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Fashion. Beauty. Business. 

As the Miami Grand Prix looms this weekend, Ferrari driver Charles Leclerc, seen here in a Ferrari Style jacket, T-shirt, 
pants and boots, took time out from his practice schedule to chat with WWD about his passion for Formula 1, his growing 

appreciation of fashion, his music, business ventures — and never feeling pressure. As he said in an exclusive interview:  
"I’ve always told myself that added pressure or extra pressure won’t help me to extract any more out of it."  

For more, see pages 7 to 30.
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Leclerc Gets Ready
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expects sales to drop by 
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promised to return  

to growth in 2026.
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  Architects Frank Gehry and 
Peter Marino have been 
conscripted for the vast project, 
with construction starting  
next year and the multifaceted 
site opening in 2029.

BY MILES SOCHA

Reflecting its widening lifestyle and 

cultural scope, Louis Vuitton plans to open 

a multifaceted, mega-flagship location — 

housing a permanent exhibition space and 

multiple eateries — in the heart of Beverly 

Hills City in 2029, WWD has learned.

Vuitton said construction would 

commence in 2026 on a vast site  

spanning Rodeo Drive and Beverly Drive  

in Los Angeles.

Architect Frank Gehry — whose projects 

with Vuitton span everything from his 

landmark building for the Fondation 

Louis Vuitton on the outskirts of Paris 

to perfume bottles with striking Murano 

glass stoppers — has been enlisted for the 

building, while architect Peter Marino, 

mastermind of many luxury mega projects 

for Vuitton, is to supervise the interior.

A rendering shows a pleated facade 

of torqued columns topped by a leafy 

garden, bringing to mind a cluster of 

wonky white vases.

Vuitton described the vast flagship 

as a single building comprised of two 

structures connected across an alley by 

two pedestrian bridges.

This confirms a report in WWD on 

Feb. 8, 2024, that Vuitton was seeking 

to develop a prime site owned by parent 

LVMH Moët Hennessy Louis Vuitton and 

previously earmarked for a 109-room 

Cheval Blanc luxury hotel.

In May 2023, LVMH conceded defeat in its 

quest to build a Cheval Blanc after a special 

election ended with a slim majority of 

nearby homeowners opposing the project. 

Developing the site required approval from 

residents, the planning commission and the 

Beverly Hills City Council.

At present, Vuitton operates three 

locations in Los Angeles: in Beverly Center, 

at Beverly Hills Saks, and on Rodeo Drive.

The Rodeo Drive entrance of the 

forthcoming Vuitton mega flagship will 

give way to a three-level retail space 

spanning 45,000 square feet, displaying 

women’s and men’s collections, beauty 

products and fragrances, watches and 

jewelry, and travel-related merchandise.

In addition, there will be one level of 

“private spaces for clients” and a garden 

rooftop, Vuitton said.

A second entrance on Beverly Drive 

alights onto a vast hospitality space spread 

across 55,000 square feet.

Two levels will be dedicated to an 

exhibition space, Vuitton’s first such 

permanent space in the U.S., reinforcing 

its stated ambition of being a “cultural 

brand.” (The Fondation Louis Vuitton, 

which opened in 2014, has become a 

top Paris attraction for art fans with 

blockbuster exhibitions devoted to the 

likes of Mark Rothko, Jean-Michel Basquiat 

and Olafur Eliasson.)

Another level will house the exhibition 

lobby and a café, while an additional level 

will be dedicated to a restaurant and an 

open-air terrace.

“The new location will take visitors into 

a full Louis Vuitton lifestyle experience 

showcasing its diverse universes of 

products and one-of-a-kind client 

experiences,” Vuitton said.

In recent years Vuitton has vastly 

expanded its hospitality concepts across 

the world with more than 20 restaurants, 

cafés, chocolate shops and airport lounges.

Now led by chairman and chief 

executive officer Pietro Beccari, Vuitton 

seems intent on building increasingly 

bigger and more spectacular retail 

attractions.

In Paris, the company is currently 

renovating a mammoth Art Nouveau-style 

building on the Avenue des Champs-

Élysées, currently encased in hoarding 

resembling a giant silver trunk.

While precise plans for the building 

still under wraps, a construction permit 

registered with the city of Paris mentions 

retail, hotel accommodation and the 

construction of a basement level and 

interior courtyard.

Last November, Beccari unveiled a 

temporary store in New York City that is 

double the size of its historic Fifth Avenue 

flagship at the corner of 57th Street, which 

is undergoing an extensive renovation that 

should take roughly three years.

Louis Vuitton 57th Street NYC boasts 

a restaurant and bar, a fine chocolate 

shop, a trio of VIP suites, a collectible 

capsule collection, and four five-story 

stacks of trunks in the atrium to rival the 

Manhattan skyline.

And just last month, Vuitton opened a 

new Milan flagship on Via Montenapoleone 

which debuted a comprehensive new 

Louis Vuitton Home collection. The 

50,000-square-foot unit also houses a 

restaurant and a café, both in partnership 

with Da Vittorio.

  The designer’s debut  
Adidas collaboration will  
be released in two product 
drops on May 8 and July 10.

BY STEPHEN GARNER

Willy Chavarria’s collaboration with 

Adidas finally has a release date.

First teased in September during 

Chavarria’s spring 2025 show during New 

York Fashion Week, the designer’s debut 

Adidas collaboration will be released in 

two product drops on May 8 and July 10, 

featuring a full range of ready-to-wear and 

footwear for men and women.

Footwear within the collection sees 

Chavarria’s take on the archival Adidas 

Jabbar sneaker, created for basketball icon 

Kareem Abdul Jabbar, one of the most 

celebrated players of all time. In 1978, 

Jabbar received the first-ever Adidas shoe 

named for a basketball athlete.

Now consumers will be able to grab 

the shoes in two styles: the Chavarria 

Jabbar Low and Chavarria Jabbar Dress. 

The sneaker silhouettes get a high-

fashion update with a pointed toe and 

monochromatic color scheme.

As for the apparel, standouts include 

the Chicano sweatshirt, Chavarria football 

jersey, polo, track jacket, wide-leg track 

pant, gym short, signature T-shirt and 

heavyweight hoodie. The second drop in 

July will introduce new items including 

the poplin track pant and top, basketball 

jersey and gym short.

Launching alongside the product release 

is the spring 2025 Adidas x Willy Chavarria 

campaign. Shot by Carlos Jaramillo, a Los 

Angeles-based photographer of Mexican 

heritage, Adidas noted that the campaign 

honors the rich tapestry of Chicano culture 

and celebrates how these traditions and 

passions have been passed down through 

generations. Featured in the campaign 

are Adidas athletes and basketball players 

Candace Parker and Skyy Clark alongside 

Mexican actor Alejandro Speitzer.

“Adidas’ place in Chicano culture is a 

bit of an untold story,” Chavarria said in a 

statement. “I love sharing this iconic brand 

in a way that reflects how I wore it growing 

up and how we wear it now. Working with 

my close friends and extended family on 

this project in L.A. was a powerful and 

personal experience. It allowed me to 

capture the beauty of our Brown brothers 

and sisters against the backdrop that is 

home to so many of us.”

The Adidas Originals and Willy 

Chavarria spring 2025 will be available in 

select Adidas stores, the Adidas Confirmed 

app, on willychavarria.com, adidas.com/

willy_chavarria and in select retailers.

The release comes a few months after 

consumers got a taste of the collaboration 

with a special drop during Paris Men’s 

Fashion Week in January. During the week, 

Adidas and Chavarria hosted an event 

that centered around a vintage Chevy 

Impala, which cruised the streets of the 

City of Light, stopping at secret locations 

to distribute the Paris-exclusive Adidas 

Originals x Willy Chavarria merchandise in 

the lead-up to the designer’s runway show.

At the designer’s Paris show, 

Chavarria gave a preview of his fall 2025 

collaboration with the Three Stripes, which 

centers around the Adidas Forum sneaker, 

his personal favorite. “The Forum is the 

sexiest of Adidas shoes, in my opinion,” 

the designer told WWD’s sister publication 

FN at the time. “It’s so hard and rugged. 

And our latest Adidas collection, is very, 

very aggressive and hard and tough.”

FASHION

Louis Vuitton Is Opening a 
Mega Flagship in Beverly Hills

FASHION

Willy Chavarria’s Adidas Collab Release Date Set

An architectural model of the 

vast Louis Vuitton flagship 

planned for Beverly Hills.

Looks from the Willy Chavarria and Adidas collaboration.
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  The beauty group has  
been struggling with  
slowing demand in Asia  
and North America.

BY KATHRYN HOPKINS

The Estée Lauder Cos. has finally 

delivered a new full-year outlook to the 

market.

After scrapping its previous forecast 

in October, Estée Lauder said it expects 

sales to drop by as much as 9 percent in 

2025 on the back of continued weakness 

in Asia and travel retail, but sees a return 

to growth next year if “there is meaningful 

resolution of the recently enacted tariffs.”

The bigger-than-expected annual drop 

comes on the back of a forecasted stronger 

double-digit net sales decline in the 

company’s global travel retail business in 

the fourth quarter compared to the third 

quarter when travel retail declined 28 

percent organically. It continues to shrink 

as a percentage of the business toward the 

low teens.

Lauder also expects a high-single-digit 

organic net sales decline in Asia-Pacific for 

fiscal 2025, primarily driven by ongoing 

subdued consumer sentiment from 

Chinese consumers and the impact of the 

company’s strategic exit of Dr.Jart+ from 

the travel retail channel in Korea.

Stéphane de La Faverie, president and 

chief executive officer, said: “With the 

strategic reset of our travel retail business 

well underway to better reflect recent 

industry trends and market conditions, 

and provided there is meaningful 

resolution of the recently enacted tariffs 

to mitigate potential related negative 

impacts, we are confident in our ability to 

return to sales growth in fiscal 2026.” 

On the subject of tariffs, Akhil 

Shrivastava, executive vice president and 

chief financial officer at Lauder, added 

that it does not expect a material impact 

of fiscal 2025 profitability. But he stressed 

that “unless meaningful resolution of trade 

negotiations is achieved, we do anticipate 

the high rate of tariffs to have a material 

impact in fiscal 2026.” As a result, Lauder 

is exploring additional cost savings and 

strategic pricing to help further mitigate 

some of these impacts and plans to 

provide more details in its August earnings 

call. 

At the beginning of April, President 

Donald Trump unveiled sweeping punitive 

tariffs on around 60 countries, sending the 

markets into a tailspin. He later stepped 

back, authorizing a 90-day pause — “and 

a substantially lowered reciprocal tariff 

during this period” of 10 percent. Still, 

he upped import duties on China-made 

goods to 145 percent. Currently, 75 percent 

of what Lauder sells in the U.S. is either 

sourced from its manufacturing plants 

in the U.S. and Canada or covered under 

existing trade agreements. Roughly 25 

percent of what it sells in China is sourced 

from its manufacturing plants in the U.S.  

“We have strategies to potentially 

reduce that to below 10 percent, 

including leveraging products made in 

our manufacturing plants in Japan,” said 

Shrivastava. This comes as the third-

quarter numbers came in better than 

expected, although all categories and 

geographies saw declines.

Net sales for the third quarter decreased 

10 percent to $3.6 billion, while organic net 

sales fell 9 percent. Analysts had forecast 

net sales of $3.52 billion.

Adjusted diluted net earnings per 

common share decreased to 65 cents, 

compared with 97 cents, but above Wall 

Street forecasts for 29 cents. Skin care 

net sales slid 11 percent, primarily due to 

the decrease in the company’s Asia travel 

retail business, which drove declines from 

Estée Lauder and La Mer. Makeup net sales 

decreased 7 percent, driven by declines 

from MAC, reflecting an unfavorable 

impact from the timing and lower level 

of shipments for new product launches 

compared to the prior-year period. 

Fragrance net sales fell 1 percent, dragged 

down by the Clinique Happy product 

franchise, and Estée Lauder retail softness 

at retail in Asia-Pacific. Hair care net sales 

decreased 10 percent.

On a geographical basis, net sales in 

the Americas dropped 5 percent, by 

16 percent in Europe, Middle East and 

Africa and 1 percent in Asia-Pacific. In 

February, Lauder announced plans to 

ramp up its restructuring program, part 

of the so-called profit recovery plan, and 

will eliminate between 5,800 and 7,000 

positions. This includes the 3,000 already 

announced and is expected to be executed 

in fiscal 2025 and 2026 and completed in 

fiscal 2027.

De La Faverie said that as of late April, 

it had approved initiatives to reduce more 

than 2,600 net positions.

  The move comes after the 
success of the Skin Longevity 
Institute’s successes in  
other markets, such as  
London and Hainan, China.

BY JAMES MANSO

Estée Lauder is taking its experiential 

wellness concept, the Skin Longevity 

Institute, global.

The tri-axis beauty brand is opening the 

next iteration of the institute at Hacienda 

AltaGracia, an Auberge resort in Costa 

Rica. It will offer a range of skin and 

body treatments, as well as the brand’s 

iMatch Skin Analysis Pro tool for on-site 

diagnostics, and residencies with beauty 

and wellness practitioners. The two 

debut residents will be mind coach Manjit 

Devgun and aesthetician Crystal Greene.

“The first big launch of our Longevity 

Institute in Hainan propelled us back to 

the leading brand in Hainan again,” said 

Justin Boxford, global brand president of 

Estée Lauder. “The service experience and 

a number of services are a key driver of 

Re-Nutriv,” the brand’s luxury skin care 

range, he continued.

He’s also seen success with the 

company’s expansion of the model into 

the U.K. with Harrods, and in markets with 

the concept, “we’ve seen this amazing 

increase in spend and basket size, as well 

as dwell time,” Boxford said.

Estée Lauder has about 150 freestanding 

stores globally, “and we’re gradually 

converting the top tier of those stores 

into the Longevity Institutes,” Boxford 

said. In China, “we launched in Suzhou, 

and it’s been a tremendous success from 

every aspect. It’s been a driver of traffic to 

our stores and we’ve seen an incredible 

increase in new customers.”

A breakdown of figures from parent 

company The Estée Lauder Cos.’s third 

fiscal quarter, released Thursday, showed 

that the brand dragged on skin care and 

makeup for the quarter, the former due to 

continued headwinds in travel retail. To 

Boxford’s point, though, the brand also 

drove share gains in mainland China, the 

results revealed.

The rationale for Costa Rica was 

twofold: one, the country’s hub as a 

wellness epicenter, and two, as a tourist 

destination.

“It’s so rich in local culture, and what 

we loved about Hacienda AltaGracia 

is it’s established what they’re doing 

with longevity lifestyle practices that 

are inspired by what’s happening in the 

country as a whole,” Boxford said. “We 

see influencers, celebrities, high value 

customers going there. Lifestyle is in the 

core of it, and we really get to bring it back 

to skin. We have a very strong connection 

with them.”

The services range from body 

treatments to eye and light therapy, and 

LED light therapy. “There’s the most 

indulgent facial-sort of treatments for 

bodies, and hot stone and lymphatic 

drainage massages,” Boxford continued. 

“And then we have these exclusive age 

reversal advanced contour rituals, all 

about bringing your skin to its peak 

performance. This has been exclusive to 

what we’re doing with this partnership.”

BEAUTY

The Estée Lauder Cos. Forecasts 9 Percent  
Sales Drop in 2025, but Return to Growth Next Year

BEAUTY

Estée Lauder Brings Skin 
Longevity Concept to Costa Rica
A facial at Estée Lauder's  

Skin Longevity Institute.

Stéphane de 

La Faverie



MAY 2, 2025 5

  The collection, called Bala 
Mama, includes the Balance 
Ball, Belly Band, Birthday 
Peanut and Big Band.

BY EMILY BURNS

Bala is expanding its design-forward 

workout equipment with an assortment 

just for moms. 

On Friday, the brand — best known for 

its internet-breaking Bala Bangles, $55 — 

is launching Bala Mama, a collection of 

fitness equipment for pre- and postnatal. 

The lineup includes the Belly Band, $70, a 

wearable to distribute the weight of the belly 

during pregnancy or support the area post-

birth; Birthday Peanut, $65, an inflatable 

tool that can be used during birthing for 

comfort, to increase dilation and keep 

the pelvis open; Balance Ball, $95, a large 

stability ball for a variety of workouts of just 

sitting, and Big Band, $30 to $40 depending 

on resistance, a band that can be used for 

stretching, reformer-like workouts and 

more. The products will be available on the 

brand’s website, as well as through Hatch, 

Free People Movement and Revolve. 

For cofounder Natalie Holloway, who 

now has three children, this collection was 

inspired by her own pregnancy journey. 

“I’m a longtime fitness enthusiast. My 

favorite workouts are heated mat Pilates 

and heated yoga,” she said. “I already 

knew I couldn’t be doing that workout 

[during pregnancy], but I just felt like, even 

me being in the fitness industry and being 

an enthusiast, there was so much confusion 

on what products you can use [and] what 

you can do for pre- and postnatal.”

Holloway continued: “[The] body 

changes so dramatically each time you have 

a kid. Movement is so near and dear to my 

heart, and I [was] like, ‘We need to make 

mama products, things that are actually 

good for you during pre- and postnatal.” 

It would seem Bala customers were 

experiencing a similar confusion to 

Holloway during their pregnancies. 

“We’re always getting asked, ‘Is it safe 

to use this weight, this bangle?’” said 

Holloway, adding that along with this 

line, the brand is rolling out kits with 

equipment specific for pregnant people to 

dispel the confusion. 

Given the influx of questions received, 

when ideating the line Holloway began 

researching the category and was 

disappointed to find very little, and what was 

available wasn’t design- or education-driven. 

“If you don’t know what you’re looking 

for, you may never find it, unless a 

trainer tells you,” she said. “It was a gap 

in the market… I really wanted to infuse 

motherhood in Bala’s story.” 

Therefore the products are all 

multifunctional and support the body 

as it changes during pregnancy and 

beyond. They are also developed to make 

movement more effective. 

“When you become a mom, it’s all about 

hacking time,” Holloway said. “The best 

way to do that is to add some products to 

your workout.” 

While this is Bala’s first product line 

completely focused for this market, the 

brand has a long history in the pregnancy 

and motherhood realm. 

Previously, on its workout platform 

Balacize, the brand featured instructor 

Renee Noa Harris during her pregnancy. 

In addition, the brand has done events 

and collaborations with Hatch, a maternity 

brand, and Push, a pre- and postnatal-

focused fitness studio in New Jersey. With 

this, Holloway said this type of collection 

“was always on the horizon.” In addition, 

Holloway believes there is room to expand 

the collection in the future. 

“Should you choose to become a mama, 

we want to be there on that journey,” she 

said. 

While Holloway did not share specifics 

around sales projections, she said this year 

was expected to be the brand’s best yet 

with this collection expected to sell out 

quickly. However, with the ever-changing 

tariffs, expectations may shift. 

  Unilever failed to find a  
buyer for the sustainable 
brand, which it purchased  
10 years ago.

BY SAMANTHA CONTI

LONDON — Unilever is shutting one of 

its greenest brands, Ren Clean Skincare, 

blaming a combination of “internal factors, 

compounded by market challenges.” The 

consumer giant said while there was no 

fixed date for final closure, the business is 

expected to shutter by the end of the third 

quarter.

In March, WWD Beauty Inc reported 

that Unilever had been speaking to Ren 

employees and representatives as part of a 

strategic review as it sought a path forward 

for the business.

Unilever said in a brief statement on 

Thursday that following the conclusion of a 

collective consultation period, it has made 

the “difficult decision to begin formal steps 

to close the Ren business.” It said internal 

and external factors have left the brand 

“unable to sustain success in the long term.”

It is understood that Unilever failed to 

find a buyer for the British company it 

purchased 10 years ago.

Unilever said it was proud of the Ren 

team “for all it has accomplished during  

25 years of business, putting clean skin  

care on the agenda and creating positive 

change for both people and planet. We 

thank them as they continue to support us 

through this closure.”

Unilever acquired Ren Skincare in May 

2015. The brand was founded by Antony 

Buck and Robert Calcraft and positioned 

itself in the naturals category, which by the 

time of its acquisition had become among 

the fastest-growing skin care segments 

globally.

By the time of its purchase by Unilever, 

Ren had built a committed consumer base 

around the motto of “performance; purity; 

pleasure.”

Ren’s premium positioning 

complemented Unilever’s burgeoning 

prestige beauty portfolio, and its 

sustainability aspirations. The multinational 

planned to build on Ren’s global potential.

The range of high-performance skin care 

was at the time predominantly in specialty 

stores and pharmacies, then branched out to 

perfumeries and department stores, as well.

Most recently, Ren — which had added 

“clean” as part of its moniker — was 

doubling down on its Clean to Planet 

positioning. The company had met its zero-

waste promise by the end of 2021, with 

its packaging fully recycled, recyclable or 

reusable.

Much has changed since Unilever 

purchased Ren. The natural and clean 

beauty space has become ever more 

competitive, with many brands trying to 

find their footing in the crowded space.

At Unilever, sustainability is still a 

priority, but it is one among many. The 

company has had three chief executive 

officers in the space of three years, and 

is increasingly focused on its “power 

brands,” each of which generates upward 

of 1 billion euros annually.

It also has a cost-cutting drive in place, 

and has already sold a host of what it 

considered to be noncore brands, such as 

The Vegetarian Butcher, Dollar Shave Club 

and Elida Beauty, which comprised more 

than 20 beauty and personal care brands 

including Q-Tips, Caress, Timotei and Tigi.  

As reported, the group plans to spin off 

its ice cream division, which will be listed 

on the stock exchanges in Amsterdam, 

London and New York later this year.

The new CEO, Fernando Fernandez, said 

revenue growth was coming from Unilever’s 

“increasingly premium and innovation-

led portfolio in developed markets” 

against a backdrop of “heightened global 

macroeconomic uncertainty.”

BEAUTY

Bala Launches Pre- and Postnatal 
Fitness Equipment to Support Moms

BUSINESS

Unilever Shuts Skin Care Brand Ren

Ren Clean Skincare

Bala Mama products. 

Natalie Holloway
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  KFN held an industry event 
at The Standard in New York 
on Thursday morning for 
designers, media and industry 
stakeholders.

BY LISA LOCKWOOD

KFN unfurled phase one of its multiphase 

initiative to reimagine New York Fashion 

Week at an industry event Thursday 

morning at The Standard Hotel.

KFN (KF Fashion and N4xT), cofounded 

by Imad Izemrane, is a strategic partnership 

formed to reenvision NYFW and build 

a future-forward platform for American 

fashion. KF Fashion is an extension of 

Kilburn Media, a diversified media and 

entertainment company with investments 

in film, TV and content-driven ventures. 

N4XT Experiences acquired LA Fashion 

Week in 2022, and specializes in creative 

direction, brand strategy and experiential 

programming at the intersection of 

fashion, beauty, gaming and culture.

Among those in attendance were Steven 

Kolb, chief executive officer of the Council 

of Fashion Designers of America; Prabal 

Gurung; Rachel Scott of Diotima; Bethann 

Hardison; Maxwell Osborne; Dao-Yi Chow; 

Aaron Potts; Edvin Thompson; Henry 

Zankov, and Jackson Wiederhoeft.

Izemrane, along with Leslie Russo, 

founder of the The Culture Shop (who was 

earlier president of IMG’s Global Fashion 

Events Division), outlined their vision for 

New York Fashion Week.

“Together we assembled a team that 

is best in class, and I couldn’t be more 

excited about what we’re going to share 

with you today,” said Izemrane. Since Jan. 

3, they have been working around the 

clock to develop the platform, he said.

Russo said when they first discussed 

doing a new platform for NYFW, 

“something I didn’t think I was going to do 

again,” they determined that the first thing 

they need to do was get investment. The 

second was that they were going to have 

to build consensus with the industry, and 

the third was starting with a clean slate in 

order to make this successful. She said they 

went to stakeholders in the industry, such 

as Kolb, Hardison and many established 

and emerging designers. “And we wanted 

to come up with something rooted in this 

idea that New York Fashion Week doesn’t 

really belong to any one entity. It belongs 

to everyone in this room,” said Russo.

At the center of the transformation is 

the introduction of The Venue Collective, 

a decentralized network of multiple 

venues [in close proximity to each other 

in Manhattan] built to alleviate the 

operational and financial challenges that 

have long made NYFW inaccessible to many 

designers. Russo said each designer will be 

invited to participate in the Campus, and 

will be able to choose from one of KFN’s 

fully contracted venues to host their show at 

no venue fee cost. Along with a free/no-fee 

venue, KFN will provide comprehensive 

support that includes Backstage technical 

floor plans for hair and makeup, dressing 

and model lineup, procurement of 

backstage rentals and equipment, first 

looks equipment, full backstage installation, 

street permitting (where required) and 

wireless show communications system. The 

end-to-end support is designed to allow 

designers to focus entirely on creativity, 

rather than logistics or overhead expenses.

Russo told the audience that in order 

to develop a plan they went on listening 

tours and held roundtable discussions. 

“We really collected a lot of information 

from the industry,” she said. They also met 

with people from the government and the 

Economic Development Corp. They came 

up with a list of things that they needed 

to solve, such as elevators, funding, how 

many fashion weeks are needed to support 

designers, and how expensive it is to 

produce a show.

“Being invited into the early stages of the 

KFN information-gathering sessions wasn’t 

just refreshing — it was powerful,” said 

Gurung. “Designers’ voices were sought 

out from the start. That level of inclusion 

signals that KFN isn’t just building a 

product, it’s building a culture that values 

creative intuition, practical insight and 

diverse perspective.”

As part of this initiative, designers 

are being asked to commit to three 

consecutive seasons. The multiseason 

approach is intended to bring support to 

the fashion calendar while allowing brands 

to build momentum and deepen audience 

engagement over time. Applications are 

now being accepted by KFN. The officials 

noted that the response has included 

early commitments from both established 

names and rising talent.

Last May, WME Fashion pivoted from 

producing a centralized venue for NYFW: 

The Shows to concentrating its efforts on 

facilitating brand partnerships and creative 

collaborations between brands and 

designers. WME Fashion officials declined 

to comment.

Russo and Izemrane pointed out that 

the CFDA remains the official organizer 

of NYFW and will continue to manage the 

fashion calendar while contributing its 

own programming and strategic input.

“We welcome what KFN is doing to 

support the industry at large, which is 

aligned with the mission of the CFDA,” 

said Kolb. “This model makes NYFW 

more accessible and efficient and helps 

designers overcome logistical hurdles 

while freeing them to focus fully on their 

creative potential.”

Kolb told WWD that he thought the plan 

was really thought out. “For me what I 

care about mostly is the Venue Collective. 

I’m interested in making sure that venues 

are available to designers who need them 

and want them and could benefit from 

them.” But he said while some designers 

will still want to do their own thing, a lot 

of designers could benefit. “I love this idea 

of not being a central venue,” and he liked 

the idea that the venues they showed are 

all in Manhattan.

He also said that city and state support 

is something with which the CFDA has had 

great success. “When you look at what 

kind of money is coming in, that really has 

to be managed by an organization like the 

CFDA because you really want to make 

sure you’re using that investment in a way 

that is broad and not too isolated,” he said. 

“As they look to more money, that has to 

be a joint effort, and they know that.”

Russo noted how NYFW provides a big 

opportunity for New York City. On average, 

during fashion week, those living in and 

visiting New York spend about $2,500, 

and it’s still the highest revenue-generating 

event in New York.

Russo said phase one will be launched 

in September, and they hope the platform 

will be fully realized by the end of 2026. 

One of the key issues they grappled with is 

whether NYFW needs a central venue. She 

said depending on whom she speaks with, 

there are strong feelings on both sides of 

this debate. “On one side, a central venue 

provides one location that makes logistics 

easy, financially unburdens designers with 

operational costs and gives a centralized 

place for fashion week activities to take 

place in the industry together.” The 

other side is fashion shows are no longer 

exclusively for the purpose of showcasing 

collections to editors and buyers, and 

although that is vitally still important 

and the primary function, the show 

now has to tick a lot of other boxes for 

fashion designers, such as creating social 

media content, and serving for their ad 

campaigns and look books, said Russo.

Russo said there are a variety of formats 

that are included in the Venue Collective to 

address the idea that NYFW is not a one size 

fits all model. She said the Venue Collective 

will include formats that include runway 

venues, salons and showroom space.

KPN plans to launch a franchise where 

they will host editor and buyer salon 

breakfasts each morning of the five days 

at no cost to the designer other than the 

styling of the models and the clothes 

themselves. This is strictly for editors 

and buyers. In addition, they will create 

a Showroom Center, which provides a 

curated program for designers and brands 

across a variety of categories, including 

accessories and jewelry to showcase their 

collections in a by-appointment setting. 

This has been successfully tested with the 

Black in Fashion Council.

Russo said that future phases will 

introduce a fashion and entertainment 

platform including cultural programming, 

public activations, nightlife events and 

integrated digital experiences aimed at 

expanding NYFW’s impact. They envision 

an American fashion festival that runs 

parallel to NYFW’s opening weekend. They 

envision it as a two-to-three-day festival. She 

said they will partner with Kilburn Media 

(which created World of Barbie) and create 

a multimedia exhibition every September, 

which will celebrate American fashion. They 

expect this to begin in September 2026.

The final phase of the platform will be 

a centralized digital platform that brings 

the community together. She said they are 

working with Brandon Ralph, formerly of 

Code & Theory, and his new company, The 

UQ.ode, to build out a smart AI-powered 

fashion week system that seamlessly 

integrates the brand schedule, community 

happenings, and major events all curated 

into an app by you. It can give you 

information, such as what are the stores I 

can visit, and restaurants I can eat at, who 

could I connect with, who else is around 

right now?

Following the presentation, Russo told 

WWD, “I don’t know [that] we’ll get all the 

designers in season one. I think we’ll have 

a collection of designers who want to take 

advantage of the property. There may be 

some that say, ‘I don’t think that these are 

the venues I want to use.'” Right now they 

have 12 venues on hold. They’re hoping to 

have 15 to 20 venues. “What we want to 

do is support those who are already on the 

Fashion Calendar and need the support,” 

said Russo.

Asked if they’ll be looking for sponsors, 

she said, “We’ve diversified our revenue 

model and where the revenue comes from 

with things like consumer ticket sales and 

partnerships with nightlife. It’s going to be 

a diversified revenue stream. She said they 

will also go after sponsors. “But we won’t 

necessarily do it the way it’s been done 

before. It will be much more customized 

because you’re not in a central venue,” 

said Izemrane.

He said a lot of brand partners want to 

reach not just the trade, and have asked 

how do they get their customers involved? 

“So it’s not just the industry wants a new 

model on how brands interact, it’s the 

brands themselves,” said Russo.

FASHION

KFN Unveils Ambitious Plans to Reimagine NYFW 
Maxwell Osborne, Dao-Yi Chow, Steven Kolb, 

Leslie Russo, Imad Izemrane and Prabal Gurung. 
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F A I R C H I L D  S T U D I O  X  I W C  S C H A F F H A U S E N

IWC Schaffhausen’s Christian Knoop talks with Fairchild Studio about their partnership with  
MERCEDES-AMG PETRONAS FORMULA 1 TEAM , exclusive new watch launches and the upcoming “F1” movie.

Fairchild Studio: Tell us  

about your partnership with the 

Mercedes Formula 1 team.

Christian Knoop:  
IWC Schaffhausen has long-
standing ties to motorsport 
and racing. We became the 
“Official Engineering Partner” 
of the Mercedes-AMG Petronas 
Formula OneTM Team in 2013. 
With more than a decade of 
partnership we have forged a 
bond with the team, gained  
a privileged inside perspective  
on the sport and pushed  
forward engineering  
innovations together. 

There have been many 
joint watch launches and 
developments. Some of the 
timepieces that stand out are 
the official team watches we 
created together. The most 
recent addition is the Pilot’s 

Precision in the Fast Lane

Watch Mark XX Mercedes-AMG 
Petronas Formula OneTM Team 
with a black dial and details in 
Petronas green. It features a case 
made of light and rigid grade 
5 titanium, a material used in 
automotive engineering. Earlier 
this year, we presented a limited 
edition of the Big Pilot’s Watch 
Shock Absorber XPL dedicated 
to the team principal and chief 
executive officer, Toto Wolff.

Fairchild Studio: What was  

the inspiration behind your 

newest collection?

C.K.: This year, we are 
presenting a unique 
Performance Collection of 
Pilot’s Watches, which are 
inspired by and dedicated 
to our collaboration with 
the upcoming movie “F1” 
from Apple Original Films. 

Spearheading the collection 
are two masterpieces of high 
watchmaking: Big Pilot’s Watch 
Shock Absorber XPL Tourbillon 
Skeleton and Pilot’s Watch 
Performance Chronograph 
Perpetual Calendar Digital 
Date-Months. 

We are also launching 
our first tachymeter-scale 
chronograph with a case 
manufactured from 18-karat 5N 
gold. This watch will be worn 
by Damson Idris’ character, 
rookie driver Joshua Pearce, 
in the upcoming “F1” movie. 
Finally, we present two Pilot’s 
Watch Chronograph models in 
41- and 43-millimeter stainless 
steel cases — dedicated to the 
fictional “APXGP” team from 
the movie. Their design with 
black, gold and white elements 
is inspired by the team’s colors 
and race car.

Fairchild Studio: How has  

IWC’s heritage influenced the 

designs of the latest watches?

C.K.: IWC looks back on 
nearly 90 years of history in 
manufacturing Pilot’s Watches. 
We created our first special 
watch for pilots back in 1936. 
Over the decades, Pilot’s 
Watches have evolved from 
navigational instruments  
used in the cockpit to  
versatile, modern sports 
watches with an aviation-
inspired design. Their high-
contrast dials are reminiscent 
of an easily legible cockpit 
instrument. This characteristic 
design also distinguishes 
the new models in our 
racing-inspired Performance 
collection — and it embodies 
an important chapter of our 
brand’s heritage. 

IWC has also acquired 
a reputation as an expert 
in advanced performance 
materials. This competence  
is rooted in the brand’s  
history as a pioneer in  
titanium and ceramic  
watches and reflected in  
the choice of Ceratanium®  
as a case material for two of  
the new watches. Ceratanium® 
is an IWC-developed  
material that combines the 
lightness and structural 
integrity of titanium with a 
hardness and scratch-resistance 
similar to ceramic.

Fairchild Studio: What’s  

next for IWC in Formula 1?

C.K.: We are very excited about 
the upcoming release of the “F1” 
movie from filmmakers Joseph 
Kosinski and Jerry Bruckheimer. 
The movie promises to be the 
most authentic racing movie 
that has ever been made. It will 
immerse viewers in the cockpit 
and bring Formula 1 driving to 
the big screen in a way that’s 
never-before-seen. 

The movie is also a masterpiece 
of cinematic engineering, as the 
crew had to develop compact 
and lightweight new camera 
systems that were then fitted on 
the cars. We supported the shoot 
with robust and highly precise 
IWC Pilot’s Watches, which are 
worn by different members of the 
fictional “APXGP” team. Another 
highlight is a prop watch based on 
Gérald Genta’s Ingenieur SL from 
the 1970s, which will be worn in 
the movie by the main character 
Sonny Hayes, portrayed by actor 
Brad Pitt. This watch has also 
inspired a limited edition of our 
Ingenieur Automatic 40 with a 
green dial and gold appliqués. 

To learn more about IWC's  

racing watches visit IWC.COM

F
OR MORE THAN 150 years, IWC Schaffhausen has been a leading 

watch company with its range of elegant to sports watches. 

With its pioneering usage of titanium and ceramics, the Swiss 

watchmakers are known for blending human craftsmanship 

and creativity with its cutting-edge technology.

Here, Christian Knoop, chief design officer at IWC Schaffhausen,  

sat down with Fairchild Studio about the brand’s more than a  

decade of partnership with Mercedes-AMG Petronas Formula 1 team 

and the upcoming “F1” movie starring Brad Pitt and Damson Idris.

⊳ 

IWC Big Pilot’s Watch Shock 

Absorber XPL Toto Wolff x 

Mercedes-AMG Petronas 

Formula One™ Team  

REF. IW356201

⊲ 

IWC Big Pilot’s Watch 

Shock Absorber  

Tourbillon Skeleton XPL  

REF. IW357701

⊲ 

IWC Pilot’s Watch Mark XX 

Mercedes-AMG Petronas 

Formula One™ Team  

REF. IW328210
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The official skin care partner of Aston Martin Aramco  
has officially inked a contract with JESSICA HAWKINS , Aston Martin Aramco  
Formula One™ Team Driver Ambassador and Head of F1 Academy.

E
LEMIS’ collaboration as the 
official skin care partner of 
Aston Martin Aramco has 
shifted into high gear.  
The British skin care brand 
will be opening its pop-up 
spa in the Aston Martin 

Aramco Paddock Club suite in Miami  
on May 2, setting the pace for Las Vegas  
and the Monaco Grand Prix. The week 
will also launch the brand’s partnership 
with Aston Martin Aramco Driver 
Ambassador and Head of F1®Academy 
Jessica Hawkins, further elevating  
female drivers in the sport. 

Today, Formula 1 attracts more than 
a billion viewers annually with millions 
making their way to the races around 
the world. Séan Harrington, Elemis’ 
cofounder and chief executive officer, 
told Fairchild Studio the partnership 
with Aston Martin Aramco marks a 
meaningful and strategic milestone 
for the brand. Elemis sees the platform 
as “an incredible opportunity for the 
brand to expand its reach, grow its 
communities and elevate brand equity 
on a truly international scale.” 

In the U.S., where Elemis continues  
to build strong brand momentum,  
he said the partnership comes at a 
pivotal time. “With F1®’s rapid rise in 
popularity across North America fueled 
by events like the Miami, Austin and 
Las Vegas Grands Prix our presence on 
the grid allows us to connect with a 
new generation of luxury-conscious, 
performance-driven consumers.”

As first seen in March at the Australian 
Grand Prix, the Elemis brand name will 
be on the AMR25 Aston Martin Aramco 
race cars and driver apparel in Miami for 
all to see. Guests attending the Miami 
Grand Prix and entering the Aston Martin 
Aramco hospitality will also be invited to 

Elemis Hits the Accelerator 
In Support of Cultural 
Transformation in Formula 1

explore a pop-up spa offering hand and 
arm massages with Elemis gifts to take 
home. Elemis “refresher stations” will be 
set up in various locations to give people 
a chance to test some of the brand’s hero 
products. 

As an official brand ambassador, 
Hawkins will also be working closely 
with Elemis at the upcoming Grand 
Prix events, building on her existing 
relationship with the brand. Hawkins 
told Fairchild Studio that she is thrilled 
about the partnership adding that “it 
feels like a natural fit” because of her 
love for Elemis products – her favorite is 
the Pro-Collagen Black Cherry Cleansing 
Balm – and the brand’s values. “I’m proud 
to represent a brand that champions 
innovation and supports women in 
sport,” she said. 

“Our recent announcement of Jessica 
Hawkins, driver ambassador for Aston 
Martin Aramco and head of F1® Academy 
for the team in becoming an Elemis 
ambassador marks a powerful alignment 
of values,” said Harrington. “Jessica is 
a true trailblazer paving the way for 
women in motorsport and inspiring a 
new generation of fans and athletes alike. 
Through our partnership and official 
ambassadorship, we are committed 
to promoting female empowerment, 
diversity and inclusivity on and off the 
track. We are proud to collaborate with 
Jessica on such an important movement.”

Importantly, Harrington told Fairchild 
Studio that Elemis’ partnership with 
Aston Martin Aramco sees two iconic and 
trusted legacy British brands “united by 
a shared mission, to push the boundaries 
of performance and innovation on a 
global stage.” 

“Rooted in British heritage and 
built on a foundation of excellence, 
this collaboration brings together two 

skincare partner gives us the opportunity 
to build and support our existing fanbase 
while catering to a new era of fans,” said 
Slack. “The sport has completely changed 
since I joined the team five years ago – 
female viewership and interest has soared 
– and a partnership like this probably 
wouldn’t have existed. It’s a great example 
of how F1® is evolving and expanding into 
a wider cultural space.” 

To that end, Harrington said that 
the partnership is more than a brand 
alignment – it is a celebration of 
innovation, empowerment and lifestyle. 
“It shows how two leaders in their 
respective fields can come together 
to redefine perception, inspire new 
possibilities and deliver an unparalleled 
luxury experience. This multiyear 
partnership provides the time and 
platform to drive meaningful impact 
redefining the role of skin care in 
performance, recovery and well-being. 
Together, we will create immersive, 
purpose-led experiences that champion 
performance, recovery and selfcare on 
and off the track.”

Notably, Hawkins shared that the 
Elemis Pro-Collagen Black Cherry 
Cleansing Balm is the first step in her 
evening routine whether she is trackside 
or on a shoot. “It melts away makeup 
effortlessly and leaves my skin feeling 
clean but still nourished. It’s like a spa 
treatment every night.” 

As Elemis’ partnership with Aston 
Martin Aramco continues to evolve in 
the next few years, Harrington said that 
championing inclusivity in the world of 
Formula 1 will remain at the forefront. 

“[Formula 1] is rapidly evolving in 
both its reach and representation,” said 
Harrington. “This shift reflects a broader 

cultural transformation and the F1® 
Academy is at the heart of it, helping to 
redefine the future of motorsport. We are 
proud advocates of the F1® Academy and 
thrilled to support its mission.” 

At the upcoming Monaco Grand Prix, 
Elemis will debut a first-of-its-kind 
spa experience hosted on the Aston 
Martin Aramco luxury yacht giving VIPs 
a moment of relaxation to reset. Elemis 
experts will provide skin analysis with 
the Elemis Expert skin lab and a menu 
of treatments designed to accelerate 
radiance and rejuvenation. 

▲ ⊳  Séan Harrington, Elemis cofounder  

and chief executive officer.  

▲  Jefferson Slack, Aston Martin Aramco  

F1® Team managing director of commercial.  

⊳  Jessica Hawkins, Aston Martin Aramco 

Driver Ambassador and Head of F1® Academy.

powerhouses of luxury,” said Harrington. 
“It unlocks extraordinary opportunities 
for both brands driving momentum today 
while setting the stage for future success. 
Together, we form the ultimate blend of 
power and beauty.”

Agreeing that the two brands share 
similar values, Jefferson Slack, managing 
director of commercial at Aston Martin 
Aramco F1® Team, also acknowledged 
that they operate in completely different 
spaces and that the partnership is 
effectively uniting skin care with the high-
performance world of F1®. 

“Bringing Elemis on as our official 
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Puma
With Puma’s decades-long history with 

motorsports, the brand is celebrating with 

new product launches and its presence on 

track as a sponsor of Formula 1, Scuderia 

Ferrari HP, Atlassian Williams Racing, 

Aston Martin Aramco, Stake Kick Sauber 

and F1 Academy.

To showcase the brand’s past and 

present partnership with Formula 1, Puma 

is launching three new Scuderia Ferrari 

collections and a Miami race collection. 

Tied to the Miami Grand Prix, Puma is 

unveiling its F1 Race Pack taken from retro 

Miami for its graphic T-shirts and colorways 

inspired by the city’s neon colors.

Another collection is the Puma for 

Scuderia Ferrari Miami Sketches line, 

including the Scuderia Ferrari Speedcat 

Miami sneakers that takes inspiration from 

the racetrack’s need for speed and the 

brand’s history with the sport. And in 

celebration of the 20th anniversary of its 

partnership with Scuderia Ferrari HP, 

Puma has created the Scuderia Ferrari 

2025 Replica Collection.

For the first White Puma for Scuderia 

Ferrari HP Miami Limited Edition collection, 

the brand is dropping an exclusive release 

that draws inspiration from the one-off 

Miami Grand Prix Ferrari race car livery and 

pays homage to classic soccer kits to blend 

heritage with innovation.

On Saturday from 1 to 6 p.m., Shoe 

Palace in South Beach is hosting a 

“Motorsport Customization Studio” 

alongside Puma — featuring an exclusive 

race suit installation by a local artist, 

motorsports-themed art, customizable 

merchandise and a free screen-printed tote 

or T-shirt with Puma purchase.

The White Puma for Scuderia Ferrari HP 
Miami collection is exclusively available on 
Puma’s website, mobile app, select Ferrari 
stores and its website. Shoe Palace is located 
at 740 Collins Avenue.

Louis Vuitton 
As is now customary, the winner of the sixth 

leg of the 2025 championship will receive 

the trophy in a bespoke Louis Vuitton trunk. 

The trunk is covered in the French brand’s 

famous Monogram design and bears a 

hand-painted “V” on the front, in a nod to 

the shared initial for “Vuitton” and victory.

Reflecting Miami’s Art Deco heritage and 

tropical vibe, fuchsia and turquoise accent 

lines complete the black-and-white design 

reminiscent of a finish flag — and the 

Vuitton Damier motif, of course.

All the trunks — 24 in total for the 2025 

season — are made in Vuitton’s historic 

atelier in Asnières, a northern suburb of 

Paris. That’s where the founder’s son, 

Georges, anticipating the rise of cars, 

developed automotive trunks that were 

covered in a durable canvas material he 

dubbed “Vuittonite” in 1897.

Vuitton is no stranger to creating 

bespoke carriers for winning cargo. Last 

year, it created trunks to contain and 

protect the torches and medals for the 

2024 Paris Olympic and Paralympic Games.

And for the past four years, the Monaco 

Grand Prix’s gong was also presented in its 

own bespoke version of a Vuitton trunk.

Over the decades, the French brand has 

partnered with major sporting events, 

including the FIFA and Rugby World Cups; 

the Roland Garros, Davis Cup and 

Australian Open tennis tournaments, and 

even the e-sports League of Legends.

Meanwhile, Vuitton will be writ large on 

trackside signage, thanks to a graphic, 

dynamic take on its logo.

The French luxury brand has been 

prominently involved in Formula 1 since 

January, as part of its parent LVMH Moët 

Hennessy Louis Vuitton’s role as global 

luxury partner of the motorsport’s 

championship for the next 10 years.

Webster x Roberto Cavalli
In an exclusive collaboration, Roberto 

Cavalli and The Webster have partnered 

for a limited-edition capsule collection and 

to unveil its new print Ray of Pink.

The Ray of Pink print pays homage to 

Miami’s energy and glamour and 

reimagines the Ray of Gold print first used 

for Roberto Cavalli’s spring 2007 collection.

Fausto Puglisi, creative director of 

Roberto Cavalli, took inspiration from the 

iconic design — originally based on a 

sunbeam bouncing off the founding 

designer Roberto Cavalli’s Art Deco lighter. 

The original print has become a signature 

code of the collections.

As a tribute to the city’s allure and with 

a new colorway that summons Miami’s 

spirit, the capsule collection consists of 16 

curated pieces with 12 items in the new 

Ray of Pink print, ranging from swimsuits, 

pants, T-shirts and shirts to dresses and 

sarongs. The other four items are white 

pieces of pants, dresses and a skirt to 

contrast with the graphic print.

The limited-edition collection is available  
at The Webster’s boutique at 1220 Collins 
Avenue and at Roberto Cavalli’s boutique 
 at 9700 Collins Avenue at the Bal Harbor 
Shops and on their websites. ■

New York, Los Angeles — and now Miami 

has become an epicenter of fashion in the 

U.S. Over the past decade, both the Miami 

Design District and Bal Harbour Shops 

have helped build up the city as a major 

fashion hub.

Brunello Cucinelli is one of the luxury 

brands that’s seen major traction in the 

market — with the opening of its new store 

in the Miami Design District last year and 

now the expansion of its Bal Harbour 

Shops store, which opened in 2010.

“In Bal Harbour, we are grateful for a 

long-standing relationship with the 

wonderful Whitman family who supported 

our brand’s presence in their beautiful 

shopping destination, allowing us to grow 

and expand our vision for our boutique 

through the years,” said Massimo Caronna, 

president and chief executive officer of 

North America at Brunello Cucinelli. “We 

are now well-positioned with a space 

located on two floors and connected 

internally, allowing the shopping 

experience for our loyal clients to be 

seamless and welcoming.”

Brunello Cucinelli sees Miami as having 

the same level of influence as New York 

and Los Angeles.

Caronna said the brand’s continued 

retail expansion in Miami aligns with its 

positioning in the luxury lifestyle space 

— with the store’s design reflecting the 

brand codes of Italian elegance.

“Opening our new boutique in the 

Miami Design District last year allowed us 

to immerse the brand in a vibrant, 

art-forward community that shares 

appreciation for beauty, craftsmanship and 

meaningful human connections. Craig 

Robbins’ leadership and vision for this 

area of Miami made all the difference in its 

continued success and growth,” he said.

And every year, the list of fashion and 

lifestyle brands appearing in some way at 

the first U.S. race for the Formula 1 season 

is expanding.

Over the years, Brunello Cucinelli has 

had many ties to the motorsport. Last year, 

the brand’s Miami store opening attendees 

included Toto Wolff, CEO of Mercedes 

AMG Petronas, and Susie Wolff, managing 

director of F1 Academy; Stefano 

Domenicali, CEO of Formula 1; Kelly 

Piquet, Brazilian model and longtime 

partner of Red Bull’s driver Max 

Verstappen; Brittny Button, interior 

designer and wife of ex-Formula 1 driver 

Jenson Button; Mikaela Kostaras, Formula 1 

content creator, and more.

Earlier this year, Brunello Cucinelli 

himself attended the F1 75 launch event 

with Domenicali in London at the O2 arena. 

And this year, Cucinelli — who has attended 

Formula 1 races in the past — will return to 

Miami to attend his first Miami Grand Prix.

“It’s always a pleasure to return to 

Miami, a dynamic city with great energy 

and wonderful people from so many 

different cultures,” Cucinelli told WWD. 

“Stefano Domenicali, a member of our 

board of directors but above all a dear 

friend, has managed to create perhaps one 

of the most attractive Formula 1 Grands 

Prix in the world in this special city.”

Caronna concurred that Formula 1 being 

in Miami has added “new energy to an 

already dynamic city” by adding another 

“incredible layer of activation and 

excitement.” He noted that with people 

globetrotting from all over the world to 

follow the high-speed action of Formula 1, 

it’s created new opportunities for brands 

to connect with their distinguished 

clientele that intersects with other areas of 

sports, music and the arts — with this 

impact already seen at other Formula 1 

weekends across the world.

“This is a natural convergence of worlds 

that share a deep respect for excellence, 

innovation and the human spirit. Formula 1 

— with its extraordinary blend of 

technology, precision and global appeal 

— has become more than just a sport. It is a 

modern stage for elegance, aspiration and 

cultural expression. We are witnessing a 

contemporary renaissance where 

performance meets style. For us, it is also a 

special opportunity to meet so many 

wonderful friends of the brand, who come 

to Miami for this special event,” Cucinelli 

concluded.

Lu x u r y  i n  t h e  F a s t  La n e
WWD chatted with Brunello Cucinelli about the brand’s retail  

expansion in Miami and ties to Formula 1.  BY KANIKA TALWAR

The Webster and 

Roberto Cavalli 

reveal their new Ray 

of Pink collection.

Louis Vuitton's bespoke 

Formula 1 trophies.

Scuderia Ferrari 

drivers Lewis 

Hamilton and 

Charles Leclerc 

wearing the 

White Puma for 

Scuderia Ferrari 

HP Miami 

limited-edition 

collection.

Brunello Cucinelli 

opened its new store 

in the Design District 

last year during the 

2024 Miami Grand Prix.
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F o u r  Wa tc h e s  fo r  t h e  F o r m u l a  1  F a n
IWC Schaffhausen, Tag Heuer, Roger Dubuis and Richard Mille have timekeepers that will get the hearts of the elite motorsports’ fans racing.

BY LILY TEMPLETON

Tag Heuer  
Formula 1 Solargraph 
From $1,800

When it was introduced in 1986, the 

colorful Formula 1 model design 

broke into a landscape dominated by 

gray scale metallic tones and serious 

timekeepers, fast becoming a bestseller 

that sold some 3 million units for its 

first generations, the watchmaker’s 

heritage director Nicholas Biebuyck 

told WWD last year.

With a 38mm size and a solar-

powered movement, its 2025 

descendants are just as color-filled  

as the original and already have a  

cool-kid collectible feel to them.

  Two minutes of sun exposure 

are enough to power the watch’s 

Solargraph movement for a 

day. Once fully charged, it has 

10 months of autonomy in total 

darkness.

  The life accumulator that stores 

the energy in the Calibre TH50-00 

movement has a 15-year lifespan — 

10 times longer than a traditional 

battery. It is hidden under the 

semitransparent dial.

  Its vibrant color-filled versions 

are made of TH-Polylight, a new 

lightweight, durable bio-sourced 

material that has been introduced 

for the occasion.

Which Formula 1 fan are you? Nine 

colors say that motor racing isn’t your 

only competitive sport. When it comes 

to fashion, you’re up to speed, too.

IWC Schaffhausen  
Ingenieur 40  
$12,900

Marking its 70th anniversary this year, 

this design family is best known for the 

Ingenieur SL, aka “Jumbo” or reference 

1832, designed in 1976 by the legendary 

Gérald Genta. While not a commercial 

success at launch — the company even 

dubbed it “our most brilliant failure” in 

a short film released after Watches and 

Wonders — it’s getting its movie star ending.

Originally a custom prop worn by Brad 

Pitt in the upcoming “F1” feature film, 

one of the most anticipated releases of the 

year, its 1,000-piece limited edition with 

a striking green dial has the markings of a 

classic.

  The caliber 32111 is automatic with 

pawl winding, a 4Hz frequency and 

120-hour power reserve. It has a 

hacking seconds hand and quick-

adjust date, too.

  The movement is encased in a soft-

iron inner cage, which shields it from 

magnetic fields that can negatively 

affects the accuracy of mechanical 

timepieces.

  Its glass is secured against 

displacement by drop in air pressure, 

and it is water resistant to 100 meters.

Which Formula 1 fan are you? You’re all 

about those racetracks where experience 

and a sure hand are the only way to win.

Roger Dubuis 
Excalibur  
Spider Pirelli 
RDDBEX0826 
$81,500

The partnership between Roger 

Dubuis and Italian tire manufacturer 

Pirelli races on. Meant as a watch for 

those who live in the fast lane, the 

design brings together the “no rules, 

our game” ethos of the watchmaker 

with a winning flair: pieces of tires 

that won the world’s most demanding 

motor races in the world are inlaid in 

the straps.

  Its automatic skeleton caliber 

is powered by a micro-rotor 

positioned at 11 o’clock and reduced 

to its most pared-back expression.

  This iteration takes the line’s 

customization possibilities a 

step further thanks to a patented 

innovative lock technology that 

makes changes pit-stop fast. In 

addition to the strap and crown’s 

quick release system, the bezel has 

a precise position alignment snaps 

into place with one click.

  Only winning Formula 1 tires make 

the cut as watch straps and you 

can trace the race and driver via a 

code on each one.  

Which Formula 1 fan are you? 

Staying in the lead is all about shaving 

seconds wherever possible, whether 

it’s on a track or changing styles.

Richard Mille  
RM 43-01 Tourbillon 
Split-seconds 
Chronograph Ferrari  
From $1.3 Million

What do Charles Leclerc, Lando Norris and 

Lewis Hamilton have in common? Richard 

Mille timepieces, of course.

This million-dollar number comes in 

two versions, one in titanium and the 

other in Carbon TPT, a high-tech material 

that shares properties of lightness and 

resistance with those used in Formula 1 

cars. The former has red detailing while 

the latter sports Modena yellow tones. And 

of course, there are nods to the design 

elements seen on Ferrari cars, giving 

markers and even the logo plate on the 

bottom left corner a distinctive silhouette.

  The skeletonized caliber has been 

tested to resist shocks of over 5,000g 

— the highest g-force crash survived by 

a human clocked in at 214.

  Just like a car’s gearbox, the function 

indicator allows you to see the 

winding, neutral and hand-setting 

positions as the crown is pulled out.

  Its latest-generation split-seconds 

mechanism was developed by Richard 

Mille and movement manufacturer 

Audemars Piguet Le Locle, or APLL. 

Among its features is the tourbillon at 

5 o’clock, two six-column wheels to 

operate the different levers of the split-

seconds function, a specific clamp 

design and a blade instead of the 

traditional helical spring.

Which Formula 1 fan are you? 
Everything comes down to precision and 

that’s exactly how you like it.
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F A I R C H I L D  S T U D I O  X  TA G  H E U E R

TAG Heuer returns to FORMULA 1  as the official timekeeper and continues to build on its joint legacy as the motorsport CELEBRATES 75 YEARS .

I
N  TA N D E M  with Formula 1’s 75th 
anniversary, TAG Heuer has returned 
to become an official partner and 
timekeeper — as part of the historic, 
decades-long deal with LVMH Moët 
Hennessy Louis Vuitton.

The renewal of the multiyear 
partnership builds upon decades of 
shared history between the joint brands. 
In 1969, TAG Heuer was the first luxury 
company to have its logo on a Formula 
1 car and the first brand to sponsor a 
team in 1971. Throughout the sport, the 
brand is one of the most successful, with 
11 World Constructors Championships 
and 15 World Driver Championships in 
association with teams. 

The watch company said that the 
partnership between the two embodies 
a shared synergy through its dedication 
to “precision engineering, cutting-edge 
technology, avant-garde materials and 
accuracy.”

Antoine Pin, chief executive officer 
of TAG Heuer, told Fairchild Studio that 
the history of TAG Heuer traces nearly 
as old as Formula 1 itself, with drivers 
such as Jochen Rind, Ayrton Senna, Miki 
Häkkinen, Lewis Hamilton and Max 
Verstappen wearing the brand’s watches 
over the years. Previously, TAG Heuer 
has been a partner of Scuderia Ferrari, 
McLaren and now Oracle Red Bull Racing, 
alongside its Formula 1 partnership. 

With TAG Heuer’s longstanding ties 
to Senna throughout his three Driver 
Championship wins, the company still 
works with the Senna Foundation; the two 
have collaborated on creating watches 
in tribute to the late driver and with the 

Driven by Passion
Netflix series “Senna” where ambassador 
Gabriel Leone played Senna and featured 
heritage TAG Heuer watches in the show.

Most notably, then-chief executive 
officer Jack Heuer helped redefine the 
world of sports marketing in motorsport. 
Heuer met Jo Siffert and struck a deal 
in 1969 for the driver to promote TAG 
Heuer’s Calibre 11 automatic chronograph 
by putting a logo on Siffert’s Lotus 49B 
and a brand shield on his race suit.

Over the years, TAG Heuer has pulled 
from its historical ties to motorsports 
to create offerings for the modern-day 
consumer. Aptly, the brand launched 

its TAG Heuer Formula 1 watch in 1986. 
The newest Formula 1 collection with 
its Solograph was presented at the 2025 
Watches & Wonders in Geneva and was 
inspired by the original series from 1986. 

“As the first models to wear the TAG 
Heuer name, it is an important part of our 
history and has become a cultural icon,” 
said Pin. “Encapsulating the zeitgeist of 
the late 1980s and early 1990s, the bright 
colors, distinctive design and innovative 
materials resonated with owners in 
period and collectors today. By taking 
the essence of what made the original 
watches so special and using them as 

a basis to create a brand new, modern 
watch with its perfect 38mm case size, 
Solargraph movement and wonderful 
design at an amazing price point, it really 
is an incredible addition to our portfolio.”

Once again, TAG Heuer is slated to have 
an activation during the Miami Grand 
Prix race weekend — Pin also noted that 
the U.S. remains the brand’s number-one 
market. Last year, the chronograph brand 
had a successful activation alongside the 
launch of its Kith collaboration.

“We are the watchmaker of Formula 
1, connected to nearly every great 
driver and team that has existed in the 
sport. TAG Heuer has been historically 
associated with Formula 1 as we have 
been timekeepers in the past and we are 
coming back to our roots — it’s about 
reclaiming our rightful place in a sport 
that has been part of our DNA for 60 
years. Formula 1 is a natural territory 
of expression for the brand. This sport 
encapsulates what the brand stands 
for and our core values: the quest for 
performance, pushing our own limits and 
mental strength,” concluded Pin. 

To learn more visit TAGHEUER.COM

⊳ Ayrton Senna, 1992. ▲ Niki Lauda,  

Jack Heuer, Clay Regazzoni, 1974. ▼ TAG Heuer 

is the official timekeeper of Formula 1.
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FORMULA 1 MIAMI

C.L.: I started by complete coincidence. To 

be completely honest, I didn’t want to go 

to school that day and I told my father I 

was ill. He believed me, but I wasn’t. And 

by coincidence, his best friend, Philippe 

Bianchi, was managing a karting track, and 

I went with him, because my mom was at 

work, and I tried karting for the first time 

that day, not being ill at all.

WWD: How old were you?

C.L.: I was probably three-and-a-half or 

four. I was very, very young and my father 

told me later on that I had told him on the 

way back that this is the job I wanted to do 

when I was older — although I don’t 

consider what I’m doing a job. It’s really 

living for my passion, and I love what I do. 

But from that day onwards, racing has 

always been part of my life.

WWD: How has it formed you 

personally? How have you evolved 

over the years? How do you deal with 

stress? Have you learned to do that? 

And if so, how?

C.L: I think this is very specific to each 

individual. I am very lucky that I don’t 

really feel pressure. I’ve always had the 

mentality of obviously doing my best. 

Putting any more pressure on myself won’t 

help me to extract more potential out of 

myself. I’m just hugely motivated and 

hugely dedicated in doing the absolute best 

in order to have the best results on the 

track, and I’ll do whatever it takes to have 

the best results on the track. But that’s my 

mentality, and yes, I’ve always told myself 

that added pressure or extra pressure 

won’t help me to extract any more out of it.

WWD: Well, that’s also very wise. What 

are your main off-duty pastimes? I 

know you are also a piano player and 

already have nine songs under your 

belt. How did this come about? Does 

music help you unwind?

C.L.: Definitely. Music is and has always 

been a huge part of my life. Throughout 

my entire life, racing, music had a very 

important part. I haven’t always been 

playing the piano, but I’ve always been 

listening to music, and it’s always been a 

way for me to disconnect from racing. 

Obviously the Formula 1 life is quite fast 

paced. I’m going from one place to another 

every weekend, and it’s good to slow 

down. And for me, music has always been 

the best way for me to slow down and to 

not think about anything that is racing-

related. During the pandemic, I had a lot of 

free time, and I bought a piano, and since 

that moment onward, I started to learn to 

play, and I’ve absolutely loved it.

WWD: Did you learn with a teacher?

C.L.: No, I am self-taught. I took probably 

four or five lessons at one point because I 

wanted to try and learn how to read music, 

but I’m a very impatient person, so after 

those lessons, I decided I was just going to 

do it myself, and try and come up with my 

own songs. I know how to read music a 

little bit, but I don’t really play existing 

songs. Every time I play the piano, 

basically I make a song.

WWD: Fast paced on the piano, too. 

You have also diversified your business 

interests, investing in activities ranging 

from Lec ice creams and watch 

platform Chrono24 to management 

agency All Time. How have you 

approached these ventures? How do 

you understand what venture would 

be interesting and suit you?

C.L.: Chrono 24 is a little bit different. It 

was really more of an investment, more 

than anything. But Lec and All Time are 

very important to me, because these are 

obviously two ventures that I actually 

started myself with partners. The world of 

business is always something that 

fascinated me and that I wanted to put a 

foot in, but I was just waiting for the right 

opportunities. And like everything I do in 

life, it needs to have sense. And I needed 

these myself first, and then we thought 

about [opening up] to others. I’ve always 

loved ice cream since younger but being an 

athlete, you’ve got to take care a little bit 

about your figure and what you eat. And so 

I had to sacrifice the ice cream sometimes. 

And I was like, “Why? Why is there not this 

product on the market?” And so we came 

up with this idea of low-calorie ice cream, 

which is going super well and I’m super 

proud of it. All Time is basically the same. 

There’s so much going on outside an 

athlete’s career. Talking with people 

around me that have shared the same 

experiences as I did, I realized you can feel 

a little bit alone because everything is 

coming all at once, and athletes need to be 

supported properly for all of these things 

that happen outside racing and sports.

WWD: In what way?

C.L.: In many different ways. We are 

basically helping athletes to manage their 

private life in a better way outside their 

career. It’s more like a family office, 

basically. And obviously, Monaco has a big 

community of athletes and it’s also a place 

where we can show our experiences and 

help one another, athletes of different 

sports, not only racing.

WWD: Is that something that earlier on 

when you started you felt was missing?

C.L.: Yes, I think we all have support on 

the career side. But then once you get to 

Formula 1 obviously, not only your career 

changes, and also when you are a 

professional athlete, many other things 

change. My life has changed massively 

since I got to Formula 1. You’ve got to 

organize yourself differently, because 

obviously, it’s not necessarily possible to 

do what I used to do back then. So we’ve 

got an organization that knows what it’s 

like to be an athlete, who can just think 

about [their performance], and we think 

about the rest. It’s all still pretty new, and 

we are very proud of this.

WWD: How do you choose the brands 

you associate with?

C.L.: It is extremely important that we 

share the same values — precision, hard 

work, craft, matching the Formula 1 

craftsmanship. There are so many people 

behind the scenes in order to give me the 

best possible car. Richard Mille has been 

following me since I was 13 or 14 years old. 

The very first person that believed in me 

and actually financed my career in order to 

get to where I am today. APM is a Monaco 

brand, and obviously we are sharing the 

same values, having grown up in the same 

city, and it’s amazing to have such a big 

brand coming from my home country.

WWD: How would you describe your 

relationship with fashion? Is it correct 

to say that you like to wear 

understated styles?

C.L.: Yes, that is correct. I think I’ve 

searched myself over the years, like 

everyone does at one point in their life, 

understanding what clothes make you feel 

most at ease. But I love fashion. It’s still a 

world that fascinates me, that I am 

learning about and that I really enjoy. 

Actually, starting with Ferrari Style, we are 

going to do some things together, so I’m 

getting to know a lot more about fashion 

now. And it’s a way to express yourself 

without speaking, and this is really the way 

I like to look at it.

WWD: You once said that if you 

weren’t a driver you would have  

have been either an architect or  

had your own fashion brand. Should 

we expect one any time soon? You 

designed a clutch for Ferrari and 

there’s a capsule coming up that you 

will show in Monaco.

C.L.: Definitely, at least with Ferrari Style. 

It’s the first step that I take into this world, 

and I enjoyed so much the process of 

designing my own capsule because it’s a 

process that is also very intimate. You 

share who you are as the real you in order 

for the capsule to really represent you as a 

person. And that was super, super 

interesting, and to go into the finest details 

of every sample that we’ve done was a 

very interesting process.

WWD: Do you have a relationship with 

Ferrari’s creative director Rocco 

Iannone? Do you talk about fashion 

with him?

C.L.: Yes, yes, of course. Actually, Rocco 

was the main person with whom I’ve 

worked for this capsule, alongside his 

whole team, and we shared a lot of ideas 

with Rocco.

WWD: How do you train? You said you 

have to be careful about your weight so 

what do you do to keep fit?

C.L.: I do a lot of training, physical 

training. Obviously, there’s a mix of cardio 

and weight training. We can’t do too much 

weight training because we can’t be too 

heavy inside the car. So probably cardio 

training is what I do most. But it’s a 

combination of both. The weird thing 

about our sport, which is very specific to 

our sport, and we might be one of the only 

sports in the world where it’s like that, is 

that we cannot train in real life. We are not 

allowed to drive in Formula 1 cars 

throughout the season, apart from the 

races and on four or five days of official 

testing throughout the year. The rest is 

done virtually, and that is what I was doing 

this morning.

WWD. How many hours and how 

often?

C.L.: Normally it’s from nine in the 

morning to three in the afternoon with  

a one-hour break. I come here at least  

once a week to try and train on the 

simulator to prepare races. Also, as soon as 

I finish a race, I come here and I try to 

compare, how does it feel like in the 

virtual world, and how did it feel during 

the real race? And that’s how we try and 

make it the closest possible between the 

virtual world and the real world in order to 

be able to develop new parts of the car in 

the virtual world and then bring them into 

the real world.

WWD: And what do you eat when you 

train with the simulator?

C.L.: I kind of do the same diet as when 

I’m on the real car. So carbs, which gives 

you a little bit of the energy needed for this 

kind of days, mostly. But it’s all about 

balance, and it’s a very balanced diet. ■

“ I  T H I N K  O P E N I N G  F O R M U L A  1  A N D  T E L L I N G 

A  D I F F E R E N T  S TO R Y  T H A N  T H E  O N E  

O N  T H E  T R A C K  H A S  H E L P E D  F O R M U L A  1  

TO  B E  A  M O R E  P O P U L A R  F O R M . ”

Brunello Cucinelli  

leather jacket and suit; Umit  

Benan shirt; Zegna loafers.

Fashion assistant: Sandra Salibian

Senior market editor: Emily Mercer

Senior market editor,  

accessories: Thomas Waller
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  The retailer carries 
Ferragamo's exclusive 
footwear styles, along with the 
wider collection and the pre-
fall ready-to-wear collection.

BY LISA LOCKWOOD

Bergdorf Goodman will welcome 

Maximilian Davis, creative director of 

Ferragamo, to its store Friday for a cocktail 

party with top customers, influencers, 

actors and friends.

The designer, who was named creative 

director in March 2022, will be making his 

first U.S. appearance at a major retailer. 

Bergdorf’s is carrying Ferragamo’s 

exclusive footwear collection, along with 

the wider collection, as well as the pre-fall 

ready-to-wear collection.

The appearance is timed around the 

Met Gala, where Davis will be bringing 

and dressing three guests. Others at the 

event are expected to also be dressed in 

Ferragamo.

“Bergdorf Goodman is not just a store; 

it is an institution. It has an incredible 

legacy and an understanding of luxury that 

really speaks to what I am trying to do at 

Ferragamo. It is about connecting with a 

clientele that appreciates craftsmanship, 

history, but also wants something modern 

and forward-thinking,” said Davis.

Raised in Manchester, England, by 

Trinidadian-Jamaican parents, Davis had 

earlier launched his own label, Maximilian, 

under the mentorship of Fashion East, a 

British incubator for emerging designers. 

He was designing his own collection and 

was shortlisted for the LVMH Design 

Prize, but had to withdraw because he got 

a compelling offer from Ferragamo. He 

debuted his first collection for Ferragamo 

in spring 2023.

In an interview with Daniella Vitale, 

president of Ferragamo USA and Yumi 

Shin, chief merchandising officer at 

Bergdorf Goodman, they spoke about 

the importance of Davis’ visit, and their 

current Ferragamo business at Bergdorf’s.

Asked why they chose Bergdorf to make 

Davis’ first public appearance, Vitale said 

that Bergdorf’s represents the paradigm 

of specialty stores and has the ability 

to curate and support young designers 

and mentor them. “Max is part of a big 

company, but Max is a young designer. 

They’re so good at that. The combination 

of wanting our product in this incredible 

environment, the relationship that Max 

has with the store, and the love of the store 

just made perfect sense. We couldn’t think 

of a better partner,” she said.

Davis designed an exclusive footwear 

capsule that consists of seven pieces – 

four sandals and three mules. The sandal 

colors are forest green, terracotta, gold, 

and crystal and black. Mule colors are 

forest green, silver, and amaretti and rose. 

The mules, for example, retail from $995 

to $1,290. Vitale said when she recently 

took Leonardo Ferragamo [chairman of 

Ferragamo] to Bergdorf ’s, he turned and 

said to her, ‘Why don’t we have any of 

these?’ And I said, ‘That’s the idea of an 

exclusive capsule for Bergdorf.'” Both 

styles are archival from the ’40s.

“He [Davis] takes a lot of inspiration 

from the archives, and certainly does 

not execute in a literal way. He adds an 

incredible level of modernity to it. He’s 

been really good using the archives. 

I’ve never seen an archive like that in 

my entire career. It’s well preserved, it 

has everything, shoes, scarves, prints, 

apparel,” said Vitale.

All the Ferragamo products are featured 

together on Bergdorf’s fourth floor, but 

there will also be highlight moments in 

their respective area. Shin said they are 

pumped about this exclusive shoe capsule. 

When they visited the showroom, “we 

were super excited not only about the 

development of the footwear, but the 

handbags and the ready-to-wear, and the 

modernity he brings. Max has brought 

such a bold new energy to Ferragamo. 

What’s exciting as a retailer is to see that 

the brand is not only evolving under his 

creative vision, he has thoughtful nods and 

heritage. This capsule embodies that.”

“He has brought this modernity, but is 

still very respectful to the heritage. He’s 

able to animate it in such a new way that it’s 

appealing to the global customer,” said Shin.

Shin called it a big moment for the 

retailer. Bergdorf’s has been carrying 

Ferragamo’s RTW since 2023. Prior to 

Davis’ arrival, the luxury brand did cut-

and-sewns and knits, but it wasn’t a full 

apparel collection and they didn’t need 

to be in a specialty store. They did the 

clothing for their own stores. “The apparel 

collection is quite new,” said Vitale.

She explained that many young 

designers come into a design house and 

blow things up. “He [Davis] did not. He 

was so inspired by the brand’s history and 

legacy. We certainly can’t let that define us. 

He was so impressed with the archives and 

understood he could do so much with it,” 

said Vitale. “We’ve had a designer but not 

on the level of Maximilian, particularly in 

ready-to-wear,” she said. “He’s really one 

of the most talented designers I’ve worked 

with.”

The 30-year-old Davis flew into New 

York Thursday to do fittings, and planned 

a meet-and-greet with Ferragamo’s 

corporate team on Friday. He then 

planned to visit Bergdorf’s for the product 

knowledge seminar with employees, and 

Friday evening he will attend the cocktail 

party at Bergdorf’s, hosted by Linda Fargo, 

senior vice president, women’s fashion 

and store presentation director. Some 100 

guests are expected.

Vitale said she’s been pleased with 

Ferragamo USA’s overall wholesale 

business. “It’s performing well. Our 

wholesale business is up. It’s been a little 

bit of a bumpy season in terms of some 

weeks are great, some weeks are not. It 

seems to be how the market 

does and what announcement 

we have that day. We’ve had a 

good season at wholesale, and 

we had a good quarter in the 

Americas. We haven’t closed 

April. Considering what’s 

going on in the larger context, 

we’re pretty pleased how it’s 

performing,” said Vitale.

At Bergdorf’s, Shin said 

she was very happy with 

Ferragamo’s business. “We 

have nice momentum across 

the board. We’re also seeing 

growth in all of our customer 

segments with the biggest 

growth coming from our top 

clients.” She said the handbags 

“have definitely seen a little bit 

more of a distorted growth and 

then RTW.”

“We’ve had an exceptional 

year since we introduced 

Hug [the handbag line],” said 

Vitale. This was Davis’ first big bag, “and 

it’s been absolutely explosive.” After they 

introduced it, they launched soft Hug and 

mini-Hugs. “The hardware is consistent 

with small leather goods. It’s become 

very recognizable. We’ve done a lot of 

campaigns around it, both digital and 

institutional, and the bag has really gained 

momentum. It’s our number-one bag and 

it’s more than 50 percent of the business 

now. And has long runway. We think the 

bag is going to continue,” said Vitale.

Shin said the Hug is its number-one 

handbag in the Ferragamo collection.

For the RTW collection, Vitale said that 

Davis very often draws inspiration from 

Africa and the Caribbean. “He cleverly 

took the palette and some of the prints 

from postcards that showed Caribbean 

landscapes and flora and were in an ’80s 

tourist brochure, and… developed a lot 

of prints….it’s a very beautiful collection. 

Pre-fall and fall runway were very well 

received,” said Vitale. She said that Davis 

is designing both women’s and men’s 

RTW. “Women’s developed and became 

a focus. Men’s is a little more commodity-

driven right now, but we’re really ramping 

up in mens in terms of design and finding 

our language.”

As for bestsellers, Vitale anticipates all 

the prints will do well as well as the tie-dye 

series. “All the silk and cotton knits will 

be really successful. He’s very good on 

draping dresses and little tops. Bergdorf 

bought some of the prettier pieces, such 

as the long blue dress with a wrap waist,” 

said Vitale.

The footwear features cork, which has 

been a big material for Ferragamo. A whole 

series of footwear that is coming for pre-

fall is centered around cork and suede and 

metallics. “It’s a sphere on the bottom of 

the shoe which is really cute.”

At Ferragamo USA, men’s footwear is 

the largest category, followed by women’s 

handbags and women’s shoes, said Vitale.

Vitale said Davis will also be feted 

Saturday night at Ferragamo’s New York 

flagship for its best customers, along with 

a big dinner. Ferragamo’s design team flew 

over to get celebrities ready for the Met 

Gala. They’ll go the respective hotels to do 

the fittings. Davis will be outfitting both 

women and men in Ferragamo.

Vitale said she anticipates Ferragamo 

will name a new CEO by the end of the 

year, succeeding Marco Gobbetti, who left 

the Florence-based company in March.

FASHION

Bergdorf Goodman to Welcome Ferragamo’s 
Maximilian Davis With Cocktail Party

Maximilian Davis 

Exclusive Ferragamo sandals. 
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  CEO Stephen Yalof sees 
opportunities to attract 
fashion brands, restaurants 
and entertainment concepts  
to Tanger properties that 
weren't there before.

BY DAVID MOIN 

Tanger, lifted by its diversifying tenant 

mix, property portfolio and shopper 

demographics, reported another quarter 

of solid results, posting gains across most 

metrics.

Net income was down — 17 cents per 

share, or $19 million, compared to 20 cents 

per share, or $22.2 million a year ago — 

due to a non-cash impairment charge of 4 

cents per share, or $4.2 million, related to 

the sale of a center in Howell, Mich., last 

month. However, funds from operations 

reached 53 cents per share, or $62.7 

million, compared to 51 cents per share, 

or $58.6 million, for the year-ago period. 

Core funds from operations were 53 cents 

per share, or $62.7 million, compared to 

52 cents per share, or $60.1 million, for the 

prior year period. FFO and Core FFO are 

widely accepted measures in the real estate 

industry to gauge company performances.

Occupancy was 95.8 percent on March 

31, compared to 98 percent on Dec. 31, 

2024, and 96.5 percent on March 31, 2024, 

reflecting the timing of tenants leaving 

and others filling the space through 

Tanger’s re-merchandising strategy. Of 

the 15 Forever 21 stores that closed at 

Tanger centers, six have been taken over 

by Barnes & Noble, Sephora and a couple 

of other brands. Forever 21 has been 

liquidating and closed the 350 stores it had 

in the U.S.

On a same-center basis, occupancy was 

95.9 percent on March 31, 98.2 percent on 

Dec. 31, 2024, and 96.8 percent on March 

31, 2024. The same center portfolio excludes 

The Promenade at Chenal and Pinecrest, 

which were acquired in the fourth quarter of 

2024 and first quarter of 2025, respectively, 

and the center in Howell, Mich.

On a same-center basis, average tenant 

sales per square foot were $451 for the 12 

months ended March 31 compared to $440 

a year earlier.

“Our business is really good,” Stephen 

Yalof, president and chief executive officer, 

told WWD. “I hate to be overly optimistic 

but retailers are talking about opening 

more stores,” which will add to the 

growing diversity of Tanger’s tenant mix.

In the aftermath of Shake Shack beginning 

to open at Tanger properties, “Restaurants 

are paying more attention to outlets than 

ever before,” Yalof said. With full-price 

centers now part of the portfolio, Tanger is 

no longer just an outlet center operator and 

now gets “a seat at the table” with full-price 

retailers that previously didn’t lease with it.

In addition, “We are starting to see 

shoppers that typically shopped full-price 

now coming into our channel to find 

brands they like,” said the CEO.

He also sees younger shoppers visiting 

Tanger centers in greater numbers, noting 

that many are shopping Gap, which he said 

is “really cool again,” as well as American 

Eagle, Sephora, and a Japanese skin care, 

health and beauty brand called Miniso, 

among other retailers with a youth appeal.

Last February, Tanger acquired 

Pinecrest, a 640,000-square-foot, open-

air, mixed-use center in Orange Village, 

Ohio, for $167 million. Earlier, Tanger 

acquired Bridge Street Town Centre, an 

825,000-square-foot, open-air lifestyle 

center in Huntsville, Ala., for $193.5 

million, and The Promenade at Chenal in 

Little Rock, Ark., a 270,000-square-foot 

upscale, open-air lifestyle shopping center, 

for $73 million. The purchases reflect 

Tanger’s efforts over the past couple of 

years to extend its real estate portfolio 

beyond outlet centers and into full-price 

open-air retail centers the company 

considers dominant in a market.

“Given the current macroeconomic 

environment, we believe our strong, 

low-leveraged balance sheet and ample 

liquidity provide stability and the ability 

to remain opportunistic with our growth,” 

Yalof said in a statement, raising the 

possibility of additional acquisitions in the 

not-too-distant future. The publicly held 

company’s portfolio of 38 outlet centers, 

one adjacent managed center and three 

open-air lifestyle centers includes more 

than 16 million square feet positioned 

across tourist destinations and markets in 

21 U.S. states and Canada.

Yalof also stated his company is 

seeing “continued momentum in our 

re-merchandising strategy to elevate and 

diversify our tenant mix as we replace less 

productive tenants and add more desirable 

retailers, restaurants, and entertainment 

across our portfolio.”

Regarding the impact of potential tariffs, 

Yalof said, “There has not been much of an 

inventory issue in the outlet channel.”

Still, in a switch in the marketing 

calendar, Tanger’s back-to-school sales 

will begin June 1, to capture shoppers 

who are concerned about there being less 

inventory closer to when kids return to 

school. Last year, Tanger’s back-to-school 

sales started at the end of the summer.

“There is that cloud of uncertainty,” Yalof 

acknowledged. “Some folks are anticipating 

they might not get the products they want 

in the back half of the year.”

Regarding tariff-related price increases, “I 

have not seen a material change in pricing 

in our portfolio, in some instances retailers 

have said their buys and landed goods are 

pretty set for the next quarter or two.”

  The e-commerce giant, 
which is upping its high-end 
game, said it’s prepared for 
disruptions from tariffs.

BY EVAN CLARK

There’s Amazon’s new push into luxury 

with Saks and then there’s the e-commerce 

company’s push even higher — literally 

into space. 

Amazon’s quarterly updates to Wall 

Street contain a list of things it’s checked 

off its to-do list. 

There were over 25 items checked off with 

first-quarter results on Thursday, illustrating 

just how much the company is working on 

at any given moment and how hard it is 

for almost any regular retailer to compete, 

especially with big increases in tariffs 

working their way through the system.

“We’re pleased with the start to 2025, 

especially our pace of innovation and 

progress in continuing to improve customer 

experiences,” said Andy Jassy, president 

and chief executive officer, in a statement. 

In between the launch of its first Project 

Kuiper satellites into low earth orbit and a 

new AI model that can use a web browser, 

Amazon tucked in a few fashion updates. 

The company made a big step forward in 

its effort to expand into luxury, opening a 

storefront on its luxury platform for Saks, 

featuring brands like Dolce & Gabbana, 

Balmain, Giambattista Valli, Erdem and 

Fear of God.

The company also expanded its core 

selection with goods from Michael Kors, 

The Ordinary, Laura Mercier and Tarte.

Amazon’s ability to keep offering new 

products showed up on its top line. 

Sales for the first quarter ended March 

31 rose 9 percent to $155.7 billion, with 

North America up 8 percent to $92.9 

billion. That powered a 64 percent 

increase in net profits, to $17.1 billion.

Those heavy footsteps approaching the 

heart of fashion might be Amazon’s — if 

not, it’s the immediate impact of President 

Donald Trump’s trade war. 

Even Amazon will feel the impact of a 

145 percent tariff on Chinese goods, which 

promises to shortly choke off trade between 

the world’s two largest economies. 

Jassy told analysts on a conference 

call: “We haven’t seen any attenuation 

of demand yet. To some extent, we’ve 

seen some heightened buying in certain 

categories that may indicate stocking up in 

advance of any potential tariff impact. We 

also have not seen the average selling price 

of retail items appreciably go up yet.

“This could change depending on 

where tariffs settle,” the CEO said. 

“Amazon is not uniquely susceptible to 

tariffs… We also have an extremely large 

selection, hundreds of millions of unique 

[stock keeping units], which means 

we’re often able to weather challenging 

conditions better than others. When there 

are periods of discontinuity, substantial 

unexpected product trends emerge. Think 

about the pandemic when items like 

masks [and] enhanced sanitizer became 

big sellers. When you have the broadest 

selection like we do and 2 million-plus 

global sellers like we do, you’re better 

positioned to help customers find 

whatever items matter to them at lower 

price points than elsewhere.”

BUSINESS

Tanger Posts Solid Q1 Amid 
Increasingly Diversified Tenant Mix
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Saks Joins Amazon 
Luxury as Trade War 
Looms Over Retail

Luxury handbags 

arriving on 

Amazon via Saks.

Tanger Outlets in 

Fort Worth, Texas. 
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  A spokesperson for the 
creative director described  
the allegations as  
"categorically untrue."

BY ROSEMARY FEITELBERG

A legal complaint was filed in a New 

York Supreme Court Tuesday alleging 

that Riccardo Tisci drugged and sexually 

assaulted a man last year.

In the filing, Patrick Cooper claimed that 

the former creative director of Givenchy 

approached him in an East Harlem bar, 

struck up a conversation, put a drug in 

his drink when he was not looking and 

that led to him being unable “to fight, stop 

or defend himself” from Tisci’s alleged 

“predatory, sexual and unlawful assault 

and battery” of him. Cooper alleged that 

once the drug took effect, the designer took 

him to Tisci’s New York City apartment, 

where Tisci prevented him from leaving 

and assaulted him. Cooper claimed that he 

woke up naked with Tisci next to him and 

had lacked the capacity to consent.

A spokesman for Tisci said Thursday, 

“These allegations are categorically 

untrue. Riccardo looks forward to clearing 

his name of these false and malicious 

accusations. He will obtain vindication 

through due process.”

Cooper’s attorney Philip Hines of Held 

& Hines deferred any further comment 

Thursday until his client could be reached.

In the 11-page complaint that was filed in 

the Supreme Court in the state of New York 

and was first reported by The Independent, 

Cooper is seeking compensatory and 

punitive damages “in a sum exceeding 

the jurisdictional limits of all lower courts 

which would have jurisdiction over this 

matter, as well as attorney fees, costs and 

any and all further relief that the court 

deems just and proper.”

The alleged incident between Tisci 

and Cooper took place in June 2024 at 2 

Sisters 4 Brothers Restaurant & Lounge 

in East Harlem. A media request to that 

establishment was unreturned Thursday 

afternoon.  

Tisci, who is represented by the United 

Talent Agency, is known globally for 

having been the creative lead at Burberry, 

and prior to that at Givenchy. After joining 

Burberry as chief creative officer in March 

2018, Tisci amped up its house monogram 

and introduced celebrity friends like Nicki 

Minaj to the brand. His five-year run ended 

in 2023. Tisci, whose edgy creations as 

creative director pushed Givenchy in a 

new direction, exited the European house 

in 2017, ending a 12-year tenure.

More recently, Tisci is said to be 

wrapping up work as the art photographer 

for a luxury coffee-table book. He is also 

expected to announce a collaboration with 

a lifestyle fashion brand in the coming 

weeks. The designer also created the white 

dress that his friend Marina Abramovic, 

the Serbian performance artist, wore at 

last summer’s Glastonbury Festival for the 

“736 Hour” silent piece.

  This marks the brand's  
first independent store  
outside of its flagship in 
Brisbane, Australia.

BY RYMA CHIKHOUNE

“Opening in a global city like Los 

Angeles has always been a wonderful 

dream,” said Margot McKinney.

The Australian jewelry designer has 

brought her namesake brand to The 

Peninsula Beverly Hills, the five-star hotel 

at the intersection of Wilshire and South 

Santa Monica boulevards. It marks Margot 

McKinney’s first independent boutique 

outside of its flagship in Brisbane, Australia. 

The shop in Beverly Hills, a 180-square-

foot jewel box, is located around the 

corner from the hotel lobby.

“When this opportunity arose at The 

Peninsula, I was so excited, because The 

Peninsula is really the right place for us to 

be,” she continued. “They have the same 

family values.”

A fourth generation of the McKinney 

family, her great-grandfather, John, 

established the business in Toowoomba, 

Queensland, as a tobacconist and retailer 

of imported goods. The second generation 

brought fine merchandise into the shop, 

including pearls from Japan, and grew it 

into a successful department store that 

offered fine jewelry.

Margot McKinney has carried that 

heritage forward and shaped a brand that’s 

known for its bold and nature-inspired 

designs blending opals, pearls and colorful 

gemstones, sold at retailers including 

Neiman Marcus and Bergdorf Goodman.

“The jewelry that we have is really 

very special,” said McKinney. “Australia 

produces the finest pearls in the world. We 

have the most beautiful opals. We’re now 

a fifth-generation business — it’s 141 years 

old — and we have amazing relationships 

with the finest gem cutters in the world. 

And I really am a firm believer that every 

business is about relationships.”

She works with the likes of Paul-Otto 

Caesar, a gem cutter in Germany; Aji 

Ellies, a pearl farmer in Australia and 

Peter Gregory Sherman, an opal miner in 

Australia — all fifth-generation businesses.

“Most of the opals that I use are from 

last century,” she went on. “They were 

mined in the 1960s and 1970s. And 

it’s because Peter has these incredible 

relationships with old miners and old 

families that I’m able to design with these 

incredible gemstones.”

The shop at The Peninsula showcases 

collections of vibrant statement stones, 

priced around $20,000 for pearl earrings 

to several million dollars for pieces  

crafted with rare gems. A standout is 

the Marina necklace, which debuted 

at the TEFAF Maastricht art fair in the 

Netherlands, a 241.14-carat cushion-

cut green beryl with a baroque pearl 

suspended from a 65.72-carat aquamarine 

gemstone, and set with an arrangement 

of green tourmaline, diamonds, baroque 

South Sea pearls, sapphires, aquamarines, 

paraibas and tsavorites.

The walls are covered in teal chinoiserie-

inspired wallpaper with botanical and 

exotic bird motifs, while the cabinetry and 

trim feature McKinney’s signature Kelly 

Green. An antique wooden desk sits to the 

side, paired with leopard-print chairs.

“This is an exciting opportunity,” she 

said of landing in Beverly Hills. “And 

I think business is all about, when an 

opportunity presents itself, saying, ‘Yes, 

I’m going to take it.’”

Of what’s next, McKinney added: “I’m 

always thinking about my collectors and 

matching beautiful pieces of jewelry with 

happy families. That’s what I love doing.”

FASHION

Riccardo Tisci Faces 
Accusations of Sexual Assault

ACCESSORIES

Margot McKinney’s  
First U.S. Boutique 
Opens at The Peninsula

Riccardo Tisci 

Margot 

McKinney 

jewelry. 

Margot McKinney (right) and her 

nephew, Andrew McKinney Welch, 

who works for the family business.
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  The retailer's new store  
format was introduced 
Thursday in the U.S. at 
Manhattan's Hudson Yards.

BY DAVID MOIN

Zara has developed an elevated, tech-

enabled retail experience which on 

Thursday made its U.S. debut at The Shops 

& Restaurants at Hudson Yards.

On Wednesday, WWD took a private 

tour of the 22,000-square-foot Zara 

store, situated on the third floor of the 

Hudson Yards mall on Manhattan’s far 

west side. The Zara store is an expanded 

version of the two-level, 18,000-square-

foot Zara unit that opened when Hudson 

Yards launched in 2019. It now spans a 

single floor with two main entrances, 

and showcases Zara’s latest women’s and 

men’s collections.

Gone are the escalators and the jumble 

of merchandise racks. Instead, there’s 

a cleaner, more contemporary, and 

warmer ambience marked by porcelain 

flooring created to emulate the refined, 

industrial aesthetic of micro cement; 

overhead directed LED spotlighting, wood 

fixtures, area rugs, leather sofas and 

virtually no signage though the denim 

area has digital displays. The store is 

designed with an easy flow of boutiques, 

each housing different day and evening 

clothes and accessories, from Zara’s 

more sophisticated ready-to-wear and 

tailored looks, to the brand’s trendy 

and casual styles. While each boutique 

exudes a different personality, there’s a 

cohesiveness to the overall space.

There’s also innovative fixturing, 

including ceramic bases or modules 

replicating the look and texture of  

bricks in women’s and in the footwear  

and accessories section. The gray  

metallic fixturing in the denim area 

projects a youthful aura, and there are 

oversize mirrors, 8.8 feet by 5 feet, for 

head-to-toe viewing.

The emphasis on outfitting is 

appreciable, in particular with matching 

sets such as a fluid-fitting viscose blouse 

paired with a wide-legged trouser, priced 

$79 for each piece. There are also linen 

outfits, with blazers and wide-leg pants 

with elastic waistbands, at a similar price 

point. Knitwear is also highlighted. Yet 

the stock keeping unit count on the selling 

floor is restrained, so for example, in 

footwear, a style will be displayed in just 

one size, or in fashion, not every color of 

a style is displayed, adding a boutique feel 

to the selling floor — and that’s where the 

technology comes in.

With RFID, Zara has been ahead of the 

game. The retailer began implementing 

RFID in 2013 and by 2015 it was rolled 

out to the entire collection, enabling 

quick locating of items in a specific color 

or size that a customer saw on the Zara 

website and wants to see in the store. 

The RFID enables Zara associates to 

locate an item wherever it might be in the 

store, in a stockroom, in another store, 

or online. With the Zara app, a digital 

map of the store can be accessed on a 

cell phone, indicating where a requested 

item is located. The RFID readers are 

overhead. Zara has been “obsessed” 

about integrating RFID across its shopping 

channels, a spokesperson said.

In a spacious service section, there are 

automated parcel dispensers to pick up 

orders made online. Only a personal QR 

code is required to access a package. At 

any given time, up to 500 packages can be 

accommodated by the system. Customers 

can place online orders for in-store pickup 

within two hours.

There is a self-checkout area, which is 

easier to use than what is often found at 

a pharmacy or mass merchant. Shoppers 

just drop all of the items together in a 

bin, the price of the garments and the 

total pops up on a screen, they pay by 

card or cash, and receive a printed or 

email receipt or find the receipt in their 

Zara app profile. An associate is present 

if assistance is needed. There also are 

manned cashier points.

Making returns is also an automated 

process. Customers with their QR code 

accessed on the Zara app, scan the 

code to see on a screen all the products 

purchased online in the last 30 days. 

They click on the screen the items to be 

returned, receive a sticker label, package 

the items, and place them in a bin that 

automatically accepts the returns. The 

customer receives a credit in three to five 

days. Zara is known for its fast supply 

chain and generating rapid inventory 

turnovers, leading to lots of returns, so 

it’s important to have an efficient, less 

costly way of handling returns and to 

make returns easy for the customer.

Fitting rooms are rigged with 

technology. When the light above a fitting 

room curtain is on, it means the room is 

vacant. If the light is off, there is someone 

inside. The store has 20 fitting rooms for 

women and ten for men, several more 

than in the original setting.

“The store offers our customers the 

latest technological advancements that 

seamlessly integrate physical and online 

shopping including an online order pickup 

point with an automated storage area 

and automatic online return points,” the 

spokesperson said. An online order in the 

store’s storage area can be accessed via a 

customer’s personal QR code on the Zara 

app which keeps an online record of all 

their purchases.

Additionally, Zara in Hudson Yards has 

a recycling area for its cardboard boxes 

containing items that were ordered. There 

is also a drop-off point to donate clothes, 

from any brand, not just Zara, to extend 

the useful life of pre-owned garments.

Last month, Zara’s elevated retail 

experience first appeared at the flagship 

in Nanjing, China. The format has since 

emerged in a handful of locations in 

Spain, Switzerland, U.K. and Germany, 

as well as at Hudson Yards. The openings 

in Cambridge, Mass., and La Brea, Calif., 

around the end of May or early June; 

and in early June at the reopening of the 

flagship being overhauled in The Grove in 

Los Angeles will sport the new look.

Zara operates a total of 103 stores in 

the U.S., including Puerto Rico, and has 

1,700 stores operating in 98 markets 

around the world. Many, if not all, of the 

elements seen at the Hudson Yards store 

will be incorporated in new or renovated 

stores going forward. For about five 

years, Zara has been opening stores with 

greater square footage, enabling the entire 

collection to be presented on the selling 

floors, while also offering greater service.

Given the new format and the ongoing 

rollout of new stores and renovations, 

Zara’s parent Inditex is looking to the 

future with confidence following a strong 

2024, with sales up 10.5 percent at constant 

currency to 38.6 billion euros. At reported 

exchange rates, sales grew 7.5 percent. 

EBITDA, or earnings before interest, taxes, 

depreciation and amortization, rose 8.9 

percent to 10.7 billion euros, while net 

income in the 12-month period was up 9 

percent to 5.9 billion euros.

BUSINESS

Zara Elevates Its Shopping Experience

Here and below: 

The new Zara at 

Manhattan's 

Hudson Yards. 
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  KEH Camera offers value, 
expertise and sustainability  
to serve photographers  
and videographers  
across North America.

BY ARTHUR ZACZKIEWICZ

KEH Camera has been buying, selling 

and trading pre-owned photo and video 

equipment for more than four decades to 

creative professionals and hobbyists alike. 

Founded in 1979, the Smyrna, Ga.-based 

company has more than $100 million in 

annual sales. It has become the largest 

North American marketplace for pre-owned 

gear while championing sustainability 

through the circular economy.

Here, Glenn Kaufman, chairman and chief 

executive officer, discusses the company’s 

history, its emphasis on service, tariffs and 

the future of the used camera market.

WWD: Tell us about KEH Camera, when 

and where it was founded, and why.

Glenn Kaufman: KEH Camera is the 

largest company buying, selling and 

trading pre-owned photo and video gear 

in North America. It’s also the original 

business that has been operating since 

1979. We were founded by King Grant 

Jr., who started the business by buying 

and selling camera gear through ads 

in Shutterbug Magazine and then in 

catalogues thereafter until the introduction 

of the web in the mid-1990s. Our tag line 

is “Better than new,” and we have deep 

conviction behind that. We turn products 

that might have been sold once, used for 

a number of years, and then left sitting in 

a closet or attic for a decade into products 

that may be used by three, four or five 

people over its lifetime. By doing that, 

we allow people to get better value — and 

hence much better equipment for their 

dollar. And we help the planet by powering 

the circular economy.

We are a modern, technologically 

sophisticated business that has a 

DNA driven by an employee base of 

photography, videography and gear 

experts, many of whom have been here for 

decades. So while the brand is 46 years old, 

and we have certainly utilized technology 

to continuously improve the customer 

experience, our mission, values, quality 

and expertise are very much in line with 

what they have been since our early days.

Today, we have the largest breadth of 

photo and video gear of any company in 

the country, and it ranges from the hottest 

products in the market today to mid-level 

items to classic film cameras. And we 

employ over 200 people around North 

America, including at our HQ in Smyrna, 

Ga., where we stock and ship 275,000 

pieces of gear that become incredible 

creative tools in the hands of people, 

rather than being sent to landfills.

WWD: How would you  

describe the value proposition  

of KEH for consumers?

G.K.: It’s quite straightforward. We provide 

consumers with the broadest array of photo 

and video equipment anywhere and offer it 

to them fully inspected and warrantied by 

the largest company in the industry that has 

a 50-year history of trust. The consumer 

gets far more value than they can get any 

other way, and does so while also benefiting 

the planet. The products they get are 

indeed better than new.

Our KEH Certified experts have 

hundreds of years of combined 

experience, having worked with every 

camera manufacturer and carrying 

irreplaceable knowledge, which is 

something we pride ourselves on and a big 

part of why our repeat purchase rate has 

been tremendous for almost 50 years.

At the same time, we offer consumers 

with existing photo or video gear the 

easiest, most convenient and most 

trustworthy way to turn their gear into 

either cash or other gear — online, through 

our virtual buyers, in our retail stores, 

or at 200 events we hold around North 

America each year.

WWD: How would you describe  

your target customer?

G.K.: KEH is for everyone, from the 

professional who needs top-quality gear to 

the urban hobbyist looking for entry-level 

professional-grade equipment that’s priced 

competitively.

In today’s world, where the creative 

economy is central, photos and videos 

are ubiquitous and growing in number 

exponentially. The reality is that people 

of all types want to increase the quality 

of the equipment they use to express 

themselves, personally and professionally. 

And nobody offers the breadth of photo 

and video products and value to do so at 

all levels like KEH.

Cameras on phones are a given, but 

the output has a sterile and generic feel, 

and so people of all ages have stuck with, 

returned to or begun to adopt “real” 

cameras as a way to improve the quality, 

authentic and individualized nature of 

what they share. Nobody is better than 

KEH gear experts at helping people find 

what will help them accomplish their goals 

at tremendous value.

WWD: What do photographers expect 

when shopping for used equipment? 

And what role does trust play in their 

shopping experience?

G.K.: Trust is essential. Truly essential.  

Purchasing pre-owned equipment is truly 

compelling, in large part because you get 

the same product at a far greater value. 

But that is only true if you know you are 

getting the same quality product and if 

you have a first-tier brand and company 

standing behind it. KEH has earned trust 

by delivering quality products and backing 

it up for almost 50 years. Nobody else 

has done that, and nobody takes its focus 

on its relationships with customers more 

seriously than KEH.

Beyond that, photographers and 

videographers — of any level — want great 

selection, convenience and the ability to 

buy, sell and trade. KEH doubles down 

on service to connect with customers as 

no other photo and video gear company 

does — online, on the phones, at hundreds 

of community events. And we do it with 

the most knowledgeable and consumer-

friendly experts who love to share their 

passion and understanding with everyone 

from beginners to experts.

At a minimum, professionals are looking 

for dependable inventory, top-quality and 

professional-grade equipment, effortless 

trade-ins, excellent customer service and 

reliable and fast repairs. At KEH, we take it 

a step further and have real professionals 

supporting you along your camera 

journey.

WWD: How is KEH positioned and 

insulated from current tariffs?

G.K.: KEH is built on a circular economy 

model where the vast majority of what we 

sell comes from what is already in use and 

owned by other consumers. As a result, 

we source very little of our product from 

overseas, something that makes us and our 

customers largely unimpacted by tariffs. 

If the prices of most products rise in a 

meaningful manner, do not be surprised 

that the prices of products are far less 

impacted, making the value KEH delivers 

to consumers even more significant.

WWD: How do you see the used 

camera market evolving? What’s next?

G.K.: The creative economy and the 

circular economy are each powerful forces 

that continue to be in their early stages of 

growth. While KEH has grown significantly 

year after year and is the leader in pre-

owned gear in North America, the market 

continues to grow and will continue to grow.

The ability to deliver the greatest value 

to customers will never go out of style. 

And as KEH continues to double-down 

on expanding its breadth of product, its 

expertise and the additional offerings it 

brings to those using photo and video 

gear, we hope to welcome and empower 

countless more customers. Better for your 

wallet. Better for the planet. Better than 

new. We couldn’t think of anything else we 

could go do that would be better than that.

BUSINESS

KEH Camera: At the Center of the  
Creative and Circular Economy Since 1979

   In 
Focus Business Insights

Inside the company's 

Smyrna, Ga. headquarters. 

Glenn 

Kaufman







Amid headwinds, price elasticity has become a critical strategic tool. 

Tune in to learn how to translate elasticity metrics and AI market 

intelligence into real-world pricing, forecasting and sourcing decisions 

that directly safeguard margin, revenue and customer retention.

TARIFF 
TURBULENCE
Leveraging Technology & Pricing Elasticity to Thrive in 2025 



42  MAY 2, 2025

S
te

p
h

a
n

ie
 R

a
d

l p
h

o
to

g
ra

p
h

 b
y

 G
is

e
la

 S
c

h
o

b
e

r

Fashion Scoops

Mew 

O’Clock
Any brand would tell you 

their latest ambassador is 

the cat’s meow, but Hublot 

has tapped the purr-fect 

one: Choupette.

The blue-eyed Birman, 

who was Karl Lagerfeld’s 

beloved pet, is the star of 

the Swiss watchmaker’s 

campaign released 

Friday to mark the 20th 

anniversary of its Big Bang 

collection. 

In the campaign shot 

by Dutch photographer 

Carlijn Jacobs, Choupette 

is cradled in the arms of a 

suited figure sporting the 

Big Bang 20th Anniversary 

Red Magic model in a 

reminder of the close 

relationship between the 

famous feline and the late 

couturier.

There are behind-the-

scenes moments, too.

One sees Choupette 

gazing intensely at the 

viewer, lounging on crimson 

silk with a Champagne 

coupe full of milk in the 

background and the red 

watch in the foreground.

A short clip released 

on social media figures a 

fashion-typical model on 

a solid gray background — 

with a surreal touch. Where 

the human model’s head 

should be is Choupette 

peeking out of a peacoat 

and scarf neckline, her 

eyes drawn toward the 

red Hublot timepiece on 

the human’s hand. She 

eventually leaps down, 

leaving her “body” behind.

If having a model with 

no wrist — and no use 

for a timepiece — seems 

like an odd choice for a 

watchmaker, the famously 

spirited feline is a fit for 

Hublot.

“Choupette embodies 

the unapologetic spirit that 

Hublot embodies,” Hublot 

chief executive officer 

Julien Tornare told WWD 

exclusively. “Her cultural 

impact stems from her 

passionate singularity and 

bold authenticity, qualities 

that resonate with the 

Hublot way of life.”

More than a campaign, 

her presence is “about 

celebrating the audacity to 

be different, the courage 

to defy convention, in 

other words, the Hublot 

‘Revolutionary Mindset,’” he 

continued.

Hence the introduction 

of a new “Own It” tag line, 

as part of the celebration 

of the Big Bang’s 20th 

anniversary.

Launched in 2005, the 

initial model received the 

Best Design award at the 

Grand Prix d’Horlogerie de 

Genève, considered the 

Oscars of the watchmaking 

world.

It was “a revolution in 

watchmaking, a perfect 

union of tradition and 

modernity,” Tornare said.

“While remaining rooted 

in the values of luxury 

watchmaking, such as 

artisanal quality and 

attention to detail, Hublot 

has managed to position 

the Big Bang as a disruptor 

within an industry that 

has traditionally seen little 

design innovation,” the 

executive continued. “This 

is what sets us apart.”

Further images in the 

campaign will be released 

later in May. One will 

showcase the zingy Big 

Bang Tourbillon Automatic 

Yellow Neon Saxem on the 

wrist of “a chic mysterious 

lady in a statement faux-fur 

coat,” while the sculpted 

wrist of an athlete will 

showcase the Big Bang 

20th Anniversary Titanium 

Ceramic for another shot.

The campaign is set to 

break on Friday on Hublot’s 

website, social media 

channels as well as on 

billboards plus print and 

digital media globally.  

— LILY TEMPLETON

Suhl’s  

New Role
The buzzy British retailer 

End. has tapped fashion 

management veteran 

Sebastian Suhl as chief 

executive officer.

Suhl will join the company 

this summer as it embarks 

on a new chapter focused 

on “sustainable growth 

and continued innovation” 

in a rapidly evolving retail 

landscape.

As part of the transition, 

the current CEO Parker 

Gundersen has stepped 

down from the role with 

immediate effect. Chief 

financial officer Karen 

Dracou will serve as interim 

CEO until Suhl arrives.

Company chairman 

Martin Brok said, “Suhl 

brings exceptional 

leadership, a strong 

strategic vision, and a 

deep understanding of 

our industry. We would 

also like to sincerely thank 

Parker for his contributions 

and leadership during his 

tenure, and we wish him 

the very best in his future 

endeavors.”

Suhl served as CEO 

of Trussardi from 2020 

until 2023, when he left 

the Italian brand amid a 

company shakeup. He 

was previously managing 

director of global markets 

at Valentino, and before 

that, he served as CEO of 

Marc Jacobs International. 

Suhl has also worked at 

Givenchy and Prada Group.

Last October End. 

was acquired by private 

equity firm Apollo Global 

Management from The 

Carlyle Group. End. 

founders Christiaan 

Ashworth and John Parker, 

who launched with one 

store in Newcastle, England, 

in 2005, have since stepped 

back from the business.

There are now concept 

stores in London, Milan, 

Manchester and Glasgow. 

In London and Milan, 

there are often long lines 

snaking outside the stores, 

especially when limited-

edition collaborations are 

being dropped.

In an interview last 

December, Gundersen 

said that under the new 

ownership, the retailer 

was looking to declutter 

and return to growth mode 

by embracing its roots in 

fashion curation.

End. is also looking to 

reinforce its long-standing 

relationship with core 

customers and brand 

partners and boost its 

visibility in the market.

The company is marking 

20 years in business this 

year with a steady stream 

of events, collaborations, 

and exclusive releases 

aimed at embracing its 

existing community and 

attracting new customers. 

— SAMANTHA CONTI

All Yours
Zales‘ latest campaign, 

dubbed “Own it,” aims to 

celebrate a new generation 

of consumers.

On Wednesday in New 

York, the brand got a 

celebration of its own.

Halle Bailey, musician of 

“The Little Mermaid” fame, 

hosted a fete for the brand 

and its campaign launch, 

which counted Hari Nef, Ella 

Hunt and Pritika Swarup as 

guests, in addition to Zales’ 

president Kecia Caffie and 

creative director Lionel 

Cipriano.

For “Own it,” the brand 

tapped filmmaker Marie 

Schüller to direct, and it was 

lensed by photographer 

Hannah Sider.

Zales has been casting a 

much wider net as of late, 

starting with a marketing 

rebrand in late 2023, an 

ensuing campaign, and a 

collaboration with Prince 

Tennis for the U.S. Open in 

2024.

At the time of the 2023 

rebrand, Caffie said, “The 

customers today really value 

genuine, real connections in 

their relationships, but also 

in their relationships they 

have with organizations. 

As we delved into that, we 

thought that there was a 

real opportunity to be a 

little messier in the way we 

presented ourselves to the 

customer, so not necessarily 

showing the most perfect 

moments in life.”

The brand’s new 

assortment follows that 

ethos. Among the new 

collections are Stellar 

Allure, which includes 

lab-grown diamonds, and 

Whimly by Zales at softer 

price points of stackable 

products. Both were on 

display at the event, as well 

as Zales Essentials.

“Jewelry is for every 

occasion — morning 

coffee, dog walks, even 

the gym,” said Cipriano 

in a statement. “We’re 

here to make fine jewelry 

effortless, wearable and 

unapologetically you.  

No rules, just stunning 

pieces that fit your life.”  

— JAMES MANSO

The Write 

Stuff
Montblanc has promoted 

Stephanie Radl to the 

new role of director, 

brand relations and 

communications, WWD has 

learned.

Radl reports directly 

to Giorgio Sarné, who 

joined as chief executive 

officer of the Hamburg, 

Germany-based company 

last September. She 

will be responsible for 

developing and executing 

a comprehensive 

communication plan, 

according to Montblanc.

Her remit also includes 

managing relationships with 

global brand ambassadors 

and journalists, overseeing 

global PR efforts, media 

planning and content 

creation.

Montblanc’s current slate 

of brand ambassadors 

include Wes Anderson, 

Rupert Friend, Zinedine 

Zidane, Xin Zhilei and Jing 

Boran.

Radl joined Montblanc 

seven years ago as 

international PR director, 

ultimately becoming 

director of brand relations.

A graduate of London 

College of Fashion, Radl 

started her career as 

communications manager 

at Cos, the fashion brand 

owned by H&M.

She also managed luxury 

fashion clients such as 

Calvin Klein and Moncler in 

subsequent roles and PR 

agencies Purple and BCPM, 

gaining expertise expertise 

in strategic planning, client 

relationship management 

and new business 

development.

Her specialties include 

media facilitation, event 

production and crisis 

management.

Controlled by Compagnie 

Financière Richemont, 

Montblanc is best known 

for its luxury writing 

instruments, along with 

leather goods, accessories, 

fragrances and eyewear. 

In recent years the brand 

also ventured into personal 

tech with smartwatches, 

headphones and other 

digital devices.  

— MILES SOCHA

Choupette stars in 

Hublot’s new “Own It” 

campaign.

Sebastian Suhl 

Stephanie Radl

Ella Hunt, Halle Bailey and Pritika Swarup. 


