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Fashion. Beauty. Business. 

Prize Night
The fashion pack turned 

out in Paris to meet the 

semifinalists of the LVMH 

Prize, many of whom 

focus on menswear.  

Pages 8 and 9

Backing Days
Ferragamo gave a firm 

statement of backing 

for creative director 

Maximilian Davis even as 

sales fell last year.

Page 4

Doing Better
Macy's Inc.'s focus  

on its best-performing 

stores helped it turn 

a profit in the fourth 

quarter.  

Page 2

For her third runway show at the creative helm of  Chloé, Chemena Kamali explored a wider variety of moods,  
eras and wearing occasions for multifaceted women, proposing meaty, fur-trimmed coats for day, and  

nightgown-like silk dresses for after hours. For more on the Paris shows, see pages 10 to 17.
PHOTOGRAPH BY EMILY MALAN

Night and Day
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  CEO Tony Spring cited 
progress in the company's 
Bold New Chapter three-year 
strategy launched a year ago.

BY DAVID MOIN

Macy’s Inc., continuing to invest in its best 

stores while shedding poor-performing 

locations, showed progress in the fourth 

quarter of fiscal 2024 by turning profitable 

and posting a small comparable sales gain.

Net income for the fourth quarter 

ended Feb. 1 was $342 million, or $1.21 per 

diluted share, compared to a loss of $128 

million, or $0.47 per diluted share in the 

year-ago period.

Operating income rose to $500 million, 

from a loss of $149 million in the year-ago 

period.

Adjusted earnings before interest, 

taxes, depreciation and amortization, 

which excludes charges associated 

with restructurings, impairment and 

settlements, reached $903 million versus 

$1.1 billion in the year-ago period.

Net sales decreased 4.3 percent to $7.8 

billion, though comparable sales were up 

0.2 percent on an owned, licensed and 

marketplace basis. It should be noted that 

the fourth quarter of fiscal 2024 included 

13 weeks, while the fourth quarter of fiscal 

2023 had 14 weeks.

“We are pleased with the progress we’ve 

experienced in our Bold New Chapter 

strategy,” Tony Spring, Macy’s Inc.’s 

chairman and chief executive officer, told 

WWD, just after the retailer released its 

fourth-quarter and year-end results. “We 

are entering 2025 in a stronger position 

than 2024 and with more confidence and 

conviction in our strategy.”

But Spring tempered his remarks, 

saying, “because we are seeing a level of 

consumer uncertainty, we have a more 

cautious level of guidance” for 2025.

He’d like to see even more progress 

in the business soon. “I’m hungry. I 

want more. We’re determined, but let’s 

recognize the progress made,” Spring said.

The company is projecting 2025 sales 

of between $21 billion and $21.4 billion or 

about $1 billion less than the $22.3 billion 

generated in 2024. Comparable sales are 

projected down 2 percent to 0.5 percent, 

and “go-forward” sales are seen down 2 

percent to flat. Adjusted diluted earnings 

per share are seen at $2.05 to $2.25, 

compared to $2.07 per share in 2024.

Wall Street early Thursday morning 

showed disappointment with Macy’s sales 

results and projections by lowering the 

stock price slightly. At the close of the 

market, and after the conference call with 

management, the stock was down 0.7 

percent to $13.22, which is well below the 

52-week high of $22.10.

Like other retailers, Macy’s Inc. 

faces what Spring considers “myriad 

unknowns.” That would include the 

impact of the Trump administrations’s 

new tariffs on China, Canada and Mexico 

triggered this week, stock market 

gyrations, persistent inflation with 

high food and housing costs, declining 

consumer confidence and Americans 

lately curtailing their spending, in the 

aftermath of a solid holiday selling period 

for retailers.

Generally, retail executives sense 

heightened uncertainty in the air this year 

compared to last year, which after the 

presidential election and declines in the 

prices of general merchandise and oil, saw a 

spike in spending during the holiday season. 

The impact of tariffs on retailers during 

the first quarter is expected to be minimal 

but retailers’ acknowledge it’s difficult to 

gauge further into the future in light of the 

administration’s fast-changing tactics.

“For the year, the merchandising team 

continued its assortment matrix evolution, 

including the ongoing private brand 

enhancements, adding more relevant 

national brands, scaling other brands to 

additional doors and editing brands that 

are no longer serving our customer,” 

Spring said during the conference call. 

“Digital improved its site navigation search 

engine optimization and introduced a 

more competitive pricing algorithm, 

leading to a return to positive comps in the 

fourth quarter.”

Macy’s Bold New Chapter strategy 

involves investing in “go-forward” 

departments with increased staffing in 

high-traffic areas such as women’s shoes 

and fitting room areas, fresher products 

and improved visuals. The retailer 

previously indicated that due to what it 

saw as a positive consumer response to the 

first 50 Macy’s locations getting the most 

attention, an additional 75 Macy’s locations 

in fiscal 2025 will receive similar increased 

investments in assortments and service. 

Macy’s has designated 350 go-forward 

department stores, and is closing about 

150 department stores.

The strategy also centers around 

“accelerating and differentiating luxury” 

and striving for organic growth and store 

expansion at both Bloomingdale’s and 

Bluemercury, Spring said. Three Bloomie’s 

stores including the first women’s only 

Bloomie’s location opened last year. 

Bloomie’s are scaled down, specialized 

versions of the full-line Bloomingdale’s 

department stores.

Bloomingdale’s has a particular 

opportunity to capitalize on the vendor 

issues at Saks Global, and is believed to 

have been able to increase distribution with 

certain brands to additional locations, and 

added a few brands to the mix. The fact 

that Bloomingdale’s is profitable and not 

overstored, operating just 32 department 

stores, furthers the opportunity.

Last year, 17 Bluemercury stores were 

opened and seven were remodeled. Fifteen 

percent of the Bluemercury store base has 

been updated. Spring said that Bluemercury 

is also pursuing new brand partnerships.

A third focus of the strategy involves 

“simplifying and modernizing end-

to-end operations, creating a more 

efficient network that benefits the entire 

organization,” Spring said. “In fiscal 2024, 

we meaningfully improved our ability to 

meet customer demand. We improved 

both the percentage of orders delivered 

in five days or less and replenishment 

in-stocks by about 400 basis points and 

shortened the amount of days from when 

an order is placed to ship by roughly 1,100 

basis points, all while maintaining strong 

inventory discipline which enabled us to 

end the year with improved inventory 

composition and lower aged inventories.…

As we focus on go-forward business 

performance, we are cognizant of the 

external environment and the ongoing 

myriad unknowns.”

Comparable owned, licensed and 

marketplace sales growth at Macy’s First 

50 locations, Macy’s digital channel, 

Bloomingdale’s and Bluemercury was 

offset primarily by weakness in Macy’s 

non-First 50 and non-go-forward locations.

Macy’s Inc. go-forward business 

comparable sales were up 0.6 percent on 

an owned, licensed and marketplace basis.

By division, Macy’s net sales were down 

5.3 percent, with comparable sales down 

0.9 percent on an owned, licensed and 

marketplace basis.

Macy’s go-forward business comparable 

sales were down 0.5 percent on an owned, 

licensed and marketplace basis. First 50 

locations comparable sales were up 1.2 

percent on an owned-plus-licensed basis.

Bloomingdale’s net sales were up 2 

percent, with comparable sales up 6.5 

percent on an owned, licensed and 

marketplace basis.

Bluemercury net sales were up 2.4 

percent and comparable sales were up 6.2 

percent on an owned basis.

Other revenue of $239 million, including 

those from credit cards and the Macy’s 

Media Network, decreased $16 million, or 

6.3 percent.

For all of 2024, Macy’s Inc.’s net sales 

decreased 3.5 percent to $22.3 billion, with 

comparable sales down 0.9 percent on an 

owned, licensed and marketplace basis.

Macy’s Inc. go-forward business 

comparable sales were down 0.6 

percent on an owned-plus-licensed-plus-

marketplace basis.

By division, Macy’s net sales were down 

4.2 percent, with comparable sales down 

1.6 percent on an owned, licensed and 

marketplace basis. Macy’s go-forward 

business comparable sales were down 

1.3 percent on an owned, licensed and 

marketplace basis.

Bloomingdale’s net sales were up 1 

percent, with comparable sales up 2.5 

percent on an owned, licensed and 

marketplace basis. Bluemercury net sales 

were up 2.8 percent and comparable sales 

were up 4 percent on an owned basis.

Asset sale gains of $144 million were 

$83 million higher. As part of its Bold New 

Chapter strategy, the company closed 64 

non-go-forward Macy’s locations which 

contributed to current year asset sale gains.

The Macy’s division this year has begun 

operating under the cost accounting 

method, which Spring said brings more 

transparency into item-level profitability, 

including the cost of goods and discounts, 

and should result in better buying and 

execution.

“As we close out the first year of the Bold 

New Chapter strategy, investments in the 

customer experience enabled us to achieve 

our highest comparable sales of the year, 

our best performance in 11 quarters,” 

Spring said in a statement Thursday. “At 

Macy’s, our ‘First 50’ locations delivered 

four quarters of increased sales, while 

our luxury nameplates — Bloomingdale’s 

and Bluemercury — achieved accelerated 

annual sales growth. As we enter the 

second year of our strategy, we plan 

to scale initiatives that are resonating 

with our customers to drive long-term 

profitable growth and further unlock 

shareholder value.”

Adrian Mitchell, Macy’s Inc.’s chief 

operating officer and chief financial officer, 

added, “Building on our momentum, 

we continue to elevate the customer 

experience, deliver operational excellence 

and make prudent capital investments. We 

remain committed to generating healthy 

free cash flow and returning capital to 

shareholders through share buybacks and 

predictable quarterly dividends.”

BUSINESS

Macy’s Turns Profitable in Q4 
The Macy's Herald 

Square flagship. 

Tony Spring 
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  After years of being down in 
the dumps, Gap Inc. for the 
past four quarters has been on 
firmer footing and working to 
inject greater relevancy and 
better product into its brands.

BY DAVID MOIN

Gap Inc. posted fourth-quarter gains 

across several metrics, keeping its 

turnaround momentum.

The San Francisco-based specialty 

retailer reported fourth-quarter net 

income of $206 million, or diluted 

earnings per share of 54 cents, compared 

to net income of $185 million, or 50 cents 

per diluted share, in the year-ago period.

Operating income in the quarter ended 

Feb. 1 was $259 million, versus $214 million 

in the year-ago period.

Comparable sales, driven by strong 

shopper response to denim and active 

categories, rose 3 percent, marking the 

retailer’s fourth straight quarter of comp 

gains.

Net sales of $4.1 billion were down 3 

percent compared to last year. But fiscal 

2024 results are based on a 52-week 

year, whereas fiscal 2023 had 53 weeks. 

There was 7 percentage points of negative 

impact from the weekly calendar shifts so 

excluding the extra week of a year ago, net 

sales for the fourth quarter of 2024 were 

up 4 percent.

“We are extremely proud of the progress 

we are making in driving sales and market 

share gains, and we are making really good 

progress on our gross margins with better 

product and inventory management and 

great progress on reducing expenses,” 

Richard Dickson, president and chief 

executive officer of Gap Inc., told WWD.

Dickson said expenses were down $100 

million year-over-year, which he attributed 

to “real rigor in the details of expenses and 

continuing to find efficiencies.”

Dickson added that the company was 

very pleased with holiday results, which 

he said exceeded financial expectations. 

“All four brands gained market share 

which really demonstrates the strength 

we are building with the consumer and 

the industry.” He said Gap Inc. has gained 

market share for eight consecutive quarters.

“We are excited about 2025,” Dickson 

said, adding that the company is 

determined to continue to innovate to 

sustain its momentum.

He did say that the first quarter of 

2025 “started slowly” with the weather 

very cold in February. “As the weather 

normalized, we started seeing better 

trends.” He cited soft fabrications and ultra 

soft jeans, as well as pastels trending well, 

and that he anticipates “a great spring for 

dresses,” including recent initiatives to 

bolster the category at Old Navy.

There’s been widespread industry 

concerns as consumer confidence 

has been dropping this year and that 

Americans are inclined to pull back 

on their spending due to the nation’s 

persistent inflation and high living costs. 

Asked to comment on the consumer 

mindset, Dickson said, “We are always 

studying the consumer. We saw growth 

across all income cohort groups in the 

fourth quarter, with market gains in lower-

income groups shopping Old Navy, and 

‘outsized’ share gains at Gap, led by Gap’s 

top- and middle-income cohorts. Our 

portfolio brands appeal to a wide range of 

consumers. That’s a distinct advantage,” 

Dickson said.

In other fourth-quarter results, store 

sales decreased 4 percent and online sales 

decreased 2 percent compared to last 

year, both inclusive of the negative impact 

related to operating with one less week. 

Online sales represented 41 percent of total 

net sales.

By division, Old Navy’s fourth-quarter 

net sales of $2.2 billion were down 3 

percent compared to last year; comparable 

sales rose 3 percent. “The brand continues 

to win in key categories, like active and 

denim, with innovation and newness 

driving strength and market share gains,” 

Gap Inc. indicated.

Gap brand’s fourth-quarter net sales 

of $980 million were down 3 percent 

compared to last year; comparable sales 

rose 7 percent. “Gap is executing the brand 

reinvigoration playbook with excellence, 

driving increased relevance and revenue,” 

the company indicated. 

Banana Republic’s fourth-quarter net 

sales of $545 million were down 4 percent 

compared to last year; comparable sales 

rose 4 percent. “The brand saw notable 

improvement in its women’s business 

during the quarter and continues to build 

on its strength in men’s,” Gap Inc. reported.

Athleta’s fourth-quarter net sales of $396 

million were down 5 percent compared to 

last year; comparable sales were down 2 

percent. “Athleta maintained market share 

in the quarter, but there is still work to do 

to improve the brand’s execution in order 

to position it to regain momentum,” the 

company noted. While more fashionable 

pieces have been selling, Dickson said 

there’s been a lack of exciting core product.

Gross margin of 38.9 percent was flat 

versus last year. Merchandise margin 

increased 20 basis points versus last year.

“We ended the year delivering another 

successful quarter, exceeding financial 

expectations and gaining market share for 

the eighth consecutive quarter,” Dickson 

said in his prepared statement.

“For the full year 2024, Gap Inc. 

delivered positive comps in all four 

quarters, achieved one of the highest 

gross margins in the last 20 years and 

meaningfully increased operating margin 

versus the prior year. These strong results 

are underpinned by the momentum we’re 

seeing in our operational execution, 

our culture and the reinvigoration of 

our brands as they climb in the cultural 

conversation,” Dickson said.

“Looking ahead, 2025 represents 

an exciting step in our ongoing 

transformation as we continue to drive 

toward becoming a high performing house 

of iconic American brands that delivers 

long-term value for our shareholders.”

For all of 2024, net sales of $15.1 billion 

were up 1 percent compared to the prior 

year, inclusive of about 1 percentage point 

of negative impact from the loss of the 

53rd week. Excluding this impact, net sales 

grew 2 percent year-over-year. Comparable 

sales were up 3 percent.

By division, Old Navy’s full-year net sales 

of $8.4 billion were up 2 percent versus 

last year; comparable sales rose 3 percent.

Gap’s full-year net sales of $3.3 billion 

were flat versus last year; comparable sales 

rose 4 percent.

Banana Republic’s full-year net sales 

of $1.9 billion were flat versus last year; 

comparable sales were up 1 percent.

Athleta’s full-year net sales of $1.4 billion 

were down 1 percent versus last year; 

comparable sales were flat.

BUSINESS

Gap Inc. Sustains 
Momentum, Reports Q4 
Profit and Comp Sale Gains

Gap for spring 2025.

Gap Inc.’s 

Richard Dickson 

at the New York 

Stock Exchange 

last summer.
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  This time, the CEO brought  
his new brand presidents 
to pitch their growth plans 
directly to analysts.

BY EVAN CLARK

Bracken Darrell has been on a mission 

to reinvent VF Corp. since becoming 

president and chief executive officer in 

August 2023. 

And he’s been busy.

The former Logitech chief and turnaround 

artist sold off Supreme to pay down debt, 

cut costs, reset the operating structure and 

installed new leadership, almost across the 

board, putting fresh eyes on The North Face, 

Vans, Timberland and Dickies.

In October, he took his turnaround to 

Wall Street with an investor day that laid out 

the corporate nuts and bolts. On Thursday, 

he was back with part two, introducing the 

brand presidents to analysts and investors.  

Darrell said the company’s brand 

presidents now “own” their businesses 

globally, but that their focus is on “product 

creation and brand building.” 

Meanwhile, he is continuing to rebuild 

and update the VF superstructure, which 

is intended to power those brands and not 

get in the way.

“Growth is not just going to come from 

what we do within each brand, but how we 

build those key capabilities that will enable 

us to leverage the multibrand platform 

across VF and turn it into a competitive 

advantage,” Darrell said. 

“We’re adopting best-in-class processes, 

a standard way throughout the company in 

each area. This will happen over the years, 

and we’re calling this the VF Way. Take 

product creation. Previously, there were over 

30 processes for creating products across our 

regions and brands, none of which were the 

best in class. The VF Way now replaces these 

30 ways of creating product with a single 

unified approach across the enterprise — one 

vocabulary, one process, one way.”

But the CEO was quick to stress that 

while VF is standardizing, it is not 

centralizing — an approach used by many 

multibrand houses in the past that has led 

to products that inevitably start to look too 

similar from brand to brand. 

“This is the opposite of a consolidation 

move where more is run from the top, our 

top is going to be fine,” Darrell said. “In 

our world, almost everything can be run 

closer to the customer.”

While VF is still in the process of getting 

its house back in order, it’s a house that 

will eventually have room to accommodate 

additional businesses. 

“One day we will likely go back and 

buy good brands and underleveraged 

businesses as we did with Vans and The 

North Face years ago,” Darrell said. 

VF’s return to Wall Street on Thursday 

wasn’t greeted kindly, however. 

Shares of the company fell 12.3 percent 

to $20.56, but BMO analyst Simeon Siegel 

attributed that not to anything VF said 

at the meeting, but to the market, where 

other fashion companies have been beaten 

up recently because of concerns over 

tariffs and consumer confidence. 

“Because VF had their analyst day on the 

calendar, its stock held in whereas the rest 

of the consumer discretionary group has 

seen pressure,” Siegel said.

VF is also coming to market pitching a 

vision of a better future when investors are 

looking for something more solid. 

“Rightly or wrongly, there is minimal, if 

any, appetite to invest in a turnaround, to 

invest in hope,” Siegel said. “Valuations for 

businesses that are not flawless continue to 

get pummeled.” 

It’s a dynamic that in itself could be an 

opportunity. 

“That begs the Buffett question,” the 

analyst said, referring to famed value 

investor Warren Buffett. “Is this when 

[savvy investors] are going to be greedy, 

when everyone else is fearful?”

While Wall Street is still gauging just how 

to treat VF’s stock, the analysts have had a 

chance to take the measure of the CEO.

“We’ve all met and know Bracken,” 

Siegel said. “Bracken has continued to 

show that he under-promises and over-

delivers, that when he offers something up, 

it’s to be believed.”

What he was offering up on Thursday was 

a cadre of recently installed brand presidents 

who laid out plans for big things ahead. 

Here’s what leaders of some of the 

company’s biggest brands had to say. 

Sun Choe
global brand president, Vans

While Sun Choe really came into the 

spotlight while at Lululemon Athletica Inc., 

there’s something grittier beneath what 

she called the “polish” of adulthood at the 

meeting — an Asian kid growing up in the 

preppy monoculture of suburban Maryland 

and ardent member of the D.C. punk scene. 

So stepping in to lead Vans was a return 

to her youth.

And she’s been working to get Vans back 

to its own hardscrabble roots. 

“The brand wandered away in pursuit 

of chasing trends at the expense of 

core consumer focus,” Choe said. “We 

expanded into value channels and 

devalued the brand itself. We ended up 

with the consumer who adopted us early 

in life. We lost sight of who we are. It was 

a mistake [made by former management] 

and we’re fixing it. We’re reconnecting 

to the authentic values of our early days, 

the pioneering spirit that tapped into 

overlooked niche activities and kick-started 

an action sports movement.”

Vans has been reducing its reliance 

on the value channel and reset in the 

marketplace, while pivoting to a more 

expansive vision of the brand. 

“While we’re proud to have such 

broad-based unisex appeal, it’s the female 

audience that really moves the needle 

in revenue and brand culture,” Choe 

said. “Women need to be a critical part 

of the Vans community, which has up 

to now luxuriated in its badass heritage 

of skateboarding, traditionally a male-

dominated sport.

“Revenue from women is at an eight-

year low at Vans,” she said. “Let that sink 

in. That’s almost a decade. In my previous 

lives, that would have been a five-alarm fire. 

It’s not going to fix itself. We’re not going 

to grow out of it. Before we hit a decade, 

we have to reverse that slide. Our casting 

isn’t awesome, our photography is flat, and 

our styling is missing the mark with young 

audiences. It’s been addressed and you’ll 

see that. We need to design for her.”

Caroline Brown
global brand president, The North Face

Caroline Brown came to The North Face 

last year with a long résumé in fashion, 

including a stint as CEO of Donna Karan 

International. 

So Brown said she is often asked if she’s 

going to turn The North Face into a fashion 

or luxury brand. 

“This is very easy to answer,” she told 

analysts. “Absolutely not. The North Face 

is so much more.

“But there are some aspects of these 

segments that are applicable here, and 

we will take advantage of those,” she 

said. “We can be a performance company 

and also have beautifully designed and 

elevated products. We can extend our 

range of products and price points while 

still offering the core collections that we 

are known for. We can be aspirational in 

marketing and in the marketplace and still 

reach a very broad consumer base.”

While The North Face hasn’t always 

done this in the past, she said the brand 

would now. 

“At its core, The North Face is and 

always will be a brand that protects 

athletes in the most extreme conditions,” 

she said. “It has proven itself over and 

over on the harshest piece on Earth and it 

delivers performance when it matters. It is 

full of grip and toughness. It is much more 

than just the products we make.”

The brand — which has been VF’s 

strongest performer — has 7,000 points 

of distribution, 6,000 employees and 

produces over 80 million products a year. 

But Brown said the business can be “far 

bigger,” tapping into both the hard-core 

athletes and the people who are simply 

inspired by “spirit of adventure.”  

“This reach from one extreme to 

another is rare and it is one of our biggest 

assets,” she said. “We have a solid on both 

edges of this brand and it is this balance 

that makes us the biggest yet.”

To take full advantage of that, the 

company is making significant changes 

in its product strategy. It is editing down 

from 20 categories to focus on just three 

(snow, climb and trail), while elevating 

design, offering full head-to-toe looks and 

embracing a “new creative design language 

that will be instantly recognizable.” 

Nina Flood
global brand president, Timberland

Nina Flood said Timberland is much more 

than its iconic yellow boot. 

“Timberland is deeply ingrained in 

culture and has a powerful connection 

with consumers in a world full of 

trademarks and brands,” she said. 

The trick is to effectively capitalize  

on that.

Flood said Timberland “hasn’t clearly 

been articulating the power of this brand. 

Instead, it started chasing trends and 

straying from its core identity.”

Now the company is focusing in on  

its core. 

“Our goal in footwear is to reclaim our 

position in leather leadership, innovate 

on comfort fit and weather readiness, 

and always be unapologetically bold and 

uncompromisingly crafted for apparel,” 

Flood said. “It’s a smaller part of business 

today with tremendous opportunity here.”

BUSINESS

CEO Bracken Darrell Brings VF Corp.’s 
Reinvention Back to Wall Street

Bracken Darrell

Emily 

Ratajkowski  

at an event 

cohosted by 

The North 

Face in  

New York. 
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  The company will  
close most of its stores  
and focus more on an  
online fast-fashion model. 

BY JEAN E. PALMIERI

Forever 21 is preparing for its second 

bankruptcy filing — which could happen 

as early as this weekend, according to 

sources — as it shifts to more of an online 

model in the U.S. and searches for a new 

operator to keep a small percentage of its 

top-performing 350 stores in operation.

The bankruptcy would be for the 

company’s U.S. operating company, 

meaning that its intellectual property is 

not impacted.

The fast-fashion teen retailer, which was 

founded in Los Angeles in 1984 by South 

Korean immigrants Do Won Chang and his 

wife Jin Sook Chang, has been in the media 

spotlight for the past few weeks following 

Worker Adjustment and Retraining 

Notification, or WARN, notices that have 

been filed in California and Pennsylvania 

indicating that nearly 700 people in those 

states will be laid off. More than 350 work 

at the company’s headquarters in Los 

Angeles, which is also slated for closure, 

and the rest at the company’s stores.

Forever 21 was purchased out of 

bankruptcy for around $300 million in 

February 2020 by Authentic Brands Group, 

Simon Property Group and Brookfield 

Property Partners, which bought the 

intellectual property and operating 

businesses. Today Authentic owns the 

intellectual property and the operating 

company is a separate entity, Forever 21 

Opco, which would be the business filing 

bankruptcy. At the time of the sale, the 

new owners had hoped to keep all 448 U.S. 

stores open along with the couple hundred 

it operated internationally.

In early January, Authentic, Simon, 

Brookfield and Shein came together to 

form Catalyst Brands, a new $9 billion 

organization consisting of six retail chains 

and more than 1,800 stores under the 

brands Aeropostale, Brooks Brothers, Eddie 

Bauer, Lucky Brand, Nautica and JCPenney. 

Absent from that list was Forever 21 and the 

companies said at that time that they were 

exploring strategic options for the business. 

However, the Forever 21 operating company 

was not part of that merger.

Jamie Salter, chief executive officer 

of Authentic, has said publicly at an ICR 

conference that acquiring Forever 21 was 

“probably the biggest mistake I made.” But 

the dealmaker and his partners and internal 

team have come up with a plan to keep the 

business operating, albeit in a different form.

Sources said its owners are in advanced 

negotiations to transition the Forever 21 

U.S. license from Catalyst Brands to new 

direct-to-retail partners who will operate 

the business primarily online.

But its owners are not giving up on  

the stores completely and are looking for 

an operating partner to keep some 100 

of its highest-traffic units in operation, 

sources said.

At the same time, the mix in those 

stores will shift. The plan, according to 

sources, would be to create monthly 

curated drops designed and manufactured 

following detailed analysis of consumer 

shopping preferences. This is a model 

that Shein uses quite successfully with its 

trend-oriented merchandise offering.

At the same time, Forever 21 will also 

focus more heavily on wholesale and is 

seeking a licensee to create a factory-to-

retail model that can design and produce 

the bulk of the collection within 90 days, 

with some product launching in as little as 

60 days.

This is expected to increase margins 

from the 40 to 50 percent seen in a typical 

wholesale model to between 60 percent 

and 70 percent. Authentic has tested this 

factory-to-retail model in international 

markets with success, sources noted.

From the wholesale perspective, 

JCPenney will continue to carry the 

collection as its fast-fashion anchor in 

more than 650 stores, and Amazon, which 

already sells the product, is preparing to 

capitalize on the new, faster production 

cycle, which could significantly expand its 

business with the brand.

Shein also carries Forever 21 on its 

marketplace, a deal Salter inked in the fall 

of 2023. The Shein platform boasts more 

than 150 million users.

Authentic is close to securing a design 

and supply chain operator that can produce 

merchandise within this time frame.

At its peak, Forever 21 had sales of $4.1 

billion, employed 43,000 people and 

operated in 57 countries. Early on, its 

primary competitors were H&M and Zara 

but today, the Chinese behemoths Shein 

and Temu have become the poster children 

for the fast-fashion model. In addition, 

Forever 21’s stores are often too large and 

the company had expanded too quickly.

A bankruptcy filing in the U.S. would 

not impact the Forever 21 stores operated 

under license internationally.

  The lawsuit by the  
jewelry designer alleges  
unpaid consulting fees  
and sales royalties.

BY LAYLA ILCHI

Pamela Love is suing the beneficial 

owners of accessories retailer Alex and Ani 

for unpaid consulting fees, sales royalties 

and other damages.

The New York-based jewelry designer 

filed a lawsuit against Los Angeles lawyer 

Mark Geragos and investor Lyndon Lee 

on Wednesday in the Supreme Court of 

the State of New York for nearly $7 million 

after Love was granted a final partial award 

and an interim final award last December, 

which she alleges the Alex and Ani owners 

have not paid her. 

The jewelry designer declined to 

comment through a spokesperson. Alex 

and Ani’s representative did not respond 

to request for comment.

Love was contracted in August 2023 

by Alex and Ani as a consultant, enlisted 

to create products and consult creative 

direction for an agreed-upon fee of 

$21,000 a month for three years and up to 

$2 million per year in royalties.

The lawsuit alleges that Alex and Ani 

failed to pay Love her consulting fees 

or royalties, which led to Love seeking 

the arbitration that granted her the final 

partial award and interim final award. 

According to legal documents, Geragos 

and Lee did not provide any justification 

for withholding Love’s fees. 

After the arbitration, the lawsuit 

alleges the owners “executed a years-

old conspiracy to render Alex and Ani 

judgment proof” by assigning a lien 

to Geragos’ investment company, The 

Bathing Club LLC, to then foreclose the 

brand’s assets. 

“The purported foreclosure was in name 

only,” the lawsuit claimed. “Employees of 

Alex and Ani were ‘laid off’ and ‘rehired’ 

on the same day. All officers stayed in their 

positions, and no operations changed.” 

The lawsuit states that the Alex and Ani 

website continued operations as normal, 

continuing to use its name and logo. 

The Alex and Ani website also stated the 

business was still owned and operated by 

“Alex and Ani LLC.” 

Love alleges the owners’ foreclosure 

was “part of a sham to defraud creditors,” 

with the lawsuit claiming they avoided 

paying for breaches of retail leases and 

vendor contracts by giving their investment 

company “priority liens on Alex and Ani’s 

assets” to “orchestrate a collusive foreclosure 

when judgement creditors were in sight.” 

Ultimately, Love is seeking a minimum 

of $6.75 million in damages. 
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  After a decade-long hiatus, the 
line will mine their dramatic 
and often abstract couture 
vocabulary for ready-to-wear.

BY LILY TEMPLETON

PARIS — After a decade of absence, Viktor 

& Rolf ’s ready-to-wear line is returning, 

starting with the fall 2025 season.

While couture is a laboratory for their 

artistic experiments, “a realm of ideas, 

of fashion as an abstraction” where 

they engage with the audience on the 

conceptual level, Viktor Horsting and Rolf 

Snoeren felt the moment was ripe.

“After a hiatus of 10 years we feel the 

freedom to start elaborating some of 

the ideas as put forward in our couture 

collections, so that they can become a 

concrete part of people’s lives,” they told 

WWD in an email.

“It is about communication really. The 

visual language, of our couture, developed 

over a period of 30+ years speaks to a 

certain audience,” they continued. “With 

the ready to wear language we want to find 

new accessible ways of reformulating our 

ideas for an equally interested, hopefully 

slightly wider audience.”

The design duo decided in 2015 to 

curtail their women’s and men’s rtw lines 

to focus on couture, fragrances and special 

projects.

While a handful of commercial pieces 

have been released in recent seasons to 

slake the thirst of fans exclusively on the 

brand’s website, fall 2025 marks the formal 

return of a rtw offer.

Conceived as a translation of their 

couture playbook, the line will particularly 

focus on dresses, which will retail between 

990 euros and 2,000 euros. In addition 

to the brand’s e-commerce, it will now be 

extended to a tight selection of multibrand 

retailers globally.

The duo’s move back into rtw was 

motivated by the attention their work 

garners. “We have a lot of online fans of 

the couture which shows us that there is 

an eagerness to be dressed by V&R, not 

just on the red carpet but in everyday life,” 

they declared.

Also playing a part was their experiences 

dressing women such as Róisín Murphy, 

Tori Amos and Tilda Swinton, whose style 

and spirit Snoeren and Horsting admire 

for their “creative, refined, cool, witty, 

authentic, confident” sensibility.

For fall, the duo pinpointed their  

spring 2002, fall 2003 and spring 2023 

couture collections as the origins of the 

striking volumes, duplication effects, 

layering and other bows and ruffles they 

turned into a 17-look wardrobe spanning 

balloon trousers, multi-layered tank tops 

and denim.

Colors will span neutrals as well as 

dark berry, mint and sky-blue denim, 

while textiles include Italian silk satin 

and organza, Japanese tuxedo wool, silk-

viscose floral jacquard and organic cotton 

denim. There will also be outerwear as 

part of a collaboration with Mackintosh.

The fall look book, shot by photographer 

Alessandro Furchino Capria, captures a 

model in the streets of Paris, in keeping 

with the line’s focus on everyday dressing.

Deliveries will be done twice a year, 

with one drop for spring and another for 

fall, aligned with the Paris Fashion Weeks 

in March and September. The brand also 

plans to go to market on the same rhythm.

In addition to couture and now rtw, the 

brand has the bridal Viktor & Rolf Mariage 

collection, sold at top wedding dress 

retailers; an eyewear collection, Viktor & 

Rolf Vision, made in Italy; and its fragrance 

business under L’Oréal.

Over the years, there were short-lived 

lines such as eveningwear-focused Soir and 

most recently advanced contemporary line 

Mister Mister, curtailed after the COVID-19 

pandemic.

In February, the OTB Group, which 

owns a majority stake in the brand, 

renewed its collaboration with the Dutch 

design duo for the next five years.

  But CEO Hillary Super is deep 
into the business now and 
starting to set her strategic plan.

BY EVAN CLARK

Like most retailers, Victoria’s Secret & Co. 

is headed cautiously into 2025, predicting 

sales declines for the first quarter and then 

a rebound later in the year.

But as the lingerie giant negotiates 

around a more cautious consumer, colder 

weather and tariff uncertainty out of 

the Trump White House, Hillary Super’s 

longer-term plans are coming into focus. 

Super — who jumped from Savage x 

Fenty to become chief executive officer of 

Victoria’s Secret last September — said she 

has a lot to work with. 

“We are building from a position of 

strength as the largest intimate apparel 

company in the world,” the CEO told 

analysts on a conference call Thursday. “In 

North America, we have approximately 

20 percent market share, 25 million 

active customers, and 38 million loyalty 

members. We have the second-largest 

brand following in the world on social 

media with 88 million followers on 

Instagram alone.”

And while the North American intimates 

market declined slightly in the fourth 

quarter, Super said the company outpaced 

the market for the second-straight quarter. 

To capitalize on that momentum and 

the company’s leader status, Super has 

put the company on what she’s calling the 

Path to Potential. 

“We are playing offense, leaning into 

our core strength, and unlocking new 

opportunities,” she said. 

The plan is made up of four key 

strategies that has the company: 

  Recommitting to the Pink brand. 

  Reasserting the company’s authority 

in bras. 

  Looking to grow the beauty, sport and 

swim businesses. 

 And updating the company’s 

go-to-market approach, reducing 

production lead times for some 

categories, while also tweaking 

branding strategies. 

“As culture, technology and shopping 

behaviors shift, so must our go-to-market 

strategy,” Super said. “By staying true to 

our brand DNA while adapting how we 

engage, inspire and serve, we will deepen 

connections with existing customers and 

attract new customers while strengthening 

loyalty and driving long-term growth.

“One of the ways we will do that is by 

creating stronger differentiation between 

Victoria’s Secret and Pink in everything, 

from product to marketing to experience,” 

she said. “Today, the lines between the 

two brands are blurred.”

The company is moving toward an org 

chart that has brand presidents leading 

product-facing functions at Victoria’s 

Secret, Pink and in the beauty business.  

While these changes take time, the 

company is operating in what’s turned into 

a tougher environment day-to-day.

The firm forecast a roughly 2 to 4 

percent decline for first-quarter sales, 

ramping up to a flat to up 2 percent 

performance for the full year, with sales of 

$6.2 billion to $6.3 billion. 

Some of that is the consumer climate, 

but Super said there were also some things 

the company could have done better. 

“We pulled marketing spend into Q3 for 

the fashion show” in October, she said. 

“One of the hindsights coming out of the 

fashion show is that that halo in terms 

of traffic was about eight to 10 weeks. I 

think we pulled back a little too far on 

marketing, and we should have had some 

other event, whether it was around sport 

or Valentine’s Day in January, to really 

drive that heat and awareness and traffic. 

“We didn’t buy Valentine’s Day big 

enough,” she said. “So we blew through 

sleep, which was one of the big drivers of 

holiday. We blew through it in a couple of 

weeks and basically sold out by the time 

we got to the beginning of February.”

But building in the fashion industry is 

about doing, learning and moving forward. 

Super said the fashion show was “a huge 

success” and said there would be a “spike” 

in marketing spending in the fall with the 

next iteration. But she was noncommittal 

on just what it will look like.  

“We are still working through that,” she 

said. “There will be some activation of 

some sort that is significant in the back half 

of the year, and we’re working through a 

number of options around that. So, there’ll 

be more to share.”
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  The French luxury brand  
will open its second  
store in the Austrian  
capital this weekend.

BY CATHRIN SCHAER

Dior will open its second boutique in 

Vienna this weekend, with the new store 

located in an historic building in what’s 

known as Vienna’s luxury shopping mile 

in the “Golden Quarter.”

Spread over around 11,000 square 

feet, the boutique will offer women’s 

and men’s ready-to-wear, shoes, 

accessories, bags, jewelry and perfumes. 

The pale-colored interiors were 

designed by Peter Marino, the brand’s 

go-to interior architect, and feature 

cabochon stone, warm wood accents 

and parquet flooring.

“Vienna Dior is a bold new three-floor 

maison, filled with art, signed furniture 

pieces and evocations of Dioresque 18th 

century French taste,” Marino told WWD 

exclusively. “Exciting for me to have 

done this new Dior in a city that I’m so in 

love with.”

The premises are punctuated 

with artworks, including a magnetic 

installation by Berlin-based artist 

Claudia Wieser, a bronze sculpture by 

France’s Philippe Pasqua and paintings 

by Austrian Christian Eisenberger, 

Los Angeles-based Maysha Mohamedi 

and American Donald Sultan, among 

other works. The furniture has also 

been specially selected from a range of 

contemporary designers.

Dior’s new neighbors will include 

everyone from Bottega Veneta, 

Balenciaga and Jimmy Choo to Alexander 

McQueen. But that’s not the only reason 

this location is ideal for Dior.

This part of the Austrian capital was 

once home to the city’s cloth merchants. 

The street where the boutique is — 

Tuchlauben Street — is named for a 

13th century guild of fabric sellers that 

sold their wares from inside these 

arcades and often lived above them. 

In German “Tuch” means cloth and 

“Lauben” is an arbor or alcove. The 

trade was so lucrative that the so-called 

“Laubenherren,” or “masters of the 

arcades,” were some of the wealthiest 

citizens in Vienna.

From Saturday onward, their 

descendants will be able to enjoy  

cloth cut Dior’s way at a second location 

in Vienna. 

  Focusing again on Mexico, 
the project involves  
46 female artisans in  
the state of Querétaro.

BY MARTINO CARRERA

MILAN — Ahead of International 

Women’s Day, Prada Group and UNFPA 

are renewing their partnership for 2025, 

again focusing on Mexico.

The Italian fashion group and the 

United Nations sexual and reproductive 

health agency, are expanding their 

fashion training program in Mexico after 

a first initiative was unveiled last year, 

following a previous tie-up in Ghana and 

Kenya kicked off in 2022.

The program, “Fashion Expressions: 

The Stories She Wears” conceived to foster 

social change through fashion as a catalyst 

to promote women’s empowerment, 

sexual reproductive health, and contrast 

gender-based violence, is enrolling 46 

women artisans in 2025.

Hailing from the state of Querétaro, 

the group includes 26 artisans who 

completed the first training in last year’s 

program and 20 new women aged 25 to 

28 with experience in craftsmanship and 

embroidery who were selected by the 

program veterans. The latter will take on 

mentorship roles in 2025 for a peer-to-

peer learning approach.

“We are honored to partner with 

UNFPA for the third consecutive year 

to bring this cultural program to life, 

where fashion serves as a vehicle for 

hope, independence, and empowerment 

— both for individuals and their 

communities,” said Lorenzo Bertelli, 

Prada Group head of corporate social 

responsibility.

The 11-month program, running from 

April through February 2026, comprises 

training sessions and workshops split 

across two phases, providing the roster 

of 46 Mexican artisans with fashion 

technical and creative skills, focusing 

on the preservation of traditional crafts 

and sustainability. Culminating in the 

creation of a fashion collection, the 

program will also include lessons on 

business development and financial 

management, in addition to gender 

equality, human rights, prevention of 

gender-based violence, as well as sexual 

and reproductive rights.

For the first time in the history of the 

tieup between Prada Group and UNFPA, 

the 2025 initiative will allow employees 

of the Italian luxury company to directly 

engage with program participants, the 

group said.

“Women are the backbone of the 

fashion and garment industry. The 

Fashion Expressions program, a 

collaboration between UNFPA and the 

Prada Group, acknowledges this vital 

role and strives to enhance economic 

opportunities for women artisans,” 

said Mariarosa Cutillo, UNFPA private 

sector and civil society branch chief. 

“Additionally, it teaches them about 

their sexual and reproductive health 

and rights, empowering them to achieve 

greater economic independence and their 

overall health, safety and well-being.”

The initiative builds on a three-year 

relationship between Prada Group and 

UNFPA, in an effort to use fashion for 

purpose over just profit.
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  The store opened  
Thursday in the Jackson 
Square Historic District.

BY LISA LOCKWOOD

Ralph Lauren is returning to San 

Francisco to open its newest North 

American store. Situated in the heart 

of the Jackson Square Historic District 

at 441 Jackson Street, the more than 

2,000-square-foot shop will offer 

both men’s and women’s Polo Ralph 

Lauren and Double RL items, alongside 

exclusive, hand-selected vintage apparel 

and accessories.

The opening of the store Thursday 

marks Lauren’s return to the San 

Francisco market and reinforces 

the company’s focus on its key city 

ecosystem approach, including 

strengthening its presence on the West 

Cost, driving elevation and delivering 

consistent experience for Ralph Lauren 

consumers across all touch points.

Lauren previously had a store at 2040 

Fillmore Street in the Pacific Heights 

neighborhood of San Francisco from 

2008 to 2020, which was replaced by a 

Lululemon. Lauren earlier had a store that 

shuttered in 2013 in the Crocker Galleria.

Ralph Lauren’s Jackson Street store 

that spans one floor is set behind a 

bespoke dark green painted storefront, 

accented by hand-painted gold leaf and 

brass signage. An open, loft-like layout 

showcases stained oak floors, white-

painted brick walls, and an open wood 

joist ceiling. Antique vintage fixtures and 

custom millwork cases complement the 

space, along with layers of decorative art 

and furnishings.

Nestled between the hills of North 

Beach and the towers of downtown, 

Jackson Square is known for its rich history 

dating back to California’s Gold Rush as the 

city’s early central business district. Today, 

the neighborhood’s historical buildings 

are home to fine restaurants and retail 

destinations. Its roughly six-block area is 

north of Union Square.

While many retailers have exited the 

Union Square area in recent years due 

to high incidents of homelessness and 

crime and depressed shopper traffic, the 

upscale district between the Financial 

District and North Beach has seen a 

lot of retail activity, with stores such as 

Paul Smith, Isabel Marant, Aesop and 

Zimmermann opening.

Among the recent closings in San 

Francisco have been Bloomingdale’s, 

Nordstrom, Nordstrom Rack, The North 

Face, Hollister, Adidas, Lego Store, 

Anthropologie, Old Navy, Express and 

Whole Foods.
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  The store will be located 
in Oxford Circus, and offer 
immersive experiences 
and dedicated places to 
experiment with products.

BY SAMANTHA CONTI

LONDON — Space NK plans to open a 

flagship in the beating heart of London’s 

West End on the site that was formerly 

home to Topshop.

The store, at 214 Oxford Circus, spans 

4,600 square feet and is set to open in the 

second half. It will be on one floor and 

occupy what is now Hus of Frakta, Ikea’s 

cheeky pop-up that’s meant to mimic a 

high-end lifestyle brand.

As reported, a permanent Ikea city 

center store is set to open in the same 

building later this year.

In an interview, Space NK‘s chief 

executive officer Andy Lightfoot said that 

while the interiors will look familiar to 

customers, there will be a host of new 

features including a fully staffed fragrance 

bar and special areas that focus on single, 

high-demand categories where customers 

can play and experiment with products 

such as lip balms and body sprays.

“There will be interactive features and 

visual elements, all designed to engage 

and excite customers. We want it to be 

a social experience and to embrace this 

idea of people shopping with friends,” 

Lightfoot said.

“We want our customers trying 

products, but in a very Space NK way. 

We’ll deliver our expertise, products — 

and things that maybe they won’t have 

experienced before,” he added.

The Oxford Circus store is a big step up 

for Space NK in the West End. The brand 

currently has a small shop on Regent 

Street, which measures well under 1,000 

square feet “and is working very, very 

hard,” Lightfoot said.

The move reflects the company’s 

growth, and ambitions.

Lightfoot said revenue is set to rise more 

than 30 percent in fiscal 2024-25. Sales at 

like-for-like stores are up 20 percent, while 

online is growing between 30 to 40 percent.

Space NK is a private company that 

does not disclose financial figures, but 

according to Companies House, the 

brand’s U.K. sales were nearly 200 million 

pounds in the year to March 2024, while 

profits were in excess of 7 million pounds.

Space NK plans to open 11 stores in the 

U.K. and Ireland this year. Even before 

it unveils Oxford Circus, it will open 

its largest store outside London, at the 

Bullring in Birmingham this summer.

That unit measures 4,400 square feet 

over two floors, and Lightfoot said it was a 

long time coming.

“Birmingham is our number-one 

e-commerce market where we don’t have 

a [physical] store, and it was the most 

requested location for a new store opening. 

Customers are going to be rewarded for 

waiting so long, and the store will offer all 

of our new concepts as well,” he said.

Lightfoot added that by the end of the 

year Space NK will have a total of 88 stores, 

seven of which will be new, with four 

existing units moving to larger locations.

Lightfoot said he’s keen to continue 

opening stores “because the vast majority 

of people’s wallets is spent within a 

five-mile radius of where they live. When 

you’re looking to penetrate the U.K., you 

go where the customers are,” he said.

“We are in the big shopping centers, 

and now in Oxford Circus and the Bullring, 

but 60 of our stores are in premium 

neighborhoods and towns where our 

customers live,” he added.

The business is also being fueled by a 

shift in “the social currency of beauty,” 

according to Lightfoot.

He said there is “enormous demand” 

from a younger cohort of customers who 

want to own certain products — from brands 

such as Sol de Janeiro and Summer Fridays 

— even if they don’t plan to use them.

He added there is “significant demand 

across the spectrum for full beauty. 

Customers are looking for efficacious 

products and for personal, niche 

fragrances and unique smells that no one 

else has.”

  The category, previously 
dominated by heritage  
brands, is getting a refresh 
and this strawberry-flavored 
gummy from Lemme is  
the latest iteration.

BY EMILY BURNS

If anyone can make fiber cool, it might 

just be Kourtney Kardashian Barker. 

Today, Kardashian Barker’s supplement 

brand Lemme is launching its Lemme 

No. 2 for $30, a daily fiber and probiotic 

strawberry-flavored gummy to boost 

regularity, support overall gut health and 

fill nutrient gaps. Lemme No. 2 is the 

brand’s latest addition to its gut health 

offering, which includes bestsellers like 

Lemme Debloat, $30. To start, it will be 

available exclusively on lemmelive.com. 

According to the National Institute of 

Health, only 5 percent of people reach the 

daily suggested amount of fiber — about 25 

grams for women and 38 grams for men, 

ages 19 to 50. Insufficient fiber can cause 

constipation, bloating and gas, as well 

as have longer-term effects such as high 

cholesterol. 

“Research tells us most of the general 

population is fiber deficient with wide-

reaching implications. That’s why Lemme 

No. 2 is formulated with 4 grams of non-

GMO prebiotic fiber per serving, plus 2 

clinically studied probiotics — scientifically 

shown to support regularity, digestive 

health and good gut bacteria,” said Leona 

West-Fox, functional nutritionist and 

Lemme medical advisory board member.

Lemme cofounder Simon Huck 

added: “When we think about fiber, we 

immediately go to regularity, but there 

are so many other things in your body, 

like metabolic function, overall digestion, 

bloating [and] hormone balance. 

Everything in your body is rooted  

from fiber.” 

The formula includes vitamin D, another 

nutrient that many are deficient in, which 

can boost immunity, support bone health 

and promote a healthy gut microbiome. 

Over the past couple of years, more 

brands have been jumping into the fiber 

game to meet this growing consumer 

need and refresh the category. According 

to Nielsen IQ, fiber supplements overall 

exceeded $188 million in omnichannel 

sales in a year, having grown 25 percent 

from the previous period — the most 

popular format within the category sales- 

and units-wise is gummies. Lemme is the 

latest brand to bet on the growing market. 

“Fiber is the moment,” said Lemme 

cofounder Huck. “It’s a category that we 

have been so interested in for the last two 

years. It’s, again, one of those products that 

is constantly requested from us.” 

The product has been in development 

for a year-and-a-half, according to Huck, 

who noted the process was quite long 

given they formulated without sugar. 

This launch follows Lemme’s latest retail 

expansion into iHerb, which has allowed 

the brand to expand its reach.

“Part of the challenge was, we want 

to launch in all sorts of different places, 

but it takes a lot of resources,” Huck said. 

“[iHerb] ships to almost every single 

country in the world.” 

Within two days of launching on the 

platform, 60 percent of Lemme’s products 

were already sold out, according to Huck. 

As far as what’s next, Lemme has a full 

pipeline of products in 2025, including a 

launch into a brand new category.
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  The two brands are also 
bonded because they both  
lost soon-to-open stores in  
the Palisades Fire.

BY BOOTH MOORE

It’s a Los Angeles-meets-Milan match 

made in heaven. California cool Mother 

denim has collaborated with JJ Martin’s 

La Double J fashion brand on a capsule 

collection debuting Thursday.

The 30-piece “Ciao Mamma!” collection 

has a print-tastic, ’70s vibe with denim, 

flowy dresses, skirts and shirts adorned 

with La Double J’s whimsical prints, plus 

vintage-inspired patches on sweatshirts 

and embroideries on denim.

The capsule will be available at 

Net-a-porter, Harrods, Le Bon Marche, 

ladoublej.com and motherdenim.com, as 

well as La Double J stores. Prices range 

from $120 to $1,290.

The companies share the value of 

handcraft, with Mother being one of the 

last brands making denim in L.A., and 

Martin dedicated to making clothing in 

Italy, referencing its rich textile heritage 

with luxe silk prints.

“Going into their design studio, it felt 

like entering my family living room.…

It was just so cozy and energizing and 

immediate,” said the L.A.-bred, Milan-

based Martin of the brand cofounded by 

Tom Kaeding and Lela Becker.

The collaboration has a friendly 

backstory — Becker is married to the son 

of Martin’s parents’ best friends. The 

older generation lived in the same Playa 

Del Rey duplex in Southern California, 

before moving to the Pacific Palisades, 

where the kids grew up.

Unfortunately, both La Double J and 

Mother are also bonded because they 

both lost soon-to-open retail stores in  

the Palisades Fire.

“We had two stores right next to 

each other, and by the way, that was 

all because Lela said we have a store 

opening, there’s a place next to it and do 

you want to come see it?” Martin said.

Becker and Kaeding said the prospect 

of their own retail and all the world-

building that afforded had reinvigorated 

them. “We have quite a few things in the 

air that we’re trying to sort,” Becker said 

of finding a new location outside of the 

Palisades. “But we had the most beautiful 

store design ever, and we had put our 

merchandise in on Jan. 6,” which was the 

day before the fire erupted.

For now, they’re all leaning into the 

launch fun surrounding the collection, 

which will be feted in Paris with a Net-a-

porter party on Sunday, and in L.A. later 

in the month.

“This is the Mother Mary goddess that 

was painted for the downstairs grotta 

of our Milan store, and they took it and 

made the coolest embroidery out of it 

and put it on their awesome oversized 

denim jacket,” Martin said, showing off 

the collection’s key piece. “A sense of 

playfulness and joy, as well as a love of 

vintage, is something that we all share. It’s 

like a spoken language….It was a merging 

of the best of what they do and the best 

of what we do, and then really seeing 

the way in which denim pairs itself so 

beautifully with print and silks.”

“It’s a much higher price point 

than we’ve done, which was a good 

opportunity,” Becker added. “Because  

of La Double J we could push it a little 

 bit more.”

Disappearing craft in fashion is 

something they can all talk about forever.

“We’ve pushed away big machines 

making stuff, and things are still done by 

hand — every single piece, like someone 

is sanding it with sandpaper. And that’s a 

skill you learn over decades. After having 

been in denim for 25 years, I’m still blown 

away every time I go to a laundry or the 

sewing factories,” Kaeding said.

“You can get jeans for $19.95, you can 

get silk dresses for $19.95, and there is 

a hug difference in that and what we 

do, which is highly specialized and very 

specific. Could we make it cheaper? Yeah, 

of course. But there’s a reason we don’t, 

and that reason is because it’s a craft 

that we all believe in. We do it in our 

hometown, and we charge for it because 

it is better,” Martin said.

Martin has been working on  

broadening La Double J so it’s a  

complete wardrobe, including solids. as 

well as introducing jewelry and sneakers. 

She has also been focusing on her own 

retail expansion, with shops-in-shop in El 

Porte Ingles, Harrods, Le Samaritaine  

and Rinascente. But America is her 

biggest market, and the Pacific Palisades 

was supposed to be the first big U.S. 

flagship. But she is still on track to open 

in Palm Beach, Fla., and Dallas, and 

hopefully New York after that.

“And we’re still looking in L.A., so  

Lela and Tim, if you find another one  

and there’s something nice next door, let 

us know.”

  Her collection, “Nothing Pure 
Can Stay,” borrows from the 
works of Vladimir Nabokov, 
Sylvia Plath and American 
photographer Wilson Bentley.

BY HIKMAT MOHAMMED

LONDON — The delicate designs of  

Róisín Pierce, the Dublin-based designer, 

are making their way into the accessories 

category.

She has collaborated with the French 

accessories brand Polène to design two 

leather bags with the sensibilities of lace 

that will be presented during Paris  

Fashion Week.

“Polène was interested in what I was 

doing in terms of technicality and Irish 

lace work. It’s all very delicate and 

feminine, but it’s a real textile approach 

into the design. It was interesting to see 

that translated into leather,” said Pierce in 

an interview.

The first bag in the collection is the 

Button Bow Sphere style — resembling a 

thurible or an orb found in a church. The 

bag is clean in its design, but its origami-

style bows and buttons in leather add 

distinction.

The Button Bow Box is the second bag 

and uses a rectangular shape that’s been 

fenced with the same leather detailing as 

the sphere bag.

Pierce has designed them in three 

colorways: chalk, deep blue and light blue.

Working with color was a new 

experiment for the designer and it’s 

something she’s applied to her fall 2025 

collection with inky blues and “satin that 

manipulates like a dream.”

Pierce, ever the romantic and 

bookworm, borrowed from the works 

of Sylvia Plath, Vladimir Nabokov and 

American photographer Wilson Bentley 

for inspiration.

She titled her collection “Nothing Pure 

Can Stay,” as a reference to her own 

personal life.

“It’s about how beautiful things are 

when they’re not forever and I love the 

idea of the ephemeral. Snowflakes are such 

a beautiful thing and they fall from the sky 

— as letters from heaven,” she said.

The designer looked at Bentley’s 

photography of snowflakes. In 1931, he 

published “Snow Flakes,” a book that 

looked at more than 2,000 snowflakes 

under a microscope and concluded that no 

snowflake was ever the same.

In her press notes, she starts off with a 

quote from Nabokov, taken from when he 

was lecturing on literature: “Beauty plus 

pity — that is the closest we can get to a 

definition of art. Where there is beauty 

there is pity for the simple reason that 

beauty must die: beauty always dies, the 

manner dies with the matter, the world 

dies with the individual.”

Despite her delicate approach to design, 

Pierce still has her business hat on.

Last year, she joined the brand 

development division of Dover Street 

Market Paris and it has been a blessing to 

her company.

“Dover Street Market amplifies and 

speeds things up because I can send them 

designs and they will say, ‘OK, that’s 

interesting. Let’s make them with this 

fabrication.’ Whereas before, I would  

be doing it all and I wouldn’t have  

time, which is such a luxury now to have 

these resources at your fingertips,”  

said Pierce.

She has used the spare time to take on 

new projects — an imminent one coming 

in the summer that she did not reveal.

FASHION

La Double J, Mother Denim Link Up on Collection

EXCLUSIVE

Róisín Pierce Collaborates With Polène

A look at Mother’s  collaboration 

with La DoubleJ on the Ciao 

Mamma! capsule collection.

Róisín Pierce's 

collaboration 

with Polène.

The Button Bow Box bag is part of Róisín Pierce's 

collaboration with Polène.
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NY  
LUXURY 
BRIDAL 
ISSUE
This April, WWD, 

in partnership with 

The Bridal Council, 

presents a special 

printed edition of 

WWD’s Digital Daily 

to coincide with  

NY LUXURY BRIDAL 

FASHION WEEK. 

This issue recaps 

the hottest runway 

moments, spotlights 

must-have bridal 

trends, and offers a 

behind-the-scenes 

look at the future  

of the bridal market. 

With additional 

distribution during 

NYLBFW, it’s the 

ultimate resource 

for industry 

professionals  

and bridal  

enthusiasts alike.
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The WWD Beauty CEO Summit unites top retailers, 

marketers, and creative leaders to explore  

The New Leadership Mandate: The Innovators, 

The Issues, The Insights this May. Spotlighting the 

visionaries reshaping beauty and the key challenges 

and opportunities ahead, the Summit will set the 

agenda for the industry’s future. As a companion to 

the event, Beauty Inc will produce a special WWD  

Beauty CEO Summit issue, offering exclusive insights 

into the discussions and innovations shaping  

what’s next—giving brands a powerful platform  

to align with industry leaders and showcase  

their influence in the evolving beauty landscape.

THE 
BEAUTY 

CEO 
SUMMIT 

ISSUE
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   In 
Focus Business Insights

  Constructor research highlights 
that e-commerce visitors using 
search contribute to nearly half 
of total site revenue.

BY ARTHUR ZACZKIEWICZ

The latest research from Constructor 

spotlights the significant impact of the 

search function on e-commerce revenue. 

Based on an analysis of 609 million 

searches from 113 global retail sites 

(that generate $9.8 billion in revenue), 

the report underscored that although 

search users make up only 24 percent of 

e-commerce traffic, they contribute to 44 

percent of total site revenue.

Moreover, these search users are also 

more likely to add items to their cart and 

have a higher conversion rate — 2.5 times 

that of non-search users.

Researchers at the company broke down 

results based on categories and found that 

the effectiveness of search varies across 

retail sectors. For instance, in the health 

and beauty sector, search users not only 

comprise 25 percent of traffic, but also drive 

55 percent of cart activity and 57 percent 

of revenue. Apparel, general merchandise, 

home, and specialty and hobby sectors 

show similar trends where search users 

drive a disproportionate share of sales 

compared to their percentage of total traffic.

“Search behavior and prevalence vary 

across retail sectors,” the report’s authors 

said. “For example, general merchandise 

retailers — whose vast catalogs often 

contain millions of items — see higher 

search engagement, as customers navigate 

the extensive selection. Across all areas of 

retail, though, searchers consistently drive 

a disproportionate share of sales.”

The overall results suggest that 

consumers intentionally searching for a 

product are further down the purchase 

path than other shoppers.

Constructor’s chief executive officer, 

Eli Finkelshteyn, stressed the importance 

of moving beyond merely relevant search 

results to delivering “attractive” results 

that closely match individual shopper 

preferences and intentions. The CEO said 

this approach significantly enhances the 

likelihood of conversion, with data showing 

double the click-through rates for highly 

optimized search results and a near 4 

percent increase in click-through rates for 

every one-point increase in attractiveness.

“Returning results that are relevant to the 

query is just the beginning — the real goal 

is connecting people to what they actually 

want to buy,” Finkelshteyn explained. “Let’s 

say two shoppers go to a site and search 

for ‘men’s jeans.’ Chances are, though, 

they’re not looking for the same thing. Yet 

traditional keyword-based engines don’t 

distinguish. They match the word ‘jeans’ 

and deem all types relevant — putting the 

burden on the shopper to wade through.

“But by prioritizing attractiveness, 

retailers can show each person the 

jeans most likely to appeal to them,” 

Finkelshteyn said. “Maybe one person 

prefers slim fit, dark-wash, premium 

brands — so those in their size rise to the 

top of results. Doing this is a win-win: 

Shoppers have a better experience and 

find what they want faster, and retailers 

are more likely to make a sale.”

The lesson here for e-commerce 

businesses is that prioritizing an engaging, 

relevant and a more personalized search 

experience can substantially increase 

conversion rates and overall site revenue. 

The study advocates for an advanced 

understanding and application of search 

functionality that aligns with consumer 

desires and behaviors, moving beyond 

traditional keyword matching to a more 

nuanced and effective targeting strategy.

TECHNOLOGY

Study Reveals Impact of Search 
Functions on Revenue Growth

  A survey of more than 8,000 
global consumers from Klaviyo 
reveals how shoppers interact 
with brands today and how it 
impacts purchase decisions.  

BY ALEXANDRA PASTORE

According to a new survey from Klaviyo, 

the marketing automation platform, a 

large majority (74 percent) of consumers 

expect brands to provide an even more 

personalized shopping experience in 2025 

and 66 percent expect brands to make them 

feel valued and understood — but there may 

be a disconnect with further analysis finding 

that brands haven’t delivered.

Klaviyo’s survey, which polled more 

than 8,000 global consumers on how 

they interact with brands and how these 

interactions affect purchase decisions, 

aimed to break down five key areas 

including the consumer journey, brand 

loyalty, personalization, customer service 

and brand purpose. The company aimed to 

provide the research to help brands elevate 

the customer experience, drive loyalty and 

build stronger customer relationships.

When it comes to the exclusivity that 

consumers hold over loyalty, the report 

found that 79 percent of consumers are loyal 

to five brands at most with 41 percent saying 

they are loyal to just one or two brands 

making meeting their expectations critical.

Key findings in the report point to 

personalization reaching higher levels of 

importance today. And as more brands 

institute AI technology to increase 

experience, consumers have grown more 

accustomed to a more personalized 

interaction even shifting behaviors — 

although many believe it has manipulated 

their behaviors.

Klaviyo’s survey results included a 

shared consumer sentiment (77 percent) 

of feeling more valued/understood by 

brands when the customer journey is 

tailored to them with only 34 percent of 

respondents reporting that they have had 

a personalized experience in the last six 

months. One in five consumers said that 

they would stop buying from a brand after 

a single negative experience.

The authors of the report pointed to the 

clear opportunity for brands as currently 

“they aren’t personalizing (unlikely) or are 

doing it so poorly it’s not registering with 

customers.” And with so many customers 

looking to receive more personalization 

in the customer journey, they said, “it 

is a make-or-break moment” to amplify 

personalization to match shopper 

expectations or risk losing customers.

“The only way for brands to grow and 

build long-term loyalty is by delivering 

personalized experiences at every stage 

of the customer journey,” said Jamie 

Domenici, chief marketing officer at 

Klaviyo. “To do this, they need to centralize 

their data and bridge the gap between 

marketing and service to ensure a unified 

approach that connects individualized 

outreach with exceptional support. By 

aligning both and leveraging the right 

technology, brands can create consistent, 

meaningful interactions that foster trust 

and drive lasting customer relationships.”

Unsurprisingly given the current 

economic landscape, pricing was also 

revealed as a key part of the customer 

journey. Competitive pricing and discounts 

were the second most cited factor by 

consumers when asked what matters most 

when deciding to make a first purchase 

with a brand (25 percent) — and the most 

important factor when making return 

purchases (29 percent). When deciding 

which brand to purchase from, price 

comparison was ranked as the top factor 

(36 percent). The number-one reason that 

a customer abandons a cart was revealed 

as “finding a better price elsewhere.”

Pricing also remains a key factor for 

getting new customers through the 

door. Access to exclusive discounts 

and/or promotions was the top reason 

respondents said they would sign up 

with brands (43 percent). However, once 

they’re in the door consumers said it takes 

“consistent product or service quality” to 

remain loyal (33 percent).

Importantly, consumers are willing to 

give brands “second chances” when a 

brand responds “correctly” to a negative 

experience. Ninety-four percent of 

consumers agreed that they would give 

brands another shot “if the brand meets 

them halfway” meaning quick responses and 

win-back strategies like compensation. In 

practice, 81 percent of respondents said that 

they expect a response within 24 hours and 

38 percent expect one within four hours. In 

terms of compensation, half of consumers 

said that they expect a refund, discount 

or replacement while 27 percent said that 

they expect a direct ask for feedback and 

25 percent said that they expect to see 

exceptional follow-up experiences.

Other factors that consumers hold in 

high regard when giving brands loyalty or 

even making a purchase for the first time 

include alignment with their own values. 

Ninety-five percent of consumers said that 

brand values and practices mean at least as 

much to them now as they did a year ago 

and 42 percent say that they matter more 

— despite rising prices. Consumers ranked 

the top three values that they care most 

about as: data protection and/or security, 

fair labor practices, and commitment to 

small/local businesses.

CONSUMER BEHAVIOR

Consumers Expect a Higher 
Level of Personalization 

Consumers 

intentionally 

searching for 

products drive 

higher sales. 

Consumers expect a high 

level of personalization to 

be included in the 

shopping journey. 
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Fashion Scoops

New Face 
In Town
Alongside fashion regulars 

like Liya Kebede, Nicolas 

Ghesquière and Pierre 

Hardy, there was a new 

face in Paris, with Chappell 

Roan practically causing a 

scrum at the Rabanne show 

Thursday. “I feel good, this is 

my first fashion show ever,” 

the “Good Luck, Babe!” artist 

told WWD. “I’ve been on tour 

for two years, so I can do the 

fun pop star stuff now,” said 

Roan, who took home the 

Grammy for Best New Artist 

last month after an explosive 

past year, and has not been 

out of the headlines.

For the event at the 

UNESCO headquarters, 

bathed in light in the early-

afternoon sunshine, her 

gold lamé and lace mid-

length dress from Rabanne 

twinkled fittingly. She 

paired it with dainty heeled 

sandals and her signature 

full face of makeup.

It may have been Roan’s 

first time at fashion week, 

but she was planning on 

making up for lost time with 

a packed schedule of shows. 

“I’m going to Valentino, and 

I’m going to Rick Owens later 

so I’m excited about that, I 

have Yohji, and there’s many 

other ones I can’t think of 

right now,” she said. “This is 

so fun.”

After posing for photos, 

she took her seat between 

Courtney Eaton and Sasha 

Calle, chatting animatedly 

with the latter. Calle had 

swapped the skimpy leather 

ensemble she wore to 

Courrèges on Wednesday 

for a more understated look 

of head-to-toe blue corduroy.

— ALEX WYNNE

FGI Honors
Knowing that a little 

laughter is always levitating 

at any awards show, the 

Fashion Group International 

has recruited the actress 

and producer Tiffany 

Haddish to host its Rising 

Star Awards ceremony.

Slated for April 16 in 

New York City, the Emmy-, 

Grammy- and NAACP Image 

award-winning talent will 

headline the red carpet 

event. Attendees may know 

her from films like “Girls 

Trip” or her New York Times 

bestselling books “The Last 

Black Unicorn” and “I Curse 

You With Joy.”

This year’s event will 

honor Robert Chavez, 

executive chairman of 

Hermès Americas, with 

the Lifetime Achievement 

Award.

Four fashion industry 

forces Fern Mallis, Gary 

Wassner, Ken Downing and 

Reem Acra have signed 

up to hand out some of 

the awards. Others have 

yet to be announced. 

Designers, executives, style 

setters and other guests 

at the luncheon will salute 

standouts in a wide range 

of categories in fashion, 

beauty and other sectors. 

Hilldun Corp.’s Gary 

Wassner will present the 

Hilldun Business Innovation 

Award to Carly Bigi, founder 

of Laws of Motion.

Hilldun Corp. and Macy’s 

will sponsor this year’s 

event. The location will be 

announced next week.

This year’s finalists 

for Beauty are Ashunta 

Sheriff-Kendricks of 

Ashunta Sheriff Beauty; 

Delphine Breyne of 

Delphine Eyebrow Couture; 

Irina Sergeeva of French 

Perfumery House; Pritika 

Swarup of Prakti; Rosie 

Mangiarotti of Perkies, and 

Mair Emenogu of MAIR. For 

the Fine Jewelry award, the 

contenders are Julie Kim of 

Bijules; Paola Sasplugas of 

PDPaola; Hiba Husayni of 

Zahn-Z Jewelry, and Isabel 

Calvert of Sette Jewelry.

This year’s nominees 

for the Accessories award 

are Sangmin Park of 

4CCCCEES; Montserrat 

Messeguer of Montserrat 

Messeguer; Nanette Adair 

of Rex Shoes; Sydnie 

Peebles of Sydnie Banks; 

Rob Bacon of The 3rd 

Jewelry, and Alicia Stemper 

of Wondermint Goods.

Creatives will vie for 

different Fashion Apparel 

Rising Star awards 

including Bridal, which 

comes down to Guillermo 

Pharis of Guillermo Pharis 

Bridal, Francesca Guzzo-

Whyte and Jaclyn Whyte of 

Jaclyn Whyte and Priscilla 

Carvalho of Priscilla 

Couture. For the Fashion 

Apparel: Eveningwear 

category, the finalists are 

Natasha Das of Danarys 

New York, Evan Hirsch 

of the Evan Hirsch label, 

Jeanette Limas of the 

Jeanette Limas brand, Peter 

Williams of Mr. Macramé 

and Natalia Fedner of 

Natalia Fedner.

The 2025 nominees for 

Fashion Apparel: Ready-

to-wear are Bonnie Young 

of BY. Bonnie Young; Joe 

Millman of Chamberlin; 

Diego Binetti of Love Binetti; 

Lee Evans Lee of Mrs [sic] 

Momma Bear; Tania Mackey 

of Niczka; Papa Oppong of 

the Papa Oppong brand; 

Najla Burt and Cynthia Burt 

of Dur Doux, Alice Kim of 

PerfectDD; Jack Sivan of 

Sivan, and Shwetambari 

Mody of Shwetambari.

In other FGI news, Alyce 

Panico, chief executive 

officer of the Luxe 

Collective Group, has been 

named chairperson of the 

FGI’s board. She succeeds 

James D’Adamo, who 

served in that role for six 

years and will continue to 

act as a board director and 

adviser. Panico has been a 

member of FGI’s board of 

directors for the past five 

years and served as the 

co-chair of its 2024 Night of 

Stars gala.

— ROSEMARY FEITELBERG

Cattrall 
Talks 
Shoulders
After some seasons of 

intimate venues, Olivier 

Rousteing’s big ambitions 

brought the Balmain gang 

out to Grande Halle de la 

Villette, a massive glass-

covered cultural center at 

the north of Paris.

Kim Cattrall hit the show 

in some serious shoulder-

padded glory.

“You know, when I was 

younger, I was always 

nervous about my 

shoulders. I was always 

trying to hide. But as I got 

older, and especially as 

these kind of fashions 

change, especially in 

Olivier’s hands,” she said 

of her leopard-print velvet 

minidress with the sharp 

shape Rousteing is known 

for.

The actress is now 

based in London, working 

on the BBC series “Central 

Intelligence,” and hopped 

over just for the evening’s 

show. Despite her years in 

New York and her current 

home, she declared Paris 

her favorite fashion city.

“He’s such a really lovely, 

sincere, sensitive person,” 

she said of Rousteing. “I 

love his designs because 

they allow me to be very 

feminine and sexy, but also 

very strong. Strength is 

what his design is and his 

cuts are.”

Fresh off of the Oscars 

stage, Doja Cat reflected 

on her performance of the 

James Bond theme song 

“Diamonds Are Forever.”

“It was very fun. And I’m 

glad that I tried. It was very, 

very nerve-wracking, but 

thank god. You know, I put 

myself out there, and the 

dresses were gorgeous,” 

she said of Sunday’s 

performance alongside 

mononymous singers Lisa 

and Raye.

She added that one 

needs to take chances and 

tackle new challenges. “Life 

would be very boring if we 

didn’t,” she said.

As for Paris, she will be 

attending other shows 

throughout the week. “Just 

getting dolled up for a few 

days,” she said of her plans.

Taylor Hill and Barbara 

Palvin made fast friends in 

the front row, with swarms 

of photographers snapping 

the two together. Palvin 

joked that she would 

photobomb every pic of Hill, 

even as she gamely posed 

for selfies with fans.

— RHONDA RICHFORD AND 

ALEX BADIA

A Bit of 
History
Sotheby’s is hosting its 

latest unique sports 

auction. 

The auction house 

unveiled on Thursday 

the sale of NBA legends 

Michael Jordan’s and Kobe 

Bryant’s first game-worn 

jerseys, from the former’s 

time at the Chicago Bulls 

and the latter’s at the Los 

Angeles Lakers. Together, 

the jerseys are expected 

to sell for more than $20 

million.

“The historical weight of 

these two jerseys is difficult 

to overstate,” said Brahm 

Wachter, Sotheby’s head 

of modern collectibles. 

“They are as rare as they 

come. Early rookie jerseys 

represent the genesis of 

an athlete’s career. For 

collectors in search of 

true one-of-one treasures, 

this is a once-in-a-lifetime 

opportunity to own iconic 

pieces of basketball 

history. Debut games are 

something every athlete 

experiences just once in 

their career journey, and ► 

ON THIS  

D A Y
Veruschka might have left early from her 

own party, hosted by friend Giorgio di Sant' 
Angelo, but that didn’t stop guests like Andy 
Warhol, Halston and Marina Schiano from 

having a good time, as seen in WWD on 
March 7, 1971. — Jasper Brown

Chappell Roan at 

the Rabanne show 

in Paris on Thursday.

Robert 

Chavez

Kim Cattrall 
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is a moment where the hype 

of their pre-professional 

career finally comes to 

bear in the big leagues.” 

The sale marks the 

first time in more than 15 

years that Jordan’s first 

game-worn NBA jersey 

has appeared in the public. 

Jordan wore the jersey 

during his pre-season 

debut on Oct. 5, 1984, 

during a game in Peoria, Ill. 

It’s said that Jordan also 

wore the jersey during his 

second and third games 

that pre-season.

According to Sotheby’s, 

the jersey was repurposed 

for Jordan, which is why 

there are darker stains 

on the back of the jersey 

that indicate remnants of 

other players’ names and 

numbers. 

Bryant’s jersey is from 

his 1996-97 rookie season 

with the Lakers. He wore 

the jersey additionally at his 

NBA Media Day and pre-

season debut. 

Both jerseys will be on 

display at Sotheby’s New 

York headquarters starting 

March 21. Jordan’s jersey 

will be on sale between 

March 12 and 26 and 

Bryant’s jersey will be on 

sale between April 10 and 

24. 

In November 2023, 

Sotheby’s was named the 

official game-worn source 

for NBA memorabilia and 

has since hosted numerous 

sales auctioning coveted 

jerseys and other gear. 

The auction is also 

the latest event where 

Sotheby’s has sold 

Jordan’s NBA memorabilia. 

In September 2022, the 

auction house sold Jordan’s 

1988 Finals “The Last 

Dance” jersey for nearly 

$10.1 million. — LAYLA ILCHI

All 
Together 
Now
“Confidence, fearlessness, 

fluidity and things like that” 

was how Louisa Jacobson 

summed up Nicolas di 

Felice’s Courrèges. With 

billows of glittering confetti 

on the runway — in the 

colors of the transgender 

flag, Venezuelan musician 

Arca was keen to point 

out — the designer’s 

fall 2025 show brought 

together a typically 

eclectic community, from 

Hollywood’s leading ladies 

to titans of club culture and 

everything in between.

Jacobson, just coming 

out of awards season, 

was about ready for a 

breather before heading 

into rehearsals for “Trophy 

Boys,” a play directed by 

Danya Taymor that will hit 

the boards in New York 

later this year. “I think in 

April I’m just going to bury 

my head in the sand and 

go nonverbal and just calm 

down after this whirlwind 

of awards season and 

fashion weeks, and just 

get back centered into the 

work,” said the actress, who 

recently wrapped the third 

season of “The Gilded Age,” 

due out in June.

Arca, who sported one 

of the revealing feathered 

tops seen on the runway, 

is working on new music 

inspired by “the idea of 

living without fear,” she said. 

“Fear conditions so much 

of the way we think about 

ourselves and others, so 

sometimes suspending that 

is the only way to let the 

idea of love and comfort in.”

French rap star Damso 

also had love on his mind. 

“I’m in love and it’s a big 

inspiration,” he said.

Nigerian singer, 

songwriter and music 

producer Tems is in the 

studio working on a couple 

of projects due out later 

this year, she said. “It’s a 

new sound, a new vibe, it’s 

different to what I’ve done,” 

she commented, admitting 

that she has been finding 

a lot of inspiration in sport 

recently. “Just seeing the 

resilience of athletes is 

really inspiring,” she said. 

“I don’t do any sports, I just 

like watching them.”

DJ Martyna Maya, better 

known under the moniker 

VTSS, was heading back 

to New York after fashion 

week to prepare for an 

upcoming performance at 

Coachella. “It’s going to be 

my first show using AV, it’s 

going to be a bit like Boiler 

Room on crack, utilizing 

crowd participation, and 

against the idea of what 

DJs are supposed to be 

like,” she said. — A.W.

Time Out
Fresh from her 

performance at the Diner 

du Louvre after party 

Tuesday night, Grammy 

winner Doechii was among 

the guests at Acne Studios 

on Wednesday, chatting 

happily with fellow front-

row guests Peggy Gou and 

Shygirl.

For Canadian actress 

Sophie Nélisse, a first-timer 

at Paris Fashion Week, the 

experience had been more 

relaxed, but not without 

its mishaps. “I’m late to 

all my meetings because 

I walk to get everywhere 

and I want to take pictures 

of everything and sit 

and watch people. I’m 

daydreaming but I’m having 

a lot of fun,” she confided. 

The “Yellowjackets” actress 

was sharing an Airbnb with 

costar Courtney Eaton, who 

sat beside her in the front 

row, and they were intent 

on checking out the sights 

while in town.

“We’ll stick around for 

a few days just to explore 

the city,” she said. “I want 

to go to Montmartre and 

the Moulin Rouge. We’re 

going to catch a show. I 

want to get some chocolate 

mousse slabbed onto my 

plate. I haven’t even had a 

croissant yet. It should be 

illegal that I’ve been here 

for more than 24 hours 

and I haven’t had one yet.” 

People-watching, another 

Paris staple, has been a 

source of inspiration. “I like 

to create stories in my mind 

about what people’s lives 

are like,” she said.

Sasha Calle, sitting next 

to them, is heading out on 

the promo circuit soon, 

taking “On Swift Horses” 

to SXSW. Next up, she said, 

is “RIP,” with Matt Damon 

and Ben Affleck, due out on 

Netflix this fall. — A.W.

Royal 
Letters
Sophie Bille Brahe is raising 

the bar with Bergdorf 

Goodman, debuting her 

first pop-up at the retailer 

to launch her Collier de 

Lettre Royale necklace. 

The brand, which is 

known for its uniquely 

Scandinavian take on 

fine jewelry and white 

diamonds, has been with 

the retailer since 2020 but 

the pop-up sees her land in 

the New York store’s main 

jewelry salon.

“The Collier de Lettre 

Royale is a creation I’ve 

envisioned for quite 

some time, aiming for 

something truly grand,” Bille 

Brahe said. “To have the 

opportunity to showcase 

it on the ground floor of 

Bergdorf Goodman feels 

like the ideal moment to 

bring this vision to life.”

The designer labeled 

the retailer “a top-

tier destination and a 

true symbol of luxury 

with a devoted global 

following. To me, Bergdorf 

Goodman embodies the 

height of modern luxury. 

Being included in their 

assortment is truly an 

honor. I’ve always had 

a deep admiration for 

Bergdorf Goodman — it 

holds a special place in my 

heart, and I make sure to 

visit every time I’m in New 

York.”

In fact, Bille Brahe has 

been spending more time in 

the city as of late, recently 

opening her first U.S. store 

on the Upper East Side, 

bringing the full expression 

of her whimsical work 

Stateside.

The Collier de Lettre 

Royale offers a new 

interpretation of Bille 

Brahe’s design with 

customizable letter 

pendants to fit into the 

wearer’s own story.  Made 

with 18-karat certified 

recycled yellow gold, the 

piece can be customized 

with from one to five letter 

pendants that are attached 

to the necklace with a 

jump ring set with pavé set 

diamonds. The designer 

enlisted Danish influencer 

Sophia Roe to appear in 

a campaign revealing the 

piece with the U.S. retailer.

The pop-up runs until 

March 16 and features the 

new necklace and a mix of 

exclusive diamond pieces, 

including a variety of 

Collier de Tennis necklaces, 

tennis bracelets, earrings, 

ensemble rings and a 

larger assortment of her 

signature Lettre de Lumiére 

collection. “It exudes a 

refined elegance while 

still being able to connect 

with personal history,” 

the designer said of the 

exclusive necklace. 

“I love how the piece can 

be customized, with the 

option of one to five letter 

pendants, allowing it to 

tell a unique story of the 

wearer like never before,” 

she said.

— THOMAS WALLER

Go Team
Lulus is going behind 

the scenes for its latest 

campaign. The Northern 

California brand is putting 

its fashion team front and 

center.

Titled “We Are Lulus,” 

the digital-first attainable 

luxury brand’s second 

campaign celebrates its 

team members from every 

aspect of the business, 

pegged to Women’s Day on 

Saturday and coincidentally 

timed with Employee 

Appreciation Day on Friday.

“The heart of this 

campaign is the incredible 

women who bring Lulus 

to life — both behind 

the scenes and in our 

community,” Crystal 

Landsem, the company’s 

chief executive officer, 

told WWD. “‘We Are 

Lulus’ pulls back the 

curtain to celebrate the 

merchandisers, marketers 

and others who make our 

brand what it is, reinforcing 

that Lulus is truly a brand by 

women, for women.”

The campaign, which will 

target college campuses 

in Austin; Columbus, Ohio; 

and San Diego— following 

Lulus’ first major national 

campaign that was geared 

toward cities like Los 

Angeles, New York, Chicago 

and Nashville — will also 

feature a “phase two” that 

“embraces the spirit of 

adventure with a spotlight 

on vacation-ready style” 

and a “final phase” that 

highlights “one of Lulus’ 

most iconic categories: 

weddings,” Landsem 

shared.

Lulus will also be 

partnering with influencers 

on the campaign, including 

Sierra Capri, Teala Dunn, 

Isabella Ferreira, Brooke 

Hyland, Chloe Lukasiak, 

Becca Tilley, Jenn Trann, 

and Greta Wilson, “each of 

whom brings confidence, 

individuality, and a strong 

sense of personal style 

to their communities,” 

Landsem said.

While Lulus doesn’t have 

plans to expand its brick-

and-mortar presence at the 

moment, the largely direct-

to-consumer brand has been 

focused on partnerships 

with department stores 

like Von Maur, Dillard’s 

and Nordstrom, and rental 

on Nuuly and resale on 

Poshmark.

“These collaborations 

complement our DTC 

strategy by introducing 

Lulus to new customers 

in a way that aligns with 

our brand,” Landsem 

shared. “Our goal is to 

meet customers where 

they are in a way that 

makes sense for both 

them and us as a brand. As 

we look ahead, our focus 

remains on maintaining a 

thoughtful balance across 

channels — ensuring we 

continue to scale efficiently 

while strengthening our 

connection with the Lulus 

customer.”

Lulus declined to disclose 

revenue but Landsem 

shared that the brand “saw 

improvements in gross 

margin and profitability in 

Q3,” “reflecting the strength 

of [its] merchandising 

strategy and operational 

efficiencies.” “As we look 

ahead, our focus remains 

on delivering high-quality, 

trend-driven fashion while 

staying agile in an evolving 

retail landscape,” Landsem 

said. — MARISSA MULLER ■

Louisa 

Jacobson 

Doechii at the Acne 

Studios show in 

Paris on Wednesday.

Lulus launches “We 

Are Lulus” campaign. 

Michael Jordan’s and 

Kobe Bryant’s first 

game-worn jerseys.

Sophie Billie Brahe’s Collier de 

Lettre Royale necklace 

exclusively at Bergdorf Goodman.


