last 14 years, PSNY has 
evolved into a part of our lives regardless 
of what other projects we’re working on 
currently,” they said. “We set out to create 
a philosophy and design approach to 
everything we do. It’s akin to a band who 
goes on and writes and produces music for 
other people, it will always have a PSNY 
sound to it. We mostly have collaborations 
slated for the next 18 to 24 months.”

FASHION
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●  The Monitor for Circular 
Fashion Report 2021 was 
spearheaded by SDA Bocconi 
and Enel X.

BY MARTINO CARRERA

MILAN — While some fashion players bank 
on high-tech and futuristic innovations 
to advance their sustainable and circular 
commitments, the recent output of the 
Monitor for Circular Fashion Report 2021, 
spearheaded by leading Italian school of 
business SDA Bocconi and energy company 
Enel X, signals that simple is better.

“We don’t have to think about sci-fi 
projects but rely on innovations and 
technologies that are already available,” 
said Nicola Tagliafierro, head of global 
sustainability at Enel X, commenting on 
the results of the report presented at the 
SDA Bocconi premises.

He cited a McKinsey report on energy 
consumption in the fashion sector which 
highlights how within the decarbonization 
process, 60 percent is related to better and 
greener management of energy resources. 
“A company can always implement pilot 
projects and small innovations, but 
the reality is that their impact on the 
sustainability of the supply chain is very 
little,” he offered.

The panel featured 14 companies across 
the fashion supply chain and included 
Vivienne Westwood; outerwear specialist 
Save the Duck; sole maker Vibram; textile 
and yarn suppliers such as Candiani 
Denim, Vitale Barberis Canonico, Manteco 
and Ica Yarns, as well Dedagroup Stealth; 
Intesa; Oscalito; PLM Impianti; Radici 

Group; Temera, and retailer OVS.
Francesca Romana Rinaldi, coordinator 

of the Monitor for Circular Fashion at 
SDA Bocconi School of Management 
Sustainability Lab, explained that new 
companies to cover current gaps such 
as retail, man-made textile makers and 
leather goods will be selected for the 
second iteration next year.

The monitor aimed to spotlight the 
challenges and opportunities, as well as the 
options available in terms of circularity to 
map out a Managerial Agenda with concrete 
actions to be implemented in order to 

enhance firms’ circularity performance.
Based on a desk analysis of 30 updated 

reports on circular fashion and on a field 
analysis via questionnaires and interviews 
submitted to and carried out with the 
involved players, the report focuses on 14 
circular KPIs and their application in the 
fashion system, including circular design, 
co-creation, up- and downcycling, peer to 
peer platforms, waste management and 
repair, among others. Indicators were 
grouped in five key enablers: sustainable 
input, life extension, end of life, product as 
a service and sharing platforms.

Among the key findings the report 
underscores that upstream activities such 
as circular design are more common 
than downstream initiatives including 
repair services, signaling that ingredient 
companies and suppliers have so far led 
the sustainable agenda.

To this end, Romana Rinaldi offered 
that in order to enhance circularity and 
the communication of it, consumers, 
which she and the report describe as final 
users, “should be increasingly involved 
and activated by companies with ad hoc 
programs to engage them, regardless of the 
commercial purpose of such initiatives.”

The use of renewable energy sources is 
also a hot-button topic, as few companies 
have implemented them and monitor 
their consumption, which amounts to 
more than 146,000 tons of carbon dioxide 
equivalent for the involved companies.

According to the questionnaires and 
interviews, fashion players agreed that 
despite the operative trade-offs related to 
the implementation of circular business 
models, the latter can secure stronger 
efficiency and cost reductions, which entail 
a competitive and economic advantage.

The companies outlined a road map 
to pursue in order to scale circularity. 
It encompasses the measurement and 
evaluation of circularity, the enhancement 
of traceability and transparency across 
the value chain, as well as the intervention 
of policymakers to improve waste 
management and end-of-waste criteria.

“One of the best achievements of the 
report was the interaction between players 
across different supply chains or those 
within the same pipeline that usually  
only engage in commercial conversations. 
Here they could exchange ideas and 
understand each other’s points of view,” 
said Romana Rinaldi.

“Although individual companies can do 
a lot, and here we’ve seen so many best 
practices, there are actions that the fashion 
system as a whole needs to embrace and 
this is a community of players that are 
supporting each other,” she added.

●  The storied wool mill  
invited friends and clients  
to discover Pettinesi, its 
Umbria, Italy-based supplier 
of merino wool.

BY MARTINO CARRERA

MILAN — As leading textile firms in 
the country have increasingly joined 
forces to weather the COVID-19 fallout, 
Lanificio Fratelli Cerruti marked its 140th 
anniversary with an event celebrating the 
collaborative spirit.

The storied wool mill based in Biella, Italy 
— a leading textile district in the country — 
held an event far away from its hometown’s 
verdant hills at the premises of Pettinesi, 
one of its suppliers of merino wool, based 
in Pettino, a small hamlet nestled in the 
Apennine mountains of the Umbria region.

It marked an opportunity to celebrate 
the mill’s rich history since its founding 
by Antonio Cerruti in 1881. The company 
made headlines in the 1950s when Nino 
Cerruti took over the family business and 
spearheaded its growth by venturing in 
men’s wear with Hitman first and then with 
Cerruti 1881, which was then sold to Fin.
part to concentrate on textile division.

In 2018, the mill was acquired by 
London-based fund Njord Partners, which 
has been investing throughout these years 
to support growth for the company and 

lead its sustainable advancements.
“Thanks to this event, a unique 

experience [discovering] old and beautiful 
stories made of passion, research and 
commitment, the Lanificio Fratelli Cerruti 
retraced its centennial history, which is 
synonymous with creative luxury, love for 
our job and connection with our roots, 
while looking firmly toward the future 
with hope,” said Filippo Vadda, president 
and chief executive officer of the mill. The 
former Loro Piana executive was appointed 
to the role last year, succeeding Paolo 
Torello Viera.

The celebration highlighted Cerruti’s 
commitment to sustainable practices and 
Made in Italy manufacturing, values that the 
company shares with its supplier Pettinesi, 
which has been weaving merino wool for 
the past seven centuries and nurturing 
the tradition of breeding the Sopravissana 
sheep, one of the few remaining Italian 
merino wool cattle.

“Excellence, passion and sustainability 
are the qualities linking the two companies 
under a collaboration in the name of 
constant commitment to support Italian 
entrepreneurship and a ‘give back’ 
approach,” Vadda said.

“Sustainability has always been core  
to the company, as within our supply 
chain we embrace a scientific and certified 
approach to the topic, using natural 
fibers that are sustainable and circular by 
definition,” he added.

Touting the company’s achievements 
and history, the CEO said he’s committed to 
turn it into the main partner for all fashion 
brands looking for precious fabrics with a 
sustainable bent. “We’re convinced that 
products, environment and a sustainable 
and ethically responsible mind-set are 
intertwined elements contributing to 
achieve a positive impact on the planet, 
reducing waste and nurturing natural 
resources,” he offered.

Friends and clients of Lanificio Fratelli 
Cerruti toured the premises of Pettinesi 

during the event and had the chance to 
meet Ciro Pistarino, the tailor founder of 
Vocative, the first Italian tailoring atelier 
with sustainable and traceable credentials.

In addition to the namesake textile 
collections, the Lanificio Fratelli Cerruti 
company operates the Il Lanificio apparel 
brand for men and women, available 
through stores in outlet centers in the north 
of Italy and Switzerland.

After Njord acquired a majority interest 
in the textile company, the Cerruti family 
retained a 20 percent stake.
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●  Collectibles have become 
increasingly in demand during 
the pandemic.

BY ROSEMARY FEITELBERG

Rally, a platform for fractional investing 
in collectibles, has wrapped up $15 million 
in a funding round led by Wheelhouse.

Launched three years ago by Brent 
Montgomery in partnership with late 
night talk show host Jimmy Kimmel, 
Wheelhouse is a media, marketing and 
investment company. Its investment arm, 
Wheelhouse 360, participated in the 
round along with Thirty Five Ventures, 
Animal Capital, Bertelsmann Digital 
Media Investments and LionTree. To date, 
Rally has raised more than $65 million in 
equity capital.

The collectibles market has gained 
ground during the pandemic, due partially 
to months of lockdown in various parts of 
the world. The global collectibles market 
is estimated to be worth $370 billion.

Rally founder Rob Petrozzo said the 
latest round will be used for “adding more 
access and more on-ramps, expanding the 
platform and offerings, moving toward 
more continuous trading so there is 
the opportunity to invest on Rally, and 
expanding internationally and into new 
market classes.” The platform offers 15 
categories including  NFTs, which were 
added recently. Royalty streams for music 
and entertainment will be coming soon, 
and domain names and real estate are in 
the works for the coming months, he said.

Montgomery, Wheelhouse’s chief 
executive officer, noted the rise in 
fractional investing reflects the explosion 

of interest in collectibles as a dynamic 
asset class, which the company refers  
to as “investibiles, merging investors  
and collectors…”

Wheelhouse also has plans to help 
Rally bolster its brand through a larger 
content and talent-facing collaboration 
that includes the production of podcasts 
about collectibles and “passion investing,” 
and exposure to TV audiences through 
the History Channel’s “Pawn Stars.” 
Next season, the show will feature Rally-
sourced finds such as  a 1776 broadside of 
the Declaration of Independence.

To celebrate the latest investment 
round, Rally and Wheelhouse will hold a 
private event with some of Rally’s pricier 
collectibles on display including a piece 
of the hardwood from the Staples Center 
where Los Angeles Laker Kobe Bryant 
played his final game in April 2016, scoring 
60 points. The NBA star and eight others 
died in a helicopter crash in Southern 
California last year.

While some might view the hardwood 
floor relic as somewhat morbid, asked 
if he had any reservations about that 
item, Petrozzo said, “For us, and for 
me, Kobe is this larger than life figure. 
He’s always been this legend and hero 
to me who I always watched. I tried to 
emulate his game, when I played [high 
school] basketball. For us, bringing the 
opportunities to our investors that create 
that same emotion is a huge part of what 
we do as a business and a platform. Even 
though Kobe’s not with us any more, to 
have a piece that was so meaningful to 
so many of his fans, to me and to our 
company was an important reason why 
we went with that hardwood floor.”

Seventeen percent of Rally’s total 
offerings are luxury items such as Birkin 
bags and watches.

While Thirty Five Ventures was started 
by Kevin Durant and Richard Kleiman, 
the Gen Z-focused Animal Capital, which 
claims to have more than 100 million 
engaged consumers, was started by 
social media types Josh Richards, Griffin 
Johnson and Noah Beck, among others. 
Although Petrozzo did not single out any 
individuals by name, he acknowledged 
the importance of Rally having “big-name 
investors,” in that it validates a lot of 
what it is doing and with the fan bases 
of those individuals. In addition, it is an 
opportunity to connect with users, “build 
that community and having that stamp 
or cosign from those important names in 
all these spaces where we operate is an 
important way we build community and 
this business,” he said.

For the remainder of this year and 
going into next year, the focus will be 
to continue to build and engage that 
community to inform Rally as to which 
direction the platform should go. There 
are plans to relocate the retail space 
to a nearly 5,000-square-foot location 
in Manhattan’s SoHo. “It’s easy to look 
through an app and understand the 
dynamics from a financial perspective. 
But there is a different feeling being 
around them in a museum setting that 
really brings them to life literally — to ask 
questions, to have conversations and to do 
that in a space, where your investments 
will live,” Petrozzo said.

Other Rally outposts are being 
considered in Los Angeles and Miami to 
get members of the community together 

in-person through informative lunches, 
partnership events and other situations. 
Petrozzo said, “Community for us is 
not about having a discord channel or 
sending a few emails. It’s really about 
allowing the investor to define the 
direction that we go [in] as a platform, 
the assets that we bring to market and the 
engagement that we create.”

●  Founded in 2018 by  
Band of Outsiders designer 
Scott Sternberg, the  
brand had become a 
pandemic-era emblem of  
#shopsmall leisurewear.

BY MISTY WHITE SIDELL

Entireworld, the line of wholesomely 
made basics that had become an emblem 
of #shopsmall leisurewear during the 
pandemic, is closing its doors.

Founded in Los Angeles by Scott 
Sternberg in 2018, the project was a 
second act of sorts for the designer, 
who founded the Americana prep brand 
Band of Outsiders, which closed in 2015 
following a lengthy dispute with investors.

Sternberg revealed Entireworld’s 
closure on Instagram Wednesday 
morning, noting that he had “always 
been a builder” since childhood, but 
“turns out worlds are a little more 
complex to maintain once you’ve built 
them, especially if we’re talking about an 
independent retail company and not a box 
of toys…”

He added that multiple failed investment 
opportunities, followed by a last-minute 
exit by potential majority owners, led to 
this moment, which he labeled a “nuclear 
apocalypse of an ending.”

“Entireworld is a big idea, a massive 
undertaking, which would require 
significant capital to be able to compete 
with the countless brands out there. 
Just a few weeks ago, we were closing 

an acquisition deal that — after years of 
unsuccessful fundraising — would have 
finally given us a shot at realizing the 
financial potential of the brand. But that 
deal disappeared in a flash, leaving us 
and our factories high and dry and giving 
us no choice but to shut things down,” 
Sternberg wrote.

In the earliest stages of the pandemic, 
Entireworld saw a publicity tour de force, 
as the brand satisfied consumers’ desires 
to buy from small businesses with cozy, 
cheerful sweat suits.

At the time, Sternberg waxed poetic on 
sweats, telling WWD that they exemplify 

“an alternative set of values that are not 
part of the fashion system, but still play 
on an emotional level.” For him, sweats 
are “something that keep you warm and 
cozy, it’s a fashion statement in itself…it’s 
a choice, it’s not a devolution.”

Soon after, the designer became the 
focus of a New York Times Magazine cover 
story about pandemic-era fashion — in 
which he acknowledged that his label was 
financially hanging on by a string.

Sternberg was not immediately available 
for comment Wednesday. In his Instagram 
post, he thanked consumers for engaging 
with Entireworld during the pandemic 

— and utilizing its designs as a source of 
comfort during uncertain times.

“What a gift to be part of all your lives 
during this insane pandemic, to have 
had purpose and meaning and hopefully 
provided some calm and comfort. Worlds 
are nothing without the people in them 
giving them life. Together, all of us were 
part of something ambitious and beautiful, 
a little odd, not quite perfect, but always 
full of love,” wrote the designer.

Entireworld is currently holding a 
liquidation sale for the next few weeks, 
and Sternberg directed followers to “Stock 
up. Enjoy it. Live in it. Love in it.”

BUSINESS

Rally Secures $15M in Latest Investment Round
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After years pointing to more digital world — where bricks and clicks 
are combined and the walls between consumer and brand are 
nonexistent — fashion and retail have made a hard-turn and are 
now rushing into that future. 

In this special report, WWD peers into 
that future and unpacks how consumer 
demand changed during the pandemic, 
pushed brands to adopt a direct-to-
consumer mindset, and challenged the 
C-suite to lead through change and build 
better businesses. 

 Featured stories include: 
•  How data helps retailers determine 

what to make, who wants it and how 
to sell it. 

•  Lessons from d-to-c pioneers such as 
Bonobos, Glossier, Allbirds, and others. 

•  How “buy now, pay later” payment 
options has emerged as a new 
battlefront in the fi ght for consumers. 

•  What it takes to navigate the social 
commerce boom. 

•  Plus: The role of setting “objectives 
and key results” in this new 
environment. 

To download this exclusive report

CLICK HERE
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Maxing
On The Mini

From barely there skirts to 
cropped baby-doll dresses, 

celebrating the body 
came through as the clear 
message from the spring 

2022 runways.
BY ALEX BADIA
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which wrote a check for $45 million to 
the company in the summer of 2019 for a 
minority stake.

“From the garage to $4 billion — I never 
saw it coming and feel very grateful,” said 
Joe Kudla, Vuori’s chief executive officer 
who founded the brand in 2015. “It’s a 
big milestone for us. SoftBank has a long 
track record of identifying market-leading 
companies and supporting entrepreneurs 
with bold visions. We are grateful to have 
their partnership as we move into an 
exciting new period of growth and evolution 
as a company.”

Kudla, a former accountant, created 
Vuori in 2015 to fill a void he saw in the 
men’s activewear market for workout 
shorts that could take a man from the gym 
to lunch. He raised $300,000 from friends 
and family and created moisture-wicking, 
quick-drying shorts with a distinctly coastal 
California aesthetic. He named the brand 
after the Finnish word for mountain to 
represent the clarity one gets after a trip to 
the summit.

The success of the shorts allowed Vuori 
to expand into more products such as 
joggers, sweats, Ts, chinos and accessories, 
all produced under its ethos of “Designed to 
move and sweat in, but styled for everyday 
life.” It launched women’s wear in 2018 and 
now offers sportswear basics, outerwear, 
swimwear and a travel collection, all with 
the same ethos.

Kudla said Wednesday the company 
will use the funds to expand its product 
offering, move into international markets, 
significantly increase its brick-and-mortar 
presence, make further investments 
in infrastructure and staff and expand 
its sustainability efforts. Currently, and 
through partnerships with organizations 
such as Climate Neutral and Cleanhub, 
Vuori is offsetting its carbon and plastic 
footprints while taking steps to eliminate 
80 percent of plastics from its shipping and 
supply chain by 2022.

Kudla said that next spring Vuori will 
launch in the U.K with an e-commerce site as 
well as through wholesale partners including 
Selfridges, Harrods and Cotswold, a British 
retailer he likened to the U.K. version of REI.

“And we will open our first store in the 

spring in London,” he said. “That’ll be our 
first entrance into Europe.”

Beyond that, Kudla said building out 
Western Europe — France, Germany and 
Italy — is in the plan as well, starting with an 
online presence.

Asia Pacific is also in Kudla’s sights. “Later 
in 2022, we’re going to launch in China and 
Japan,” he said.

Initially, the plan is to operate directly 
in that region with partners such as Tmall 
before moving into brick-and-mortar stores 
in 2023. The company will also open an 
innovation center in Taiwan.

In 2023, he hopes to bring Vuori to the 
Middle East, Australia and New Zealand 
as well.

Closer to home, the Vuori retail rollout in 
the States will also be pushed into overdrive. 
The brand currently operates nine stores in 
the U.S., a number that will rise to 14 by the 
end of the year. “Our goal is to get to 100 by 
2026,” he said.

While that sounds aggressive, Vuori said 
operating 100 stores is “still a fraction of 
what larger brands like Lululemon have.” 
At the beginning of this year, Lululemon 
operated a little over 300 stores.

Visiting brick-and-mortar stores is the 
best way for Vuori’s current and potential 
customers to experience the brand, Kudla 
believes. “Our customers love to feel the 
product and it’s important to us to make 
that connection.”

He said that since opening the first Vuori 
pop-up in 2015, the retail stores have helped 
enhance the e-commerce site. “We love what 
the stores bring,” he said, adding that they 
also allow the company to host community 
events and “bring people together.”

But Kudla stressed that this focus on 
direct-to-consumer is not expected to 
impact Vuori’s wholesale business with 
Nordstrom, REI and others. “Our wholesale 
strategy is very strategic,” he said. “We’re 
not over-distributed and our current 
wholesale performance is complementary 
to this strategy.”

Turning to product, Kudla said women’s 
wear has now grown to represent 50 percent 
of Vuori’s overall business and “is growing 
very fast. Our assortment size is now as large 
as the men’s,” he said.

Even so, he has no intention of letting the 
women’s wear dominate the assortment 
in the future. “Our goal is to still have it be 
50-50,” he said.

Top performers include performance 
loungewear, which saw a sharp increase in 
interest during the height of the pandemic 
and has not yet dipped substantially, along 
with its commuter offering.

“Our travel assortment features technical 
fabrics and construction applied to everyday 
sportswear,” Kudla explained. “And that’s 
doing very well for both men and women.”

He said expanding outerwear, which 
speaks to the increased interest in the 
outdoors space, as well as swimwear is in 
the cards.

Vuori is certainly not alone in its quest to 
capture market share in the performance 
apparel space. Others brands including 
Rhone, Fourlaps and Mack Weldon — as well 
as Lululemon — have also gained a foothold 
and managed to carve out a niche from 
the behemoths such as Nike, Adidas and 
Under Armour by focusing more on lifestyle 
offerings with performance attributes.

Kudla believes what sets Vuori apart is 
not only its soft hand but also its design 
sensibility, which ticks a lot of boxes.

“Our customers love our sensibility from 
a tactile standpoint,” he said. “And our 
product is rooted in versatility. That might 
seem commonplace today, but Vuori was 
one of the first to do it. We stripped down all 
the unnecessary bells and whistles that made 
it look like the guy just left the gym and 
made product that was ultra-wearable.”

With the pandemic creating demand 

for product that looks good and performs, 
it opened the door even further, he said, 
for the customer seeking clothing that is 
appropriate for a variety of uses and is 
also comfortable.

In addition, he said that while “most 
activewear is inspired by urban street culture 
or street sports, Vuori draws its influence 
from the beach. We were the first to bring 
that aesthetic into activewear.”

He said at first, potential retail partners 
were resistant to that idea, forcing Vuori to 
build a strong direct-to-consumer business. 
“But now, we’re one of the best performers 
in wholesale because of our different take 
on the category of traditional activewear,” 
Kudla said.

SoftBank obviously agrees.
“With its strong consumer engagement, 

sustainability focus and sheer growth, 
we believe Vuori is a leading brand in the 
attractive activewear market,” said Nagraj 
Kashyap, managing partner at SoftBank 
Investment Advisers. “We are delighted to 
partner with Joe and the Vuori team as they 
introduce new products to consumers and 
expand globally.”

Kudla, a California native, athlete and 
one-time model, was a senior auditor 
with Ernst & Young before founding Vaco, 
a professional staffing company that 
was among San Diego’s fastest-growing 
companies during his tenure. He sold that 
business and was searching for something 
else to do when chronic back pain that he’d 
sustained after years of football and lacrosse 
led him to yoga, which eventually led to the 
creation of Vuori.

$400M Funding Spurs 
Vuori Growth
 CONTINUED FROM PAGE 1

Vuori founder 
Joe Kudla.

●  Marquee Raine SPAC investors 
signed off on a deal to buy 
the commerce-at-home firm, 
giving it an enterprise value of 
$1.2 billion.

BY EVAN CLARK 

Ron Johnson is stepping back out into the 
limelight with his next big idea.

The retail lightning rod — who helped 
make Target chic and built a brick-and-
mortar powerhouse at Apple only to fall 
short at J.C. Penney — is officially on his 
way to Wall Street with his high-end retail 
services business Enjoy.

Shareholders of the Marquee Raine 
Acquisition Corp. SPAC signed off on a 
merger with Enjoy on Wednesday, giving 
the “commerce at home” company more 

than $450 million in growth capital and an 
enterprise value of $1.2 billion.

Marquee will rename itself Enjoy 
Technology Inc. and trade under the ticker 
symbol “ENJY” once the deal closes in the 
fourth quarter.

Enjoy is looking to shake up physical retail 
(even more) with a high-touch model that 
goes right to people’s home. 

“We believe our disruptive ‘commerce at 
home’ platform can do everything a store 
can do but better, as our full-time experts 
deliver deeply personalized experiences in 
the comfort of customers’ homes,” Johnson 
has said. 

When shoppers turn to Enjoy to buy, say, 
an iPhone or Apple Watch, the company 
dispatches a van stuffed with goodies and 
an expert, ready to help them connect their 
new gadget and then sell additional goods on 
the spot.  

The in-home process is powered by 
proprietary technology, data science and 
human connection. 

Enjoy has commercial relationships with 
AT&T and Apple in the U.S., BT Group in the 
U.K. and Rogers Communications in Canada, 
which pay “a variety of service, set-up and 

delivery fees.” 
It’s a new business model going after a big 

pool of money. 
“As the retail market increasingly shifts 

toward ‘commerce at home,’ Enjoy has a 
significant near-term revenue opportunity 
in a $265 billion total addressable market 
in its current categories,” Marquee said in 
paperwork filed with the Securities and 
Exchange Commission that details the 
deal. “With its asset-light model, near-zero 
customer acquisition costs and significant 
early infrastructure investments, that 
opportunity will only grow as the company 
moves into new geographies and product 
categories.”

Enjoy is targeting more than $1 billion 
in annual revenue by 2025, representing a 
compound annual growth rate of 78 percent 
over five years.  

So while Johnson and team have laid 
the groundwork, most of the company’s 
potential lies in the future. 

Revenues in 2020 — a year complicated by 
the pandemic — rose 32.1 percent to $60.3 
million while losses expanded to $157.8 
million from $89.7 million the year before. 

That puts Johnson on the clock and 
rushing to help Enjoy grow into its valuation.
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Ron Johnson’s Enjoy Gets 
Ready for Wall Street
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●  The department store hosted 
a cocktail party to celebrate 
the arrival of its permanent 
Schiaparelli shop.

BY KRISTEN TAUER

On Tuesday night, Linda Fargo was 
turning heads en route to the fourth floor of 
Bergdorf Goodman.

“We’re so used to this now — because how 
many breasts, legs and midriffs have we 
seen in the last month?” said the department 
store’s fashion director, who was donning 
a top from Schiaparelli’s current collection 
that featured “golden nipples” detailing. 
She’d drawn curious looks during an 
elevator ride with some men from a different 
building. Clearly, it wasn’t a crowd well-
versed in fashion — creative director Daniel 
Roseberry’s designs for Schiaparelli have 
been a cultural staple this year, everywhere 
from Lady Gaga’s inauguration outfit to Bella 
Hadid’s Cannes look.

But inside Bergdorf’s Schiaparelli 
boutique, Fargo was in good company; 
many guests in the intimate crowd were 
donning similar golden pieces from the 
house’s ready-to-wear collection. The 
department store was hosting a cocktail and 
dinner to celebrate the boutique’s opening, 
Schiaparelli’s first permanent retail location 
outside of France since its 2012 relaunch 
under the ownership of Diego Della Valle. 
The partnership has been a long time in the 
making — seven or 90 years, depending on 
how you look at it. The department store 
carried the designer’s collection when the 
house first opened in the ‘30s, and began the 
conversation to bring it back into the store 
shortly after its relaunch.

“We’re in a world where design 
— everything — starts getting a little 
homogeneous, and it takes a lot to catch 
your attention,” said Fargo, adding that 
Roseberry’s designs have shock value while 
also appealing to a wide range of customers. 

“When something is extraordinary and 
unique, the world responds. You don’t even 
need anyone to tell you very much about it. 
People feel it.”

Nearby, Adam Selman posed in front of 
a golden bust propped in a display shelf 
inside the entrance. Other guests including 
Julia Fox, Richie Shazam, Andre Walker, and 
Paloma Elsesser made their way around a 
giant golden tooth — also visible in the store’s 
window displays — and into the shop-in-
shop, where Roseberry was holding court 
with the likes of Andrew Bolton.

“The space has been open now for three 
days and it’s been selling so beautifully,” said 
Roseberry, adding that he’s been heading 
up the launch effort for team Schiaparelli. 
(“All the Frenchies are trapped in Paris,” he 
said.) “It’s so encouraging to know that real 
people are putting real dollars buying these 
pieces, and that people are really gravitating 
towards the strongest pieces — the pieces 
that feel the most unique, the most 
Schiaparelli, the least middle of the road, the 
least generic.”

The brand has had a marquee year for 

red carpet dressing, making headlines 
most recently for dressing Cardi B for Paris 
Fashion Week look and Lady Gaga for the 
opening of the Academy Museum, not to 
mention cover placement on the October 
cover of Vogue, which featured Lorde.

“It’s felt like this crescendo,” said 
Roseberry of the past year. “Everything 
sort of started with Kim [Kardashian] in the 
green abs — the Hulk look that we did for 
her for Christmas — and then it was Gaga [at 
Biden’s inauguration],” he added. “My hope 
was that people who love the couture could 
come here and find pieces that feel so direct 
and so immediate, but also singular and so 
unique. I don’t want it to look like anybody 
else, and I don’t think that it does.”

“It’s so encouraging to 
know that real people…
are really gravitating 
toward the strongest 
pieces — the pieces that 
feel the most unique, 
the most Schiaparelli, 
the least middle of the 
road, the least generic.” 
DANIEL ROSEBERRY, SCHIAPARELLI

EYE

Schiaparelli Makes a Shocking 
Debut at Bergdorf Goodman
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and expanded into rtw earlier this year. 
“Accessories can be quite volatile and 
competitive, so eventually any brand 
would need to diversify and grow into 
other categories.”

Indeed, contemporary mainstays 
like Miista, Elleme and Wandler have 
all delved into clothing in the last year, 
creating opportunities to connect with 
customers, express their creative vision — 
and increase revenues.

For Yuzefi, the response was instant: The 
label’s debut fall 2021 collection was picked 
up by Harrods, among other international 
retailers, and popular pieces like the cutout 
blazer and a cropped “bra jacket” have 
been “selling out in a matter of weeks” on 
the brand’s e-commerce platform.

Even as the contemporary handbag 
market picks up once again designers are 
realizing the importance of building an 
entire brand universe and not putting all of 
their eggs in one basket.

“It’s all about the world you build, not 
just the end product,” said Elza Wandler, 
who has also been testing rtw with a new 
range of cool, oversized denim and leather 
pants in the same saturated, striking color 
palette as the brand’s signature handbags. 
The collection has already gained traction 
from its prelaunch on Matchesfashion, 
with more major retail launches to follow.

“The core will always be bags, but it’s 
nice to expand our world a bit. It’s always 

intuitive, and about what feels good and 
what we can build momentum around. 
Today it’s leather trousers, next time it 
might be a perfume,” said the designer.

For some brands delving into rtw was 
also the best way to invest back into the 
business and fuel further growth.

Paris-based Elleme is one such label: 
Despite the slowdown in the contemporary 
market, the brand said it went against the 
grain and managed to grow its team and 
achieve a “record year” with its bag and shoe 
business due to its diversified sales network.

The team grew to 40 people in the last 
year, and the pandemic gave the company 
opportunity to snap up new talent. Now 
the business is expected to double with the 
addition of rtw.

“With the pandemic hitting the industry 
hard, we managed to build a very talented 
team joining us from very established 
luxury brands from the U.K. and Paris. 
Our suppliers welcomed us with open 
arms, as they were affected by (closures) 
of their traditional brick-and-mortar 
partners,” said Jingjing Fan, Elleme’s 
creative director.

“While the world stopped, we were 
all in to prepare our brand for the next 
phase of development, going from 
an accessories brand, to a full-range, 
established fashion brand.”

Now in its second season producing 
rtw, the brand has set up a bigger Paris 
studio and plans to produce up to four 
collections — and 120 looks — a year. Its 
strategy of “democratic luxury” at more 
accessible price points remains the same, 
with rtw priced between 220 euros and 
750 euros. Fan said buyers are responding 
and they are now working more closely 
on “cross-category collaborations,” while 
the addition of fashion shows brings more 
storytelling opportunities.

“Our vision of the business is definitely 
more complete now. We design our 
accessories, shoes and rtw in unison 
to present one complete universe. The 
colors, details and the feeling we want to 
project are all in sync,” added Fan. She 
presented her spring 2022 collection — a 
mix of soft pastels, barely there tops and 
fuss-free separates — digitally, as part of the 
official London Fashion Week schedule.

Laura Villasenin, founder of the 
contemporary shoe label Miista, employed a 
similar attitude and invested in establishing 
the company’s own factory in Spain last year 
in order to launch rtw with a strong supply 
chain and to control the manufacturing 
process from beginning to end.

It was a risky move but the right way 
forward for Villasenin, who said she 
wanted to take her business to the next 
level after keeping close ties with her 
customer base throughout lockdown. She 
employed light, humorous video content 
that resulted in direct sales spikes during 
the lockdowns.

“I’ve always had lifestyle in mind, both 
in terms of design and manufacturing,” 
she said. “Looking at how the world is 
moving and the future of our industry, 
[investing in our own factory] is a decision 
I’m proud of, even though it’s risky, 
because controlling our supply chain was 
extremely important to me.”

Her debut collection captured this story 
of localized, end-to-end manufacturing: It 
was filmed inside the factory to highlight 
that the clothes are made ethically. It 
also featured a lot of artisanal touches 
including ropes, raw edges and macramé 
details to showcase the tactility and 
handcraft of the pieces.

The handmade knitwear in the 
collection presented a major commercial 
opportunity according to the designer, 
who is also planning to highlight the 
artisanal elements of her work further, 
creating programs to encourage 
students in the Galicia region of Spain, 
where her factory is based, to take up 
apprenticeships and keep local craft alive.

“There was an extremely strong reaction 
from both retailers and our audience to 
the artisanal feel. I think people could now 
fully understand the complete aesthetic of 
Miista and appreciated us showing who is 
behind our supply chain, without anything 
to hide,” said Villasenin, who plans to 
focus on selling direct-to-consumer for her 
debut season and will open to wholesale 
later in the year.

Accessories Brands
Going Into Ready-to-Wear
 CONTINUED FROM PAGE 1

A look  
from Yuzefi.

A look from Elleme.

A look from Miista.

“Accessories can 
be quite volatile 

and competitive, so 
eventually any brand 

would need to diversify 
and grow into other 

categories.” 
NAZA YOUSEFI, YUZEFI
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¬ American, family-owned accessories 
brand Hobo is giving back via a partnership 
with Habitat for Humanity.

The female-founded brand, known for 
handcrafted handbags and accessories, 
is pledging a $100,000 donation to Habitat 
for Humanity International to expand the 
global housing nonprofit’s work in improving 
and increasing access to safe, decent and 
affordable shelter.

“When we started Hobo 30 years ago, our 
house was everything,” said Hobo cofounder 
and chief visionary officer Koren Ray. 
“Answering phone calls from the kitchen and 
shipping bags from the back porch, we never 
would have made it without the security of the 
place we called home. This is why we are proud 
to support Habitat for Humanity. We share 
Habitat’s belief that everyone deserves a 

decent place to live. We are inspired by their 
vision for change and the opportunities they 
are creating to help people.”

To celebrate the launch of the partnership, 
the brand — which is celebrating 30 years 

in business — is adding a new “Annapolis” 
shopper shape to its offering, donating 100 
percent of the $30 purchase price of the sale 
of each tote, while supplies last. Additionally, 
online customers will have the option to make a 
$1, $5, $10, $15, $25 or $50 donation to Habitat 
for Humanity at checkout.

Hobo employees will have the opportunity to 
engage in local Habitat volunteer opportunities 
through the end of 2022, including three 
build days with Habitat for Humanity of the 
Chesapeake, which is located near Hobo 
headquarters in Annapolis, Md.

“It became clear the partnership would 
be a natural fit,” explained Julie Laird Davis, 
vice president of corporate and foundation 
relations at Habitat for Humanity. “Just 
as Hobo stays true to its roots, Habitat 
partners with families to set down roots and 
build a strong foundation for their futures.”  
— THOMAS WALLER

¬ Ten Thousand is committed to making 
essential gear for men who prioritize function 
over everything, rather than athleisure.

The men’s performance-wear brand has 
teamed up to release an eco-friendly running 
collection developed in collaboration with 
famed endurance athlete, podcaster and 
author Rich Roll. 

“After a year of prototyping and testing, 
we’re thrilled to present a sustainable, 
high-performance run kit built for athletes 
who, like Rich, run not only to benefit their 
body, but to care for their mind,” explained 
Ten Thousand founder and chief executive 
officer Keith Nowak.

Titled The FAR (Free Association Run) 
Collection, the collaboration includes a lined 
run short made from sweat-wicking and 
quick-drying recycled nylon fabrics; chafe-
free, sweat-wicking and quick-drying shorts; 
long-sleeved run shirts made from a highly 
breathable recycled poly fabric, and a running 
beanie made from EcoVero Viscose.

All trims, including hangtags, zipper 
tapes and cords, are made from recycled 
materials and have undergone an eco-
friendly Polygiene Biostatic permanent 
antiodor treatment that ensures they’ll stay 

odor-free, even after repeated wears and 
without washing.

“For me, running is of course about 
performance — a vector in which Ten 
Thousand excels. But it’s also about 
connection with self. With others. And with 

the environments we navigate,” said Roll.
Pricing starts at $38 for the beanie and 

goes up to $78 for the shorts, and the Ten 
Thousand x Rich Roll FAR Collection is 
available now exclusively at the Ten Thousand 
website.  — LUIS CAMPUZANO

¬ Quietly during the pandemic, 
designer Patricia Voto debuted her 
eponymous, sustainably minded 
women’s ready-to-wear line, One/Of by 
Patricia Voto, in New York City. Voto’s 
line is unique in its upcycled approach 
to seasons: instead of churning out new 
collections on a calendar basis, the 
designer thoughtfully sources high-end 
deadstock fabrications until she has 
enough to create a new capsule. 

“We only work with existing qualities, 
so a lot of it is about sourcing and 
partnering with suppliers. We find the 
fabrics in all sorts of ways, whether 
a brand is discarding it or a mill has 
it sitting in their archives, or we find 
it locally. When we feel that we’ve 
somehow managed to find enough 
fabrics that feel like a collection, that’s 
when we start designing into it,” Voto 
said during a collection preview in New 
York City.

Voto, who cut her teeth at Gabriela 
Hearst, Altuzarra and Brock Collection, 
focuses on easy, versatile and polished 
(but not overly tailored) silhouettes. For 
instance, her latest spring collection, 
titled “Lost & Found,” includes feminine 
matching skirt sets, tailored top coats 
and cropped jackets, wrap tops, a 
handful of special knits and dresses from 
day to night. 

Each “collection” is made up of 
repeated timeless, bespoke silhouettes 
reworked into the new seasonal 
fabrications, which are then offered 
direct-to-consumer in limited quantities. 
Voto and her team work closely with 
each customer to size and design each 
made-to-order garment selected online, 
making each piece a “one/of” experience.

“Some of the pieces we only make one, 
others we make up to 20. When people 
reach out, we’ll invite them to the studio 
to design the pieces, then we will invite 
them back to alter it. It makes it a bit of 
a longer process, not like your overnight 
Prime situation, so you have to wait for 
it but it’s designed with a lot of intention. 
We make it so it’s a collaboration,” she 
explained, later adding, “I think people 
feel they can come here and build a 
wardrobe.” — EMILY MERCER

Get to Know: 
One/Of

CDLP 
Launches 
Mobilité

Hobo Partners With Habitat

Ten Thousand Links With Rich Roll
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Ten Thousand x 
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Collection.
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Patricia Voto.

here and left: 
Dolph Lundgren 
in looks from 
CDLP Mobilité.

¬ Swedish luxury essentials brand CDLP 
has launched a capsule collection titled CDLP 
Mobilité, expanding the label’s essentials 
category but with a sportswear and well-
being focus. For the fall drop, the brand has 
enlisted actor, director, producer and martial 
artist — and fellow Swede — Dolph Lundgren 
to embody the campaign, which was lensed 
by photographer Jonas Unger. 

The Mobilité line was designed for physical 
performance, with enhanced flexibility, 
mesh ventilation, non-chafing seams, no-tag 
constructions, and superior moisture wicking 
and quick-drying properties.

The assortment consists of hooded 
sweatshirts, sweatpants, half-zip sweatshirts 
with the brand’s logo, crew neck sweatshirts and 
T-shirts, all constructed from a heavy terry blend 
of recycled cotton with certified organic cotton. 

Mobilité’s ethos is inclusive of strength 

training for both the body and the mind, and 
is clearly represented by Lundgren, whose 
breakthrough role was as Soviet boxer Ivan 
Drago in “Rocky IV” (1985).

With prices ranging from $105 for the 

T-shirts to $215 for the heavy terry hoodie, 
the lineup of essentials is available for 
purchase now at the brand’s e-commerce 
site, with additional drops respectively at 
e-tailers Mr Porter and Ssense. — L.C.
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●  The holiday lingerie and 
sleepwear collection includes 
bras, panties, bodysuits  
and more.

BY KELLIE ELL

Actor and producer Clara McGregor 
is adding model to her résumé. The 
star of “The Birthday Cake” movie, and 
daughter of actor Ewan McGregor is 
now the leading lady in British lingerie 
brand Bluebella’s holiday campaign and 
accompanying collection. 

“I’m an actor, producer — first and 
foremost — but I always love working in 
fashion and collaborating with people,” 
McGregor told WWD, regarding the new 
partnership. “When you’re making films 
and you’re telling stories and narrative, 
fashion and custom design plays such a 
big part. The two worlds often intertwine. 
That was very interesting to me. That’s 
probably where I first got the inspiration 
and interest in fashion. But I’m interested 
in anything creative, really.”

Bluebella’s 33-piece holiday collection 
will be released in two installments, the 
first of which drops today at Bluebella.
com and Bluebella.us, along with select 
retailers in the U.S. and U.K., and the 
second in January. The collection includes 
cross-strap underwire bras, lacy panties, 
garter belts, bodysuits with leaf details, 
sleepwear with graphic prints and 
more, all timed for the holidays through 
Valentine’s Day. 

Prices start at $28 for a thong, up to 
$132 for a set. Sizes range from a U.S. size 
2 to a size 16, although Emily Bendell, 
founder and chief executive officer of 
Bluebella, said one of the goals of the 
brand is to increase sizes with each new 
collection. For now, the majority of bras 
in the holiday assortment come in cup 
sizes A through G and 30 to 40 bands. 

“There’s so much detail in the bra and 
then the material in the bra is gorgeous 

and so soft. That’s what drew me to 
Bluebella,” McGregor said. “There’s 
something so beautiful about the way 
the pieces are made in themselves. 
And it made me feel the sexiest when 
I was wearing them. What I love about 
Bluebella is that it is female-run and 
-owned and they really make beautiful 
lingerie for women and for us to enjoy for 
ourselves, as opposed to for anyone else.”

Bendell said that’s the essence of  
the brand. 

“I consider Bluebella to be what I call 
a new feminist lingerie brand,” said the 
CEO, who founded the London-based 
business in 2005 after being unable to 
find lingerie she liked. “For too long, 
there has been this idea that lingerie is 
inherently unfeminist, which all ties to 
this idea that there’s this product that you 
dress up in for someone else, the male-
gaze idea. And to me, lingerie has always 
been a fashion purchase to reflect your 
style, just like your shoes or your bag. 
And it should be something that you wear 
for yourself. And if it’s too pretty to hide, 
why hide it? 

“A lot of our styling is innerwear as 
outerwear,” she continued. “Bluebella 
lingerie is very much a fashion lingerie 
brand with strength and attitude. The 
Bluebella girl, she wants newness, she 
wants to see what’s next. This collection 
is a really good representation of what 
we’re known for: graphic laces, bold 

details, metal work. It’s very modern. 
It’s very strong. And Clara is a great 
spokesperson for that. She’s a very vocal 
and active feminist.”

The entire Bluebella assortment is 
sold internationally. Pieces can be found 
in Victoria’s Secret, Bloomingdale’s, 
Nordstrom, Revolve, Shopbop, Selfridges, 
Asos, Zalando and soon in Macy’s. 

“The product stands up in a luxury 
environment; it sits next to luxury 
brands,” Bendell said. “But because 
it’s affordable, which is a key part of 
the brand, we also sit well in that sort 
of fashion offering, or, the mid-level 
department store.” 

Bluebella is also expanding some of 
its existing categories, such as lingerie 
accessories and hosiery, while looking 
into new categories. The lingerie e-tailer 
doesn’t have its own brick-and-mortar 
stores, but Bendell said she isn’t ruling it 
out as a future possibility.

“I’d love to do a pop-up in the U.S. and 
meet the U.S. customer,” Bendell said, 
adding that the U.S. is one of the fastest-
growing markets, along with Germany 
and Australia. “Of course, London is very 
much the heart of the brand. We’re very 
much inspired by London. The city is very 
much the heart of what we do.”

●  In recent weeks, other  
New York City cultural 
institutions like the 
Metropolitan Opera have 
reinstated in-person events.

BY ROSEMARY FEITELBERG

In another sign of New York City’s 
cultural reawakening this fall, the 
Metropolitan Museum of Art is bringing 
back “The Atelier With Alina Cho” as an 
in-person event.

Tory Burch will chat with Cho at 6:30 
p.m. on Oct. 28 at the museum. The 
series hasn’t been dormant, despite an 
extended temporary closing in 2020 
during the lockdown: Fans and followers 
of both Cho and The Met tuned in 
virtually for special events.

Burch plans to discuss how she built a 
global brand starting out in the kitchen 
of her Manhattan apartment in 2004. It 
is estimated to be a $1.5 billion company 
today. The designer will also talk about 
her longtime commitment to empowering 
women, which is also the bedrock of the 
work of the Tory Burch Foundation. Last 
month her foundation opened applications 
for the 2022 edition of its fellows program 
that will result in yearlong fellowships for 
50 female entrepreneurs.

Burch is expected to chat with Cho, 
an Emmy-award-winning journalist, 
about what goes into heading up a luxury 
fashion empire that was inspired by her 
parents’ effortless style and her art history 
background. The Pennsylvania-born 
designer’s advocacy for the American 
fashion community will be another topic 
of conversation. During the coronavirus 
crisis, Burch led the industry’s lobbying 
efforts for direct federal aid. The designer 
has also been a champion for New York 
City. Her most recent runway show last 
month during New York Fashion Week was 
an outdoor one in front of her new Mercer 
Street store. With the thoroughfare closed 
to vehicular traffic, she invited a few area 
businesses like Mercer Street Books, Emily 
Thompson Flowers and Sant Ambroeus 
to set up shop on the street alongside her 
runway with free treats for all.

The Atelier with Alina Cho has featured 
an assortment of high-profile designers 
and industry insiders. The series is now 
in its eighth year. Cho has her own new 
ventures, having launched the “Cho & 
Tell” newsletter on Facebook Bulletin 
last summer.

EXCLUSIVE

Clara McGregor Stars  
In Bluebella Campaign
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In Focus: Business Insights

●  The platform will be unlocked 
to help meet surging demand, 
according to Italic.

BY TRACEY MEYERS

Inclusivity is everything in 2021 — 
so it’s no wonder why Italic, an online 
marketplace that connects consumers with 
products directly from carefully vetted 
manufacturers, is following suit.

Italic said today that its former members-
only site is now open to the public, and 
consumers can freely shop from its newly 
appointed “Italic Marketplace” to browse 
through its fastidiously sourced, hand-
picked portfolio of high-quality essentials 
at prices up to 80 percent lower than 
comparable fashion brands the likes of 
Prada, Miu Miu, Sandro or Burberry.

Its direct-from-manufacturer model 
involves Italic’s in-house team of category 
experts partnering with the same 
manufacturers of said brands to produce 
countless essentials from premium 
materials. Each product is designed and 
tested to meet or exceed the quality of 
like-minded luxury companies, but can be 
priced dramatically lower than competitors 
by removing the brand name — and retailer 
markups — from the equation. The end 
result is a lineup of covetable, luxury items 
at more affordable price points.

Jeremy Cai, founder and chief executive 
officer of Italic, said, “At Italic, we believe 
people are happier, healthier, and more 
fulfilled when they can afford to live well. 
And we’re committed to our mission of 
creating the highest quality products that 
everyone can afford.

“With the continued growth of our 
product assortment and customer base, we 
believe this is the right time to finally open 

our marketplace to everyone. This enables 
us to launch even more products, for even 
lower prices, for even more customers.”

Here, Cai talks to WWD about opening 
Italic to all shoppers, its highly unique 
direct-from-manufacturer model, and the 
new perks of perusing its platform.

WWD: Tell us a bit about Italic’s 
business model. How is it 
differentiated in the market and why 
does it work?
Jeremy Cai: Italic is a marketplace 
that offers high-quality products made 
by the same manufacturers behind top 
brands for 50 percent to 80 percent 
less. Our purpose is to fulfill the original 
mission of online commerce: higher-
quality products, lower prices and fewer 
middlemen for everyone.

Unlike brands and retailers, we don’t 
buy our inventory: instead, we chose to 
build the technology and infrastructure to 
empower our manufacturers to produce 
and sell high-quality products directly to 
consumers. Because we bypass brands 
and retailers, we’re able to deliver the 
same level of quality and experience while 
offering unparalleled prices.

It’s a winning combination: Due to our 
unique model, we’ve been able to launch 
600 products at speed, price and quality 
that’s unmatched in on our industry. As 
a result, the average customer orders five 
to six times a year and saves hundreds 
compared to the brands they used to 
shop from.

We believe we are on the cusp of a new 
era in retail and that Italic is perfectly 
positioned to become the predominant 
direct-from-manufacturer marketplace 
that millions of customers rely on to 
purchase their lifestyle essentials.

WWD: What led to Italic’s decision 
to open its formerly exclusive 
marketplace?
J.C.: Why open Italic for everyone? Two 
reasons: prices and access.

We price our products to be the most 
competitive in every category. Early on, that 
meant that taking a loss on nearly every 
product we sold, so we needed to charge a 
membership fee to make money. Now, our 
order volumes have grown to a scale where 
our unit costs can support our pricing and 
quality standards without the need to charge 
a membership fee.

From the start, our purpose is to 
enable everyone to live well. That means 
we need to deliver the highest quality 
of product, at the lowest price, to as 
many people as we can — a membership 
requirement prevents this. However, by 
changing the membership from a paywall 
to an upgrade, we can now offer a stellar 
experience to everyone while still rewarding 
our most loyal customers.

Ultimately, an open Italic benefits 

everyone. Customers can shop the same 
high-quality products at the same great 
prices, without a membership fee. Members 
who choose to upgrade to Italic Bold will 
earn more, save more and get more out 
of their Italic experience. Manufacturers 
receive higher order volumes and, thus, 
revenues from selling on Italic. And, with 
more customers and manufacturers, we’re 
able to offer more products at lower prices.

WWD: How does a Bold Membership 
surprise and delight consumers?
J.C.: Along with opening the marketplace, 
we wanted to upgrade our membership so 
that our most loyal customers could have a 
way to earn more, save more and get more 
out of their Italic experience. We wanted it 
to be so good that it almost felt like you were 
stealing from us. And, most importantly, we 
wanted it to be so obvious that it would be a 
no-brainer for anyone to join.

Put simply, the new Italic Bold 
membership will literally double your 
money, and then some. For $60 per year, the 
new Italic Bold Membership includes but is 
not limited to the following:

· $120 credit
· Double referral bonuses
· Earn credit for product reviews
· Exclusive sales and events
· Early access to new products
· On-demand shopping concierge
While shopping without a membership 

will also be a great experience, Italic Bold 
improves upon every single component of 
your shopping experience. We hope that 
our new membership demonstrates our 
commitment and appreciation to our most 
committed customers.

WWD: What’s next for Italic?
J.C.: The new financing and open 
marketplace will allow us to accelerate 
the expansion of our fast-growing product 
assortment while also improving the 
technology, fulfillment network and 
analytics we provide our manufacturers. The 
better infrastructure enables us to expand 
into product lines we previously couldn’t, 
including beauty, food and beverage, fitness 
and more.

Our goal is simple: We want our 
customers to be able to shop for everything 
they need — and plenty that they want — on 
Italic. We need our customers to love what 
we offer, and we need more customers 
to choose Italic for us to support more 
manufacturers on our marketplace.
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If you’ve walked along Central Park 
South but never heard of the Park Lane 
hotel, you’re in good company. But soon, 
thanks to an extensive facelift, the storied 
hotel’s owners hope that the name is as 
recognizable as those of its neighbors the 
Plaza and the Ritz, both only a block away.

“We didn’t come up with the tagline 
‘something intriguing is happening’ 
for nothing,” says Park Lane managing 
director Prince Sanders. “We want people 
to start to wonder what has happened to 
this almost forgotten property.”

Originally developed in the ‘60s by 
billionaire developer Harry Helmsley, the 
hotel was purchased by in 2013 by a swath 
of partners who planned to build a luxury 
tower in its place. After a scandal involving 
a foreign investment fund connected 
to fugitive financier Jho Low, and an 
outside bid to landmark the building, the 
skyscraper plan was abandoned in favor of 
a complete hotel redesign. The renovated 

hotel, which was developed by Witkoff 
and operate by Highgate, recently soft 
reopened, and will officially debut on Oct. 
20.

The Park Lane is ready to welcome 
a whole new audience to its property. 
Although targeting the luxury traveler, 
the hotel is billing itself as an accessible 
alternative to traditional hotels on 59th 
Street like the Fairmont-managed Plaza 
and the Ritz-Carlton.

“It was very clear for all parties involved 
in this project that we would not find 
success if we put another traditional 
hotel on the park,” says Sanders. The 
team landed on the idea of creating 
a lifestyle hotel rooted in inclusivity, 
despite its proximity to “Billionaires’ 
Row.” “That concept started with creating 
an  environment where everyone felt 
welcomed. If you ever felt that when 
you walked in the door of one of the 
traditional hotels that you weren’t quite 

fancy enough, or maybe didn’t have 
enough money or know the right people, 
or felt intimidated in any way, this is a 
place where you could come in and feel 
welcomed.” (Billionaires, of course, are 
also welcome.)

The team enlisted design firm Yabu 
Pushelberg to reimagine the hotel’s 610 
guest rooms and interiors. The rooms and 
suites feature custom murals by En Viu, 
inspired by Central Park, which is visible 
from oversize windows throughout the 
building.

For food and beverage, the hotel 
enlisted Scott Sartiano, the restaurateur 
behind downtown hotspots like 1 Oak, Up 
& Down and members club Zero Bond. 
With an eye towards the nightlife scene 
he’d created downtown, the hotel looked 
to create a similar atmosphere uptown. 
“If you’re going to create a property that’s 
unique and different in look, feel, and 
style, then you have to go with a food 

and beverage partner that can match that 
feeling,” says Sanders. “We knew he was 
the perfect match to bring some of that 
downtown to the Central Park area.

The hotel’s dining options include 
Harry’s New York Bar on the ground 
level and Rose Lane on the second floor, 
which also offers impressive spaces to host 
private events. The most dramatic space 
is the hotel’s rooftop cocktail bar located 
on the 47th floor, which opens to the 
public in November.

“When I first toured this property, I was 
mesmerized by the view,” says Sander of 
the rooftop, which until now was attached 
to a private residence since 1971. Sweeping 
views include the George Washington 
Bridge and rivers on both sides of 
Manhattan. “When we say that we are 
welcoming you into something new, we 
truly are for the first time ever inviting the 
public to come experience this view and 
this space like it’s never been seen before.”

The Park Lane Hotel Enters New Era  
On Central Park South

The hotel partnered with The Sartiano Group for its food and beverage programs. BY KRISTEN TAUER

Private 
event 
room.

Harry’s New York Bar 
at the Park Lane.

Inside the Park Lane hotel. Guest room.

City View 
King room.
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Natasha Liu Bordizzo is as surprised 
as any by the success she’s been having. 
Acting, which is how she’s made her 
name, was far from her plan as a kid — 
and even when she started making her 
way into the Hollywood world, it was to 
be a body double.

But Bordizzo, who grew up near the 
beach on the east side of Sydney, was 
seemingly meant to be front and center. 
A few months after she started working as 
a body double, she got cast in the Netflix 
sequel to “Crouching Tiger, Hidden 
Dragon” and immediately her career  
shot off.

“It was my first time acting — not just 
my first role,” she says. “It was my first 
anything, and it was just a huge 180 for 
me, because I’d been in law school. It was 
really the opposite.”

Now a star thanks to the beloved 
Netflix series “The Society,” new Amazon 
series “The Voyeurs” and a Chanel 
ambassadorship at that — with a series of 
projects on the horizon — Bordizzo is just 
warming up.

Law school was somewhat the 
expectation, after she’d been placed 
at a highly academic and competitive 
government school in Australia at age 12.

“Everyone from that school kind of 
goes on to do something academic. 
You’re not really getting many singers 
and actors and dancers from that 
school,” she says.

The combination of that and her mom’s 
Chinese culture pushed her toward her 
studies, she says, and law seemed like a 
natural fit, given her love of writing.

She started working as a body double 
while in school, mainly because the  
main Fox studio was located near her 
high school.

“I would always just be there helping 
out. I somehow got a job.…I think I knew 
some casting director there, because I 
started body doubling for the actresses 
in those films, and it was honestly not 
even something I thought of in any way 
except just to earn some money on the 
side, because I was studying and I was just 
broke,” she explains. “I just really enjoyed 
being on set. I had my laptop with me, 
and I was doing work, and I just enjoyed 
the flow of the waiting, and then you do 
things, and then you wait again.”

Though she liked the environment, she 
didn’t see herself as someone who could 
ever be in front of the cameras.

“I think part of that’s just because I’m 
mixed Asian, and growing up in Australia, 
the media is extremely white, and my 
brain just didn’t click as for that being 
a possibility, because I’d never seen an 
example of it,” she says. “I’m pretty risk 
averse, so I don’t want to enter into a career 
where I feel like I won’t be able to succeed, 
despite how much hard work I put in.”

She didn’t pursue it, but then a 
few months later she was cast in the 

“Crouching Tiger” film — and the rest, she 
says “is history.”

She went on to star in “The Society,” 
a viral Netflix series that was renewed 
for another season only to have the plug 
pulled due to the pandemic. By then 
she decided to commit to the American 
market, and was focusing on scripts for 
American projects when “The Voyeurs” 
came along.

“It was just something that I wouldn’t 
necessarily do, because it’s an erotic 
thriller. It’s a genre [that] hasn’t been 
done much,” she says. She and a friend 
were on a train from Rome to Milan for a 

fashion show when the script landed in 
her inbox.

“We were both just like, ‘Oh my God’ 
at everything that was happening. Both 
of us were reading it off my laptop on this 
train and audibly gasping, because it’s 
just, there’s so many crazy plot twists,” 
Bordizzo says. “And I’m thinking, ‘Well, if 
I’m having these feelings reading it, then 
watching it is going to be fun.’”

Up next she’ll be seen alongside Jamie 
Foxx and Dave Franco in the Netflix 
movie “Day Shift,” in which Foxx stars 
as a pool cleaner by day, vampire hunter 
by night.

“I think when that trailer hits, people 
are going to be mind-blown,” she teases. 
“I’ve done a lot of action. It’s definitely 
the craziest action I’ve ever done.”

It was her first project to shoot  
post-pandemic shutdowns, and the 
shocking nature of it made her want to 
say yes immediately.

“It was exactly the kind of film I 
wanted to do after COVID-19, because 
I was just so…we were all so stagnant, 
and it was just so monotonous and 
depressing, and I just saw the script, and 
luckily the director and everyone liked 
me,” she says. “It just worked.”

Inside Natasha Liu Bordizzo’s Breakout
“The Voyeurs” actress went from working as a body double to acting for the first time in a major film in months.  
Now, the Chanel ambassador looks ahead. BY LEIGH NORDSTROM

Natasha Liu Bordizzo

“It was just a huge 
180 for me, because 

I’d been in law 
school. It was really 

the opposite.” 
NATASHA LIU BORDIZZO
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No Place 
Like Homer
Demna Gvasalia dropped a 
big hint about Balenciaga's 
relationship with "The Simpsons" 
several months before he 
screened a bespoke 10-minute 
episode during Paris Fashion 
Week on Oct. 2.

A hoodie depicting the cartoon 
family dressed in recognizable 
Balenciaga pieces from past 
seasons was part of the "Clones" 
collection unveiled via an online 
film last June.

It landed on Balenciaga's 
online boutique Wednesday, 
priced at 750 euros, along  
with T-shirts at 495 euros, a  
ball cap at 295 euros, and 
leather goods ranging in  
price from 195 to 775 euros.

"The Simpsons Balenciaga" 
episode has already been viewed 
more than 8.4 million times on the 
fashion brand's YouTube channel. 
The hilarious short depicts 
Homer Simpson struggling to 
pronounce the French label 
(“Balun, Balloon, Baleen”); Marge 
strolling through Springfield in 
a sharp-shouldered gown, and 
the whole town flown to Paris for 
fashion week to model looks from 
recent Balenciaga collections.

By comparison, Gvasalia's 
couture debut for Balenciaga 
last July — it was the house's 

first high-fashion collection in 53 
years, and the most anticipated 
event of couture week in Paris — 
has garnered 2.3 million views.

Celebrities including Cardi 
B, Lewis Hamilton and Elliot 
Page filed into the Théâtre du 
Châtelet earlier this month for 
Balenciaga's summer 2022 
show, which was set up like a 
film premiere, with the photo  
call broadcast on a giant  
screen inside.

Eventually, models dressed 
in Balenciaga’s latest collection 
began filtering in on the red 
carpet, turning the tables 
and letting the audience be 
part of the fashion show. "The 
Simpsons" screening caught 
attendees by surprise, and 
they roared with approval at 
the fashion shenanigans, which 
climaxed with Homer Simpson in 
a supersized parka serenading 
his wife in French.

Retailers hailed this red carpet 
collection as the highlight of Paris 
Fashion Week, and it won reams 
of publicity for the French fashion 
house, owned by Kering.

Balenciaga came fourth in a 
ranking of brands that had the 
most impact during Paris Fashion 
Week, bested only by Dior, Louis 
Vuitton and Chanel. The ranking 
by data firm Launchmetrics tallied 
the impact of relevant media 
placements on all channels 
(online, social, print), inclusive of 

paid, owned and earned mediums 
between Sept. 24 and Oct. 7.  
— MILES SOCHA

Catwalk 
Collection
The successful Catwalk book 
series, published in the U.K. by 
Thames & Hudson and in the U.S. 
by Yale University Press, welcomes 
a new tome dedicated to the 
house of Versace. 

With its gold cover, "Versace 
Catwalk: The Complete 
Collections" retraces the history 
of the brand founded in 1987 in 
Milan by the late designer Gianni 
Versace, whose legacy, after his 
tragic death in 1997, has been 
carried on by his sister Donatella, 
currently Versace's chief 
creative officer.

The tome collects 1,200 catwalk 
images illustrating 120 lineups, with 
brief texts introducing the brand 
and each runway collection.

“Looking back has never been 
so interesting. There comes a 
moment in one’s life or career, 
when in order to evolve, you need 
to draw a line and acknowledge 
where you come from," said 
Donatella Versace. "This book is 
exactly this for me. More than 40 
years of fashion shows, countless 
looks and each of them brought 
me to where I am today. In this 
book, you find the soul of Versace. 

I could not be any more proud than 
share it with the world.”

To present the book, which will 
be available at select bookstores 
starting from Oct. 28, the 
designer and fashion icon will be 
the protagonist later today of a 
conversation at London's Central 
Saint Martins school, that Versace 
supported in 2017 with the Gianni 
Versace Scholarship benefiting 
one of the institute's students.

After the event, Versace will 
spend a few more hours in London, 
where the brand opened a store 
in New Bond Street in December 
2020, attending the opening event 
of the Frieze Art Fair on Friday.  
— ALESSANDRA TURRA

Hiro's 
Welcome
Ralph Lauren has long been 
popular in Japan and is now 
partnering with Hiro, the founder 
of LDH Japan and former leader 
of the boy band Exile, on an 
exclusive limited-edition capsule 
collection.

The Tokyo Stadium Collection 
is a contemporary reboot of 
original Polo Stadium Collection 
from 1992, but with a modern 
Japanese pop culture sensibility. 
It features sport references such 
as tank tops and crossbody bags 
featuring runners’ bibs and the 
1992 date, alongside Japanese 
symbols, silhouettes and bold 
colors that also speak to the '90s 
club scene in the country.

The unisex collection of 
apparel and accessories includes 
a full-zip outerwear jacket, tank 
tops, shorts, tear-away pants, 
utility vests, anoraks, polos and 
a hoodie. Accessories include 
a five-panel cap, a waist pack, 
wristbands, totes, socks and a 
bucket hat. The collection will 
retail for $25 to $495.

The campaign, which was 
entirely shot in Tokyo, features 
both Hiro and the current leader 
of Exile, Akira, who has long been 
a Ralph Lauren ambassador.

The collection will launch on 
Oct. 21 and be available on the 
Polo App and on Goat in the U.S. 
and U.K., as well as at the LDH 
store in Japan and other select 
retailers globally.  
— JEAN E. PALMIERI

 

Sweats  
For All
Yoox is debuting its latest 
capsule collection developed with 

Les Girls Les Boys’ founder and 
creative director Serena Rees.

In keeping with the London-
based lingerie and loungewear 
brand’s genderless approach, the 
collection features underwear 
and casual clothing such as 
sweats, T-shirts and trackpants 
cut in a wide range of sizes to 
cover all body types and done in 
a muted color palette of cream, 
beige, black, white and baby pink.

Priced at between $41 and 
$124, the collection drops on 
Oct. 14 exclusively on the online 
Yoox store.

The launch is accompanied by 
a dedicated campaign evoking 
the community spirit of younger 
generations, including Gen Z, with 
different individuals portrayed 
inside a townhouse. Making 
a cameo appearance in the 
campaign imagery is supermodel 
Precious Lee.

Yoox Net-a-porter Group’s 
most recent sustainable strategy 
dubbed “Infinity” set a framework 
of 12 targets and benchmarks to 
achieve by 2030, each reflecting 
one of the United Nations’ 12 
Sustainable Development Goals.

Building on the “People 
Positive” pillar and the 
commitment to “Build an Inclusive 
World,” the capsule collection 
sheds light on Lee and Les Girls 
Les Boys as an individual and 
business fighting for a more 
diverse and inclusive fashion 
business. — MARTINO CARRERA

 

Second 
Home
Bulgari Hotels & Resorts has 
announced its second U.S. hotel 
will be in Los Angeles, opening 
in 2025.

Set in the Santa Monica 
Mountains, with 33 acres of ► 

Fashion Scoops
Eliza Douglas 

wears a 
Simpsons shirt 
in Balenciaga's 

spring 2022 
show film.

Versace 
fall 1989 
runway 

show.

Looks from 
the Tokyo 
Stadium 
Collection.
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Movie  
Tie-In
The book that the upcoming 
"House of Gucci" movie — maybe 
you’ve heard of it? — is based off 
of will be getting a new cover in 
celebration of the film adaption, 
Custom House revealed 
Wednesday. Written by former 
WWD Milan bureau chief Sara 
Gay Forden, the tome will be 
on sale with the new cover on 

Oct. 26 and features the Italian 
fashion houses’ iconic stripe print.

The movie tie-in edition of 
"House of Gucci," which was 
published in 2000, will also 
feature a new afterword that 
updates the reader on what’s 
happened with the brand since 
the book’s original publication, 
and where Gucci is 21 years later.

Forden, who was the bureau 
chief in Milan for WWD from 
1993-99, conducted more than 
100 interviews with members 
of the Gucci family, executives, 

employees, competitors and 
more in her research of the book.

“The book really takes you 
deep into the history of the 

Italian fashion industry and how 
it was born and how it evolved, 
and how family brands like Gucci 
and Versace and Armani and 
Prada went from being small, 
family boutique type business 
to being megabrands,” Forden 
says over the phone from 
Washington D.C., where she is 
based today.

The new edition’s cover was 
worked out between MGM and 
Custom House.

“The whole idea was to 
republish the book with the 

new afterword, which takes the 
reader up to date with all the 
highlights of things that have 
happened since the initial book 
was published, and also tie it in 
with the movie,” Forden says. 
“The idea was to offer something 
to people who might first be 
attracted by the movie and the 
star-studded cast and a director 
at the level of Ridley Scott, but 
then want to learn more. So that 
idea was to give viewers and 
readers more of the backstory.”

Of seeing her work come 

to life — at the hands of Lady 
Gaga and Adam Driver no 
less — Forden says it’s a surreal 
experience.

“I always felt that this was 
kind of an epic story that had a 
timeless quality, and has some 
of these timeless themes in 
terms of both the evolution of 
the company and the family 
story,” she says. “But it is surreal 
now [and] with the debut of the 
movie next month it's getting so 
much attention.”  
— LEIGH NORDSTROM

hillside park in Benedict Canyon, 
the property will feature 58 
rooms and suites, eight private 
residences and the signature 
Bulgari restaurant, Niko Romito.

Formerly known as The 
Retreat, the hotel will also have a 
10,000-square-foot spa, a gym, a 
movie theater and an exclusive 
eight-seat sushi bar.

Bold-faced guests will 
appreciate that many of the rooms 
will be in secluded bungalows 
scattered around the property, and 
the residences will range in size 
from 12,000 to 48,000 square feet, 
each with private land of at least 1 
acre and as large as 5.

The hotel will follow the Miami 
opening in 2024, becoming the 
12th property in the Bulgari 
brand portfolio.

South African design firm 
Studio Saota and Milanese 
architectural firm Antonio Citterio 
Patricia Viel, which designed 
all the other Bulgari Hotels 
projects, will be responsible for 
the contemporary look of the 
hotel buildings inside and out. 
Award-winning Swiss landscape 
architect firm ENEA, known for 
its work on the Tree Museum 
as well as design of the Bulgari 
Hotel Beijing garden, will create 
the LEED-certified outdoor 
environment, preserving  
old-growth trees and adding  
an estimated 1,000 new  
mature trees.

Bulgari’s chief executive 
officer Jean-Christophe Babin 
said in a release: “We are 
extremely happy and proud to 

announce the signing of definitive 
agreements to develop the new 
Bulgari Resort in Los Angeles, 
the capital of cinema and art, 
which has always been a major 
Bulgari inspiration from the 
time of Liz Taylor to the most 
recent Academy Awards. The 
Bulgari gem represents an 
extraordinary achievement for 
the brand to establish in such 
a key destination for the luxury 
industry. Following the signing of 
Bulgari Hotel Miami Beach, we 
are excited to expand into the US 
market providing our remarkable 
Roman jeweler hospitality 
experience.”

Bulgari Resort Los Angeles’ 
developer Gary Safady added, 
“We are delighted to partner 
with Bulgari Hotels & Resorts to 
bring the most sophisticated and 
luxurious retreat to Los Angeles. 
Bulgari is the epitome of luxury 
lifestyle and we look forward 
to creating an unparalleled 
experience of indoor/outdoor 
living through our enclave of 
suites, bungalows and private 
homes that truly embrace 
and support the surrounding 
environment and wildlife. The 
eight extraordinary private 
estates will be available for sale in 
the near future.

“As part of our ongoing 
commitment to the City of 
Los Angeles, the surrounding 
community and the environment, 
we will be supporting several 
nonprofit initiatives in Los Angeles, 
including but not limited to, a 
seven-figure contribution as part 
of our effort to ensure this project 
continues its focus of using 
business as a force for good.”

The luxury brand hospitality 
market is heating up in 
Southern California. The Bulgari 
announcement follows the news 
that LVMH Moët Hennessy Louis 
Vuitton is planning a Cheval 
Blanc Hotel on Rodeo Drive in 
Beverly Hills.

Four new Bulgari Hotels are 
due to open between 2021 and 
2023, in Paris, Rome, Moscow and 
Tokyo. — BOOTH MOORE

Ain't No 
Mountain 
High 
Enough
Bally is celebrating its 
mountaineering heritage with a 
capsule collection designed in 
collaboration with Milan-based 
fashion editor and stylist Robert 
Rabensteiner.

Born in the Dolomites, 
Rabensteiner paired Bally's 
signature mix of high-end 
elegance and functionality with 

a colorful aesthetic and a cool 
urban twist. The result is a lineup 
including color-blocked boots with 
performance soles, as well as 
backpacks, fanny packs, hoodies 
and fleece sets, all showing the 
capsule's Bally Hike logo.

"The basis of this collection 
is nature, and living in nature. 
Bally has a huge archive 
and mountain shoes are the 
foundation of the company, 
founded in 1851," Rabensteiner 
said. "As a mountain boy, I wear 
hiking shoes through summer 
and winter months, and was 
inspired to bring this historically 
functional style from the mountain 
into the city. Mountain shoes 
are traditionally made in classic 
neutrals so I brought together 
my favorite color combinations 
to create contrast and push the 
boundaries of expectation. I would 
dress this collection with my city 
working outfit or my traditional 
lederhosen."

Banking on consumers' 
renewed interest in the outdoor 
lifestyle following the pandemic, 
the capsule is hitting Bally stores 
worldwide, as well as the brand's 
online shop, starting this month.

"Following the pandemic, 
people have a newfound 
appreciation for nature and the 
outdoors, simplicity and quality 
in what they buy. These are all 
values of Bally," commented 
Rabensteiner. "In fashion, there is 
an evolving trend toward ease and 
practicality so with this collection, 
we combined function and 
craftsmanship with the coolness 
of color to create a traditional 
mountain shoe that feels relevant 
in the city, or in nature." — A.T.

New 
Location
Brioni has relocated its 
Beverly Hills store to 447 North 
Rodeo Drive.

The Italian men's wear 
house's new Los Angeles home 
is richly decorated with a green 
marble facade and handwoven 
tapestries warming up the 
interior, courtesy of renowned 
Genoese manufacturer MITA. 
The space is decorated with 
vintage furniture from the 1950s 
and '60s by Carlo Scarpa and 
Achille Castiglione.

The boutique stocks creative 
director Norbert Stumpfl's 
ready-to-wear, accessories and 
footwear collections. With the 
feeling of an intimate VIP lounge, 
the setting is also conducive 
to appointments with a Brioni 
master tailor for bespoke 
services.

To celebrate its new digs, 
Brioni has launched a limited-
edition capsule collection 
exclusive to the boutique, 
featuring a micro-square and 
paisley combination print on a 
tailored jacket, two shirt styles, 
pajamas, pocket squares and 
scarves. The collection retails 
from $180 to $2,975. — B.M.

 

Megan's 
New Line
Megan Fox is bringing her 
much-watched style to Boohoo.

The actress is teaming 
with the online retailer for her 

first fashion collaboration, a 
collection of 40 pieces that 
mimic her bold, statement-
making style. Fox also teamed 
with her fashion stylist, Maeve 
Reilly, on the collection.

“I am so excited to announce 
my first fashion collaboration 
with Boohoo,” Fox said in a 
statement. “I feel like I’ve really 
come into my own over the past 
few years, especially when it 
comes to my personal style and 
this collection reflects exactly 
that. I’ve always wanted to have 
my own collection and Boohoo 
really gave Maeve and I the 
freedom to express ourselves."

The collection includes 
dresses, jackets, blouses, 
cropped tops and pants in a 
red, black and white colorway 
that give a nod to Fox’s style, 
including a retro-inspired padded 
shoulder blade dress, a zebra-
printed jacket, a black dress with 
multiple cutouts, a red corduroy 
matching set and a black varsity 
jacket, among other styles.

Fox has recently become a 
style star to watch, most notably 
on the red carpet with her 
boyfriend, musician Machine 
Gun Kelly. Fox has worn several 
looks at recent awards shows 
that have gone viral, including 
the sheer Mugler dress she 
wore to the MTV VMAs last 
month and the cutout black 
Mugler dress she wore to the 
2021 Billboard Music Awards 
in May.

The Boohoo x Megan Fox 
collection is priced at $12 to 
$120 and will be available on 
Boohoo starting Oct. 19. 
 — LAYLA ILCHI ■

Memo Pad The new book 
cover for "House 
of Gucci."

Megan Fox  
for Boohoo.

Bally Hike by Robert 
Rabensteiner.


