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Fashion. Beauty. Business. 

Giorgio Armani is marking  
50 years in business this year and 

he hasn't lost his soft touch or knack 
for timeless tailoring and Oscar-

worthy eveningwear, like that seen 
here. His fall offer was filled with 

gentle shapes, gossamer layers and 
flat shoes for women on the move. 
For more on Milan, which wrapped 

Sunday, see pages 10 to 17.
PHOTOGRAPH BY AITOR ROSÁS SUÑÉ 
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  The brand, created in 
partnership with farm and 
cannabis company Glenmere 
Farms, will be available in New 
York State starting in March.

BY EMILY BURNS

Iman Shumpert is the latest celebrity to 

tap into the cannabis craze. 

The professional basketball player, last 

seen on the Brooklyn Nets, is launching 

TSA Approved, a wellness-centric cannabis 

brand, in partnership with vertically 

integrated Glenmere Farms founded by 

molecular biologist Dr. Sha-Ron Pierre-

Kovler, who has studied the endocanabinoid 

system and the benefits of THC. The lifestyle 

brand will be available throughout New 

York State starting in March with a sativa-

dominant strain focused on creativity 

and an indica-dominant strain focused on 

relaxation, both around $50 for 3.5 grams.  

According to the team, the cannabis 

market in New York is estimated to be 

worth $1 billion and within that, TSA 

Approved is aiming to reach $5 million in 

monthly sales. Additionally, Shumpert’s 

involvement is a multimillion-dollar deal, 

according to the team. 

Pierre-Kovler is New York’s first 

biomedical researcher with a license to 

grow and distribute cannabis. Upon starting 

Glenmere Farms, she knew she wanted 

to create a consumer-facing brand with a 

known name at the center. Enter Shumpert. 

“I just said, ‘Hey, I feel like I need a 

partner, someone that understands a 

consumer, someone that smokes all the 

time, that smoking [was] part of their daily 

regimen,’” said Pierre-Kovler. “It was part of 

Iman’s journey, and I was interested in that 

intersection between my curiosity about the 

plant and my knowledge on the potential 

to revolutionize health and wellness and 

someone that is actually utilizing every 

day…Iman was able to explain the role of 

the plant in his daily life.”

The name TSA Approved is a cheeky 

yet meaningful play on Shumpert’s 

own experience with the cannabis 

landscape, as he was arrested for carrying 

marijuana through the Dallas Fort Worth 

International Airport in 2022.

“Having my trial at the airport, it was 

more about education for me, as well as 

a solution for medical because though I 

played in the league, I had a lot of injuries 

that I played with,” Shumpert said. “I still 

ended up having to do a lot of different 

surgeries, a lot of different rehabs. With 

surgeries, rehabs and trying to come back 

from injury, a lot of times, you have to 

explore the possibilities of medicine. In 

my experience, I don’t want to get strung 

out on prescriptive pills… so I looked to 

cannabis in those times.”

He continued: “I found a harmony in 

using cannabis as opposed to having to 

stay on a prescription.” 

Having followed Shumpert’s experience, 

Pierre-Kovler knew he would be an ideal 

representative for this type of brand. 

“From an advocacy perspective, it was 

something that stood out in the cannabis 

community, and we definitely want to 

help shed light on patient access and 

access to what they need for their day, 

just as if you are a diabetic and you might 

carry insulin with you on a plane,” she 

said, adding that she is hopeful federal 

legalization is on the horizon. 

Shumpert added: “It’s turning trials 

into triumph…Instead of letting that 

moment define me negatively, we’re 

transforming it into a movement that 

acknowledges and celebrates the role of 

cannabis in our daily lives.”

In addition, Shumpert and Pierre-Kovler 

are working with sports injury advocate 

Bianca Stewart to create The Vet Evolution 

Program, which will develop wellness 

protocols and experiences for athletes 

during and after their careers.

As far as what the future holds for  

TSA Approved, Shumpert’s ultimate goal is 

for other professional athletes to embrace 

the brand.

“Within the next year, we aim to have 

players embrace our brand as their go-to 

for recovery and wellness. Our vision 

extends beyond just basketball — we 

hope to establish wellness touch points 

in various cities with professional sports 

teams, providing players across all major 

leagues with access to our specialized 

care,” he said — in 2023, the NBA removed 

marijuana from its banned substance list. 

“This approach allows us to serve the 

wider professional sports community, as 

cannabis-based recovery continues to gain 

significant traction among elite athletes.             ”

  This marks the first  
major retail partnership  
for the skin care brand.

BY KATHRYN HOPKINS

Rodan + Fields has scored its first major 

retail partnership, teaming with Ulta Beauty.

The antiaging skin care line started in 

2000 by Proactiv founders and practicing 

dermatologists Dr. Katie Rodan and Dr. 

Kathy Fields will enter 150 Ulta Beauty 

doors and debut on its website.

“Rodan + Fields Beauty has always been 

about delivering confidence through real 

skin care results, empowering women 

with science-backed solutions tailored 

to their unique skin care needs at every 

stage of life,” said Anncy Rowe, chief 

commercial officer of Rodan + Fields 

Beauty. “This expansion into retail is an 

exciting moment for us because we know 

that more women will be able to discover 

our cutting-edge formulas.”

Products that will be available at Ulta 

include Lash Boost Eyelash Enhancing 

+ Conditioning Serum, $153; Redefine 

Intensive Renewing Serum With Retinol, 

$99; Total RF Serum Anti-Wrinkle Face 

Serum, $159, and Hydra Mask Gel Cream 

with Peptides for Overnight Barrier 

Repair, $54.

“We are excited to welcome Rodan 

+ Fields to the Ulta Beauty family,”  

Lisa Tamburello, vice president of 

merchandising at Ulta Beauty, said.

“As a female and dermatologist-founded 

skin care brand, R+F brings innovative 

formulas that align with our commitment 

to offering guests effective solutions. We 

look forward to introducing their products 

to even more beauty enthusiasts through 

this exclusive retail partnership.” 

In addition to this, Rodan + 

Fields Beauty is also unveiling a 

new Dermatologist Advisory Board 

— a collective of board-certified 

dermatologists. The Dermatologist 

Advisory Board will collaborate with the 

company’s innovation team to advance 

the use of proprietary ingredients, 

breakthrough technologies, and innovative 

solutions for both skin and hair care.

As part of the retail expansion, the 

brand plans “unprecedented levels of 

investment” across paid media, influencer, 

and PR to increase brand awareness, 

including an influencer and media event, 

PR mailers, and more.

This comes after the brand revealed a 

$75 million funding round, and unveiled 

a new business model, resulting in the 

elimination of about 100 roles.

This entailed it moving away from a 

multilevel direct-selling model to a new 

affiliate program, supported by a broader 

array of marketing and advertising across 

traditional channels and social media.

Dimitri Haloulos, chief executive officer 

of R+F, said: “We moved to an affiliate 

model. We’re above all expectations, and 

we have a strong community. We’re trying 

to keep that community growing, invest 

in brand storytelling and invest behind a 

retail partner, because we do not believe 

it’s a zero sum game.”

The brand’s founders sold the business 

to the Estée Lauder Cos. in 2003, but 

repurchased it in 2007 and relaunched 

the following year with a direct-sales 

model, building a network of independent 

consultants to sell products. In the spring 

of 2018, TPG made a strategic minority 

investment in R+F.

WELLNESS

Basketball’s Iman Shumpert Launches 
Cannabis Brand ‘TSA Approved’

BEAUTY

Rodan + Fields Enters Ulta Beauty
Rodan + Fields

Iman Shumpert 

for TSA Approved.

























Best presentation concept: The theme 

of art was pervasive throughout Milan 

and played a strong role in many of the 

presentation concepts. Diesel partnered 

with more than 7,000 graffiti artists to 

spray-paint nearly two miles of fabric 

for their set. The invite was a real spray-

paint can, and some attendees tagged 

the set themselves after Glenn Martens 

took his final bow. Tod’s celebrated the 

art of craftsmanship. As we walked into 

PAC, the contemporary art pavilion where 

the show was held, we saw Carla Bruni-

Sarkozy standing incredibly tall wearing a 

recycled leather patchwork art installation 

created by artist Nelly Agassi and holding 

a large exaggerated sewing needle. 

Etro collaborated with artist Numero 

Cromatico, who created a curtain made up 

of more than 120,000 tiles and stretched 

across their runway. At Marni, Francesco 

Risso partnered with visual artists Soldier 

Boyfriend and Olaolu Slawn and their work 

was present throughout the venue and in 

the collection itself. 

Trendspotting: One of the biggest trends 

is covering your neck — whether that is 

via a funnel neck coat, scarf coat or silk 

scarf. Snake print and croc added texture 

to almost every runway. Fringe was found 

everywhere, from skirts and outerwear 

to leather gloves. Shearling and faux fur, 

especially in an exaggerated trapper hat. 

Pony hair in rich colors and leopard print. 

Slim denim. Riding boots. Bag charms and 

chains. 

Must-have item: Prada’s loafer riding boot 

hybrid and jeweled knit collar, Ferragamo’s 

hug clutch in fun new embellishment, 

Fendi dolls.

Jodi Kahn
vice president of luxury fashion,  
Neiman Marcus 

Favorite collections: Fendi pulled out 

all the stops for their 100th anniversary 

with a collection worthy of celebration. 

Silvia kicked off the week with a bang. We 

enjoyed the embroidered and textural 

elements, belted knitwear paired with 

beaded skirts and “wow” accessories, 

including their iconic Baguette bag in 

countless iterations. Prada challenged 

conventional ideas of femininity. 

Embracing undone beauty, great outerwear 

and proportions. Their pajama details, 

oversize knit dresses, the little black Prada 

dress and an exceptional shoe offering all 

stood out. There was lots to love in Etro’s 

signature eclectic mix with texture, fluidity 

and dimension that embodies the season. 

Luke’s and Lucie’s final collection for Jil 

Sander was a master class in sleek, modern 

power dressing. The outerwear at Tod’s 

was another major standout, including an 

olive cape coat, red leather trench and raw 

edge scarf coat, just to name a few. 

Best presentation concept: Presentations 

this season took us to different hidden 

Milano jewels, like the sleek domestic scene 

at Blazé Milano to the striking contrast of 

modern sculpture in an ornate classic salon 

at La Double J — each serving as a thoughtful 

backdrop for its brand’s distinct vision.

Trendspotting: Texture play defines the 

season, with feathers, fringe, leather, and 

layered knits taking center stage. Faux fur, 

fur and shearling appeared everywhere. 

While colorful accents made a statement 

at Marni, reworked to couture heights at 

Fendi and rainproof at Prada. A polished, 

feminine sensibility emerged through skirt 

suits and sharp tailoring, with belts — often 

layered — cinching waists at Max Mara, 

Tod’s and Brioni. Meanwhile, tailoring took 

an inside-out turn with visible seams and 

stitching at Moschino, MM6, Prada and 

even seen in footwear.

Must-have item: Must haves include 

Fendi’s embellished Baguette and chevron 

leather boots. As well as the new Prada 

open-toe loafer and their short shearling 

coat. 

General comment on the season: After 

more serene outings in New York and 

London, Milan certainly has dialed things 

up a notch. Dolce & Gabbana’s “cool girl” 

show featured a live DJ, while Dsquared2’s 

30th anniversary show delivered a 

surprise performance by Doechii, 

Brunello Cucinelli’s quintessential familia 

presentation and plenty of A-list celebrity 

sightings made for an exciting week. Milan 

had plenty to celebrate.

Linda Fargo
senior vice president women’s fashion and 
store presentation at Bergdorf Goodman

Favorite collections: Applause and 

appreciation for Fendi’s tour de force 100th 

anniversary collection, which recalled their 

rich heritage but ultimately moved forward 

with the innovative craft and beauty they 

excel at. Prada stands out, not only for 

the most forward and thought-provoking 

proposals on dressing, but also for 

collectible must haves like the toeless 

loafer boot, and outer seamed pumps and 

sweater necklaces. Loro Piana was a master 

class experience in the ultimate of Italian 

refinement and materiality. It’s impressive 

to see year after year the development and 

progress at this storied brand. Gorgeous. 

Brunello Cucinelli was one of the most 

sumptuous and innovative collections 

within this year’s fascination with texture. 

Etro’s richly colored neo-bohemian 

collection perfectly spoke to the remarkable 

ability here in Italy for the houses’ ability to 

evolve their signature craft and DNA. 

Trendspotting: Most of the compelling 

trends we’re falling for tied back to texture, 

strong color or novelty. Shearling and faux 

furs, especially when used in dramatic 

proportions or applied as extreme detailing, 

took top billing. Other deluxe materials, 

which will be great for our special clients — 

extraordinary leathers, lush cashmeres, the 

new eel skins, customized tweeds, glossy 

patents, satin and deep velvets. Standout 

handbags embraced the same lineup of 

textures. We loved the joy that all the 

sequins, paillettes, fringe and appliquéd 

gems brought to the season. We need some 

sparkle these days clearly. We’re tracking 

the tough touches for tough times with 

neo-punk elements, studs and grommets. 

Outerwear was the top trending category, 

and the new bomber here morphed into 

the more couture-like bubble back blouson 

shape. Slim skirt dressing is a welcome 

trend away from prior pant-driven seasons. 

Knitwear, a sweet spot for Italy, looked 

great with added novelty, like the built-in 

jewelry at Prada. Trending colors went in 

two directions — either playful mixes rarely 

seen for fall [like] bubblegum, lemon, sky 

blue and brown, or rich autumnal tones 

[such as] walnut, earth brown, wine, olive 

and turmeric. Shoes, like ready-to-wear, 

were slimmer and closer to the body. We 

are noting the new wedge slides especially 

in patent, as well as novelty pumps and 

cool loafer varietals.

Must-have item: A dramatic shearling 

detail, the double wraparound belt 

especially worn over outerwear, the 

mélange cardi-jacket from Missoni, and the 

clipped toe loafer knee-high boot at Prada. 

General comment on the season: “Quiet 

luxury,” move over. Novelty, touch me 

surfaces, remarkable rich and playful 

colors livened up our buying prospects for 

fall. No city can deliver on high-touch like 

Milan, where luxurious materiality meets 

legacy craft, coupled with provocative 

design….Milan is weathering all their 

transitions locally and globally, in style. 

Can’t wait for September to see where all 

the changes will take us.

Rickie De Sole
vice president, fashion director at Nordstrom

Favorite collections: Prada stood out this 

season with its refined yet unconventional 

approach, where there were considered 

fits and clever details that needed a closer 

look to fully appreciate. Marni made an 

impact with its vibrant use of color, its 

playful yet refined approach to dressing up, 

its beautifully eclectic spirit and a cast that 

brought the collection to life with real depth 

and character. Fendi’s 100th anniversary 

show presented a sophisticated collection 

that felt deeply personal, reflecting Silvia 

Venturini Fendi’s thoughtful vision of the 

house’s evolution. 

Best presentation concept: Milan offered 

up some unforgettable show formats: 

Versace’s ’90s throwback with its raised 

long runway, Dolce & Gabbana’s show 

that extended onto the streets, sharing 

the runway experience with the crowd of 

onlookers, and Marni’s bistro table setup 

that pulled guests into the show’s electric 

energy. 

Trendspotting: A “dressed but slightly 

undone” aesthetic emerged with loose 

silhouettes, and texture clashing took 

center stage — think Ferragamo’s lace-and-

fur combinations, Marni’s satin-and-feather 

pairings, or Gucci’s bold interplay of 

textures. Embellishment for daytime added 

a sense of everyday opulence, exemplified 

by Fendi’s refined yet luxurious looks, while 

delivering a maximalist edge. Red carpet 

dressing returned in full force, highlighted 

by Dolce & Gabbana’s dramatic finale and 

Versace’s all-out glam closing looks. 

Must-have item: The high-vamp pump 

is making a powerful comeback — it’s the 

ideal mix of timeless and contemporary. 

Big faux fur is another must-have, with 

Prada’s oversize statement pieces offering 

both warmth and bold style. Animal print 

accessories are a must, and the leopard 

heels at Le Monde Beryl’s first Milan 

presentation stole the spotlight. Adding a 

touch of personality to your handbag, like 

Fendi’s leather pencil case and notebook 

set, brings a sense of everyday joy and 

individuality. ►

Fendi
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Giuseppe D’Amato
buying and merchandising director at 

Rinascente

Favorite collections: Prada for the 

femininity and new glamour aesthetic, 

Dolce & Gabbana for the coolness and 

strength of each single look, and Fendi 

for the 100-year celebration and journey 

through the house codes.

Best presentation concept: Prada’s 

industrial concept and Dolce & Gabbana’s 

show on the street.

Trendspotting: Daywear becomes more 

elevated through reinterpretations of 

key streetwear pieces in a stronger way. 

More denim (washed, printed, with big 

shapes), full leather looks, wide variations 

of outerwear in many different fabrics and 

with tons of special embellishments are the 

key trends for this new daywear. On the 

opposite side, there’s still the very feminine 

and sensual look, with dresses, see-through 

fabrics, embroideries and applications — all 

played with some elements of tailoring.

Must-have items: Fendi’s Spy bag, Dolce 

& Gabbana’s crystal dress, leather or 

embellished outerwear, cozy knitwear.

General comment on the season: 

Maximalism took over at most of the 

runway shows and presentations. After 

a period of quieter and cleaner looks, 

designers are going back to the DNA and 

brand codes in a very strong way. No one 

is following trends anymore, but the real 

trend is [in the] identity and personal 

interpretation of glamour.

Marta Gramaccioni
buying director at LuisaViaRoma

Favorite collections: Jil Sander’s show was 

particularly emotional, marking the farewell 

of the two designers in a dark, almost 

haunting atmosphere. MM6 also stood 

out — just as for the men’s collection. The 

brand is on a perfect trajectory: modern, 

sophisticated, well-priced and always staying 

true to the Margiela identity while adding a 

fresh twist that makes the collection highly 

desirable. It was my absolute favorite show.

Best presentation concept: Fendi’s 100-

year celebration deserves a special mention, 

honoring a century of craftsmanship and 

innovation. Prada also delivered a deeply 

intimate message, exploring and redefining 

the essence of feminine beauty in today’s 

world. Another notable moment was 

Bottega Veneta’s event — intimate and 

conceptual, without presenting a collection. 

It was a reminder that the brand typically 

holds its runway show on Saturday evening, 

adding an intriguing element to the week.

Trendspotting: This season, key trends 

include tousled, effortless hair; classic 

pajamas reinterpreted with new shapes 

and volumes; fur in all its variations, 

and sharper, more structured tailoring 

reminiscent of the ’60s. We also saw a hint 

of color here and there, breaking up the 

dominance of neutrals.

Must-have items: For next winter, fur — 

whether real or eco — is a must-have in 

all its forms. I would definitely invest in a 

minimalist eco-fur coat, structured like a 

classic overcoat.

General comment on the season: 

This was a season of “second acts” — 

new designers settling into their roles 

and proving their vision. MM6 was the 

strongest, Francesco Murano impressed, 

Sportmax felt right, and Blumarine 

finally aligned with its heritage. On the 

bigger side, Ferragamo delivered a solid 

collection, and Prada was deeply moving.

Joseph Tang
fashion director at Holt Renfrew

Favorite collections: Prada consistently 

challenges traditional conventions of 

femininity. The way Mrs. Prada and Raf 

Simons manipulate fabrications and play 

with shape and silhouette resulted in a 

collection ripe for personal innovation. 

Fendi’s centennial anniversary was a 

celebration of the brand’s rich legacy. With 

an all-star cast and reinterpretations of 

iconic Fendi codes, the collection served 

as a tribute that will be remembered. 

Brunello Cucinelli continues to evolve 

traditional menswear tailoring into its 

women’s collections. The expanded 

eveningwear offering, crafted from 

artisanal knits and intricate embroideries, 

was a standout, and we look forward to 

seeing its further development.

Best presentation concept: Tod’s 

collection, showcased at Milan’s PAC, 

featured an art installation of Carla Bruni-

Sarkozy wrapped in a recycled leather 

blanket, one of the most striking statement 

concepts of the week.

Trendspotting: An equestrian theme 

continues to shine through the collections 

of Tod’s and Brunello Cucinelli, with 

a focus on heritage plaid fabrications 

and Highland shearling, all styled with 

supple leather satchels and sophisticated 

riding boots. Textural layering was key 

this season, with a strong emphasis on 

knitwear as outerwear, exemplified by 

Alberto Caliri’s debut at Missoni. Shaggy 

outerwear, done in faux fur or shearling, 

was another dominant trend.

Tailored outerwear remains a runway 

staple, with a heightened focus on shape 

and silhouette at Max Mara and Ferragamo. 

Finally, reimagined codes of femininity 

and eclecticism were best demonstrated at 

Prada, Etro and Dolce & Gabbana, where 

unexpected pairings and silhouettes were 

styled in an effortlessly sophisticated way.

Must-have items: The return of the Fendi 

Spy bag, in satin; Prada pajama shirt and 

skirt paired with the patchwork shearling 

jacket; Missoni’s knit cardigan; Tod’s knee-

high boots; Max Mara shawl-collar cashmere 

knits, and Brunello Cucinelli Duo bag.

Buying process: We have spent as much 

time in showrooms as at the shows, 

continuing to strengthen our relationships 

with our Italian partners. As we navigate 

this market, we are encouraged by what 

we’ve seen, and our buys will reflect the 

pieces we believe our customers will covet 

next season.

General comment on the season: Milan 

was a week filled with tradition and tribute, 

as brands celebrated milestone collections 

while honoring their deep-rooted legacies 

in Italian fashion. With Gucci’s design-led 

collection and the recent announcement 

of Luke and Lucie Meier’s departure from 

Jil Sander, both brands now awaiting new 

creative directors, we are eager to see 

what the future holds. Overall, the season 

emphasized craftsmanship, materiality, 

and individuality, leaving us inspired to 

curate the best of the collections for our 

customers.

Tiziana Fausti
owner, 10 Corso Como and Tiziana Fausti

Favorite collections: Prada is always 

outside of the crowd, which leads to 

expressing the most interesting subjects. 

Fendi was the most sophisticated. Marni is 

always alternative. A pleasant daily from 

Bally.

Best presentation concept: Fendi for its 

centennial was one of the most anticipated 

events of the week. The engagement of 

the city and the public outside the Dolce & 

Gabbana show was very exciting.

Trendspotting: Shearling, hair, furs, 

eco-fur, menswear fabrics for jackets and 

outerwear that define the look.

Must-have items: Coats, blazers and 

bombers with contrasting details. Bags, 

stoles and accessories in eco-fur, also in a 

colored version.

Buying process: This delicate moment 

requires absolutely buying in person to 

better approach style and fabrics.

General comment on the season: Despite 

the lack of some brands on the runways, 

Milan Fashion Week offered interesting 

ideas in a context that will continue to 

Paris, where we will see the offers of young 

designers including Hodakova and Duran 

Lantink that we are exhibiting at 10 Corso 

Como as part of The Waves until March 30.

Kate Benson
chief merchant at Harvey Nichols

Favorite collection: Prada delivered an 

exceptional collection this season, with a 

grown-up interpretation of modern beauty 

and a very different structural approach to 

what was seen elsewhere. Simone Bellotti’s 

designs for Bally were also a standout 

moment, reinforcing his precise aesthetic, 

showcased perfectly on the 16th floor of 

the modernist Torre Velasca.

Best presentation concept: Inspired by 

the late Pina Bausch, the Ferragamo show, 

with its rose petal strewn runway, was a 

wonderful sequel to last season’s ballet. 

Marni’s transformation of their cavernous 

showroom into a speakeasy-style bar was 

a revelation. The close proximity of the 

models working their way through the 

audience created an energetic intimacy 

around the collection.

Trendspotting: Autumnal tones of 

burgundy, olive, mushroom and mocha 

formed the overarching palette, highlighted 

with bold shades of butter yellow, rich 

purples and scarlet. Bows, fringing and 

tassels added extravagant texture, as did 

faux fur, which was evident on a number 

of runways from Gucci to Bally. Tonal 

dressing, combined with layered texture, 

defined many of the Milanese collections. 

Must-have items: Standout skirts falling 

either just above or below the knee. Beaded 

and metallic pieces or those in unexpected 

contrasting colors to add an elegance 

and flair to otherwise pared-back looks. 

Bold, statement outerwear, whether it’s a 

dramatic faux fur trench from Gucci or a 

buttery leather red coat from Tod’s, was 

very much the anchor of many collections 

this season. Heels are back, with the 

most impactful being patent pumps with 

elongated points in a wide variety of shades

New talent: Lorenzo Serafini’s debut 

collection for Alberta Ferretti paid homage 

to the original ultra-feminine vision of the 

brand’s eponymous founder. Whilst not 

ostensibly a new talent, having worked as 

the creative director of Philosophy, it was 

exciting to see him take the reins, injecting 

a fresh vision of romanticism. 

General comment on the season: 

More than is evident most seasons, the 

oscillating movements of the fashion world 

were apparent in Milan. Joyous centennial 

celebrations for Fendi, an emotional 

farewell for the Meiers at Jil Sander and 

other rumored creative director moves 

amounted to a season of poignancy, but 

also possibilities. ■

Ferragamo
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  The Brooklyn-born  
designer was among the first 
to get into the category.

BY ROSEMARY FEITELBERG 

Culture Creators, a platform dedicated 

to amplifying diverse voices and shaping 

cultural narratives, has debuted the Creators 

Collection — with help from Karl Kani.

The longtime streetwear icon is now the 

first designer to collaborate on a limited-

edition capsule collection. Others will 

follow. Kani is also going to be mentoring 

emerging designers through a program that 

is launching through the Culture Creators 

Foundation. Geared at emerging designers 

enrolled at HBCUs, the program is accepting 

applications until April 1. Students between 

the ages of 16 and 24 are eligible.

Born and raised in Brooklyn, Kani was 

a pioneering force in the hip-hop-inspired 

category. He started out in 1989 working 

from his mother’s Brownsville apartment 

and selling to Simon’s, a specialty store 

that was popular with celebrities. After 

heavyweight boxer Mike Tyson bought 

some of Kani’s clothes, the designer’s 

career gained momentum. Kani went 

on to help define a category along with 

competitors including Russell Simmons’ 

Phat Farm, the Daymond John-supported 

FUBU and Sean Combs’ Sean John.

Kani, who has been based in Los 

Angeles for years, connected with Culture 

Creators’ founder and chief executive 

officer Joi Brown when he was honored at 

the organization’s 2023 brunch. Kani said, 

“I loved what she was doing. Our brands 

represent the street and the culture. I 

thought that by doing a collaboration, we 

could put together something really cool 

with my quality and her input.”

Available online as of today, Kani’s 

capsule with Culture Creators includes 

sheepskin leather jackets, oversize hoodies, 

wool-cotton blend beanies and other items. 

It will also be sold at select pop-up events.

With 10 freestanding stores in Japan 

and distribution in 25 countries, Kani 

said Germany, Italy and Sweden are some 

of the biggest markets for his own label. 

Through a partnership with Snipes, a 

streetwear-oriented retail chain with 

hundreds of stores in Europe and in the 

U.S., the Karl Kani European collection is 

offered in some locations. Domestically, 

the Karl Kani brand, which includes men’s, 

women’s and children’s apparel and 

footwear, is sold directly to consumer on 

the designer’s site. Global sales are $200 

million, Kani said.

“The success of Karl Kani brand goes 

as far as hip-hop goes — meaning we first 

started selling in Italy, Germany and 

Sweden because of hip-hop,” he said. “The 

kids listen to the music and now they want 

the fashion to go along with it. That’s what 

has given [the Karl Kani brand] a strong 

foothold in the international market.”

But that doesn’t mean his original fans 

have moved on. “What’s really funny is, 

when you go to Europe, guys in their 40s 

and 50s all have the same story. They will 

say how when they started wearing baggy 

jeans as teenagers, their parents would say, 

‘Oh, don’t wear those jeans. They don’t fit 

you’,” Kani said with a laugh, “They were 

kind of rebellious. That fits along the lines 

of hip-hop — that’s for sure.”

Kani continues to do some 

manufacturing in L.A., as he has since 

starting his company. “You can’t beat the 

L.A. quality. The pricing is a little bit higher, 

but the turnaround time is quick,” he said.

This fall Kani plans to bring his European 

collection to the U.S. via in-store Snipes 

activations, with the kickoff slated for the 

chain’s just-opened Flatbush outpost in 

Brooklyn. Having been on the streetwear 

scene since 1989, Kani said he is most 

surprised by how important streetwear 

is worldwide with top fashion designers. 

“The same things that were popular in the 

‘90s are popular today,” he said.

Between 1996 and 2002, he had 

endorsement deals with 15 National 

Basketball Association players like Derek 

Fisher, John Wallace and Karl Malone to 

wear his sneakers and Kani is interested 

in rekindling that part of his business. 

His entry into the footwear arena was 

serendipitous. In the pre-internet days, 

the young entrepreneur strategically held 

up a sign imprinted with his name and 

the company’s toll-free phone number 

during a live broadcast of NBC’s “Today” 

show on Rockefeller Plaza. After seeing 

that, Skechers’ chairman and CEO Robert 

Greenberg, who had been negotiating a 

deal with Kani, reached out to solidify 

the partnership. Kani recalled, “That was 

really entertaining at the time.”

Kani sporadically worked with 

entertainers, too. Combs did an ad 

campaign for his brand in 1991, and Kanye 

West did a song for one of Kani’s artists 

nearly 20 years ago. “Before Kanye got 

into the fashion business, he reached out 

to me for some insight. In return, he did a 

song for one of the artists on the Kani Life 

record label we owned,” he said.  

More secluded in “his zone in 

California,” Kani said he seldom saw West 

or Combs in the years that followed. In 

general, he prefers to keep to himself. 

But he still returns to New York City 

once a quarter. “That connection with 

Brooklyn has always been there. I need 

to come back to feel that energy. There’s 

nothing like being around where the brand 

and streetwear started. It’s unlike any 

other place in the world. I am somewhat 

secluded here in California. When I’m 

in New York, I’m on the streets for sure, 

feeling the culture.”

Looking ahead, the founder hopes to 

have a presence during Paris Fashion Week 

this fall. As for whether he has any regrets, 

Kani said, “No regrets for me — I’m good.”

  The new line furthers the two 
brands’ existing partnership. 

BY LAYLA ILCHI

GU and Undercover are furthering their 

partnership with a new apparel line. 

The Uniqlo sister brand and the 

Japanese clothing label founded by Jun 

Takahashi, respectively, unveiled on Friday 

UG, a new brand that is said to “elevate the 

initiatives between GU and Undercover,” 

according to GU.

UG’s first collection, which debuts on 

March 14, is based on the concept of “Silent/

Noise,” which includes “playful designs and 

unstructured styling that bring a slight sense 

of discomfort and surprise to everyday 

fashion,” according to both brands. 

The 19-piece collection offers new 

versions of GU staples such as sweatshirts, 

utility pants, button-up shirts, jackets and 

T-shirts designed in Undercover’s signature 

“fang camouflage” pattern, in denim and 

in a dark color palette of navy and earthy 

green. There are also items designed 

with graphics drawn by Takahashi of the 

motif “Noise Burger Shop.” The collection 

ranges in price from $5.99 to $69.99.

UG’s collection can be found at GU stores 

and its website. The brand will follow with 

its second collection dropping on April 18.

“We are thrilled to announce the launch 

of UG and our expanded partnership 

with Undercover, a brand that continues 

to push the boundaries of fashion with 

its avant-garde vision,” said Yosuke 

Hasegawa, research and development 

director at GU. “This collaboration with 

the Undercover team led Jun Takahashi 

is an exciting opportunity to blend GU’s 

commitment to empower everyone to 

enjoy fashion freely with Undercover’s 

innovative artistry. With UG, we aim to 

redefine the intersection of mainstream 

and high fashion, offering unique, forward-

thinking designs that can be enjoyed 

people around the world.”

GU and Undercover first embarked 

on their partnership in 2021, and have 

produced many collaborations leveraging 

both brands’ motifs and design codes. 

Most recently, the two brands delivered 

a 22-piece collection in September titled 

“Kosmik/Noise,” which included a range of 

track jackets, pants, stadium jumpers, logo 

tops and convertible items. 

As part of Fast Retailing Group, GU was 

launched in 2006 and operates roughly 

470 stores in Asia, primarily in Japan. 

Last September, GU opened its New York 

flagship at 578 Broadway in SoHo, marking 

the brand’s first permanent U.S. location. 

GU initially hosted a pop-up store in 2022 

near its flagship to test out the U.S. market. 

GU’s fiscal year 2023 saw revenue and 

profits increase, with revenue totaling 

$1.89 billion, up 20 percent, and operating 

profit reaching $166 million, up 56.8 

percent, according to Fast Retailing. GU 

opened 52 new stores in fiscal year 2023, 

primarily in Japan. The company has no 

current plans to open more U.S. stores.

MEN'S

GU and Undercover Unveil Clothing Line UG
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Streetwear Style-setter 
Karl Kani, Culture Creators 
Team Up for Collaboration

Styles from UG's first collection.

Karl Kani wearing one of 

the collaborative designs. 
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F A I R C H I L D  S T U D I O  X  M E G A L O O K

The new collection aims to REINVENT standard product design and give extraordinary experience to creative wigs. 

IT’S ABOUT EMPOWERING 

OUR CONSUMERS TO EMBRACE 

THEIR UNIQUE STYLE AND 

CONFIDENTLY STAND OUT.”

Megalook ProAngle Wig Launch 
Emboldens a Mission to Embrace 
Transformative, Confident Looks 

The incredible growth of wigs can be 
credited to these aesthetic-enhancing 
products becoming a symbol to many, 
representing a powerful means of 
fostering self-confidence. And leading the 
way is one of the most popular wig and hair 
extensions producers the international 
premium hair brand, Megalook. 

Megalook was founded on a mission 
to provide all women with hair options 
to make them feel more beautiful and 
confident. Its affordable styles, including 
wigs and extensions, have reached more 
than 18,600 hairstylists, and salon and 
store owners to date. 

According to the company’s data, its 
products are most popular with young 
women. Though on a deeper level, Ray, 
chief executive officer of Megalook Hair, 
said he would describe the Megalook 
consumer as “those who want to find 
their true selves and those who want to 
become whoever they want to be. They 
are young, adventurous, unique, self-
expressive tastemakers.” 

Megalook has differentiated itself 
in the market through its trendy and 
versatile styles, creative vision, belief in 
empowerment through transformation 
and innovation-forward, affordable 
selection. All Megalook products are made 
from 100 percent high-quality human hair 
and crafted by hand for premium quality. 
Styles cater to the modern woman who is 
always looking to switch up her style in a 
variety of textures and colors. 

“At Megalook, we believe in the 
transformative power of hair,” said Ray. 
“Our tag line, ‘Be Yourself, Be Mega’, 
speaks to our brand’s mission of helping 
customers confidently change their 
appearance and embrace their true 
selves. We understand the power of 
transformation, and we’re here to help 
women feel confident, empowered, and 
ready to take on the world with every 
look. With Megalook, it’s not just about 
changing your hair — it’s about embracing 
your full potential and living life in color, 
loud and proud.”

Ray explained that the ProAngle 
Wig stands out in its design made for 
instant wear, made with high-quality 
manufacturing and higher density 
compared to others on the market. It is 
soft and comfortable to wear. 

The ProAngle Wig features a unique 
curved design at the ear area as the 
highlight, the “angle” plays a dual role, 
referring both to the curve of the  
wig cap and the brand’s signature, which 
consists of several curved shapes.  
This fusion of brand characteristics  
with the new product's features 
strengthens the key memory points  
and enhances brand recognition. 

“Among most pre-everything wigs, we 
meticulously craft wigs with an ear-shaped 
temple contour to solve the problem of 
fitting behind the ears,” said Ray. “The 
precise angle design allows users to reveal 
their ears and showcase a perfect side 
profile. The ultra-glossy finish, achieved 

through premium hair sources and 
exquisite craftsmanship, makes users feel 
as if it’s their own natural, high-quality hair. 
Additionally, the unique curved design 
and magic ear tab ensure comfort while 
keeping the wig securely in place.” 

As with all of its products, the launch 
of the ProAngle Wig is the next step in 
celebrating the individuality, creativity, 
and self-expression of the Megalook 
community. Ultimately, Ray said the goal is 
to help women break their own boundaries, 
both in terms of style and self-expression. 

“We’re more than just a wig brand,” 
said Ray. “Our products are designed 
to give women the freedom to reinvent 
their look, anytime and anywhere. We’re 
passionate about providing high-quality, 
versatile wigs that make it easy for our 
customers to express their unique style, 
no matter the occasion. We lead by 
innovation, but we also inspire personal 
transformation by encouraging women to 
embrace their fullest potential.”  

To that end, Ray told Fairchild Studio 
that Megalook is constantly embracing 
the power of creativity, catering to those 
seeking the creative pursuit of infinite wig 
possibilities. “We strive to continuously 
stimulate consumers' inner self-imagination 
through innovative products. And empower 
each unique individual to step up and step 
out into the world framed in full vibrancy.”

To meet the needs of its vibrant 
consumer following further, Megalook 
launched ProAngle Wigs on Feb. 24 with 
the slogan: Live Loud, Live Colorful. The 
main selling points of the new offering, 
said Ray, is the redesigned comfort 
that designs the wig to reveal ears for a 
true-to-life hairline, lively colors and a 
comfortable fit. 

“‘Live Loud, Live Colorful’ represents 
Megalook's commitment to bold self-
expression and individuality,” said Ray. 
“For the brand, it’s about empowering 
our consumers to embrace their unique 
style and confidently stand out. Our new 
collection, with its rich colors and trendy 
styles, perfectly reflects this message, 
offering endless possibilities for women 
to express themselves. With Megalook, 
they can transform their look anytime and 
live their most vibrant, authentic selves.” 

 H
AIR WIGS AND EXTENSIONS are on the rise as consumers 
take to social media with free expression of their 
self-confident transformations. Market data from 
Grand View Research projects that the hair wigs and 

extensions market, valued at $6.46 billion in 2022, will see a 
compound annual growth rate of 8.4 percent from 2023 to 2030. 

To learn more about Megalook C L I C K  H E R E .
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  The Path to Purchase 
Institute’s annual trend study 
highlights continued growth 
in retail media investments 
alongside ongoing challenges.

BY ALEXANDRA PASTORE

Seventy percent of companies surveyed 

in The Path to Purchase Institute’s 2025 

Annual Trends Study reported plans to 

increase their retail media budgets this 

year, suggesting growth across retail media 

networks. Still, despite the potential seen 

for connecting with consumers, brands 

said that this path is not without some 

major challenges.  

The report, commissioned by 

TransUnion, surveyed CPG brand 

professionals (45 percent director level, 

33 percent manager level, 16 percent 

senior management, 3 percent head 

of business and 3 percent other), to 

determine retail media’s current hold on 

commerce marketing and advertising. The 

findings highlighted trends in retail media 

investment, engagement and performance.

“Retail media is undeniably reshaping 

the way brands connect with shoppers, 

but proving its value isn’t always 

straightforward,” said Mark Rose, senior 

director, market strategy for TransUnion’s 

retail business. “Brands face challenges 

with targeting and measurement 

consistency across retailers, as well 

as comparing ROI across retail media 

and other digital media channels. The 

key is solving these challenges with the 

development of aligned best practices 

to broaden participation in retail media 

growth industry-wide.”

According to the company’s survey, 

80 percent of marketing professionals 

“recognize the value of retail media” as 

being more or as effective as other digital 

channels. And 70 percent agreed that retail 

media spending is incremental to annual 

trade budgets.

When asked how retail media budgets 

are determined, 60 percent of respondents 

said it is determined in the annual budget, 

34 percent said it is determined campaign 

by campaign, based on objectives and 

6 percent said something else. Notably, 

however, the entirety of retail media spend 

is created from a variety of marketing 

budgets with shopper marketing leading 

the way at 28 percent of the budget 

contribution. This is followed by trade (26 

percent), national media (24 percent) and 

dedicated retail media budget (22 percent).

While respondents said they are 

planning to invest more in retail media, 

several areas were identified where 

improvement is needed. Eighty-eight 

percent said that a key priority to 

address is proof of sales life and ROI from 

campaigns. Another 45 percent called out 

the ability to prioritize comparable cross-

retailer measurements and attribution, 42 

percent called for standardized metrics 

and definitions and 39 percent emphasized 

the need for offline and online attribution.

“As retailers adopt industry standards 

they will see improved ratings,” added 

Rose. “However, retailers beyond the largest 

national platforms will also need to simplify 

and streamline how brands can partner with 

them for large-reach national campaigns.” 

Notably, brands reported that they are 

3.4-times more likely to rate the largest 

national retailer platforms favorably in 

capabilities related to scale, targeting and 

measurement.

When prompted, respondents rated 

areas with very good or excellent 

capabilities from national platforms as 

targeting (50 percent), measurement (49 

percent), traffic-driving (45 percent), sales 

growth (43 percent) and ROI (42 percent). 

In contrast, when asked the same for 

the broader retail industry (national and 

regional retailers excluding the national 

platforms) respondents rated areas with 

good or excellent capabilities as targeting 

(16 percent), traffic-driving (15 percent), 

ROI (15 percent), sales growth (13 percent) 

and measurement (11 percent).

With these findings in mind, Rose said 

that there is an overall understanding that 

“retail media can reshape how brands 

connect with consumers, but we must 

address its challenges head-on to ensure 

its actual growth meets projections, and 

in a way that enables broad participation 

across the retail industry.” He advised 

that “focus on scale, targeting and 

measurement is key to unlocking its full 

potential for everyone involved.”

BUSINESS

Brands Anticipate Increased 
Retail Media Budgets Amid 
Measurable Challenges 
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  A recent study looks at  
how the youngest generation 
is saving up for the future  
and the top 10 companies 
they’re spending on.

BY KANIKA TALWAR

A recently published report by Acorns, a 

fintech investment and wellness app, titled 

“Acorns Money Matters Report for Kids,” 

looks at how the current stress of finances 

by Generation Alpha’s parents is influencing 

how the youngest generation is dealing with 

finances — especially when considering Gen 

Alpha already commands an estimated $11.3 

billion in spending power.

The survey polled 2,000 U.S. consumers 

from the ages of 6 to 14 and 2,000 parents 

of Gen Alpha aged 24 to 72, and found that 

financial independence is a major driving 

factor in the lives of U.S. Gen Alpha.

Acorns Money Matters Report from 

earlier this year found that nearly 25 

percent of American adults believe their 

financial situation is so dire it could 

lead to homelessness — which makes it 

unshocking that children are stressed too, 

especially since they associate stress with 

money. Many children are mirroring their 

parents’ feelings toward money.

Notably, 63 percent of children and teens 

hear their parents talk about money often 

and 36 percent of them want their parents 

to speak about money more. Sixty-nine 

percent of Gen Alpha polled stated that 

they have already started or are planning 

to start a side hustle, citing earning extra 

money to spend (58 percent), saving for the 

future (31 percent) and learning skills to get 

a job in the future (27 percent) as the main 

reasons for doing so.

Gen Alphas, who are planning for life’s 

major money moments, reported that 24 

percent of them are saving for a car, 19 

percent are saving for college or other higher 

education and 11 percent are saving for a 

home. Twenty percent are even saving for an 

emergency fund — which is in stark contrast 

to the 25 percent of adults in the 2024 Money 

Matters Report who said that they don’t have 

an emergency fund and 46 percent said they 

aren’t planning to start one.

Parents are the most trusted source 

for children to learn about finances — 

81 percent said that they turn to their 

parents. Moreover, 37 percent of children 

surveyed said that they learn about 

money from social media, TV, movies and 

influencers to figure out where to shop and 

what brands they like. Outside influences 

take a stronger foothold the older children 

get, with 40 percent of 10- to 14-year-olds 

looking to social media in comparison to 31 

percent of 6- to 9-year-olds.

While side hustles are a major way 

children are saving up money, many are 

also allocating their allowances to their 

savings — especially when considering 

that 62 percent of 6-year-olds receive an 

allowance and 80 percent of children 

receive one by the age of 14.

In 2023, Acorns launched its Acorns Early 

money app and debit card for children 

and teens. On Feb. 4, the app celebrated 1 

million kid users in the U.S., which speaks 

to just how much of a financially savvy 

generation Gen Alpha is, with users earning 

$7 million in the last year.

The top 10 companies Gen Alpha 

is saving up to spend on are Amazon, 

Microsoft, PlayStation, Apple, Target, 

Doordash, Steamgames, Walmart, Roblox 

and Google — with gaming, technology 

and digital marketplaces being the major 

consumer spending categories.

“We can offer the next generation 

a lifetime of financial wellness if we 

set them up with the right tools and 

knowledge early on,” said Noah Kerner, 

chief executive officer of Acorns. “It’s 

encouraging to see how mindful Gen Alpha 

already is about financial security, and 

how quickly Acorns Early is growing and 

making an impact.”

CONSUMER BEHAVIOR 

Gen Alpha Is Already Thinking About Their Financial Futures 

Seventy percent of CPG 

brand professionals 

said that retail media 

spending is incremental 

to annual trade budgets. 

Sixty-nine percent of Gen Alpha polled stated that they have 

already started or are planning to start a side hustle.
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Fashion Scoops

Celebrating 
At Antonia
The Milan Fashion Week 

calendar marked two events 

taking place at luxury 

retailer Antonia thisi season.

The multibrand 

store celebrated the 

collections of the New 

York-based brand Khaite 

and of Applied Art Forms, 

designed by Guy Berryman, 

Coldplay’s bass player.

Khaite unveiled its spring 

2025 collection with an in-

store cocktail and a special 

display running through 

Thursday. The event was 

followed by a dinner with 

the brand’s founder and 

designer Cate Holstein at 

the 10_11 restaurant inside 

the Portrait hotel. 

The temporary corner 

at Antonia of Applied 

Art Forms, based in 

Amsterdam, will be on 

display until Thursday. It 

offers the brand’s two lines: 

the Atelier Collection and 

the AAF Collection. 

The former “draws 

inspiration from vintage 

sartorial garments and 

antique Dutch workwear 

styles,” Berryman said. It’s 

made in Japan, Italy and 

Portugal, and features 

leather jackets, refined 

shirts, oversized cardigans, 

and canvas worker pants. 

Key styles include the 

Dutch worker jacket, made 

from heavy cotton canvas 

and featuring a double-

breasted closure with horn 

buttons. Berryman said this 

was inspired by a Dutch 

jacket worn in local fishing 

communities in the late 19th 

century, one of which he 

owns since he is a collector 

of vintage garments.

The AAF Collection 

combines workwear 

influences with an 

aesthetic drawn from 

Japanese street culture. 

Key styles include the 

mountain parka, which 

is inspired by mid-20th 

century mountaineering 

jackets with the addition of 

a modern silhouette.

— ANDREA ONATE

Landing  
In Milan
The arrival of Gentle 

Monster in Milan did not go 

unnoticed.

On Friday night during 

Milan Fashion Week, the 

eyewear brand held a 

special event at its first 

store in Europe located 

inside the concept store 

10 Corso Como. The 

new space spans 1,022 

square feet and presents 

cybercore aesthetics, raw 

patterns, sheer materials 

and a silver color palette 

mixing classic with 

futuristic features. 

The store carries the 

brand’s jewelry collection, 

the Bold collection 

and Gentle Monster’s 

bestsellers. Also, the brand 

offered a first look at its 

third collaboration with 

Maison Margiela, which was 

celebrated by a temporary 

abstract human-shaped 

installation placed in the 

center of the store.

The collection includes 

20 eyewear styles — 

eight sunglasses and 12 

spectacles — that merge 

cyber-core style, metallic 

materials, cable temples 

and Maison Margiela’s 

iconic four white stitches. 

The statement pieces 

are available in silver and 

green metallics, as well 

as signature colors like 

black, gray, navy, ivory, 

red and tortoiseshell. 

Among the designs are 

three silhouettes set on 

super-light structures, 

as sunglasses with gold 

frames and as spectacles 

with silver frames. Two 

silhouettes are set on 

silver-tagged wire temples: 

a cat-eye version in black, 

gray and red and a wide 

round lens in black, brown 

and tortoiseshell.

The Margiela 

eyewear campaign was 

photographed and directed 

by Jordan Hemingway, 

which reflects on the 

alienation and attraction 

between humans and 

cyborgs. On Thursday, to 

mark the release of the 

collaboration, several 

stores around the world 

will host installations 

dedicated to the collection 

and its themes. 

Gentle Monster counts 

72 stores worldwide in 

cities such as London, 

Los Angeles, Singapore 

and Shanghai. Since its 

foundation in 2011, the 

company has collaborated 

with luxury brands such as 

Moncler, Coperni, Fendi and 

with the likes of actress 

Tilda Swinton and South 

Korean singer Jennie.

— A.O.

Stepping 
Down
Priya Shukla has resigned 

her role as senior vice 

president of global 

communications at Vera 

Wang. She had been with 

the luxury apparel brand for 

nearly 20 years.

“Priya is one of the most 

talented PR executives I’ve 

had the pleasure of working 

with. I wish her nothing but 

the best,” Vera Wang said.

Shukla told WWD, “I have 

had the incredible honor 

of working for an icon 

and trailblazer for almost 

20 years. It has been the 

education of a lifetime. I 

have enormous respect for 

Vera, and she will always be 

a mentor to me.”

Shukla said she plans to 

take some time off and then 

look into new opportunities.

As senior vice president 

of global communications, 

Shukla oversaw corporate 

communications, PR 

strategy, advertising, 

events and philanthropy. 

She has become widely 

recognized for cultivating 

and spearheading 

relationships with 

celebrities and VIPs, and 

consistently ensuring 

Wang’s red carpet 

presence.

Hailing from Sydney, 

Australia, Shukla started 

her career at Vera Wang 

as the designer’s executive 

assistant and parlayed that 

into PR management roles 

of increasing responsibility. 

Before joining Vera Wang, 

she worked at Ralph Lauren.

As reported, Wang sold 

her 35-year-old luxury 

lifestyle brand to WHP 

Global in December. Wang’s 

brand today generates 

more than $700 million in 

annual retail sales across 

categories including 

women’s apparel, bridal, 

men’s tuxedos and suiting, 

fine jewelry, fragrance and 

home, among others. The 

game plan calls for further 

expansion of her bridal 

and ready-to-wear brand 

internationally, expansion 

into hospitality, adding more 

categories of business, and 

growing the categories they 

already have.

Wang continues as 

founder and chief creative 

officer of her brand and will 

become a shareholder of 

WHP Global.

 — LISA LOCKWOOD

Larger 
Partnership
Anthropologie has 

expanded its partnership 

with Nest, a nonprofit 

dedicated to empowering 

artisans and makers.

The partnership will 

include a six-month 

fellowship program, in-

store activations, and 

events throughout the U.S. 

In addition, Anthropologie 

will commit to a $100,000 

annual corporate donation 

to support Nest’s mission.

“We’re honored to kick off 

Women’s History Month by 

announcing the expansion 

of our partnership and 

fellowship program with 

Nest,” said Kate Haldy, head 

of PR, communications and 

impact at Anthropologie 

Group. “Over the past two 

years we have been deeply 

inspired by the incredible 

work our friends at Nest are 

doing to uplift and empower 

artists and makers across 

the country. We are excited 

to deepen our commitment 

to this impactful journey, 

expanding our support 

and creating even greater 

opportunities for these 

talented communities in 

2025 and beyond.”

The new Anthropologie 

x Nest Fellowship Program 

will provide five recipients 

with support and mentoring 

from key Anthropologie 

team members across 

the organization as well 

as the opportunity to sell 

their work commission-free 

through Anthropologie’s 

stores and digital 

marketplace beginning in 

the fall.

“We are excited to 

build upon our long-

standing partnership with 

Anthropologie in 2025 and 

provide more business 

development and market 

opportunities for U.S. 

makers, artisans and 

creative entrepreneurs,” 

said Rebecca van Bergen, 

founder and executive 

director at Nest. “Through 

in-store pop-ups and our 

new fellowship program, 

we aim to elevate emerging 

makers by giving them 

access to professional 

development, expert 

mentorship and increased 

exposure through 

Anthropologie’s stores and 

digital marketplace. Our 

collaboration celebrates 

the creative community and 

aims to foster sustainable 

growth for participants, 

ensuring they have the 

tools, platforms and 

opportunities to thrive.”

To celebrate the 

expanded partnership, 

Anthropologie will host a 

Women’s History Month 

Panel on Thursday in New 

York. The event will feature 

key executives from both 

Anthropologie and Next, 

alongside a selection of 

local artisans and makers 

from Nest. In addition, on 

Saturday, Anthropologie’s 

New York City, Los Angeles 

and Chicago stores will 

host Nest artisans and 

makers for community 

pop-up markets, where 

customers can shop 

exclusive products while 

supporting local women-led 

businesses. — L.L.

Guy Berryman at 

Antonia in Milan.

Anthropologie has extended its 

partnership with Nest, which 

empowers artisans and makers. 

Priya Shukla 

Maison Margiela x Gentle Monster collection.

ON THIS  

D A Y
New York's elite thrive in the wintertime 

and have the outerwear to prove it, as shiny 
black minks and well-tailored overcoats 

stood out as top picks for Nancy Kissinger, 
Jackie Rogers and Pierre Bergé, as seen in 
WWD on March 3, 1982.  — Jasper Brown


