
LOUIS VUITTON WOMEN’S FW25 COLLECTION 

MARCH 10TH 2025 AT 2PM ET

LIVE ON LOUISVUITTON.COM   #LVFW25  



DAILY EDITION MARCH 10, 2025 

Fashion. Beauty. Business. 

Alessandro Michele laid out a vast public restroom tiled in red for his racy fall Valentino show.  
Here, one of the narrow gowns with a plunging neckline and high slit. For more on the Paris shows, see pages 12 to 21.

PHOTOGRAPH BY ADAM KATZ SINDING

Taking the Plunge

Canadian Crunch
Hudson's Bay Co. has 

filed for bankruptcy and 

has begun restructuring 

procedures.  

Page 2

Bigger Pool
Orlebar Brown, the 

swim brand owned by 

Chanel, is expanding 

its retail reach. 

Page 8

Gap's Drivers
What is driving the 

turnaround at Gap 

Inc., which last week 

reported strong 

fourth-quarter and 

annual results.

Pages 22 and 23
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  Mayor Eric Adams' proposal  
to reinvent Midtown South 
with 9,700 housing units 
would change the landscape  
of the Garment District.

BY ROSEMARY FEITELBERG

How New York City’s proposal to 

re-zone Midtown South with 9,700 new 

homes could impact the Garment District 

is up for debate.

If approved, the Midtown South Mixed-

Use plan would set up a 24/7 mixed-use 

neighborhod across 42 blocks. To create 

9,700 new homes including 2,900 that 

are earmarked as income-restricted, the 

zoning would be reworked to allow for 

commercial, manufacturing and residential 

uses that are largely not allowed now. As 

the public review process of New York City 

Mayor Eric Adams’ and the department of 

city plan continues, the potential toll on 

fashion-related tenants is being examined 

more closely. The plan would cover four 

areas centered around Herald and Greeley 

Squares and located roughly between West 

23rd and West 40th Streets and Fifth and 

Eighth Avenues, with the Garment District 

comprising a portion of that. In addition 

to housing, the plan aims to strengthen 

Midtown South’s economy and bolster jobs 

through light manufacturing, office space 

and retail.

Approximately 10 people with ties to 

proposed rezoning took a walking tour 

of the Garment District Friday to check 

out potential buildings that could be 

redeveloped. A public hearing will be held 

March 19 at Community Board 5’s district 

office at 450 Seventh Avenue at 6 p.m. It 

will also be accessible via Zoom.

Dan Garodnick, the department of city 

planning’s director and the city’s planning 

commission’s chair, was unavailable for 

an interview Friday. A spokesperson 

referenced a prior statement Garodnick 

issued in a press release, “We envision 

for Midtown South a vibrant and 

dynamic, 24-7 neighborhood with a strong 

commercial core right alongside brand-

new homes for New Yorkers, and we need 

to change our outdated zoning rules to 

make it all happen. We developed this plan 

in partnership with elected officials and 

community members and we hope they 

will continue to make their voices heard as 

public review now gets underway.”

New York City Council member Erik 

Bottcher, who oversees the Garment 

District, said in a statement, “The fashion 

industry is absolutely critical to New 

York City, serving as a cornerstone of our 

economy and cultural identity. As the 

local council member, I am committed to 

ensuring that the Midtown South Mixed-

Use Plan strikes the right balance, fostering 

a vibrant environment where the fashion 

industry can continue to thrive alongside 

residents. Our goal is to create a dynamic 

hub that benefits businesses, workers, 

and residents alike while generating 

desperately needed affordable housing for 

our workforce.”

In a letter to Garodnick that was seen 

by WWD, the Municipal Arts Society’s 

interim president Keri Butler said while the 

organization supports the Mayor’s “City 

of Yes for Housing Opportunity” initiative, 

it would like to see a plan for the 20 or so 

fashion and garment-related businesses to 

be supported as community assets “that 

contribute to the neighborhood identity.”

Responding to an interview request to 

the MAS Friday afternoon, a spokesperson 

cited a press release in which Butler said, 

“New York City needs more affordable 

housing and mixed-use neighborhoods, 

that include new residential developments, 

eased office to housing conversions, and 

public realm improvements, are a great way 

to get there. The proposed rezoning for the 

Midtown South district will enable a mix 

of housing, commercial, manufacturing, 

and community development. However, 

according to the city’s own study, the plan 

could displace as many as 114 fashion and 

garment-related businesses. Many of these 

businesses are small, unique shops that 

provide products that cannot be purchased 

elsewhere in the city, and many serve the 

Broadway theater district.”

Her letter also flagged that the proposal 

would eliminate the Special Garment 

Center District Subdistrict A-1 and provides 

a zoning framework that favors big-box 

retail and Class A office space, whereas 

99 percent of existing office tenants pay 

the more affordable Class B or C rates, 

especially nonprofits and small businesses. 

“How is the city balancing the need for 

housing development with support for 

small businesses that want to remain in 

place but will not be able to afford Class A 

rent?” Butler asked.

The organization also noted that the 

components of the 2018 support package 

that was approved by former New York 

City Mayor Bill De Blasio’s administration 

— the Building 

Acquisition and 

NYCIDA tax incentive, 

the Council for 

Fashion Designers 

of America’s Local 

Production Fund 

and the Garment 

District Alliance 

Funding — have not 

been implemented 

and could be 

reintroduced. 

The latter had $10 

million in unspent 

funds per the GDA’s 

2023 annual report, 

according to the MAS.

Butler also 

cautioned Garodnick 

about how the Draft 

Environment Impact 

Study indicated that 12 sites within the 

Garment Center Historic District that are 

listed on the State and National Registry 

could be demolished. Butler wrote, “As 

the plan moves forward, we ask that the 

concerns outlined above be addressed and 

incorporated into the proposal, and that 

the city and state explore further incentives 

to maximize affordability throughout the 

new housing stock as much as possible.”

The Garment District Alliance is “very 

encouraged and excited” by the proposal 

for residential zoning, having requested 

it from city officials in 2018, according 

to president Barbara Randall. “This 

neighborhood desperately needs a new 

stakeholder. COVID decimated us and 

drove a loss of nearly 18,000 jobs in the 

district. We had some of the highest job 

numbers before COVID.”

In 2019, the GDA reported that its zip code 

had seen a 58 percent gain over the prior 

15 years for a total of nearly 139,00 jobs. 

The district had seen a 12 percent increase 

between 2020 and 2022, Randall said.

Established between 1900 and 1925 for 

apparel manufacturing, the neighborhood 

remained that way for decades until 

some manufacturers started to head 

south. Acknowledging how the district’s 

fashion-related jobs decreased after more 

domestic manufacturing shifted offshore 

in the 1970s and 1980s, Randall cited the 

North American Free Trade Agreement as 

another factor for the decline in jobs. As 

domestic production waned in the years 

that followed, some of the neighborhood’s 

vacant spaces were leased by non-fashion 

businesses, nonprofits and “tons of 

hotels,” she said.

Generations of American designers 

including Donna Karan, Calvin Klein, Vera 

Wang, Tommy Hilfiger, Bill Blass, Oscar 

de la Renta, Carolina Herrera, Adolfo, 

Stephen Burrows, Liz Claiborne, Claire 

McArdle, Bonnie Cashin, Norman Norell 

and others established their companies in 

the Garment District. In the past decade 

though, numerous designers, especially 

younger ones, have opted to run their 

businesses in other parts of Manhattan, 

outer boroughs and in some instances 

other states, where commercial rents are 

more affordable.

In 2005, the area between Ninth and 

11th Avenues from West 30th to West 41st 

Streets was rezoned to create Hudson 

Yards district, which gave way for hotels in 

the Garment District. While the hotels led 

to more foot traffic, better dining options 

and other upsides, Randall said she “would 

have wished for” residential purposes to 

ensure 24/7 activity and more people with 

a greater allegiance to the community. 

One of the incentives for lifting the Special 

Garment Center District zoning overlay of 

2018 was to avoid having noncompliant 

tenants renting space, Randall said.

The city’s decision to use 12 hotels 

in the area as temporary housing for 

people, some of whom were struggling 

with mental and addiction issues, or who 

had been incarcerated, impacted the 

landscape of the neighborhood, which had 

lost many office workers due to pandemic 

lockdowns. When workers started to 

return to their buildings in 2020 and 2021, 

Randall said, “There were a lot of social 

issues playing out on the streets and a lot 

of people didn’t want to come back. We 

have buildings that are still 30 percent 

empty. We feel very strongly that if we can 

get residential here, you’ll have 24/7 use, 

which means you can support more than 

ground-floor restaurants.”

Given the district’s proximity to 

transportation hubs like Times Square, the 

Port Authority, Penn Station and Grand 

Central Terminal, the district will attract 

new stakeholders and “more compelling 

retail,” Randall said. “We’re really looking 

for new user groups that will enrich the 

neighborhood just by their presence, 

in addition to the housing crisis that we 

already have in New York.”

She does not anticipate that any fashion-

related businesses will have to relocate 

and said the rents “unfortunately for the 

owners are still the lowest in the city.” 

Randall criticized the city and state for 

the area’s concentration of social service 

agencies “without any public process,” 

which has led to disorder on the streets. 

“For this neighborhood to be viable and 

robust, as it was before COVID, it needs 

to be cleaned up. And that’s good for the 

fashion industry and for anyone, who 

chooses to live or work here,” he said.

New York Embroidery Studio’s founder 

Michelle Feinberg said that last fall when 

she was negotiating for additional space 

with the landlord of the West 36th Street 

building, where she leases a studio, there 

was a clause in the lease that would have 

permitted eviction should the zoning be 

approved. To avoid that possibility, she 

opted to lease more space in Brooklyn, 

where her company also has space.

While the additional foot traffic that 

would come with the rezoning and the 

increased dining options would be helpful 

for area tenants, Feinberg suggested 

another option. “Looking out of my 

window on West 36th Street, there are 

several buildings that have been vacant for 

10 years so that they could turn them [for 

redevelopment.] Why don’t they focus on 

those buildings that have already kicked 

out all of the factories and are completely 

vacant? And why don’t they keep the 

buildings that already have factories?” 

she said. “We don’t need to hold all 

of the vacancies for factories that are 

already struggling to pay midtown rents 

regardless.”

With 10,000 square feet in Manhattan 

and 120,000 square feet in Brooklyn, 

Feinberg said the rent that she pays  

per square foot in Manhattan is triple 

what she pays in Brooklyn. Having  

worked in the Garment District since 

1989, she has been a familiar face at 

meetings run by New York City’s planning 

commission and the MAS. “Being in the 

Garment Center for more than 30 years, 

I’ve seen nothing but a steady decline. It 

would be great if we could hold onto what 

we have,” she said.

Stating that the city has offered 

such options as a campus in Brooklyn, 

Feinberg said, “What they don’t really 

understand is that we’re a symbiotic 

ecosystem. You can’t move all of the 

factories without moving all of the thread 

stores and the designers. We need each 

other. It’s like a fish tank — you can’t take 

part of it and move that away.”

BUSINESS

Rezoning NYC Garment District Raises  
Questions for Some, Praise From Others

Garment District 

street sign.

The Garment District’s 

Big Button was on 

Seventh Avenue at 

39th Street. 
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  The maneuver by the  
board comes after being 
pressured for a sale by its 
majority shareholder,  
Edward "Eddie" Lampert.

BY DAVID MOIN

Lands’ End Inc. has put up the “for sale” 

sign.

On Friday, the company disclosed it 

has begun a process to explore strategic 

alternatives, including a sale, merger 

or similar transaction to maximize 

shareholder value.

“Lands’ End is a classic American lifestyle 

brand — and the company’s strategy 

and execution have delivered significant 

operational and financial improvements,” 

said Josephine Linden, chair of the board, 

in a statement Friday morning. “While we 

remain confident in the company’s potential 

for future value creation, the board also 

believes that the market is undervaluing this 

great company and its upside potential.

“As a result, in consultation with the 

board’s legal and financial advisers, we 

have determined it is an appropriate 

time to explore strategic alternatives to 

maximize shareholder value,” Linden 

said. “We are committed to conducting a 

rigorous process to best serve the interests 

of all Lands’ End shareholders.”

That boosted Lands’ End stock price 9 

percent, or $1, to $12.22, at the opening of 

the stock market Friday.

The decision by the board appears to be a 

response to pressure exerted by billionaire 

investor Edward “Eddie” Lampert, the 

majority shareholder, who last month sent 

a letter to the board advocating for a sale. 

Lampert owns approximately 17 million 

shares of the company, giving him a stake of 

more than 53.3 percent.

Lands’ End was bought by Sears in 2002, 

which was then merged with Kmart in a 

mega merger orchestrated by Lampert. But 

as the retail giant struggled, Lands’ End was 

spun off as a stand-alone company in 2014 

while the combined Sears and Kmart went 

bankrupt in 2018 and virtually disappeared.

The Lands’ End board said that no 

assurances can be given as to the outcome 

or timing of the board’s process.

Perella Weinberg Partners is serving 

as Lands’ End’s financial adviser and 

Wachtell, Lipton, Rosen & Katz is the 

company’s legal adviser.

The Dodgeville, Wisc.-based Lands’ End 

is scheduled to report its fourth-quarter and 

year-end results on March 20.

In the third quarter, the company showed 

improved profitability through its continued 

focus on product innovation, customer 

acquisition and reducing price promotions.

The brand narrowed its net loss to 

$600,000 in the quarter ended Nov. 1, from 

a net loss of $112.4 million a year earlier, 

when results were hit by a noncash goodwill 

impairment charge of $106.7 million resulting 

from a decline in the company’s stock price.

  Dr. Matthew Walker will 
provide educational content, 
be available for press 
opportunities and advise on 
future sleep-related products.

BY EMILY BURNS

Estée Lauder is ready for its beauty sleep.

The company, known for its many 

nighttime skin care products, on Monday 

is announcing the appointment of its first 

global sleep adviser, Dr. Matthew Walker, 

who is an author, sleep scientist and 

professor of neuroscience and psychology 

at the University of California, Berkeley. In 

his role, Walker will provide educational 

content both internally and externally, 

employ his expertise for press opportunities 

and share his findings and knowledge in 

the field for Estée Lauder to expand and 

enhance its sleep-related skin care offerings. 

“To see a brand that is trying to actually 

invest in the notion of the science of sleep, 

to me, was very appealing,” Walker said 

of the partnership. “I’m excited to get 

involved with the science, because there’s 

so much more that we want to know and 

can be doing, but the second component 

is education.” 

For Estée Lauder, the appointment 

is an evolution of the brand’s ongoing 

commitment to the category, which 

includes fan favorites like the Advanced 

Night Repair Serum (Walker’s go-to), $128, 

and Advanced Night Cleansing Balm, $49.

“The Lauder brand has been all about 

night, researching night, obsessed with 

night for more than 40 years,” said 

Jennifer Palmer, Estée Lauder’s senior vice 

president, global innovation development 

and science leadership. “We launched the 

first night repair serum back in 1982 and 

have built that into such a powerhouse 

for our brand….We have undergone many 

years of research and learnings into 

understanding how skin is biologically, 

fundamentally different at night.”

Specifically, in 2013, the company 

released findings of a study done in 

collaboration with Case Western that 

showed a link between sleep deprivation 

and skin aging.

“We uncovered, sadly, that chronic poor 

sleep or [poor] quality of sleep ages your 

skin by two times,” Palmer said. 

It’s this conversation that the brand 

is looking to expand by bringing Walker 

onboard.

“We are excited to have Matt start to 

advise and inform on upcoming research, 

upcoming new initiatives, as we think about 

the future of continuing to develop new 

studies and new research,” Palmer said. 

To kickstart his position, the brand 

will be releasing an array of educational, 

short videos across its platforms featuring 

Walker discussing different sleep subjects 

— for example, he’ll define what good 

sleep really is, how it impacts the body 

and skin in particular and of course, share 

tips for better beauty rest. In addition, the 

brand has internal and external events 

planned where Walker will be featured.

“Sleep is the single most effective thing 

that you can do each and every day to 

reset your brain and body health, but skin 

is the very same thing under that rubric, 

too, that gets restored,” Walker said. 

While the team didn’t share specifics, 

they said there is more coming when it 

comes to nighttime innovations. 

“Lauder is incredibly committed 

to night. It’s in our DNA….This will 

absolutely continue to feed our 

innovation pipeline,” Palmer said. “This 

type of partnership with Dr. Matt Walker 

will help to guide, inform and strengthen 

the research and new pipeline of products 

that are to come.”

BUSINESS

Lands’ End Exploring 
ʻStrategic Alternatives’ 
Including Possible Sale

EXCLUSIVE 

Estée Lauder Appoints First Global Sleep Adviser

Estée Lauder 

Advanced 

Night Repair 

Serum

Lands' End x Andie Swim.

Dr. Matthew Walker 
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Dickson’s playbook for the Gap Inc. 

portfolio calls for, as he once told WWD, 

“always championing original, trend-right 

products and ensuring they’re the season’s 

canvas for self-expression, and linking the 

product story with popular culture to drive 

relevance and demand.”

The playbook also calls for “true 

influencer strategies to further drive 

relevance; connecting with customers in 

experiential ways across digital channels, 

online and in stores, and executing with 

higher standards.”

Dickson is the first merchant to lead 

Gap Inc. in more than two decades. The 

previous four CEOs were not considered 

merchants or fashion executives, with 

their expertise largely in non-merchandise 

areas. The last true merchant running 

Gap was Millard “Mickey” Drexler, who 

changed the way Americans dressed by 

masterminding the retailer’s growth and 

the launch of Old Navy.

Gap brand’s spring 2024 season, 

called Linen Moves, represented the 

first expression of Dickson’s playbook, 

and spotlighted linen, music, dance 

and South African singing star Tyla, 

along with a diverse cast of models in 

comfortable, relaxed fits and soft pastels, 

projecting a minimalist aesthetic and Gap’s 

classic American style. Gap’s fall 2024 

campaign,”Get Loose,” spotlighted denim 

styles and featured pop star Troye Sivan 

and the dance group CDK Company.

Last quarter, Gap brand’s comparable 

sales rose 7 percent to $980 million, and 

were down 3 percent on a net basis, but 

there was one less week in the fourth 

quarter of 2024 compared to the year-ago 

period.

“Gap is back in the cultural conversation. 

This brand was built on strong product 

narratives, with brilliant marketing 

expressed through big ideas. And over the 

past year, each of these were reignited,” 

Dickson said on a conference call with 

investors and retail analysts on Thursday.

He said Gap brand’s 7 percent comp 

marked its fifth consecutive quarter of 

positive comps and the highest quarterly 

comp in three years. “This strong 

performance was fueled by innovation, 

product newness and compelling 

marketing with a social-first approach.”

The momentum in women’s continued 

in the fourth quarter, men’s also 

performed well, and there were signs 

of early improvement in kids and baby 

merchandise, Dickson said. He added that 

“big ideas” fueled key categories like fleece, 

denim and sweaters. Gap’s new Cashsoft 

fabric, which feels like cashmere but isn’t 

cashmere, also spurred selling. Products 

were “trend-right” and amplified with 

“culturally relevant messaging,” Dickson 

said. Gap’s latest campaign features actress 

Parker Posey euphorically dancing.

Turnaround efforts at Gap brand were 

in motion before Dickson became Gap 

Inc. CEO, and possibly even before joining 

the company’s board in November 2022. 

In mid-2024, Mark Breitbard, president 

of the Gap brand, told WWD, that over 

the past few years “a pretty heavy lift” 

was occurring at the brand involving an 

“operational clean-up” of stores, products 

and styling, and the introduction of 

Cashsoft. There was negative impact from 

the sale of Gap China and the shutdown of 

the failed Yeezy Gap program.

“We are more responsive and fluid than 

we’ve ever been,” Breitbard said at the 

time. “We have plans to deliver product 

every month and have small drops in 

between that.” He said Gap will “move with 

the consumer” and was poised to “chase 

styles.…We will flow product when we need 

to be flowing product….Working with talent 

who embody the spirit of originality is not 

just a choice, but a commitment to our 

brand’s heritage,” said Breitbard last year.

Old Navy posted a 3 percent fourth-

quarter comp sales gain, which was the 

value-oriented, family brand’s eighth 

consecutive quarter of market share 

gains. “Old Navy has been connecting 

our customers with products they want 

through compelling storytelling and 

executing with clarity in price,” Dickson 

said Thursday. “The brand is gaining more 

relevance, as demonstrated by our digital 

dialogue, notably our strong social and 

influencer engagement.”

Denim and active assortments were 

pumped up last year, with “a consistent 

drumbeat of innovation and newness 

across these key categories,” Dickson said. 

“We have been putting insights into active 

with product innovation, leveraging our 

scale and expertise and executing with 

excellence, and the results are showing 

up on the scoreboard. Old Navy leaned 

into denim with an expanded offering, a 

dynamic in-store and online experience 

supported by a fall campaign expressing 

our evolving brand identity.”

Trending wide, loose and barrel fits, did 

well. Dickson also said that in the fourth 

quarter, “dynamic fleece and Powersoft” 

were great examples of innovation that 

drove Old Navy’s strength in active, and 

“we are bringing more innovation style 

and value in 2025,” citing the recently 

launched StudioSmooth active collection. 

“Old Navy’s merchandising narratives 

and style are presenting better, and our 

in-store and online communication has 

improved with more clarity around pricing 

and more compelling marketing promoting 

great value,” Dickson said.

Old Navy has been showing progress for 

some time. In June 2024, Horacio “Haio” 

Barbeito, the president and CEO of Old 

Navy, told WWD that the retailer had been 

on “a pretty good run — three consecutive 

quarters of strong top-line and bottom-line 

performance, but really six consecutive 

quarters of discipline, inventory 

improvement and profit improvement. 

This is not an overnight thing.”

Historically the cash cow of Gap Inc., 

Old Navy had distanced itself from 

intensive promoting, inventory excess 

and some botched merchandising that 

led to a change in command. Barbeito 

joined Old Navy in 2022, succeeding Nancy 

Green, who since last February has been 

running Beyond Yoga. “We are actually 

in reasserting mode. We’re stabilizing the 

ship,” Barbeito told WWD last June.

At Banana Republic, Dickson during the 

conference call cited “fundamental fixes 

through 2024 like “leaning’ into classics, 

focusing on fit and rebuilding trust. We’re 

beginning to see signs of stabilization, 

with the early results showing up in the 

fourth quarter,” Dickson said, citing 

comps up 4 percent in the fourth quarter 

and market share gains. “Women’s drove 

the acceleration at the brand with better 

fundamentals across pricing, product 

and design, which translated incredibly 

well, most notably for holiday occasion 

dressing. The brand continued to build 

on the strength in the men’s division 

and leaned into classics with a stronger 

cashmere point of view, which resonated 

with consumer,” Dickson said.

Athleta, in 2024, “stabilized” with 

comp sales flat. “The brand reentered the 

cultural, wellness and sports conversation 

through major activations that engaged 

key brand partners like Simone Biles and 

Katie Ledecky on the world stage in Paris,” 

where the Summer Olympics were held. 

Two WNBA stars, Lexie Hull and Kate 

Martin, more recently also became part 

of Athleta’s “Power of She” collective, 

which strives to elevate Athleta’s brand 

recognition and have top athletes appear 

in Athleta apparel and ads. Members 

of the collective also help raise funds 

for women’s and girls’ causes, serve as 

mentors, attend brand events and advise 

Athleta on product development and 

issues in sports.

Dickson said Athleta increased the 

number of new and reactivated customers 

but acknowledged challenges and volatility 

there. While the fourth quarter saw some 

positive sales results on more fashionable 

items, the core side of the business 

struggled. “Athleta has made progress in a 

number of areas this past year. However, we 

are still in the process of resetting the brand, 

which in the near term may result in choppy 

quarterly performance,” Dickson said.

During the call questions arose 

about designer Zac Posen’s role and 

contributions since he joined Gap Inc. as 

creative director and chief creative officer 

of Old Navy a year ago.

“He’s been bringing significant impact 

on many creative aspects,” Dickson said. 

“He’s uniting us with a design-led thought 

process, and igniting the creative spirit of 

the company. We’ve been curating cultural 

moments where our brands and products 

have been really taking center stage.”

More specifically, Dickson said Posen 

focuses on attention to detail and fit across 

the four brands.

Posen’s Gap gown for Oscar-winning 

actress Da’Vine Joy Randolph worn at the 

2024 Met Gala created a lot of buzz. More 

recently, he launched GapStudio, the 

brand’s stab at evening chic, worn by actor 

Timothée Chalamet at this year’s Oscars.

Last year, Gap had $5.1 billion in SG&A 

expenses. In addition to eliminating $100 

million last year, the goal this year is to cut 

$150 million in expenses partly by cutting 

“low-value work” and “redeploying” into 

higher-value projects, explained chief 

financial officer Katrina O’Connell. “So the 

$150 million we’re going after in 2025 is 

across technology, marketing, overhead 

and store expenses, and as we think about 

reinvestments, we’re leveraging AI to 

create more elevated experiences for our 

customers with things like personalization, 

empowering our design and development 

processes, and we’re modernizing our 

supply chain.”

The company continues to rationalize its 

store fleet, but at this point primarily with 

Banana Republic.

O’Connell said the company is testing 

two new brick-and-mortar experiences in 

Manhattan, including a Gap in the Flatiron 

neighborhood and a Banana Republic in 

SoHo. “More to come as we start to evaluate 

the performance of those,” O’Connell said.

“We do believe there are areas where 

we can better leverage technology to 

ultimately reduce the customer pain 

points,” O’Connell said. “We’re continuing 

to evaluate and optimize our retail 

footprint in conjunction with the evolving 

consumer landscape, and we believe 

collectively that we have a great advantage 

based on our scale.” ■

GapStudio 

designs by 

Zac Posen.

Katie Ledecky and Simone 

Biles in Power of She shirts. 
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  In a keynote address, Tapestry 
CEO Joanne Crevoiserat  
said fashion companies  
have to be ready to operate  
in an industry and world  
that is endlessly evolving.

BY STEPHEN GARNER AND EVAN CLARK

“Trump’s tariffs” were a hot topic among 

apparel and shoe executives at this week’s 

American Apparel & Footwear Association 

Executive Summit in Washington, D.C.

AAFA president and chief executive 

officer Steve Lamar kicked off the summit 

with remarks calling out the confusion 

these tariff policies have created among 

the industry.

“We’ve all had these conversations 

about how the chaos, the uncertainty and 

the whiplash are making it impossible 

to plan and execute with any level of 

confidence,” Lamar said in his speech 

on Wednesday. “I hear you and agree. 

But what if we can harness the tariff 

conversation so it becomes more about 

creating negotiated outcomes around 

which smart sourcing and responsible 

manufacturing operations can occur?”

The AAFA CEO went on to say that while 

the tariffs could end up improving some 

parts of the industry — such as promoting 

domestic manufacturing — they are, at 

the end of the day, taxes that consumers 

eventually have to pay.

“To be clear, we cannot shy away from 

reminding policymakers that tariffs are 

taxes that are paid by the U.S. importer 

and that these costs have been historically 

passed on to the ultimate consumer,” 

Lamar added. “But I believe there is a way 

through these curves so that smart tariff 

approaches can actually jumpstart a U.S. 

trade policy that has been moribund for 

too long.”

His remarks follow weeks of uncertainty 

on which goods from which countries will 

receive extra tariffs when imported in the 

U.S. As of Thursday, President Donald 

Trump has deferred duties on Mexico and 

Canadian goods covered under the U.S. 

Mexico Canada Agreement — including 

an array of footwear, apparel and textile 

products — until April 2.

Fashion executives shared their concerns 

during this week’s summit as well. In a 

keynote address, Tapestry Inc. CEO Joanne 

Crevoiserat said fashion companies have 

to be ready to operate in an industry and 

world that is endlessly evolving.

“What I’m talking about is playing 

offense in a landscape that is constantly 

changing,” Crevoiserat said. “How do 

we play offense into the change? The 

landscape is clearly just getting more 

dynamic and in order to execute well, 

we have to be able to navigate within a 

dynamic, changing landscape.

“We have to give our teams a roadmap 

and end goal so that they can execute in 

what is a crazy and ever-changing world,” 

she said.

Tapestry has seen plenty of its own 

change, starting with a corporate 

transformation that began just as the 

pandemic hit through to the $8.5 billion 

deal to buy competitor Capri Holdings that 

was tripped up by antitrust regulators and 

the agreement to sell Stuart Weitzman.

Now, like the rest of the corporate 

world, the parent to Coach and Kate 

Spade is also working to understand the 

corporate impact of trade wars.

“I don’t know where tariffs are going 

tomorrow,” Crevoiserat said. “I don’t know 

what might be Tweeted at 3 this afternoon. 

I worry also about how all of this change is 

impacting the consumer. Diversification in 

this environment is your friend. We have 

a diversified supply chain. Is it diverse 

enough? I don’t know.”

So the CEO stressed the importance of 

strong strategic partnerships.

“Building resilience in the supply chain 

is honestly, I think equally, equally as 

important as efficiency in our supply 

chain,” she said. “Many of us, for so long, 

were very focused on the most efficient 

answer. And over the last five years, I think 

it’s become quite clear that resilience and 

agility is equally important.”

Lamar told WWD in an interview that 

he is encouraging his members “not 

to take the bait” when it comes to the 

ever-changing trade policy happening 

inside the White House right now.

“Don’t make any rash irreversible 

decisions,” Lamar advised. “Don’t start 

trying to move and second guess where 

your supply chains are going to need to 

go, wait until the policies are clearer. 

Secondly, relentlessly communicate with 

your members of Congress and with 

administration officials. Make the case 

directly to the Trump administration and 

do it in a way that is not just critical, but 

that’s proactive.”

Lamar added that companies should 

make sure that they foster really strong 

strategic partnerships. “These partners, 

whether that’s product partners or supply 

chain partners, are the ones that you’re 

going to be on this journey with,” the 

executive said. “We’re on this journey 

together.”

  Perry Oosting discusses the 
alignment of the theme with 
the significance of Vlisco’s 
textiles in expressing individual 
and cultural narratives.

BY LUISA ZARGANI

MILAN — The Met Gala and the Costume 

Institute’s spring exhibition “Superfine: 

Tailoring Black Style” is fast approaching. 

Vlisco Group is especially interested in 

seeing how the theme and the dress code, 

“Tailored for You,” will be developed, said 

Perry Oosting, chief executive officer of the 

Dutch maker of bold and colorful printed 

textiles marketed mainly in West Africa.

“We think the theme perfectly aligns 

with our physical identity. If you look at 

African dandyism, and if you look at our 

cultural reference, we feel we have a really 

authentic connection,” Oosting explained. 

“Our fabrics have long been transformed 

by African tailors into garments that tell 

deeply personal, cultural stories. People 

purchase our fabrics with the intent to 

have them tailored into unique, one-of-a-

kind pieces that reflect their individuality.”

Vlisco fabrics are rooted in the 

Indonesian wax-batik technique. Founded 

in 1846, they have been embraced by West 

African culture, becoming a symbol of self-

expression, tradition and celebration.

For example, civil rights activist and 

writer Kwame Ture, and South African 

singer, actress and civil rights activist 

Miriam Makeba “embraced our prints, and 

even visited our factory in the Netherlands 

seen as a cultural reference for the deep 

symbolism of pride, resilience and identity 

they carry, because they wanted to express 

their identity,” Oosting said. “Our fabrics 

have been worn by leaders and visionaries 

who understood the power of fashion as a 

statement of belonging. Vlisco prints are 

more than just textiles, they are a language 

of personal and cultural expression.

“I am very curious to see how the 

tailoring is going to be expressed [at 

the Met show], and African dandyism, 

as Vlisco has been part of that tailoring 

culture. People express themselves in a 

very individual way and I see many luxury 

brands showing an interest in the African 

luxury market,” Oosting continued. “It 

would be exciting to witness collaborations 

and the involvement of a diverse array of 

African designers and voices, representing 

the full breadth and depth of this rich 

narrative, and to see how Vlisco could 

also be kind of like a point of reference, 

because if there’s one brand that has roots 

and connection with Africa, it’s Vlisco.

“Brands today demand authenticity, 

connection and purpose. Vlisco presents 

all of this. Rooted in culture and rich 

history, our prints are not just fabrics — 

they are art, stories and a way for people 

to connect with something greater than 

themselves. When people wear Vlisco, 

they stand for something. We want to 

share these rich layers with the world.”

Oosting, who joined Vlisco in the spring 

of 2023, has worked in luxury fashion 

for decades. He is currently also CEO 

and shareholder of luxury ready-to-wear 

brand A.W.A.K.E. Mode and CEO of Perely 

BV supporting Hussein Chalayan for its 

relaunch strategy and investor search. 

Previously, he was CEO of Clergerie; CEO 

of Hasselblad, and CEO of Vertu.

In the 1989 to 2009 period he was retail 

director of Gucci and commercial director 

of Gucci jewelry; general manager North 

& Eastern Europe at Prada, and managing 

director North & Eastern Europe at Bulgari.

“I’m a Dutch national, so of course I 

have known Vlisco for many, many years,” 

he said. The company “is so ingrained 

in and part of the African culture as a 

symbol of self expression, tradition and 

celebration. The bond with Africa is so 

strong because Vlisco was part of all the 

moments that matter to many people in 

Africa and our products are sometimes 

called African print, although the starting 

point was The Netherlands.”

Vlisco Group comprises the Vlisco, 

Uniwax, GTP and Woodin brands, with 

headquarters and retail destinations in 

Ivory Coast, Congo, Togo, Benin and the 

Democratic Republic of Congo. “Our 

commitment to Africa is more than a 

business; it’s a partnership grounded 

in respect, culture and community: it’s 

our home,” Oosting said. The company 

has 2,100 employees, of whom 1,600 are 

across Africa and 500 in The Netherlands.

Vlisco has six owned stores in Africa 

and a new one, Maison Vlisco, will open 

in Kinshasa, Congo, this year, designed in 

collaboration with OMA and Rem Koolhaas. 

“The store features exquisite storytelling 

craft interior pieces by Jean Servais Simian 

from Abidjan,” Oosting said.

“Our 180th anniversary in 2026 will be a 

milestone. Beyond textiles, we are expanding 

into new products and forging global, 

meaningful brand and cultural collaborations 

— continuing to create purpose, deep 

connections and lasting impact through the 

most beautiful prints in new and inspiring 

ways,” said Oosting, who cited a previous 

collaboration with Viktor & Rolf, for example.

BUSINESS

Tariffs a Hot-button Topic at AAFA Executive Summit

FASHION

Vlisco Group CEO Talks Met Gala Theme, 
Connection With Company’s Roots

A Vlisco textile.

Steve Lamar 

and Joanne 

Crevoiserat
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  With recent tariffs targeting 
imports from China and 
Mexico, U.S. retailers and 
manufacturers in textiles 
and apparel face significant 
challenges.

BY ARTHUR ZACZKIEWICZ

In light of the rollout of tariffs against 

China, Canada and Mexico, research from 

The Kaplan Group looked at the sourcing 

exposure of various categories and 

found that retailers and manufacturers 

of textiles and apparel are facing the 

prospect of higher costs.

“Recent tariff increases on consumer 

goods and textiles threaten to drive up 

prices for U.S. retailers and consumers, 

particularly for industries with heavy 

reliance on imports from China and 

Mexico,” the report’s authors said, adding 

that textiles, apparel and consumer goods 

sectors “are at risk of increased costs, 

loan defaults and potential closures due 

to the new tariffs on China.”

Researchers found that textiles had the 

highest with 99 percent “exposure to key 

international markets, making it highly 

vulnerable to tariff changes.” The apparel 

sector faces 74 percent to China and 8 

percent to Mexico, “suggesting potential 

disruptions in retail supply chains and 

rising costs for clothing imports.”

The study also revealed that while 2.8 

percent of total trade falls in these high-

risk categories, “industries like consumer 

goods are disproportionately affected, 

meaning small changes in tariffs can 

create outsized market effects.”

With apparel, the authors of the report 

said the high exposure “could lead to 

higher costs for consumer apparel, empty 

shelves due to supply chain issues, and 

even the closure of certain retail chains, 

with brands such as Nike and Adidas at 

risk.”

The report stated that even small 

changes in tariffs have the potential 

to create “a snowball effect that could 

massively increase costs for key products 

Americans use every day, from clothing to 

consumer electronics.”

Dean Kaplan, president of The Kaplan 

Group, said consumer goods brands and 

retailers “need to prepare for supply chain 

shifts and price increases due to new trade 

policies. Retailers that depend on overseas 

suppliers will need to adapt quickly — 

whether through supplier diversification, 

strategic pricing, or shifting production 

sources — to manage these new risks.”

BUSINESS

Textiles and Apparel Sectors 
Brace for Higher Costs

   In 
Focus Business Insights

  The collaboration serves  
as an added benefit for  
Uber One for Students users.

BY ALEXANDRA PASTORE

Uber is back with another fashion 

partnership, this time bringing extra 

benefit to its Uber One for Students users 

with Nuuly.

Similar to Uber’s role in transportation, 

Nuuly, the women’s clothing rental 

subscription service from Urban 

Outfitters Inc., has reframed the rental 

game. Subscribers pay $98 to rent six 

items per month with shipping, cleaning 

and repairs included. Items are shipped 

in a recycled, reusable Nuuly bag. The 

Uber One for Students membership is 

priced at $4.99 per month with benefits 

including earned credit and free delivery 

on eligible Uber Eats orders.

Notably, Uber is no stranger to 

partnerships within the fashion and 

beauty space. In 2021, Estée Lauder inked 

Uber Eats’ first beauty partnership which 

followed Uber’s partnership with Marc 

Jacobs in 2016. Also in 2016, Lyst tapped 

Uber to deliver gift bags during New York 

Fashion Week.

Uber’s latest partnership which 

connects its Uber One for Students users 

with Nuuly appeals to the young, budget 

conscious and sustainability conscious 

consumer.

With this in mind, Georgie Jeffreys, 

head of marketing at Uber, told WWD 

that “Uber One for Students and Nuuly 

are the ultimate duo” making it easy 

for users to streamline rides, meals and 

clothing rentals. “With student-friendly 

benefits and prices, members save across 

all aspects of student life from rides 

across campus to late night study snacks 

and more. The Nuuly partnership is the 

perfect addition, helping students stay 

stylish without breaking the bank.”

“We’re excited to offer Uber One for 

Students members another benefit that we 

know they’ll love and need,” Jeffreys said. 

“Uber One for Students already provides 

big savings on rides and Eats, and now, 

will help students curate their wardrobes 

from their favorite brands. We know 

college life is full of special occasions, from 

game days and spring break vacations to 

friend group trips and graduation parties.”

The expansion is timed with Spring 

Break getaways, students will be able to 

get a discount when they use Nuuly to 

shop for looks from brands on the rental 

subscription. The offering is the first 

outside of eats and rides for the program.

In addition to receiving a discount 

on Nuuly purchases, members are 

encouraged to use the Uber Courier 

service for an easier return process. Uber 

Courier will pick up a student’s Nuuly bag 

and deliver it to UPS.

In practice, students will receive $20 off 

any Nuuly purchase by entering the code 

UberxNuuly in the Uber app. Uber is also 

offering 50 percent off on members; first 

return with Uber Courier with the code 

FIRSTRETURN50.

Jeffreys told WWD that its partnership 

with Nuuly is only the beginning for fun 

perks in store for Uber One for Students 

members.

  Diane Randolph brings 
extensive experience in 
digital transformation and 
retail technology leadership 
to enhance workforce 
management solutions.

BY ARTHUR ZACZKIEWICZ

WorkJam has named Diane Randolph, 

the former chief information officer of 

Ulta Beauty, to the company’s board 

of directors. “Randolph, a seasoned 

retail and technology executive, brings 

decades of leadership experience in digital 

transformation, omnichannel strategy, 

supply chain innovation, and customer 

engagement,” the company said.

Aside from holding the chief information 

officer position at Ulta Beauty from 2014 to 

2020, Randolph served as CIO at Reitmans 

Canada Limited. WorkJam said she has also 

served on the executive committee of the 

National Retail Federation CIO Council, 

“further demonstrating her influence and 

expertise in the retail technology space.”

WorkJam said in addition to her 

operational leadership, Randolph serves on 

the boards of Dollar Tree, Shoe Carnival, 

XCCommerce and Flexe Inc., where 

she contributes her expertise in retail 

technology, cybersecurity and enterprise 

risk management. “Her extensive 

background in developing high-performing 

teams and fostering organizational culture 

aligns with WorkJam’s mission to empower 

frontline workers and transform workforce 

management through digital investments,” 

WorkJam said.

“As organizations continue to navigate 

the evolving labor landscapes and look to 

drive efficiency, Diane’s expertise in digital 

transformation and workforce technology 

will be invaluable to WorkJam,” said 

Steven Kramer, chief executive officer of 

WorkJam. “Her proven track record in 

driving technology and business process 

innovation at high-growth organizations 

will play a significant role as we continue 

to expand our impact, helping businesses 

optimize their frontline workforce and 

unlock new levels of productivity and 

engagement. We are excited to welcome 

Diane to the team.”

Randolph said WorkJam is transforming 

how businesses connect, empower and 

engage their employees, “and I look 

forward to contributing my experience 

in digital transformation and operational 

leadership to help drive continued growth.”

BUSINESS

Uber, Nuuly Collab 
On Student Rentals

BUSINESS

WorkJam 
Appoints 
Former Ulta 
Beauty Exec 
To Board

The apparel industry has 

the highest exposure risk 

with China amid the 

impact of tariffs.

Uber One for Students has partnered with Nuuly 

to make it easier for students to rent apparel. 

Diane Randolph



MARCH 10, 2025 29

  From Chloe's boat look to 
Rick's Hawaiian shirts and 
Victoria's pill purse, Alex 
Bovaird breaks down the 
fashion of "White Lotus" 
Season Three.

BY MARISSA MULLER

From the cryptic murals in the opening 

credits to the patterns that cloak the 

characters, there is no detail too small 

to pore over for “White Lotus” fans — 

including the clothing.

Over the past three seasons, costume 

designer Alex Bovaird has provided a 

visual feast for viewers to dine on. For the 

third season, which picks up in Thailand 

and follows a new crop of travelers — as 

well as some familiar faces — as their 

vacation morphs into a waking nightmare, 

Bovaird went bigger than ever. You can 

see the results in the fourth episode of 

Season Three where Chloe (Charlotte Le 

Bon), the girlfriend of Greg-slash-Gary 

( Jon Gries), looks like a walking postcard 

in a pink, bodysuit, sheer skirt and wide-

brimmed hat — all of which were custom-

designed by Jacquemus designer Simon 

Porte Jacquemus.

The look is one of two that Bovaird 

collaborated with Jacquemus on, and was 

years in the making. “I have really loved 

seeing Jacquemus from the beginning, and 

tried to work with them on Season Two, 

but it kind of fell through the cracks,” 

Bovaird explained to WWD of the “White 

Lotus” collaboration. “Simon [Porte] 

reached out to me on social media and 

said he loves Season Two and if I wanted to 

do anything that he’d be up for it.”

After reading the script for Season Three 

and determining that Chloe’s character 

“would be the one to wear Jacquemus 

because she’s young, travels a lot, and 

probably spent a lot of time in Saint-

Tropez,” the duo exchanged inspiration 

photos of vintage swimwear from the ‘60s 

and ‘70s, as well as references to Bangkok. 

Bovaird also shared a palette of “black and 

white and metallic,” which comes across in 

the polka-dot bodysuit paired with a striped 

sequined skirt that Chloe wears in episode 

one when she meets Chelsea at the bar.

“We came up with these looks to make 

her look striking, but 

not overwhelming,” 

Bovaird explained. 

“[Chloe] has a bit of a 

nautical vibe. But also she’s so strong and 

just doesn’t give a heck.” 

For Season Three of “White Lotus,” 

Bovaird not only combed through 

archives of ‘60s and ‘70s resortwear 

“when people went on holiday [and] had 

a whole wardrobe for it,” she also turned 

to the present day on Instagram. “The 

research is a lot of real pictures and a lot 

of sleuthing around the internet,” Bovaird 

shared. “With social media these days, it’s 

quite easy to pop in the right hashtag and 

or location and look at what everyone’s 

posting at these resorts, like Four Seasons 

Resort Koh Samui or Mandarin Oriental 

Bangkok. Everybody is putting their best 

selves forward in those pictures. That’s 

what we try to do with ‘White Lotus.’”

If Chloe’s sculptural style seems like a foil 

to the maximalist flair of Tanya ( Jennifer 

Coolidge), that’s not coincidental. “She’s 

like the opposite of Tanya,” Bovaird said. 

“She’s much younger. She’s using Greg, 

who’s going by Gary in Thailand, whereas 

he was using Tanya. So the dynamic has 

shifted: She’s sort of grifting on him, she 

has his credit card, and she’s upfront 

about it. It’s almost like an agreement that 

they have — you know, an arrangement. 

In dressing, she wears black, and her 

silhouette is sleek and fashion-forward, 

whereas Tanya had a lot of flamboyant and 

flowy, Bohemian getups.”

Meanwhile Greg/Gary is on his own 

sartorial journey throughout all three 

seasons of “White Lotus.” “He starts off 

in Season One pretty un-stylish, just like 

an average Joe,” Bovaird shared. “And 

we wanted to make him a little more chic 

as he goes along. We wanted to give him 

some good-looking clothes in this season 

because he’s got lots of money. So Zegna 

and Isaia, as you know — he packed all 

that stuff up from Europe — but also has 

some louder shirts. When they go out on 

the yacht, there’s a bunch of these Losers 

Back Home that we got to put all our fun 

shirts on.”

When asked how she approached 

crafting the visual identity of the “LBH,” 

or “Loser Back Home” as Chloe refers to it 

while introducing Chelsea to the concept 

in the first episode of the third season, 

Bovaird recounted, “We were out in 

Thailand, so they were all right in front of 

us, especially when we were in Phuket and 

Bangkok. You just have to walk around at 

night, and there’s lots of men of a certain 

age who either live in Thailand or spend 

months at a time in Thailand — and they 

get to enjoy their life in a way that they 

can. No further comment on their lifestyle, 

but their dress was very prevalent. They 

wear loud prints and shorts and flip-flops, 

and they kind of just look like they’re 

permanently on vacation. And we did a 

little bit of that with Gary.”

The printed shirts worn by Rick (Walton 

Goggins), however, signify something 

different. “When he’s in the resort, he’s 

almost a fish out of water because he’s not 

wearing high-end clothes,” Bovaird shared. 

“He’s wearing cool Hawaiian shirts that are 

mostly vintage, and he’s supposed to look 

like, ‘What’s going on with this guy?’ He 

wears these big, flowy linen pants that are 

super cheap at the market.”

In the “White Lotus” universe, Chelsea 

(Aimee Lou Wood), Rick’s girlfriend, also 

picked up some of her clothes from local 

markets. “The idea for Chelsea was that 

she hasn’t been back to Manchester in 

quite some years,” Bovaird said. “She’s 

been traveling in India and Indonesia, and 

she’s collected things along the way. So 

the inspiration was kind of the backpacker 

vibe that you get out there — things that 

you could have gotten at the markets.”

On the opposite end of the sartorial 

spectrum is the Ratliff family, whose style 

was informed largely by Bovaird’s personal 

life. “I’m married to a southerner and all 

my American family are from the south,” 

Bovaird said. “They have a whole world. 

When I go home, there are certain prints 

that they wear and colors that they wear, 

and there’s definitely a mode of dressing.”

For matriarch Victoria, played by Parker 

Posey, that meant accessorizing with 

pieces from classic luxury brands. “She’s 

got two bags: a Gucci bag with a bamboo 

handle and a little Louis Vuitton barrel that 

she opens and closes,” Bovaird explained. 

“We knew they were going to be shown a 

lot, and, practically, it was important to 

find the right bags. And that the vintage-

style Gucci bag was just so pretty. It was 

cream. It was going to be noticeable, and 

just seemed to suit Victoria, who’s old 

southern money but isn’t making trips to 

New York to get high fashion. She’s just 

more classic.”

Posey’s dresses, on the other hand, hail 

from a well of surprising sources for her 

character. “There’s quite a bit of Rachel 

Comey, which was not something I would 

have immediately thought of but the 

collection was just so right for Victoria,” 

Bovaird said. “The dress she wears on 

the yacht is Rachel Comey. The dress she 

arrives in is Banana Republic. And we 

took a lot of inspiration from this woman 

I met from Birmingham, Ala. and she sells 

vintage caftans. She wears a couple of 

them, and then wears a caftan 

from Jim Thompson when she 

goes to the monastery that’s 

really gorgeous. It’s a company 

that is in Bangkok, and it’s all 

over the tourist resorts. They 

do really beautiful classic 

dresses. She also has a Jim 

Thompson dress at dinner in 

episode one.”

When it came to costume 

design for Season Three, 

Bovaird was also tasked with 

interpreting the nuances 

in style between the three 

friends: Jaclyn (Michelle 

Monaghan), Kate (Leslie Bibb) 

and Laurie (Carrie Coon). 

“Jaclyn is an actress, so we 

imagine that she has lots of 

branded clothing and we 

thought maybe she’s got a relationship with 

Valentino and she’s bringing all this stuff 

that she got sent to her for her vacation, 

and she’s sharing it a little bit with Kate,” 

Bovaird explained, adding, “I think Kate 

and her are the more meticulous ladies 

in their style, and Laurie’s trying to catch 

up. She, in her normal life, doesn’t care 

too much, but she knows she’s going on 

holiday with her old friends, and so she’s 

trying to fit in a little more. And she, you 

know, she still looks really great, but she 

doesn’t have as many pieces as they do.” 

As for Easter Eggs, Bovaird is aware 

of the threads that have been sparked 

from the costume design on “White 

Lotus.” “There was a viral thing about 

the significance of Portia’s top [in Season 

Two] because it was from ‘The Princess 

Diaries,’” Bovaird recalled, adding, “I 

pulled that top from Disney’s rental 

house, so it probably did come from that 

actual show. But it wasn’t an Easter egg. 

Sometimes it’s completely unpredictable. 

Sometimes people just look into things in 

a funny way.” (Though she did share that 

this season “there’s Sicilian clothes that we 

still had that the extras are wearing.”)

When asked about looks this season 

that could spark similar conversations, 

Bovaird replied, “You can’t really predict 

it. I remember last season, yeah, there was 

a lot of talk about why is [Portia] wearing a 

sweater vest? It’s too hot. And I wanted to 

be like, actually, ‘That was a freezing cold 

day we shot in February. It’s cold.’ There 

were days that we had to cancel filming 

because people’s teeth were chattering.” 

This season Chelsea is the one pairing 

knits with her bikinis, which Bovaird 

explained as “I like all the different 

textures on screen, and I think it’s really 

interesting to use a textured wool piece, 

crocheted piece, or macramé piece on 

top of a bathing suit. It adds a nice layer 

to the styling and the photography, and, 

really, there’s so many swimwear scenes 

that sometimes we’re trying to create 

looks out of bikinis. We love the concept 

of dressing up for the pool, which we went 

even further on this year, upping the ante 

as we go.”

EYE

ʻWhite Lotus’ Costume Designer Reveals  
Details of Jacquemus Collaboration

"White Lotus" character 

Chloe wears a custom 

look by Jacquemus. 

Laurie, Kate, and Jaclyn 

in “White Lotus.” 

The Ratliff family 

on “White Lotus.” 
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“So we’ve always had 

different types of people in 

mind that could embody all 

these different characters 

and facets of the brand,” 

continued the designer, 

retracing how the duo 

involved their “icons.”

Along with Lamy, who 

Panconesi underscored 

has been “so supportive of 

the brand for a long time,” 

the talents starring in the 

clips include Anna Dello 

Russo, makeup artist Inge 

Grognard, photographer 

Malick Bodian, musician Izzy 

Spears, performer Ambrosia 

Fortuna as well as JoJo 

Legessa, Ceval and Kat Qiu.

“We came up with these 

nine characters very 

organically and we sat them 

at this table… to perform a 

sort of very simple action 

and movement and [portray] 

how they engage with 

jewelry. We didn’t want 

them to be nothing but 

themselves,” said Panconesi, 

explaining that the overall 

concept was to have a 

house with different tenants 

“who inhabit this space and 

make it their own.”

Inspired by director 

Sergei Parajanov’s 1966 

“Kyiv Frescoes” short 

film, the 30- to 40-second 

clips were conceived as 

intimate portraits of the 

talents, each sporting 

a family of jewels from 

the brand, which plays 

with movement with their 

sinuous silver shapes and 

texture via natural stones, 

enameled details and 

crystals. Most of the jewelry 

will be available at Dover 

Street Market through 

March 17, but the cinematic 

project also featured some 

special made-to-measure 

creations, such as the 

statement headpiece and 

bra worn by Qiu. 

Each clip additionally 

teases Panconesi’s first 

foray into lifestyle. Drawing 

inspiration from his and 

Robson’s own home, nine 

one-of-a-kind objects ranging 

from a jewelry-like metal 

vase and a totemic lamp 

built with different stones 

to a clock and wine glasses 

appear in the short films.

Beyond his own label, 

Panconesi has already 

collaborated with luxury 

houses such as Balenciaga, 

Givenchy, Cartier, Mugler 

and Fendi, and he also has 

moonlighted as design 

director at Swarovski 

since 2020. His namesake 

brand was among the 

accessories finalists of the 

2023 ANDAM Prize.

— SANDRA SALIBIAN

Going  
In-House
Carven, the French fashion 

label owned by China’s 

Icicle, has named Mark 

Howard Thomas its director 

of design.

Thomas will fill the 

vacancy left by Louise 

Trotter, who was poached 

by Bottega Veneta last year.

The brand said Thomas 

has designed the fall 2025 

collection, and will stage its 

next fashion show in fall for 

the spring 2026 season.

Carven said in a brief 

statement that the team 

will continue to build on the 

foundations and refine the 

codes and style forged for 

the house.

A Central Saint Martins 

graduate under the 

influential professor Louise 

Wilson, Thomas joined 

Carven in 2023 as head 

of sartorial and creative 

collaborations. Previously, 

he held various design roles 

in brands including Lacoste, 

Helmut Lang, Joseph, 

Givenchy and Neil Barrett.

— TIANWEI ZHANG

Back for 
Spring
Jisoo, the South Korean 

singer and actor, will once 

again be the face of Tommy 

Hilfiger, featured in the 

company’s spring campaign.

The 30-year-old returns 

for the third Hilfiger 

campaign having joined 

the Tommy family as brand 

ambassador for fall 2024 

and headlining Lunar New 

York the same year.

Jisoo started out with 

K-pop group Blackpink 

before forging a solo 

career as a singer and 

actor. She attended 

Hilfiger’s spring 2025 show 

last September during New 

York Fashion Week on the 

decommissioned Staten 

Island Ferry, and has a 

role in the 2025 K-Drama 

“Newtopia.”

For the campaign, Jisoo 

is dressed in softly tailored 

prep classics.

“My style is always 

evolving, and working with 

Tommy Hilfiger has been 

a defining part of that 

journey,” Jisoo said. “This 

collection blends American 

heritage with refined 

simplicity, and makes me 

comfortable, empowered 

and completely myself. 

I love how each piece 

fits into my everyday life, 

allowing me to express 

who I am in any moment. 

It’s been a joy to bring that 

spirit to the campaign.”

Tommy Hilfiger added, “I 

have always been inspired 

by the women redefining 

culture, and Jisoo is the 

perfect embodiment of 

this movement. She is a 

modern entertainment icon 

who radiates confidence, 

positivity and effortless 

charisma. Jisoo brings 

fresh, global perspective 

to our Americana style, 

making her the ultimate 

Tommy woman for today.”

In the ads, she wears 

pieces from both the spring 

2025 collection and Sofia for 

Tommy, a co-created capsule 

with Sofia Richie Grainge. 

She models looks that reflect 

Hilfiger’s love for the nautical 

lifestyle seen through Breton 

stripes across a classic 

Henley top and flared 

miniskirt, and gold buttons 

on a cropped navy blazer.

The spring collection is 

available on tommy.com, 

in Tommy Hilfiger stores 

worldwide and through 

select wholesale partners 

throughout the season.

The ads will run across 

digital, social and retail 

channels.

— LISA LOCKWOOD

Burberry 
Redo
As any Brit will say — or to 

quote the brand itself — it’s 

always Burberry weather 

somewhere in the U.K.

Whether they’re worn 

on a trip through the 

muddy, squelchy English 

countryside or while dashing 

for the bus on a rainy day, 

the clothes work hard, and 

sometimes need some TLC.

To that end, Burberry 

has opened a pop-up 

at Selfridges that gives 

customers the opportunity 

to repair, resell and 

customize their favorite 

items from the brand.

Onsite craftspeople 

from Burberry’s factory 

in Castelford, Yorkshire, 

are on hand to spiff up 

trenchcoats or repair 

cashmere scarves with 

custom embroidery or 

darning.

There are also options 

for those looking to join 

the club. A selection 

of previously worn 

trenchcoats, all made pre-

1999, have been zhuzhed 

up by Burberry’s team of 

trenchcoat aficionados and 

are up for sale. Each coat is 

individually numbered and 

labeled “Proudly Restored 

by Burberry.” 

The Selfridge’s 

ReBurberry space is open 

until Thursday and for 

those who cannot make 

it, the brand is offering its 

cashmere refresh service 

at select Burberry stores. 

Like a spa day for high-

end fabric, the pieces are 

brushed, steamed and 

misted back to life.

Both the pop-up and 

the cashmere refresh 

service are part of a 

wider strategy to elevate 

Burberry classics. Since 

joining as chief executive 

officer, Joshua Schulman 

has said repeatedly that 

Burberry’s focus should 

be on outerwear — and the 

label’s signature check.

At the brand’s fall 2025 

show on Feb. 24, chief 

creative officer Daniel 

Lee sent coats, capes and 

trenches down the runway 

in the earthy dark browns, 

greens and burgundies 

pulled from the British 

countryside.

“Burberry is a brand 

that’s made for being on 

the go, being in motion — 

and in movement — outside 

and in all different types of 

weather and terrain,” Lee 

said post-show.

— VIOLET GOLDSTONE

Beyond 
Shapewear
Miraclesuit will introduce 

Body by Miraclesuit, a 

collection of shaping 

dresses that brings the 

brand’s signature sculpting 

technology to a line of 

ready-to-wear designs. 

Using their 35 years of 

swimwear innovation, 

Miraclesuit will offer 

dresses that cinch the waist 

and accentuate curves.

Designed to eliminate 

the need for additional 

shapewear, Body by 

Miraclesuit dresses 

feature built-in sculpting 

technology (patent is 

pending) that delivers an 

hourglass shape. Among 

the details are a shelf bra 

and waist shirring that aim 

to enhance the natural 

silhouette. According to 

the company, the looks are 

comfortable, non-restrictive 

and move with the wearer.

“For more than 35 

years, Miraclesuit has 

pioneered sculpting 

swimwear,” said Susan 

DeMusis, brand president 

of Miracle Brands, which 

has headquarters in New 

York and Easton, Pa., 

adding the company is 

bringing “our legacy of 

shaping technology and 

unparalleled craftsmanship 

from our bestselling 

swimwear to our new 

collection of iconic shaping 

dresses.” The company 

holds many patents for its 

swimwear technology.

The first delivery of 

the Body by Miraclesuit 

collection features eight 

styles. Each dress is 

crafted from lightweight, 

breathable, wrinkle-

resistant jersey knit fabric. 

A concealed mesh lining 

provides sculpting support 

that smooths curves. The 

360-degree stretch fabric 

molds to one’s natural 

shape. The dresses are 

made in China.

Retailing from $198 to 

$238, the dresses will be 

available starting Monday 

at miraclesuit.com/body. 

The styles include midi and 

maxidresses, featuring 

bateau necklines, T-shirt 

tops, blouson tops, one-

shoulder necklines and 

twist strap necklines. Sizes 

range from XS to XL.

The eight styles run 

the gamut from the Suki 

Shaping Dress, that’s a midi 

tank dress that features full 

shaping, shelf bra support 

and shirring, to the Loki 

Wrap Front Shaping Dress, 

which is a maxidress with 

a T-shirt top neckline that 

features waist shaping 

from the skirt down, faux 

wrap front styling, and an 

asymmetric hem. Colors 

include crimson, nori green, 

bronze and black, as well 

as paisleys, florals and 

patterns. — L.L. ■

Mark Howard Thomas

A dress by 

Body by 

Miraclesuit.

Jisoo for Tommy Hilfiger.

A Burberry craftsperson can 

customize trenches onsite. 


