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Fashion. Beauty. Business. 

Chanel stuck to familiar territory as 
it waits to write a new chapter with 

incoming creative director Matthieu 
Blazy. The studio team doubled down on 
house codes with layered looks, like this 

all-red ensemble that offered a fresh take 
on the tweed suit, with a matching jacket, 

wrap skirt and flared pants. For more on 
the Paris shows, see pages 6 to 11.

PHOTOGRAPH BY KUBA DABROWSKI

Red All Over
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  Ashley Buchanan outlines  
a turnaround strategy  
and key areas of the  
business to focus on.

BY DAVID MOIN

Ashley Buchanan, the new chief executive 

officer of Kohl’s Corp., started to lay out 

his private label-centric plans to help the 

retailer climb out of its hole on Tuesday — 

while delivering fourth-quarter results that 

showed just how much work lies ahead.

The retailer issued a dour fourth-quarter 

report marked by a 74 percent drop in net 

income, which fell to $48 million from $186 

million in the year-ago period.

Net sales in the quarter ended Feb. 1 fell 

9.4 percent to $5.2 billion, with an extra 

week in the year-ago quarter making results 

look worse than they would have otherwise. 

Comparable sales, which adjust for 

calendar changes, decreased 6.7 percent.

This year, Kohl’s is projecting a 5 to 7 

percent sales decline, with a 4 to 6 percent 

comp sales decrease.

The dismal forecast and fourth-quarter 

results dragged Kohl’s stock price down 24 

percent to $9.15 in trading on Tuesday.

Looking ahead, Buchanan told analysts 

and investors on a conference call that 

Kohl’s private brands provide quality, 

value and exclusivity, and resonate with 

core customers.

“We have an opportunity to reengage this 

customer by unlocking the full potential 

of our proprietary brands,” he said, citing 

Sonoma for apparel and FLX for activewear 

as two of the company’s best private 

brands. “Strengthening our proprietary 

brand offering is key to our success.”

Restoring discontinued categories 

and deals on coupons, is also part of the 

program for private brands going forward. 

The company will also be refocusing its 

attention on fine jewelry and petites.

Among other initiatives, Buchanan 

intends to:

  Reestablish Kohl’s as a leader in value 

and elevating promotions and “great” 

prices.

  Continue to prioritize Sephora, home 

decor and impulse areas where growth 

opportunities are seen.

  Simplify over-complex promotions 

and coupons by reducing the number 

of brands listed as excluded.

  Provide a more consistent experience 

at stores and online in part by keeping 

high-volume items in-stock.

  Reducing costs.

“Over the past few years, we have 

implemented a significant amount of 

change across our assortment, value 

strategies and store experience to attract 

new customers. While the intention of 

this strategy to engage a new customer 

has been important, it has also caused 

friction with our core customer,” 

Buchanan said Tuesday, in what was his 

first quarterly conference call since he 

became Kohl’s CEO in January. “We need 

to reprioritize our initiatives to deliver on 

these key tenants to better serve all of our 

customers, both new and existing.”

A turnaround of the business while 

“very achievable is going to take some 

time,” said Buchanan, adding that Kohl’s 

inventory through the third quarter has 

been largely bought already.

“There’s a lot of things around how we 

operate the store from a cost perspective, 

how we do promotions, how we [handle] 

our summer pricing and the proprietary 

mix are more short term [fixes],” he said. 

“The longer-term piece around the value 

proposition and how we go to market, 

we’re still developing. It’s a long lead time 

business, and so it takes a little bit of time 

to turn the ship.”

The turnaround effort, he said, will 

focus on “a curated, more balanced 

assortment that fulfills needs across all 

our customers, reestablishing Kohl’s as a 

leader in value and quality and delivering 

a frictionless shopping experience.…Our 

focus has been heavily weighted on new 

products to attract new customers, and 

we have de-emphasized the products 

and categories that our core customers 

love.” Getting specific, Kohl’s, he said, 

lost traction in fine jewelry, petites and 

proprietary brands.

“We will also continue to prioritize our 

key growth categories that are resonating 

with our customers, including Sephora, 

home decor and impulse.

“The things I laid out, they’re really 

short term and tactical. In that sense, I’m 

still creating the long-term strategy and the 

greater value proposition,” Buchanan said.

Kohl’s also reported that it has decided 

to reduce its quarterly dividend to 12.5 

cents a share, from 50 cents a share, 

to increase the cash balance and invest 

in designated growth areas. The next 

dividend will be paid on April 2.

Last quarter, digital sales were generally 

weak, as were sales of home-related 

goods like floor care, bedding and kitchen 

electric appliances. On the other hand, 

fragrance, bath and body, skin care, gift 

sets, bridge and fashion jewelry, fashion 

accessories, home decor and impulse 

did well. Fresh receipts of private brand 

merchandise lifted the apparel businesses.

In January, the Menomonee Falls, 

Wisc.-based retailer announced the 

closing of its San Bernardino, Calif., 

e-commerce fulfillment center and 27 

stores. Operating since 2010, the San 

Bernardino facility will shut down in 

May when the lease expires. According 

to the company, Kohl’s has expanded its 

capacity to fulfill customer orders from 

store locations and will no longer need 

the e-commerce fulfillment center.

Buchanan said there are very few stores 

in the chain that are not profitable, though 

he added “if you look inside the box [at] 

how we allocate space among categories, 

on products and adjacencies, I think we’ve 

lost a little bit of discipline, and there’s a 

lot of opportunity. A simple thing done 

recently, before I got here, is realigning 

casual pants next to the dress pants, and 

you saw an increase. It’s just how the 

traditional customer shops.”

A few years ago, Kohl’s started 

opening smaller units in the 33,000- to 

55,000-square-foot range, compared 

to the standard 80,000-square-foot 

format. Buchanan said the smaller units 

have been doing “pretty well,” adding 

the downsized format is “still a work in 

progress. There’s a lot of opportunity,” on 

how the buildout is approached and what 

the return on investment is, the CEO said. 

“We’re still learning. But our workhorse 

is still 80,000 square feet and it’s a highly 

productive prototype.”

Capital expenditures this year will be 

between $400 million to $425 million, 

and will include investments to complete 

the rollout of Sephora shops inside 

Kohl’s stores, expand impulse queuing 

fixtures and omnichannel enhancements. 

Additionally, two smaller stores will open 

in the first quarter.

In his prepared statement, Buchanan 

said, “Kohl’s is built on a strong foundation 

that includes operating more than 1,100 

conveniently located stores nationwide, 

serving over 60 million customers, with 

30 million of those customers being Kohl’s 

Loyalty Members. Kohl’s has a tremendous 

opportunity to build on our strengths, 

address key areas of opportunity and 

better serve our customers every day.

“We have identified key areas of focus 

and are taking action in 2025 to reposition 

Kohl’s for future success,” Buchanan 

added. “Our customers expect great 

product, great value and a great experience 

from Kohl’s. I am confident that the 

areas we identified will deliver on what 

customers want and expect from Kohl’s.”

Buchanan became Kohl’s CEO after 

serving the same role at Michael’s. The 

last two CEOs of Kohl’s, Tom Kingsley and 

Michelle Gass were unsuccessful in their 

efforts to turnaround the business despite 

years of merchandise and store changes. 

Consequently, Kohl’s has been losing 

market share to stronger competitors 

including Walmart, Amazon and TJ Maxx.

For all of 2024, net income was $109 

million, or 98 cents per diluted share, and 

adjusted net income totaled $167 million, 

or $1.50 per adjusted diluted share. This 

compares to net income of $317 million, or 

$2.85 per diluted share in the prior year.

Net sales decreased 7.2 percent year-

over-year, to $15.4 billion. Fiscal 2023 

included net sales of approximately $164 

million from the 53rd week. Comp sales 

decreased 6.5 percent for the year.

BUSINESS

Kohl’s CEO Details 

Turnaround Plan

A Kohl's department store.

Ashley Buchanan 
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  CEO Tony Ruiz stated  
that the company is  
investing "to take Mango  
to a new level of growth."

BY DAVID MOIN

Mango’s heavy investments in expansion 

are paying off.

The Barcelona-based global fashion 

chain generated 3.34 billion euros in 

volume for the year ended Dec. 31, a 7.6 

percent increase from 2023.

Earnings before interest, taxes, 

depreciation and amortization in 2024 

increased 19 percent to 636 million euros, 

while net profit rose 27 percent to 219 

million euros.

Mango invested 219 million euros in its 

expansion efforts last year, out of the 600 

million euros foreseen through 2026.

Toni Ruiz, chairman and chief executive 

officer of Mango, said in a statement that 

the results “demonstrate the attractiveness 

of our value proposition and the 

soundness of our business model.

“We have invested strongly in improving 

our store network with numerous openings 

and refurbishments, and in technology, 

logistics and the new Mango campus,” Ruiz 

said. “We are in the best moment of our 

history and we are investing to take Mango 

to a new level of growth.”

The new, 1 million-square-foot campus in 

Palau-Solità i Plegamans, on the outskirts 

of Barcelona, includes offices, the design 

department and the renovated factory. It 

was conceived as a research, development 

and innovation center and is designed to 

promote interaction between employees, 

spurring creativity with open spaces and a 

blend of digital and physical elements.

Mango said that its women’s business 

remained a “pillar” last year, representing 

79 percent of the turnover. The company 

also said that men’s, kids and teens also 

performed strongly, accounting for the 

remaining 21 percent of the volume. The 

brand is known for its casual, colorful 

Mediterranean-influenced collection in 

moderate to better prices.

Last year, Mango opened more than 

260 stores, achieving more than half of 

its targeted 500 store openings by 2026. 

At the end of 2024, the company had 

nearly 2,850 stores operating in about 120 

markets around the world.

The U.S. is Mango’s primary growth 

market. In 2024, the company exceeded 

its goal of reaching 40 company-owned 

stores in the U.S. with initial openings 

in Pennsylvania, Massachusetts and 

Washington, D.C., as well as new doors in 

California, including the first Mango in San 

Diego.

In 2025, Mango plans to further 

increase its U.S. presence by opening 20 

more stores, bringing the total to about 

65 company-owned units nationally. 

Growth will focus on the Sun Belt and the 

Northeast. The first Washington state store 

will be in Bellevue Square in the Greater 

Seattle area. The first Illinois store will 

be in Chicago on Michigan Avenue, and 

the first Nevada store will be in Las Vegas 

in the Fashion Show shopping center. 

Mango also plans to open its first stores in 

Connecticut, Arizona, Ohio, Oregon and 

Louisiana and will increase its presence 

in California, with a focus on the San 

Francisco area, and in Texas, with a store 

in the Houston Galleria.

Mango has also zeroed in on New York 

City for growth. A 13,000-square-foot 

store at 1976 Broadway, situated between 

66th and 67th Streets, is expected to 

open sometime this summer, marking the 

company’s fourth store in Manhattan.

In other 2024 statistics, Mango’s brick-

and-mortar operations accounted for 

nearly 2.2 billion euros, while online sales 

reached nearly 1.1 billion euros.

Mango’s international business 

accounted for 78 percent of the volume, 

with the highest turnover seen in Spain, 

France, Turkey, Germany and the U.S., 

followed by Italy, the U.K. and Portugal.

To support the growth, the company 

indicated that it increased its workforce 

by more than 900 employees last year to 

more than 16,400.

The company also said it was 

progressing in its goal to use 100 percent 

lower environmental impact fibers by 

2030 — it is already already at 72 percent.

Mango expects to surpass $4 billion in 

annual euros in 2026.

Ruiz added the title of chairman last 

January following the death of Mango’s 

founder Isak Andic who in December 2024 

was killed in a spelunking accident in a 

cave of the Montserrat mountain range in 

Catalonia, Spain, during an excursion with 

his family.

  The new chief wants to 
replicate his success turning 
around Debenhams within 
the wider group, which owns 
brands including Karen  
Millen, PrettyLittleThing  
and BoohooMan.

BY SAMANTHA CONTI

LONDON — Boohoo Group is changing its 

name and rebooting its business model in 

an increasingly difficult environment for 

online retail at every level of the market.  

Group chief executive officer Dan Finley 

has only been in the role for a few months, 

but on Tuesday he unveiled a mega-

shakeup aimed at replicating his success 

turning around Debenhams, which Boohoo 

acquired out of administration in 2021.

Boohoo purchased the Debenhams 

business, but not the nationwide chain of 

physical stores, and said the multibrand 

platform is now generating GMV of 654 

million pounds, and net sales of 205 million 

pounds with a 12 percent EBITDA margin.

Debenhams also owns the fashion labels 

Wallis, Burton, MissPap, Coast, Oasis, 

Dorothy Perkins and Warehouse, which 

Finley said are thriving, with a combined 7 

percent EBITDA margin.

Finley said Tuesday that Boohoo will 

be renamed Debenhams Group with 

immediate effect and the plan is to 

transform it into a multibrand platform, 

with a “stock-lite and capital-lite” approach.

“The successful turnaround of 

Debenhams is our blueprint for the wider 

turnaround of the group. The turnaround of 

our youth brands is underway and will take 

time. I have inherited significant challenges. 

I can see their future potential as they evolve 

into fashion-led marketplaces and adopt a 

leaner operating model,” he said.

The youth brands include Boohoo, 

PrettyLittleThing and BoohooMan, which 

have a combined GMV of more than 1.5 

billion pounds.

Finley said recent trading has been 

tough, and the plan is to “right size” 

stock levels by discounting heavily and 

realigning market spend.

Going forward, he said, those brands will 

operate as “fashion-led marketplaces with a 

strong consumer proposition.”

He argued the move will increase the 

group’s share of wallet and reduce future 

stock holding requirements which, in 

turn, will drive higher profitability and 

cash generation.

Finley added: “We go forward as 

Debenhams Group. This is a defining 

moment in our journey, reflective of our 

new strategy, new leadership and new 

beginnings. It will be a leaner, faster and 

more technologically advanced business. I 

am confident our best days are ahead of us, 

and I am excited for our future.”

Finley also updated on other group 

divisions. Karen Millen has been 

transformed into a digital first, premium 

brand with GMV of 157 million pounds.

“The future growth potential [of 

Karen Millen] is significant as it evolves 

into a premium lifestyle destination, 

accelerated through a marketplace [model] 

including pre-loved luxury, licensing and 

international expansion,” he said.

As part of the re-boot, the group has also 

made some operational changes, shutting 

its U.S. distribution center, selling its 

London offices, and reducing headcount 

and the overall cost base.

On Tuesday, the group also updated on 

trading for the full year to 2025. GMV pre-

returns were down 10 percent year-on-

year, despite “very strong” performance 

at Debenhams.

Revenue was 1.22 billion pounds, down 

16 percent year-on-year. Adjusted EBITDA is 

set to be 40 million pounds. Full-year results 

will be reported later in the spring.

According to the company, exceptional 

one-off costs for fiscal 2025 will include 

those related to the closure of the U.S. 

distribution center, redundancy costs 

associated with headcount reduction, and a 

one-off non-cash cost of around 40 million 

pounds for the writedown of surplus stock 

in the youth brands division.

The company clarified that the 

company will operate under the name of 

Debenhams Group with immediate effect. 

The name change will be voted on by 

shareholders during a general meeting set 

for March 28 in London.

Some say the rebranding, and new 

business model, are bound to fail due to the 

dominance of Shein.

Chloe Collins, head of apparel at Global 

Data, the London-based consultancy, 

said the rebrand highlights “how much 

the youth fast-fashion brands [at Boohoo] 

continue to struggle. This is mostly due to 

the meteoric rise of Shein, as its ultra-

low prices and swift reaction to trends 

have made it almost impossible for fellow 

fast-fashion brands to keep up. Young 

shoppers are also pivoting more toward 

the resale market, as well as smaller 

capsule wardrobes.”

Collins added that the business 

model switch makes sense because 

“marketplaces continue to outperform 

[at retail] thanks to their wide range of 

brands and agile online operations.” She 

said that a Boohoo marketplace model 

is unlikely to work, however, “given the 

waning desirability of these brands and 

Shein’s marketplace ambitions.”

It appears the move didn’t impress 

investors much, either. The share price 

closed down 4.61 percent at 0.26 pounds.

BUSINESS

Mango Reports 
Heady 2024 Growth

BUSINESS

CEO Dan Finley Shakes Up Boohoo,
Changes Name to Debenhams Group

The turnaround at Debenhams has been a success and the new 

CEO plans to use the same playbook for parent Boohoo Group.

Mango used AI to generate an 

ad campaign, model and all. 
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  The Italian eyewear group 
registered solid growth in 
Europe and challenges in 
North America last year,  
while it expanded its  
owned brand portfolio.

BY LUISA ZARGANI

MILAN — Growth in Europe last year 

helped balance the challenges seen in 

North America and Safilo Group touted 

a stronger, more stable and balanced 

portfolio as it reported strong growth at 

Carrera, David Beckham, Tommy Hilfiger 

and Carolina Herrera.

In the 12 months ended Dec. 31, 

revenues amounted to 993.2 million 

euros, down 3.1 percent compared with 

1.02 billion euros in 2023. The decrease 

was attributed to the end of the license 

with Jimmy Choo, which went on to ink a 

10-year agreement with EssilorLuxottica. 

Net of this, sales were slightly positive, 

driven by the solidity of the European 

market, while business in North America 

was penalized by an election year and 

the climate of uncertainty that affected 

business and consumer confidence.

The global performance improved in 

the fourth quarter as sales decreased 1.6 

percent to 235.8 million euros. Net of 

Jimmy Choo, revenues were up 2 percent 

in the period.

Group net profit amounted to 34.2 

million euros, more than doubling from 

14 million euros in 2023 mainly due to the 

effect of the valuation of the option liability 

on minority interests.

“[The year] 2024 was a year marked 

by a complex macroeconomic context, 

which affected business and consumer 

confidence, influencing demand dynamics 

in various sectors, including eyewear,” 

said chief executive officer Angelo Trocchia 

during a conference call with analysts at the 

end of trading in Milan on Tuesday. “In the 

face of market challenges, we proved our 

resilience and adaptability, consolidating 

our competitive edge through dynamic 

brand portfolio management and targeted 

investments. Our steadfast dedication to the 

quality of services offered to our customers 

and consumers remains the cornerstone of 

our strategy.”

He touted the “decisive action on the 

levers within our control,” which led to 

improvements in gross industrial margin 

nearing 60 percent  of sales, and an 

adjusted EBITDA margin that increased to 

9.4 percent.

Chief financial officer Michele 

Melotti said that prescription frames 

outperformed sunglasses in the year.

“Looking to 2025, the complexity of 

the macroeconomic and geopolitical 

landscape, and the related increasing 

challenges, will continue to impact the 

markets in which we operate, making 

it particularly difficult to predict 

business trends in the coming months,” 

said Trocchia. “In this context, we 

remain focused on strengthening our 

partnerships, maintaining agility and 

operational flexibility, with the goal of 

seizing opportunities to return to revenue 

growth. Our commitment to continuous 

margin improvement and consistent cash 

generation remains steadfast.”

Adjusted earnings before interest, taxes, 

depreciation and amortization totaled 

93 million euros, up 1.1 percent on 2023 

and improving by 40 basis points to 9.4 

percent of revenues.

The adjusted operating profit totaled 

52.6 million euros, up 6.1 percent 

compared with 2023.

The improvement in margins was 

attributed to higher industrial efficiency 

achieved with the reorganization completed 

in 2023, and the positive price/mix effect on 

sales recorded throughout the year.

Marc Jacobs, Dsquared2, Etro, Isabel 

Marant, Missoni, Moschino and Stuart 

Weitzman are among the brands also 

produced under license by Safilo. In 

addition to Carrera and Smith, Safilo owns 

the Polaroid, Blenders, Privé Revaux and 

Seventh Street brands. In January, Polaroid 

signed a global partnership with the ATP 

tennis tour. Trocchia said that 2024 was “a 

phenomenal year” for the David Beckham 

eyewear and a first monobrand store is in 

the pipeline in Mykonos, Greece. This is not 

owned by Safilo, noted Trocchia, and there 

are no plans for Safilo to expand in retail.

With the perpetual license of Eyewear 

by David Beckham inked last year, the 

group’s owned brands represented around 

50 percent of total sales.

In January, the company announced 

the renewal of the Dsquared2 and Under 

Armour licenses. With the renewals that 

took place last year, with Moschino and 

Missoni for example, Safilo has “secured 

80 percent of our licensed portfolio to 

2030,” said Trocchia.

In 2024, sales in North America 

amounted to 428.7 million euros, a 

decrease of 5.3 percent compared with 

2023. Smith’s performance was impacted 

by an unfavorable environment for the 

sports sector, with a delayed start to the 

ski season and sunglasses sales remaining 

largely weak due to cautious purchasing 

behavior from key wholesale channels.

The prescription frames business 

continued to show solid growth, supporting 

brands with greater exposure to this 

category. Blenders showed a lackluster 

performance in the last quarter, while 

Smith continued to progress in the 

direct-to-consumer channel and saw a 

recovery in physical stores, supported by 

a strong start to the 2025 ski season and 

a favorable comparison base.  Trocchia 

said that Carrera’s performance last year 

was “a standout” and that the U.S. has 

become the brand’s first market, adding 

that the women’s segment was “incredibly 

successful” and it remains “a major focus” 

in 2025.

Asked about U.S. tariffs, Melotti said “we 

are closely monitoring” the situation. “We 

have been diversifying our supply chain 

out of China so we are better positioned. 

It’s a work in progress and we have to 

see how things settle, it’s premature to 

quantify the impact.”

Responding to a question about 

current trading in the U.S., Trocchia said 

that January and February have shown 

“positive signs,” as did the last quarter 

last year, but admitted there is a “level of 

uncertainty now that is making consumers 

more nervous.”

In 2024, sales in Europe edged up 0.6 

percent to 414.2 million euros, with France 

standing out as one of the most dynamic 

markets, and the Italian market also 

performed well, while Central and Eastern 

European markets continued to see strong 

growth, with Poland and Turkey showing 

particularly positive results and Germany 

benefiting from the solid performance 

of the internet pure players channel. 

Among the group’s product categories, 

prescription frames continued to 

outperform sunglasses, demand for which 

in Europe was partly influenced by adverse 

weather conditions in May and June. 

Sales in Asia-Pacific decreased 2.3 

percent to 58.6 million euros, with China 

standing out as the main positive driver. 

In particular, Tommy Hilfiger, Ports and 

Polaroid drove growth, consolidating 

their position and contributing positively 

to the performance of the area. The year 

was more complex in the Southeast Asian 

markets, where the contraction in sales at 

distributors affected overall performance. 

In the last quarter, sales in Asia-Pacific 

were up 14.4 percent driven by the 

recovery of the Chinese market and the 

positive reception of the new collections 

presented at the Beijing eyewear fair. 

Sales in the Rest of the World decreased 

8.3 percent to 91.8 million euros, impacted 

by a slowdown in Latin America mainly due 

to weakness in the travel retail channel. 

Brazil, however, showed signs of recovery, 

particularly in the last quarter, thanks to 

greater stability in domestic demand.

The free cash flow was positive and 

amounted to 16.7 million euros, compared 

with 29.1 million euros in 2023. In 2024, 

cash flow for investments grew to 48.9 

million euros, mainly due to Safilo’s 

investment to acquire the perpetual 

license for Eyewear by David Beckham — a 

figure that was not disclosed.

Net debt, which also takes into account 

the completion of the share buyback 

program for 11.8 million euros, remained 

stable at 82.7 million euros.

BUSINESS

Safilo Management Touts 
Resilience in Complex 2024

Carrera 

Eyewear 

women’s 

sunglasses. 

Eyewear by David 

Beckham by Safilo.
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  The sports retailer will be 
adding House of Sport, 
Field House and Golf Galaxy 
Performance Centers to its 
roster of stores this year.

BY JEAN E. PALMIERI

Dick’s Sporting Goods posted the 

best holiday season in its history, but in 

light of the “dynamic macroeconomic 

environment,” issued what was seen as 

tepid guidance for this year.

On Tuesday morning, the Pittsburgh-

based sporting goods retailer reported 

a 6.4 percent gain in comparable-store 

stores in the fourth quarter, exceeding 

analyst expectations of below 3 percent, 

and net income of $300 million, up 1 

percent from the $296 million in the same 

period last year. Total sales in the period 

ended Feb. 28 were $3.89 billion.

However, looking ahead to this 

fiscal year, Dick’s is projecting full-year 

comparable sales growth to be in the range 

of 1 percent to 3 percent and earnings per 

diluted share to be in the range of $13.80 

to 14.40. Analyst estimates are for comp-

store sales of 2.5 percent and earnings per 

share of $14.86, according to CNBC. The 

company’s stock closed down 5.7 percent, 

or $12.06, to $198.96 on Tuesday.

For the year, comparable-store sales 

rose 5.2 percent, driven by growth in 

average ticket sales and transactions, the 

company said, and total sales were up 

3.5 percent to $13.4 billion from around 

$13 billion last year. Earnings per diluted 

share were $14.05, up 15 percent from the 

$12.18 reported in fiscal year 2023 and net 

income rose 11 percent to $1.2 billion from 

$1 billion the prior year.

As a result of the strong showing, the 

company said it plans to open about 16 

additional House of Sport locations and 18 

Dick’s Field House locations in 2025. Last 

year, the retailer opened seven House of 

Sport locations, bringing the total to 19, 

and 15 Field House stores. That smaller-

size concept now has 26 locations around 

the country. The goal is to have 75 to 100 

House of Sport units by 2027, the company 

said on its earnings call Tuesday morning. 

The company also said 70 percent of 

the new locations will be reimagined or 

relocations of existing units.

In addition, 14 Golf Galaxy Performance 

Center locations are also expected to open 

this year.

“The convergence of sport and culture 

in our country has never been stronger, 

and with a series of major sporting 

events set to take place in the U.S., this 

momentum is only expected to grow 

through 2030 and beyond,” said executive 

chairman Ed Stack. “As a company rooted 

in sport, Dick’s is uniquely positioned to 

seize this opportunity, and we are making 

strategic investments in real estate, in-store 

enhancements and digital experiences to 

further expand our market share.”

Lauren Hobart, president and chief 

executive officer, added: “For 2025, our 

outlook reflects strong confidence in 

our strategies and operational strength 

while acknowledging the dynamic 

microeconomic environment. With this 

in mind, we expect to drive continued 

comp growth, strategic expansion of 

our square footage and improved gross 

margin. Leaning into our strategic pillars, 

we are investing in three exciting growth 

areas, each with significant potential: 

repositioning our real estate and store 

portfolio; driving continued strong 

growth in footwear, and accelerating 

our e-commerce business. With a clear 

strategy, a disciplined approach and a 

commitment to innovation, we are well-

positioned to drive sustained sales and 

profitability growth over the long-term 

and seize the significant market share 

opportunity ahead of us.”

In a call with analysts Tuesday morning, 

Hobart said the company is the largest 

omnichannel sports retailer in the U.S. 

with a market share of just under 9 

percent of the $140 billion sports industry. 

She said with the “excitement around 

women’s sports,” the upcoming FIFA 

World Cup, L.A. Olympics and Rugby 

World Cup, all of which will be on U.S. soil, 

“the convergence of sports and culture 

has never been stronger. We’re a nation 

obsessed with sport and no one is better 

positioned to harness this opportunity 

than Dick’s Sporting Goods.”

Turning to categories, Hobart said 

“footwear is the engine that pulls the 

train,” and premium assortments are now 

available in about 90 percent of all stores. 

Footwear now represents 28 percent of 

total sales.

E-commerce is also seen as a growth 

engine, she said, adding that the company 

will invest aggressively in technology  

and marketing as well as a focus on the 

Dick’s app to continue to drive sales 

through this channel.

She also cited the “long-term growth 

opportunities” of the company’s 

GameChanger and Dick’s Media Network. 

GameChanger is a livestream sports app 

for youth sports that Dick’s bought in 2016. 

It exceeded $100 million in revenue in 

2024 and projections are for it to hit $150 

million this year.

While the company’s projections did 

not meet expectations, Neil Saunders, 

managing director of GlobalData, wasn’t 

too concerned.

He said Dick’s “was a magnet over the 

holiday period and did exceptionally 

well across gifting and self-purchase 

categories. Sporting goods were a solid 

gifting category this year, but consumers 

also came to Dick’s in larger numbers for 

everyday apparel and footwear. This is 

part of a trend that has been in play for 

a while, which is enabling Dick’s to take 

share from mainstream apparel retailers, 

but it seemed to accelerate over the 

holiday quarter.”

He said that a decade ago, consumers 

would visit Dick’s strictly for sports-related 

merchandise but its recent focus on 

apparel and a wider brand assortment has 

helped draw more customers, particularly 

to its experiential House of Sport concept 

as well as its smaller, refurbished Field 

House stores.

“It is also helping to future-proof  

Dick’s at a time when some other retailers 

are failing to invest in their physical  

real estate,” he wrote. “And this is one  

of the reasons why Dick’s is pulling 

customers away from more traditional 

channels like department stores and 

from mass merchants such as Target. 

This dynamic will become increasingly 

important in a market where organic 

spending growth is slimmer.”

And while the company is projecting 

a slowdown in growth, “Dick’s will be 

adding to a very successful run and 

will be doing so in a somewhat slower 

trading environment. That is far from a 

terrible outcome,” he believes. “Indeed, 

it underlines the fact that Dick’s continues 

to win market share. In our view, it will 

remain a winner.”

BUSINESS

Dick’s Issues Weaker Guidance 
After Record Holiday Season

A Dick's House of Sport store. “Sporting goods  
were a solid gifting 
category this year,  

but consumers  
also came to Dick’s  
in larger numbers  

for everyday apparel 
and footwear.” 

NEIL SAUNDERS, GlobalData
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  Williams is photographed in 
the ad campaign with her two 
daughters, Olympia and Adira.

BY LISA LOCKWOOD

Tennis champion Serena Williams 

has designed a limited-edition collection 

for Janie and Jack, the childrenswear 

manufacturer, for spring 2025.

The collection’s campaign also marks a 

milestone for Williams since she appears 

alongside both her daughters, Olympia, 7, 

and Adira Ohanian, 18 months, in their first 

campaign together. (Williams is married to 

Reddit cofounder Alexis Ohanian.)

The spring collection is designed for 

children up to 12 years old. It features resort-

ready apparel, swimwear and accessories 

in bold colors and ombre designs. The 

collection also includes two coordinated 

mommy-and-me styles and a re-creation of 

Williams’ childhood tennis look.

“As a longtime fan of Janie and Jack, 

I’m thrilled to bring this collection to life 

alongside my girls,” Williams said. “Every 

piece is designed to celebrate family, 

style and the special moments we share 

together. I poured so much love into 

this collection and can’t wait for families 

everywhere to experience it.”

Asked how the partnership came about, 

Williams told WWD, “Quite frankly, I’m 

always there. My agent called me and 

asked, ‘What do you think about Janie and 

Jack?’ I always post pictures of my kids and 

they’re always in Janie and Jack. Maybe I 

posted a picture and they saw it, and we’ve 

been trying to do something together. 

When I had Adira, this was a perfect time 

to do something.”

“I love them [ Janie and Jack]. They’re at 

my local mall. I like to go there and shop. It 

was very authentic and very normal,” she 

said in a Zoom interview.

As reported, The Gap sold off Janie and 

Jack in 2021 to brand investment platform 

Go Global Retail for an undisclosed sum. 

The Gap had acquired Janie and Jack 

in 2019 for $35 million during parent 

company Gymboree’s bankruptcy.

For Williams, the design process was 

fairly easy. “Janie and Jack did everything. 

They made these great mood boards to 

choose from. As a designer, there’s always 

a lot of stuff to do. They gave me all the 

mood boards, so I didn’t have to do it. That 

was amazing. We had meetings, ‘What 

am I thinking about florals, and what am I 

thinking about colors? etc.’

“Our initial call was, ‘Are we really 

going to do this? This is crazy.’ It was so 

authentically us on both sides. And my 

girls love the products,” Williams said.

Williams said she wasn’t looking to bring 

a different aesthetic to the brand, since she 

already likes what they’re doing. “I don’t 

know if I want to do anything different 

because they do everything right. I feel 

that’s the reason why I like them because 

they bring so much joy and fun, just colorful 

and whimsical things in their stores. I 

wouldn’t want to do anything different from 

that. I just wanted to add to that. It’s almost 

like a fairy tale through clothing.”

Parnell Eagle, president and chief 

commercial officer of Janie and Jack, said, 

“Serena has been our dream partner 

since the moment she became a mother. 

We were so excited when we first saw 

her dress Olympia in Janie and Jack at 

Wimbledon. Her vision and creativity 

brought a fresh perspective to every 

design, resulting in a collection that 

exudes her iconic style and celebrates 

family bonds. It’s been a privilege to work 

alongside Serena, and we’re excited to 

offer families timeless pieces that inspire 

connection and special moments together.

“The collaboration is more than just 

fashion — it’s a celebration of storytelling 

through style. Serena infused this collection 

with creativity and heart, making each 

piece both iconic and deeply personal. We 

hope these designs inspire families to create 

their own unforgettable moments, wrapped 

in love and purpose,” Eagle said.

Williams’ collection includes 35 styles, 

retailing from $18.50 to $175.

Discussing some of her favorite pieces, 

Williams said she was inspired by an 

outfit she wore as a kid, which was a skirt 

and top to play tennis. “We were really 

inspired by that iconic piece and bringing 

a different version of it to life. We used it 

as an inspiration as we looked at designs,” 

she said.

Williams said she’s never designed kids’ 

clothing before. “I was really nervous 

about it. They have a wonderful team and 

they have a wonderful designer who was 

able to help me through that process. And 

it was cool. I’ve designed adult clothes 

and sportswear, but I’ve never done this,” 

she said.

Williams studied fashion design at the 

Art Institute of Fort Lauderdale from 2000 

to 2003 and launched S by Serena, her first 

independent clothing collection of dresses 

and tops, in 2018. In 2023, Williams 

became the first athlete to receive the 

CFDA Fashion Icon Award.

As for whether Olympia had a say in the 

designs, Williams said, “I actually asked 

her. There were some choices. When we 

were narrowing down the collection, I 

actually asked her which one she liked 

better. Thankfully it was the same one I 

liked better.”

Another look she’s excited about is an 

asymmetrical dress with rosettes. “I love 

pink and it was an opportunity to explore 

that in a big way. We played around in this 

collection with a lot of pinks,” Williams said.

Each item reflects Williams’ personal 

style, with functional designs, fresh textures 

and fabrics inspired by sunny getaways.

She said her youngest daughter likes to 

go in her own closet and pick out her own 

clothes. “Olympia did the same thing. She 

[Adira] will pull it off the hanger because 

we keep her hangers really low for her. 

Honestly it’s too cute,” she said.

Williams said she’s excited about the 

fashion shoot that she and her girls did 

in Miami. The campaign captures joyful 

family moments in a vibrant, resort-

inspired setting.

“I can’t wait for those pictures to come 

out. I just want to frame them all, and 

put them in my house,” she said. While 

the girls were outfitted in Janie and Jack, 

Williams said they made some Janie and 

Jack looks for her, and she wore some non-

branded things. Some of the looks were 

mommy-and-me pieces.

Regarded as one of the greatest tennis 

players of all time, Williams was ranked 

world number one in singles by the 

Women’s Tennis Association for 319 weeks. 

She has won 23 Grand Slam women’s 

singles titles, the most in the Open Era, and 

the second most of all time. Williams was 

a trailblazer on the tennis court with her 

aggressive playing style and her standout, 

brightly colored tennis outfits, including 

tutus, catsuits and neon skirts. She retired 

from her professional tennis career in 2022.

Speaking about her post-tennis life, 

Williams said, “I just work on VC and 

my beauty brand. That’s kind of what I 

do nowadays.” Williams started Serena 

Ventures in 2017, a venture capital fund 

that supports underrepresented founders, 

and launched her own beauty brand, Wyn 

Beauty, a vegan, cruelty-free makeup line, 

last April at Ulta and ulta.com.

While she may have said goodbye to 

professional tennis, it’s still a part of her life.

Asked if Olympia is working on her 

tennis game, Williams said, “She is. She 

likes it.” Williams said she doesn’t have the 

patience and has hired a pro to teach her.

Would she encourage her daughter to 

pursue a professional career in tennis?

“Of course, that would be so legendary. I 

would love that. I don’t know if she would 

do it [but] that would be amazing.”

FASHION

Serena Williams Designs 
Collection for Janie and Jack

Here and below:  

Serena Williams with her 

daughters, Olympia, 7, 

and Adira, 18 months, in 

the campaign for Serena 

Williams x Janie and Jack.

Serena Williams has 

designed a collection 

for Janie and Jack. 
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  The new Seaport  
location is the largest and  
most social, according to 
founder Dr. Jonathan Leary. 

BY EMILY BURNS

Remedy Place is heading to Boston. 

Later this month, the social wellness 

club founded by Dr. Jonathan Leary will 

open in the Seaport neighborhood in 

Boston. At over 10,000 square feet, it is the 

largest by more than 30 percent and the 

most social club with multiperson saunas, 

movement classes, IV suites and more — 

this marks Remedy’s fourth location after 

West Hollywood and Flatiron and SoHo in 

New York City. 

So why Boston? 

“I grew up in Rhode Island and I’m just 

dying to get something close to home, but 

also I really hit it off with [ Jeremy Sclar] the 

owner of WS Development. He’s just this 

visionary, and he built this whole entire 

area of the city from scratch,” Leary said. 

“Also, Boston is a very sophisticated town, 

from the advancements in health care all 

the way to the top Ivy League schools.” 

In addition, the clientele is exactly 

whom Leary has been targeting with 

Remedy Place since the beginning. 

“They’re young professionals. They 

work really hard, and they’re go-getters on 

top of being super active [with] running 

communities and cycling communities,” he 

said, adding that the clubs see a pretty even 

split between men and women, most in 

their 30s and 40s. “It’s mind blowing here 

that there really isn’t that much self care.” 

Leary is on a mission to remedy this 

with the brand new spot. 

Given the amount of space, Leary was 

able to create an entirely new experience 

for Remedy goers. For starters, the 

location has 20-foot ceilings, is all housed 

on one floor and offers guests the option of 

treatment suites with and without views — 

half of the club is all glass overlooking the 

park and city landscape. 

Furthermore, with each new location, 

Leary always aims to make it even more 

social. Boston is no exception. For the first 

time, the company is unveiling a contrast 

suite with a 10-person communal sauna, 

steam room and three ice baths. It can be 

booked for large groups or by small groups 

and individuals looking to meet new people. 

“We don’t want to be like a bathhouse 

and super crowded, but most of our 

guests and members love that they have 

privacy for them and their friends or their 

partner,” Leary said, noting that many are 

also looking for an intimate environment to 

meet like-minded individuals. “What better 

way to do so than this really sexy, intimate 

communal contrast suite that has it all?”

In addition to Remedy’s classic offerings, 

like ice baths, breathwork sessions, saunas, 

IV drips, AI-powered massages and 

hyperbaric chambers, the Boston location 

will unveil a foam bathing sauna experience. 

“We’re the only place in the country 

[that has it]. It’s foam bathing, where, 

for up to six guests, we use this patented 

foam technology that distributes nutrients 

through the skin,” said Leary. “This whole 

entire room fills up to your neck… At the 

end, there’s a whole rain experience [and] 

everything flushes away.” 

The location will also feature other 

exclusives including Pilates and yoga 

classes and a high-humidity, low-

temperature sauna. To further enhance its 

cult-followed ice bath classes — Remedy 

devotees are eager to be members of the 

“six-minute club” (those able to remain in 

the 39 degree water for six minutes) — the 

Boston club includes heated stone beds 

where attendees lay during the pre-plunge 

breathwork portion.

Aside from all of the actual treatments, 

there are other moments of surprise-and-

delight throughout the club, including 

Remedy’s bottle service of ultra-luxurious 

water curated by a water sommelier.

The Boston location follows Remedy’s 

recent SoHo opening which, according to 

Leary, has exceeded expectations in terms 

of reservations and memberships. Following 

this opening at the end of the month, 

expansion is on the horizon, though Leary is 

tight-lipped about where exactly is next. 

“Our clientele all travel to the same 

spots, and initially we want to target 

those main areas while throwing in some 

surprise clubs,” he said, noting that 

developers reach out often regarding 

potential new locations. “The goal for me 

is to have 15 to 20 clubs before I transition 

to a new version of our brick-and-mortar.”

  The makeup prep brand,  
Point of View, has backing 
from Imaginary Ventures.

BY KATHRYN HOPKINS

TikTok star Mikayla Nogueira is 

launching a beauty brand, backed by 

Imaginary Ventures.

Point of View Beauty is a makeup prep 

brand that will launch direct-to-consumer 

on March 26 with five products: Drench 

It, a hydrating priming milk infused with 

60 percent fermented rice water and 

Biopeptide Complex, $34; Drip It, a serum 

powered by MegaMirrored Molecular 

Complex, $36; Whip It, a moisturizer with 

BarrierBolster Technology, $38; Glaze It, a 

tack primer, $28, and Amp It, a lip treatment 

with Elastin Glow Technology, $22.

“I was approached two years ago with 

an opportunity to create a brand from 

my personal journey,” Nogueira, who has 

amassed 16.3 million followers on TikTok 

since joining the platform in 2020, told 

WWD. “For me, that first came about when 

I was working in Ulta Beauty. I saw the 

same things every day from customers. 

They would come into the store, and they 

would always ask similar questions along 

the lines of, ‘why does my makeup never 

look good, and why doesn’t my makeup 

look like yours?’ The answer that I always 

came back with was, ‘well, what are you 

doing to prep your skin for makeup?’ And 

they would follow that with, ‘well, I don’t 

know what that is.’” 

She would then guide them through 

the aisles, handing them products from 

around five different brands to curate a 

skin prep routine, which in turn proved to 

be the impetus for her brand.

“There is no single brand that is curated 

specifically for makeup that is able to be 

layered so beautifully that the products 

are essentially meant for each other. That 

is how I created this line,” she said. “The 

five products we’re launching with were 

specifically designed together on purpose, 

because they’re meant to work together. 

I wanted to come up with the solution to 

this question that I was asked every shift.”

The products were made in Korea, with 

Nogueira traveling there to work directly 

with the labs.

“I’ve had such an admiration and 

obsession with Korean skin care I just 

knew right away I needed to go to Korea 

to make these products, especially given 

the textures and how unique they are,” 

she said. “I actually had the opportunity 

to go to the labs where our products 

are made, and work with the chemists 

and tell them exactly what my vision 

was. They needed to be lightweight. 

They needed to be layerable. Pilling was 

something I wanted to avoid. I cannot tell 

you how many samples we went through 

to get to that point, because pilling is 

super common, especially when you’re 

layering products.”

Nogueira has been working on the brand 

with Ani Hadjinian, cofounder and chief 

executive officer, who previously worked 

at Augustinus Bader, Tom Ford and Bobbi 

Brown, among others.

Hadjinian was attracted by Nogueira’s 

cross-generational interest. “She spans 

across these six generational gaps because 

she connects to people on this human level.”

While Imaginary Ventures, led by Natalie 

Massenet and Nick Brown, plays across 

all stages, it is rare that they are there 

from the very beginning. It has previously 

invested in the likes of Westman Atelier, 

Skims and Glossier.

“We got to know Mikayla well in advance 

of partnering with her on this venture. 

We wanted to develop a relationship 

with her, because she was such a prolific 

content creator,” said Kelly Dill, a partner 

at Imaginary. “It’s special to come in this 

early and I think it’s a real testament to our 

belief in the vision of Mikayla and Ani.”

Terms of the investment were not 

disclosed.
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Remedy Place Boston.
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  She had been with the  
Seattle-based retailer  
for more than 26 years.

BY LISA LOCKWOOD

Pamela Lopez, director of brand  

public relations at Nordstrom, has retired 

from the Seattle-based retailer. Her last day 

was Monday.

Lopez had been with Nordstrom for 

more than 26 years in a variety of posts 

including fashion PR director, fashion 

trend forecaster, brand team and 

managing director, content.

“My team’s real focus was to bring the 

[Nordstrom] brand to life through all 

our brand launches and media coverage. 

We worked really closely with our social 

teams,” said Lopez, who had been in her 

most recent role for seven years.

One of the biggest highlights was 

opening Nordstrom’s New York flagship, 

she said. “That was a multiyear focus. 

The groundbreaking alone was a big 

celebration for us leading up to the store 

opening in 2019. Then we had to close the 

store due to the pandemic,” Lopez said. 

She said Nordstrom stores were closed 

from three to six months, depending on 

each city’s jurisdiction.

“I was reassigned during that time 

to focus on COVID-19 communications 

within the company. On a strange level, 

that was a career highlight to protect our 

employees and making sure we were 

communicating about every reported 

COVID case in the company. It was an 

intense job but also shows how Nordstrom 

is so focused on our people.”

Lopez said she also loved working with 

Olivia Kim, vice president of creative projects 

and home, and recently did a story with 

WWD about Catherine Bloom, one of the top 

personal shoppers in the country, joining 

Nordstrom as director of luxury styling. “I’m 

really curious to see how that impacts the 

company. We’re giving her her own store. 

We’re converting our Nordstrom Local on 

Melrose Avenue in L.A. to a Catherine Bloom 

for Nordstrom,” Lopez said.

As for her plans, Lopez said she intends 

to focus on her family and especially help 

out her parents. “I’m excited to do yoga 

and go on an annual girls’ trip to Hawaii. 

I’m excited to go buy flowers in the 

morning at Pike Place Market like people 

do. I want to try and bake focaccia. I’m also 

excited to dabble in consulting. I’ve already 

heard from a few people,” Lopez said.

In her most recent role, Lopez oversaw 

a team of eight people. She reported to 

Nordstrom’s executive vice president and 

chief marketing officer Deniz Anders, who 

will be hiring her successor.

Asked how she enjoyed working for 

the Nordstroms, Lopez said, “I think the 

Nordstroms truly lead by example. They’re 

the strongest merchants, and they really 

care about people.”

She recalled doing store openings 

around the country. “We’re now in every 

major market, but at the time, we weren’t. 

We always did a media blitz. We’d go in 

and talk to the local media and educate 

them about Nordstrom if they never heard 

of Nordstrom. Some people would ask, 

‘What’s the difference between Nordstrom 

and the Dillard’s we already have?’ It really 

truly is, the difference is the people. It’s 

such a people place.”

Lopez moved to Seattle in 1997 to take a 

job as a shopping editor at Microsoft after 

working in New York at magazines such 

as Vogue and Esquire, as well as PR firm, 

KCD “where I learned everything I know.” 

She said she was at KCD when cofounders 

Kezia Keeble, John Duka and Paul Cavaco 

were all there. “I learned everything from 

Ed Filipowski,” she added.

Lopez left Microsoft to join Nordstrom 

in 1998. “Believe it or not, nordstrom.com 

didn’t exist. I joined Nordstrom through 

their e-comm business as a content 

director. It was very cool to work on a 

start-up, if you can believe nordstrom.com 

was a start-up back then,” Lopez said.

  Shivan & Narresh's  
cofounders discussed the 
backlash that they are facing 
and their original intentions.

BY ROSEMARY FEITELBERG

The Shivan & Narresh cofounders, 
whose recent fashion show at a ski 

resort in India during Ramadan sparked 

controversy and public debate, discussed 

the aftermath they are now dealing with.

The designers faced criticism from 

some government and religious officials, 

consumers and others, after the slopeside 

runway show at the Gulmarg Ski Resort 

on Friday. The pushback was due to the 

event being held during Ramadan and for 

featuring what some considered to  

be inappropriate clothing — bikini tops  

and a few other body-baring styles paired 

with their skiwear. To try to tamp down 

the backlash, cofounders Shivan Bhatiya 

and Narresh Kukreja issued an apology  

on X and removed any imagery from the 

show or references to it from their social 

media channels.  

Ramadan, the ninth month of the 

Islamic calendar year, is a holy month 

of fasting and spiritual reflection for the 

Muslim world. In India, this year’s annual 

observance of Ramadan started on March 

2 and it is expected to end on March 30 or 

March 31. (It is contingent on the sighting 

of one crescent moon to the next.)

The public outcry from such leaders 

as chief minister Omar Abdullah has also 

led to an official investigation. Abdullah 

had not acknowledged a media request 

on Tuesday. Bhatiya and Kukreja said 

they had provided the permits and other 

related information for the inquiry.

In a post on X on Monday, Sarah 

Hayat Shah, state spokesperson for the 

Jammu Kashmir National Conference, 

said the show was not organized by the 

government and no government money 

or infrastructure was used for it. The 

situation has reportedly resulted in 

“heated discussions” in the Jammu and 

Kashmir Legislative Assembly. (Located 

in the northern part of the Indian 

subcontinent, Jammu and Kashmir had 

special status under Article 370 of the 

Indian constitution until that was revoked 

in 2019.) The controversy about the 

show has also sparked a public debate 

about fashion, and cultural and religious 

sensitivities.

Reached in New Delhi Tuesday, Shivan 

& Narresh’s cofounders described the 

situation as “an oversight” on their 

part. They said they had invited nearly 

100 guests — members of the media, 

influencers and clients — to the Gulmarg 

Ski Resort for a four-day celebration of 

their company’s 15-year anniversary. 

Started as a luxury swimwear brand, 

Shivan & Narresh added skiwear five years 

ago, but Friday’s fashion show was the 

first one to feature its skiwear. Kukreja 

said, “Clearly, it was a sound show. But 

it was unfortunate that the religious 

sentiment was completely an oversight on 

our part,” he said. “It was obviously held 

during the holy month of Ramadan so we 

have to do what is needed.”

Asked if he or Kukreja observes 

Ramadan, Bhatiya said, “We are not 

Muslim. We do not observe it. We are 

Hindu. But the show was in a region that is 

heavily Muslim dominated….It didn’t cross 

our minds honestly.”

Kukreja said, “It was organized in the 

spirit of celebrating creativity. We were 

celebrating 15 years of being in the fashion 

business. We’ve been known for [designs 

for] summer holidays. We now wanted 

to do something iconic to celebrate our 

company’s milestone, so we thought we’d 

do a presentation in a ski resort, marking 

our foray into winter holidays, ski and an 

apres-ski line  with the [fashion] show.”

Shivan & Narresh had “completely 

bought out” the Gulmarg Ski Resort from 

the owner in its entirety for four days of 

skiing, picnic lunches, snowmobiling, 

the fashion show and other activities for 

the guests, who were flown in for “the 

experiential trip,” Kukreja said. “They 

were in-the-know. It’s not as though 

anybody was unaware of the facts.”

A media request to the Gulmarg Ski 

Resort was not returned.  

The luxury label spent approximately 

$1,500 per person for the nearly 100 

guests. “Our idea was to put Gulmarg on 

the tourist map. When you see the show, 

it looks like it could be anywhere in the 

world. We worked very hard for the past 

four months to make the show happen,” 

said Kukreja, adding that the publicity plan 

for Gulmarg “backfired.”

Acknowledging the “public outrage,” 

Kukreja said he “personally does not 

like to be involved with anything that 

is political. We are running an honest 

business. The idea is to push the envelope, 

push the envelope to where society is 

headed. The segment of people that 

we cater to is very, very small and that 

includes Indians, who have settled all over 

the world.”

Shivan & Narresh generates nearly 

$45 million in annual sales, according to 

industry sources. With an online store 

and five freestanding stores, the luxury 

swimwear and skiwear brand aims to 

expand into other categories and regions 

including the U.S.

Asked about the negativity on social 

media, Kukreja said, “Yes, this has been a 

day. But there’s also been a lot of support. 

It’s healthy at the moment and we have not 

got any personal craziness yet.”

He added, “I don’t see what we 

have done was terribly wrong. It was a 

completely private event for only our 

guests. Unfortunately, the location was 

something that was an oversight on our 

part, [given that Gulmarg is in a region 

where Ramadan is largely observed].”

After one of the models was questioned 

by a stranger for eating peanuts on the 

street in Gulmarg during the fasting hours 

of Ramadan, the model responded that 

he was not observing the fast, according 

to Kukreja. “We were also taken aback [by 

that],” he said.

The founders said they have never 

promoted their luxury swimwear as 

“overly sexy.” Despite the controversy, the 

latest skiwear collection will be shipped 

in November as planned to coincide with 

the start of the ski season. “That’s when 

the rest of the country is looking to buy 

skiwear from us,”  they said.

BUSINESS

Pamela Lopez Retires From Nordstrom

FASHION

Fashion Show at Ski Resort 
During Ramadan Stirs Debate

A model walks the runway 

with designers Narresh 

Kukreja and Shivan 

Bhatiya at the Lakme 

Fashion Week in 2012.

Pamela Lopez
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  Amid the closure of  
the Consumer Financial 
Protection Bureau, increasing 
reliance on digital banking 
poses both opportunities  
and cybersecurity challenges 
for U.S. consumers.

BY ARTHUR ZACZKIEWICZ

Researchers from CardRates.com polled 

more than 1,000 U.S. consumers about 

online banking and found that 84 percent 

of respondents said they are worried about 

cybersecurity.

The research follows the recent closure 

of the Consumer Financial Protection 

Bureau by the Trump administration. 

The CFPB was created after the 2008 

financial crisis to protect consumers from 

“deceptive and unfair” financial practices.

“As these shifts continue to shape the 

financial landscape, understanding public 

sentiment is more important than ever,” 

said authors of the CardRates.com report.

The research showed that 86 percent of 

Americans “believe online banking is the 

future of personal finance; however, 84 

percent say cybersecurity in banking is a 

major concern,” the report stated. Other 

key findings included that 52 percent of 

those polled said they “believe online-only 

banks have stronger cybersecurity than 

traditional banks” while 67 percent of 

Americans polled said they feel comfortable 

using AI-powered tools in banking.

The report also noted that only 29 

percent of Gen Z and 33 percent of 

Millennials visit a bank branch in person 

once a year or less. The report also 

revealed the top ways those surveyed 

secure their banking accounts, which 

include using two-factor authentication, 

monitoring accounts for suspicious activity 

and avoiding public Wi-Fi for banking. 

Other findings include that 44 percent of 

respondents said they use online banking 

apps daily and 18 percent said they 

exclusively use online-only banks. Fifty-

two percent of those surveyed said online-

only banks have stronger cybersecurity 

than traditional banks.

Regarding the threat environment, data 

breaches can result from user errors, such 

as sharing passwords, clicking on malicious 

links or falling for phishing scams. 

Fraudulent activities can often be traced 

back to insiders who abuse their access to 

sensitive information and systems.

There are also regulatory and security 

challenges. Some financial institutions 

still rely on outdated fraud detection 

systems, making them vulnerable to 

modern, sophisticated cyber-attacks. And 

regulatory environments across countries 

vary and can be complex, making 

compliance challenging and sometimes 

leading to gaps that can be exploited.

Bobbi Rebell, CFP and personal finance 

expert at CardRates.com, said cybersecurity 

breaches are costly and inconvenient for 

consumers. “Taking steps like using two-

factor authentication, taking the time to 

monitor your accounts for fraud as well 

as avoiding public Wi-Fi, do take a bit 

more effort,” Rebell said. “But we should 

remember that the bad guys also will have 

to make that extra effort as well and may 

choose easier targets. Anything that makes 

it even just a little tougher for criminals is 

going to be worth the extra effort.”

BUSINESS

Majority of Americans 
Fear Cybersecurity 
Risks in Online Banking

   In 
Focus Business Insights

  DVF partnered with  
YouTube for a day of 
conversations featuring Sophia 
Bush, Aurora James and Ms. 
Tina Knowles, among others.

BY ALEXANDRA PASTORE

To mark International Women’s Day, 
Diane von Furstenberg hosted her annual 

InCharge celebration in partnership with 

YouTube. Led by YouTube creator Cleo 

Abram at YouTube’s NYC space at Pier 57, 

Furstenberg began the day of conversation 

by saying, “Kindness is a currency. 

Generosity is an investment.”

Following in the legacy of DVF’s 

International Women’s Day events, 

“InCharge & The Power of Kindness” 

brought together women across industries 

to discuss issues in a series of panels and 

performances. The audience was taken 

through the InCharge platforms (Connect, 

Expand, Inspire and Advocate) to take 

the conversation a step further this year 

in exploring their relationship with the 

power of kindness.

The day’s first panel called “Being 

InCharge Is Owning Who We Are,” featured 

actress and activist Sophia Bush and Aurora 

James, founder of Brother Vellies. The 

conversation took a deep dive into how to 

make morals and money meet and what it 

means to be in charge while highlighting 

the collective power of women in business 

and society. Both women emphasized the 

importance of community and empathy.

“I think it’s pretty clear that women have 

been amassing power, that we know we’re 

stronger together, that we are opening 

businesses in record numbers,” said Bush. 

“We are investing in each other. We’re 

changing the way money moves in the 

world. We’re voting to protect women’s 

bodily autonomy in record numbers as 

well […] I don’t think they were prepared 

for our collective power, and so I think that 

they’re really doing everything they can 

now to rip it apart.”

As the conversation moved into the 

continued fight against inequity, James 

advised others to not “lose sight of your 

own communities, because that’s really 

where the power can happen.”

Empathy continues to be a big part of 

James’ playbook as she creates economic 

change with the 15 Percent Pledge. She 

added that “being able to talk in numbers 

is a big part of it as well, because a lot of 

people, they can’t do it unless they can 

track it.”

“I think one of the reasons the pledge 

was so successful is because we were able to 

put data to a really complicated emotional 

feeling that corporations have also really 

been struggling with,” said James. “It’s 

always hard negotiating with people who 

just are marrying one track about things 

and I think in this climate, it’s especially 

tough, you know. But I’ve also always said, 

like stumbling is evidence of momentum.”

Later in the day Alicia Menendez, cohost 

of MSNBC’s “The Weekend,” moderated 

a panel called “The Multiplier Effect.” 

Speakers included Shiza Shahid, cofounder 

of Our Place, Malala Fund and Now 

Ventures; Nelle Miller, co-chief executive 

officer of the New York Region, J.P. Morgan 

Private Bank; and YouTube creator Kinigra 

Deon. The discussion looked to explore the 

power of women’s leadership in action and 

how innovation, finance, storytelling and 

entrepreneurship have been used to drive 

economic growth.

The conversation highlighted the 

challenges of securing venture capital 

as a woman with less than 2 percent of 

venture capital currently going to women. 

The group also shared the importance of 

consistent effort and diverse leadership in 

building successful businesses.

Shahid shared that she was rejected in 

many investor meetings when starting 

Our Place and that one reason for it may 

have been her business’ mission. “When 

we went into meetings with investors, we 

got over 100 ‘Nos,’ and that was for many 

reasons. We all know the stats, less than 2 

percent of venture capital goes to women. 

That capital itself goes to women who have 

more access. So there were many reasons 

why we got rejected, including being seen 

as niche.”

In addition to businesses being rejected 

for being seen as niche, Menendez added 

that there is also a piece where women are 

pushed toward nonprofit spaces.

“We push women towards this idea 

that somehow wanting to make money is 

not evident or is not in the best interest 

of everyone,” said Menendez. “Once you 

have capital, you can choose how you 

have a powerful thing. And that is why 

I’m interested in, given I am in media, 

and we sort of enter this like a centrifugal 

conversation, we talk about why we don’t 

have more creators of color, why our 

stories are not accurately represented, and 

part of that is the ownership question.”

Miller said that there is a clear element 

of curiosity when she looks at how both 

Deon and Shahid started their businesses 

which she has seen in meetings with many 

successful founders throughout her career. 

She championed their “founders’ gut.”

Furstenberg ended the day with a panel 

called “Redesigning Our Lives: Masters 

of Bold Reinvention,” with Tina Brown, 

Ms. Tina Knowles and Cindi Lieve, chief 

executive officer of The Meteor. The group 

shared stories of embracing uncertainty 

and discussed how they have redefined 

what it means to be a matriarch.

Looking at what she has taught her 

daughters, Knowles said that among the 

most important lessons is that family comes 

first, to be strong in hard times and to 

always be true to yourself. Furstenberg said, 

“you are the children you have,” adding “I 

guess you’re pretty good,” at Knowles.

BUSINESS

Diane von Furstenberg Hosts 
Empowering Women’s Day Event

Hacker working 

on a computer.

Cindi Leive, Tina Brown, 

Ms. Tina Knowles and 

Diane von Furstenberg. 
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Fashion Scoops

Going  
For Gold
The Olympics may have 

happened last summer in 

Paris, but Dakota Fanning 

is still going for gold. The 

actress selected a fully 

gilded suit decorated with 

stars and a rhinestone belt 

for the Tuesday morning 

show at Paris Fashion Week. 

It was a little bit country, a 

little bit rock ‘n’ roll — and 

100 percent Chanel.

She’s a bit of a Chanel 

regular, having hit shows 

in Dubai, Singapore and 

Dallas, but it was her first 

time in Paris. She was a 

fan of the bows that were a 

major theme of the show.

Fanning recently 

completed the series 

“All Her Fault” with Sarah 

Snook before the holidays. 

There are two directors for 

the series, but it felt very 

cinematic, she said.

The actress previously 

directed a short film, and 

hopes to get behind the 

camera again someday — if 

her nerves can handle it.

“I’ve always wanted to 

direct something, but I 

found the experience so 

stressful,” she said. “As an 

actor, the director is the 

person you always ask all 

the questions to, and then 

when you become that 

person, it was like, ‘Oh my 

god.’ I felt an anxiety that I 

don’t feel when I’m acting.”

Any project will have to 

be compelling to get her 

to step into that role. “It 

just made me realize that 

I’ll know, if and when that 

time comes, that it’ll be 

something that I have to 

do. But I would like to check 

that off the list.”

In the interim she is 

working on producing 

projects with her sister 

Elle Fanning through their 

own Lewellen Pictures 

production company.

Riley Keough was ready 

for the day, up so early that 

it wasn’t even bright yet. 

“Jet lag is real,” she said of 

waking at 3 a.m. She got 

ready with WWD just before 

the show.

She missed two flights 

leaving Los Angeles and 

had to transfer in London 

in order to make it on time 

for the show. The Chanel 

ambassador would actually 

be experiencing her first 

front row at the Grand 

Palais — last season she 

performed while swinging 

inside a cage.

Keough wore a pleated 

white pant and cropped 

silk jacket with a black 

embroidered vest. The 

actress will temporarily 

be relocating to Dunkirk, 

France. She will start 

shooting a film in the 

northern city in two weeks.

Whitney Peak’s denim 

was embroidered with 

Chanel and little hearts, 

her favorite detail being the 

Chanel double C button.

She also declared herself 

a bow fan, fond of the little 

detail. “And this show was 

bow down. There were bows 

everywhere,” she said. Peak 

coveted a pair of shoes 

in the show, and said she 

hopes that she can grab 

herself a pair.

“Maybe if I’m a good girl 

they will let me try them on,” 

she said.

But her upcoming film 

is about a bad girl, a bank 

robber to be precise.

“From bank robbing to 

the Chanel show — how 

crazy is my life?” she said. 

The film is titled “4 Kids 

Walk Into a Bank” and 

costars Talia Ryder, Teresa 

Palmer, Deacon Phillippe 

and Liam Neeson.

“It was a lot of fun, not 

to give too much away, but 

we dressed up in costumes 

with the bank heist. I’ve 

never done anything like 

that. I wouldn’t know what it 

would be like to do. It was so 

much fun,” she said.

Next up will be her first 

play this summer at the 

Williamstown Theater. While 

the work has not been 

revealed yet, she will have a 

monthlong run.

“I mean, I’m excited. I love 

a challenge. I’m warming 

up new muscles for sure,” 

she said about hitting the 

boards every night.

Naomi Campbell was 

feeling bright and springy in 

a lavender minidress. The 

brand ambassador also 

praised the bow theme of the 

collection, so much so she 

wore one high up in her hair.

She is working with the 

Thai government’s National 

Soft Power Development 

Committee to promote the 

fashion industry there and 

nurture local talent. One 

key tenet of the plan is to 

help train Thai models as 

well as promote them with 

international exposure.

It’s an initiative she takes 

very seriously. “I just had 

a conversation yesterday 

[to ensure] that the models 

are treated correctly, that 

they’re not just brought 

in for a season and then 

sent back. Because I’m 

understanding there’s 

major repercussions for 

that psychologically to 

these girls, and we don’t 

want that,” she said. “We 

want to make sure that the 

safety nets are in place.”

Campbell said she 

enjoys working with a new 

generation of models, and 

added that she is always 

friendly with new faces. 

“When I’m in a lineup, when I 

don’t know the young girls, I 

just go and introduce myself. 

I love to hear what they have 

to say about life. I’m curious 

like that,” she said.

Simone Ashley selected 

a sparkly Chanel two-piece, 

with a midriff-baring crop 

top. “I wouldn’t say I usually 

wear sparkles. But I just 

thought, going to Paris, 

going to see a Chanel show 

— why not?”

She said her favorite 

look was a double denim 

two-piece.

Ashley has been in the 

studio working on music, a 

new creative outlet for her.

“I’ve been putting my 

head down, working away 

on that and I’m so excited 

to be able to speak more 

about it in the future,” she 

said, hinting that both 

producing and singing are 

in the works.

She’s also in the 

upcoming “F1” movie 

starring Brad Pitt. Ashley 

doesn’t drive in the film, 

though, leaving the speed 

for Pitt and costar Damson 

Idris. That film will be 

released in June, the perfect 

timing to be in the running 

for France’s biggest race of 

all: the Cannes Film Festival.

— RHONDA RICHFORD

Special 
Location
For Achilles Ion Gabriel, 

walking into CamperLab’s 

new store in Paris’ Marais 

feels like coming home.

The Finnish designer, 

who became creative 

director of CamperLab in 

2019 and took the reins of 

the entire Camper brand a 

year later, recalled that his 

first office in Paris, early in 

his career, was just steps 

away from the new store 

on Rue Debelleyme.

“The location is super 

special for me,” he said 

Monday during a preview 

ahead of an evening launch 

event during Paris Fashion 

Week.

Ion Gabriel has been 

developing CamperLab — a 

younger, more experimental 

range by the Spanish label — 

with an expanded collection 

of genderless footwear 

and a new ready-to wear 

push. Accessories are also 

a growing category, and 

for spring 2025, the brand 

launched sunglasses.

The boutique, located in 

the former Camper store 

space, was designed by 

Harry Nuriev, founder and 

creative director of Crosby 

Studios. The architect took 

a sleek raw concept and 

added unique industrial 

touches.

“Harry knows that I love 

not perfect things, so that’s 

why we have broken walls,” 

Ion Gabriel said. “I wanted to 

have the product on display, 

but I didn’t want it to scream. I 

wanted it to be a little hidden.”

The designer has evolved 

the shoe collection during 

the past five years, and 

among the key styles on 

display in the store are the 

brand’s futuristic sneakers, 

which feature textured 

panels that swirl around a 

breathable mesh design with 

contrast edges on the laces.

Elsewhere in the 

collection, Ion Gabriel took 

inspiration from a traditional 

wooden clog for new 

loafer, sandal and sneaker 

designs. “I like to morph a lot 

of different things. It doesn’t 

have to be so literal,” said 

the designer, who launched 

a namesake collection last 

year at Pitti Uomo.

In tandem with the store 

opening, CamperLab 

debuted a new stand-

alone website on Monday, 

in collaboration with Giga 

Design Studio.

Looking ahead, the 

designer is planning a 

full Paris Fashion Week 

presentation in June, when 

he will reveal more of his 

vision for the growing 

ready-to-wear line.

— KATIE ABEL ►

ON THIS  

D A Y
Makeup artist Tom Pecheux’s ethos of never sacrificing beauty for 
creativity served him well when creating runway to real-life ready 

products for his partnership with Estée Lauder, like the perfect 
orange eyeliner, as seen in WWD on March 12, 2011.  

— Jasper Brown

Dakota Fanning at 

the Chanel show in 

Paris on Tuesday.

The modern design 

features broken 

concrete walls that 

frame the product. 
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Moses’ 
Moment
The National Arts Club 

is known to attract a 

fashionable and artistically 

inclined crowd, and Friday 

night was no exception.

Fashion designer and 

artist Rebecca Moses joined 

the Council of Fashion 

Designers of America’s 

Marc Karimzadeh for a 

conversation about her 

career in the historic club. 

The CFDA’s Steven Kolb and 

Lisa Smilor were also on 

hand, as well as other style-

minded guests like Deborah 

Moses, Nicole Fischelis, 

Freddie Leiba, Dustin 

Pittman, Nancy Chilton, 

Yeohlee Teng, John Bartlett 

and Anthony Galante.

The self-described 

bohemian is known for 

her whimsical fashion 

illustrations, vibrant 

portraitures celebrating 

women, imperfectly perfect 

mannequins, her own 

fashion collections and as 

former head designer of 

the Italian ready-to-wear 

brand Genny. Last fall 

Moses’ creativity took her 

in another direction — a 

wallpaper collaboration 

with Momentum Textiles 

and Wallcovering.

The event’s location, 

which overlooks Gramercy 

Park, is historic in its own 

right. The NAC is housed 

in the Samuel Tilden 

Mansion, a Victorian Gothic 

building that is a national 

historic landmark. In 1898, 

the author, poet and New 

York Times’ literary and 

art critic Charles De Kay 

set out to create a hub for 

the arts in New York City. 

With Louis Comfort Tiffany, 

the architect and sculptor 

Charles Rollinson Lamb and 

some of New York’s other 

leading artists and patrons, 

they imagined the NAC as a 

gathering place for all types 

of artists and art lovers. 

When its original 34th 

Street location became 

too small, the financier and 

philanthropist Spencer 

Trask helped the club 

acquire the Samuel Tilden 

Mansion for a new base. 

Moses shared highlights 

from her decades-long 

career in fashion. Asked 

on Monday what stood 

out to him about Moses’ 

talk, Karimzadeh said 

via email Monday, “From 

leaving high school a year 

early to work to sharing 

fabric orders with Michael 

Kors to make minimums 

and succeeding Gianni 

Versace at Genny in Milan, 

Rebecca’s professional 

and personal trajectory is 

nothing short of inspiring. 

Among her gems of wisdom 

were: ‘The road to success 

is never a straight one, 

and we must all take risks; 

don’t get hooked on the 

fame but cultivate your 

craft and discover the 

undiscovered magic within 

you; challenges, failures 

and losses encourage you 

to dig deeper.’ Her words 

resonate well within and 

outside the confines of 

fashion.”

Another fashionable 

crowd is expected at the 

NAC on March 21, when 

Ruben Toledo will be 

honored with the club’s 

Medal of Honor.

— ROSEMARY FEITELBERG

Looking  
To Munch
Rejina Pyo has partnered 

with Oslo’s Munch Museum 

on an Edvard Munch-

inspired capsule ahead 

of the “Edvard Munch 

Portraits” exhibition at the 

National Portrait Gallery, 

which opens on Thursday.

The collection includes 

silk scarves, jewelry and a 

cast iron mirror, featuring 

colorful prints and graphic 

shapes the London-based 

designer said were inspired 

by a trawl through the 

Munch museum’s archive 

and a visit to Munch’s 

studio in Oslo.

“His expressive lines 

and depth, particularly 

in his woodcuts, inspired 

the cutout motifs in the 

jewelry and scarves,” Pyo 

said. “The mirror itself is a 

portrait mirror, playing on the 

theme of portraits seen in 

exhibitions like the National 

Portrait Gallery, while also 

reflecting Munch’s emotive 

portrayal of the human form.”

Patterned scarves, 

featuring painterly swirls 

of reds, blues and yellows, 

spring from Munch’s vivid 

color palette, while chain-

link-esque jewelry captures 

the emotive, fluid quality of 

his brushstrokes. 

Pyo said the museum 

reached out to collaborate 

shortly after her “As She Is” 

exhibition in October at the 

Soho Revue Gallery. 

In celebration of the 

brand’s 10-year anniversary, 

Pyo chose works from 19 

artists that explored the 

subject of womanhood. 

Her own artwork was on 

display, too, a factor that 

Pyo said was foundational 

for the collaboration: “They 

were a fan of the brand 

and saw the potential for a 

collaboration, particularly 

after recognizing my 

passion for art and my work 

as a painter.”

“This exciting 

collaboration with Rejina 

Pyo breathes new life into 

Munch’s legacy and offers 

a fresh, contemporary 

perspective on his enduring 

influence on contemporary 

artists and designers,” 

added Tone Hansen, 

director of the Munch 

Museum.

The collection is available 

from Wednesday at the 

National Portrait Gallery, 

Rejina Pyo’s Soho store, and 

the Munch Museum.

— VIOLET GOLDSTONE

New Line
Alexandra Benezra had 

wanted her own fashion 

label since the age of 16, and 

now, at 32, she’s realizing 

that dream and readying 

Selvi, a contemporary 

fashion brand that will debut 

on Friday.

The founder of ASB PR, a 

boutique communications 

agency, Benezra said 

she wants to sort out the 

challenging part of getting 

dressed, and focus on 

basics such as simple 

white trousers, long black 

dresses and tank tops.

“I’m addicted to 

shopping, but I always 

find myself coming back 

to the basics — I’m always 

accessorizing them,” she 

said in an interview.

“When you’re outside the 

fashion world, it’s easy to 

think that the only [route] 

to having a brand is to 

become a designer. Once I 

fell into the industry, I came 

to realize that you can be 

a creative person in many 

different ways,” she added.

The brand is launching 

with 15 pieces, and each 

one takes its name from 

Benezra’s list of baby 

names — she currently has 

two young daughters.

The pieces range from 

$55 for a ruched tank top, 

known as Joe, to $179 for an 

Esme A-line skirt and $228 

for a sleeveless turtleneck 

dress with pleating called 

the Dylan.

“I wanted prices that 

everyone could buy into, 

but at the same time I didn’t 

want to compromise on 

the quality of the fabrics,” 

Benezra said.

The name of the brand 

is an ode to her mother’s 

maiden name, who she 

considers her style 

inspiration.

“We actually wear a lot of 

the same things. This has 

caused fights, when she’s 

worn something I’ve just 

bought,” she said.

Feeling comfortable in 

the pieces was Benezra’s 

number-one goal. The tank 

tops are ruched on the side 

to hide any “uncomfortable 

body parts on a day you’re 

not feeling yourself,” while 

the dresses and trousers 

have been designed with all 

body parts in mind. 

At 5 feet, 2 inches, 

Benezra deliberately 

created sizing that was a 

reflection of real women.

“I did three rounds of 

fabric sampling and I tested 

them out by wearing them 

before putting anything into 

production,” she said.

All of the pieces are 

made in Colombia, where 

she has people working on 

the ground. 

She’s started slowly, 

producing 385 units in total, 

but said she’s ready to put 

her foot on the gas once 

things start selling.

She plans to expand 

Selvi’s categories 

by venturing into 

childrenswear, and will 

continue to run her 

communications business 

separately. She said she 

plans to “take her time” with 

Selvi as “nobody builds a 

brand overnight.”

— HIKMAT MOHAMMED

Moving 
Spots
The Madison Avenue store 

reshuffle continues this 

week with a new flagship 

from Gianvito Rossi.

Originally located at 963 

Madison Avenue, Rossi 

moved his Upper East Side 

shop 11 blocks down the 

street to a space at 729 

Madison Avenue on the 

corner of East 64th Street.

Spanning two levels, 

the company said the 

boutique “marks a crucial 

milestone in the Italian 

Maison’s relationship with 

the city,” after growing 

a loyal following among 

New Yorkers. The boutique 

follows previous openings 

for the company in South 

Coast Plaza, Bal Harbour, 

Bloomingdale’s in New York 

and the Crystal Palace 

shops in Las Vegas.

“We are very excited 

to open our new Madison 

Avenue flagship,” Rossi told 

FN. “The boutique’s modern 

design reestablishes our 

Maison’s standard of luxury 

and craftsmanship. It is the 

perfect place to display 

our shoes and welcome 

our clients to celebrate this 

next chapter!”

First impressions of the 

new store can be seen from 

the outside floor-to-ceiling 

window, where passersby 

can see the distinctive 

Cipria pink interior 

welcoming them inside.

Once inside, visitors are 

welcomed into an intimate 

ambience that nods to 

the brand’s Milan flagship 

boutique. Interiors are 

characterized by soft velvet 

and sinuous curves that 

are balanced with ribbed 

surfaces and marble niches, 

the company noted.

As for the boutique’s 

offering, the store display 

shines a spotlight on Rossi’s 

signature styles, including 

the Gianvito pump and the 

new spring 2025 collection.

Rossi founded his 

namesake brand in 2006 

in San Mauro Pascoli, 

Italy, after spending years 

studying shoemaking under 

his footwear-guru father 

Sergio Rossi. Best known 

for his sophisticated heels 

and the signature muted 

shade of powder pink of 

their interior soles, the shoe 

designer sold a controlling 

stake in the company to 

Compagnie Financière 

Richemont in 2023. Financial 

terms of the deal were not 

disclosed but Rossi retains 

a stake in the firm.

The deal further 

encouraged Rossi to 

expand the distribution 

footprint with store 

openings, as well as widen 

the product assortment.

Last year, Rossi’s 

signature Portofino sandal 

turned 10, marked with 

the launch of a special 

anniversary collection. 

Inspired by the colors of the 

Italian jet-set destination the 

sandal is named after, the 

colorful limited-edition range 

was available in two heights.  

— STEPHEN GARNER ■

The “Imperfectly Perfect” 

exhibition by Rebecca Moses 

at Ralph Pucci International.

A scarf 

from the 

capsule. 

Inside Gianvito Rossi’s 

new New York boutique. 

The Joe 

tank top 

from Selvi. 


