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 As part of the integration  
of Neiman Marcus and  
Saks Fifth Avenue, there is  
now one team that oversees 
both luxury retailers.

BY DAVID MOIN 

Saks Global, continuing to integrate 

Saks Fifth Avenue and Neiman Marcus 

operations and reduce headcount, has 

formed a “commercial team” of senior-

level merchants and fashion executives, 

WWD has learned.

Executives said the new organization 

“transforms” the buying approach whereby 

there is now one team of buyers with 

non-traditional titles serving both Neiman 

Marcus and Saks Fifth Avenue, blending 

talent from both retail nameplates.

Among the changes disclosed to WWD 

on Wednesday, five executives have been 

named senior vice presidents of brand 

partnerships and buying. They are:

  Tatiana Birkelund, for beauty, home 

and jewelry. She was previously vice 

president, general business manager 

over beauty and jewelry at the Neiman 

Marcus Group. 

 Gucci, down 24 percent in 
the three-month period, is 
awaiting Balenciaga fashion 
star Demna to rev up creativity.

BY MILES SOCHA 

Gucci’s new creative director Demna is 

expected to deliver the first “hint” of his 

vision for the ailing Italian megabrand this 

September, Kering executive Francesca 

Bellettini said Wednesday night.

Speaking to analysts after the French 

luxury group missed low expectations 

and reported a 14 percent drop in first-

quarter revenues to 3.88 billion euros, 

she also made clear that the Georgian 

designer, who is moving over from sister 

brand Balenciaga in early July, will not 

pursue a scorched-earth policy on existing 

product lines, despite his past penchant 

for dystopian aesthetics.

“Demna is going to build on the vision of 

the brand. He’s going to bring desirability 
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It's been a long — very long — fall 2025 season, with runway shows 
continuing even into April with a few resort collections.  

But that two-and-a-half months of shows produced some captivating 
standouts — that is, when the industry's heads weren't spinning with  
the whirlwind of designer changes, both those that happened and  

those expected to. For more on the top 10 collections, see pages 8 to 17.
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  The world is changing so 
quickly today that the  
fashion industry just might 
need some new buzzwords.

BY EVAN CLARK

President Donald Trump’s trade war 

might just be a shock big enough that 

fashion’s chief executive officers are going 

to need some new buzzwords. 

“Cautiously optimistic” just might not 

work anymore. 

CEOs have been using that one for 

decades. But all that tempered optimism, 

more often than not, flowed from what 

has been repeatedly referred to as the 

“resilient consumer.” 

The resilient consumer has become 

an article of faith in retail. Americans 

especially are going to spend, as if it’s 

almost their reason for being, completing 

the circle in a consumer-heavy culture. 

But there are limits. 

And Trump’s trade war, launched into an 

economy that was already showing signs of 

strain, might just have found a limit hard 

enough to break that faith in the consumer 

and necessitate a new buzzword. 

“I’m not sure I would call the consumer 

fully resilient anymore,” said Katie 

Thomas, who leads the Kearney Consumer 

Institute and puts together its Consumer 

Stress Index.

Instead she suggested something new — 

“The coping consumer.” That’s something 

of a rhetorical step down from “resilient,” 

suggesting more a consumer who is 

standing their ground, but is struggling to 

do so. Consumers are being careful with 

their money, and aware that they might 

have to start cutting back.

One of the many stated goals of Trump’s 

trade war is to bring manufacturing back 

to the U.S. But most experts see supply 

chains that are hard to move and labor 

mismatches that would put companies 

that rely on imports out of business and 

ultimately raise prices for consumers.

Thomas has a nuanced view of the 

shopping psyche today. It’s not quite as dire 

as the mainstream readings of consumer 

confidence, including the University of 

Michigan’s Surveys of Consumers, which is 

down 30 percent since December, with last 

month’s decline described by the university 

as “pervasive and unanimous across age, 

income, education, geographic region, and 

political affiliation.”

A more-targeted dive into the consumer 

mindset reveals something a little 

different, according to Thomas. 

“It’s no secret that most consumers 

are feeling a general level of stress and 

uncertainty around the economy — just 

more uncertainty than anything, just 

not knowing what’s going to happen, 

not knowing how it will impact them 

directly,” she said. “If you ask them more 

personalized questions about their own 

individual situation, they’re not actually 

feeling quite as stressed yet.”

At least so far, consumers aren’t directly 

seeing a threat to their job or or changes 

in stores. 

Kearney’s research shows consumers 

feel about the same amount of agita that 

they did a year ago.

The pressure is just coming from 

different places.  

“We’re seeing it kind of shift around 

from cost of living into trade and 

geopolitical concerns,” she said. “But we 

also continue to see that they’re not feeling 

it on a personal basis yet.”

The unemployment rate is still low at 

4.2 percent and payrolls expanded by 

228,000 in March, just before the trade 

war started in earnest. Over the past five 

years the Consumer Price Index has shown 

a 23.8 percent increase in prices across 

the economy. Average weekly wages, 

meanwhile, have still risen just a bit faster, 

gaining 25.6 percent to $1,231. 

That has helped consumers hold their 

own.

All of which leaves the consumer — and 

the fashion world — in a kind of limbo, 

waiting for the next shoe to drop. 

Trump’s trade policies have already forced 

changes that will be felt by consumers soon. 

In the case of Shein and Temu shoppers, 

very soon. 

Fast fashion’s e-commerce giants both 

said they would start to raise prices next 

week now that a duty-free loophole for 

goods valued at under $800 is closing. That 

will hit the younger shopper keen to snatch 

up some inexpensive fashion quickly. 

Trump’s 145 percent tariffs on goods 

from China will take longer to work its way 

through the system, but will be felt much 

more widely since the country accounts 

for a third of all U.S. apparel imports.

That’s a point that Doug McMillon, 

chief executive officer of Walmart Inc., 

and Brian Cornell, CEO of Target Inc., 

no doubt made when they and other 

retail executives met with Trump in the 

Oval Office this week. Both Walmart and 

Target import goods from China, using the 

country’s manufacturing expertise and low 

costs to appeal to U.S. value shoppers. 

There were signs on Tuesday that Trump 

was wavering and could cut those tariffs. 

But even at a third of their current levels, 

the levies would have a major impact. 

No one really knows what will come out 

of the trade war — and that’s a problem.  

“If you look at the human psychology 

component of it, it’s the unknown. It’s 

the fear, it’s the concern not knowing 

what’s going to come next,” said Marcie 

Merriman, cultural insights and customer 

strategy leader at Ernst & Young. “Over 

the last five years that’s got pretty well 

ingrained into our heads. What’s going to 

come next? When’s the next shoe going to 

fall? If we look at the overall psychology 

of people and the fear, the concern, the 

preparation for the unknown, that has 

become habit.”

Merriman said qualitative research 

shows that people are being more hesitant 

to make shopping decisions.

“That happened before the economy 

took a shift,” she said. “The habits have 

already been there and this is just impacting 

the way that they’re thinking about it.”

The challenge, well, one of the many 

challenges for retailers and brands, is to 

learn how to rely less on historical data 

— what sales were last week or last year — 

and focus in on consumers while planning 

for the future. 

“Because things continue to change and 

we can’t get to that point of consistency, 

the importance of really talking with the 

customers, of really understanding where 

the mindsets are — much more broadly 

beyond just shopping in your store — is 

critical,” she said.

“So how are they changing other 

behaviors? How are they changing other 

things? Are they going out to eat less? Are 

they getting their nails done less?”

These are the “weak” signals from 

consumers who are not so much resilient 

anymore, but are now just coping. 

If the fashion industry is going to work 

back up the ladder itself — from coping to 

resilient and maybe even to robust — it’s 

going to have to do it all. 

It’s going to have to listen to both the 

weak and strong signals from consumers, 

figure out their supply chain, bolster their 

balance sheets and be ready to react and 

move quickly.

The “resilient consumer” might be on 

the way out, but a corporate structure built 

on “agility” is still in its prime.

The Bottom Line is a business analysis 

column written by Evan Clark, deputy 

managing editor, who has covered the fashion 

industry since 2000. It appears periodically.

THE BOTTOM LINE

The ‘Resilient Consumer’  
Is Now Just ‘Coping’ in 
Donald Trump’s Trade War

“It’s no secret that most consumers are feeling a 
general level of stress and uncertainty around the 
economy — just more uncertainty than anything, 

just not knowing what's going to happen,  
not knowing how it will impact them directly.”

KATIE THOMAS, Kearney Consumer Institute

Shoppers are feeling 

more anxious.
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  They voted overwhelmingly 
against a proposal to eliminate 
DEI programs, reaffirming the 
company’s commitment to 
diversity and inclusion.

BY EVAN CLARK

Levi Strauss & Co. is used to being a bit of 

a social lightning rod, having been early to 

support same-sex marriage, speak out on 

gun violence and institute paid family leave.

So it’s little surprise that the battle over 

diversity, equity and inclusion — a cause 

supercharged by U.S. President Donald 

Trump’s efforts to dismantle DEI in the 

government — landed at its annual meeting. 

The National Center for Public 

Policy Research, a conservative think 

tank, formerly submitted a proposal to 

shareholders calling for the company to 

“consider abolishing its DEI program, 

policies, department and goals.”

Shareholders have apparently 

considered the topic enough.

Investors holding less than 1 percent of 

Levi’s shares voted in favor of the proposal, 

according to a company spokesman. 

Levi’s board advised shareholders to 

vote against the proposal. 

That has shareholders aligned behind 

the board, which advised against the 

proposal, indicating “we believe in the 

strong business case for a diverse and 

inclusive workforce.” 

Michelle Gass, president and chief 

executive officer of Levi’s, told WWD 

earlier this year: “We’ve been committed 

to diversity and inclusion for literally 

decades, and it’s the core to who we are. 

So our commitment remains unchanged. 

We will do what’s right for our people, for 

our business. And at the end of the day, 

building a diverse and inclusive workplace 

helps us deliver stronger results.”

David Jedrzejek, senior vice president 

and general counsel, confirmed at the 

virtual annual meeting that Levi’s did not 

use quotas or discriminatory policies in its 

recruitment or promotions. 

Stefan Padfield, executive director of the 

National Center’s Free Enterprise Project, 

made his case at the meeting, arguing that 

DEI programs risk illegal discrimination.

“Rather than promote unity, DEI 

programs can set the very individuals 

they claim to be helping up for failure 

and stigma,” Padfield said. “Imagine what 

corporations could accomplish if they stop 

dividing us on the basis of race and sex and 

instead focused on raising the floor for all 

Americans in areas such as education, which 

are at the root of the pipeline problems 

driving our demographic inequalities.”

DEI programs were broadly embraced 

by corporate America, especially with the 

rise of the Black Lives Matter movement 

following the murder of George Floyd at 

the hands of police in 2020.

Just as politics whipsawed with the 

reelection of Trump, many companies also 

modulated their approach.

The shareholder proposal noted that 

“Alphabet and Meta cut DEI staff and DEI-

related investments; and Microsoft and 

Zoom laid off their entire DEI teams.”

But Padfield acknowledged he likely 

had a losing battle at Levi’s, preempting 

the loss by addressing what he called a 

“deceptive narrative…that low vote counts 

for proposals such as this one means 

shareholders legitimately support DEI.”

“The majority of votes are controlled 

by institutions and individuals who are 

subject to conflicts of interest,” Padfield 

said, pointing to asset managers who have 

funds focused on environmental, social 

and governance issues and proxy advisers 

who consult companies on ESG. 

“The proper headline should perhaps 

read something like, ‘No Trustworthy 

Shareholders Voted for DEI,’” he said.

That claim could not be substantiated, 

but failed to recognize that Levi’s and the 

vast majority of its shareholders are on the 

same page when it comes to DEI.

  Known for its “shapewear” 
foundation, First Cover’s 
bestseller is Cozy  
Lifting Foundation.

BY DENNI HU

Cathay Consumer Co-Creation Fund, a 

Chinese investment vehicle co-established 

by L’Oréal, Kerying, Cathay Capital and 

Pernod Ricard, has made its first color 

cosmetics investment with First Cover, a 

brand focused on foundation products.

Billed as the maker of China’s first 

functional foundation brand, the Shanghai-

based company was founded by Wang 

Yuying in late 2024.

Known for its “shapewear” foundation 

— adopting the idea of the body-sculpting 

garment for the face — the brand’s bestseller 

is the 199 renminbi, or $27.21, Cozy Lifting 

Foundation that comes in two shades.

By working with Vitalab, the Italian 

active ingredients supplier, the foundation 

incorporates plant-based extracts typically 

found in skin care, such as acemella 

oleracea and avena sativa.

According to Qingyan Intelligence’s  

data, the product has sold more than 

100,000 bottles after its initial launch four 

months ago.

A serial beauty entrepreneur, Wang 

spent time at L’Oréal, Estée Lauder and the 

Guangzhou-based beauty group Marubi 

before launching First Cover.

L’Oréal said the company remains a 

limited partner of Cathay Co-Creation 

Fund and declined to comment, according 

to a local spokesperson.

According to Qichacha, a Chinese 

company information provider, Cathay 

Consumer Co-Creation Fund now holds 

10.8 percent stake in Wujiexing, First 

Cover’s parent company.

In January, MPCi, the China unit of the 

American venture capital firm Matrix 

Partners, revealed that it had completed 

a 100 million renminbi, or $13.7 million, 

round of angel investment in First Cover 

last September, becoming its earliest 

institutional backer.

“China’s homegrown public beauty 

companies are beginning to enter the 

stage of building a multibrand group. The 

overall competitive landscape is still in its 

early stages, leaving room for innovative 

companies,” Frankie Li, MPCi’s investment 

vice president, said in a company  

WeChat post.

“Foundation and base makeup 

products, as well as skin care products, 

represent an area of growth and an ideal 

sector to gain consumer loyalty. Compared 

to color cosmetics, fragrance and personal 

care, the base makeup category enjoys 

higher repurchase rates, is less swayed 

by trends and can produce greater brand 

value,” Li added.

Launched in 2021, the Cathy Consumer 

Co-Creation Fund focuses on incubating 

early-stage Chinese companies with high-

growth potential in the consumer goods 

and retail sectors.

The joint fund has also invested in the 

Chinese niche fragrance brand Documents 

and the Chinese aromatherapy skin care 

brand AromeManpo.
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L’Oréal-backed Chinese Fund
Invests in Foundation Brand

A Levi’s Pride campaign 

for Outright Action 

International highlights 

the brand’s advocacy. 

A campaign 

featuring First 

Cover’s Cozy 

Lifting 

Foundation.
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“Before you join the brand you discover 

it [Schlumberger’s work]. But when you 

meet the pieces for the first time, it’s very 

different, you win maturity, confidence,” 

she said.

Her latest collection sees her creativity 

blossom with unique ideas and newness. 

“We have a good moment to take the risk,” 

she said. “Now we understand, we respect 

and we developed a freedom to really 

follow the story to bring all the strength of 

the Tiffany brand.”

The collection breaks out in suites 

with Wave, Ocean Flora, Urchin, Starfish, 

Seahorse and Sea Turtle. “It was all 

the magic of the light, of the wave, the 

movement, the delicateness,” Verdeille 

said of a green and blue cuprian elbaite 

tourmaline necklace with delicate 

articulating fonds from the Wave suite. It 

embraces the power of water, laying on the 

décolletage with a spiral shape.

The blue inked gemstone reminded 

her of the shimmering of light, a 

“luminescence.” Verdeille proudly took a 

moment to admire the back of the piece, 

explaining that she was taught to consider 

both sides of the complicated design to 

show the level of craftsmanship.

Across the collection are a mix of 

brooches and pins: sea turtles with 

diamonds; a starfish with rubies, with each 

point curved as if the ocean is washing 

over it, a static piece with a trompe-l’oeil 

nod to movement.

Brooches and pins she says is an 

overture to a male customer — Robert 

Downey Jr. wore an archival Schlumberger 

brooch to the 2025 Oscars. She loves to 

play with the tension between feminine 

and masculine in her work, but she 

supports anyone wearing pieces as they 

see fit. “That’s modern,” she said.

A high jewelry collection can take two 

to three years for her to develop from 

her original impulses, locating gemstones 

and then mastering technics. “We can 

make a miracle, but it’s better to take the 

time,” she said of her process. There are 

many incredible stones, but one ultimate 

standout is a custom cushion-cut, 16.5 D 

carat, internally flawless type IIA diamond 

in a ring, part of the Ocean Flora suite.

Throughout her work the exceptional 

nature of the stones is heightened, in 

the Urchin suite she developed a new 

technique for setting the stone with a 

rope of gold that “dances around” it. The 

suite uses paillonné enameling, one of the 

oldest techniques in fine jewelry, thought 

fashionable during the Renaissance. 

Schlumberger breathed new life into the 

technique in the 1960s.

The old-world method requires skill and 

extreme precision — rather than applying 

the enamel directly onto a metal, they 

encapsulate thin curved silver leaves 

between them “bringing volume and 

texture to the piece, but also new shades of 

color,” she said. Like in the sea, where light 

passes through the water to ricochet off 

the pearly hues of the shells, here the light 

penetrates the colored enamel, reflected 

on delicate silver leaves.

Within the Seahorse suite is a stone not 

often seen in high jewelry, blue zircon. 

Unconventional, it lends a specific and 

electric glow with a high refraction index 

that is unlike any other colored gemstone. 

She chose it because its crisp brilliance 

contrasts against the carved moonstones on 

a necklace. “You can see the transparencies, 

it was to remind me of the shell,” she said.

The Landmark, the Fifth Avenue 

epicenter of Tiffany & Co., has a multilevel 

buildout showcasing the new collection 

with archival pieces for private clients and 

media to enjoy. After its New York debut, 

the collection will travel to Hong Kong, 

where the next chapter will be revealed 

with Wave 2, then Paris and Tokyo in 

July. The collection goes on to Bangkok in 

August and lands in Milan in September 

for the launch of Wave 3.

Back in Manhattan, Friday night’s 

Tiffany & Co. gala in the Metropolitan 

Museum of Art’s American Wing to fete 

the new collection will include a range 

of house ambassadors, clients and 

guests, with models wearing the pieces 

throughout the evening. “The Met will 

be very contextual,” the CEO said. “It’s 

completely linked to Tiffany. We have 

mutual passion for the city.”

Ledru went on to say that Tiffany “is 

very clear about where we want to go. 

It’s all about heritage. We looked at the 

past. We did that with Alexandre [Arnault, 

former vice president of product and 

communications] for the last three to four 

years. It takes time to align the engines. 

There was 20 to 30 years that were 

phenomenal for Tiffany. The 1960s to 

1980s. And the reason why is the design 

was extraordinary.

“Everything that we’re doing today is 

around that,” he said. ■

Anthony Ledru

Here and below: Pieces 

from Blue Book 2025: Sea 

of Wonder high jewelry.
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  The 2024 LVMH Prize 
semifinalist has opened a 
gallery-like space in a former 
residential building to display 
his “sun-bleached” menswear.

BY LEE HYO-WON

SEOUL — Visitors to the Jiyongkim flagship 

will feel like they are in an art gallery 

rather than shopping at a retail store. It’s 

in fact not so different, since each piece is 

one-of-a-kind.

For the studious Jiyongkim fan, there’s 

also the opportunity to browse through the 

rest of the season’s collection by flipping 

through a thick, hardcover catalogue.

Jiyong Kim launched his eponymous 

brand only five years ago, but the South 

Korean designer has already gained a cult 

following with his signature fabrics that 

owe their unique patterns to being laid out 

under the sun.

A graduate of Central Saint Martins, Kim’s 

sun-bleached fashions were quickly picked 

up by the likes of GR8, Dover Street Market 

London, 10 Corso Como Seoul and Ssense.

In 2024, the menswear designer was a 

semifinalist of the LVMH Prize for Young 

Designers.

The main strip of Hannam-dong is 

known for its array of art galleries, trendy 

restaurants and luxury flagships such 

as the Gucci Gaok. But Jiyongkim’s shop 

is deliberately tucked away on a quiet 

alleyway behind the Italian Embassy. The 

slim, white store is located within a rare 

set of town houses in the city.

“I didn’t want anything on the main 

street. I wanted it to be a quiet place for 

people who understand the brand to 

shop unbothered. I also hope it can be 

purposely sought out by those who are 

curious to learn more about us,” Kim said.

“It takes painstaking effort to make our 

clothes, and there are so few of each piece 

available. It’s a brand that isn’t easy to 

explain. Our flagship is a place where we 

can tell our story more in-depth,” said the 

35-year-old designer.

The retail space is airy and minimal, 

with just a folding screen and frame 

featuring subtle cream and espresso sun-

bleached swirls. A few stools, hangers and 

shelves display clothes and accessories, 

including the latest line of suede shoes 

made in collaboration with Clarks. 

A couple of Jiyongkim x Super73 electric 

bikes are parked outside; and a wooden 

sculpture — which is in fact a beam from 

a traditional “hanok” house — beckons 

shoppers up to the second floor.

Windows from either end of the room 

as well as a skylight let in plenty of natural 

light, shifting the mood of the room 

according to the time of the day. Walls 

and windows are all lined with rails, while 

cloth covers walls and the ceiling.

The white cube interior design reflects 

Kim’s affinity for hosting exhibitions 

instead of fashion shows each season.

“We’ve held exhibitions each season, 

which is already seven or eight so far. They 

were held at stylish venues but everything 

was limited to the physical constraints of 

each one. Our small flagship is a gallery-

like space that can represent Jiyongkim,” 

the designer said.

Kim said he worked with local 

architecture firm One-Aftr to design 

everything from the interior to the 

modular stools. It wasn’t easy, as the 

building had unconventional architectural 

features, owing to its origins as a private 

residence. To hide a chunky sash window 

usually found in homes, a folding screen 

was set in place.

“It’s an easily transformable space, so we 

hope to be able to introduce other brands 

as well here,” Kim said of his retail strategy.

  It could be a while  
before the ultra-saturated 
blue-green is used in fashion 
or consumer products.

BY ROSEMARY FEITELBERG

Although a team of California scientists 

have discovered what is being called a new 

color, it may be a while before it winds up 

in any consumer products.

Researchers at the University of 

California, Berkeley, used laser beams on 

five participants to stimulate cone-cells 

in their retinas, which led to sightings 

of the same ultra-saturated blue-green. 

Their findings were published last week 

in Science Advances. Ren Ng, a professor 

at the University of California, Berkeley, 

co-authored the study and participated 

in the experiment along with two of his 

colleagues. Each subject in the study has 

a laser beamed into one of their retinas, 

which have cone cells that control an 

individual’s perception of color.

Each participant had three cone cells 

“S,” “L” and “M,” which are sensitive to 

wavelengths of blue, red and green. Using 

a laser to stimulate M cone cells, which 

are sensitive to wavelengths of green, 

participants were said to have seen a color 

that had not been seen in natural vision.

Anyone who remembers the global 

online debate about the color of a dress in 

2015 understands that colors can literally 

be in the eye of the beholder. Some saw 

the dress in question as white and gold, 

and others saw it as black and blue.

Ng acknowledged that human color 

vision is “highly adaptive and subjective.” 

He said,  “In color vision science, we have 

to be very careful.”

For the olo study, to know that the 

subjects were truly seeing a blue-green 

that was more saturated than anything 

possible in the normal world, the 

subjects had to directly compare olo 

against the most saturated natural teal. 

That was created with a laser in the teal 

wavelength.  Olo looked much more 

saturated, according to Ng, who said that 

olo needed to be desaturated with white 

light before it could be matched to the 

natural teal. 

Given that olo can now only be seen by 

directly stimulating thousands of cells in the 

retina, it will not be utilized in consumer 

products anytime soon. Ng said that it could 

not be produced as a paint or fabric, but it 

is theoretically possible to incorporate olo 

into display technology in the future. 

Envisioning olo requires some 

imagination. Ng noted that the color in 

the large square that accompanies this 

article is meant to only give readers a 

sense of olo. He said, “But this is extremely 

pale and what distinguishes olo is how 

incredibly saturated it appears. If you 

could dial the saturation of the square that 

is shown here higher and higher, you could 

get to a blue-green that looks like peacock 

feathers. Beyond that, you would get to 

laser light at the teal wavelength. That is 

the definition of the most saturated teal 

one can see in the real world.”

“Olo is the color you get, if you could 

dial the saturation beyond. Directly 

compared to olo, laser teal pales in 

comparison. That may enable folks to 

imagine olo,” Ng said.

Leatrice Eiseman, executive director of 

the Pantone Color Institute, said that she 

has read about olo. But having not been 

one of the five people who viewed the 

actual color, she said it would be difficult 

to find the closest Pantone match. But 

she added, “As it is described, there is 

the possibility that it is close to a deeply 

saturated Pantone blue-green that is 

already in the system.”

Eiseman believes that talk about the 

possibility of a “new” color will cause a 

lot of buzz on social media and via media 

outlets. That will bring attention to that 

blue-green color grouping such as a deep 

teal that already exists, according to 

Eiseman. 

As of now, Ng’s team at the University 

of Berkeley is focused on the basic 

science and not on display technology 

commercialization. But one of the next 

things on the horizon in basic science is to 

see whether the human brain can perceive 

a dimension of color beyond the rainbow.  

He said, “If so, I suspect that would drive 

a lot of interest in trying to bring it into 

commercial display technology.”

The prospect of such limitless colors 

could bode well for designers, artists and 

consumers. Eiseman said, “People are 

always fascinated by that which can be 

imagined, but not actually seen.”

The public’s current zeal for space travel 

may be heightening interest in all things 

blue and teal. Eiseman said, “The olo 

type blue and blue-greens are very much 

connected to space travel, as those are the 

shadings that come into our consciousness 

when we think of outer terrestrial 

distances. We can only imagine what lies 

out there in outer space and a ‘new’ color 

certainly fits into that mysterious realm.”

The same might be said of the vibrant 

green comet that is believed to have 

broken apart. Astronomers and amateur 

skywatchers had been anticipating seeing 

the Comet C/2025 F2 (SWAN), with their 

naked eyes light up the night sky later this 

month.

Regarding novel colors that could 

potentially appear in consumer products, 

Ng’s group at the University of California, 

Berkeley, is at work on another research 

project on tetrachromacy that is more 

relevant. Tetrachromacy is a rare ability 

that, according to a 2010 study, up to 12 

percent of women worldwide have, due 

to having four types of cone cells in their 

retinas which allows them to distinguish 

hundreds of millions of colors. Most 

people have three types of cones and 

can tell apart several million types of 

colors. Their project, “Theory of Human 

Tetrachromatic Color Experience and 

Printing,” will explore how more of those 

colors might be put into practice.

BUSINESS

Jiyongkim Launches First Flagship in Seoul

FASHION

Scientists Discover a New Color ʻOlo’ With Lasers
It is impossible to see olo with the 

naked eye. Here, a very pale version.

Inside Jiyongkim's first 

flagship in Seoul.
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   In 
Focus Business Insights

  The founder of namesake 
jewelry brand Harwell Godfrey 
shares insights into how she 
brings intention to her life 
from design to wellness.

BY ALEXANDRA PASTORE

Self-taught jeweler, known for creating her 

whimsical namesake jewelry brand, Lauren 

Harwell Godfrey has a deep love of brand 

building, creating with intention and giving 

back to the world around her. She is inspired 

by stories and believes in the importance of 

building a foundation with intention.

From getting her start in the world of 

advertising  — a 15-year career that included 

masterminding campaigns for brands 

including Adidas, Levi’s and Ray-Ban — 

Godfrey’s journey has made her an expert in 

brand building, which she has used to create 

jewelry she is passionate about. Inspired 

by a trip to the Tucson Gem Fair, Godfrey’s 

self-taught technique created one-of-a-kind 

pieces that became her fine jewelry line first 

seen at Paris Fashion Week in 2018.

Now celebrating the one-year anniversary 

of her first Harwell Godfrey brick-and-

mortar store, Godfrey talks to WWD about 

her advice for young professionals, finding 

balance and her ideal shopping experience.

WWD: What is the first thing you do in 
the morning?
Lauren Harwell Godfrey: If I’m home, 

the very first thing I do is wake up my son 

for cozy morning cuddles before the school 

routine kicks in. I travel a lot, so every day 

looks a little different depending on where 

I am in the world. When I’m home in 

California, I love to start the day with a hike 

— there are trailheads right on my street.

My favorite morning caffeine fix is a spicy, 

hot chai. I buy it fresh in big containers 

from my local farmers market every week 

and try to make it last — I rarely succeed. 

However, when I’m traveling, I usually avoid 

chai because it’s often too sweet — so I go for 

matcha or black tea instead.

WWD: What is a wellness routine  
must for you? 
L.H.G.: For me, wellness is all about being 

intentional across every part of life — the 

physical, the mental and the spiritual. It’s 

not about perfection or routine for routine’s 

sake  — it’s about tuning in and making space 

for what I need at the moment.

Physically, I feel my best when I’m 

nourishing my body with good food and 

moving regularly. But because I travel often, 

staying consistent is a constant dance. I do 

my best to anchor myself with rituals, even 

if they’re small — like a hike when I’m home 

or a grounding tea in the morning.

Mentally, sleep is everything. I’m more 

creative, more present, and just a better 

version of myself when I’ve had a full 

night’s rest. Making time to laugh and 

connect with my friends and family is also 

huge for me — joy is a wellness practice too.

Spiritually, I’m always seeking. I’m not 

religious, but I do crave meaning and 

connection to something bigger. For me, 

that comes through creating — whether it’s 

sketching a new piece or making a meal 

from scratch. Being in nature also brings 

me back to center. There’s something about 

standing in a redwood forest or cooking 

with my hands that reminds me I’m part of 

a larger rhythm. That’s the kind of wellness 

that fills me up from the inside out.

WWD: What is the best advice you 
would give someone starting out in 
their career today? 
L.H.G.: Build your foundation with 

intention, not urgency. In a world that 

glorifies speed — quick launches, fast 

growth, viral moments — it’s easy to feel 

like you need to sprint right out of the 

gate. But fine jewelry isn’t built for speed. 

It’s built for longevity, for legacy.

Take the time to really understand your 

aesthetic, hone your craft and define what 

your work stands for. Get clear on your 

values. Ask yourself not just what you 

want to make, but why. That kind of clarity 

becomes your compass — and it’s what 

allows your work to feel authentic, even as 

trends come and go.

It’s tempting to mimic what’s working for 

others, but the brands that truly resonate 

— the ones that last — are the ones that stay 

rooted in their own truth. When you build 

from that place, your work will speak for 

itself. It might take a little longer, but it will be 

worth it. Depth always outlasts momentum.

WWD: What does having a work/life 
balance mean to you? 

L.H.G.: I’m a self-professed extroverted 

introvert, which basically means I love 

being around people — until I don’t. 

Powering down usually looks like sleeping 

in, solo hikes or extra-long showers. I travel 

a lot, so I’ve learned how to find solitude in 

motion — whether that’s quiet time in flight 

or wandering a new city on my own. My 

best ideas come when no one’s asking me 

questions or expecting a reply — so hiking 

trails and shower tiles have seen the birth 

of a lot of creative concepts.

Looking throughout your career, what 
is a project/launch/product that you 
are most proud of? 
L.H.G.: One of the projects I’m most 

proud of is my collaboration with Muzo — 

the legendary Colombian emerald mine 

known for its exceptional gemstones and 

its deep commitment to ethical, sustainable 

practices. When I was invited to design 

with their emeralds, I knew immediately 

that this collection needed to carry more 

than beauty. It needed to carry weight — 

culturally, spiritually and symbolically.

I called the collection "Cleopatra’s Vault" 

— an ode to what Cleopatra might wear if 

she were alive today. I imagined her as the 

powerful, modern woman she was — regal, 

strategic, magnetic — and reinterpreted that 

essence through my lens. The designs are 

bold, symbolic and rich with geometry and 

color, meant to feel like contemporary relics: 

timeless, talismanic and full of meaning.

This was the first time I worked with 

stones of such rarity and significance, and 

it pushed me creatively.

WWD: What inspires you? 
L.H.G.: I’m inspired by anything that blends 

beauty with meaning — ancient symbolism, 

global rituals, architecture and textiles. I’m 

endlessly drawn to the way shapes and 

stories have been used across cultures to 

communicate protection, power and identity. 

That thread runs through all of my work: I’m 

not just designing jewelry to be decorative 

— I'm creating pieces that are deeply 

intentional, talismanic and rich with story.

Travel has been one of my greatest 

sources of inspiration. Visiting places like 

Egypt, Morocco and India opened me up to 

the power of design as a cultural language. 

The geometry of Moroccan tilework, the 

spiritual carvings in Egyptian temples, the 

explosion of color and intricate patterns 

found everywhere in India — all of it left a 

lasting imprint on my creative lens. These 

experiences continue to shape how I think 

about form, symbolism and storytelling 

through jewelry.

Food and cooking are also essential to 

my creative life. I come from a culinary 

background, and that love for layering, 

balance and storytelling through 

ingredients has never left me. Just like in 

jewelry, the materials matter. I’m obsessed 

with quality — whether it’s a perfectly ripe 

tomato or a responsibly sourced gemstone. 

It’s all about honoring where things come 

from and allowing each element to shine 

in its own right. That kind of reverence — 

whether for a spice, a stone or a symbol — 

is what inspires me every single day.

What is your ideal shopping retail 
experience?
L.H.G.: For me, nothing beats an in-store 

experience with a great salesperson 

or stylist — someone you’ve built a 

relationship with over time. There’s 

something so special about that personal 

connection: someone who truly gets your 

style, knows your taste and thinks of you 

when the exact right piece arrives.

That kind of intuition and trust just 

can’t be replicated by AI. It’s one of the 

reasons I opened my store in Marin County 

[California] — to create a space where that 

personal connection and thoughtful, human-

centered service could truly thrive. It’s been 

an incredible journey and I’m so grateful for 

the community that’s made it possible.

I do shop online, of course — especially 

when I’m on the go — but it’s never quite 

the same. There’s a tactile joy in seeing 

things up close, trying them on and having 

a real conversation about what works 

for you. I haven’t seen a virtual try-on or 

AI-powered suggestion that can compete 

with a seasoned, thoughtful human eye. 

Shopping, for me, is about feeling seen — 

and that’s a very human experience.

When was the last time you treated 
yourself and what was it?
L.H.G.: I had a nice credit that was about to 

expire at Bergdorf Goodman, so I splurged 

on a Bottega Veneta mini Jodie bag. I knew 

I wanted metallic but couldn’t decide 

between gold or silver — classic dilemma. 

I’m a devoted yellow-gold lover, but I’ve 

been mixing in white gold and platinum 

lately, so I went with silver. It hasn’t arrived 

yet, but I can’t wait to style it.

SUITE TALK

Lauren Harwell Godfrey on Moving With 
Intention and Finding an Anchor in Rituals

Lauren 

Harwell 

Godfrey

Harwell Godfrey jewelry.
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For “Boop! The Musical” star Jasmine 

Amy Rogers, Betty Boop was “always in 

the background of my life somewhere,” 

says the dynamic Broadway lead. “I always 

knew who she was because she’s in our 

pop culture,” she adds. “But I definitely 

didn’t know her the way I do now.”

Rogers explored almost a century of 

Betty Boop lexicon, from the character’s 

catchphrases to signature poses and 

coquettish red-lipped pout, while working 

to bring the character to life onstage in 

“Boop! The Musical.” The ubiquitous 

character, who first appeared in 1930, has 

gone through several cultural resurgences 

throughout the decades.

“I just fell in love with her so deeply 

because I think she is — at least for me, and 

I think for a lot of people — the embodiment 

of everything that a woman is capable of,” 

says Rogers, who originated the role during 

the show’s world debut in Chicago. “She 

believes in a strong right and wrong, and 

her moral compass is unwavering, and I 

love that about her. It encourages me to be 

brave in my daily life.”

The musical opens with Betty Boop 

starring in her own fictionalized gray-

toned world, frozen in time. Looking for 

a break from her unwavering fame, Betty 

travels (with the help of a gadget invented 

by supporting character Grampy) to the 

current day “real world” of New York 

City, landing in a technicolor Comic-Con 

where Betty Boop discovers that she is 

still popular there too, just as cosplay lore. 

In New York she quickly befriends a teen 

girl, stepping into the role of personal 

coach-slash-cheerleader.

The show, which features a splashy 

ensemble cast, opens with a large tap 

dance routine that almost stood in the way 

of Rogers getting the role — her first dance 

audition fell flat. 

“The hardest thing going into it for me 

was the dance and the physicality,” says 

the 25-year-old actress, who ended up 

getting a second shot at the part. “I was 

really intimidated for a while, but once I 

decided that I really wanted it, I just had to 

take it into gear. I went to tap classes and I 

just got myself back into shape to do what 

was being asked of me,” she adds. “Betty 

is a cartoon, but she’s also drawn in such 

a specific way. So the way she moves, the 

way she walks, the way she stands, it all 

matters. And that was something that was 

really, really nerve-wracking to me when I 

started out.”

Less intimidating, but 

still nerve-racking, was the 

character’s high-pitched 

voice, which has since 

become second-nature 

for Rogers.  “When I was 

figuring it out, I was so 

nervous about it that I didn’t 

wanna practice it even by 

myself at home because I 

was almost embarrassed,” 

she says, adding that she 

leaned on her childhood 

aptitude for cartoon 

impersonations. 

“It’s always been ingrained 

in me to kind of be a character. I’ve 

spent most of my life being that cartoon 

character, and trying to cool it down to 

go through my everyday life so I’m not so 

out of whack,” she says. “I think a lot of 

theater kids come from a place like that.”

Rogers, who grew up in Texas, began 

dancing and singing at a young age, and 

fell in love with musical theater after 

auditioning for a local community theater 

performance of “Peter Pan.”

“I ended up getting a role in Tiger Lily’s 

tribe, in the ensemble. But it was really 

an eye-opening moment for me where I 

was like, I’m getting to sing, I’m getting 

to dance, I’m getting to have fun,” says 

Rogers. “I’m getting to do all these things 

that I really, really love, and I’m getting to 

do it on stage and I’m obsessed. From that 

moment on, I just was hooked on it. And 

I’ve been doing it since.”

After high school, Rogers moved to 

New York to attend the Manhattan School 

of Music, and after graduation starred in 

several regional musical productions and 

as Gretchen Weiners in a national tour of 

the “Mean Girls” musical in 2022.

With the “Boop!” opening night behind 

her — and Tonys Awards season still ahead 

— Rogers is looking forward to finding new 

aspects of Betty Boop to explore onstage, 

and continuing to connect with cross-

generational audiences in what’s already 

proved to be a life-changing role. 

“[Betty] has changed the way that I move 

through the world,” adds Rogers. “I’m just 

a little bit more of a positive person lately, 

because I’m so full of joy and love.”

Jasmine Amy Rogers Brings 
Betty Boop to Life on Broadway
T h e  yo u n g  a ct re s s  h a s  e a r n e d  ra ve  rev i ew s , a n d  a  D ra m a  Le a g u e  Awa rd  n o m i n a t i o n ,  

fo r  h e r  p o r t ra ya l  of  t h e  i c o n i c  c h a ra cte r  i n  “ B o o p !  T h e  M u s i c a l . ”   BY KRISTEN TAUER 

Jasmine 

Amy Rogers

Rogers onstage in 

“Boop! The Musical.”
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Fashion Scoops

Summer 
Delight
Oscar-winning Australian 

actor, producer and 

humanitarian Cate 

Blanchett has been named 

the cohost of this year’s 

Serpentine summer party, 

slated for June 24.

The “Blue Jasmine” 

star will be the sole artist 

cohost in the party’s 25-

year history. Last year, 

the midsummer bash 

was cohosted by Venus 

Williams, South Korean 

music artist Peggy Gou 

and British actress Gugu 

Mbatha-Raw.

This year’s fundraising 

party will bring together 

Serpentine supporters 

alongside leading figures 

from art, culture, fashion, 

architecture, business and 

technology to marvel at the 

new Serpentine Pavilion — 

an elongated capsule-like 

form with a central court 

that aligns with Serpentine 

South’s bell tower — called 

“A Capsule in Time” 

designed by Bangladeshi 

architect Marina Tabassum.

“Supporting our cultural 

institutions and their power 

to illuminate the world 

at large and our place 

within it is of paramount 

importance,” said Blanchett, 

who became a house 

ambassador for Louis 

Vuitton in 2022.

“I’m honored to cochair 

the Serpentine party and its 

summer festivities where 

so many creative forms — 

architecture, performance, 

music, science and digital 

narratives — intersect. To 

come together around 

a pavilion created by 

Tabassum, whose socially 

driven work particularly 

in her home country of 

Bangladesh to meet 

the challenges faced by 

Rohingya refugees, is an 

inspirational opportunity,” 

added Blanchett.

Serpentine’s chief 

executive officer Bettina 

Korek and artistic director 

Hans Ulrich Obrist said 

they are “deeply grateful 

for the opportunity to 

celebrate our community 

and artistic program with 

a true creative icon. We 

are looking forward to an 

unforgettable evening, 

where the elegance of a 

classic British garden party 

will meet the energy of a 

salon attended by global 

luminaries.”

During the summer 

party, guests can 

experience highlights 

from Serpentine’s summer 

program, including Italian 

artist Giuseppe Penone’s 

exhibition “Thoughts in the 

Roots” at Serpentine South.

As with recent editions of 

the summer party, London-

based emerging fashion 

designers will be invited to 

attend the event and dress 

their friends and muses.

At last year’s party, some 

of the best-dressed guests 

wore special creations from 

young fashion talents.

Alexa Chung wore a 

bespoke emerald green silk 

gown by LVMH Prize winner 

Nensi Dojaka. The style, 

which made its runway 

debut in Dojaka’s fall 2023 

collection in red, was 

inspired by the green dress 

Keira Knightley wore in the 

2007 movie “Atonement.”

Model Edie Campbell 

opted for a sheer tea 

green tulle dress by Molly 

Goddard. Jourdan Dunn 

channeled Greek goddess 

realness in a body-hugging 

black-and-white dress 

from Nina Ricci, designed 

by Harris Reed. British 

actress Minnie Driver wore 

an embroidered Huishan 

Zhang red number.

— TIANWEI ZHANG

Full Circle
Mulberry is returning to its 

roots and is taking British 

model Erin O’Connor and 

artist Kesewa Aboah along 

with them.

The brand’s new 

campaign was shot at The 

Rookery manufacturing 

hub in Somerset, which is 

one of two carbon-neutral 

factories belonging to 

Mulberry.

The campaign is an inside 

look of how the British brand 

makes its accessories, 

shot by photographer Felix 

Cooper, who has worked 

with Fendi and Graff.

As reported, Mulberry 

has been hit by a 

progressive slowdown 

in fashion and luxury 

spending over the past 18 

months similar to its peers. 

It has also been impacted 

by the cancellation of 

tax-free shopping in the 

U.K., its home market, and a 

growing — and increasingly 

polished — handbag offer 

from high street and 

contemporary competitors.

In response to those 

headwinds, chief executive 

officer Andrea Baldo and 

the board have come 

up with a rejuvenation 

strategy called “Back to the 

Mulberry Spirit,” which aims 

to restore it to profitability 

“through simplification, 

brand realignment and 

enhanced customer 

connection.”

Baldo wants to restore 

Mulberry to the “culturally 

relevant British lifestyle 

brand” it once was, 

especially throughout the 

2000s when Luella Bartley 

was creating “It” styles 

for the brand, and Stuart 

Vevers, and later Emma Hill, 

were at the creative helm.

Henrietta Gallina, director 

of the creative studio at 

Mulberry, said so much has 

transpired over the last few 

years “and we’ve had to 

engage in some profound 

introspection as we shape 

the future of Mulberry. 

What started out as 

necessary exercise, turned 

into a deep interrogation 

and excavation to recover 

our spirit. 

“’Back to the Mulberry 

Spirit’ represents an 

unapologetic return to 

ourself, to realign with the 

values that have defined 

us and make us relevant 

for today. We’re excited to 

return to our unique sweet-

spot of playful ideas, craft, 

celebrating the best of 

modern British culture and, 

most importantly, making 

products that you fall in love 

with — and wear to death.”

— HIKMAT MOHAMMED

Second 
Chapter
The second iteration of 

“Tales & Tellers,” envisaged 

by Miuccia Prada, will be 

presented to the public in 

New York on May 10 and 11 

at the Terminal Warehouse 

at 261 Eleventh Avenue.

Under the direction of 

Prada, “Tales & Tellers” 

is an ever-evolving site-

specific installation 

and performance, 

conceived once again 

by interdisciplinary 

artist Goshka Macuga 

and convened by Elvira 

Dyangani Ose, director 

of MACBA, Museu d’ 

Art Contemporani de 

Barcelona.

Situated at the 

intersection between 

fashion, cinema and art, 

the project is inspired 

by and features the film 

commissions that comprise 

Miu Miu Women’s Tales, and 

the artistic interventions 

from Miu Miu runway shows 

between spring 2022 and 

spring 2025.

Staged at the Terminal 

Warehouse, the project 

will be open to the public 

on May 10 and 11, with a 

private preview on May 9. 

The complete program and 

registration for “Tales & 

Tellers” will be available at 

miumiu.com starting May 2.

In October, Miu Miu 

unveiled “Tales & Tellers” 

at the Palais d’Iéna, the 

headquarters of France’s 

Economic, Social and 

Environmental Council. The 

project linked with Prada’s 

fascination with the lives 

of women and her launch 

in 2011 of Miu Miu Women’s 

Tales, allowing female 

filmmakers to present their 

own views of the plurality 

of femininity.

Since 2021, female 

artists have collaborated 

on video and set 

installations for the Miu 

Miu runway shows, and 

these projects were 

represented in the new 

initiative. The project was 

influenced by Miu Miu’s 

collaborations across 

filmmaking, art and fashion, 

and the project explored 

ever-transforming ideas 

of femininity. Directors of 

Miu Miu Women’s Tales and 

artists who have created 

video work from the Miu 

Miu shows didn’t speak 

specifically about their 

films, but rather their  

own lives and histories,  

the frames of their work,  

as reported.

— LISA LOCKWOOD

Middle East 
Arrival
The Frankie Shop — the 

label popular with editors, 

influencers and style 

mavens from New York 

to Paris — has brought its 

minimalist aesthetic to Abu 

Dhabi’s shores in a two-

week pop-up.

The temporary retail 

space marks the brand’s 

first physical footprint 

in the Middle East — a 

strategic milestone 

orchestrated through a 

collaboration with the Abu 

Dhabi Investment Office. 

To kick off the opening, 

a lineup of The Frankie 

Shop’s celebrity clientele, 

including actress Kelly 

Rutherford, model Joan 

Smalls and fashion icon 

Farida Khelfa, descended 

upon the emirate.

Far from a typical pop-

up, The Frankie Shop’s 

temporary home in Abu 

Dhabi is a sleek concrete 

structure with dramatic 

light wells cutting through 

a modernist facade. 

Designed by L.A.-based 

creative agency Perron-

Roettinger, it translates the 

brand’s signature modern 

aesthetic into a three-

dimensional experience 

that creates an Instagram-

worthy backdrop. ►

Cate Blanchett Erin O’Connor 

for Mulberry.

Miu Miu’s second 

iteration of “Tales 

& Tellers” will take 

place in New York.




