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S
ummer in the city — or town,  

or country, or beach.

Wherever one plans to spend it, 

the arrival of warmer months almost 

always lifts the spirits. It continues the 

year’s fresh start that began with the 

first snowdrops and bluebells and gathered pace 

as daffodils, tulips, roses, forsythia and, in some 

climes, heavenly scented jasmine blossomed. 

As Memorial Day in the U.S. arrives, it marks 

the unofficial kickoff of summer — even though 

schools have at least another few weeks to go; 

summer holidays haven’t really begun — and the 

recent weather in the Northeast has been more 

like October or March than summer.

Nonetheless, one’s anticipation for the months 

ahead can set the heart racing, perhaps a memory 

of those long-ago days when, as students, we 

would all sit in class gazing longingly out the 

window wishing for the school year to end.

One of the pillars of those warmer months has 

always been the Summer Blockbuster — a movie, 

generally an action film, aimed at attracting 

hordes of fans desperate to be among the first 

to see it. Our cover this issue features Ana de 

Armas, the actress set to star in one of the year’s 

first blockbusters, “Ballerina.” It’s a continuation 

of the mega-successful John Wick series — whose 

fans have even surprised her with their intensity. 

“I have never seen that many people in my 

life,” she told WWD Weekend Eye editor Leigh 

Nordstrom of the crowd that greeted her at 

Comic Con in Brazil. “It was crazy. That’s the 

closest you can be to being a singer.”

Of course, a new season also brings new 

fashions, and de Armas models many of them 

in a shoot styled by WWD Weekend style 

director Alex Badia. But there also is the latest in 

summer jewelry; the top watches from Watches 

& Wonders in Geneva (after all, time still rolls 

on, even in summer); inside looks at the Gucci 

Archive, Hermès’ secret workshop where it 

can fulfill any designer’s order, one of Chanel’s 

factories, and more.

There also is London bureau chief Samantha 

Conti’s report on fashion’s new Grand Tour, 

undertaken by the less-than-1 percent of the 

wealthy who are driving the industry today. WWD’s 

legendary publisher John B. Fairchild called them 

the Ladies Who Lunch and the BPs, for Beautiful 

People, who were the women of the ’80s and ’90s 

who dominated society. While today’s Ladies Who 

Lunch generally work and might not be filling 

Instagram (they value their privacy), they are now 

more influential than influencers and brands are 

taking them from Capri to Courchevel, Aspen to 

Avignon to give them unique experiences and get 

them to spend. The BPs are back. 

This issue also rounds up designers’ favorite 

getaway spots, and as they can attest, summer is 

really about getting away (even in our dreams). 

Since many of them travel so much for work, 

it’s perhaps no surprise that a lot say their best 

getaway is to stay at home.

GETTING AWAY  
   FROM IT ALL

ON THE COVER  

Ana de Armas in Willy 

Chavarria faille pants and 

blazer; Celine by Hedi 

Slimane silk crepe and 

acetate shirt; Louis 

Vuitton Le Damier de 

Louis Vuitton necklace in 

yellow gold and 

diamonds, three rings in 

yellow gold and 

diamonds, two rings in 

white gold and diamonds 

and earrings in yellow 

gold and diamonds.

For those traveling afar, WWD Weekend’s deputy 

Eye editor Kristen Tauer examines the trend in 

mega yachts and the demand for ultra-luxurious 

interiors. Beauty news editor Noor Lobad outlines 

beauty routines for four favorite party spots — the 

Hamptons, Ibiza, Thailand and Mexico City — and 

European beauty editor Jennifer Weil and wellness 

reporter Emily Burns look at spas you can’t miss. 

A new season can often bring about a new 

look — from a different hairstyle to changing our 

furniture. WWD Weekend is no different and this 

issue marks a redesign, overseen by senior design 

director Mariya Ivankovitser, aimed at adding 

more and bigger visuals, simplifying the sections, 

and making the Scene pages more eclectic. The 

logo also has been tweaked for a cleaner design.

We hope you like the new look — and the issue. 

Have a wonderful summer and, above all else: 

Have fun.

E D I T O R ’ S  L E T T E R  / may 2025

JAMES FALLON

C H I E F  C O N T E N T  O F F I C E R

Dior bomber jacket, 

top, skirt and high-

waisted briefs; Coperni 

shoes; Louis Vuitton Le 

Damier de Louis Vuitton 

necklace in yellow gold 

and diamonds necklace, 

three rings in yellow 

gold and diamonds, two 

rings in white gold and 

diamonds and earrings 

in yellow gold and 

diamond.
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F A I R C H I L D  S T U D I O  X  R O B E R T O  C O I N

Roberto Coin: Masterpieces  
Of Italian Craftsmanship  
And Creative Expression
Celebrating ethical luxury through ICONIC COLLECTIONS  — jewelry that spotlight stories, traditions and innovation.

T
H E WOR L D OF F I N E 
jewelry shines with 
Roberto Coin’s 
exceptional vision and 
artistic talent, which 
surpasses most other 
designers. The luxury 

brand represents both the brilliance 
of diamonds and an enduring artistic 
passion that has endured for more 
than 20 years.

At its core, is a brand ethos built 
upon diversity, innovation and high 
craftsmanship. The brand is the 
embodiment of what it means to be 
Made in Italy.

Through continuous production 
and endless innovation, the house 
of Roberto Coin established itself as 
a global jewelry leader by creating 
unique pieces that inspire and 
surprise customers above all else. 
Roberto Coin is laser-focused on 
giving every woman the power to 
celebrate her individuality. The 
company’s design philosophy guides 
all creative decisions including 
collection development as well as 
gemstone and metal selection.

“From the first steps that I 
took in this amazing field, I’ve 
always wanted Roberto Coin to 
be an eccentric entity, born in an 
unusual way and definitely unlike 
anyone else in both personality and 
objective,” the designer said. “As a 
matter of fact, it was already clear 
to me in 1996 that this brand would 
represent diversity, and I knew that 
it was exactly this diversity that 
would become the fundamental 
characteristic of its identity.”

Coin admits that it has never been 
his goal “to be recognized through 
the use of my designs with similar, 
thematic characteristics that make 
them recognizable at first glance; 
that would have been too easy.”

Roberto Coin continues to 
passionately support individuality 
even after two decades of design. 
The designer endlessly explores 
different cultural and natural 
elements and geographical 
landscapes through his work, which 
creates jewelry that connects 
historical periods to modern times 
thereby creating timeless luxury.

“Through the tireless production 
of new designs, our mission is to 
create something that inspires, that 
surprises and that most of all…is 
never boring.”

A STORY IN EVERY SPARKLE

Each of Roberto Coin’s creations 
carries a story. Made by the expert 
hands of Italian craftsmen — 
guardians of centuries-old jewelry 
traditions — these treasures emerge 
as miniature masterpieces, imbued 
with an unmistakable allure. Within 

every bracelet, necklace, ring and 
earring lies not just craftsmanship, 
but a piece of Roberto Coin’s 
imagination. And inside every piece 
lies his iconic signature: a small ruby.

This ruby serves as a magical 
talisman that marries ancient lore 
with modern sophistication and has 
evolved into a distinctive signature 
element of Roberto Coin’s jewelry. 
The pharaohs of Egypt believed 
this fiery gem brought joy, love and 
health when kept close to the skin. 
Burmese warriors cherished rubies 
for their protective properties 
during battle. And ancient Hindu 
myths considered rubies to be the 
sacred fruit of the Kalpa tree — a tree 
reflecting hope and desire.

Such myths resonate beautifully 
with the mission of Roberto Coin, 
which is to craft jewelry that not only 

symbolism into wearable works 
of art. But as Venice enchants its 
visitors with timeless beauty, the 
Venetian Princess collection keeps 
evolving, adding layers of creative 
genius year by year.

The latest jewel in this crown 
is the VP Pirouette, which is a 
testament to design innovation. 
It features a rotating flower that 
reveals two opposing aesthetics 
in a single design. One side 
sparkles brightly with color — a 
cheerful expression of rebirth and 
springtime, featuring stones like 
chrysoprase, mother-of-pearl and 
rhodonite in delectable pastel hues. 
The other side, which is encrusted 
with diamonds, captures the 
essence of haute couture for the 
most exclusive occasions.

Symbolizing petals kissed by 
sunlight on one side and shimmering 
raindrops on the other, the 
Pirouette encapsulates moments of 
ordinary life elevated into cherished 
memories.

Similarly, the Venetian Princess 
Carnival collection bursts forth 
in celebratory brilliance, echoing 
Venice’s jubilant festivities. It 
presents a medley of colorful stones 
that celebrate life, vibrancy and all 
the magical hues of a festival.

MEDALLIONS: AN ODE  

TO CREATIVITY

Ingenuity is the Venetian 
Medallion collection. Here is a 
series of floral, colorful wearable 
medallions adorned with luminous 
diamonds. These pieces radiate 
Roberto Coin’s ever-expanding 
creativity, drawing inspiration from 
a tradition of patere, or circular 
decorative motifs. The pieces are 
crafted with precision, and each 
medallion symbolizes both the 
artisanal excellence and the artistic 
innovation that define Roberto 
Coin’s oeuvre.

APPASSIONATA:  

THE COLLECTION THAT  

BEGAN IT ALL

The evolution of his collections 
demonstrates the designer’s 
dedication to craftsmanship, 
which started when he introduced 
the Appassionata collection in 
1996. The Appassionata collection 
became the foundation of the 
brand’s legacy while establishing 
the ruby as Roberto Coin’s signature 
design element. Through his first 
collection, Roberto Coin announced 
his artistic vision, which holds 
creativity as the essential element of 
authentic luxury.

A COMMITMENT  

TO ETHICAL LUXURY

For Roberto Coin, luxury does not 
end with beauty, craftsmanship, 
or innovation — it extends to 
responsibility. From the beginning of 
his career, the designer expressed a 
profound commitment to social and 
ethical responsibility. Reinforced by 
his encounter with Earl Mountbatten 
during his years in the hospitality 
industry, Roberto Coin adopted a 
philosophy of “remembering to have 
a heart” — a principle that would 
guide his approach to sustainability 
in the jewelry business.

adorns, but also touches the soul.
“Even the idea of the ruby has 

dual significance — the signature 
and romantic symbol is also a means 
to identify the jewel as belonging 
to the brand,” Coin explained. “The 
ruby is the anchor that visibly ties 
all of my jewels to the same origin 
and that also guarantees maximum 
aesthetic freedom.”

VENETIAN PRINCESS:  

THE POETRY OF VENICE

Among Roberto Coin’s collections, 
one emerges as a lyrical ode to the 
architectural grandeur and cultural 
vibrancy of Venice: the Venetian 
Princess. collection. Inspired by 
the ornate decorations of palaces 
overlooking Venice’s canals, this 
collection transforms the city’s rich 

▲ 

Stack of rings 

from the Love in 

Verona Collection.



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

Roberto Coin’s ethical practices 
are as iconic as his ruby signature. 
As a member of the board of 
directors for the World Diamond 
Council, Coin helped establish the 
Kimberley Process Certification 
Scheme alongside the United 
Nations — an endeavor that ensures 
the diamonds in every Roberto 
Coin creation are sourced from 
conflict-free zones. Beyond 
diamonds, the brand maintains 
similarly stringent standards for 
gold, abiding by the Dodd-Frank 
Act to prevent gold associated 
with human rights violations from 
entering its supply chain.

The brand’s membership in the 
Responsible Jewelry Council further 
underscores its dedication to 
responsible human rights, ethical 
practices and environmental 

collection, for example, stands as a 
tribute to Venice while Medallions 
present original motifs and 
Appassionata showcases historic 
rubies in each piece.

Roberto Coin continues to build 
his brand through courageous 
artistic methods combined with 
empathetic values. He supports 
humanitarian organizations such as 
Youth Aids and Every Mother Counts 
while delivering lectures in Geneva 
and Dubai to promote ethical 
brand practices that focus on social 
responsibility. Roberto Coin jewelry 
functions as an exchange that unites 
the creator with the wearer while 
connecting historical moments to 
upcoming times.

A LEGACY ETCHED  

IN GEMSTONES

Roberto Coin is not just a name 
or a brand; it is a universe — a 
living testament to craftsmanship, 
creativity and individuality.  
With collections such as Venetian 
Princess, Venetian Princess 
Pirouette, Venetian Princess 
Carnival, Venetian Princess 
Medallion and Appassionata, 
Roberto Coin has sparked a  
legacy defined by beauty, artistry 
and substance.

And as the ruby burns quietly on 
every piece, it echoes the sentiment 
that began this journey and endures 
triumphantly: to create jewelry that 
inspires, that surprises and that is 
never, ever boring.

“Brands tend to be iconic 
only when they are defined by a 
few recognizable designs,” Coin 
explained. “In my opinion, this 
means limiting creativity, which 
is the expression of freedom par 
excellence. Not being recognizable 
at first glance has given me the 
liberty to create, and to be, 
something innovative and unique.”

Coin said even today, after 30 
years, “I can confirm that my vision 
is the same as when I began, a vision 
that guarantees a more dynamic 
and curious future and, above all, a 
future capable of surprising again 
and again.” 

sustainability. In addition, Roberto 
Coin’s commitment to eco-conscious 
luxury reached new heights in 
2023, when the construction of 
the new boutique in Kuwait was 
analyzed for its carbon footprint. 
By planting olive trees in Vicenza 
to offset its emissions, Roberto 
Coin demonstrated his belief that 
sustainability should shape the future 
of the jewelry industry.

SHAPING THE FUTURE  

WITH CRAFTSMANSHIP

Craftsmanship at Roberto Coin 
marries the elegance of tradition 
with the bold possibilities of 
technology. In his atelier, seasoned 
artisans sit beside younger 
technicians, exchanging ideas and 
perspectives that ultimately lead to 

designs that bridge centuries. The 
dexterity of Italy’s jewelry artisans 
is matched only by their ingenuity 
— they hold the secrets of ancient 
practices in their nimble fingers 
while incorporating cutting-edge 
tools to achieve an unparalleled 
balance of old and new.

It’s a balance Roberto Coin 
values profoundly — the ability to 
bring to life something antique and 
something new, often within the 
same project, on the same day. This 
convergence defines Roberto Coin’s 
approach to artistry and ensures 
that each creation is wearable, 
eternal and stirringly beautiful.

THE JEWELRY  

OF INFINITE STORIES

It is important to note that 
Roberto Coin’s jewelry collections 
demonstrate endless narratives 
that are expressed through 
materials beyond metal and 
gemstones. The Venetian Princess 

Click to learn 

more about the 

enduring legacy 

of Roberto Coin.

▲ ⊳ 

Arabesque  

ring with a close  

up of the 

signature ruby. 

▲  

Trio of Venetian 

Princess  

Pirouette rings.  

▼ 

Venetian Princess 

Carnival earrings.
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These Weekend Getaways 
Are Designer-approved
Many creative types head for the countryside or mountains in search of nature,  

while others prefer a city break.  

BY MILES SOCHA, JOELLE DIDERICH, LILY TEMPLETON, SANDRA SALIBIAN, SAMANTHA CONTI, LUISA ZARGANI AND LISA LOCKWOOD

DE AN AND DAN CATEN
DSQUARED2

“Mykonos holds a special place in our hearts. We not only 
spend many weekends there, but also most of our summers. 

A dear friend introduced us to the island 30 years ago, 
and since then, every visit has been more enchanting than 
the last. The energy of Mykonos is truly electric. Whether 

you’re soaking up the sun on the beach or dancing the 
night away, it’s impossible not to get swept up in the vibrant 
atmosphere. Beyond that, the iconic whitewashed buildings 
and cobblestone streets of Mykonos Town beautifully blend 

Greek charm with modern luxury. The shops, restaurants and 
cafés create a relaxed yet chic vibe, making it easy to unwind. 

And spots like Little Venice offer breathtaking sunsets that 
stay with you long after they’ve faded. We have a few favorite 
spots on the island. Nammos on Psarou Beach feels like home 
to us. Spilia on Kalafatis Beach offers a peaceful retreat, while 

JackieO’ Beach Club brings a fun and lively atmosphere. 
Finally, Principote on Panormos Beach boasts elegant design, 

and before you know it, you’ll find yourself dancing as the  
sun sets! For us, Mykonos represents freedom.”

JENNY PACKHAM

“Paris has the edge for me. It’s 
an inspiring getaway and my 

home from home. The Parisians’ 
love of tradition and romance 

combined with its youthful 
modernism is the pull for me. 

It’s a place for hedonists,  
dreamers and voyeurs.  

Everyone dresses up to go  
to Paris. It’s a fashion  

designer’s visionary delight.”

NICOL AS GHESQUIÈRE
LOUIS VUITTON

“I enjoy getting out of the city to go 

to my country house. It is located just 

outside of Paris in a charming town 

called Montfort-l’Amaury. The house is 

nestled in between a beautiful historical 

landmark and next to an immense forest. 

It is a place where I like to be surrounded 

by friends and family, which is my 

favorite way to spend a weekend.”

MARIA GR AZIA CHIURI
DIOR

“If there is the sea not far, it could 
be great. I love the sea. But I am 
a very simple person. I like very 

simple things — seeing exhibitions, 
films, normal things: to see my 

friends, to read my books, to stay at 
home, too. People like me that are 
born in Rome, we are not obsessed 
with the weekend. We don’t have 
this attitude. It’s something more 
in the cities that have no parks, 

no greenery. Honestly, I was very 
surprised when I was younger 
and I started to go very often 

to Milan, and one of my friends 
living in Milan was obsessed with 
organizing every weekend in the 

mountains, on the lake. If you 
have to organize all the time your 

weekend, it’s another job.”

LORENZO SER AFINI
ALBERTA FERRETTI

“Capalbio, because I think it’s the perfect location 

to immerse oneself in nature and unplug,  

but at the same time also to enjoy an artistic  

and cultural offer that is always stimulating.”

ROKSANDA 
ILINČIĆ

“Apart from traveling 

back home to visit my 

family, which always 

is one of the nicest 

weekend gateways, 

I also adore hotelier 

Marie-Louise Sciò’s 

getaway, La Posta 

Vecchia. Situated 

just outside Rome, 

by the sea, this hotel 

and museum offers 

an incredible, stylish 

escape. Its famous 

Getty suite still has the 

original furniture and 

Gobelin tapestries 

brought in by its 

first owner — J. Paul 

Getty — who was a 

great collector of rare 

vintage furniture. The 

hotel is the perfect 

mix of escape and 

culture, paired with an 

incredible welcoming 

atmosphere.”

MARC JACOBS

“More than 
anything,  

I just like to 
be home.  

I am 
grateful to 

get to 
spend time 

in this 
beautiful 
house in  

Rye, (N.Y.)… 
There is  
no place  
I would 

rather be.”

TORY BURCH

“Antigua. The minute I 
arrive, I can breathe, and I 

feel an overwhelming sense 
of calm. The beauty, the 
nature, the birds — it’s 

always impossible to leave.”

e T H E  W H O,  W H AT  A N D  W H E R E  O F  A R T S  A N D  C U LT U R E . 



SPRING SUMMER 2025
paulsmith.com
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MARCO DE VINCENZO

ETRO

“My first weekends at the seaside 
are always on the Amalfi Coast. I 
found in Positano a place I really 
like, because after a winter spent 

mainly in the north [of Italy], I 
immediately feel the need to 

head south, and that’s the easiest 
place for me to reach. I go there 

often, it’s a little bit like my refuge 
in June — I think I’ve been there 
for a few years now…. I don’t get 

bored staring at the sea, and that 
kind of isolation is very enriching 
for me. There are people who ask 
me, ‘How can you sit there for an 
hour?’ but for me it’s an important 

thing to do. And I don’t switch 
off — I think, I mull over things 

and I reconnect with a Southern 
aesthetic that is essential to me.”

STEPHEN  

JONES

“Home  
[in London], 

because  
I travel  
all the  
time,  
so my 

favorite 
getaway  
is home.  
It’s the 

complete 
opposite 
to most 
people.”

PHILIPP PLEIN

“I go away every weekend to my home in Cannes — even 
if it’s for a short weekend. It’s my personal paradise, and the 
weather is always beautiful. I’ve owned a house there for 13 
years and I keep expanding it. Now it’s four houses. Every 
May [during the Cannes Film Festival] we have a fashion 
show and this year, we’re doing a pop-up of Philipp’s Club  

in the garden. Cannes is three-and a-half hours from where  
I live in Lugano, Switzerland. I have four sons and we go to 

the beach throughout the year — even in December. We are 
two minutes from the beach, and the kids just love it.”

BURÇ AKYOL

“Pantelleria, Italy. 
Everybody goes  

there but you can’t  
see anyone because  

it’s so private. It’s  
very rural. We work  

in the capers field and 
the vineyards. It’s where 

I go to disconnect  
and recharge  

that Mediterranean  
blood I have.”

IAN GRIFFITHS

MA X MAR A

“My cottage in Suffolk, [England]. I ’ve got a 

beautiful garden there, and it ’s in the middle of 

the countryside, only five miles from the sea. 

You can walk to the beach if you want to through 

the woods, the estuary and the warrens. The 

first kings of England lived there, the Anglo-

Saxon kings, so it ’s a historic place, too. Lots 

of creative writers and painters live there, and 

there’s a lovely social life that’s completely 

informal. It ’s got everything.”

ALBERT KRIEMLER

AKRIS

“I love the Engadin 
because it’s the  

most beautiful valley  
on earth. It’s at an 

elevation of 1,800 meters 
high, it has four lakes, 
and it has a wideness  
you would not expect  

to find in Europe.  
There is a sensation of 

color in the sunlight 
during all the seasons…. 
Whenever I go there, I 
find a new sensation of 

discovery of nature.”

MAIKO 

KUROGOUCHI

“Since the altitude  

of my vacation home 

is quite high,  

1 ,600 meters, it  

feels l ike stepping 

into a completely 

different world. 

There, I  do nothing 

but cooking, take 

walks, and go hiking, 

enjoying a way of 

l ife that is entirely 

different from Tokyo. 

It  only takes one 

hour to walk to the 

summit, where I  can 

see breathtaking 

views that make  

me feel l ike I ’m above 

the clouds. The  

view changes 

every day, and I  just 

embrace myself 

in the landscape, 

staring at the sky for 

hours. When I  

get tired from 

walking I  take a break 

at a mountain  

hut where I  always 

enjoy my favorite 

treat — a plate of 

honey toast.”

SAR AH BURTON

GIVENCHY

“I love going to the Lake 
District [England’s largest 
national park] and being 
surrounded by nature.”

ADRIAN APPIOL AZA

MOSCHINO

“I would say Ibiza — it’s 
always the best energy 

and you can always count 
on friends being there.”

ALEX ANDRE MATTIUSSI

AMI PARIS

“My favorite escapade is leaving the office and going home in 

Paris’ lively and multicultural 20th arrondissement.”

BRUNELLO CUCINELLI

“None among the most fascinating  

locations I  have visited in every part of the 

world is more dear to me than the island of  

Capri . I  consider its inhabitants, descendants 

of the ancient Greeks, among the most 

amiable, generous and witty people. I  love 

Capri for its balsamic air, which reaches the 

balconies of its beautiful vi l las fi ltered by the 

fragrance of lemon and orange blossoms. I 

honor Capri , which 2,000 years ago Augustus 

turned into a Roman town and after that 

Tiberius chose as a summer residence.”

DIANE VON FURSTENBERG

“At this point of my life, my favorite weekend  

getaway is home in Connecticut.”







F A I R C H I L D  S T U D I O  X  B R U N E L L O  C U C I N E L L I

CAROLINA CUCINELLI on Brunello Cucinelli’s first women’s handbag.

H
I DDE N W I T H I N the bustling 
streets of New York City 
is Casa Cucinelli, an oasis 
of timeless elegance that 
mirrors the serene beauty 
of the Italian countryside. 
It is here where Carolina 

Cucinelli, vice president and co-creative 
director of Brunello Cucinelli, recently 
sat down for an interview with Alex 
Badia, style director at WWD, to reveal a 
milestone moment for the luxury brand: 
the launch of the brand’s first women’s 
handbag. The discussion focused on 
craftsmanship, sustainability and the 
“feminine voice” shaping Brunello 
Cucinelli’s future.

A SISTERHOOD IN  

DESIGN: COLLABORATING  

ON THE BC DUO

When asked about the impetus behind 
the launch of the BC Duo handbag, 
Cucinelli described it as an intimate 
foundation born from a collaboration 
between her and her sister, Camilla 
Cucinelli. Despite years of co-creating 
designs for the brand, this project was a 
uniquely personal venture.

“It was beautiful because we both 
wanted to create something dedicated 
to us — not just for clients similar to 
us,” Cucinelli said. The name “Duo” 
encapsulates their relationship, 
a harmonious interplay between 
sisterhood, duality and their shared 
creative vision. While remaining deeply 
rooted in the brand’s identity, the 
handbag represents a subtle departure 
toward the contemporary, reflecting the 
sisters’ unique perspectives.

Regarding the vision behind the 
handbag, Cucinelli said it reflects a 
thoughtful awareness of modern life. 
The BC Duo isn’t just a handbag — it’s 
an accessory designed to adapt to the 
dynamic rhythm of a contemporary 
woman’s day. From morning meetings to 

The Art of Timeless Design
an evening Aperitivo, the Duo transitions 
seamlessly between styles and occasions.

“We wanted to create a bag dedicated 
to women who balance life between work, 
family and social moments,” Cucinelli 
added. Available in multiple sizes, the Duo 
accommodates everything from essentials 
for a long day to the elegant simplicity 
needed for a night out. Its versatile design 
mirrors the effortless adaptability many 
women strive for, she said.

CRAFTSMANSHIP  

ROOTED IN UMBRIA

Craftsmanship is a cornerstone of 
Brunello Cucinelli’s ethos, and the 
artistry behind their first handbag is 
no exception. The bag is meticulously 
crafted in Umbria, away from the 
brand’s Solomeo headquarters, where 
leather isn’t traditionally used. This 
geographic shift placed the handbag 
production in the hands of distinguished 
Tuscan artisans whose expertise in 
leather-making aligns with the brand’s 
uncompromising quality standards.

The design features clean lines and 
high-quality artisanal techniques, and 
while Brunello Cucinelli remains a “no 
logo” brand, subtle design elements 
and details nod to the brand’s identity. 
For Carolina Cucinelli, these thoughtful 
touches capture the elegance the 
Cucinelli name is renowned for while 
ensuring enduring simplicity and 
timeless appeal.

Brunello Cucinelli, named for the 
visionary founder behind the brand, has 
long been recognized for its values-based 
philosophy. But under the guidance of 
Carolina and Camilla Cucinelli, the brand’s 
legacy now incorporates a distinctly 
feminine viewpoint, a shift that serves their 
family’s broader vision of balance.

“It’s all about balance,” Cucinelli told 
Badia. “We’ve had the privilege of working 
with Brunello for 15 years. We learned 
so much, and we share the values of the 
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company. But at the same time, we’re 
living in a different moment, and we want 
to breathe new energy into the brand.”

For Carolina and Camilla, their 
feminine influence expands not only 
through design but also through 
nurturing relationships with artisans and 
collaborators. Their approach blends 
heritage and innovation, ensuring the 
company evolves to meet the needs of 
contemporary consumers while retaining 
the values that shaped its origins.

THE FUTURE: A VILLAGE,  

VISION AND RESPONSIBILITY

The conversation then shifted to the 
brand’s rural roots in Solomeo, a tiny 
village in central Italy that Brunello 
Cucinelli himself transformed into a hub 
of artisanship, culture and sustainability. 
Cucinelli expressed pride in the 
company’s commitment to community 
development and its efforts to create 
opportunities for younger generations.

“The company supports the village, 
and the village supports the company,” 
she explained. “It’s important for us 
to create a future where young people 
choose to stay in the village rather than 
move to cities like Milan or New York. We 
dedicate resources to fostering culture, 
art, and a way of life that feels sustainable 
and fulfilling.”

This philosophy, built around 
respecting the past while investing in the 
future, is integral to the Cucinelli brand. 
It’s as much about nurturing a way of life 
as it is about creating timeless products.

BUILDING A SUSTAINABLE 

WARDROBE

The BC Duo is more than just a bag — it’s 
a representation of the brand’s vision of 
sustainability. “Young generations are 
very sensitive to the idea of buying less 
but buying better,” Cucinelli told Badia. 
This ethos aligns perfectly with Brunello 
Cucinelli’s long-standing philosophy 
of crafting garments and accessories 
intended to last a lifetime.

From their meticulous focus on 
high-quality materials to their signature 
palette featuring neutral tones such as 
chocolate and light beige, every aspect 
of the BC Duo is designed to integrate 
effortlessly into an enduring wardrobe. 
“The idea was to create something that 
complements what’s already in your 
closet, something you can wear forever,” 
Cucinelli added.

This approach serves not only the 
environment but also the customer, who 
can rest assured that their investment is 
one that transcends fleeting trends.

TIMELESS ELEGANCE  

FOR GENERATIONS

Cucinelli closed the conversation with 
a hopeful vision for the future: “We 
want to create something that you don’t 
store away after six months,” she said. 
“Something you want to pass down to 
your son or daughter one day.”

The BC Duo bag, like everything 
Brunello Cucinelli produces, is 
designed not just for the present, but 
for generations to come — a symbol of 
the brand’s enduring commitment to 
quality, artistry and legacy.  

From top: Carolina and Camilla Cucinelli;  

The BC Duo bag; Alex Badia and Carolina 

Cucinelli at Casa Cucinelli in NYC.
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Hamptons Retail Happenings, 
What’s New for the Season
Along with lounging by the pool, on the beach or barbecuing, it ’s all about strolling the quaint streets of the Hamptons villages,  

bidding hello to the neighbors and checking out the shops.  BY DAVID MOIN 

T
here might be a squeeze for 

retail space in the Hamptons, 

but there are enough high-

profile launches happening this 

season to make the shopping 

scene interesting — and a bit 

different for those summering 

on Long Island’s luxurious East End.

“There are always new brands looking to make 

there mark here,” said Jeff Sztorc, a partner in 

the Hamptons real estate team at Compass. “For 

those looking for a prime spot on the main streets, 

there’s been a tremendous amount of demand.”

Still, “Since COVID[-19], there hasn’t been the 

normal shuffle after every summer,” said Lee 

Minetree, associate real estate broker at Saunders 

Associates. Compared to years past, “There are 

not a lot of retail openings this season. It’s pretty 

slim pickings. There is not a lot of space left in the 

main shopping areas.”

But that’s a clear sign that business is strong 

in the Hamptons. “People seem to be staying out 

here for longer periods,” Minetree said. “The 

retail business is good out here.”

“The Hamptons is a natural extension for 

our brand,” said Geri Moran, vice president of 

marketing at ABC Carpet & Home, which opened 

its first store in the Hamptons on Thursday, a 

5,600-square-foot unit at 1 Pond Lane in the heart 

of Southampton. ABC has a store in Manhattan’s 

Flatiron District and in Greenwich, Conn. “Our 

customers here — designers, creatives and home 

lovers — share our passion for intentional living and 

unique, meaningful design. With this new space, 

we’re excited to deepen our relationships with the 

local design community and continue building 

a home for artistry and inspiration.” Beyond 

shopping, the Southampton store is envisioned 

as a hub for creativity and collaboration — a place 

where local designers, makers and storytellers can 

connect and co-create.” The store sells sustainably 

sourced rugs from around the world, new and 

vintage furniture, decorative accents, textiles and 

gifts, and will be staging trunk shows.

But there’s always room for another pizza 

place. Crazy Pizza, known for its thin-crust pizza 

with ingredients flown in from Italy, is planning 

to open at 47 Montauk Highway in East Hampton 

next month. The menu also offers classic Italian 

dishes, antipasti, thin-crust pizzas and signature 

desserts like Nutella pizza. 

Also, football legend Tom Brady is opening 

one of his CardVault by Tom Brady shops at 47 

Newtown Lane in East Hampton over Memorial 

Day weekend. Earlier this year, the seven-time 

Super Bowl champion acquired a 50 percent 

stake in CardVault, then changed the name of 

the business to CardVault by Tom Brady. His 

involvement portends aggressive expansion of the 

chain, which sells sports cards, trading cards and 

memorabilia. “This isn’t just about buying and 

selling cards. It’s about curating history, building 

community, turning fans into collectors, and giving 

them access to own great moments in sports,” 

Brady said when he bought into the business.

Elysewalker will unveil a 

pop-up at 57 Main Street 

in Southampton on 

Memorial Day, which will 

operate through Labor 

Day. While Elysewalker 

has never before had a 

location in the Hamptons, 

it has hosted private 

events and styling 

suites in the area since 

2018. The 1,800-square-

foot space will carry 

a mix of heritage, new 

and emerging brands 

including Alaïa, Chloe, 

Dior, Gabriela Hearst, 

Johanna Ortiz, Khaite, 

Miu Miu, Saint Laurent 

and The Elder Statesman, 

and contemporary 

brands such as Toteme, 

La Ligne, Sablyn, Still 

Here, Agolde and 

Citizens of Humanity.

RH Outdoor East 

Hampton, dedicated 

exclusively to RH Outdoor 

Collections, opens mid-

June at 53 Main Street 

in East Hampton. The 

space features exclusive 

furniture collections by 

renowned designers, 

along with outdoor 

fire tables, umbrellas, 

lighting, rugs and decor, 

as well as the Striata 

Teak Collection, Sedona 

Teak Collection and 

Lagos Teak Collection, 

and key items from the 

existing assortment. 

There will also be the RH 

Interior Design service 

to reimagine your patio, 

poolside, beach space or 

balcony.

RETAIL RISINGS AND MORE
Sézane, a Parisian 

direct-to-consumer 

B Corp.-certified 

brand, will open an 

immersive pop-up 

at The Maidstone, in 

East Hampton. The 

150-square-foot pop-up, 

which marks Sézane’s 

first store in the 

Hamptons, debuts June 

20 and will remain open 

until July 29. Sézane will 

reimagine Maidstone’s 

Retail Shack into “a 

transportive Paris-

meets-East Hampton 

experience with a 

curated selection of 

bestselling essentials 

and accessories, 

including the Justine 

basket bag, and limited-

edition pieces designed 

for the season. Prices 

range from $30 to $400.

Vivrelle, a luxury 

accessories 

membership club, in 

partnership with Fwrd, 

is opening a pop-up in 

Bridgehampton where 

shoppers can buy or 

borrow coveted pieces 

from both brands. 

Officially opening 

Memorial Day weekend, 

the 1,500-square-foot 

space will be a luxury 

destination and will 

feature a Fwrd shop-

in-shop with a curated 

assortment of clothing, 

beauty and home 

items, as well as an 

expansive collection of 

handbags from Vivrelle’s 

assortment, including 

accessories from 

brands such as Prada, 

Loewe, and Christian 

Dior. The space will be 

a “showroom’ allowing 

members to swap and 

browse the collection, 

sign up for membership 

and borrow items on  

the spot.

House of Olita, a 

women’s boutique 

on Madison Avenue, 

will open a pop-up 

at 53 Jobs Lane in 

Southampton.

J.Crew, which has for 

years operated a store 

in East Hampton, opened 

another permanent 

store at 88 Main Street 

in Southampton.

Brunch, a relatively 

new lifestyle brand with 

a range of products 

and a particular focus 

on footwear, reopens 

its Brunch Playhouse 

format at 14 Amagansett 

Square in Amagansett. 

The 1,000-square-

foot retail space 

offers swings, slipper 

art, puzzles, board, 

storytelling moments 

and a matcha bar in 

collaboration with the 

Montauk General Store.

LT Burger is returning 

to Sag Harbor, moving 

into the space that was 

occupied by Tacorea, at 

62 Main Street.

The HUB, which stands 

for health, unity and 

beauty and is the 

newest project from Toni 

DeMauro and Michael 

Catalano, opened at 

2183 Montauk Highway 

in Bridgehampton. 

Described as an 

“intersection of luxury 

retail and entertainment 

and creative venue” 

showcases fashion, 

home goods, gifts, 

lifestyle products, art 

installations, pop-ups, 

collaborations with 

designers and brands, 

and events. Fitness 

guru Isaac Boots has a 

residency at The HUB 

and will be holding 

classes this season.

Salon 21, a fine art 

and interior design 

studio, is collaborating 

with The Maidstone in 

East Hampton on an 

exhibition, “La Dolce 

Vita,” featuring a diverse 

array of local and 

international artists 

including Alli Conrad, 

Clare Dufournier, Beau 

Gabriel and Danielle 

Kosann. The exhibition 

captures sun-drenched 

moments, intimate 

gatherings and the 

simple pleasures of 

life, according to Alex 

Bass, founder and chief 

executive officer of 

Salon 21, which will host 

cocktail parties and 

events with the artists.

Blue&Cream is opening 

at 133 Main Street in 

Sag Harbor Memorial 

Day weekend with a 

dedicated space for 

quiet luxury brand Grey/

Ven. Blue&Cream and 

Grey/Ven continue to 

have stand-alone stores 

in East Hampton. “We 

believe in partnering 

with those who share 

our vision for timeless, 

understated luxury,” 

said Scott Weissman, 

CEO of Grey/Ven. 

“Blue&Cream has a 

legacy of championing 

rising brands.” Grey/Ven 

will introduce exclusive 

capsule collections at 

all five Blue&Cream 

stores with resort and 

summer pieces, from 

sets to dresses and 

outerwear. Additionally 

Blue&Cream will launch 

handbags. Also on 

Memorial Day weekend 

Grey/Ven x Aroma360 

will drop a home 

fragrance collection 

of candles, diffusers, 

room sprays and more 

at both the GreyVen East 

Hampton flagship and at 

Blue&Cream Sag Harbor.

Mary Lou’s bar/

restaurant is slated 

to open in Montauk 

this summer, at 474 

West Lake Drive. It’s 

a partnership of Alex 

Melillo, Joe Cervasio, 

Topher Grubb and 

NDT Development. 

The concept launched 

in West Palm Beach, 

Fla., this past winter 

with food and drinks 

described as “seasonal, 

strong and never overly 

serious.” Mary Lou’s is 

named after Melillo’s 

grandmother Mary Lou 

Curtis, who owned a 

popular fashion boutique 

in West Palm Beach 

called La Shack.

From the RH 
Outdoor "Striata" 
Teak Collection. 
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Rob Franklin Gets 
Bold in Debut Novel
His coming-of-age novel, the  

"Great Black Hope," relaunches the 

Summit Books imprint.  BY KRISTEN TAUER

T
he opening pages of Rob 

Franklin’s debut novel, “Great 

Black Hope,” take readers 

into the thick of late-night 

Hamptons debauchery.

It’s Labor Day weekend 

Out East, and the privileged 

twentysomethings are partying at a Southampton 

club, but the fun quickly evaporates for main 

character Smith. The recent Stanford grad, 

who’s Black and queer, is arrested for minor 

cocaine possession, initiating a legal journey 

that unfolds parallel to his life back in the city. 

While anticipating his court case, Smith navigates 

family expectations, shifting post-college social 

relationships, and the emotional aftermath and 

mystery of his roommate’s death. 

“Great Black Hope” will be released on June 

10, kicking off summertime reading and the 

relaunch of Summit Books, an imprint of Simon 

and Schuster.

Franklin, himself a Stanford alum, began 

writing the novel as an MFA student at New 

York University. After moving to Berlin in 2019 

to write, he returned to New York in fall 2020 

during the height of the pandemic. 

“ I was coming back to a very different New 

York than I had left,” says Franklin, who before 

that had lived in the city off-and-on for a decade. 

“Everything was shuttered; it was quiet. Luckily 

grad school was in person; we were masked and 

testing every week. So I still had human contact 

through that. But otherwise it was a very lonesome 

time for me and for many other people.”

Franklin soon decided to step away from his 

Berlin novel-in-progress and refocus on another 

idea that had been percolating: a coming-of-age 

novel set in New York, with the backdrop of the 

city’s downtown partyscape.

“With a character who, like me, lived life split 

between worlds, who had this sort of southern 

Black bourgeoisie background, but also had a foot 

in the downtown party scene of New York,” he says. 

“Once I started writing it, it quickly became clear to 

me that there was quite a lot of there, there.”

“Great Black Hope” is not a pandemic book, 

although the story is very much about people 

“sequestered in closed-off space together and 

going insane,” Franklin says. “So it is in some 

ways informed by the pandemic. And likewise, I 

think my desire to depict an alive, dynamic New 

York City was probably in part precipitated by 

the fact that I was in a very quiet, closed off New 

York City at the time, and wanting to reflect on 

the version of New York that I had moved to in 

the front half of my 20s.”

While New York shaped the texture of the book, 

the plot stemmed from Franklin’s desire to write 

about Black respectability politics. “And specifically 

with characters who are from the Black bourgeoisie, 

looking at how these respectability politics and 

obsession with achievement can become a sort 

of almost pathology within that community,” 

Franklin says. “Which is a community that I come 

from and that really shaped me. These have been 

kind of themes in my own life.” 

The character of Smith, from a privileged 

academic environment in Atlanta, leans on his 

family to help navigate his legal situation while 

contending with the inflection point of their 

expectations. Smith’s story is structured around 

the start and conclusion of his legal case, weaving 

around the mechanics of the legal system and an 

interrogation of his substance use. 

“It was only once I started writing [the novel] 

in earnest in grad school that I zeroed in on the 

subject of addiction,” Franklin says. “Really 

thinking about — in these different worlds that I 

have moved through — how differently drug use 

and addiction are talked about. That downtown 

party scene versus the world of Smith’s parents, 

the Black professional class that kind of was 

reared on the belief that you have to be twice as 

good to get half as far.”

With various themes running throughout the 

story in tandem — race, class, addiction and 

recovery — readers have multiple avenues for 

personal connection to the story.

“There’s been such a breadth of reactions,” 

Franklin says. “Some people read it as mostly 

satire of this wealthy New York scene, other 

people read it as a family drama. The things that 

people point out to me kind of reveal how they’re 

reading it.”

The book is fiction, although there are parallels 

between the writer’s lived experience and his 

characters that underscore the close third person 

narration. Like Smith, Franklin initially set out to 

be a poet while studying at Stanford, veering to a 

more corporate path after graduation. Both are 

from esteemed academic families — and the sons of 

former college presidents — still based in Atlanta.

Throughout the book Smith mourns the 

sudden death of his roommate Elle, the 

effervescent daughter of a famous soul singer 

whose death has become media fodder, her story 

flattened by tragedy on the night of her birthday. 

Franklin’s writing pays loving tribute to the young 

woman as a fully formed character, although the 

reader only meets her through Smith’s loving 

remembrance. In that plotline, too, there is a 

personal connection. In 2018, shortly before he 

moved to Berlin, Franklin’s roommate in New 

York was Lyric McHenry, a Stanford classmate 

whose death on the night of her 26th birthday 

was widely covered by the press.

The book’s title, “Great Black Hope,” was 

inspired by a Vanity Fair feature story written 

about Colin Powell during the ‘90s, when he was 

in the process of leaving the military and pivoting 

to politics. 

“People didn’t know what his politics were. They 

didn’t know if he was gonna run as a Democrat or 

Republican. They were looking at his upbringing 

as this cipher to understand where his allegiances 

lay,” Franklin says. “The profile depicts him as 

playing the game of respectable Black man very 

strategically. And so it struck me as this tongue-in-

cheek title for this book about an upwardly mobile, 

downwardly spiraling, Black twentysomething.

”Once I committed to that title and other 

people started to read it, I realized the double 

meaning of the title,” Franklin adds. “Because 

I also think that there’s a hopeful valence to the 

end of the book.”

Rob Franklin

NEW AND 
NOTABLE 
BOOKS
A family epic from 

a National Book 

Award winner, 

a drama about 

the 1980s Space 

Shuttle program 

and historical 

speculative-fiction 

that spans centuries. 

Here are three recent 

titles to add to your 

summer reading list.

"Flashlight"  

by Susan Choi,  

June 3.

"The Book of 

Records"  

by Madeleine Thien, 

May 20.

"Atmosphere"  

by Taylor Jenkins 

Reid, June 3.

“Great Black 

Hope” by  

Rob Franklin.
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M
arina Abramović is 

a workaholic, and a 

brave one at that.

In the name of art, 

she has laid inside a 

burning wooden star; 

been strangled by thick 

snakes; fasted for 12 days, and let an audience 

take control of her body using objects such 

as glass, candle, rose, hairbrush, mirror, gun, 

chains, axe and an array of sharp knives.

At 78 years old, the Serbian artist plans to go 

further with her next venture and enter — literally 

— the world of non-fungible tokens, otherwise 

known as NFTs.

In “Marina Abramović Element,” the artist will 

come to life digitally with help from TAEX, the 

digital art marketplace.

“I would love to have my avatar to do things 

my real body can’t. I can’t levitate, walk on fire 

or knives, or fly, but my avatar can. This could 

create all the performances of my dreams and 

that’s fantastic,” she says during an interview at 

the Jumeirah Carlton Tower in London.

The project is based on a fictional story she’s 

written titled “Legend.” Three chapters of the 

story have been translated into NFTs. “Art” will 

be released in mid-June with a focus on her 

portraits followed by “Life,” which touches on 

locations and gestures; while “Marina Abramović 

Method” will be released in September in what 

she describes as a “pursuit of self-discovery.”

Abramović is currently in the process of 

finetuning the NFTs with TAEX.

The final NFT drop, “The Great Mint,” will 

happen in November. People will be able to 

use the NFTs they’ve collected to access video 

artworks or extended animations.

Users gameplay as an avatar based on the artist 

and are rewarded with collectible items.

The avatar has all of Abramović’s Balkan 

characteristics including her raven-colored hair, 

striking nose and hazel eyes.

Each movement that Abramović’s avatar makes 

has been practised by the artist in a green room 

over a hundred times for the technology to pick 

up on her nuances.

Abramović’s has spent much of the past year 

on the project — and still continues to refine it. 

For the artist, patience is not only a virtue, but a 

way of life. “I sat for three months in a museum 

looking at [more than] 1,500 people in the eyes 

for eight hours a day. Is this called patience or 

not?” she asks?

Repetition is a meditative act for her that she 

says opens up her consciousness and unlocks a 

fifth dimension, which is something she wants 

users to participate in.

One of the movements in “Marina Abramović 

Element” shows the artist opening a door and 

taking a step without entering the frame of the 

door. It’s one of the many drills of entering the 

fifth dimension, she says.

“The first five or six minutes of doing the 

movement is amusing, then you start to go crazy 

and wonder, ‘She’s totally out of her mind, why 

am I doing this stupid s–t?” Then after an hour, 

the door is no longer just a door — the door 

becomes the opening of the consciousness and a 

space for the mind to shift,” Abramović adds.

“Marina Abramović Element” is dotted with 

crystals such as clear quartz and amethysts. She 

calls crystals “simplified computers of the planet, 

all information is in crystals.”

The NFTs project opens up a world of 

possibilities to what she can do as a performance 

artist. She agreed to engage with this new format 

as a way to connect with her ever growing new 

audience of young people who are discovering 

her work for the first time. 

She said her audience now starts at the age of 

14, and she now gets recognized in public.

“If you really want to have some kind of 

relationship with a young audience, you have to 

embrace technology because that’s what they 

start with at school. I’m using technology to 

create my own method of using it in a spiritual, 

meditative and positive way,” Abramović explains. 

She says she hates how addictive technology is 

becoming and hopes her project will introduce 

more holistic practices in the lives of her younger 

fans.

Abramović has started working with a group of 

children and one of the exercises she has them 

doing is putting on headphones without any 

sound playing to block out outside noises.

“They told me the headphones are broken. 

I said, ‘No, it’s about silence.’ Young kids have 

never heard silence in their life. I am actually 

taking technology and bringing them back into 

something that can completely transform their 

attachment [styles] and make them [break out of 

being] impatient and moving too fast. Kids can’t 

concentrate [for] more than 10 minutes,” she says.

Abramović says she finds her focus by being in 

nature. She calls studio work a trap.

“I like to go to countries where they don’t know 

what Coca-Cola is or they don’t have electricity 

— somewhere as far as I can go to see Indigenous 

cultures and to learn from them and nature. I 

live life and then from life comes the idea. I’m 

interested in the idea that I’m most afraid of, 

otherwise it’s the same s–t over and over again,” 

she says.

She finds that she’s most transformed when 

she’s doing long-term work over a period of 

months, to a year. “When you do something for 

three months, life and art become one thing — 

there’s no separation,” she adds.

Abramović’s most recent expedition was in the 

Mexican mountains.

“I loved Mexico because nobody spoke  

about Donald Trump and the [Mexican] people 

have dignity and traditions they still believe in,” 

she says.

In Mexico, a shaman told her that her energy is 

“too male” and to balance it out Abramović now 

wears a moonstone bracelet for “feminine energy.”

She describes herself as a warrior who’s always 

working on the front line.

Abramović is acknowledged as a pioneer, 

and refers to herself as the “grandmother of 

performance art.”

She was the first female artist to host a major 

solo exhibition in the Royal Academy of Arts’ 

255-year-old history. In May, she was the first 

woman to show at the Accademia di Belle Arti at 

the Venice Biennale.

“It looks like I’m a bulldozer or a tractor — first 

me and then the girls can come. I always think 

women are so strong — just the power of creating 

life in your body is a huge power. And we just 

take this role of being submissive to men, which 

is complete bulls–t because we can actually do it 

very well,” she says.

Abramović has been making art and pushing 

her body for more than five decades yet she’s still 

indefatigable in her work ethic. “I love working, 

honestly,” she says.

In the autumn, she will present “Marina 

Abramović: Balkan Erotic Epic” at Factory 

International in Manchester, which explores 

eroticism, spirituality and rituals. The latter two 

are themes the artist first discovered as a child at 

her grandmother’s house.

Abramović’s work has always been 

educationally infused with Balkan wisdom and 

sensibilities from her childhood — she was born 

in Belgrade, Serbia, then part of Yugoslavia.

She does not see her art as a commercial 

venture. Even though NFTs have diminished 

in popularity, Abramović’s approach is totally 

different and far from the “tech bro” association.

Sébastien Devaud, a multidisciplinary artist 

better known to the Web3 space as Agoria, argues 

that the NFT and digital art space may seem more 

quiet because an “inflated value of works with 

no real substance has vanished” leaving room for 

works with deeper meaning.

Digital artists’ creations are now being taken 

more seriously and studied with care, he said.

Agoria was invited by the Musée d’Orsay in Paris 

last year to present two pieces of digital artwork.

He said he prefers the muted scene of NFTs 

and digital art now.

“The noise from gambling and the wave of 

speculators chasing quick money has faded. What 

remains are those truly passionate about the 

technology, the meaning, the innovation. Now, 

real progress can begin,” he added, reiterating 

that he’s genuinely optimistic about the work 

that’s being produced.

The numbers of people interacting with NFTs 

are not what they used to be, but the audiences 

engaging with NFTs are more “intentional” with 

their choices and are there for “the right reasons.”

Abramović is purposeful in what she sets her 

heart on.

She’s entering the NFTs space at a calm time 

that suits her rhythm, one that could almost be 

reminiscent of life in the ‘70s, before the boom of 

technology.

Abramović is an artist from simpler times.

“Telegrams were the way to communicate. 

You’d pay by the word when sending a letter at 

the post office and then you’d wait 10 days to get 

an answer, nowadays you write one email and you 

get an answer immediately. It’s hell,” she says.

But Abramović is a disrupter. It’s hard to 

imagine her making art that’s considered steady. 

She loves extremes and danger, no wonder a 

scorpion crawls across her face in one of her 

NFTs while remaining still and present.

The Artist Is an NFT
Marina Abramović, the grandmother of performance art, wants to teach the masses, specifically  

her burgeoning young audience, how to disconnect from technology.  BY HIKMAT MOHAMMED

The making of 

Marina Abramović 

as an NFT.
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T
he Ladies Who Lunch are 

back, but for a new generation 

of shopaholic socialites, lunch 

is just the beginning.

There are green juice 

breakfasts and Champagne 

dinners; private tours of 

the Sistine Chapel, La Scala and Frieze; resort 

hopping on the Italian coast; afternoon tea at 

designers’ homes, and front-row seats at fashion 

shows, right next to the brand ambassador  

actors and K-pop stars.

The world’s richest are back on the grand 

tour. But instead of roaming around 18th century 

Europe fueled by an aristocratic family fortune, 

today’s Beautiful People (also called the BPs) 

are traveling the world and soaking up culture 

courtesy of big luxury brands. The brands are 

wining and dining them, taking them on cultural 

adventures and offering up “once in a lifetime” 

experiences.

For years, since well before the pandemic, the 

top 2 to 4 percent of customers have been driving 

40 percent of sales, sometimes more, at the big 

retailers and brands. In tough times for luxury 

they need these big spenders now more than ever, 

and they’re giving them whatever they want.

Some would argue that it’s about time. “These 

are the brands’ true customers, giving feedback 

on the collections the moment a show ends and 

preordering 15 runway looks at a time,” says one 

fashion insider, referring to the VVIC or very very 

important customer.

“In the old days, these customers would have 

The Grand Tour Is Back.  
Are You Invited?

Luxury brands are courting the world’s wealthiest like never before, whisking them away to  

postcard-perfect locales, hosting intimate gatherings and arranging cultural “wow” moments.  

BY SAMANTHA CONTI PHOTOGRAPHS BY LODOVICO COLLI DI FELIZZANO

to sit down with the store director to make their 

order, but not anymore. And they don’t want to 

attend special client shows either. They want to 

be front row at the big show, where the action is,” 

the person adds.

Amrita Banta, managing director of Agility 

Research & Strategy, a consulting firm that 

advises luxury brands on how to treat high-

net worth clients, says rich shoppers want 

“recognition — and something out-of-the-

ordinary. They want experiences and discovery.”

A ‘New Language of Affluence’
Banta argues that luxury today “isn’t just about 

what you sell, but how you connect” and many 

brands need to learn “the new language of 

affluence.” Brands also have to speak to a variety 

of VVICs — old money, nouveau riches, as well as 

the second- and third-generation wealthy.

“You might have crypto millionaires who 

suddenly made a whole lot of money, while 

others’ wealth has moved down generations. We 

can’t put them all in one basket,” Banta adds.

He isn’t alone. Mark Miller, chief strategy 

officer at the brand agency Team One, says the 

global rich have moved beyond asking, “What do 

I own?” to “Who am I becoming?”

Influential customers, he adds, are not just 

measuring value by accumulation, “but by 

how they contribute to the world and develop 

themselves in the process,” hence the brands and 

retailers trying to outdo each other by creating 

special moments.

The Rich Are Different
In the old days, there wasn’t as much money 

sloshing around, and everyone knew who 

fashion’s top customers were.

They were Truman Capote’s Swans — women 

including Babe Paley, CZ Guest and Marella Agnelli. 

In the ‘80s, the BPs arrived — including Ivana and 

Blaine Trump, Gayfryd Steinberg, Caroline Roehm, 

Susan Gutfreund, Carolina Herrera, Nan Kempner 

and Princess Caroline of Monaco — jet-setting and 

hanging around with Karl Lagerfeld, Yves Saint 

Laurent, Valentino Garavani and Oscar de la Renta, 

and partying with Calvin Klein.

As the years passed, there were more rich 

insiders, with a new generation getting MBAs, 

starting brands, managing the family business 

and making millions. Meanwhile, international 

wealth has rocketed, and there are fashion lovers 

everywhere.

“You’ve never even heard of these people,” 

says one luxury brand executive, “but they 

are the most sought-after clients in the world.” 

Some of their money is old but most of it is new 

— from tech, finance, art, film, real estate and 

manufacturing.

With an annual spend ranging from $1 million 

to the multimillions, these VVIPs are quite a catch 

for brands. But they’re also busy professionals 

spending their money on art, automobiles, 

real estate, health, wellness, travel and private 

education for their kids.

“They already have their own things going on,” 

says one retail executive. “They come to Paris on 

a private jet, they have their own security, they 

stay at the Ritz. These are the people who make 

the fashion world go around, and they want to be 

entertained.”

At Your Service
As a result, the brands have become concierge 

services, wedding-style planners and cultural 

companions on these trips around the world.

Mytheresa has been courting these top clients 

for years, offering “memorable, money-can’t-

buy” experiences in places ranging from Venice 

and Paris to Aspen. The company currently 

organizes around 10 big trips a year, and more 

intimate ones in between. ►

The front-row rich 

were out in force at 

the latest Chanel 

cruise 2026 show 

at Villa d'Este.
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A
nd again summer 
approaches and one must 

sift through all those spoiling 

invitations that inevitably 

come rolling in when one is an 

indolent (and impoverished) 

European aristocrat — who 

needs to freeload off the rich and hardworking. 

I have offers to bob around the Med on a 

plutocrat’s gleaming white yacht and go swanning 

up and down the northeast coast of the USA, 

doubtless visiting a healthy roster of infamous 

summer resorts, all of which have become bywords 

in seasonal destinations for the “rich and famous.”

Many of these places have been the preferred 

playgrounds “to summer” for literally 

generations. Think of the Cote d’Azur, the 

Hamptons, the Amalfi coast and the islands of 

Nantucket and Martha’s Vineyard. 

However, the thought occurs to me, having 

stopped off last summer in Cannes on the 

glittering coast of the South of France, that 

increasingly all these places are rapidly becoming 

a parody of themselves and their own brands. Are 

the locals quietly laughing at us behind our backs? 

Or, more worryingly, do we deserve their mirth? 

Why? Well, at the Cannes Palais des Festival, 

the home of the most glamorous annual movie 

gathering on the planet, one can find at any time 

of day or night a long line of enthusiastic tourists 

patiently waiting their turn to take selfies on the 

“red carpet” next to their favorite film celebrities 

(although the festival, which took place earlier 

this month, this year tried to prevent the tourist 

hordes from doing so, just as it attempted, 

unsuccessfully, to ban gowns with long trains 

and barely-there looks). The iconic red carpet is 

now a permanent fixture and the celebs are mere 

cardboard cutouts. The town council of Cannes is 

cleverly, but cynically, milking their own brand to 

pull in ever-higher volumes of tourists to have the 

“Cannes red carpet experience.”

In East Hampton, Long Island, last summer’s 

storm-in-a-teacup, or more accurately, in a salad, 

was the offering from a well-known town deli of 

the $120 portion of lobster salad. A local paper, 

enthusiastically consumed by the phenomenally 

well-heeled residents, gave a breakdown of 

the actual cost of a 1-pound portion of local 

lobster. Many customers had a sense of humor 

failure. Had things just gone too far, even for 

the Hamptons’ super-wealthy? The deli wisely 

removed the price, but even more wisely kept on 

selling their summer gold dust to the unwitting. 

Back on the Cap d’Antibes in France, having 

lunch at the beachside restaurant of the beautiful 

Belles Rives Hotel (once the home of F. Scott 

Fitzgerald and his wife, Zelda), I realized we 

were all but surrounded by characters that had 

apparently been plucked from central casting. At 

the next table was an elderly man entertaining what 

could only be described as his current mistress. 

She was possibly a quarter his age, but still sported 

lips of such size and pneumatic quality that they 

easily competed with the inflatable dingy tethered 

just meters away. Nearby, an apparent yet-to-be-

sanctioned Russian gentleman repeatedly ordered 

magnums of Ruinart Champagne. The need to keep 

the orders coming was that each time the ice in the 

wine cooler had melted, he required a fresh bottle. 

The idea of ordering more ice, at possibly 1/1000th 

the cost of a new magnum, did not seem to occur to 

the fellow. In his mind, I think he was simply doing 

what a rich person in Antibes does. 

Toward the end of last summer, when we 

stopped off on Nantucket, I thought to treat the 

GeneralQuartierMeister (aka the German wife) to 

dinner at a brand new and achingly fashionable 

restaurant on the island. Through some type 

of miracle, we secured ourselves a reservation. 

Upon arrival, the fawning maitre d’ led us 

through the main restaurant and out onto a lovely 

terrace overlooking a well lit and verdant garden. 

“How pleasant,” we thought as we took our 

seats. We soon learned, apparently not so for 

most New Yorkers. “I must apologize that I cannot 

give you a better table,” groveled the maître d’. 

“Better?” I inquired. “This couldn’t be nicer.”

“Ah, well, as long as you are happy, sir,” he 

responded.

“I don’t understand. What could be better 

than this?” I asked, sweeping my arm across the 

charming view in a theatrical manner.

“Inside,” he answered. “Because only there 

can you see all the other diners and they can also 

see you” was his comeback. Oh dear, has society 

in these places really sunk so low, I thought. 

Earlier in the summer, we had an extraordinary, 

but exemplary, conversation with a hotel parking 

attendant in the South of France. As we walked 

to the entrance, we stopped to admire a stunning 

silver 1964 convertible E-Type Jaguar, surely one of 

the most beautiful and iconic roadsters ever built. 

Directly in front of the hotel’s revolving door was 

an orange McLaren P1 and a Lamborghini Veneno 

— to us both looking more like NASA space modules 

than beautiful road cars. The young-shaver who 

was the parking attendant told us he preferred 

“the new ones, as they drive and park themselves, 

whereas that old thing [pointing dismissively to the 

Jaguar] is simply impossible. You really must know 

how to drive when inside that ancient machine,” he 

sheepishly admitted. Again, oh dear! 

In Kennebunkport, one of Maine’s most 

exclusive summer retreats, these days you can 

buy yourself an extortionately priced lobster 

stuffed animal and in Saint-Tropez, back on the 

Med, a four-minute water ski session this coming 

summer will set you back more than $150. That 

makes a Wall Street lawyer look underpaid. I 

know that the hardworking locals in these places 

have short summer seasons and need to cash 

in as best as possible, but one can’t help think 

that they return home each evening and quietly 

chuckle to themselves at our gullibility.

On the Amalfi coast, which has long been a 

summer destination of the world’s glamor crowd, a 

key stop-off is Positano, the picture perfect Italian 

village tumbling down the cliffside into the sparkling 

Mediterranean. There, the hotel of choice is the 

truly special Le Sirenuse. This family-owned hotel 

is achingly tasteful, the service is second to none 

and the restaurant completely sublime. Ninety-nine 

percent of visitors to Positano can barely afford 

an Aperol Spritz at Le Sirenuse’s gorgeous bar, let 

alone a room with a view. But that doesn’t stop 

them coming to the tiny town in their droves. Every 

day they descend in their thousands, thronging the 

narrow alleys and passageways, fighting for towel 

space on the all-too ungenerous black sand beach 

(urgh!) and leave with T-shirts that admit to the 

world, apparently with no irony, “I visited Positano 

and all I could afford was this lousy T-shirt.”

How brilliantly can a humble T-shirt catch the 

zeitgeist of an entire socioeconomic travel sector? 

Again, someone, somewhere is having a laugh.

A brief sail along the coast from Positano, one 

can drop anchor at Capri. Along with Bikini in 

the Pacific, these are the only two islands I know 

of that have given their names to a lady’s fashion 

item. While Bikini was all but vaporized after a 

series of nuclear tests, leaving only a slither of 

land — much like the slither of material that can 

constitute the swimwear of the same name — 

capri pants summon to mind the iconic photos 

of Audrey Hepburn and Marilyn Monroe in the 

cropped trouser.

But fashion aside, Capri in truth is an utterly 

inhospitable piece of high rock surrounded by 

churning seas, with not a single accessible beach 

to its name. So why do dozens of ferries disgorge 

thousands of backpacking day-trippers all through 

the summer season? It’s the “Capri” brand, of 

course. And what they discover is a clutch of 

unaffordable designer shops that rival Paris’ Rue 

Faubourg Saint-Honoré and Rome’s Via del Corso in 

glamor and prices. I can’t believe that most depart 

disillusioned, if not considerably poorer. But, on 

the plus side, they can say they visited Capri.

At the height of last summer’s season, there 

was a power outage in the Hamptons area. Word 

got out that an upmarket food retailer was selling 

their caviar stock at 50 percent discounts while 

their refrigeration units were out of action. As 

I sauntered past the grocery store, dodging 

enthusiastic shoppers in an unseemly rush to get 

their fish roe, I passed a balding man sitting in his 

open top Porsche, bellowing into his cell phone: 

“Honey, is it the Beluga or the Sevruga we need?” I 

particularly liked the use of the word “need” in the 

question. Everyone in the Hamptons needs caviar. 

A fitness-freak friend in the Hamptons informs 

me that there is a “keen-as-mustard” waiting list 

approaching 100 people for her local SoulCycle 

classes, in large part apparently, because the 

instructors are “so very hot” and perhaps all the 

clientele have gorged on too much caviar?

And lastly, back to Cap d’Antibes, where it’s 

not uncommon to pay over $50 million for a 

seafront home, and where a casual lunchtime 

cheeseburger at the utterly gorgeous Eden Roc 

Hotel will set you back 90 euros. Therefore, you 

surely wouldn’t flinch at the 480 euro ticket price 

for a good old-fashioned steak at the same table.

All perfectly reasonable, no? 

So, if you can ignore the background noise of 

all the locals laughing at all of us, I do hope you 

have a lovely summer.

Are Summer 
Resorts a  

Self-parody?
The European royal questions whether the hardworking 

locals at famed summer destinations — from the  

Hamptons to Capri and Cap d’Antibes — are quietly  

laughing at the gullibility of the rich.  BY LOUIS J. ESTERHAZY

The Hungarian 

Countess Louise 

J. Esterhazy was a 

revered — and feared — 

chronicler of the highs 

— and generally lows 

— of fashion, society, 

culture and more. It 

seems the Esterhazy 

clan by nature is filled 

with strong opinions, 

because WWD Weekend 

has been contacted by 

the Countess’ long-lost 

nephew, the Baron 

Louis J. Esterhazy, 

who has written from 

Europe to express 

his abhorrence of 

numerous modern 

fashion and cultural 

developments. The 

Baron’s pen is as sharp 

as his late aunt’s and 

here is his latest column 

on the not-always-warm 

summer season.
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ERNEUIL-EN-HALATTE, 

France — Chanel is lifting 

the lid on the making of its 

$10,000 classic flap handbag.

For the first time, the 

French luxury house has 

opened the doors to one of 

its leather goods factories as part of its ongoing 

push to promote its pillar style. The move comes 

on the heels of last year’s high-profile advertising 

campaign for the 11.12 handbag, starring Brad Pitt 

and Penélope Cruz.

Bruno Pavlovsky, president of fashion and 

president of Chanel SAS, said that while the ad blitz 

helped to burnish the aura of the timeless bag, it 

coincided with a sharp drop in luxury spending, 

particularly in China, and growing pushback 

against a series of price increases that have placed 

Chanel in the same bracket as rival Hermès.

“This context has led us to gradually open up 

and explain the situation,” he told WWD. 

“We offer high value-added products that 

require exceptional know-how and materials, as 

well as extensive training with passionate teams,” 

he added. “If we don’t show why it’s expensive, 

people can’t know.”

Regardless of market fluctuations, the quilted 

handbag is intrinsic to the house’s mystique, 

maintaining its draw across generations. “At 

Chanel, there is No.5 and there is the iconic bag,” 

said Pavlovsky. “These are the two drivers of the 

brand.”

Unlike Hermès, which has established a network 

of directly owned leather goods workshops across 

France, Chanel has historically worked with a 

group of manufacturers in France and Italy that 

collectively employ several thousand people.

Though most of its suppliers also work with 

other brands, Chanel has partnered with many of 

them for decades and supported them at critical 

junctures — during the coronavirus pandemic, for 

example, or when the original owners retire and 

hand over the management reins.

Often, that support has come in the form of 

discreet investments. Among its most recent 

acquisitions are stakes in two Italian companies: 

costume jewelry and metal accessories maker 

Leo France and shoe manufacturer Grey Mer.

A French Specialty
Nowadays, Chanel produces two-thirds of its bags 

with factories that it controls, and one third with 

suppliers that remain independent, Pavlovsky 

specified.

“At Chanel, we have always favored a balance 

between the teams and factories that we control 

and those that we don’t control. I pay particular 

attention to those we don’t control, because they 

are the ones that keep our feet on the ground,” 

he said. “It’s what allows us to stay connected to 

the market.”

Its signature handbag is made exclusively in 

France. Les Ateliers de Verneuil-en-Halatte, or 

AVH, is one of its key production sites, due to its 

location an hour and a half’s drive from central 

Paris. Based in the Oise department since 1990, the 

factory moved into its current premises in 2021.

On a recent visit to the bright and airy leather 

goods workshop on the edge of the Halatte forest, 

visitors were walked through the making of the 

bag, which involves some 180 steps.

The 270,000-square-foot factory was built 

according to exacting environmental standards 

and produces part of its energy thanks to solar 

panels, said Célia Barani, managing director of 

AVH. It’s home to 470 people, including 300 

artisans who work in north-facing workshops on 

the second floor to guarantee the best light.

In the atrium that houses the communal dining 

area, a large screen broadcasts footage of the 

brand’s latest runway display at the Grand Palais. 

On show days, all the artisans gather there to see 

which of their bags made the cut, Barani said.

The workshop specializes in producing the 

11.12, a reinterpretation of the 2.55 bag launched 

by founder Gabrielle “Coco” Chanel in 1955. 

It crested in popularity under the house’s late 

creative director Karl Lagerfeld after he took over 

in the ’80s.

“Since then, it hasn’t changed. Its proportions 

remain the same, and the manufacturing 

techniques are identical,” Barani said.

Chanel likes to call it a “couturière” bag 

because it’s sewn and turned inside out like 

a jacket, and comes not just in leather — 

including the kind of ultrasoft lambskin used 

by glovemakers — but also seasonal materials 

including tweed, denim, sheepskin and 

embroidered designs created by the specialist 

workshops at its craftsmanship hub Le19M.

Where Generations Meet
Unlike Hermès bags, which are produced by a 

single artisan, Chanel’s classic bag requires the 

input of some 30 people, from model makers to 

preparers, cutters and assemblers, who work in 

clusters of four.

“To fully train one of our leather goods 

artisans takes around four to five years,” Barani 

explained, noting that workers generally begin by 

specializing in a single step.

“The aim is for each artisan to eventually 

be able to make their bag from A to Z, but it’s 

very gradual. Our priority is to preserve this 

know-how through a system of apprenticeship, 

whereby experienced artisans work hand-in-hand 

with more recent recruits so that, over time, they 

learn how to master all these skills,” she added.

The facility has an on-site training school, 

which welcomes groups of 10 apprentices at a 

time and also provides on-the-job training for 

existing employees, who are 82 percent female 

and range in age from 18 to 65.

They include veterans like Sylvie, who’s been 

making Chanel handbags for 38 years and is in 

charge of braiding their distinctive leather and 

metal chain straps.

Faced with a chronic shortage of skilled 

workers across the luxury sector, Chanel 

welcomes both newcomers to the job market 

and people seeking to change careers, with new 

hires including former florists and carpenters, 

according to Barani.

The group has hired 1,200 people under age 

30 per year since 2022 as part of the French 

government’s “One youth, one solution” 

program. At AVH, it brings on between 40 and 50 

artisans a year, mainly to replace those who have 

reached retirement age, said Barani. As a result, a 

third of the workforce there is under age 30.

Chanel has had to adjust to the expectations 

of these younger workers, who demand higher 

salaries and more flexible working hours, 

Pavlovsky said. “COVID-19 marked a real turning 

point in terms of people’s expectations,” he said. 

“A lot of people decided to change lives and it’s 

been hard for us to train people to replace them.”

Among the more recent recruits is Jennifer, 

who used to be in the army and now stamps the 

gold Chanel logo inside the bags.

The Verneuil-en-Halatte site is home to a 

materials storage unit with more than 900 

leather and fabric references and 1,100 varieties 

of hardware and thread. “All our materials come 

from supply chains that are traceable, sustainable 

and responsible. We work with tanneries in 

France, Italy and Spain that belong to our 

ecosystem,” Barani said.

Each bag requires 20 pieces of leather, with 

offcuts recycled to make salpa, a bonded leather 

fiber material used for prototypes, or heels for 

the brand’s slingback shoes.

There is a test laboratory where samples of 

materials and finished bags are put through  

their paces, and a repair workshop where a 

weathered brown bag awaited rescue, its flap 

chewed by a dog.

A Hotline to Fashion
But what really sets the facility apart is its 

development and design workshop, which is 

in constant dialogue with the creative teams at 

the design studio on Rue Cambon in Paris and 

the specialty workshops at Le19M, including 

embroiderer and tweed-maker Lesage; 

embroidery workshop Atelier Montex, and 

Lemarié, in charge of flowers and feathers.

In tandem with the ready-to-wear schedule, 

AVH turns around eight collections a year. A team 

of 40 people translate the creative brief, which 

can come in the shape of a sketch, an inspiration 

image or a bag from Chanel’s sprawling archives.

“We are truly a fashion leather goods company,” 

said Barani. “Keeping pace with these ready-to-

wear collections means you’re always working 

with new models and materials. As a result, you’re 

always learning. You never get bored.”

A case in point is the new 25 bag, which is 

also produced on site. Launched in March, it’s 

backed by a global campaign featuring Dua Lipa 

and Blackpink’s Jennie Kim, nicknamed “Human 

Chanel” by her fans.

The medium-sized version in black grained 

calfskin retails for $6,400, broadly in the same 

range as the brand’s previous launch, the 22, 

which sells for $5,800. 

Meanwhile, the price of a Chanel Medium 

Classic bag has gone from $5,800 in 2019 to 

$10,800 in 2025, an increase of 86 percent, 

according to New York-based reseller Madison 

Avenue Couture, which touts it as an investment 

that outperforms gold and the stock market.

For the past few years, Chanel has increased its 

prices in March and September to reflect inflation 

in raw materials and harmonize its prices 

between different regions.

Pavlovsky said the price in euros is raised once 

a year. “We’re deciding how much it will be for 

2025 and when the price increase will take effect, 

and then you have the adjustment linked to the 

dollar exchange rate,” he said. “We don’t move 

prices all the time. We monitor currencies and in 

general, we time it to the launch of collections.”

Nonetheless, he reiterated that Chanel has no 

intention of changing its pricing policy.

Rather, it will continue to provide more insight 

into its fabrication process, something he believes 

will become increasingly important as the 

European Union implements a new regulation 

requiring nearly all products sold in the zone to 

feature a digital product passport.

This initiative, part of the Ecodesign for 

Sustainable Products Regulation, aims to enhance 

transparency by providing comprehensive 

information about each product’s origin, 

materials, environmental impact and disposal 

recommendations.

“The day the digital passport is implemented, 

it will include mandatory information to calculate 

the carbon impact of each product, but it will 

probably also feature more marketing-oriented 

information about what makes the product 

specific,” Pavlovsky explained.

“The idea is not to do this for thousands of 

products, but perhaps to progressively enrich 

these digital passports for certain products with 

information that highlights the know-how that 

goes into them,” he added. “What you’re seeing 

today is a glimpse of the future.” 

The exterior of 

Chanel’s Les Ateliers 

de Verneuil-en-Halatte 

(AVH) handbag 

factory in France. 

At Chanel, there  

is No.5 and there is 

the iconic bag.
B R U N O  PAV LOV S KY

PREVIOUS PAGE

1 The materials storage 

unit at Chanel’s AVH 

handbag factory.

2 Chanel’s signature  

11.12 handbag goes 

through quality control.

3 Inspecting a handbag.

4 Stamping the gold  

leaf Chanel logo on the 

lining of a handbag.

5 Checking a section  

of quilted leather.

6 Getting ready to flip a 

handbag inside out.

7 Braiding a leather and 

metal chain strap.

8 Preparing leather  

for cutting.
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A Loewe tomato handbag, 
a Schiaparelli fish skeleton 

necklace, Dezso by Sara 
Beltrán shell charm jewelry 
and more are some of the 

best choices for the ultimate 
luxury bohemian escape. 

Photographs by Andres Jaña 

Styled by Alex Badia 

Prop Styling by Jeffrey Miller
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Polène upcycled full grain calf leather Dalium, Touka, Tul and Orki flowers; Celine by Hedi Slimane micro Tilly raffia bag charm;  

Balmain B-Spirit matte injection-molded plastic sunglasses. 

F A S H I O N  / accessories
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Paul Smith cotton beach towel; Hermès rope and clémence bull calf leather Cordage bag. 

accessories / F A S H I O N
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Four Saint Laurent by Anthony Vaccarello brass cuffs; Khaite gold bracelet cuff, right.

F A S H I O N  / accessories
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The Summer 
Bag Essentials 

Shopping List
From city to seaside, invest in a chic summer 

carryall companion to haul from the 9-to-5 grind 

to your out-of-office oasis in style.  

 OGLU

WEEKEND
Beat the heat with 

summer glam goodies 

that'll enhance your 

natural beauty and 

elevated fun-in-the-sun 

accessories for optimal 

off-duty relaxation.

WORK
Summer city style is 

made easy with your 

on-the-go beauty goods 

and compact commuter 

must-haves to look 

fresh and fabulous from 

morning to night.

Chanel 

Hydra 

Beauty 

Essence 

Mist  

$92

Morgenthal 

Frederics 

Christie 

Horn 

Sunglasses 

in Crème/ 

Black 

$2,695

Guerlain 

Rosa Rossa  

Hand  

Cream  

$60

DeMellier  

The Hudson 

Salt & Pepper 

Canvas Black 

Smooth Bag 

$745

Bowers  

& Wilkins 

Px8 

Headphones 

in Tan  

$699

Gucci  

Bloom 

Parfum  

$180

Ferragamo 

Sunflower Print 

Bandeau $360

Janessa  

Leone Felix  

Packable 

Raffia  

Bucket Hat 

$247

Oribe Après 

Beach Wave 

and Shine 

Spray $46

Stanley Cup 

Quencher  

H2.0 FlowState 

Tumbler in Butter 

Cabana Gloss 

$45

Longchamp 

Le Pliage 

Filet XS 

Mesh Bag  

in Eggplant 

Canvas $95

Polène 

AirPods 

Case 

Edition 

Duo Black 

$100

Augustinus 

Bader  

the Mineral 

Sunscreen 

SPF 50  

$140

Tiffany & Co.  

Personal Essentials 

Notebook in Cerise Leather  

$150

Jacquemus  

La Petite 

Pouchette Rond 

Carre $990

Jones 

Road 

Miracle 

Balm in 

Dusty 

Rose 

$40

Dior  

Lip Glow 

Butter in  

104 Black 

Cherry  

$42

S
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ANA in ACTION

COMING OFF A HISTORIC OSCAR NOMINATION,  

ANA DE ARMAS TURNS TO ACTION AND TAKES OVER THE 

JOHN WICK FRANCHISE IN NEW MOVIE ‘BALLERINA.’ 

By Leigh Nordstrom   
Photographs by Matthew Sprout

Styled by Alex Badia
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PREVIOUS PAGE: Coperni 

viscose and Lycra rib gown and 

shoes; Louis Vuitton Le Damier 

de Louis Vuitton necklace in 

yellow gold and diamonds, 

three rings in yellow gold and 

diamonds, two rings in white 

gold and diamonds and earrings 

in yellow gold and diamonds.

THIS PAGE: Marc Jacobs virgin 

wool boxy pant with leather belt; 

Dior top and bra; Louis Vuitton 

Le Damier de Louis Vuitton 

necklace in yellow gold and 

diamonds, three rings in  

yellow gold and diamonds, 

two rings in white gold and 

diamonds and earrings in  

yellow gold and diamonds.
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Louis Vuitton silk scarfed long-

sleeve dress, silk asymmetric 

knotted skirt and Legacy pump; 

Louis Vuitton Le Damier de Louis 

Vuitton necklace in yellow gold and 

diamonds, three rings in yellow gold 

and diamonds, two rings in white 

gold and diamonds and earrings  

in yellow gold and diamonds.
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Coperni viscose and Lycra rib gown and shoes; Louis Vuitton Le Damier de Louis Vuitton necklace in yellow gold and diamonds,  

three rings in yellow gold and diamonds, two rings in white gold and diamonds and earrings in yellow gold and diamonds.
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Schiaparelli double-wool crepe tuxedo coat with satin shawl collar; Dior top and bra; Khaite stretch suiting pants;  

Versace pumps; Louis Vuitton Le Damier de Louis Vuitton necklace in yellow gold and diamonds.
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Willy Chavarria faille pants and 

blazer; Celine by Hedi Slimane 

silk crepe and acetate shirt; 

Louis Vuitton Le Damier de Louis 

Vuitton necklace in yellow gold and 

diamonds, three rings in yellow gold 

and diamonds, two rings in white 

gold and diamonds and earrings in 

yellow gold and diamonds.
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Louis Vuitton silk scarfed long-

sleeve dress, silk asymmetric 

knotted skirt and Legacy pump; 

Louis Vuitton Le Damier de 

Louis Vuitton necklace in yellow 

gold and diamonds, three rings 

in yellow gold and diamonds, 

two rings in white gold and 

diamonds and earrings in 

yellow gold and diamonds.

A
Ana de Armas has been in a James Bond movie, 

has been to the Oscars as a nominee and has 

premiered a film at Cannes — and yet nothing 

prepared her for the scope of fandom that 

greeted her at Comic Con in Brazil last fall. 

“I had never seen that many people in my 

life,” the actress recalls. “It was crazy. That’s the 

closest you can be to being a singer.”

Since its announcement, the John Wick 

spinoff movie “Ballerina” has been feverishly 

anticipated, as its star experienced in Brazil. 

Officially out June 6, “Ballerina,” which Tom 

Cruise has already promised “kicks ass,” sees 

de Armas step into the lead of the John Wick 

universe in a new chapter for the Oscar nominee. 

“It feels like it’s a big responsibility, or at least 

it feels that way to me,” the 37-year-old says, over 

avocado toast on a recent morning in New York. 

The actress, dressed in a white knit Louis Vuitton 

dress, has been up since pre-dawn hours to tape 

“Good Morning America,” but you’d never know 

it from her enthusiasm for talking about her new 

movie.

“You also feel the love. And I think people are 

really excited for this movie, and I think we’re 

going to give them what they expect,” she says.

De Armas was approached by the filmmakers 

when the script was still in process, but she saw 

the potential “right away” on the pages.

“I loved what Chad [Stahelski] and Keanu 

[Reeves] have done with these movies and how 

the fans loved these movies and how many 

people these movies bring into the theaters. So it 

was a big deal,” she says.

“Ballerina” is set between the Chapter 3 and 

4 John Wick films, released in 2019 and 2023, 

respectively. It follows Eve Macarro, an orphaned 

ballerina assassin who sets out to avenge her 

father’s death. Eve is introduced in other John 

Wick films but “Ballerina” is her origin story, 

and the character depth appealed to de Armas in 

equal measure to the full-on action.

“As much action as there was on the page, I 

could see the heart too,” she says of reading that 

initial script. “The character has such a beautiful 

journey. The emotionality of the character is so 

important in the film, I was just like, ‘oh, I have to 

do this.’”

“Ballerina” is a reunion for de Armas and 

Reeves, who first worked together in the 2015 

movie “Knock Knock,” which was the actress’ 

first fully English-language film. 

“The first day I met Keanu, he had just finished 

the first ‘John Wick,’ and he was telling us about 

it at lunch,” she recalls. “It’s crazy because 

I grew up watching his movies, ‘Speed’ and 

‘The Matrix’ and this and that, and back then I 

couldn’t believe I was working with him. But even 

now, that I’m a part of something that means 

so much to him and that he’s put so much work 

into…by joining me in the movie, it was kind of 

like his blessing or passing the torch to me,” she 

continues. “Every day on set with him, rehearsals 

and then on set, I just learned so much from him 

just by watching him. He’s just nonstop. He’s like 

me: we are perfectionists. We want to do it again 

and again and again, and it’s never enough. So it 

is tough to say ‘cut’ when we’re filming.”

De Armas was in Budapest shooting 

“Ballerina” in early 2023 when she found out 

she was nominated for an Academy Award for 

her portrayal of Marilyn Monroe in the movie 

“Blonde.” The filming schedule meant she missed 

much of the lead up to the Oscars, including 

events and opportunities to get to know her 

fellow nominees, but in hindsight working was a 

fitting way to mark her nomination. 

“I love those kinds of moments, good news 

days or my birthday or things like that, when I’m 

filming. Because it’s an amazing reminder that I 

am actually doing what I love to do,” she says. 

Getting a nomination for a serious dramatic 

role while at work on a blockbuster action film 

was especially sweet for de Armas. ►
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Natasha Zinko silk dress; Skims modal and 

elastane minidress; Louis Vuitton Le Damier 

de Louis Vuitton necklace in yellow gold and 

diamonds, three rings in yellow gold and 

diamonds, two rings in white gold and diamonds 

and earrings in yellow gold and diamonds.

Hair: Jenny Cho   Makeup: Melanie Inglessis   Nails: Naomi Yasuda   Photographed on location at The Mark Hotel  

Senior market editor, accessories: Thomas Waller   Senior market editor: Emily Mercer   Fashion assistants: Ari Stark and Kimberly Infante
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“It was a reminder of ‘look at the career I’m 

having, look at all the things I can do. This is 

exactly what I wanted.’ It’s usually that you are 

either only an action star and you can only do 

that, or you are doing indie low-budget films 

that not many people get to see because they’re 

barely publicized,” de Armas says. “So to be able 

to manage both sides of it and have it all in my 

own way, it’s amazing.”

It’s especially remarkable considering the 

actress only moved to the U.S. 10 years ago, and 

didn’t speak much English at the time. In fact, 

when she first met Reeves, for “Knock Knock,” 

they weren’t able to have a full conversation. 

“Moving to L.A. was never part of the plan,” de 

Armas says. “I never thought I was going to move 

to the U.S. in general, even less to Hollywood or 

anything like that. It just kind of came my way 

and it happened. And I did see the opportunity 

and I took it, because that’s what I do. But it was 

challenging. It made me feel very vulnerable.”

While working in Spain after immigrating 

from Cuba, de Armas spent all her paychecks on 

English and accent classes.

“I didn’t have money for rent — my team, my 

agents, my manager, my lawyer, everyone had 

to loan me money to pay my rent and food. 

But I knew that that was a priority for me,” she 

says of learning English. “I wanted to do it. I 

started doing auditions before I could even speak 

English, I would just learn this script.” 

Several of her initial English-language projects, 

such as her 2016 films “Hands of Stone” with 

Robert De Niro and “War Dogs” with Jonah 

Hill and Miles Teller, were done in this way, 

where she would memorize the lines without 

understanding what they meant. 

“Acting in a different language is very tricky. 

But to perform is not about saying the lines — the 

lines mean nothing. You need to understand 

what you are saying and how you can change the 

meaning of that line if you hit different words and 

the humor and the culture of what you’re playing. 

And the moments where directors would change 

the line on the spot, as happens all the time, or an 

actor would improvise, and I would die. I would 

literally walk to a corner and cry,” de Armas says. 

“I remember telling [‘War Dogs’ director] Todd 

Phillips, ‘Please don’t change the line. I can’t say 

that.’ And it made me feel less, less of who you 

know can be, like you’re not complete.”

The same struggle prevented her from getting 

to connect with those costars in the way she 

dreamed of. 

“I remember my first movie, ‘Hands of Stone,’ 

when I met De Niro, I was dying of frustration 

because I couldn’t just stick to him and ask him a 

million questions. And the same with Keanu and 

the same later with Todd Phillips and everybody 

I worked with. But it only got better,” she says. 

“And I still managed to somehow communicate 

with Keanu and bond with him and show him 

who I am to him and the kind of artist that I am. 

And that’s how we created that friendship and 

how all the other jobs came after.”

Several of her next moves are still under wraps. 

She’s completed work on the David O. Russell 

series “Bananas” with Oscar Isaac, and is currently 

in London for a couple projects that, given her 

costar, have been tabloid fodder for months.

“Obviously, everyone knows I’m working with 

Tom Cruise. We’re working on something with 

Doug Liman and Christopher Mcquarrie, and 

those guys are unbelievable at everything they 

do. And they’re so lovely and a great team, and 

the process we’re having is amazing,” she says. 

“And of course I’m doing crazy training, as you 

do when you’re working with Tom. It’s another 

level that just keeps setting the bar higher and 

higher. But it’s so much fun. And we’re not only 

working on that thing that we’re training for, but 

also a couple other things too,” she adds. “We 

just got excited.” 

Following her Oscar nomination and the 

completion of “Ballerina,” after five years of 

back to back movies, de Armas decided to take a 

several month break, despite the urge to use the 

momentum to book the next thing.

“It was a weird time. I wanted to find what was 

‘‘Moving to L.A. was never part of the plan.  
I never thought I was going to move to the  
U.S. in general, even less to Hollywood or 

anything like that. And I did see the opportunity 
and I took it, because that’s what I do.”

SETTING THE BARRE 

next for me. I really wanted to see what I wanted 

to do and what I wanted to get involved in and 

who I wanted to work with. So I just took my 

time,” she says. “Yes, I did have meetings and I did 

get some scripts, but sometimes that’s also kind 

of hard. You make it harder on yourself because 

somehow you make up your mind and you have 

certain expectations about something that should 

be arriving, but it’s not. Or maybe it is, but you’re 

so fixed on something that you might be missing 

out on whatever you have in front of you.” 

She took some time to regroup at home in 

Vermont, where she’s lived for the past few 

years, answered Ron Howard’s call to take part 

in his film “Eden” and now is back at work with 

renewed focus. 

“I was just still finding my thing. And I think 

I’m in a good place now,” she says. “I think I 

know what I want to do, and I also want to be 

surprised. I want things to come my way. And 

sometimes you get in that dynamic of project 

after project after project, and you are doing a 

project while you’re reading the next thing. It 

works better for me if I just take my time and just 

see what I really want to do.” 

In Louis Vuitton  

at the premiere of 

"Blonde", 2022.

In Alexandre 

Vauthier Couture 

at the "Knives Out" 

European premiere, 

2019.

In Louis Vuitton  

at the 95th Annual 

Academy Awards, 

2023.

In Dolce & 

Gabanna at the 

Vanity Fair Oscar 

Party, 2018.

In Bottega Veneta 

at the Bottega 

Veneta fashion show, 

2018.

In Elie Saab  

at the Vanity Fair 

Oscar Party, 2017.

In Ralph & Russo  

at the 77th Annual 

Golden Globe 

Awards, 2020.



Inside the World of 
Superyacht Design

With price tags reaching into the mid-nine figures,  

bespoke boats are full of technical and aesthetic feats.  BY KRISTEN TAUER
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T H E  B E S T  O F  E X C E S S .

I
n mid-May, Amor à Vida, a new 

superyacht, set out on her maiden 

voyage. The boat,  which features a sleek 

and sloped white exterior, made its 

photogenic debut at the Ferretti Group 

shipyard in Ancora, Italy, earlier this 

year. But what’s inside the boat remains a 

mystery — to most. 

Italian design firm Nuvolari Lenard, responsible 

for both the exterior and interior styling, 

possesses an intimate understanding of the yacht, 

which boasts eco-friendly systems onboard.

“ Nobody comes here to get a copy of something 

else,” says Dan Lenard, whose three-plus decade 

design collaboration with business partner 

Carlo Nuvolari melds technical engineering and 

aesthetic design. “Each of [our boats] is iconic 

enough to be a brand by itself, so that really forces 

us every time to invent something completely 

different and speak a completely different 

language in design.” 

Nuvolari Lenard was responsible for the striking 

exterior design of the 122-meter Kismet, built by 

German shipyard Lürssen, which launched last 

year and won motor yacht of the year at the most 

recent Superyacht Awards. 

Kismet’s exterior features an elongated stainless 

steel bow with a leaping jaguar — a nod to owner 

Shahid Khan’s NFL team, the Jacksonville Jaguars. 

“Nothing looks like Kismet right now,” claims 

Lenard, describing its design as “neoclassical” and 

“postmodern.” “Now, Kismet sets the standards.”

The world’s 50 largest yachts all fall in the 

110-plus-meter range, with the largest currently 

topping out at 180 meters. While Kismet has 

received a lot of attention since its launch, other 

impressive yachts fly intentionally under the radar.

“Boats like Nord are very private, very silent, 

going to very remote places where there is a 

lack of Instagram-chasers,” Lenard says of the 

141-meter Lürssen-built boat, currently owned by 

Severstal chairman Alexei Mordashov, describing 

it as “probably the most complex boat ever built.” 

“Unfortunately, it’s also so private that there’s not 

really much known about it,” he says. “Nord is built 

to go basically anywhere and be totally autonomous 

— but that doesn’t mean just that it can move. There 

is so much hiding in that boat that allows everything 

from exploring to underwater archeology, and 

these things are really complex to include in a 

boat that primarily is a very nice place to be. Very 

nice interior, very nice and pleasant spaces — and 

behind that, it’s hiding all these functions.”

When it comes to the interior vision, Nuvolari 

Lenard’s approach is rooted in celebrating the 

owner’s individual aesthetic and interests.  

“ What you do is you maximize the dream of the 

owner,” Lenard says. “I often say that we are paid 

to start dreaming from the point that the owner 

cannot dream anymore. We are expanding that 

dream into the next level.”

Beyond that, “The common factor of all of 

[these interiors] is really quality and attention to 

detail,” says Lenard, citing the level of quality as 

best-of-best of any field. “There’s no hotel built 

like a super yacht, and quite frankly, I don’t think 

even any private home has ever used the budgets 

that we use to build these interiors.”

Which isn’t to say that there’s no budget. ►

Kismet, built by 

Lürssen.





In the Hills of Kyoto, a 
Glassmaker’s Magical Forest
Akiko Noda shares the secrets to a unique glassmaking technique that highlights the fragility of nature.  BY SOFIA CELESTE

H
igh above the city of 

Kyoto, beyond the famed 

Philosopher’s Path a few 

minutes from a mountain 

said to be the home of the 

gods, is a glass studio that 

crystallizes the region’s 

natural wonders. Akiko Noda’s rare creations 

— ranging from lotus flowers to ripples of water 

— reflect the poetry of the forest laden with 

millennia of history, culminating in the political 

rise of Kyoto and its now bygone imperial status.

Nobody understands the importance of shinrin-

yoku, the Japanese practice of “forest bathing” 

quite like Noda, the Kyoto native who left the city 

life in Tokyo and a job in advertising to return to 

her roots.

“There is a historic shrine dating back 1,200 

years just a short walk from my house, and I 

used to play in the mountain behind it as 

a child. Even now, I pick nuts and wild 

plants, eat them and go for walks in the 

snow,” she tells WWD, while serving 

matcha, offering a warm yet ceremonial 

reprieve from the wind and rain outside.

Surrounded by finished and unfinished 

creations, containers of pigments and 

tools, she explains her unique glassmaking 

technique, which has given birth to award-

winning pieces that have garnered acclaim 

from Tokyo to New York City: fantastical 

droplets of water in midair and even 

upcycled Baccarat crystals turned into a 

leaf as a part of her “Re-Born” series in 

2022. What is most striking about her glass 

forms is how they mirror Nature — in their 

true-to life thinness and the sort of hues 

only it can provide.

The simple, yet therapeutic act of immersing 

herself and observing Nature has indeed given 

birth to otherworldly glass pieces that mimic 

the wonders of the Japanese forest. Mount Hiei, 

pinpointed in ancient lore as the home of Shinto 

deities, continues to be a holy place for her, where 

she finds a true connection between the physical 

and the spiritual worlds.

“I often talk to the majestic moon rising from 

Mount Hiei. In the quiet mountains, where there 

is no one around, are the most relaxing places 

for me, and it feels like the breath of nature is 

entering my body through my veins,” she reflects.

Noda’s technique is radically different from 

those found in the crystal-making landscape of 

Bohemia in Czech Republic or the glassmaking 

islands of Venice for that matter, in which sands 

are melted under dangerously high temperatures 

and are then quickly blown and modelled into 

whimsical creations.

Her style combines a wide variety of glass 

techniques based on the antique and mysterious 

method of pâte de verre, French for “glass paste.” 

The technique originated in Mesopotamia and 

was revived in the late 19th century. It involves 

kneading ground glass with glue, infusing it with 

pigments and later packing it into a mold.

“These require much more time and effort than 

glassblowing, but they allow for very detailed 

expression,” she says, holding up a folded, 

modeled piece of clay where the realistic veins 

of a leaf have been delicately etched by her own 

hands. Containers of colored glass beads filter the 

light from the outside as she demonstrates how 

she turns them into a soft powder that is sprinkled 

over the mold and then placed in a glass kiln.

Her work is further enhanced by her mastery 

of the decorative arts, particularly ceramics and 

the traditional Kyoto ceramic artisan traditions of 

Kyo-yaki and Kiyomizu-yaki, which she learned at 

a local public school.
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Above and left: 

Akiko Noda's 

glass creations.

Noda’s mission is to celebrate and 

draw attention to nature, and she studied 

environmental marketing at university with 

emphasis on the environmental protection. After 

completing a master’s course at Tokyo National 

University of Fine Arts and Music in 2011, she 

saw her reputation rise in the art world and 

was awarded the Grand Prize at the 52th Japan 

Contemporary Arts and Crafts Exhibition in 2013. 

In 2016 she made a splash on the international 

art scene after showing in Milan at the Il Vicolo 

gallery as a part of “Japan My Love,” and the 

Concorso Arte Milano 2016, an art competition.

She also showed in Paris in 2017 at “Savoir-faire 

des Takumi,” a collaborative project to support 

artists and artisans from Kyoto and Paris, where 

they interact and create new works geared toward 

the global art market while gaining inspiration 

through each other’s culture and techniques. 

Today her pieces are on display at New York City’s 

Onishi Gallery, showcasing contemporary Japanese 

works that celebrate traditional craftsmanship.

No matter where her career takes her, she says 

Kyoto is her home. It’s the place where she was 

born and where she was meant to be. In her art, 

she often returns to the lotus flower, which is a 

maternal tribute to life, love, fertility and peace. 

A religious symbol, it often sits at the foot of 

Buddhist statues.

“As a plant, it is also an ancient species, the 

seeds live for thousands of years but bloom for a 

limited time, only four mornings. And it blooms 

larger flowers in muddy water rather than clean 

water,” she explains, adding that she’s drawn to 

its eternal, magical nature, which consistently 

demonstrates both strength and fragility. “It is like 

a human’s way of life. That is why I chose the lotus 

as a motif, and express the transition from leaves 

to flowers to fruit as a human life,” she says.

Seasons are often an inspiration for Noda. “The 

best is when Kyoto is colored with vivid autumn 

leaves,” she enthuses.

“I would like to express respect for nature, 

transition and the spirit of Zen with the theme 

of autumn leaves and moon viewing, which 

have been enjoyed by Japanese people since 

ancient times in autumn,” she says, recalling a 

solo exhibition in 2017 in which she created a 

glass garden inside the Entokuin temple, part 

of the Kodaiji Temple complex, a shrine to Zen 

Buddhism. It’s also the burial site of Toyotomi 

Hideyoshi, one of the nation’s greatest samurai 

generals from the 16th century who is known as 

the “Great Unifier” of Japan.

“I installed my large works in a dry landscape 

garden, like a petal floating on the water,” she adds.

She’s gearing up for another exhibition at the 

Kodaiji Entokuin temple from Oct. 9 to Dec. 14. 

In May 2026, she’ll stage a solo exhibition at the 

Daimaru art gallery in Tokyo Station.

She also has her eye on a collection dedicated 

to water and its wonders.

“One day I would like to float my works on 

water and create an installation exhibition where 

the shadows of the glass works are projected on 

the water’s surface.”

Akiko Noda
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First Hermès Headphones
A case in point: the first Hermès headphones, 

which will hit stores this summer, 10 years 

after the luxury house created a sensation by 

partnering with Apple on its connected watch.

Ateliers Horizons has dabbled in sound before, 

developing a first jukebox in 2019, as well as 

a boombox housing a vertical turntable. Its 

latest collection also includes a cubic connected 

speaker, a lacquered mahogany DJ table and a 

new jukebox featuring the Cheval Néon design by 

Greek illustrator Elias Kafouros.

Creating the $15,000 headset was especially 

complex as the brand pursued an original “Hermès 

sound.” Adding leather and a logo to an existing 

product is never an option for Ateliers Horizons, 

which works with specialized manufacturers when 

it doesn’t have the expertise in-house.

“Being able to bring some proper Hermès 

work on industrial design is very interesting,” 

de Beaufort says. “The edge between industrial 

design and craftsmanship is so thin.”

The minimalist design of the headphones, 

designed for both Bluetooth and wired use, 

features signature touches like handstitched 

cowhide leather and metallic finishes inspired 

by the Kelly bag. Colors include “naturel,” black, 

chocolate, “rouge H” and Prussian blue.

Like any Hermès product, the luxury is 

whispered.

“People don’t really need to know that what’s 

happening behind it is as authentic as stitching a 

Birkin in the workshop. There are people, there 

are hands, there is time. There are no shortcuts,” 

de Beaufort says.

“The idea is not to be able to replicate that 

10,000 times as a big headset supplier would do. 

The idea is to have the few that we will do made 

perfectly, and that has been a very long learning 

process,” he adds.

It’s just as well the Paris-born designer is a 

connect-the-dots kind of guy, with a passion for 

problem-solving. “Finding solutions is always 

something amazing,” he says.

He has no set routine for tackling a blank page, 

instead drawing inspiration from conversations, 

surfing or playing with his kids. “I’m very 

curious, I like to ask questions wherever I am,” 

he says. “My brain is always on.”

De Beaufort lauds Pierre-Alexis Dumas, artistic 

director of Hermès, for giving his teams space to 

exercise their imagination.

“He’s never telling you what to do. He’s more 

listening to you and giving you what the DNA of 

Hermès is,” he says. “It’s really a blessing because 

it’s pretty rare to be in this kind of situation.”

Bespoke objects are baked into that DNA. After 

all, Hermès was founded in 1837 as a harness 

workshop. Its most famous creation, the Birkin, 

was famously designed for actress Jane Birkin after 

she met Hermès executive Jean-Louis Dumas on a 

plane and lamented the lack of large handbags.

“It has never been marketing-driven. It’s always 

been something appealing to craftsmanship, 

appealing to stories, with values that we’re 

attached to, where we can recognize ourselves,” 

de Beaufort says.

Accordingly, he’s loath to turn down any request, 

no matter how outlandish. In fact, he frequently 

pushes clients to think even more outside the box.

“We are here to bring oxygen. We are here to 

bring the unexpected fun or nice situation in a 

super high quality. That’s what we try to do,” he 

says. “People are very happy about that because 

when they come to Hermès, they come for the 

entire Hermès [experience].” 

An Hermès 

jukebox featuring 

the Cheval Néon 

design by Greek 

illustrator Elias 

Kafouros.

An Hermès 

surfboard 

featuring 

Gianpaolo 

Pagni’s “Cheval 

Vague” design. 

Avions Voisin 

C28 Aérosport 

with leather 

interiors by 

Ateliers 

Horizons. 
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Inside 
Makenna 

Held’s  
La Peetch

Explore the chef ’s La Peetch,  

Julia Child’s former home, now a  

cooking school and the inspiration  

for her debut cookbook, “Mostly French.”  

BY RHONDA RICHFORD

T
ucked up in the hills 

between Cannes and Grasse, a 

small stucco villa once owned 

by America’s most beloved 

culinary icon is bustling with 

the clatter of copper pans at 

chef Makenna Held’s Cook 

Camp.

It’s been more than half a century since Julia 

Child and her husband Paul built the Provençal 

holiday home known affectionately as La 

Pitchoune — or La Peetch. The house has since 

grown into a cooking school, and is now the 

setting of and inspiration for Held’s first cookbook 

“Mostly French.”

In 2012, the Colorado-born former consultant 

and educator became the steward of the culinary 

landmark after she saw the “for sale” listing 

for La Peetch in The New York Times. She was 

burned out on consulting and had an instant 

reaction.

“I fell in love with the heart-shaped shutters. It 

felt like a ‘download’ — this could be a really cool 

project. Like, why not figure out how to buy it 

and move to France? So, I just made it happen,” 

Held recalls.

She bought it sight unseen.

Built in the 1960s, the decades had made their 

mark on the property. “It wasn’t neglect,” Held 

says. “It was just erosion over a long period of 

time.”

She began the revamp in small steps. 

“Scrubbing every corner, bringing the garden 

back to life, repainting the interiors, redoing 

the mosaic at the bottom of the pool,” she says. 

Projects such as the pool became much more 

intricate than originally imagined, with multiple 

incarnations of tiles and tests.

“That was much harder than I thought it would 

be, because how the light reflects from the sky 

changes the color of the tiles,” she says. “It was a 

slow, deliberate process.”

A crumbling 18-ton turret — attached at some 

unknown point to a 15th-century shepherd’s 

cabin — had to be dismantled for safety. Held 

repurposed all that stone into a new garden wall.

La Peetch is now home to Cook Camp, a 

weeklong culinary immersion held in both Child’s 

home and Bramafam, the neighboring house 

once owned by Simone Beck, coauthor of Child’s 

“Mastering the Art of French Cooking.” The 

course can take up to 19 students at a time, with 

spaces starting at $4,500 a week.

But the experience isn’t about recreating Julia’s 

recipes — instead, it’s about channeling her spirit.

Held teaches classic techniques but always 

emphasizes ways to use what’s available locally. 

“We start with what’s fresh at the market,” Held 

says. “Then we reverse engineer the meal. We 

don’t teach cuisine in the kitchen, we teach 

extemporaneity. It’s about using what you have, 

what must go and making something beautiful.”

That spirit has now been translated into Held’s 

debut cookbook, “Mostly French.” The photos 

for the book were shot entirely on the La Peetch 

property by British photographer Emma Lee on a 

Hasselblad camera using nothing but natural light.

“That was really important for me. I wanted to 

capture Provence’s unique light across seasons,” 

Held says. “Not just one golden hue, but the 

rhythm of the year.”

The book is much more than a manual. Held’s 

recipes are rooted in French cooking but meant 

to be guidebooks more than encyclopedias.

Held’s cooking honors heritage without being 

beholden to it. Her updated coq au vin, for 

example, adapts the traditional rooster stew, 

skipping the long wine bath, which would result 

in a soggy dish, with today’s more tender, farmed 

chickens.

“It was peasant cuisine, and peasant cuisine 

is delicious, but we have access to much better 

ingredients now, and we don’t have access to 

the original peasant-driven ingredients,” she 

says. “So it was really important to me as I was 

developing recipes to make sure to take the best 

of some of these French traditions.”

Held emphasizes fresh garnish can make or 

break a dish and cites Child’s mastery of beef 

bourguignon as an inspiration.

“That’s one of my hat tips to Julia,” she says. 

Child did not use garnish as an afterthought 

but made it an integral part of the recipe. They 

include parsley, butter browned mushrooms, 

sautéed pearl onions and a starch — Child 

recommended potatoes instead of pasta. “She 

has four garnishes in the final recipe, and that 

takes it from just a stew to exceptional.”

It’s that kind of all-encompassing experience 

that inspires her approach to cooking. Held likes 

to experiment with what is on hand. She missed 

pear-flavored margaritas from San Antonio, 

Texas, and without pre-packaged flavoring 

decided to use the prickly pears from a tree 

growing on the Provençal property. It’s that blend 

of transatlantic inspirations that make up her 

unique blends.

Like the cookbook’s title, Held’s relationship 

with France is one of balance. “I’m not quite 

American anymore, but I’m not really French 

either,” she says. “I’m mostly French, and it 

shows up in my cooking.”

Held explains that the move to France has 

completely changed her approach to food. “Just 

living in France does that immediately, because 

typically your refrigerator is so small you have 

to shop more. It seems you’re really dealing 

with a smaller amount of choice, but the choices 

change all the time, right?” she says, describing 

the intricacies of seasonal produce. Peak season 

peas can be gone from the shelves a week later, 

for example, so cooks need to adapt and learn to 

work with what is available.

And that’s what she means by “Mostly French” 

— the book is about the spirit of French cooking, 

which is hunting at the market and then adapting. 

Americans who love to follow recipes to the tee 

can be “a bit nervous” about her method.

It makes sense when you can have perfect fresh 

peppers all year round, for example.

“There’s a uniformity in a lot of American 

produce that makes exclusively recipe-based 

cooking very much what makes sense,” she says. 

“That difference creates less off-the-top-of-your-

head style cooking. So much about American 

cooking and about the American food system 

comes back to the reverence of the recipe, a 

borderline obsession.”

Held encourages instinctive, 

“extemporaneous” cooking, and hopes to spark 

curiosity in the kitchen.

Held host multiple types of retreats including 

Cook Camp. It’s held not only at La Peetch and 

Bramafam, but she’s taken it on the road to follow 

the seasons including Veneto in Italy, and Mexico in 

February just when “the produce is popping off.”

She also hosts in-depth retreats in other 

locations in France and Italy, as well as Morocco, 

among others. 

Back in Provence, she’s beginning the 

conversion of 2.5 acres into an edible garden, 

deepening the farm-to-table connection.

At the heart of it all, La Peetch is home to 

Held’s culinary universe, and reminders of Julia, 

like her pegboard and some old copper pots and 

pans that hang in the kitchen.

“Julia is here, in a way, and the spirit of what 

she brought to the world,” Held says. “There’s 

a joie de vivre that really exists on the property. 

But I’m not really sure if that’s her or the 

collective energetics of all the people who have 

been here. It’s a collective, convivial space where 

there’s a lot of positive movement that has a 

distinctive stamp of Julia’s.”

Makenna Held 

in the kitchen at 

La Peetch.

A view of the 

communal 

outdoor table at 

La Peetch. 
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Mr. Fairchild’s Fashion World
John B. Fairchild (1927-2015) famously said,  

“[Fashion] has to have a little humor injected into it.… 

For most people it’s just a tiny part of their lives.”  

But for Fairchild and those engaged in and around 

fashion — it was everything.

Mr. Fairchild, as he was known to almost everyone 

in fashion, took the helm of Women’s Wear Daily 

in 1960 after returning from running WWD's Paris 

bureau (where he earned the industry's nickname of 

"Enfant Terrible") and immediately began reshaping 

the daily and fashion journalism. During his 30-year 

tenure, he became one of the most quotable and often 

controversial figures in fashion. For Fairchild, a story 

could be “found in every nook and cranny,” and the 

pursuit of the biggest scoops and the best stories was 

like a sport, he once said. Those were the headlines 

that kept fashion — and the people in and around 

it — interesting, colorful, uninhibited and oftentimes 

provocative, even to its naysayers.

“There are icons and icons” he told WWD in 2001,  

a revelation he made public in his groundbreaking  

tell-all book, “The Fashionable Savages," in which he 

likened fashion designers to movie stars and obsessed 

over the socialites and personalities who wore their 

clothes. His perspective — at once admiring and 

admonishing — helped to shape one of the most 

important eras in fashion.

Now, nearly 40 years later, the industry Fairchild 

touted in “The Fashionable Savages” and in the years 

afterward is a predictable footnote for those orbiting 

fashion’s now fully exposed world.  

— Tonya Blazio-Licorish

John B. Fairchild 

attends a private 

showing of the 

Givenchy spring 1972 

couture collection  

at the House of 

Givenchy in Paris.


