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The real estate biggies 

are in Las Vegas for 

ICSC to parse the 

tariff impact and do a 

little dealmaking. 
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Zoey Deutch, seen here in Chanel, stars as Jean Seberg in Richard Linklater’s 
“Nouvelle Vague,” recreating the iconic actress’ best Sixties looks, down to her 

famed pixie haircut. For more on the film and Deutch, see pages 24 and 25.
PHOTOGRAPH BY EMILIO MADRID

‘Nouvelle’ Cannes

Thumbs-up
Nordstrom 

shareholders signed 

off on the company's 

take-private deal.
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Fine and 
Dandy

Designers weigh 

in on the enduring 

impact of the Dandy.
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  The deal, which has the 
Nordstrom family and Mexico’s 
Liverpool department store 
chain teaming up to take 
Nordstrom Inc. private, was 
approved as expected.

BY DAVID MOIN

Nordstrom Inc. shareholders have 

approved the company’s plan to go private.

The green light by shareholders, which 

was expected, was disclosed in a Securities 

and Exchange Commission filing on Friday, 

following a special virtual meeting of 

shareholders held 9 a.m. Pacific Time. 

“Based on preliminary estimated results 

of the special meeting provided by the 

company’s proxy solicitor, Innisfree M&A 

Inc., the merger agreement was approved 

by the company’s shareholders at the 

special meeting,” the filing indicated. 

The Seattle-based company expects the 

deal to be consummated on or around 

Tuesday.

Last December, the board of directors 

of Nordstrom approved the deal for the 

Nordstrom family and Mexican retailer 

El Puerto de Liverpool to acquire all of 

the outstanding shares of Nordstrom not 

beneficially owned by the family and 

Liverpool. It’s an all-cash transaction, with 

an enterprise value of about $6.25 billion, 

giving the Nordstroms a 50.1 percent 

controlling stake, and Liverpool 49.9 

percent. Nordstrom common shareholders 

will receive $24.25 in cash for each share 

of common stock they hold. The deal 

represents a premium of about 42 percent 

to the company’s unaffected closing stock 

price on March 18, 2024, which was the 

last trading day prior to media speculation 

about the potential transaction.

Nordstrom is led by brothers Erik and 

Pete, chief executive officer, and president 

and chief brand officer, respectively, and 

their cousin Jamie, who serves as chief 

merchandising officer.

Traditional department stores like 

Nordstrom and Macy’s have struggled to 

maintain market share as middle-income 

families have been shifting much of their 

shopping to discounters and e-commerce. 

Restoring the luster Nordstrom department 

stores once had, and getting out from 

under the glare of Wall Street, is the basis 

for Nordstrom going private. A privately 

held Nordstrom isn’t expected to diverge 

much from its current priorities, notably its 

aggressive expansion of the Rack off-price 

chain, pursuit of greater digital growth and 

much-needed comp gains at the Nordstrom 

upscale department stores. So far, the 

strategy has born some fruit.

For a long time, Wall Street has taken 

a dim view of Nordstrom and most 

department stores. Nordstrom’s Manhattan 

flagship has been gaining popularity, but 

the company spent far more than it initially 

expected on building the store, which had 

the unfortunate timing of opening just 

before the pandemic hit. 

By taking their business private, the 

Nordstroms can take a longer-term view and 

make necessary investments and changes 

away from the scrutiny of public markets. 

They’re likely to accelerate investments 

in merchandise improvements and store 

upgrades, and take more fashion risks, but 

they can also save time and money by no 

longer producing quarterly reports, and 

staging conference calls and meetings with 

investors. They’ll deal with less scrutiny, 

far fewer stakeholders and regulatory 

requirements, and can be more decisive 

with a smaller constituency to report to. 

Another plus is that private companies can 

be less transparent so competitors know less 

about what they’re up against.

Nordstrom does take on more debt by 

going private. Nordstrom previously said 

the transaction will be financed through 

a combination of rollover equity by the 

Nordstrom family and Liverpool, cash 

commitments by Liverpool, up to $450 

million in borrowings under a new $1.2 

billion asset-back loan, and company cash 

on hand. Nordstrom has $2.7 billion in 

debt. At the $24.25 per share price in the 

deal, the equity value amounts to $4.1 

billion, and the enterprise value, including 

debt, comes to $6.3 billion.

Liverpool will have a seat on the board, 

and will be influential on how Nordstrom 

evolves. The partners could also help each 

other add some brands to their offerings 

that they don’t already carry, though 

Liverpool stores have more moderate 

assortments.

Experts don’t see the partnership 

leading to Nordstrom expanding to 

Mexico, or Liverpool entering the U.S. 

with stores. Liverpool operates across 

Mexico with 310 stores under the Liverpool 

and Suburbia banners, 119 specialized 

boutiques, as well as 29 shopping centers. 

Liverpool has 78,000 employees. 

Hypothetically, if the Nordstrom family 

ever decides to leave the business, or 

continue working there but relinquish 

control, Liverpool is in a prime position 

to take control. Another possible scenario 

is the family could decide to take the 

company public again and make a lot 

of money off the sale of shares back in 

an initial public offering. It’s not all that 

unusual for companies to go public, turn 

private and go public again. Nordstrom 

went public in 1971.

Founded in 1901 as a shoe retailer, 

the company operates 93 Nordstrom 

department stores, about 300 Rack off-

price stores, and six Nordstrom Locals, 

which operate as service hubs. The retailer 

has been able to maintain its reputation for 

superior service while losing some of its 

merchandising edge in recent years.

Liverpool, based in the Santa Fe section 

of Mexico City, was founded by Jean 

Baptiste Ebrard in 1847. It is owned by the 

holding company El Puerto de Liverpool. 

The department store chain is sometimes 

referred to as the Macy’s of Mexico, 

though its stores sell a wider range of 

products than Macy’s. The company also 

holds a 50 percent stake in Unicomer, a 

company that has retail chains in 26 Latin 

American countries.

  The new report calls on 
the British government to 
address trade barriers with 
the European Union, such 
as delays in exports, the 
varying application of rules, 
challenges with refunds and 
VAT reclamation.

BY TIANWEI ZHANG

LONDON — British luxury exports to the 

E.U. were on average 43 percent lower than 

they would have been without Brexit, said 

Walpole Monday in a fresh analysis on the 

impact of Brexit on the U.K. luxury sector.

The effect has been particularly 

pronounced in fashion and accessories, 

down 64 percent, and interior design, 

home and craftsmanship, down 50 

percent, said the report conducted by 

Frontier Economics on behalf of the not-

for-profit organization.

This is billed as the first comprehensive 

analysis of Brexit’s impact on the luxury 

sector, which supports over 450,000 jobs 

and contributes 14.6 billion pounds to the 

treasury, according to Walpole.

The report calls on the British government 

to address trade barriers with the European 

Union, such as delays in exports, the varying 

application of rules between EU member 

states and between ports of entry, challenges 

with refunds and VAT reclamation, and 

sending product samples to journalists and 

influencers in time.

The report said several British luxury 

brands have established fulfillment centers 

and commercial entities within the EU to 

mitigate these issues, and this inherently 

diverted investment that could otherwise 

have supported U.K. growth.

Helen Brocklebank, chief executive officer 

of Walpole, said the British luxury sector has 

growth potential, with a projection to reach 

125 billion pounds by 2028.

“To achieve this ambition, we cannot 

afford to have one arm tied behind our 

backs. Strong links and favorable trading 

with Europe remain essential to reaching 

this forecast, alongside our success in other 

global markets, and key to supporting 

craft-led and high-value manufacturing in 

the U.K.,” Brocklebank said.

The report showed that while the 

proportion of EU exports as a share of 

overall luxury exports has declined from 

42 percent in 2017 to 32 percent in 2022, 

the EU remains the U.K. luxury sector’s 

largest export market, ahead of the U.S. 

and Asia, both at 22 percent, and the Gulf 

region at 14 percent.

Among the actions Walpole 

recommended that the British government 

consider were joining the Pan-Euro-

Mediterranean Convention on Rules of 

Origin to support automotive and textile 

exports, introducing a new digital labeling 

plan to reduce complexity and negotiating 

improved VAT cooperation with the EU.

It also advocated for a U.K.-EU Sanitary 

and Phytosanitary agreement to bring 

together freight and courier companies 

to deliver a consistent approach to trade 

rules, to launch a consumer confidence 

campaign in the EU to reassure customers 

it is easy to buy from the U.K., to launch a 

Youth Mobility Scheme with the EU, and 

to undertake a wide-ranging review of U.K. 

competitiveness.

Walpole has more than 250 members 

spanning the fashion, automotive, 

hospitality and design industries.

Walpole said its members, which include 

Burberry, Alexander McQueen, Fortnum 

& Mason, and Rolls-Royce, collectively 

contribute 81 billion pounds annually to 

the U.K. economy.

The organization also offers a Brands of 

Tomorrow program that supports start-

ups, and has issued the British Luxury 

Sustainability Manifesto, “ensuring the 

U.K. remains a leader in both excellence, 

and responsible practices.”

BUSINESS

Nordstrom Shareholders  
Give Thumbs-up on Privatizing

BUSINESS

British Luxury Exports 43 Percent 
Lower Due to Brexit, Says Walpole
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Backstage at 

Burberry, fall 2025.

The Nordstrom New York City flagship. 
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▲ 

Outdoor dining, fresh 

outdoor green spaces 

and attractive common

areas are all part of

the exciting Green

Acres redevelopment. 

⊲ 

Fine jewelry concept, 

Mejuri, now open at 

Tysons Corner Center.

IT’S ‘GO-TIME’ FOR  

GREEN ACRES REDEVELOPMENT

This month, Macerich is breaking ground on its 
exciting, 400,000 square-foot redevelopment of 
Green Acres in Valley Stream, N.Y.. Located where 
upscale Long Island suburbs meet New York 
City energy, the 100-acre Green Acres campus is 
perfectly positioned for added success. 

The redevelopment includes a new 80,000 
square-foot store for outstanding regional 
grocer ShopRite and incorporates tearing down 
or repurposing former department stores to 
open sightlines and make way for more top 
brands. The project will include a new grand 
entrance along with an attractive streetscape 
showcasing outward facing shops, restaurants, 
entertainment and service uses with openings 
beginning in 2026.

New-to-market dining and entertainment are 
important aspects of how Macerich is elevating 
Green Acres — starting with newly signed Shake 
Shack, Panda Express and Dave’s Hot Chicken. 
With more than 18 million annual visitors, 
Green Acres is the  number-two most-visited 
center in Macerich’s portfolio. The property 
currently delivers more than $1 billion in annual 
sales. Recent additions to Green Acres include 
Primark and Uniqlo.

Since acquiring Green Acres in 2013, Macerich 
opened Green Acres Commons, the adjacent 
power center that currently includes BJ’s 
Restaurant & Brewhouse, Walmart, Ulta, 24 Hour 
Fitness, DICK’S Sporting Goods and more. 

“With this powerful redevelopment, 
Green Acres will be an even more compelling 

I N  PA R T N E R S H I P  W I T H

The major redevelop-

ment of Green Acres 

includes a striking  

new grand entrance  

and an attractive 

streetscape with 

outward-facing tenants.

opportunity for great brands to connect with 
their customers,” said Richard Madramuthu, Vice 
President of Leasing, Macerich. “It all starts now.” 

TYSONS CORNER CENTER  

—RETAIL IN MOTION

At Macerich’s Tysons Corner Center in Northern 
Virginia just outside D.C., the momentum — and 
the excitement — are constant. 

This outstanding property — consistently one 
of the nation’s top-performing retail destinations 
— is well known for bringing new, high-profile 
concepts to customers. Recently opened stores 
include fine jewelry concepts gorjana and Mejuri, 
and Swiss watchmaker Tudor. Coming soon to the 
center are Reformation, Skims, Travis Mathew and 
Rivian as well as expanded flagship stores for Zara 
and Uniqlo. These brands join an already dynamic 
retail mix that boasts Vuori, Buck Mason, Hobbs 
London and Mango.

Up next at Tysons: more restaurants 
and more entertainment in the property’s 
redeveloping east end, including a market-first 
location for Level99.  “The leasing velocity at 
Tysons Corner Center is incredible, solidifying 
the center as the powerhouse in the market,” 
said Hillary Muss, Vice President of Leasing, 
Macerich. “The best brands continue to choose 
Tysons and all our top Macerich properties.”  
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  The British designer is 
celebrating a decade of his  
label and firsts such as being 
part of the Metropolitan 
Museum of Art’s “Superfine: 
Tailoring Black Style” exhibition.

BY HIKMAT MOHAMMED

LONDON — It’s been a year of firsts and 

full circles for the British designer Nicholas 

Daley, who was honored with the 2025 

Pratt Fashion Visionary Award in New York 

on Friday.

As this year’s recipient, he follows in 

the footsteps of such other honorees as 

Francesco Risso, Robin Givhan, Lindsay 

Peoples, Kerby Jean-Raymond and 

Gabriela Hearst.

During his visit to the college, Daley 

visited Pratt’s Brooklyn campus and offered 

up some wisdom to the student body. 

“[My advice] was that even at my stage, 

I’m still doing new things and having first 

experiences. It will be the same for them 

— a never-ending cycle of learning,” Daley 

told WWD. 

His visit to Pratt also led the designer 

to reminisce about his time as a fashion 

student at Central Saint Martins.

“I met Monica L. Miller recently and 

her 2009 book ‘Slaves to Fashion: Black 

Dandyism and the Styling of the Black 

Diasporic Identity,’ was one of the books 

I referenced in my thesis, so it felt like a 

full-circle moment meeting her because 

I’m now part of her curation at the 

Metropolitan Museum of Art’s ‘Superfine: 

Tailoring Black Style’ exhibition,” the 

designer said.

“What I’m trying to pass on to the 

students of Pratt — or any university — is to 

let them know that it’s a constant evolution 

in work, opportunities and how these 

things come back around,” he added.

There’s much to celebrate for the 

designer who founded his label a decade 

ago. Making his Met Gala debut with the 

musician Leon Bridges was one of them. 

Daley created a bespoke pinstripe suit in 

a rich navy and amber clay yarn for the 

stripes. 

When designing the outfit, the two men 

swapped references from the late ‘60s and 

‘70s of James Baldwin, Miles Davis and 

John Coltrane. Case in point, the cravat tie 

that Bridges wore was a direct reference to 

an image of Baldwin and it was knitted by 

Daley’s mother Maureen.

“My mom used to knit stuff for my dad 

when they were first dating. She didn’t 

really have that much money, but she 

knew how to knit. A lot of the first things 

she gave my dad were all these knitted ties, 

berets and jumpers,” he said.

The Met Gala was a double win for the 

designer as he also got to see his own 

creation inside the museum. Miller and her 

team had picked out a look from Daley’s 

spring 2022 collection that touched on 

designers with Caribbean lineage. The look 

is a safari suit inspired by the Kareeba suit, 

which was designed by Jamaican designer 

Ivy Ralph and became a prominent item of 

clothing in the ‘70s in Jamaica.

“That felt like another full-circle 

moment because the original Kareeba suit 

was there and then my piece, which is sort 

of a contemporary version of it, was there 

too,” said Daley, who had the opportunity 

to meet Ralph’s granddaughter Ivy-Victoria 

Maurice, with whom he discussed the 

history of Jamaica and fashion.

The lead-up to the Met Gala was a key 

affair for Daley and his British peers, who 

were spotlighted on the red carpet and 

at the exhibition. They included Martine 

Rose, Grace Wales Bonner, Ozwald 

Boateng, Charlie Casely-Hayford, Priya 

Ahluwalia and Tolu Coker.

“It shows you the progression, at least 

within the U.K., in regards to diversity and 

strong representation. It shows we’ve got 

depth and that things are working — it’s also 

just nice to be part of that alumni,” he said.

  The Italian workwear-nodding 
brand has welcomed family 
member and Tom Ford and 
Zegna alum Davide Sambin 
Zara as chief commercial officer.

BY MARTINO CARRERA 

MILAN — Expect to see some Venetian 

heritage gear at Chez Ma Tante, somewhat 

of an institution in Greenpoint’s restaurant 

scene, and at Cueva, the hip neighboring 

multibrand men’s retailer.

Barena Venezia, the workwear-nodding 

Italian brand founded in 1993 by Sandro 

Zara, has teamed up with both companies 

to develop a capsule collection comprising 

an overshirt, pants and matching apron.

The brand celebrated the collaboration 

on Friday night with a dinner at the 

Brooklyn eatery for selected guests, 

cementing its status as a niche heritage 

label for those in the know.

This was the first in a series of customer 

experiences Barena Venezia has planned 

to engage its global clients, and part of 

the strategy to expand its international 

awareness and reach.

The collaboration was masterminded by 

Davide Sambin Zara, one of the founder’s 

four children, who joined the company as 

chief commercial officer this month after 

accruing experience in the luxury sector 

as worldwide head of men’s wholesale at 

Tom Ford and later as senior director of 

wholesale and made to measure for North 

America at the Zegna brand.

His siblings, Francesca, Giovanni and 

Enrico Zara, already worked for the family-

run company.

“It’s an immense honor for me to join 

my family’s business,” said Sambin Zara. 

“It represents a natural evolution of my 

career path… I’ve trained my muscle 

elsewhere and that helps me navigate 

the inner workings of a brand which, 

albeit smaller, has similar commercial 

dynamics,” he said.

Hinged on Venetian workwear, the brand 

launched almost three decades ago with a 

collection of aprons. It has developed into a 

full-fledged menswear brand, whose offering 

is rooted in what’s billed as the “anti-suit,” 

such as matching top and bottom with 

workwear and utilitarian inflections — think 

pleated pants with overshirts, baggy trousers 

and bomber jackets.

In 2008 the company introduced a 

womenswear collection.

Both are produced within miles of the 

company’s headquarters just outside Venice.

“Barena’s strength is its product, 

entirely Made in Italy, crafted from fabrics 

exclusively produced for us that are the 

result of intense research. These are 

prerogatives of the luxury world, but we 

try to keep our price tags accessible,” 

Sambin Zara said.

Largely wholesale-dependent, Barena 

Venezia is distributed through about 330 

stores globally, mainly in Italy, the U.K. and 

the U.S. “We’ve been around for 32 years 

and have managed to tap into international 

markets, but there is still a lot of untapped 

potential, and our main objective is to raise 

brand awareness,” Sambin Zara offered.

For one, Sambin Zara said that the name 

Barena refers to land formations found in 

lagoons which are periodically submerged 

by tides. “It’s not the Venetian heritage of 

palaces and the Grand Canal, it’s all about 

the lagoon,” he noted.

Generating 10 percent of its business 

online, through a proprietary e-commerce 

site that is set to be revamped to ensure 

an enhanced customer experience, the 

brand is looking at expanding its direct-

to-consumer footprints. Germany has 

emerged as a leading market in online 

sales.

After attending Pitti Uomo for several 

seasons — since the 2008 introduction of 

a womenswear line that now accounts 

for about 45 percent of sales — the brand 

moved to Paris, hosting showroom 

presentation in the French capital during 

fashion week. Barena Venezia drops four 

menswear collections a year and two 

women’s lineups.

In his consumer-centric vision, Sambin 

Zara said direct retail is in the pipeline, 

with plans to open the first store in two to 

three years.

“I think it’s an essential step in our 

future… we cannot wait too long, 

because it’s the only way to really offer an 

immersive experience of the brand. Our 

customers currently know Barena Venezia 

largely only through the selection our 

partner retailers display,” he offered.

A few cities are top of mind, including 

Milan, Paris and New York.

Asked about the impact of tariffs on 

forging ahead with the Stateside business, 

Sambin Zara said that having worked 

and lived in the U.S. gives him a different 

perspective.

“I have a very clear vision on how 

resilient a country like the U.S. can be, so 

I’m not too worried, although this climate 

of uncertainty is not helpful,” he said. “I 

also see the brand as positioned in the 

approachable luxury space, which I think 

and hope will be gaining steam against the 

slowdown in [pure] luxury spending.”

In 2024, Barena Venezia’s sales stood at 

9 million euros and the company expects a 

5 percent uptick in 2025.

MEN’S

Nicholas Daley’s Pratt Honor 
Is a Full-circle Moment

MEN’S

Barena Venezia’s 
Anti-suit Is Ready to 
Come Out of Its Niche

Nicholas Daley

Leon Bridges in 

Nicholas Daley.

Looks from the Barena 

Venezia capsule collection 

for Chez Ma Tante and Cueva.



  The fashion designer 
employed concrete and silver-
plated test tubes for a striking 
range of vases and vessels for 
Belgian homewares firm Serax.

BY MILES SOCHA

Kris Van Assche is out to make flower 

arranging more modern, more poetic — 

and a little disruptive.

His new collection for Belgian 

homewares specialist Serax includes glass 

poppies and orchids that will never wilt; 

long silver-plated glass tubes to water 

and exalt a single stem, and vases in such 

unusual materials as concrete, marble and 

silver-plated porcelain.

Just launched on serax.com, The 

Josephine Collection proves that the 

unexpected elements that often sparked Van 

Assche’s menswear designs for Berluti and 

Dior — tribal tattoo motifs one season, punk 

badges the next — can also apply to vessels.

To be sure, the Belgian designer brought 

almost a lifetime of flower-arranging 

appreciation to the project, named after his 

late grandmother and sometimes directly 

inspired by her vases and candy dishes.

“She had not so much money, but 

she definitely had a high taste level and 

she was definitely a fan of keeping up 

appearances,” Van Assche said. “She 

would never leave the house without a hat, 

and she would always set a nice table, even 

for a quick lunch. For her, both were a 

form of politeness.”

In an interview, the designer cited a 

strong appreciation for “old-world beauty” 

— and for the provocative flower photos of 

American artist Robert Mapplethorpe, who 

often depicted stems jutting horizontally 

from a vessel and sagging sensually.

But the designer also flexed his fashion 

training at Antwerp’s Royal Academy of 

Art, which demanded fashion students 

dissect historical garments and then find 

ways to interpret them in original and 

contemporary ways.

Hence Van Assche insisted on a 

rectangular base for all his vessels, which 

not only adds stability but telegraphs a 

more modern and minimalist sensibility. 

He mentioned that his menswear designs 

typically start with the shoulder line and 

the shoes, which “have a big influence on 

the allure of the silhouette.”

The long glass tubes, which protrude 

diagonally from an empty vase, can harbor 

the last-surviving stem from a bouquet — 

or be employed in busier arrangements.

Meanwhile, glass flowers also add a 

disquieting element — an artificial invader 

among live specimens.

The collection ranges from humble 

beer-bottle shapes — the makeshift vase 

of students, and Van Assche — to grander 

botanical and rotund vessels.

Prices start at 49 euros for a small bud 

vase and run up to 560 euros for a tall 

black marble cylinder, though most vases 

fall in the neighborhood of 200 euros. 

Glass poppies and orchids go from 42 

euros to 69 euros, while candy dishes go 

from 95 euros to 260 euros.

Van Assche was familiar with Serax 

as a client of its tableware by Ann 

Demeulemeester, one of dozens of 

designers who create china, glasses, 

lighting, furniture and home accessories 

for the firm, founded in Belgium in 1986 by 

brothers Serge and Axel Van Den Bossche.

Happy to be taking a break from fashion, 

but missing interactions with craftspeople, 

he reached out to Serax directly, secured 

a meeting with the chief executive officer 

and soon embarked on a yearlong process 

to bring The Josephine Collection to life.

His initial idea was to create artificial 

flowers in the same material as the 

vase, whether it was glass, concrete or 

marble. (In the end, only glass ones were 

technically possible.)

“I always feel like vases are either 

hidden by a beautiful bouquet of flowers 

when they’re full or when they’re empty, 

you put them in a closet. You never look at 

the vase as an object by itself,” he said in 

the interview. “I quite liked the challenge 

of making a vase that would be somehow 

self-sufficient, that would work with 

flowers or without.

“I also really like that idea of multiple 

functions for one vase. So all of these 

vases are delivered with one tube inside, 

so you can always save the one flower that 

survived after a week.”

Van Assche said he owns about a dozen 

vases, but “for some weird reason, I don’t 

really have the type of vases that I like and 

that I need.”

Followers of Van Assche on Instagram 

are familiar with his forearm tattoos — 

orchids on his left arm, tulips on the right 

— and his mirror selfies cradling bunches 

of flowers in the foyer of his apartment 

building. He said he often buys them at 

the market as a reward for the chore of 

food shopping, or at his favorite Paris 

florist, Louis-Géraud Castor, who shares 

his penchant for “creating tension in the 

bouquet. There’s always a contrast or 

something off balance.”

For his Serax photo shoot, Van Assche 

collaborated with celebrated Antwerp-

based floral artist Mark Colle, who 

famously created walls of blooms for Raf 

Simons’ Dior debut in 2012.

The addition of glass tubes certainly 

adds another dimension to both sparse and 

dense arrangements. “It almost looks like 

a ‘RoboCop’ kind of bouquet,” Van Assche 

remarked, referring to Paul Verhoeven’s 

1987 American science fiction film.

Meanwhile, his revival of the candy dish 

is another tribute to his grandmother, who 

stocked hers with chocolate and ultimately 

willed them to her grandson.

“It’s probably the most old-fashioned 

item I have ever designed, and it was a 

way of emphasizing this idea of old-world 

beauty,” he said. “I liked how it’s almost 

impossible to make that object modern, to 

give that an update. And yet I feel like by 

making them in concrete, or silver-plated 

china, we actually got away with it.”

HOME DESIGN

Kris Van Assche Is 
Modernizing Flower 
Arranging — and 
Candy Dishes, Too

Here and below: Vessels from 

The Josephine Collection by 

Kris Van Assche for Serax.

Kris Van Assche 

A square-bottom vase 

with a glass orchid. 

Candy dishes by Kris 

Van Assche for Serax.
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  Marriott International’s chief 
customer officer Peggy Roe 
reveals travelers, driven by 
passions for food to music, 
prefer memorable moments 
over tangible things.

BY RITU UPADHYAY

Every January, enthusiastic epicureans 

descend upon the Ritz-Carlton, Grand 

Cayman, for a weekend with the world’s 

most renowned chefs. Wearing their white 

coats with Bermuda shorts, Eric Ripert, 

José Andrés and Daniel Boulud mingle with 

hotel guests on pristine beaches creating a 

culinary experience that goes far beyond 

traditional Michelin star dining. Andrés 

leads interactive cooking demonstrations 

and guests sip Champagne while taking 

selfies with culinary icons like Emeril 

Lagasse as his fresh seafood sizzles on 

beachfront grills.

This signature event sponsored by 

Marriott Bonvoy has become one of 

the most treasured food celebrations 

globally.  It also exemplifies a fundamental 

shift in consumer behavior: the growing 

preference for exceptional experiences 

over material possessions.

“People aren’t just booking hotel rooms 

anymore — they’re booking memories,” 

explains Peggy Roe, executive vice 

president and chief customer officer at 

Marriott International, in an interview 

with WWD. “The post-pandemic traveler 

is seeking authentic connections through 

experiences that align with their passions.”

Marriott International has identified 

food, along with music, sports, outdoor 

activities and fashion, as “key passion 

points” that are transforming the travel 

industry. For the company, understanding 

and catering to these evolving consumer 

priorities has become central to their 

business strategy.

Roe, the first chief customer officer in 

Marriott International’s history, oversees 

development and execution of all aspects 

of the company’s global consumer strategy 

across a portfolio of over 30 hotel brands, 

spanning nearly 9,500 properties in 150 

countries and territories plus the Marriott 

Bonvoy loyalty program. Her role relies 

heavily on watching data, which has 

revealed a substantial rebalancing of 

Marriott’s portfolio — leisure travel now 

accounts for 60 percent of their business, 

up from 40 percent pre-pandemic. “We 

were much more of a business traveler’s 

brand and hotel company prior to the 

pandemic,” said Roe.

The move toward leisure was 

happening, she said, but COVID-19 

accelerated it. “The trend around people 

shifting their investments from tangible 

things to experiences began before 2020, 

but it just accelerated after COVID, because 

of the pent-up demand,” Roe said. “As 

we saw this leisure demand come, it was 

very important for us to understand what 

the travel patterns are that people are 

adopting because life has changed.”

Food Drives Travel Decisions

Responding to this demand, Marriott 

International is strategically building 

partnerships and experiences to meet 

evolving consumer demands. Cayman 

Cookout has become a testament to 

how destination dining has dramatically 

shifted. The company will host over 150 

culinary-focused events this year. Ripert, 

whose Michelin star restaurant, Blue, is 

an anchor at the Ritz Carlton in Grand 

Cayman, has curated the cookout to be 

a celebration of connection, culture, 

and culinary artistry. The traditional 

white-tablecloth Michelin experience 

transforms into an immersive journey 

where guests can swim with stingrays, 

dance under the stars, and engage 

directly with world-renowned chefs. 

“Luxury doesn’t mean stiff anymore,” 

Ripert explains. “It’s about being in a 

beautiful place with people from different 

backgrounds and experiencing something 

that makes you happy.”

Ripert admits what truly sets it apart is 

the unprecedented access guests have to 

culinary talent. “Here, you have access 

to the chefs, and you’re going to have fun 

with them,” he notes. “The chefs want to 

meet guests, discuss and have fun as well.”

Roe shared that eco-conscious eating 

is also a big trend shaping travel in 2025 

and consumers “are putting their money 

where their mouth is.”  She added, “Guests 

are more mindful than ever about the 

impact of their food choices and will 

actively go the extra mile to ensure their 

impact is minimal.” Within Marriott 

International’s portfolio, properties like 

JW Marriott Orlando Grande Lakes, with 

its 7,000 square feet Whisper Creek Farm 

fruit and vegetable garden, and Michelin-

recommended restaurants, like Primo 

by Melissa Kelly, feature onsite organic 

gardens, composting, sustainable protein 

sourcing, and seasonal crop rotations 

catering to this demand.

Traveling to the Beat

“Music remains an undeniable passion for 

our guests, drawing them from all corners 

of the world to experience their favorite 

artists live and fueling their travel,” said 

Roe. Last month Marriott Bonvoy launched 

its most ambitious celebrity partnership of 

2025, becoming the official hotel partner 

for Beyoncé’s Cowboy Carter Tour. “The 

Cowboy Carter Tour is more than a concert 

— it’s a cultural moment, and we’re thrilled 

to give our members and Beyoncé’s fans 

exclusive access to be part of it,” said Roe.

In each tour city, Marriott’s loyalty 

program members can bid points on 

a VIP Cowboy Carter tour experience, 

which includes a two-night hotel stay, 

arrival dinner, pre-concert glam session, 

transportation, breakfast and two tickets 

to the concert.

Sports and fashion have also been very 

popular with customers, says Roe. From 

offering Marriott Bonvoy members front 

row access at designer LaQuan Smith’s show 

and after party at New York Fashion Week 

to exclusive experiences like spending the 

night in a suite at the Super Bowl, strategic 

partnerships have created opportunities 

to offer transformative experiences to 

customers. “Experiences like that are highly 

anticipated and are bid on within moments 

of their release,” said Roe.

Marriott Bonvoy also signed on as the 

official hotel and loyalty partner for the 

inaugural season of The Snow League, 

the first professional league dedicated 

to snowboarding and skiing launched by 

Olympian Shaun White.

As the travel sector continues evolving, 

brands that cater to consumers’ passion 

points will likely outperform competitors. 

The data suggests this isn’t a fleeting trend 

but rather a fundamental restructuring 

of consumer priorities. Roe notes that 

increased mobility and flexibility in the 

post-pandemic work landscape has “freed 

people’s minds up on where they could 

be.” This shift has prompted Marriott to 

diversify its accommodation offerings, 

now providing nearly 200,000 homes 

and villas in addition to traditional hotel 

rooms. “What we see is that blend of work 

and life, where people are thinking, ‘I can 

live and work in different places around 

the world.’”

For brands across sectors, facilitating 

meaningful moments centered around 

these shifts is proving to be a successful 

formula to capture the hearts — and wallets 

— of tomorrow’s travelers.

BUSINESS

The ‘Experience Economy’ Reshapes Travel

Celebrity and Michelin star chefs from Eric Ripert 

to José Andrés, Daniel Boulud, Andrew Zimmern, 

Emeril Lagasse and more gather in Cayman Island 

at The Ritz Carlton for the Cayman Cookout. 

La
Q

u
a

n
 S

m
it

h
 p

h
o

to
g

ra
p

h
 b

y 
A

le
xe

y 
K

im
 /

 S
id

e
w

a
lk

ki
lla

; M
a

rr
io

tt
 B

o
n

vo
y 

b
y

 D
e

a
n

 B
lo

tt
o

 G
ra

y

18  MAY 19, 2025

  The son of the firm's 
founder is credited with the 
internationalization of the 
luxury kitchens firm that took 
over furniture firm De Padova 
in 2015.

BY SOFIA CELESTE

MILAN — Paolo Boffi, honorary chairman 

of high-end Italian furniture and kitchens 

company Boffi|DePadova, has died, the 

company said Sunday. He was 85.

Boffi, regarded for his passion, humility 

and wit, was the son of Piero, a craftsman 

at a metal mechanics factory in the 

industrial heartland of Monza Brianza. In 

1934, Piero set out to create the modern 

kitchen. Paolo was born in the northern 

Italian town of Cesano Maderno. Together 

with his brothers Piero Ugo and Dino, he 

ushered in an era of contemporary design 

and a major chapter of expansion.

“With Signor Paolo — as everyone in 

the company called him — also leaves his 

vibrant personality and ever-curious mind, 

never still, always seeking new inspiration 

and challenges,” the company said in a 

statement Sunday.

In 1989 Boffi appointed Roberto Gavazzi 

its managing director, one year before 

Piero Lissoni was appointed art director.

“It was his insight, at the end of the 

1980s, to plan the gradual transition of 

Boffi to entrepreneur Roberto Gavazzi 

and to recognize the potential of a very 

young Piero Lissoni, who still serves as art 

director today. Together, they developed 

a visionary business model that became a 

benchmark in the history of Italian design,” 

the company added in the statement.

Ten years ago, Boffi, a kitchens 

business at the time, bought De Padova, a 

legendary Italian furniture brand that has 

worked with famed designers like Achille 

Castiglioni, Patricia Urquiola, Nendo, 

Renzo Piano and Dieter Rams. The fusion 

of the two firms resulted in a new concept 

of Italian living.

In February Boffi|DePadova cut the 

ribbon on a new New York City showroom, 

where luxury kitchens, bathrooms, 

furniture, lighting and high-end partitions 

stand under one roof.

Lissoni expressed his sadness over 

Boffi’s passing in an Instagram story, 

referring to him as a “second dad.”

The Boffi company initially arrived in 

the U.S. in 2000 and was among the first 

Italian brands to open in SoHo’s design 

district. Formerly located at 31 1⁄2 Greene 

Street, Boffi SoHo expanded its footprint 

in 2019 to 56 Greene Street in a space that 

was designated for De Padova. The new 

space also includes ADL Design, which it 

acquired in 2021 and which specializes in 

dividers for the home or office space.

Its new showroom in NoMad is a three-

level, 19,694-square-foot space on 99 

Madison Avenue and is one of the largest 

showrooms in the district.

OBITUARY

Paolo Boffi, 85

Paolo Boffi 
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C LOS E  M AY  2 7  •  MAT E R I A L S  J U N  1 3  •  PUB L I SH  J U N  2 7

F R A G R A N C E  I S  E X P E R I E N C I N G  A  D Y N A M I C  R E S U R G E N C E ,  
propelled by a renewed focus on individuality,  

self-expression, and creativity. Beauty Inc.’s June 
Fragrance Issue explores the innovators, iconic brands, 

and bold new scents that are reshaping the industry. 
With a deeper look at emerging trends, breakthrough 

technologies, and the evolving consumer mindset, 
 this issue offers a comprehensive view of how fragrance  

is captivating audiences worldwide and driving the  
future of beauty. From luxury to sustainability,  

it highlights the diverse forces making an impact and 
setting the stage for what’s next in the world of scent.

F O R  M O R E  I N F O R M AT I O N  

Melissa Rocco, Senior Vice President, Sales, FMG

mrocco@fairchildfashion.com
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  The dinner, cohosted  
by Jason Wu, Brizo  
and Family Style, took  
place at Yann Nury’s  
La Résidence Thursday.

BY JAMES MSNO

The flurry of parties Thursday didn’t 

deter Jason Wu, Brizo and Family Style 

from kicking off New York Design Week 

with a dinner of their own.

The trio kicked off NYCxDesign, which 

began Thursday, with a dinner at Yann 

Nury’s La Résidence, and Leslie Bibb, 

Brooke Shields and Lily Rabe were quick 

to get in on the fun.

“I’m happy to have brought people 

from different parts of my life,” Wu 

said during his toast after a steady flow 

of caviar-topped wagyu tartare, truffle 

grilled cheeses and a host of other hors-

d’oeuvres. “We like a chic dinner where 

the food is actually good.”

Wu has been designing alongside Brizo 

since 2006, and also noted he doesn’t 

feel his creativity is confined to a single 

medium, be it fashion or interior design. 

“I just appreciate talent and I appreciate 

substance,” he said. “I think that’s 

longevity. I’ll be around forever.”

Shields was a recent friend of Wu’s, 

who said, “I don’t get to actually know 

a lot of designers. And this is one of the 

most beautiful dresses I’ve ever had,” in 

a nod to the designer’s frock she donned.

Bibb was in a similar camp, saying that 

Wu had dressed her a few times over the 

years. “I have worn Jason a few times 

during special events in my life. I wore 

him when I first started doing press for 

White Lotus,” she said. “His tailoring and 

the way he fits a woman’s body — this has 

construction to it, but it has flow.”

It’s been a busy season for Bibb, who 

kicked off the year with the third season 

of “The White Lotus.” She hasn’t lost any 

steam.

“It is such a ride,” she said. “I love it, 

I’m loving every f–king minute. Going 

into the second half [of the year], I’m 

just revving up. It’s new stuff, and then 

there’s awards, too.”

Guests then sat down for a meal that 

entailed leeks and caviar, morels and 

rosemary, squash blossom-wrapped 

striped bass and roasted chicken — and 

given the evening’s cohosts, all was aptly 

served family-style.

  Jared Leto’s Choupette 
costume will be a  
highlight of the 10-day  
pop-up in the Korean  
capital’s up-and-coming 
Seongdong-gu neighborhood.

BY LILY TEMPLETON

Karl Lagerfeld has landed in Seoul for 

a pop-up on Friday that promises an 

immersive dive into the late couturier’s 

world.

His distinctive silhouette will loom 

large, serving as archways to enter the 

2,475-square-foot venue located in the 

city’s Seongdong-gu area, a former 

industrial zone that has turned into a hub 

for art, design and fashion.

Highlighting Seoul’s creative energy 

and global influence, Pier Paolo Righi, 

chief executive officer of Karl Lagerfeld, 

said the temporary venue was an 

opportunity to offer a unique experience 

to longtime fans and new audiences.

“As we shape Karl’s future legacy, 

we’re excited to share stories and deepen 

our dialogue with a city that continues to 

define global style,” he added.

A pop-up in the South Korean capital 

also has particular resonance for Hun 

Kim, the brand’s creative director.

“Seoul has always been a source of 

creative energy for me — from its street 

style to the way the city blends tradition 

with bold innovation,” he said. “Bringing 

the world of Karl home to my birth city 

makes this pop-up especially meaningful. 

It’s a chance to connect with a place that 

shaped my perspective, and to share that 

vision with a new generation here.”

Until May 26, visitors can discover an 

exhibition featuring a selection of quotes 

and sketches, as well as a replica of 

Lagerfeld’s desk from his personal office 

in Paris.

One highlight not to be missed is the 

human-sized Choupette costume sported 

by Jared Leto at the 2023 Met Gala, 

where the dress code honored the late 

couturier. The blue-cream Birman cat 

was Lagerfeld’s faithful companion in the 

years leading to his death in 2019.

There’s also a sampling of the brand’s 

latest campaigns and the Karl Ikonik 

perfumes. On a wall, an installation 

features hanji, a handmade traditional 

Korean paper, folded into shirts and 

collars — with a real shirt from the brand 

hidden among them.

There will also be the brand’s spring 

2025 collection, spanning ready-to-wear 

and accessories. Shoppers will have 

opportunities to win prizes by engaging 

in interactive experiences such as coming 

to the pop-up in the couturier’s black-

and-white sartorial palette, or finding 

which shirt is the real one.

Karl Lagerfeld counts more than  

200 stores worldwide, including 

premium wholesale and franchise 

partners. Key locations for the brand 

include Paris, London, Dubai and 

Shanghai. South Korea is a new market 

for the brand, where it plans to develop 

its presence further.

FASHION

Leslie Bibb, 
Brooke 
Shields Ring 
In New York 
Design Week

FASHION

Karl Lagerfeld Stages  
Immersive Seoul Pop-up

  Prestige beauty sales were  
flat for the quarter while  
the mass market grew in 
dollar amounts.

BY JAMES MANSO

Is beauty’s hot streak cooling off?

First-quarter data from Circana indicates 

that prestige beauty sales were flat year-

over-year for the time period, following 

years of growth. The mass market grew in 

dollar sales by 3 percent, driven by price 

increases, said Larissa Jensen, Circana’s 

global beauty industry adviser.

Some of that behavior, though, was 

confined to the top of the year, Jensen 

said. “January was one of the coldest 

months on record,” she said. “Brick-and-

mortar was the most challenged channel 

in prestige, and it represents about 70 

percent of sales. We did not see that play 

out in the mass market because you have 

retailers where people go to on a needs 

basis,” such as drug and grocery stores.

“That said, in prestige, if you look 

at the trajectory, things improved in 

February and everything went positive in 

March,” Jensen continued. 

Pointing to consumer data gathered by 

Circana, Jensen also noted that 84 percent 

of consumers are concerned about a 

recession and product price increase, 

while 47 percent expect tariffs to impact 

their spend.

“In prestige, we’ve talked about the 

lipstick index, or the beauty index — you 

treat yourself when you feel down,” she 

said. “It’s possible that we’re starting to 

feel a consumer pullback, but what I find 

optimistic in prestige is the consumer 

group increasing their spend is the 

higher-income shopper, who make up 

the majority of sales in that market. The 

bigger piece of the pie is healthy.”

Fragrance was still the top-performing 

category across channels, growing 4 

percent in prestige and 8 percent in 

the mass market. Though high-priced 

concentrations and luxury products 

drove growth, lower-priced items like 

travel sizes and sets jumped 45 percent, 

which Jensen attributed to lower prices.

In prestige, makeup declined 1 percent 

in dollar sales, given challenges in key 

segments like face and eye. Lip oils and 

balms grew, as did stick eye shadow 

and foundation formats, just not to the 

degree to offset broader headwinds, 

Jensen said. Lip remained flat.

Skin care saw consumers focus on 

lower-priced items such as body and sun 

care products, which resulted in a dollar 

sales decline of 3 percent, though units 

across the category grew 1 percent.

Prestige benefited from hair, which 

Jensen attributed 4 percent growth to 

the strength in salon brands. Styling 

products, for example, swelled 12 

percent. “Salon brands are a much 

smaller piece of the mass market, but the 

mass market for hair is obviously huge,” 

she said. “I am bullish on the growth of 

the category but more so on prestige.”

BEAUTY

U.S. Beauty Showed Signs  
Of Wear in Q1, per Circana

Lily Rabe, Jason Wu, Leslie 

Bibb and Joshua Glass.

Karl Lagerfeld’s upcoming 

pop-up store in Seoul.

Fragrance continued to be a bright spot as 

the U.S. prestige market began to cool off.
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  From virtual personal 
assistants to seamless outfit 
recommendations, Nikki Baird 
of Aptos imagines a future 
where technology transforms 
every step of the fashion 
buying experience.

BY ARTHUR ZACZKIEWICZ

What will shopping for fashion look 

like 25 years from now? According to 

Nikki Baird, vice president of strategy 

and product at Aptos, the future is all 

about hyper-personalized, tech-enabled 

experiences. In an exclusive interview 

with WWD, Baird envisions a world 

where AI-powered personal assistants 

revolutionize the way consumers shop, 

decide and engage with fashion.

This is part two of a two-part series.

WWD: It’s 25 years from now. Can you 
share your vision for what shoppers’ 
fashion-buying journeys will look like? 
How will technology enable nearly 
every aspect of these journeys?
Nikki Baird: Ooh, 25 years from now I will 

be retired and no one will be able to come 

and hold me accountable for this. Here’s a 

fashion-buying future:

My personal assistant — AI agent — says I 

have our customer conference next week and 

here are three options for what I can wear 

for the three days of the conference, and 

they’re already optimized to my preferences 

for not having to check a bag, etc.

I say I like option number two, but I’ve 

worn that blouse to a lot of conferences; can 

it see if there’s anything out there that builds 

on the latest trends that I might like? It will 

know my price and fit preferences already.

It shows me three options on my 

personal avatar so I can get a 360-degree 

view. It will give me trade-offs in terms 

of price, speed of delivery or risk of 

not getting it in time and any additional 

benefits, such as this retailer is offering 

double points, or this purchase will move 

me up in loyalty tiers.

I select an option and my assistant 

buys the item for me, selecting the right 

shipping speed, possibly negotiating a 

better price with the retailer based on 

coupon codes it has found on the internet 

and then putting the expected delivery 

date/time on my calendar along with my 

finalized packing list, with a reminder for 

when I need to pack for the trip.

WWD: Can you share another possible 
scenario?
N.B.: My personal assistant — AI agent — 

puts together recommended outfits every 

day based on the inventory in my closet, 

the expected weather and the things that 

are on my calendar. “You can’t wear a 

T-shirt today, you are doing a video call 

with a customer.” It keeps track of the 

frequency that I wear things so that I rotate 

through my closet more thoroughly than 

just grabbing the well-worn [favorite].

Regardless, I have a pair of jeans that 

are showing some wear at the knees and 

the pockets, so I tell my assistant to find 

me a replacement pair of jeans. It shows 

me three options on my personal avatar, 

with the appropriate trade-offs explained 

in the previous scenario relating to price, 

delivery speed and other considerations.

I select an option and my assistant 

buys it for me. When it schedules the 

notification of when the package will 

arrive, it also recommends the best way to 

recycle my old jeans.

WWD: What about inspirations from 
other sources?
N.B.: OK, in this scenario I’m streaming 

the latest season of my favorite show. One 

of the characters is wearing a really cool 

jacket that I love.

I point my phone at the screen and 

capture the image of the jacket. My AI 

assistant finds out if that jacket is available 

off the shelf or if there are others that are 

close approximations, and it recommends 

which one is “best” based on the history of 

my interactions and preferences. 

I pick the right one and my assistant 

secures it for me and tells me when to 

expect it.

Note that in none of these future 

scenarios does a brand advertise to me. I 

think in all the excitement about AI agents 

and the future of search, I don’t think that 

retailers and brands have really thought 

through the fact that consumers could just 

as easily end up with their own agents that 

can disintermediate brands from putting 

their full value proposition in front of the 

consumer.

TECHNOLOGY

Nikki Baird’s Vision of 
Personalized Buying Journeys

   In 
Focus Business Insights

  Both female-founded and 
design-driven brands aim 
to bring women a versatile 
wardrobe with a limited-
capsule collection.

BY ALEXANDRA PASTORE

With the tag line “Make life beautiful,” 

founder of Studio McGee and McGee & 

Co, Netflix star and bestselling author, 

Shea McGee is ready to bring her distinct 

aesthetic to the world of fashion with 

contemporary fashion brand Tuckernuck.

In collaboration with Tuckernuck, McGee 

has created a 33-piece capsule collection, 

marking her first venture into fashion. 

With many shared attributes, both female-

founded brands aim to translate McGee’s 

warm, elevated take on classic design into 

ready-to-wear with breezy dresses, polished 

sport sets and versatile swimwear. The goal 

is to provide women with pieces that will 

easily fit into every part of their day.

In an exclusive interview, McGee told 

WWD that fashion design has always 

interested her.

“[’Make life beautiful’] translates to every 

aspect of life, whether it’s the objects you 

surround yourself with or the clothes you 

put on,” McGee said. “I find so much joy in 

designing things that make people feel good. 

Getting the chance to apply my creativity to 

a new medium and create a bridge between 

home textiles and fashion was such an 

exciting and fulfilling experience.”

Having admired and been a consumer 

of Tuckernuck for years, McGee said that 

she sees the brand as the embodiment 

of “an aesthetic that feels polished and 

playful at the same time, which is perfect 

for building a wardrobe for summer.” 

Moreover, she said that she appreciates 

that Tuckernuck makes pieces that 

“stand the test of time but never feel too 

buttoned-up” — something that she strives 

for in both design and personal style.

“Working with Tuckernuck felt 

like a natural fit — we share a love for 

timelessness, thoughtful details and 

making everyday moments feel a bit 

more beautiful,” McGee said. “I’ve always 

believed that beauty should feel natural 

and lived-in, and I brought that philosophy 

to the design process of this collaboration. 

I wanted the collection to have the same 

carefree spirit of California summers — the 

place where some of my most formative 

memories are from and where I first fell in 

love with easy, effortless style.”

Important to both was the attention 

to versatility in design. McGee said she 

designed each piece to work for real life, 

knowing that it would be different for 

every woman. She describes the collection 

as “effortless but elevated.”

“Everything is relaxed and ready for 

wherever the day takes you, with a quiet 

confidence that really matches where I 

am in life right now,” McGee said of the 

designs. “This collection is for women 

who want to feel put-together without 

overthinking it. She’s juggling a lot — work, 

family, fitness — but still cares deeply about 

how she shows up in the world.”

The Shea McGee x Tuckernuck capsule 

collection is available from Tuckernuck on 

Wednesday.

BUSINESS

Shea McGee Brings Her Interior Design 
Aesthetic to Fashion With Tuckernuck

The future of 

shopping is 

all about 

hyper-

personalized, 

tech-enabled 

experiences. 

Here and right: Looks 

for the Shea McGee 

and Tuckernuck 

33-piece capsule 

collection. 
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Fashion Scoops

Tariff Tit 
For Tat
When Doug McMillon, 
president and chief 
executive officer of 
Walmart Inc., spoke with 
analysts on Thursday, he 
delivered a message that 
Wall Street, economists, 
trade experts and almost 
everyone else expected. 

“We will do our best to 
keep our prices as low as 
possible,” McMillon said. 
“But given the magnitude 
of the tariffs, even at the 
reduced levels announced 
this week, we aren’t able 
to absorb all the pressure 
given the reality of narrow 
retail margins.”

But President Trump, 
whose trade war levied new 
tariffs on almost all imports, 
didn’t like what he heard. 

“Walmart should STOP 

trying to blame Tariffs 
as the reason for raising 
prices throughout the 
chain,” Trump said on social 
media Saturday morning. 
“Walmart made BILLIONS 
OF DOLLARS  last year, 
far more than expected. 
Between Walmart and 
China they should, as is said, 
‘EAT THE TARIFFS,’ and not 
charge valued customers 
ANYTHING. I’ll be watching, 
and so will your customers!!!”

Walmart’s profits grew by 
25.3 percent to $19.4 million 
last year, on revenues of 
$648.5 billion.

The discount giant — 
known both for low prices 
and making big profits — said 
it still expects to hit its profit 
target for this year, but is 
being cautious on how it 
gets there and didn’t offer 
guidance for the second 
quarter, citing the dynamic 
economic backdrop. 

It is an economy that has 
Trump written all over it. 

Sticking to his campaign 
promises, Trump added 10 
percent tariffs on the whole 
world and hit China much 
harder, getting into a tit for 
tat that for a time this spring 
charged 145 percent tariffs 
on Chinese imports.

The levy on goods from 
China has now fallen to 30 
percent — a level that is still 
very costly, but much more 
manageable. Those costs as 
well as shipping disruptions 
from the wild swing in 
prices are working their 
way through the system 
and are just about to get to 
consumers.  

The question now might 
be just who shoppers are 
going to blame for those 
higher prices.

Trump has his preference.
A Walmart spokesman 

said: “We have always 
worked to keep our prices as 
low as possible and we won’t 
stop. We’ll keep prices as low 
as we can for as long as we 
can given the reality of small 
retail margins.”
— EVAN CLARK

A Smaller 
Pay Day
Foot Locker Inc.’s chief 
executive officer Mary 
Dillon does not have a 
golden parachute.

Speculation is building 
about the executive’s future 
at the retailer following 
Dick’s Sporting Goods Inc.’s 
$2.4 billion deal for Foot 
Locker, revealed this week.

According to the shoe 
retailer’s proxy, filed with  
the Securities and Exchange 
Commission on April 10, 
Dillon received $12.5 million 
in total compensation  
last year, which included  
an annual base salary of 
$1.4 million, $11.0 million in 
stock awards and $69,777 
in other compensation. 
The total represents a 14.9 
percent decline from $14.7 
million in 2023.

If she were to leave the 
company within two years 
of a change of control, Dillon 
would be entitled to a lump 
sum equal to two times the 
sum of her base salary, 
or $2.8 million presuming 
her 2024 salary doesn’t 
change. She also would be 
entitled to a bonus for the 
year that she leaves the 
company, based on actual 
performance. In both 2023 
and 2024, the Foot Locker 
CEO did not receive a bonus.

When a top executive 
leaves the company in a 
change-of-control situation, 
severance typically 
involves a lump sum 
payment that’s equal to 
three times the base salary 
or more, plus a bonus. 
There are also provisions 
for the acceleration of 
stock awards and options. 
Dillon’s agreement provides 
for accelerated vesting of 
outstanding stock awards 
at different percentages, 
but the timing is beyond 
fiscal 2025, which ends on 
Jan. 31, 2026.

Foot Locker’s proxy notes 
that the company does not 
provide for any excessive 
severance or change in 
control payments.
— VICKI M. YOUNG

Fashiontech 
Prize
Losanje, the Nevers, 
France-based fashion tech 
company helping brands 
implement the use of 
circular textiles, is the 2025 
recipient of the ANDAM 
Innovation Award.

This comes with a grant 
of 100,000 euros and 
networking opportunities, 
allowing the start-up 
company to scale up its 
business in France.

Through robotic 
production line, Losanje 
manages to transform 
finished textile products — 
from clothing to bedsheets 
and curtains, among other 
goods — into ready-to-
reuse fabrics.

“We are convinced 
that this award will truly 
be a game-changer for 
upcycling. Recognition by a 
jury of excellence highlights 
the true potential of this 
method of revalorization 
and production, and its 
ability to establish itself 
in the fashion and luxury 
sectors. 2025 will be 
the year of upcycling,” 
said Simon Peyronnaud, 
cofounder of Losanje.

Introduced in 2017, the 
ANDAM Innovation Award 
recognizes companies 
which provide “innovative 
technological solution for 
a fashion industry more 
respectful of human beings 
and the planet” active 
across the biotech, new 
materials, production, 
distribution and circular 
economy fields.

“ANDAM exists to 
support all those who 
create or enable the 

emergence of new 
practices in fashion. The 
Innovation Prize highlights 
entrepreneurs who work 
behind the scenes to bring 
our industry to the forefront 
of the technological 
revolutions we are 
experiencing, often to the 
benefit of the environment,” 
said ANDAM president 
Guillaume Houzé.

“This is the case with 
Losanje, who this year 
convinced us with their 
automatic garment 
upcycling solutions, when 
technology truly gives 
textiles a second life. It is 
our association’s honor to 
make this hidden side of 
fashion visible,” he offered.

“I am certain that Losanje 
offers a pragmatic and 
innovative solution to scale 
the upcycling process 
from an artisanal to an 
industrial level, thereby 
unlocking its full potential 
for sustainability and 
value creation within the 
French territory,” concurred 
Nathalie Dufour, founder and 
general manager of ANDAM.

For the first time since 
its launch, the ANDAM 
Innovation Award doubled 
down with a second 
Special Prize by the expert 
committee. Goldeneye 
Smart Vision, an AI-
powered textile quality 
control technology by 
French start-up Apollo 
Plus, scooped up the prize. 
The tool, which utilizes 
self-supervised AI, also 
generates digital twins of 
the fabrics which can be 
then used through every 
stage of production.

“Receiving this Special 
Prize from ANDAM is a 
powerful signal for our 
company: it validates the 
relevance of our technology 
and strengthens our 
connection with key players 
in the French fashion 
and textile industry,” said 
Goldeneye Smart Vision’s 
cofounder Thomas Isnard.

The experts committee 
included several industry 
names such as Éric Dupont, 
director sustainable 
development, business 
transformation, supply 
chain at Chanel; Nicolas 
Santi-Weil, chief executive 
officer at Ami Paris; 
Anne-Gaëlle Lamort, 
sustainability innovation 
lead at Kering; Andrea 
Rosso, OTB sustainability 
ambassador and creative 
consultant for Diesel Living; 
Guillaume Houzé, image 
and communications 
director and member of the 
executive board, Groupe 
Galeries Lafayette, and 
Pascal Morand, executive 
president at the Fédération 
de la Haute Couture et de la 
Mode, among others.
— MARTINO CARRERA

Donald Trump has 

raised tariffs in 

hopes of bringing 

manufacturers 

back to the U.S. 

Mary Dillon 

Inside the Losanje facility. 


