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Moncler Grenoble 
The message carne across loud and 
clear: Moncler wants the biggest slice of 
the luxury high-performance mountain 
appare! market. And it most likely knows 
how to get it. 

The brand mounted another runway 
extravaganza for its Grenoble division at 
France's Courchevel Altiport, Europe's 
highest airport at 6,588 feet - with a scary­
short and upward-sloping runway to boot. 

The aviation complex, opened in 1961, 
was the brainchild of Miche! Ziegler and his 
wife, Martine, who owned the restaurant 
Les Pilatus flanking the runway - an 
indicator of how hospitality is very much 
woven into the fabric of the clilftop village. 

The show on Saturday night capped olf 
a two-day brand experience that olfered 
guests a peek into the lavish lifestyle of 
the tony destination's regulars, complete 

with après-ski events, music dinners and 
nightclub fun. 

"This wasn'tjust a show; we wanted 
to create an experience. It didn't feel 
corporate at ali. It felt more like a family 
gathering than a typical corporate 
weekend event," said Moncler's chairman 
and chief executive officer Remo Ruffini. 

"I want to extend that same feeling to 
our end consumers. I always push to have 
more of them involved because they are 
our true ambassadors, our spokespeople 
and, in my opinion, one of our brand's 
greatest assets ... the goal is to deepen 
that connection, to make Moncler feel 
more familiar and approachable to our 
consumers," he said. 

"Ideally, I would love for Moncler 
to become a company that creates 
experiences, not just events, but true brand 
experiences at every touchpoint. That, to 
me, is the next frontier," he added. 

Top members of the Hollywood set 
attended, including Anna Hathaway; 
Adrien Brody fresh olf his Oscar win; 
Jessica Chastain; Penn Badgley; Ashley 
Park, and Leonardo DiCaprio, in addition 
to Brooklyn Beckham and Nicola Peltz, 
Tomohisa Yamashita, Qi Wei and Vincent 
Cassel, among many others. 

Courchevel is the crown jewel of the 
Les Trois Vallées ski region and the city of 
Grenoble is about 75 miles west. Moncler 
named the collection Grenoble in homage 
to the 1968 Winter Olympics held in that 

town, when the brand supplied gear to the 
French national ski team. 

According to Ruffini, the gargantuan 
production aver the weekend reflected 
Moncler's strategy of working "across the 
three dimensions of our brand [the other 
two being Moncler Genius and Collection]. 
One of them is Grenoble, which may be 
among the smallest, but it's the one closest 
to my heart because it truly represents our 
brand's DNA," he said, adding the division 
contributes a high single-digit percentage 
of the Moncler brand's revenues. ► 
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  However, the slowdown in the 
luxury industry and challenges 
in Aeffe's wholesale and retail 
distribution impacted the 
group’s revenues last year.

BY LUISA ZARGANI

MILAN — Aeffe is back in the black thanks 

to the sale of Moschino‘s beauty business 

in September but the slowdown in the 

luxury industry and challenges in its 

wholesale and retail distribution impacted 

the group’s revenues last year.

In addition to Moschino, Aeffe owns the 

Alberta Ferretti and Pollini brands.

In the 12 months ended Dec. 31, Aeffe’s 

net profit amounted to 19.3 million euros 

compared with a loss of 32.1 million euros 

in 2023.

In September, Aeffe revealed it was 

selling Moschino‘s beauty business to 

Euroitalia for 98 million euros, transferring 

the ownership of the brand’s cosmetics, 

fragrances, scented candles, rooms and 

textile perfumes.

Euroitalia has been the licensee of 

the brand’s beauty products since 1987. 

Ever since, the companies launched key 

fragrances and commercial successes, 

ranging from Moschino by Moschino and 

the Cheap & Chic by Moschino scent, best 

known for its flacon shaped in Olive Oyl’s 

silhouette, to Glamourous Fruity Floral 

with its heart-shaped bottle and the teddy 

bear-shaped Toy 2. 

In 2024, earnings before interest, taxes, 

depreciation and amortization soared 

to 84.7 million euros, or 33.8 percent of 

revenues, compared with 5.8 million euros 

in 2023.

Operating profit returned positive to 

48.5 million euros, compared with an 

operating loss of 27.1 million euros in 2023. 

Both indicators benefited from the capital 

gain following the sale of Moschino’s 

beauty business.

“While we await with great confidence 

a general recovery of the international 

markets, our Group is working with a clear 

and well-defined strategic vision to reap 

the benefits of a process of company’s 

reorganization and repositioning of our 

brands that I am convinced will bring us 

great satisfaction,” said Massimo Ferretti, 

executive chairman of Aeffe.

Last year, consolidated revenues fell 21.3 

percent to 251 million euros, compared 

with 319 million euros in 2023.

Sales of the ready-to-wear division 

amounted to 166.1 million euros, recording 

a decrease of 21.8 percent.

Revenues of the footwear and leather 

goods category amounted to 106.2 million 

euros, down 25.3 percent.

Moschino and Alberta Ferretti  

have been going through changes.  

The former named Adrian Appiolaza 

creative director in January 2024 and 

Aeffe made extraordinary strategic 

investments for a total of 90 million euros 

relating to taking full control of Moschino 

in 2021 through the purchase of the 30 

percent stake it did not already own and 

the change of distribution in China for the 

Moschino brand.

In September, after unveiling her spring 

2025 collection, designer Alberta Ferretti 

revealed she was exiting the namesake 

brand she launched in 1981. A month later, 

Aeffe promoted Lorenzo Serafini to succeed 

Ferretti at the helm of the brand and his 

first collection was presented in February.

He joined the group in 2014 to design 

the Philosophy label, which is being 

integrated into the Alberta Ferretti line 

from the fall 2025 season.

Last year, the group appointed Alexandra 

Lamprecht, who hails from Ferragamo, 

Valentino and Etro, as the Italian brand’s 

general manager, a new role.

“The fashion week that recently ended 

gave us a great injection of optimism with 

our brands Alberta Ferretti, Moschino and 

Pollini whose collections were received 

with great enthusiasm,” said Ferretti. 

“We hope that the current geopolitical 

instability will be followed by a phase of 

renewed balance and growth that I believe 

will give an important boost to the fashion 

and luxury sector, a strategic and central 

asset for our country’s economy.”

Sales in Italy, representing 42.4 percent 

of the total, decreased by 20.6 percent to 

106.4 million euros.

Sales in Europe, with an incidence on 

turnover of 30.5 percent, registered a 22.4 

percent decrease to 76.5 million euros.

In Asia and the Rest of the World area, 

sales fell 21.4 percent to 52.4 million euros, 

accounting for 20.9 percent of the total.

Sales in America were down 20.3 

percent to 15.4 million euros, an incidence 

on turnover of 6.2 percent.

Revenues of the wholesale channel, 

which represents 63.8 percent of turnover, 

fell 25.1 percent to 160.2 million euros.

The retail channel showed a decrease 

of 12.9 percent to 82.7 million euros, 

accounting for 33 percent of the total.

Royalties were down 19.4 percent to 8 

million euros.

Net debt including the IFRS 16 effect 

amounted to 152 million euros compared 

with 253 million euros at the end of 

December 2023. Net of the IFRS 16 effect, 

it totaled 68 million euros, compared 

with 152 million euros at the end of the 

previous year.

  Located at 667 Madison 
Avenue, Santoni moved its 
store just three blocks uptown 
from its previous space.

BY STEPHEN GARNER

The constant retail shuffling on 

Madison Avenue continues with the soft 

opening of Santoni’s relocated Upper East 

Side boutique.

Located at 667 Madison Avenue, next to 

the new Jimmy Choo store that opened in 

December, Santoni moved its store three 

blocks uptown from its previous space at 

625 Madison Avenue.

According to the company’s executive 

chairman Giuseppe Santoni, who spoke 

to WWD’s sister publication FN last week 

during an exclusive walk-through of the 

two-level store, the move was needed 

as the 30-story building that housed its 

former boutique is set to be demolished. 

(It will be replaced by a much larger, 100-

floor skyscraper.)

Stepping inside, the new boutique  

feels vast and airy on the main level, 

which features a backlit metal grid ceiling 

that stands at nearly 20 feet high. Santoni 

noted during the walk-through that the 

ceiling was built to mimic the natural light 

outside so that all of the product’s true 

colors can be seen without the distraction 

of fluorescent lightbulbs.

Conceived by architect and designer 

Patricia Urquiola, the roughly 

3,800-square-foot boutique pairs  

shades of orange, terracotta and rose  

with champagne brass details for a  

warm environment. Most of the walls  

are covered in either orange-tinted 

mirrors or three-dimensional paneling, 

and are accented with Italian marble, 

including onyx and travertine consoles, 

shelves and partitions.

The store continues to a lower  

level that features the “Bespoke Santoni” 

area, where customers can have a  

custom shopping experience. A section  

of this level is also reserved for the 

artisanal workshop, where a long 

Rosso Verona marble surface serves 

as a workbench for one of Santoni’s 

shoemakers, who can repair, polish and 

resole customers’ shoes.

Along with the brand’s shoes,  

bags and accessories, the boutique  

will carry a dedicated capsule  

collection featuring men’s and women’s 

accessories. The Carter wholecut oxfords, 

the Vanguard briefcase, the Marta 

slingback and a classic belt highlight the 

collection. The men’s styles appear in 

hand-painted brown leather with color 

options that customers can customize 

with the guidance of Santoni artisans, 

while the Marta slingback is imagined in 

calfskin leather in a silver color with the 

signature ton-sur-ton maxi buckle covered 

in crystals.

This opening follows the unveiling 

of a similar space designed by Urquiola 

last month in Milan. On Feb. 8, at Via 

Montenapoleone 18, the Spanish designer 

and architect unveiled her vision for the 

Marche, Italy-based company’s new retail 

concept that will be applied to all new 

stores going forward.

The Via Montenapoleone boutique, 

which spans approximately 1,615 square 

feet, is characterized by a large hallway 

with terrazzo flooring, typical of the 

Milanese tradition.

Santoni noted that this new  

design concept will be translated to  

more stores as locations roll out. “We  

have a plan to open more stores by the  

end of 2025 or beginning of 2026 in the 

U.S. in different cities,” the executive 

chairman said. “The U.S. is our biggest 

market, so this retail growth will be great 

for us.”

The executive added that the Middle 

East continues to be a hot market for the 

company, with more locations slated to 

open in the region this year, including 

a second store in Dubai and a Doha 

location. All told, six stores are slated to 

open globally this year.

Santoni said 2024 was a successful year, 

with sales increasing 7 percent globally, 

with sales in the U.S. increasing 18 percent 

for the year. “Much of our growth in the 

U.S. comes from our continued expansion 

into women’s shoes and bags,” Santoni 

explained. “Looking ahead, we will keep 

focusing on these categories, as well as 

our small leather goods and accessories as 

we aim to keep growing.”

BUSINESS

Aeffe Returns to Profitability in 2024

EXCLUSIVE 

Inside Santoni’s New and Improved Madison Avenue Boutique

Alberta Ferretti, 

fall 2025

Santoni store on 

667 Madison 

Avenue in New 

York City 

designed by 

Patricia Urquiola.

Moschino, 

fall 2025















MARCH 17, 2025 15

MENTAL IT IES

  Dunhill’s creative director  
puts Michael Fassbender, 
Regé-Jean Page and Pierce 
Brosnan in his designs.

BY HIKMAT MOHAMMED

LONDON — Dunhill’s fall 2024 collection 

may have been creative director Simon 

Holloway’s first public outing for the 

Richemont-owned fashion house, but it’s 

“Black Bag,” the new spy thriller film from 

director Steven Soderbergh, that provided 

a first peek into the rich, strong visual 

language he was imagining.

Everything about the film aligned with 

the designer’s vision of modern Britain. It’s 

set in contemporary London with a diverse 

cast of established and upcoming actors. 

Holloway said that he had the film’s stars 

Michael Fassbender, Tom Burke, Regé-Jean 

Page and Pierce Brosnan on his wishlist 

two years ago when he was picturing his 

version of Dunhill.

The designer was introduced to the 

film’s costume designer Ellen Mirojnick, 

who was behind “Fatal Attraction,” “Basic 

Instinct” and “Oppenheimer,” through 

a friend of the house and walked her 

through sample jackets and fabrications 

for his debut collection. 

The conversation first started around 

Fassbender’s character George Woodhouse, 

a sleek intelligence agent that wears 

handsome turtlenecks with classically 

cut suits, but it quickly snowballed into 

dressing the entire male cast.

The process of dressing characters for 

the big screen was a new feat for Holloway.

“It didn’t feel like making a collection 

because essentially everything was derived 

from the blocks that we were developing 

— in terms of shoulders, lapels and 

silhouettes. What we did do was keep the 

styling very separate for each character and 

that’s me relying on Ellen’s direction on 

how to dial things up and down,” he said.

He approached Fassbender’s character 

with a somber color palette and a minimal 

approach by choosing single-breasted 

peak-lapel jackets for him in shades of 

chocolate brown, navy and taupe in 

lightweight wool, cashmere or tweeds.

“The knitwear and turtlenecks give him 

a modernist look, but he’s simultaneously 

very well-dressed. I wouldn’t use the word 

dandy necessarily to describe him, but 

he’s a little more dandified than the other 

characters in that you can tell he’s quite 

obsessive about his clothes,” said Holloway, 

adding that Fassbender’s heavy eyewear 

solidified that impression on screen.

The designer had fun playing with 

different archetypes.

Brosnan’s character Arthur Steiglitz, the 

big boss of the intelligence firm, represents 

establishment, and his sartorial choices 

are reflected in the double-breasted suits 

in chalk-striped navy blue or gray. He 

even has a uniform of spotted neckties in 

mustard yellow or navy blue.

“Regé-Jean’s character is the arriviste. 

He’s the least experienced, but he’s gunning 

for Fassbender’s job. His neckties are a little 

bolder and his shoulders a little stronger,” 

said Holloway, who could easily be slotted 

into Soderbergh’s spy universe with his cut-

to-precision suits and neat presentation. 

Dunhill’s love affair with the big screen is 

a continuous one. In September 2024, the 

brand announced a two-year partnership 

with BAFTA on its Elevate program, 

which will support up to 20 mid-senior 

development producers, directors and 

producer-directors from underrepresented 

communities.

Holloway remembers that he first 

became aware of costume design in 

Mirojnick’s “Fatal Attraction” from 1987.

“For me, it was really the first time 

that I saw a major film about cool, urban 

dwellers in the era of yuppie fashion. The 

Japanese invasion of Paris fashion had 

happened and it was cool to wear black 

clothes with these minimalist interiors. 

Aesthetically, it was quite an important 

film and then to come full circle decades 

later to actually work with Ellen was 

insane,” he said.

The designer also teased that beyond 

this, he’s got a couple of other TV series up 

his perfectly cut sleeve.

  The vintage jerseys the 
brand was built on will be 
the inspiration for a new 
collection spearheaded by 
design director Sunny Chang.

BY JEAN E. PALMIERI 

Ebbets Field has a rich history in 

baseball — and New York in particular. 

The stadium in the Flatbush section of 

Brooklyn was home to the Brooklyn 

Dodgers from 1913 to 1957 as well as the 

Brooklyn Eagles of the Negro Leagues.

It was also the inspiration for Ebbets 

Field Flannels, which was founded in 

1988 and purchased by Lids in 2022. The 

company manufactures vintage athletic 

apparel, reproduction baseball hats and 

wool flannel jerseys primarily for teams 

that no longer exist such as the Homestead 

Grays and the New York Black Yankees.

On Tuesday, the company is being 

rebranded and evolving its mix beyond 

historic jerseys to more of a baseball-

inspired men’s sportswear line. The 

first drop will be centered around the 

Homestead Grays, one of the Negro 

League’s most popular teams, and its star 

catcher, Josh Gibson, whose stats were 

officially integrated into the MLB last year.

Sunny Chang, design director, said the 

rebrand is intended to “get back to what 

made Ebbets super successful. It has always 

offered a lot of authentic replica pieces of 

history of baseball first, and then eventually 

everything else in sports, from the NHL 

to football to basketball. So our job is to 

continue to tell that story for a customer 

that loves it but is wanting more.”

The goal, he said, is “to pull in a 

customer who loves fashion but is not a 

die-hard sports fan.” For example, “if you 

love the Brooklyn Eagles, how can we take 

that logo and sentiment and apply it to 

garments like a jacket or work shirt and tell 

the story in a way that makes sense.”

The result is a new collection that 

includes outerwear, jerseys, shirts and hats 

inspired by vintage sports uniforms but 

reimagined as menswear staples such as 

hoodies and chore jackets, some of which 

are embellished with felt appliqués, chenille 

embroidery and vintage screen prints.

Chang described the pieces as “a little 

more wearable and something the modern 

gentleman can wear every day.”

One example is a Brooklyn Eagles cap 

in cotton twill rather than wool and a 

program inspired by the uniforms worn 

by the grounds crew that includes an 

Eisenhower-style jacket with logos from the 

Homestead Grays. There are also varsity 

jackets with leather sleeves that will retail 

for $595, a satin varsity jacket for $328, a 

crewneck sweatshirt for $138, a mesh T for 

$108 and short-sleeve Ts for $54 to $58.

But despite the rebrand, Ebbets is not 

giving up on its baseball roots. On April 15, 

the company will drop a Jackie Robinson 

capsule featuring the original flannels 

he wore with the Kansas City Monarchs 

before joining the Dodgers in 1947. “You 

can see the originals in a museum and 

we’re trying to evolve that for a new 

generation,” Chang said.

Since the company was purchased 

by Lids, online chatter centered around 

the fact that Ebbets Field had moved 

away from its history in authentic replica 

products to center more on hats, the 

hallmark of its parent company.

Chang said that when the company 

relaunches, many of its historically 

popular pieces will return. “We’re bringing 

a lot of old stuff back,” he said. “We 

haven’t replenished it in a while and we 

know our customers come to us for that.”

The collections will be offered on the 

company’s website as well as the Baseball 

Hall of Fame and other select baseball-

themed museums.

MEN'S

Simon Holloway Suits Up 
The Men of ‘Black Bag’

MEN'S

Ebbets Field Flannels to Rebrand, 
Offer More Menswear Staples

Michael Fassbender 

as George Woodhouse 

in "Black Bag." 

Fassbender as George 

Woodhouse, Tom Burke as Freddie 

Smalls and Pierce Brosnan as 

Arthur Steiglitz in “Black Bag.”

A look from Ebbets 

Field's revamped 

men's collection.

The Black Yankees 

bomber jacket. 

Sunny Chang
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NEXT-GEN’S NEXT STEPS

From concept to consumer-ready products, the path to scale next-

gen materials has many steps. One of the most critical ingredients in 

making this shift from invention and R&D to retail is commitment 

from implementation partners. Modern Meadow, TômTex and von 

Holzhausen have all surpassed the startup stage, with materials 

featured in products ranging from fashion brands Everlane and Collina 

Strada to technology giant Apple. This panel will bring executives 

from these firms together to discuss their journeys and strategies, 

why language matters when talking about materials, how financial 

and other costs should factor into materials’ market positioning 

and which value propositions help convince brands to adopt new 

innovations (hint: sustainability doesn’t always sell).

PARTNERS

SARA PINK

Director, Product 
Development & Production

VON HOLZHAUSEN

ROSS MCBEE

Co-founder  
& Chief Science Off icer

TÔMTEX

PANEL SPOTLIGHT

ATTENDEE INQUIRIES

Lauren Simeone

ls imeone@fairchildfashion.com

PARTNERSHIP INQUIRIES

Melissa Rocco

mrocco@fairchildfashion.com

DAVID WILLIAMSON

Chief Executive Off icer 

MODERN MEADOW
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  The Taikoo Li flagship is the 
first triplex in China and from 
March 24 to May 25 the brand 
will house a capsule from the 
Tiffany & Co. archives.

BY THOMAS WALLER

Tiffany & Co. has opened the doors to 

a newly transformed Taikoo Li flagship in 

Chengdu, China.

To commemorate the milestone, 

Tiffany & Co. hosted a ribbon-cutting 

ceremony at the boutique with Anthony 

Ledru, president and chief executive 

officer of Tiffany & Co.; Maxence Kinget, 

president of Tiffany & Co. Greater China, 

and actress and model Zhang Ziyi.

“Our new Taikoo Li flagship store 

effortlessly blends Tiffany & Co.’s 

inventiveness with the unique essence of 

Chengdu. The store’s façade welcomes 

clients into the world of Tiffany with a 

captivating diamond-inspired design by 

architect Hugh Dutton while the interiors 

pay homage to Chengdu’s vibrant culture 

with unique design elements throughout 

each floor,” Ledru said via email. “As 

the first triplex flagship in China, the 

Chengdu Taikoo Li store demonstrates 

the house’s unwavering dedication to 

the region and offers clients a luxurious 

atmosphere for discovery and joy.” 

To celebrate the grand opening, 

Tiffany & Co. designed several one-

of-a-kind window displays including 

an artistic interpretation of Chengdu 

Renmin Park, showcasing a glimpse 

into a lush bamboo forest with Jean 

Schlumberger’s Bird on a Rock motif 

soaring through layers of verdant foliage, 

while a winding stairway weaves through 

the trees. All lead to a tranquil pond 

where Schlumberger’s design rests in 

quiet reflection. According to the brand, 

the window exemplifies Tiffany & Co.’s 

creativity and craft while paying homage 

to Chengdu.

From March 24 to May 25, the 

flagship with host a capsule from the 

brand archives, titled “Wonders from 

the Tiffany Archives.” The selection 

of archival pieces tells the story of the 

house’s nearly 200-year history across 

three themes: origins, diamonds and Jean 

Schlumberger.

  The new launch is meant to 
be an entry into the luxury 
market after increasing 
customer demand.

BY LAYLA ILCHI

Stoney Clover Lane is furthering its 

reach in the accessories market with a 

new category expansion.

The 16-year-old travel accessories line 

announced on Monday its first leather 

collection, marking the brand’s entry 

into the luxury market with products 

at a higher price point than its average 

nylon styles. Cofounder Kendall Glazer, 

who started the brand with her sister 

Libby Glazer, explained that the brand’s 

expansion comes after increasing customer 

demand for more elevated materials. 

“We’ve been really refining our 

category and becoming who we are over 

the last decade of Stoney Clover,” Glazer 

said.  “We’ve really become the go-to for 

our different accessories — our pouches, 

our bags — and doing the majority of them 

in nylon. As we’ve grown as a brand, 

we’ve always talked to our community. 

We’ve always wanted to create what 

they’ve wanted next and really, for us, 

leather just felt like the next chapter of 

Stoney Clover and who we are.”

Stoney Clover Lane’s leather collection 

offers six styles including card cases, 

passport cases, pouches, crossbody bags, 

tote bags and duffel bags. The accessories 

come in three colors — black, cream and 

pink — and range in price from $128 to 

$628. Some styles are reinterpretations of 

the brand’s bestselling nylon bags, such 

as the pouch and crossbody, while others 

are completely new styles.

Glazer explained the brand wanted 

to offer a wider price range to make 

the collection accessible for customers. 

While the brand’s nylon offerings are 

under $200, some Stoney Clover Lane 

items — particularly its duffel bags — can 

go up to roughly $500. 

“We knew there was an appetite and 

that people were going to go for a higher 

price point,” she said. “It’s just one step 

above. We didn’t want to alienate any 

customers. For some people this might 

be their first leather bag and for some 

people it might be their 100th leather bag 

that they’re adding to their collection, 

but I think we wanted it to be a semi-

accessible price point that no matter 

who you are or how long you’ve been a 

fan of the brand or whatever it may be, 

hopefully this is a price point that works 

for you in leather.” 

The leather pieces incorporate the 

whimsical details Stoney Clover 

Lane has become known for. 

There’s pouches and tote bags 

designed with a scalloped 

leather detail and gold heart-

shaped hardware embossed on 

several styles.

Even though the brand 

is known for its popular 

patchwork and embroidery 

customization, Stoney Clover 

Lane will not have those 

offerings for the leather 

collection launch.

“We really want the product to speak 

for itself — the details and the color,” 

Glazer said. “We’re assuming that our 

customer will customize through bag 

charms and other accessories. We’ll be 

doing some events throughout the year 

in our stores with small customization 

events and we’re still exploring what that 

will look like, but for us, we really wanted 

to start it to let the product speak for itself 

and then down the road we’ll hear what 

people are looking for — hear what people 

want in terms of customization for their 

leather, if they do want it or not — and 

open that dialogue with the customers 

and expand it with them.”

Glazer said the brand’s leather 

collection will grow with seasonal 

drops, as opposed to its more recurring 

launches with its nylon styles. Stoney 

Clover Lane will introduce the leather 

collection in one new colorway this 

spring and another new colorway in the 

summer, all while introducing new styles. 

For fall, the brand plans to expand the 

collection into suede. 

“Trusting our gut has always been 

at the core of what we’re doing — what 

me and Libby personally want to wear, 

but also hearing from the community,” 

Glazer said. “We know that this will be a 

constant category.”

ACCESSORIES

Tiffany & 
Co. Unveils 
Revamped 
Chengdu Store

EXCLUSIVE

Stoney Clover Lane Launches 
First Leather Category

  Christophe Archaimbault a 
nd Ward Simmons have  
both been promoted by  
the Milan-based company.

BY JEAN E. PALMIERI

Moleskine Srl, the Milan-based brand 

best known for its journals and writing 

instruments, has made a couple of high-

level promotions.

Christophe Archaimbault has been 

elevated to global chief executive officer 

of the company, succeeding Daniela 

Riccardi who has retired. He joined 

the company in 2020 as global chief 

commercial officer and two years later 

was also named managing director of 

Moleskine APAC and became a board 

member of the Moleskine Foundation.

In addition, Ward Simmons has been 

promoted to president of Moleskine 

America. Simmons, who had previously 

served as senior vice president of 

marketing for the company, succeeds 

Giuseppe Rizzo, who left in February to 

join A.T. Cross Co. as global CEO.

Archaimbault began his career at 

Procter & Gamble, working in Europe 

and China where he worked for two 

decades before joining the Hong Kong-

based Pryde Group. In 2016, he moved to 

Vietnam to become CEO of Hoang Phuc 

International, a fashion distributor for 

European brands including Benetton, 

Kappa and Doc Martens. In 2011, he 

became president of Greater China and 

the Pacific for Diesel.

“I look forward to building on 

Moleskine’s storied heritage while 

charting new creative paths,” 

Archaimbault said. “Moleskine is more 

than a notebook — it is a brand with a 

mission of unleashing human genius 

through hands on paper. As we move 

forward in a world where analog and 

digital seamlessly intertwine, my goal 

is to reinforce Moleskine’s role as an 

essential companion for artists, writers, 

entrepreneurs, and visionaries globally.”

He added that the company is 

“committed to innovation while preserving 

the essence of our legacy. This involves 

expanding our global presence, enhancing 

our product ecosystem, and fostering 

collaborations with local artists in diverse 

markets. Whether through new product 

innovations, deeper digital integration, 

or strategic partnerships, I see Moleskine 

evolving into the preferred creative tool for 

those shaping the future with their ideas.”

Simmons started his career at Ralph 

Lauren as a summer intern and over the 

next 14 years rose through the ranks to 

become director of the Madison Avenue 

flagship. He then joined Carolina Herrera 

as director of global communications and 

also served as vice president of marketing 

for Hugo Boss, the Americas. Prior to 

joining Moleskine in 2023, he was senior 

vice president of marketing, advertising, 

public relations and visual for Baccarat in 

North America.

“Moleskine is not just a notebook, 

it’s a symbol of creativity, organization, 

and self-expression,” he said. “It’s an 

emotional journey, a quiet place where 

we can write our passions, ideas, 

thoughts, and untold stories. Joining 

this heritage ‘love’ brand has been 

a privilege. Working alongside such 

creative people has been an honor. I look 

forward to leading Moleskine America 

and continuing its mission of unleashing 

the next generation of human genius 

through putting pen to paper.”

Moleskine was created in 1997 to give 

life to the black notebooks traditionally 

used by writers and artists. Since 

then, the company has expanded into 

diaries, planners, journals, bags, writing 

instruments, reading accessories, 

publishing and digital tools. It also 

operates 55 stores around the world.

ACCESSORIES

Moleskine Names New Global 
CEO, U.S. Division President

Maxence Kinget, Zhang Ziyi and Anthony Ledru. 
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Stoney Clover 
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collection. 
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“I’m not planning on that money. If we get 

it, it’s great.” 

About three years ago, Alison Diboll 

launched Gabriella Rossetti, a New 

York-based, sustainable, on-demand 

manufacturer of plus-size women’s 

fashions ranging in price from $189 for a 

sleeveless silk shell to $1,100 coats. When 

an online order comes in, the material for 

the garment is cut and sewn and quickly 

prepared for shipment to the customer, 

thereby avoiding excess inventory, she 

said.

Diboll, the CEO, characterized 

her collection as “attainable luxury” 

and said her products are listed on 

GabriellaRossetti.com, Nordstrom.com, 

Bloomingdales.com, and Saks.com.

Diboll said difficulties getting paid by 

Saks began in the summer of 2023 after 

launching on Saks.com in March 2023. At 

one point, she hadn’t been paid for nine 

months until late 2024 after she went 

“directly to the CEO,” she said. “Otherwise 

I do not believe we would have been paid 

at all since June. 

“When we first onboarded with Saks, 

we were misclassified on their merchant 

side alongside wholesale brands,” leading 

to financial burdens. “However, we are 

not a wholesale brand. We operate as 

consignment drop-ship,” or marketplace 

model. “This has created financial and 

operational challenges that should not 

exist for a business structured like ours.”

She said that for marketplace brands 

there’s a different onboarding process 

at Saks than a wholesale brand, and 

marketplace vendors get paid digitally, 

which is faster and more efficient than 

cutting and sending out checks to vendors 

wholesaling to Saks, though Saks said all 

payments will be made through wire/ACH 

at the earliest date commercially possible, 

thereby “taking significant friction out 

of our processes.” Diboll said she’s been 

trying to transition onto Saks’ marketplace 

platform.

She recalled hearing Saks executives on 

a conference call with vendors in August 

2024 give assurances that at the close 

of the Saks deal to buy Neiman Marcus, 

which happened last December, Saks 

would return to normal operations. “If 

anything, the situation is getting worse,” 

Diboll claimed. She said she hasn’t 

received a payment since last November.

She also claimed that Saks has not 

been shipping back customer returns. 

“This is equally damaging as not being 

paid. As a sustainable manufacturer, we 

want to resell things that haven’t been 

worn.” Months ago, she was told Saks 

was conducting a warehouse inventory so 

they couldn’t ship anything back, though 

there was also speculation Saks held back 

goods to increase its valuation to help get 

financing for the Neiman’s deal.

“We have really reduced the amount 

of product that we will sell through 

Saks, which is what many brands have 

done,” Diboll said. “Saks is absolutely 

creating hardship for us and many other 

brands, but because of our on-demand, 

sustainable model, we are able to be 

more flexible. There’s less up-front capital 

required,” compared to brands engaged in 

wholesaling. “And we are diversifying our 

sales channels,” Diboll added. “We have 

to protect our financial interests from a 

company that wasn’t paying or shipping 

back our returns. We are going to be OK.”

Diboll said she is raising seed money 

to grow her business, and that the Saks 

situation doesn’t make it any easier. “There 

are some investor concerns, but the good 

news is that more sophisticated investors 

understand that reduced sales are a 

temporary situation…I see more brands 

reaching out to one another to share 

tactics. I’ve been doing that myself. Shared 

knowledge is power. I would love brands to 

help each other move through this.”

Asked why she sticks with Saks, Diboll 

said, “It’s because of our customer — a 

plus-size woman who has been largely 

marginalized by the fashion industry.” But 

Saks, she acknowledged, “has cultivated a 

strong plus-size customer base.”

Other vendors stick with Saks Global for 

other reasons. Selling at Saks, Neiman’s 

or Bergdorf’s is good exposure for a 

brand and adds prestige, and potentially 

significant sales volume. There are 

also few alternatives in the U.S. There’s 

Bloomingdale’s, Nordstrom, and some 

high-end independent fashion stores 

across the country, which could capitalize 

on the strain in vendor-Saks Global 

relations. Many brands can’t afford to open 

their own stores or ship abroad.

One European luxury designer said: 

“There’s a feeling of disappointment at 

how very little respect Saks has for their 

vendors. We are getting paid — but it’s 

taking four to six months which makes 

shipping new orders tricky… Our liabilities 

have increased now that Neiman’s is 

part of Saks Global, and we cannot get 

insurance for either one.”

One executive at a designer company 

selling all three retailers said more than 

$1 million is owed on an ongoing basis. 

“Managing cash has become our full-time 

job unfortunately. It’s about constantly 

calling, negotiating, and waiting for 

payments. We finally signed on with 

Hilldun, which partially approved Saks 

with a hefty surcharge,” the executive said. 

“The industry is really running the risk 

of turning the luxury fashion ecosystem 

into one where only big brands with deep 

pockets can thrive. Independent designers 

are the ones that bring innovation and 

diversity to our industry. If they’re being 

squeezed, they may hesitate to take risks 

to focus on sell-throughs.”

One New York designer that does 

business with Saks, Neiman’s and Bergdorf’s 

is trying to focus more on markets that are 

“robust, growing and paying on time” in 

Asia and the Middle East.

Another designer said his company 

continues to sell to all three retailers but 

“we are very scared about what could 

potentially happen.” Currently, his 

company is owed 700,000 euros and has 

orders for pre-fall and fall merchandise 

worth another 500,000 euros, he said. 

The orders will require pre-financing, he 

said. “By some time in July, we will be 

owed 1.2 million” euros.

The designer said the last payment 

received from Saks was the end of December. 

It was six months old. Slow payments from 

Saks started about 20 months ago, he said. 

Neiman Marcus, however, was paying 

within 30 days until the end of last year.

He said planning business based on 

the new Saks Global payment schedule 

makes it tough to sustain his business. 

The company has to take out bank loans 

at 7 percent interest. “We have no other 

choice. We don’t like the situation at all. 

We need the quantities [they order] for our 

production minimums. It’s a very difficult 

situation.”

Already, the financial strain of the 

situation could be too much for some 

vendors. “The bigger businesses can 

have the privilege to wait,” said one 

contemporary vendor. “Factors need to 

support the smaller brands. The factor 

should step up and offer relief to smaller 

brands.”

The CEO of a men’s brand selling 

Neiman’s and Saks said Saks “has made 

some effort to pay, but a ridiculously low 

amount versus what they owe us. It’s 

nowhere near where it should be.” He felt 

the new 90-day payment terms “was a real 

shocker,” he said.

Nevertheless, he continues to ship to 

both nameplates because they remain 

important to his business. “And vendors 

who chose not to ship have a hard time 

getting back in” to the retailers, he said.

Another menswear CEO said, “We sell 

to both Saks and Neiman’s. Neiman’s is 

actually the bigger business for us and we 

are very concerned about the payment 

terms but we have received assurances that 

we will be paid on time. We have been given 

a schedule and are receiving payments on 

the schedule they provided. We speak to 

each other often. We are thinking long term, 

and when this hurdle is over we want to be 

positioned for growth with Saks Global.”

Ronny Kobo, a contemporary designer, 

said: “I trust very much in the merger 

that Saks Global has built. I think that 

Saks Global will bring a lot of innovative 

changes in the way we do business in the 

major retail space. I’m excited to see what 

the future holds. I’m optimistic. I feel that 

change in the retail space has to happen 

because we have seen so many majors go 

out of business the past 10 years.”

She feels this merger will be a success. 

“There’s too much invested in it. My take 

is not to kiss my business farewell, but 

change is needed to have an industry that 

works right.”

While she wouldn’t comment on 

whether Saks has paid her, she did say 

she’s been in worse situations, citing 

Intermix, which closed many of its stores, 

and Barneys New York, which liquidated. 

She said they never stated a date when late 

payments would resume.

Neal Brown, who cofounded Amsale with 

his late wife Amsale Aberra, said, “Saks has 

been a great partner. We’re fortunate to 

have had a multidecade relationship with 

both Saks and Neiman Marcus. We’re very 

fortunate to be working with Hilldun, which 

is a very sophisticated financial partner that 

handles our receivables. That has helped 

us through this challenging time. In a way, 

we see the success of the Saks and Neiman’s 

merger as important to the industry as a 

whole. We have tremendous empathy for 

the challenges that Marc and his team are 

facing.”

As for the current timing of the 

payments, Brown said, “We’re happy that 

Hilldun is helping us manage the timing 

of the payments so that we can keep our 

orders flowing.” ■

Plus-size 

fashions 

from 

Gabriella 

Rossetti. 

Jeff Abrams

Alison Diboll
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  The new Red Bull Racing  
Pepe Jeans Academy 
Programme driver in F1 
Academy chatted with WWD 
about women in motorsports 
and her Formula 1 aspirations 
after ringing the Nasdaq bell.

BY KANIKA TALWAR

On Wednesday morning, Alisha 

Palmowski, the 2025 Red Bull Racing 

Pepe Jeans F1 Academy driver, rang the 

opening Nasdaq bell alongside Rokt’s chief 

commercial officer, Elizabeth Buchanan. 

The duo was honored as part of Women’s 

History Month and to advocate for women 

in STEM and motorsports, two fields that 

are dominated by men.

This is a continuation of Rokt’s 

partnership with Red Bull Racing Pepe 

Jeans Academy Programme; last year, they 

announced their partnership and support 

of Hamda Al Qubaisi, who also rang the 

Nasdaq bell. Rokt’s collaboration with Red 

Bull and its academy program is more than 

just racing. The e-commerce technology 

company highlights the women engineers 

at Oracle Red Bull and their contributions 

to the team in its “Driven Beyond Limits” 

video series. The videos shed light on 

women in all aspects of motorsports, break 

down barriers within STEM and racing and 

inspire the next generation.

“Rokt remains committed to fostering 

diversity in motorsports and STEM 

through its partnership with Oracle 

Red Bull Racing,” said Buchanan. “By 

continuing this partnership, Rokt ensures 

that female talent — both on and off the 

track — has meaningful opportunities for 

growth and visibility in motorsports. Real 

diversity isn’t a one-time campaign — it’s 

a long-term commitment. By continuing 

our commitment beyond a single season or 

campaign, we ensure that female athletes 

and engineers receive consistent support, 

rather than momentary attention.”

Palmowski, an 18-year-old British 

motorsports driver, started her karting 

career in 2015 and has achieved the junior 

vice champion title twice in the Daniel 

Riccardo Series for 2020 and 2021 and was 

vice champion of the GB4 Championship; 

she also made her F1 Academy debut in 

Qatar as a wild card entry — finishing fifth 

in the first race.

Calling her joining Red Bull Academy 

Programme a “life changing opportunity,” 

Palmowski told WWD after the bell 

ceremony that she’s still speechless when 

talking about it and calls it “a dream 

come true” — especially given that Red 

Bull boasts the reigning champion Max 

Verstappen. Palmowski has already met 

and spent time with Verstappen and also 

sat with the Red Bull table at the F175 event 

live launch.

With the F1 Academy’s season underway 

later this month (coinciding with the 

Formula 1 calendar), Palmowski is most 

excited to get the racing underway in 

Shanghai and to race down the Sin City 

strip in Las Vegas for the championship’s 

last race.

One of the challenges women face in 

motorsports is a lack of representation, 

which F1 Academy is tackling — Palmowski 

said all the aspects involved with 

motorsport beyond drivers such as 

engineers, mechanics or media are lacking 

in gender diversity. While she hasn’t 

personally experienced being treated 

differently for being a woman, Palmowski 

noted that she’s one of the fortunate ones; 

others can’t say the same.

“When girls and women see it, they can 

be it,” said Buchanan. “Representation 

unleashes possibility. Representation 

matters year-round because visibility leads 

to unleashing the dreams of possibilities 

for girls everywhere. When girls and 

women see role models in business, sports 

and technology, it shows them that they 

belong in those spaces.”

Buchanan went on to explain that 

Palmowski embodies the commitment to 

talent, perseverance and breaking barriers 

in motorsport that Rokt shares. With 

supporting women drivers like Palmowski, 

Rokt said it’s using its partnership to create 

more opportunities for women in racing.

“It’s a matter of when, not if we will get 

a [woman become a] Formula 1 driver,” 

emphasized Palmowski.

Palmowski cites Susie Wolff as an 

inspiring figure; many drivers see her as a 

beacon of hope for being one of the most 

recent women involved with the sport 

and for her role in spearheading the F1 

Academy initiative as managing director.

Motorsports continue to be an expensive 

sport, with progression to higher levels 

requiring more money to offset the funds 

required to compete — making fighting 

for sponsorships of major companies for 

people without familial financial backing 

all the more crucial. “It’s an opportunity 

that doesn’t come around every day and 

it’s not available to me without the support 

of these guys,” said Palmowski.

Rokt’s partnership with the Red Bull 

Racing Pepe Jeans Academy Programme 

will allow Palmowski to solely focus on 

competing and to reach her full potential 

and achieve victories. “Beyond financial 

support, we’re also working to increase 

visibility and create a platform for female 

drivers, making them more attractive to 

future sponsors and partners. This kind of 

sustained investment is what creates lasting 

change — not just for one driver, but for the 

next generation of women in motorsports.”

The opportunity in F1 Academy is not 

one Palmowski will be wasting; she said that 

the Red Bull Academy Programme backing 

will afford her the chance to showcase 

her skills, further move up the ladder and 

eventually become a Formula 1 driver — 

the dream that many motorsport drivers 

growing up are hoping they can achieve.

“We’re not just here to race. We’re 

here to make noise and drive change for 

the next generation in motorsport,” said 

Palmowski.

BUSINESS

Fueling Alisha Palmowski’s Formula 1 Dreams

   In 
Focus Business Insights

  January Growth aims to  
drive e-commerce success 
with expert media, AI tools 
and strategic resources for 
high-growth brands.

BY ARTHUR ZACZKIEWICZ

January Digital said it has launched 

January Growth, which the company 

described as “a specialized division of 

January Digital designed to fuel fast-

growing e-commerce brands.”

The company said while it has been 

incubating its growth product for the past 

year with high-growth brands such as Josie 

Maran and T3 Micro, “the agency is now 

extending the initiative to all brands.” 

This company branch offers the market 

“expert performance media management, 

powered by their proprietary Mikey AI and 

analytics platform, and backed by January 

Digital’s full-service agency planning, 

analytics and strategic resources.”

January Digital said in its initial work 

with Josie Maran, January Growth helped 

to drive nearly a 150 percent year-over-year 

increase in the brand’s return on ad spend.

Josie Maran, founder and chief executive 

officer of Josie Maran, said teaming with 

January Digital’s Growth team “has been 

transformational. Their expertise and 

collaborative approach have refined our 

strategy, enabling us to share our mission 

of creating luxury beauty products that 

are good for people and the planet with 

a broader audience. We look forward to 

continued growth with a team that truly 

understands our vision.”

Vic Drabicky, CEO of January Digital, 

sounding like a proud parent, said, “I’m 

thrilled to finally share January Growth 

with the rest of the world. We have put 

together an incredible team and set of 

technologies — I’m excited to see all the 

great things we accomplish for brands.”

The company said January Growth is its 

latest expansion as it rides a steady growth 

trajectory. “In addition to adding clients 

like Interstate Batteries, Sakara and Amika, 

the agency was recently recognized as an 

AdAge Best Place to Work Inc. Magazine 

Best Workplace in America, and has added 

several awards for campaign performance 

and strategy.” 

On the consultancy side, January Digital 

offers audience strategy and development, 

customer experience, loyalty and 

retention strategy and benchmarking, 

brand building and positioning, content 

and creative strategy, social, partnership 

and influencer marketing strategy, 

omnichannel marketing audit and strategy, 

marketing budget and creative process 

optimizations, marketing operations, 

hiring oversight and in-house consulting, 

competitive trends and industry insights 

and marketing analytics and dashboard 

strategy, among others.

Earlier this year Brooklyn-based hair 

care brand Amika said that, as it gears 

up for continued growth, it would make 

January Digital its media agency of record. 

Amika, whose dry shampoo is the number-

one dry shampoo in the U.S. prestige 

market, is sold at Sephora and Amazon 

— along with its website. For Amika, the 

decision to partner with January Digital 

allows for a consolidation of media efforts 

which was previously split between three 

different agencies.

Aside from Amika, January Digital’s 

client roster includes Steve Madden, 

Carhartt, Kendra Scott, and A.L.C.

BUSINESS

January Digital 
Launches Branch 
For E-comm Brands

Red Bull's 2025 F1 Academy driver Alisha Palmowski and 

Rokt's Elizabeth Buchanan ring the opening Nasdaq bell. 

Josie Maran 
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Fashion Scoops

Next Up?
Does the Mugler fashion 

house have its eye on 

fashion designer Miguel 

Castro Freitas?

According to market 

sources, Mugler has held 

talks with Freitas to join the 

brand, owned since 2019 by 

French beauty giant L’Oréal, 

and best known for its 

popular fragrances Angel 

and Alien.

The likelihood of a 

contract, and his exact role, 

could not immediately be 

learned.

Freitas has a varied 

résumé, having held senior 

design roles at Sportmax, 

Dries Van Noten, and 

Christian Dior Couture, 

according to sources.

A 2004 graduate of 

Central Saint Martins, Freitas 

worked at Julie Verhoeven, 

YSL, Givenchy and Lanvin 

earlier in his career.

Mugler officials could not 

be reached for comment.

WWD reported on Feb. 

5 that Mugler and Casey 

Cadwallader, its artistic 

director for the past eight 

years, would likely part 

ways.

Signaling what appears 

to be a time of transition, 

Mugler was not on the 

calendar for Paris Fashion 

Week, which wound up its 

nine-day run on March 11.

An American who joined 

Mugler from Acne Studios, 

Cadwallader oversaw the 

evolution of the fashion 

brand founded by Thierry 

Mugler from the theatrics 

of its early days to a new 

definition of brand codes on 

what celebrating the body 

could mean.

Before Cadwallader, 

David Koma, Nicola 

Formichetti and Rosemary 

Rodriguez also designed 

Mugler, synonymous with 

sharp tailoring, hourglass 

silhouettes and a futuristic 

sheen.

Mugler's previous owner 

Groupe Clarins ceased its 

money-losing ready-to-wear 

business in 2003, and then 

revived it again in 2008. 

Founder Thierry Mugler 

died in 2022 at age 73. 

— MILES SOCHA

Choosing 
Brody
Monos has snagged Oscar 

winner Adrien Brody to 

be the face of its new 

aluminum collection.

The travel and lifestyle 

brand has tapped the 

actor, who won the Best 

Actor award at the 2025 

Academy Awards for 

his role as a Holocaust 

survivor in “The Brutalist,” 

to star in the ads for the 

hard-shell luggage line.

In the campaign, 

Brody travels through 

the landscape in Tangier, 

Morocco, with his aluminum 

collection. Mexico City-

based filmmaker and 

photographer Alexis Gomez 

chronicled Brody’s travels 

through the city as he 

meets villagers, absorbs 

the sounds and explores its 

historic sights.

"Growing up in New York 

— a city full of diversity and 

unexpected encounters 

— ignited a thirst for 

adventure,” Brody said. 

“I often find myself on 

location in different places 

while working on films, 

which is exciting; I love to 

explore, to travel, to get lost 

and find my way. Traveling 

reminds me that borders 

are irrelevant, no matter 

how different cultures or 

people may seem, we're all 

just people living our unique 

stories."

Victor Tam, cofounder of 

Monos, said Brody “perfectly 

reflects” the brand’s values 

of “authenticity and timeless 

style. His unique perspective 

and undeniable charm make 

him the ideal ambassador 

for our brand. His influence 

and deep connection with 

his audience will not only 

elevate the collection but 

also deepen the Monos 

experience, creating a 

lasting impact on our 

community.”

The campaign will run on 

Monos’s social channels 

as well as out-of-home and 

digital marketing globally.

The aluminum collection 

is available in four styles: 

Carry-on Plus ($665), 

Check-In Medium ($725), 

Check-in Large ($755) 

and a Trunk ($775), all in 

three colorways: black, 

golf or silver. Each piece 

is reinforced with riveted 

aluminum corner guards, 

TSA-accepted combination 

latch locks, a telescopic 

trolley handle, soft release 

side handle, ergonomic 

bottom grab handle and 

360-degree spinning 

wheels. The interior 

features a new quilted 

taffeta lining in black, 

embossed with the brand’s 

signature dot pattern.

The collection will 

be available beginning 

Monday on the company’s 

e-commerce site and at 

its stores in Toronto and 

Vancouver. 

— JEAN E. PALMIERI

Latin Flair
A sun-drenched Paris 

Fashion Week took on a 

Latin flair as Venezuelan 

entrepreneur and 

philanthropist Carmen 

Busquets gathered industry 

fixtures and friends for 

a cocktail honoring Latin 

America’s rich creative 

scene.

Delphine Arnault; 

Mytheresa’s Michael 

Kliger, and Ian Sielecki, 

ambassador of Argentine 

in France, mingled over 

bite-sized empanadas and 

Champagne with designers 

including Gabriela Hearst 

and Esteban Cortazar, but 

also Vetements’ Guram 

Gvasalia.

Busquets’ soirees are a 

regular occurrence during 

show season, but it’s the 

first time it came formally 

billed as a celebration of 

“the powerful voices of 

Latin America’s creative 

community.”

“I felt it was important 

to establish during [Paris] 

Fashion Week a party that 

always includes voices that 

are perceived as a minority,” 

she said. “Because they 

aren’t a minority, it’s quite a 

majority.”

At a moment where 

divisions are on the rise, 

Busquets felt the world 

could learn from the region.

“We are bold about who 

we are. We don’t apologize 

about it, we are very much 

colorful, loud and bold,” she 

continued. “We have given 

to fashion a little boldness…

pride in who we are but 

in a way that [doesn’t 

feel] exclusive. We are 

completely inclusive about 

everybody. In Latin America, 

we love everybody, we love 

variety, we love spice.”

And Constanza Cavalli 

Etro, who cofounded the 

biannual Latin American 

Fashion Awards with Silvia 

Arguello in 2023, wouldn't 

disagree.

“It's time for Latin America 

to be heard, and there's 

a lot of Latin American 

diaspora all over the world, 

and nobody thought about 

uniting them and celebrating 

them,” she said.

The showcase, which 

hands out gongs to the best 

brands and designers but 

also fashion filmmakers, 

stylists and makeup artists, 

will be holding its second 

edition in November.

Willy Chavarria’s January 

show in Paris read as a 

positive sign, said Mexican 

designer Patricio Campillo, 

who was a semifinalist of 

the 2024 LVMH Prize for 

Young Designers.

“What he's doing, is just 

relevant and it's interesting,” 

he said. “I think it’s also the 

first time that Latinos have 

had a voice because we’ve 

had many talented Latino 

designers before — Carolina 

Herrera, Maria Cornejo 

— but their references 

were more European, they 

were not referencing or 

recontextualizing their own 

culture.”

For those already present 

on the international scene, 

like Achaval’s cofounders 

Sofia Achaval de Montaigu 

and Lucila Sperber, there’s 

a keen awareness of the 

challenges.

“We're ambassadors of 

[Argentinian] talent in the 

world, so we are very proud 

to celebrate this and to be 

able to show what is best for 

us in Argentina [translated] 

for the modern woman, for 

international women,” said 

Achaval de Montaigu. “Our 

identity is what we think is 

the most beautiful part of 

our country.”

“Speaking about ‘our 

roots’ is too theoretical,” 

added Sperber. “But when 

you have a product you can 

touch and you can feel, and 

you make it desirable, it’s a 

way of gaining that path [to 

present.”

But their efforts are 

recognized abroad — and 

at home.

“Creators like Sophia and 

Lucia [of Achaval] display 

not only the potential of 

the Argentine economy 

and creativity but also 

the power of Argentinian 

tradition — they mix both 

dimensions really well,” 

Sielecki said. “We need 

more innovators, more 

entrepreneurs like them.”

— LILY TEMPLETON ►

Backstage at Mugler, 

spring 2025.

The Monos ads with Adrien 

Brody will run globally.

Carmen Busquets 

and Gabriela Hearst 
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Dining 
Chez 
Prada
Prada's first stand-alone 

dining space in Asia is set 

to unveil at Rong Zhai, its 

restored historical mansion 

and art space in downtown 

Shanghai.

Named Mi Shang, which 

translates to "be obsessed 

with" in Chinese, the café 

and restaurant project was 

conceived by the renowned 

Hong Kong director Wong 

Kar Wai.

Wong drew inspiration 

from the philatelic concept 

of tête-bêche — two 

identical stamps linked 

together, with one flipped 

upside down — for the 

restaurant logo, while his 

cinematic style influenced 

its interior decor.

The interior design not 

only evokes scenes from 

Wong's iconic films, such as 

"In the Mood For Love" and 

"Happy Together," but also 

uses mirrors and contrasts 

— a cinematic device now 

synonymous with Wong — to 

strike a balance between 

diverse cultural and visual 

references, according to 

Prada.

"The idea of reflection, 

adjacency, and 

correspondence hints at 

the intersection of two 

great cultures, connecting 

Milan and Shanghai in a 

visual dialogue that is both 

sophisticated and unique," 

said Prada in a statement.

"Building on the success 

of Prada's partnership with 

filmmaker Wes Anderson 

to create Bar Luce at 

Fondazione Prada in Milan, 

the Mi Shang Prada Rong 

Zhai project stands as a 

testament to the brand's 

ongoing commitment to 

foster artistic conversations 

and practices," the 

statement added.

Located on the second 

floor of the four-story Rong 

Zhai, the Prada eatery will 

offer an all-day café service 

alongside a fine dining 

experience. The yet-to-be-

unveiled menu will feature 

breakfast, lunch, afternoon 

tea, dinner, and evening 

cocktails. Its fine-dining 

offerings will focus on 

Italian cuisine inspired by 

Chinese flavors.

The café and the 

restaurant are set to open 

on March 31 with hours 

of 10 a.m. to 10 p.m. daily. 

Reservations will be open 

from noon on March 29 via 

the eatery's WeChat Mini 

Program. 

To celebrate the launch, 

Prada will host a cocktail 

reception on March 28 at 

the restored mansion.

It is not the first time that 

Prada has partnered with 

the famous film director. 

Wong first linked with 

Prada last year for a 

capsule collection that 

recreated several looks 

from his hit TV series 

"Blossoms Shanghai." The 

collaboration was more 

than three years in the 

making, when Wong's team 

first reached out to Prada 

to pull items for the filming. 

— DENNI HU

Meanwhile, 
Cutting 
Ties...
 Prada has severed ties 

with South Korean actor 

Kim Soo Hyun, who is at 

the center of a quickly 

evolving controversy 

following the suicide of Kim 

Sae-ron, an actress he was 

romantically involved with.

"It has been mutually 

decided to end the 

collaboration between Prada 

and Kim Soo Hyun," Prada 

said in a brief statement.

The 37-year-old actor 

was named a Prada brand 

ambassador in January and 

attended the brand's fall 

2025 men's ready-to-wear 

runway show in Milan.

The K-drama star, known 

for his roles in "Dream High" 

and "Moon Embracing the 

Sun," counts more than 20 

million fans on Instagram.

Kim Soo Hyun's 

reputation and fame took 

a dramatic hit this week 

when Hoverlab, a South 

Korean news commentary 

site on YouTube, claimed 

that the actor and Kim 

Sae-ron had been in a six-

year relationship since the 

female Kim was 15 years 

old. To back up the claims, 

Hoverlab released photos 

showing Kim Soo Hyun 

kissing Kim Sae-ron on the 

cheek. The livestreamed 

programs attracted almost 

4 million views on YouTube.

Kim Sae-ron, who began 

her career as a child actor, 

went on to gain industry 

recognition with her roles 

in films such as "The Man 

From Nowhere" and "The 

Neighbors."

Her promising career 

took a turn in 2022 after a 

drunk driving incident, after 

which she struggled to find 

jobs and retreated from the 

public eye.

Kim Sae-ron's last role 

was in the Netflix series 

"Bloodhounds." However, 

her cameo has been edited 

out in the aftermath of the 

DUI conviction.

According to Hoverlab 

reports, Kim Sae-ron 

had to pay a 700 million 

won, or $481,000, fine to 

compensate affected 

parties after the accident, 

which she allegedly 

borrowed from Gold 

Medalist. However, she was 

allegedly unable to repay 

the amount and faced 

mounting pressure from the 

agency, which happened 

to be the cofounded by Kim 

Soo Hyun and his cousin.

Hoverlab reports that 

Kim Sae-ron allegedly 

reached out to Kim Soo 

Hyun in March 2024, hoping 

to postpone the payment 

date. However, the actor 

did not respond to her plea 

for help, according to a 

screenshot of the message 

that Hoverlab obtained 

from Kim Sae-ron's family.

Last month, she was 

found dead at her home. 

She was 24 years old and 

police ruled her death as 

suicide.

Gold Medalist, which also 

manages Kim Soo Hyun, 

initially issued a statement 

firmly refuting the claims 

and vowed to take "the 

strongest possible legal 

action against those who 

spread lies." However, 

backlash against Kim 

Soo Hyun torpedoed 

as netizens discovered 

that Kim Soo Hyun was 

attending G-Dragon's 

listening party on Feb. 25, 

which was not long after 

Kim Sae-ron's death.

Under pressure, the 

agency followed up with 

a statement admitting 

that the two were in a 

consensual relationship 

"from the summer of 2019 

to the fall of 2020 after she 

became a legal adult," read 

the statement.

The statement added 

that Kim Soo Hyun had 

shown signs of "severe 

psychological distress" due 

to the accusations.

"Kim has suffered 

extreme confusion due to 

claims blaming him for the 

actress's sudden death. 

People with cameras have 

also been loitering around 

his residence, adding to the 

psychological pressure," 

the agency said.

The controversy involving 

Kim Soo Hyun has put over a 

dozen brands he represents 

in a difficult position as they 

risk potential consumer 

backlash.

In the last few days, 

brands such as the 

bakery chain Tous Les 

Jours, the supermarket 

chain Homeplus, and the 

sportswear company K2 

Korea pulled ads of the actor 

from its official channels. 

— D.H.

The Party 
Goes On
Fashion month and awards 

season may officially be 

over, but fear not: there's 

always something new 

to celebrate. And in case 

anyone was already 

missing Paris just two days 

after the conclusion of 

Paris Fashion Week, Louis 

Vuitton gave the New York 

crowd a reason to get back 

on the party scene.

The fashion house 

hosted a dinner for its newly 

launched bag silhouette, 

the Biker Bag, at the Hotel 

Chelsea on Thursday 

night. Nicolas Ghesquière 

unveiled the accessory on 

the women's runway last 

fall, and the bag recently 

launched in stores for spring.

Guests including Selah 

Marley, Lauren Santo 

Domingo, Sarah Hoover, 

Jennifer Fisher, Charlotte 

Groeneveld, Sophia Roe, 

Beverly Nguyen, Quil 

Lemons, June Ambrose, Ella 

Rubin and more already had 

the bag in hand, styled with 

scarves and charms to add 

a personal touch. Isabella 

Massenet, back on DJ duty, 

had her Biker Bag propped 

next to her DJ deck. Nearby, 

an LV-branded wooden 

bookcase, which doubled 

as a photo backdrop, was 

filled with various sizes 

and colorways of the bag 

alongside a selection of 

Louis Vuitton coffee table 

books.

The room was relaxed 

ahead of the seated dinner, 

as guests swapped fashion 

week stories over Ruinart 

Champagne cocktails. 

Conversation flowed into 

dinner, where the crowd 

discovered another 

accessory waiting for them: 

a luggage tag, ready for the 

next trip. — KRISTEN TAUER

Longer 
License
Coach and Interparfums 

SA have extended their 

fragrance license until June 

30, 2031.

The worldwide license 

for the U.S. leather goods 

brand was initially signed in 

2015 and meant to last until 

June 30, 2026.

Due essentially to the 

successful launches of the 

Coach and Coach Dreams 

men’s and women’s lines, 

Coach fragrance sales rose 

from less than 10 million 

euros in 2015 to almost 190 

million euros last year.

“In less than 10 years, we 

have succeeded in building 

a legitimate and coherent 

fragrance offering based 

on a high-quality brand 

name recognized for both 

its image and its products,” 

Philippe Benacin, chairman 

and chief executive officer 

of Interparfums SA, said in 

a statement Friday. 

“We are extremely 

ambitious and confident 

in the brand’s continuing 

growth in the short, medium 

and long term, especially 

driven by its gender 

complementarity, with 

equal popularity for men’s 

and women’s fragrances,” 

he continued.

Interparfums said two 

new flankers for the Coach 

line are to be introduced 

this year.

“This marks continued 

pursuit of worldwide 

development for the brand 

in the perfumes sector,” 

Interparfums said in the 

statement.

In 2024, Interparfums 

SA’s net profit reached 

129.9 million euros on sales 

of 880.5 million euros, each 

up 10 percent on-year. 

Alongside Coach, the 

company’s portfolio of 

fragrance brands includes 

Boucheron, Jimmy Choo, 

Karl Lagerfeld, Lacoste, 

Lanvin, Moncler, Montlbanc 

and Van Cleef and Arpels. 

Interparfums owns the 

Rochas fragrance and 

fashion brand.

Interpfums SA has inked 

a fragrance license with 

Off-White, which is effective 

on Jan. 1, 2026.

Interparfums SA is the 

subsidiary of Interparfums 

Inc. It is 72 percent owned 

by the New York-based 

company. — JENNIFER WEIL ►

Prada Rong Zhai in 

downtown Shanghai.

Selah Marley 

Kim Soo Hyun 

Coach Dreams Moonlight 
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