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Shape Shifter
“Back to silhouette. This is the backbone of the house 
today,” Sarah Burton said ahead of her strong debut Friday 
at Givenchy, which hinged on hourglass tailoring, and 
dresses and leather jackets with controlled puffs of volume. 
For more on the Paris shows, see pages 8 to 13.
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  The founder first used the 
floral motif in the 1940s.

BY KATIE ABEL

The rose is blooming again at Roger 

Vivier for fall 2025 as creative director 

Gherardo Felloni explores a new motif he 

hopes will become a house signature.

“I love flowers in general, and I really 

love the rose,” the designer said at the 

label’s Paris Fashion Week presentation, 

aptly titled “La Rose Vivier,” on Thursday. 

“It’s really beautiful and delicate, but if 

you [pick it up] it the wrong way you’re 

going to be hurt. It’s quite a beautiful 

explanation of femininity.”

While 3D flowers are now ubiquitous 

in fashion, Vivier’s use of the floral 

embellishment — beginning in the 1940s 

— was another example of the founder’s 

focus on innovation. He was the first 

footwear designer to take the rose from a 

couture hat and put in on shoes, as seen 

on his collaboration with milliner Suzanne 

Rémy in 1943-44. Vivier’s work in the 1950s 

also featured the rose as a recurring detail, 

both within his own collection and also for 

designs he crafted for Christian Dior.

“It’s an iconic thing for us, but something 

that nobody really knows about,” Felloni 

said. “It’s nice for us to tell this story now.”

Above all, the rose represents joy for 

the designer, especially during these 

tumultuous times. “I like to show what I 

love. In this tough moment, we have to 

think about next year, the next few years. I 

like to think it’s going to be better,” Felloni 

said in his characteristically upbeat manner.

Felloni loves to take a theme and run 

with it, and the rose is the star of a bright 

and colorful collection, which features 

vibrant hues of pink, green, orange and 

purple.

The flower is fashioned as a sculpted 

metal bud; a twisted leather knot, and 

organza strips — all of which are applied 

on pumps, sandals, ballerinas, gilets, bags, 

hats and jewelry. (At the presentation, a 

talented artisan was weaving the organza 

roses by hand, giving attendees a glimpse 

into the intricate process.)

Of course, every rose has its thorn — and 

Felloni relished the chance to explore the 

contrasting elements of the flower. He 

reinterpreted the namesake’s Talon Épine 

heel, a unique stiletto with a pointed thorn. 

And Felloni’s ballerina flat and pumps 

have a tiny thorn detail near the toe, which 

provides an extra element of allure.

The Rose Vivier mule is an homage to a 

design from 1965, where a red satin rose 

adorned the squared toe of a white cotton 

shoe. Felloni’s updated version, in satin, is 

decked out with a metal rose surrounded 

by spiraling petals. A matching geometric 

clutch is also decorated with the metal 

rose, and its circular thorn handle can be 

retracted.

The designer, an ardent supporter of the 

arts, also brought the romantic theme to 

life with a performance featuring members 

of the corp de ballet of the Opéra de Paris 

dancing against a mirrored backdrop.  

The dancers’ gestures echoed the unfurling 

of rose petals.

The deeper message of the collection 

resonated with “The White Lotus” star 

Leslie Bibb, who attended the presentation 

during a whirlwind week that took her 

from the Vanity Fair’s Oscar Party on 

Sunday to Paris for the Balmain show and 

Vivier. (She was back on a plane Thursday 

afternoon.)

“Something I’m really into is this 

duality of the strength and the softness,” 

Bibb said. “It’s so cool that people are 

embracing things that seem in opposition 

of each other, but that are in unison. It 

doesn’t have to be one or the other.”

Bibb and some of the other high-profile 

attendees — including Dianna Agron, 

Olivia Colman, Gwendoline Christie, 

Virginie Efira, Catherine Deneuve, Regina 

King, Saekyeong, Yeji and others — posed 

in front of the super-sized rose sandal, 

complete with its thorn heel of course.

  Called "Tailored Gems,"  
the collection is available  
now only in the U.S. market.

BY LUISA ZARGANI

MILAN — Kiton is launching its first 

jewelry collection, called “Tailored Gems,” 

available exclusively for the U.S. market.

“This collection stems from the Kiton 

family’s passion for art and goldsmithing, 

one of the oldest art forms,” said Maria 

Giovanna Paone, creative director of 

Kiton’s women’s collections. “Naples, the 

cradle of a centuries-old goldsmithing 

tradition, boasts the famous Borgo 

Orefici, a center of this art since the 

Middle Ages. In 1380, Queen Joanna I of 

Anjou formalized the Goldsmiths’ Guild, 

solidifying the area’s importance as a focal 

point for jewelry craftsmanship. Works 

of inestimable value were created here, 

such as the statues and furnishings of the 

Treasure of St. Gennaro, testimony to the 

extraordinary Neapolitan craftsmanship.”

With the goal to preserve Italian 

craftsmanship, Kiton is working with a 

family-owned Neapolitan high jewelry 

workshop.

The inspiration for this first collection, 

which is named after the company’s 

tailoring expertise, starts from the circle, 

“symbolizing eternity, harmony and 

balance,” said Paone, and also present in 

the signature  “red dot” on the Kiton logo.

The circles are connected by small 

circular elements, which contribute to the 

sense of movement of the jewels.

The collection includes necklaces — full 

pavé and in different lengths, which can 

be wrapped multiple times — rings and 

bracelets in a variety of hues.

The materials range from white gold 

and diamonds to yellow gold and brown 

diamonds, and blue sapphires — a 

recurring color for the brand as a reference 

to the blue of the Neapolitan gulf.

The photographic campaign highlights 

the “blue diamond” fabric, made exclusively 

from 14-micron wool, the name of which is 

inspired by the affectionate nickname that 

the founder, Ciro Paone, gave to his wife: 

“You are my blue diamond,” he used to say.

The jewels can be personalized, as 

customers can choose the color of the 

stones. These can be fitted into a ring that 

is intentionally hollow in the center to this 

end.

Kiton was founded by Ciro Paone, who 

died in October 2021, and established a 

small production of tailored pieces in 1956 

under the CiPa label, which combined 

his initials. The company was eventually 

rebranded Kiton in 1968, taking inspiration 

from the name of the tunic worn in ancient 

Greece, the chiton. His daughter Maria 

Giovanna Paone is also president of the 

company. Her cousin Antonio De Matteis is 

chief executive officer of Kiton.

ACCESSORIES

Roger Vivier’s Rose  
Blooms Again for Fall 2025

ACCESSORIES

Kiton Unveils First Jewelry Collection

Kiton's first 

jewelry collection.

Here and right: The 

rose is the star of 

the show at Vivier, 

appearing on shoes, 

bags, jewelry, hats 

and more.

“It’s a work of art,” Leslie Bibb 

said of the Vivier collection.
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  His first visit to the Asian 
metropolis with stylist and 
photographer Nikita Vlassenko 
became an art book that will 
be released on Thursday.

BY LILY TEMPLETON

In October, Charles de Vilmorin landed in 

Hong Kong determined to wow the city’s 

glitterati with his work.

Instead, he and Nikita Vlassenko, his 

stylist and photographer friend who has 

become a regular collaborator of the fashion 

brand, fell in love with the Asian metropolis.

“The first morning, we woke up super 

early due to jetlag and went strolling in 

the streets at 5 a.m. and we discovered so 

many things,” de Vilmorin said.

Meanwhile, Vlassenko said they were also 

struck by a city peppered with contrasts, 

between the hyper-modern and the 

traditional, the luxurious and the humble.

“There wasn’t a goal of ‘making beautiful 

images’ but we wanted to keep an anchored 

memento,” Vlassenko said. “Hong Kong 

and Charles are diametrical opposites, so 

having the two encounter each other was 

crazy so we thought ‘let’s capture this.’”

Armed with nothing but an iPhone — 

and the fall 2024 couture collection — they 

captured models wearing de Vilmorin’s 

designs in traditional cafés, side streets 

and fish markets but also everyday objects 

and phrases like “to purify character to the 

highest possible degree,” found scrawled 

on a pavement.

The resulting images are collected in “

 in Hong Kong,” or 

“Charles de Vilmorin in Hong Kong” with 

the designer’s name phonetically spelled 

out in traditional Chinese characters, 

an art book unveiled Thursday during a 

dinner at Caprice, a buzzy wine bar that 

hosts culinary residencies.

De Vilmorin said the book was the result 

of “three loves”: his emotion at discovering 

Hong Kong, a city he had never visited 

before taking part in October’s “Virtuose: 

The Artistry of Couture” group show; his 

friendship with Vlassenko, and the one for 

his team, who “carried the project up at 

arm’s length with passion and devotion.”

That made Catherine Baba coo, “aww, 

devotion” — her catchphrase — which 

drew delighted chuckles from a crowd that 

included Lesage artistic director Hubert 

Barrère, artist Bilal Hassani as well as 

couture collectors Fredrik Robertsson and 

Jordan Roth.

After a menu that started with pencil 

leeks and ended with sea buckthorn cream 

topped with coconut milk mousse, the 

evening continued with a party DJ’d by 

Laura Darmon, best known for her roles as 

buyer, director and business development 

for China-based concept stores ENG and 

founder-slash-chief executive officer of 

production-to-retail platform Envision.

And Hong Kong is only the first stop, 

Vlassenko revealed. “We decided we would 

take up this concept of cruise that designers 

do and reinterpret the collections shown in 

Paris in a different city each season,” he said.

While the stylist and photographer 

wouldn’t be drawn into spilling the 

destination for spring 2025, he said it 

had been shot the weekend before Paris 

Fashion Week.

Printed in a limited run of 500, 

including 200 which have been bound 

with red thread, de Vilmorin and 

Vlassenko’s Hong Kong artbook is priced 

at 45 euros for the hand-finished versions 

and 40 euros for the other 300 copies.

It will be exclusively available at the 

Ephemera bookstore in Paris from Thursday.

  It's "tough times" for indie 
designers, so the fashion, art 
and design showroom is taking 
things into its own hands.

BY RHONDA RICHFORD

PARIS — Multibrand showroom Boon 

knows it’s hard out there for indie 

designers in the current fashion landscape. 

So they are taking things into their own 

hands with a new retail concept space 

inside Paris department store Printemps in 

an effort to boost their brands’ reach.

“As a fashion showroom, it’s this idea 

of trying to bring closer to the consumer 

what we do for professional buyers,” Boon 

director of sales and business development 

Helena Perez said in an interview.

“In the showroom, sometimes we see the 

most beautiful pieces in the collection stay 

on the rack, or the most risky or the most 

strong pieces are never produced. The 

consumer never has access to see the full 

universe of the brands that we work with.”

Boon represents Joe Chia, Sean Suen, 

Abaga, Rhyzem, ABOAB and Campillo, which 

will all be present in the Printemps space.

The space, located on the first floor of the 

men’s luxury department, was designed by 

Boon creative director Kristofer Kongshaug 

along with Studio Rotollo. The team wanted 

to offer a warm concept, so covered the 

walls in a sunset shade of Dedar fabric, 

the same Italian textile used for their own 

furniture line. The lush shade gives the 

space an “unexpected” twist.

Boon was founded as a fashion 

wholesaler in 2007 and has since expanded 

into representing art and design pieces.

The team wanted to create an all-

encompassing space that represented 

everything Boon has to offer, so it’s dotted 

with interiors pieces including chairs, 

bookshelves, stools and mirrors from 

Stefano Giacomello, Cultivation Objects, 

Atelier Madirazza, ERM Studio and Milan 

Pekar, along with candle holders from 

Adrian Cruz and ceramics from Mathieu 

Frossard and Humble Matter. All are 

available for purchase.

Boon plans to host monthly guest 

designers and collaborations to keep the 

space fresh.

The showroom decided to partner 

with Printemps as they “do an incredible 

curation” with up-and-coming designers, and 

found it the best place for their young mix.

“Everybody was thinking that the 

department stores were kind of dying, but 

they really stepped up their game. They 

took a lot of risks,” she said of the Paris 

department store being willing to try a 

new approach.

With Boon’s small brands competing 

at a luxury price point, pooling together 

fashion, art and design into one space will 

help give the designers increased exposure.

Joe Chia is a case in point, Perez said. 

Boon would have consumer calls come 

directly to the showroom, but without a 

retailer in Paris, they would go unserved. 

Campillo, which shows in New York, also 

had no Paris retail presence.

Boon’s network is “mostly professional,” 

and communicating with consumers 

directly will be a learning curve. But 

in otherwise “tough times” for young 

designers, Perez feels it’s a necessary step.

“In the difficult times in the industry, 

buyers will move toward recognized 

names. It’s very few stores in the world 

that are actually open to buying emerging 

designers or names that they didn’t know 

before,” she said.

Overall, buyers are generally pursuing 

safety, focusing on the big brands and 

basic styles. The increased availability and 

lack of novelty has resulted in a spate of 

competitive markdowns that have hurt 

retail and left little room for emerging 

designers.

The tide is turning slowly, she said, 

and buyers are beginning to open their 

portfolios to new designers once again. But 

there is “no huge buy as we had before the 

pandemic,” Perez said.

Buyers are still looking for the most 

commercial pieces, without taking the whole 

range or more conceptual looks. These 

limited buys “lose the discourse” around an 

emerging designer, Perez believes.

While the first launch is menswear, 

Perez says womenswear is in the cards. 

If the project proves successful, Boon 

hopes to open in other retailers around 

the world. They’ll continue their wholesale 

activities too.

“This is a business. We have to prove the 

sell-through of our brands to grow,” she 

added. “Why not take this chance? We are 

sure that our designers have the talent and 

we have the product with amazing quality.”
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Charles de Vilmorin Celebrates 
Hong Kong-themed Art Book
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Showroom Boon Opens First 
Retail Concept Inside Printemps

Charles de 

Vilmorin and 

Nikita Vlassenko 

Catherine Baba in front of 

pages from the “Charles de 

Vilmorin in Hong Kong” book.

Fredrik Robertsson and Jordan Roth

Boon showroom's first 

retail outpost inside 

Printemps Haussmann.
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