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Fashion. Beauty. Business. 

Anthony Vaccarello is tightening his grip 
on sophisticated color combinations as an 

immediately recognizable brand code at Saint 
Laurent, seen here in this painterly ensemble, 

paraded at the Bourse de Commerce art museum 
in Paris. For more on the Paris men's shows,  
and a preview of the week, see pages 4 to 13.
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  Robert Holden, currently 
president of Miu Miu Americas, 
is to take up the post.

BY MILES SOCHA

Poised for a new era under a new 

creative leader, Celine has recruited 

Robert Holden as its new North American 

president, market sources told WWD.

Holden is current president of Miu Miu, 

The Americas, having logged nearly four 

years with the fashion brand owned by 

Prada Group.

Contacted on Tuesday, Celine confirmed 

his appointment, but his start date and other 

details could not immediately be learned.

At Celine North America, Holden 

succeeds Sarah Benady, who last 

March became chief executive officer at 

Jacquemus in Paris.

According to Holden’s LinkedIn  

profile, he joined Miu Miu in the U.S. in 

2021 as vice president, North America, 

and was promoted to his current role in 

December 2023.

Before that, he held sales positions at 

Dolce & Gabbana, Alexander Wang and 

Burberry in the U.S.

Holden started his fashion career 

in 2008 as brand manager, men’s 

contemporary, at Saks Fifth Avenue, rising 

through the ranks in merchandising and 

planning to become senior assistant buyer 

for women’s ready-to-wear in 2012, holding 

that role for nearly two years before 

moving to the other side of the table.

It is understood Celine is gearing up 

for a new phase of business under artistic 

director Michael Rider, who is slated to 

make his debut with a fashion show in 

Paris on July 6 at 2:30 p.m. CET.

The date falls between men’s fashion 

week in Paris, scheduled for June 24 

to June 29, and Paris Couture Week, 

happening from July 7 to 11.

It marks a return to an IRL runway 

format for the fashion house, which in 

recent years unveiled collections with 

immaculate and transporting films by 

Hedi Slimane, its previous artistic, creative 

and image director. These were typically 

released outside of official fashion weeks.

  The beauty brand will  
begin a search for  
Kyle Leahy's successor.

BY KATHRYN HOPKINS

There’s about to be another changing of 

the guard at Glossier.

After three years at its helm, chief 

executive officer Kyle Leahy will depart the 

brand at year-end.

“Over three years ago, Emily [Weiss] 

and I shared exciting news about Glossier’s 

next chapter, and I was honored to step 

into my role as CEO of the company she 

built,” Leahy said in a company-wide note 

to Glossier staffers Tuesday, which was 

obtained by WWD.

“Today, we have reached a new chapter 

defined by scale, profitability and brand 

strength,” Leahy wrote. “With that 

foundation in place, the board and I believe 

this is the right moment to bring in the next 

CEO to lead this new phase of growth.”

The executive joined Glossier as its first 

chief commercial officer in 2021 before 

taking the reins from founder Emily Weiss 

in May 2022. She will continue to serve in 

her role on Glossier’s board of directors 

through the transition. 

It’s understood that Weiss, meanwhile, 

will remain in her role as executive 

chairwoman, and will not step into the 

CEO role.

“I am so grateful for Kyle’s leadership 

and stewardship of Glossier over these past 

three-plus years,” Weiss said in a statement. 

“She deeply understands how unique and 

special this brand is, and was exactly the 

right person to serve as our CEO as we 

looked to evolve our business model for 

sustainability and profitability, and scale 

our brand.  Glossier was always built to be 

more than just one person — more than 

me, more than Kyle — and I am excited to 

partner with her to find our next leader.” 

Under Leahy’s watch, Glossier launched 

at Sephora in February 2023, marking an 

about-turn from its prior DTC strategy and 

adopting a more traditional retail playbook. 

This month, Glossier will launch in 

Sephora’s business in France, following 

earlier expansions to the U.K., the Middle 

East and Mexico with the retailer.

Prior to the partnership with Sephora, 

sources had told WWD and Beauty Inc 

that sales — and buzz — had slowed. 

Glossier laid off nearly 200 retail 

employees during the pandemic and 

eliminated another two dozen roles last 

year. In October 2023 after the Sephora 

launch, industry sources estimated that 

overall sales were around $275 million.

Leahy has also overseen the expansion 

of Glossier’s fragrance business, which has 

become its fastest-growing category. In 

October, the brand launched Impressions 

of Glossier You — a duo of extensions on 

Glossier You called You Doux and You 

Rêve — in its full distribution for $78 each. 

In June, it got in on the body mist boom, 

debuting a body lotion, body wash and body 

spritz in its preexisting deodorant scent, 

called Sandstone, as well a body spritz in a 

fragrance named Orange Blossom Neroli.

Leahy said that fragrance now generates 

more than $100 million in sales, making it 

Glossier’s largest category.

Kirsten Green, founder and partner at 

Forerunner Ventures, one of Glossier’s 

backers, said: “Kyle has led the company 

through a pivotal phase — scaling the 

business with clarity, creativity and 

a deep commitment to its values and 

customers. Thanks to her leadership, 

Glossier is stronger, more resonant, and 

more ambitious than ever. The foundation 

is set for continued growth and cultural 

relevance, and I can’t wait to see where the 

team takes it next.”
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“There’s a maturity to the project,” 

Matthew M. Williams said of the 

namesake label he will introduce during 

men’s fashion week in Paris. “I’m turning 

40 this year, and it’ll be 20 years I’ve been 

working in the industry.”

Williams never fit the mold of designers 

who work around themes, inspiration 

trips or narratives, always preferring to 

roll up his sleeves and work closely with 

specialized factories and artisans to craft 

clothes and accessories with currency, 

soul and a sly brand of cool.

His namesake label — which will be 

showcased at the Seiya Nakamura 

showroom in Paris from Thursday until 

July 1 — includes “women’s specific 

denim, and the shoes come in women’s 

sizes,” the designer said. He calls it “more 

of a clothing project” than a fashion 

collection. “It’s more product-based.”

It certainly reflects what Williams wants 

to wear.

“It’s all just stuff I’ve been wanting to 

exist for a long time,” he said during an 

interview. “I’ve always worn the clothes I 

design. You really get to know clothing by 

wearing it, getting inside and feeling what 

it’s made of.”

WWD broke the news on June 2 that the 

American designer, best known for his 

three-year stint as the creative director of 

Givenchy, and as cofounder of 1017 Alyx 

9SM — was working on a new namesake, 

independent brand.

He declined all comment on 1017 Alyx 

9SM, which last presented a collection to 

the press a year ago, stressing that 

launching a namesake brand was 

something he always had in his mind.

“The timing was right for it, because 

there was a conclusion of other projects 

that allowed me space and free time for 

this to begin,” he said.

His first proposition spans roughly 50 

items, which he describes as “my 

wardrobing pieces — the products that I 

really believe in and love to wear every day, 

made by my favorite suppliers in the world.”

Williams explained that he now has the 

confidence to take on the project. “And it 

takes time to actually know your craft and 

so this is a big step for me, being 100 

percent independent in all aspects of the 

brand,” he said. “The suppliers, I look at 

them as my real partners because that’s 

who I’m in dialogue with every day to 

create something that’s special and has 

value and that has care and love put into 

it, which is important to me.”

Williams had just received prototypes 

of his signature shirting, and raved about 

the fabric and construction. He’s also 

working with a denim mill in Japan, an 

American jersey specialist and a Spanish 

maker of handmade shoes, as reported.

Asked about his ambitions for his first 

season, Williams replied: “I just want to be 

in as many like doors that I feel understand 

the project and appreciate the product.

“It’s a pure creative outlet because I 

love fashion and I feel good when I’m 

creating, whether that’s music or taking 

photos or making fashion — it’s kind of all 

the same creative energy,” he said.

Williams disclosed that he’s backing a 

new fashion project by 26-year-old Myles 

Henrik Hall, a longtime collaborator 

throughout his fashion career.

Born in New York City, Hall has also 

worked at Nick Knight’s Showstudio and 

takes photos of musicians like Playboi 

Carti. He said his Diary 99 project “is 

based around me and my generation…

inspired by how my friends and I dress.”

For his debut, he decided to focus on 

Made in Japan denim for men and 

women, along with outerwear, 

accessories and jersey.

EXCLUSIVE  

M a t t h e w  M .  W i l l i a m s 
D i s c u s s e s  N e w 
C l o t h i n g  P ro j e c t
“The products that I really believe in and love to wear 

 every day, made by my favorite suppliers in the world,” is  

how he describes his new namesake brand.  BY MILES SOCHA

Bronze artworks usually come in brown, 

green or sometimes near-black patinas.

Leave it to menswear maven Kris Van 

Assche to arrive at the Fodor foundry in 

eastern France with a color card of searing 

shades.

“I wanted something more radical,” he 

said. “I liked the fact that I would pull the 

material in a new direction.”

Given carte blanche by Paris art dealer 

François Laffanour to create sculptural 

objects in bronze, Van Assche made it his 

mission to cast an old-fashioned material 

in a contemporary — and otherworldly 

— light.

The lifelong lover of flowers, who 

recently designed a collection of vases for 

Belgian homewares firm Serax, also 

decided to make vases that don’t need any 

roses, peonies or irises to dazzle.

His hulking, microwave-sized vessels, 

which go on display Thursday during 

men’s fashion week in Paris at Laffanour’s 

Galerie Downtown, beckon with intense, 

matte colors on the outside, and gleaming 

metal and lacquer on the inside visible 

through portholes, which beckon viewers 

in the way nectaries sheltered inside 

flowers attract bees.

Van Assche said he approached the 

project with gusto, relishing the 

opportunity to work closely with artisans 

— and to apply his fashion toolbox of 

shape, color and texture to a new field.

“I just took it as a challenge. I knew 

nothing about bronze, aside from the 

sculptures you come across in these 

beautiful parks in Paris or on the fireplace of 

my grandmother,” he said in an interview.

The designer’s North Star was to create 

decorative objects that could live with the 

iconic furniture for which Laffanour is 

known by such greats as Charlotte 

Perriand, Jean Prouvé, Pierre Jeanneret 

and Le Corbusier.

At the gallery show, the vessels were 

propped on hulking logs instead of the 

usual square plinths in a forest-like setting 

that goes on for infinity, thanks to 

strategically placed mirrors.

As with his project for Serax, Van Assche 

riffed on classic vase shapes on square 

bases, through distending gourd, botanical 

and rotund shapes, and creating openings 

in unusual placements.

The designer was fascinated to witness 

how Fodor’s artisans first pour molten 

bronze into twin molds, like an Easter egg, 

and then solder them together to create 

the vessel. Workers in protective gear 

employ a variety of tools to create the final 

surface texture, here dimpled on the 

outside and cratered on the inside, parts of 

the brass polished to exalt its natural 

pinkish gold color.

“I immediately came up with this idea of 

the vases having one story on the outside, 

but then another story on the inside, 

because there were two surfaces to 

work,” Van Assche explained. “There’s a 

lot of color combinations that I did in the 

past in fashion that now you can find here 

in these vases.”

The shapes were realized employing 

fashion techniques.

“I just played with proportion, like I 

would do with a shoulder or with a coat. 

It’s just like blowing things up, 

exaggerating, enlarging,” he explained.

The main difference with fashion, 

however, was the production cycle.

“I was used to making four, six or eight 

collections a year, but here, things take 

time,” said Van Assche, best known for 

past roles as creative director of Berluti 

and Dior Homme, in addition to his 

namesake brand.

The designer has been shuttling to and 

from Port-sur-Saône for the past two years, 

learning a great deal at the Fodor foundry.

“I’m always happy to see how people 

make beauty with their hands,” he said.

This marks the third time Van Assche 

has collaborated with Laffanour. In 2017, 

he displayed Isamu Noguchi’s Akari lamps 

at Art Basel Miami for the launch of Dior 

Homme’s Black Carpet collection.

And in 2019, when he was leading 

Berluti, he applied that house’s leather 

patina to 17 pieces of furniture by 

Jeanneret, which sold swiftly.

The exhibition at Galerie Downtown 

runs until July 19. Van Assche created 

seven forms, each available in two color 

combinations, and produced in editions of 

eight. Prices are available upon request.

K r i s  Va n  A s s c h e  I s  Tr y i n g  H i s  H a n d  a t  B ro n ze s
The menswear maven seems to be in a “vase phase,” though his vessels created for the  

Laffanour Galerie Downtown in Paris don’t require any flowers to dazzle.  BY MILES SOCHA

Kris Van Assche 

with his bronze 

vessels at the 

Fodor foundry.

Matthew M. Williams has 

launched a namesake brand 

of clothing and accessories. 

A look from 

the new 

Matthew 

M. Williams 

collection.

Williams wearing 

items from his new 

namesake label.
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PARIS — Showing how perfect the 

imperfection of handwork and process can 

be, a laboratory to showcase Brazil’s 

vibrant culture and a creative potential 

that’s not fully tapped yet, a designer’s 

love for textile and a multihyphenate 

creative’s latest project are among the 

ideas that new names in Paris are bringing 

to the men’s spring 2026 collections.

Camiel Fortgens
Hold that needle and thread! If you find a 

button missing from one of Camiel 

Fortgens’ garments, that’s likely 

completely intentional.

“It’s a really fine line of what’s nice and 

not nice,” the designer said ahead of his 

inaugural on-schedule Paris presentation. 

“Within the imperfectness, some 

interpretations will be that they will be 

imperfect on purpose — perfectly so.”

But try telling that to factories, who 

initially tried to fix seams left raw or other 

details usually seen as flaws.

For the Dutch designer, who launched 

his Amsterdam-based label in 2014 and 

was awarded  Netherland’s Culture Fund 

Fashion Stipend last year, fashion isn’t 

about flat, finished entities.

He views it as a continuous, evolving 

process of creation where clothes are 

“living entities,” he said. “A garment 

shouldn’t be a flat finished product; it 

should still be a bit alive.”

Plus mistakes — or shortcuts, like not 

changing a thread’s color for the sake of 

saving a few minutes while racing to finish 

on time — show there were human hands 

in the process.

Fortgens began his creative journey at 14 

as a teenager into hip-hop and sneakers 

who would design clothing during his 

holidays. After high school, fashion school 

didn’t appeal as it “felt a bit 

claustrophobic.” Instead, he enrolled at 

the Design Academy Eindhoven.

“I felt such a sense of freedom to really 

walk my own path and do all the things I 

wanted and see where that ended up,” he 

said. Yet after trying his hand at ceramics, 

industrial design and architecture, that led 

him right back to fashion in his final year.

“But I didn’t know anything about 

clothes,” he recalled. “I made a flat collection 

because I couldn’t make patterns…basically 

what you would draw as a kid, two layers 

on top of each other [that] created a clash 

with the [volumes] of the body.”

The result was rave reviews and an 

invitation to present during Amsterdam 

Fashion Week.

Fast-forward to 2025 and he’s built a 

solid following of around 60 retailers 

worldwide, with the U.S. accounting for 

over a third of the business. Japan and 

South Korea are also important markets 

for the brand.

Retail prices start around 200 euros for 

jerseys and go up to 2,000 euros for leather 

jackets. Shirts are between 300 and 400 

euros, jackets in the 500-to-1,000-euro 

range and trousers are around 400 euros.

For spring 2026, he’ll be showing a 

collection that taps into “vintage Americana 

archetype clothing that have had some sort 

of interaction with the sun or heat.”

Jah Jah
“It’s crazy to go from delivering food to a 

showroom to expressing my DNA and having 

Adrian Joffe trust in me when I’m not even 

from fashion,” Daquisiline Gomis told WWD 

before the first off-schedule Jah Jah show at 

Dover Street Market Paris on Tuesday.

“But I believe each of us has something 

to defend and say, so that’s what moves us 

forward,” he continued.

And in his case, it made the opportunity 

to make his mark on fashion come twice.

Around four years ago, the Paris-based 

multihyphenate entrepreneur of Bissau-

Guinean descent met Virgil Abloh when the 

then-creative director of Louis Vuitton’s 

menswear came to Le Tricycle, the 

Afro-vegan restaurant Gomis opened with 

his partner, Coralie Jouhier, a decade ago.

At the time, Gomis was also heading 

Béni Original, a tailoring-centric fashion 

label he initiated which paid homage to the 

elegance of the clothes West African men 

wore in the 1970s, which he’d witnessed on 

his father and uncles.

Tentative conversations around 

collaboration were curtailed by Abloh’s 

untimely passing.

Shortly after, Gomis shuttered the 

clothing line to focus once more on the 

restaurant and a hybrid space blending 

culture, food and the growing community 

that coalesced around him. That’s when he 

went on a vegan fare delivery to the Dover 

Street Market Paris showroom, where he 

met Adrian Joffe.

Long story short, the conversation 

started with T-shirts for Dover Street 

Market Paris’ opening, segued into a 

collaboration with Comme des Garçons 

Shirt and now, an inaugural off-schedule 

show for Jah Jah, which is now morphing 

into a full-fledged fashion line.

For all his projects, which also include a 

hiking club, the self-taught designer had 

an epiphany.

“All these things had different names but 

came from the same seed — pan-Africanism, 

Rastafarianism and my culture,” he said. “I 

wanted to start telling our story by [myself] 

because it’s often told by other people.”

Cue his inaugural lineup, which gave a 

taste of Gomis’ blend of cultural 

celebration, eye for cuts as well as 

collaborations with CdG Shirt and Adidas.

Among the standouts were sharply 

executed hybrids where color-filled checks 

brought volume to menswear classics; 

roomy shorts with horizontal pintucks that 

subtly shaped them.

There were also outfits that spoke of 

handcraft and teasing the new out of 

reclaimed shreds, exemplified in a long 

A-line dress cut from a camouflage-like fabric 

that revealed intricately assembled strips of 

utility fabric and plaid on close inspection.

Woven in were the colors of Burkina 

Faso’s flag; “Jah,” the term used by 

Rastafari to refer to God or a higher 

spiritual power, and a portrait of 

Burkinabè politician Thomas Sankara, who 

gave the country its current moniker that 

means “land of upright people.”

“Deconstructing the colonial past that 

was imposed on us to rebuild, take back 

our codes and have our own vision 

inspired what was done before — our 

ancestors — really inspired me,” he said.

In the pricing of this line which will be 

produced between Paris, Portugal and Italy, 

Gomis plans to be a bridge between the 

worlds of streetwear kids and high fashion. 

Before his show, he placed his brand 

between the likes of Carhartt’s premium 

offerings and Comme des Garçons territory.

P_Andrade
Founded four years ago as a “laboratory 

for innovation, technology, and 

sustainability,” P_Andrade is the brainchild 

of husband-and-wife designer duo Paula 

Kim, a Central Saint Martins graduate who 

launched sustainable women’s brand 

Lapô, and Pedro Andrade, who is already 

behind 13-year-old streetwear label Piet.

Or as Andrade, an industrial designer 

who trained at Brazil’s Senac Arts 

University in São Paulo, put it, “Piet is me 

before 30 and P_Andrade is me in my 30s.”

Woven into the brand is a focus on 

circular design and their deep interest in 

the regenerative economy. It also has 

collaborations with Veja and Asics.

Expect curvaceous shirts, smartly cut 

trousers and jackets with collars tweaked 

just so where the real novelty can’t be seen 

with the naked eye. They’ve been tapping 

leading-edge technologies like yarns that 

can be traced through the blockchain 

across the entire supply chain but also 

bacteria-based dyeing processes. Purple is 

among the colors they’ve managed to tease 

out of microorganisms.

For spring 2026, Kim and Andrade 

looked to life’s micro-dimensions and 

translated “different layers of life, starting 

with bacteria, microorganisms, and 

fungus” in a collection playing on contrasts 

of scale between, say, tops and bottoms.

There’s another contrast at play. “On 

one side, we have super high technology, 

and on the other, we’re working with 

communities from the Amazonian forest,” 

said Andrade. “It’s crazy to see how 

beautiful the mix of these two different 

worlds is.” ►

T h e  O n e s  to  Wa tc h  a t 

P a r i s  M e n ’ s  F a s h i o n  We e k
WWD spotlights new names Camiel Fortens, Jah Jah, P_Andrade, Shone Puipia and Ssstein.  BY LILY TEMPLETON

Camiel Fortgens

P_Andrade

Jah Jah
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Colm Dillane, whose KidSuper label has 

partnered with brands ranging from Puma 

to Jägermeister, is celebrating his love of 

the open road through a collaboration with 

Mercedes-Benz that will be unveiled at 

Paris Men’s Fashion Week.

The multitasking designer is one of five 

creatives selected by the carmaker as part of 

its “Class of Creators” collective, which also 

includes rapper Ice Spice, Stockholm-based 

artist Gustaf Westman, the teams popular 

multiplayer online video game “League of 

Legends” and toy carmaker Hot Wheels.

They’ve all been invited to put their spin 

on the new Mercedes-Benz CLA. Ice Spice 

unveiled her molten chrome Princess car 

in April, while Westman cast his in 

bubblegum pink with a pullout picnic table 

in an installation in London in May.

KidSuper will unveil his version, billed 

as “a superhero-inspired art piece, 

blending handcrafted and bold industrial 

design cues,” at his show on Saturday at 8 

p.m. at the Musée des Arts Décoratifs, 

Mercedes-Benz said in a statement.

During the show, he will also present a 

capsule collection “that reflects both the 

polish and the grit of car enthusiast culture, 

which emerged from the partnership,” it 

added. It is understood the merchandise 

line will go on sale later this year.

“Reflecting a shared spirit of creativity 

and innovation, Mercedes-Benz x KidSuper 

merges vibrant, youthful energy with the 

legacy of automotive excellence, and aims 

to inspire communities beyond the worlds 

of fashion and automotive,” Mercedes-

Benz said.

The auto giant has previously created 

capsule ranges with the likes of Heron 

Preston, Saul Nash and A$AP Rocky, and 

famously teamed with Virgil Abloh to 

reimagine its box-shaped G-Class luxury SUV 

as a monolithic plaster-colored art piece.

KidSuper’s fall 2025 show included 

hookups with a raft of other labels. There 

was the Bape by KidSuper collection, and a 

handful of somber tailored looks from a 

capsule with Yohji Yamamoto’s conceptual 

project Wildside.

Others conscripted for the season were 

Brazilian streetwear label Piet, futuristic 

outdoor specialist Hamcus and American 

designer Kody Phillips, whose wares have 

been seen on the likes of Drake.

Embroidery using Brazilian stones and a 

latex lace made of natural rubber sourced 

from small local suppliers will feature in 

the lineup, as will a collaboration with 

musical artist Samuel de Saboia.

With some 60 stockists worldwide, 

including 30 in China, which accounts for 

around 30 percent of the business, the brand 

is looking to expand its footprint to Europe. 

Its designs retail from around 200 euros for 

a T-shirt and up to 1,000 euros for jackets.

But there’s another mission the cofounders 

have set out: showing what Brazil can 

contribute to the global creative industry.

“We are so much more than a tropical 

country with a lot of parties and a 

carnival,” said Andrade. “We want to show 

the world how powerful our culture and 

resources are.”

Shone Puipia
When it comes to fashion, Bangkok-based 

Shone Puipia had to work his way up 

— from shoes to clothes, that is.

Throughout his bachelor’s and master’s 

degrees at the Royal Academy of Fine Arts 

in Antwerp, the designer would always 

imagine the footwear that supported his 

fashions, diving deeper into shoemaking 

craft with a course at Milan’s reputed 

Arsutoria School. After his 2018 

graduation, he went on to found Adult 

Antwerp with friend and fellow RAA 

graduate Raphaële Lenseigne.

These days — although his eponymous 

label, which he concentrated on after 

returning to Bangkok, does offer the kind 

of sculptural heel he continues to love 

— it’s another limb he’s interested in: the 

hand, or rather what it can craft.

And it’s nowhere more evident than in 

his spring 2026 collection, where he 

wanted to take a painterly approach to 

garments in a deeply personal narrative 

that is about “elements of the hand, one 

way or another,” he said.

Rife with subtle frayed edges, hand-

knotted balls and soft volumes that showcase 

his knack for patternmaking, the collection 

also taps the work of three Thai artists.

They are his father, renowned 

contemporary painter Chatchai Puipia, who 

hand-painted canvas panels and imagined 

buttons seen in the collection; his mother, 

acclaimed conceptual artist Pinaree 

Sanpitak, whose work addresses 

womanhood and the self; and photographer 

Dham Srifuengfung, with whom the 

designer experiment with screen printing 

that showcases “a handmade quality.”

Over the past eight years Puipia has built 

a brand that parlays his love for textiles 

with a lush hand and eye for rich detailing 

into upscale collections filled with soft 

volumes and flattering cuts.

Priced between 300 and 1,500 euros, 

the collections are produced in Bangkok by 

Puipia and his team of six on a mostly 

made-to-order basis. The bulk of sales are 

womenswear, with menswear a niche but 

growing segment.

Among his bestselling designs are 

shirts, with one variation featuring a 

cravat collar and another coming with 

expansive bishop sleeves.

Coming to Paris is less about building up 

wholesale business than it is about 

connecting to those “looking for something 

different, unique but rooted in things made 

by hand — artisanal fabrics, high-quality 

craftsmanship,” he said. “They have an 

appreciation for crafts, for the little things 

in their clothes which maybe only they 

would know how special they are.”

Ssstein
What is paramount for Ssstein  

founder Kiichiro Asakawa is that 

“customers feel happy and good when 

wearing his collections,” he told WWD 

through a translator.

And the most challenging item to find 

this sensation in? Trousers.

It’s the frustration at a lack of perfectly 

fitting ones that led this graduate of Tokyo 

Gakugei University with a specialty in 

education to launch his own line.

While working at now-shuttered 

multibrand store Naichichi, Asakawa learned 

garment construction by taking apart vintage 

clothing. When it closed in 2016, he then 

opened his own boutique in the Japanese 

capital’s Shibuya neighborhood.

Among the first things on offer were 

custom pieces he crafted out of vintage 

Levi’s jeans and soon enough, a fledgling 

line of three trouser models he deemed to 

be “the perfect cut.”

It grew into a full offering initially 

christened “Stein.” As the German word 

for stone was often used as a 

suffix in family names such as 

Einstein, and traced back to 

ideas of strong foundations, 

heritage and durability, the 

designer felt it was an apt 

moniker for a line that’s all 

about handsome staples. 

Additional Ss were later added 

to evoke worlds like silence and 

simplicity, which Asakawa feels 

match the brand’s spirit.

Reworked through a singular 

focus on subtly architectured 

patterns executed in lush, 

mostly natural, textiles with 

plenty of nigh-on-invisible 

details — doing away with visible 

fastenings, for one — that get 

sartorial enthusiasts hot under 

the collar, Ssstein pieces have 

attracted retailers that include 

Ssense, H.Lorenzo, Berlin-based Andreas 

Murkudis, L’Éclaireur, Printemps and 

Antonioli. The brand is a regular at 

Rakuten Fashion Week Tokyo.

Prices average just under 500 euros for 

trousers and 460 euros for shirts. Knitwear 

sits between 420 and 500 euros, while 

blousons and outerwear start around 650 

euros and go up to four figures. A 

reversible cashmere-wool stole coat 

currently available retails for 1,880 euros.  

After his 2025 Fashion Prize of Tokyo 

win, Asakawa felt showing in Paris would 

help to further build bridges between his 

unisex wares and “people [who] can 

simply appreciate beautiful things,” a 

cohort that could soon include women.

For Ssstein’s sophomore off-schedule 

Paris show, the designer will be expanding 

his repertoire of everyday elegance and 

unfussy tailoring with knitwear in tones of 

soft blue, red and yellows. But expect these 

to be used like watercolor washes across 

silhouettes thanks to fine gauge cashmere 

or fuzzy alpaca, materials the designer 

chose for their cloud-soft textures. ■

EXCLUSIVE

K i d S u p e r  S h o w  to  F e a t u re 
M e rc e d e s - B e n z  A r t  C a r
The concept car will be unveiled at the brand’s show at Paris Men’s Fashion Week  

alongside a capsule collection celebrating car enthusiast culture.  BY JOELLE DIDERICH

Shone Puipia

A teaser for 

KidSuper’s 

collaboration with 

Mercedes-Benz. 

Ssstein
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PARIS — After over a decade of 

collaboration as a trio, Études Studio has 

entered a new era. The brand announced 

in April that José Lamali would step away 

from the group, and the house would 

continue with the duo of Aurélien Arbet 

and Jérémie Egry at the helm.

“It’s kind of a comeback to the core of 

the brand,” Arbet told WWD.

The two were childhood friends and 

worked together on fashion projects before 

officially establishing Études with Lamali in 

2012. “Now we are back to the original 

format, and that brings some new energy 

between the two of us, and for the brand 

in general,” he said.

The arrangement offers a newfound sense 

of clarity. “We are excited to be working as 

the two of us. It makes the choices probably 

more direct and more compact. It’s like a 

reboot or restart,” he added.

The departure signals a pivotal shift for 

the Études brand — renamed as Études 

Studio last year — both structurally and 

creatively. While a new business strategy 

and executive appointments are still under 

wraps, with more details expected in 

September, the designers made it clear 

that the transition has given them a new 

sense of direction.

Now, the new Études returned to the 

runway Tuesday for the first time since 2023.

After years of the seasonal show grind, 

the break was needed, said Egry, and they 

explored different presentation formats 

during that time. With the reboot, “we 

thought the announcement of the art 

direction as a duo would be a strong 

momentum to come back to the runway 

format,” said Arbet. “It was also matching 

with our perspective for the future of the 

brand.”

The collection presented on the opening 

day of Paris Fashion Week at the Palais de 

Tokyo, titled “Surroundings,” drew on 

land art as a central theme.

“We were really interested in the idea of 

nature, exterior, and in connecting it with 

our own vision of landscape,” said Egry. 

One key inspiration is the work of artist 

Nancy Holt, particularly her images from 

the Utah desert. “For us, this image really 

was inspiring and striking,” he said.

Another influential reference was Robert 

Smithson’s “Spiral Jetty,” which inspired 

the actual runway format of the show as 

models walked around a central swirl. The 

concept reflected the idea to play with 

perspective — “to forget about the option 

of the studio as a physical space, but to use 

the landscape as a studio,” said Egry.

That translated into a confident 

collection that merged tailoring, utility, 

and minimalistic yet sculptural shapes.

Coats played a key role, in wool and 

paired with tailored shorts. Shirting ranged 

from classic fits to oversized, and toyed 

with house codes in an asymmetric tank.

The duo played up the utilitarian 

outdoor gear with nylon workwear, 

multipocket pants, and heavy canvas 

jackets. “We like to balance and create this 

tension between the more outdoor [looks] 

and the workwear,” said Egry.

They also presented hand-finished 

denim with washes reminiscent of spirals 

and other earthy cues in shades of sand, 

rust and a dusty desert peach, as well as 

fitted jersey tops and open-weave mohair 

knits for a tactile smorgasbord.

The 35-look collection is unisex, though 

it leaned heavily on menswear shapes and 

relaxed fit throughout. This positioning 

reflects their customer base, which is over 

40 percent women, said Arbet.

No wallflowers here: Arbet described the 

collection as “clothes that you wear when 

you are outside, doing something.”

Reflecting the renaming to Études Studio 

last year, meant to mark their collaborative 

spirit, the brand collaborated with Korean-

American artist Maia Ruth Lee, whose 

bound baggage sculptures and textile works 

inspired some of the final runway looks.

Lee’s focus on globalization and identity 

felt like the perfect fit for the brand at this 

time. “[The collection] is about the 

importance of time and light, and her work 

evolves with those elements,” Arbet said.

The duo’s commitment to art also 

surrounded guests with sculptures by 

French artist François Dufeil, which 

doubled as percussion instruments during 

the show. For their return, Arbet and Egry 

wanted the show to be a complete 

experience including art, music and sound.

Arbet said that wholesale remains a key 

part of their business, with 80 accounts 

across 30 countries currently. The 

company is focused on building more 

long-term partnerships, with expansion in 

Europe and Asia, including newer markets 

such as India, as their current focus.

Direct-to-consumer is also a growing 

priority, particularly through digital 

channels, part of which they will build out 

with key appointments to come soon.

Long term, they have their sights on 

rebuilding their business in the U.S. “It’s a 

huge, massive place” that will require a 

renewed strategy for the region, Arbet said.

The duo will also continue in their role 

as artistic directors at French brand Aigle 

with seasonal capsules. They will celebrate 

that collection with a cocktail on 

Wednesday night.

Rei Kawakubo and Adrian Joffe, who 

broke the mold with their Dover Street 

Market emporiums mixing various Comme 

des Garçons brands with the crème de la 

crème of luxury and streetwear, are 

disrupting retail again with a newfangled 

take on private-label merchandise.

During men’s fashion week in Paris, they 

will introduce the DSM brand, which Joffe 

described as “a kind of guest of each 

designer who we will choose to work with.”

First up is Kei Ninomiya, whose Noir 

collection is part of the Comme des 

Garçons family, and whose name will now 

appear alongside DSM on the label.

“We wanted to make a DSM original 

brand in a new way — for business and for 

image,” Joffe said, always getting straight 

to the point, and stressing “this is 

definitely not a guest-designer situation, 

almost the opposite.”

“Ninomiya will be the first designer of 

the DSM brand and will remain as long as 

possible in that role,” he explained in an 

exclusive interview to reveal the project. 

“We plan then to add other creators under 

the DSM brand umbrella, each with a 

different idea and concept and name.”

The DSM brand will be offered to 

wholesale clients and be showcased from 

June 28 to July 1 at the Dover Street Market 

Paris showroom at 35-37 Rue des Francs-

Bourgeois alongside spring 2026 

collections by ERL, Phileo, Rassvet and 

Westfall.

Asked about sales projections for the 

first season, Joffe replied: “Our ambitions 

are without limit, but slowly and surely to 

begin with.…We’d like to make this first 

one popular and affordable.

“Each creator we work with will present 

something inherently different in some 

way, be it in design, category, image, size, 

positioning, attitude — or all six,” he said, 

arguing that Dover Street Market, already 

operating for more than 20 years in major 

metropolitan cities, means “a lot of things 

to a lot of people.”

“There will be no boundaries and 

classifications,” he continued, and future 

designers to appear on the DSM label “may 

be famous, established or completely 

unknown.”

Joffe noted the next DSM label is to 

appear in 2026.

For his part, Ninomiya said he was 

happy to take on the extracurricular 

project and he was eager to do something 

“very new” for a broader audience, given 

price positioning well under luxury 

brands, which are “often difficult for young 

people to attain.”

In an interview over Teams, his tall 

mohawk barely contained in the screen, 

Ninomiya described his concept for DSM 

as “unnamed team wear.”

He explained that he was inspired by the 

unique community that has formed 

around Dover Street Market and wished to 

“capture that spirit through pieces that 

suggest a shared visual identity, something 

subtle and symbolic.”

Ninomiya’s collections under his Noir 

moniker are often described as 

conceptual, boasting complex 

constructions and loads of technical 

experimentation, often yielding 

otherworldly silhouettes. 

With the DSM brand, he wishes to 

“engage with something more grounded: 

everyday garments, jersey pieces, and 

familiar silhouettes that people live in.”

He noted the design language would be 

simpler, and less radical, yet still 

expressing a point of view. “To create 

pieces with meaning,” Ninomiya said.

Dover Street Market has been present in 

Tokyo for 13 years, and the designer is 

certainly a fan. “I love the mix, and the 

atmosphere,” he enthused.

É t u d e s  Re t u r n s  to  t h e  R u n w a y  a s  a  D e s i g n  D u o
Aurélien Arbet and Jérémie Egry presented their first show after several seasons away and a new creative structure.  BY RHONDA RICHFORD

EXCLUSIVE

D o v e r  S t re e t  M a r ke t  I s 
La u c h i n g  a  D S M  La b e l
Noir’s Kei Ninomiya is first up designing the new DSM brand,  

in respect of the retail emporium’s ethos.  BY MILES SOCHA

Looks from the new DSM label 
designed by Kei Ninomiya.

Here and 
left: A look 
from Études 
Studio’s 
spring 2026 
collection.
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  Gap Inc., Target Corp. and 
Houdini Sportswear are 
partnering with Syre, which 
launched on a mission to  
help decarbonize and  
de-waste the textile industry.

BY DAVID MOIN

Gap Inc., Target Corp. and Stockholm-

based Houdini Sportswear have made 

commitments to reduce waste by 

partnering with Syre, a new company for 

“hyperscaling” textile-to-textile recycling.

Syre launched in March 2024 with a 

mission to help decarbonize and de-waste 

the textile industry through a process 

called depolymerization. The process 

involves breaking down textile waste  

into its chemical building blocks and  

then reassembling them into new, high-

quality polyester. 

Syre plans to establish textile-to-textile 

plants producing circular polyester, and 

reducing CO2e emissions by up to 85 

percent compared to the production of 

oil-based virgin polyester. The company’s 

first “blueprint” plant is being established 

in Cedar Creek, N.C. It is expected to be 

operational in 2026 and deliver volumes 

up to 10,000 metric tons of circular 

polyester annually. In Cedar Creek, Syre 

will build a plant adjoining an existing 

Selenis plant for the production of 

polyester resins for consumer goods, 

food packaging and other areas utilizing 

recycled content.

Syre also plans to operate a recycling 

plant in Vietnam in 2028. Syre raised a 

$100 million Series A funding round in May 

2024, which was led by TPG Rise Climate, 

with participation from H&M Group, Giant 

Ventures, the IMAS Foundation, Norrsken 

VC and Volvo Cars.

“The launch partners will play a critical 

role in bringing circular polyester to the 

broader market, accelerating adoption and 

shaping the future of the textile industry,” 

Syre indicated in an announcement 

Tuesday morning.

Gap Inc., considered the largest 

specialty apparel retailer in America, 

plans to utilize 10,000 metric tons a year 

of Syre’s recycled polyester chip. “The 

collaboration marks a significant step in 

Gap Inc.’s commitment to integrate more 

sustainable materials across its portfolio of 

brands — Old Navy, Gap, Banana Republic 

and Athleta, the retailer indicated.

Houdini, a technical outdoor brand 

based in Stockholm, Sweden, and active 

in circular innovation, indicated its 

partnership with Syre involves having a fully 

circular and waste free ecosystem in place 

by 2030, and for textile-to-textile recycled 

fibers to re-emerge as the company’s 

primary source of polyester. Houdini has 

committed to sourcing 50 percent of their 

polyester usage from Syre circular polyester 

for a period of three years.

Target’s goal calls for 100 percent 

of its owned brand products to be 

designed “for a circular future” by 2040. 

Target’s partnership with Syre involves 

incorporating textile-to-textile recycled 

polyester into a selection of the company’s 

owned brand products and will help the 

retailer achieve its goal.

Dennis Nobelius, Syre’s chief executive 

officer, said in a statement that Gap, Target 

and Houdini are “truly front runners, 

understanding the need to secure capacity 

of a scarce resource to be. As we embark 

on the next phase of scaling at speed, 

we’re confident that these collaborations 

will not only bolster commercial success 

but also help redefine the industry 

and drive the urgent shift towards true 

circularity.”

Recent market research conducted by 

Syre and McKinsey cites an expected 10 

million to 12 million ton annual supply-

demand gap for textile-to-textile recycled 

polyester by 2030. “Brands across textile-

heavy industries have committed to bold 

circularity targets, and regulations will 

accelerate demand for circular materials, 

also phasing out the established solution 

for recycled polyester [bottle-to-fiber], 

which is not circular,” the study said.

Dan Fibiger, vice president of global 

sustainability at Gap Inc., said in a 

statement, that the partnership with Syre 

“enables us to accelerate our progress 

toward realizing a more circular fashion 

industry. Our ambition to utilize 10,000 

metric tons per year of Syre’s recycled 

polyester chip is not only an innovation that 

we feel will resonate with our customer, but 

it is an important lever for Gap Inc. in our 

efforts to bridge the climate gap.”

Syre expects to partner with more 

retailers and brands going forward.

  The Danish company  
received the grant from  
the European Union.

BY JENNIFER WEIL

PARIS — Danish biotech company Cellugy 

has raised 8.1 million euros from the 

European Union to eliminate microplastics 

in personal care products and to use a bio-

based alternative instead.

Cellugy’s Biocare4life project received 

the grant from the Life program, an EU 

funding branch supporting projects 

backing environmental and climate action. 

The raise is to accelerate the production 

scale-up toward commercializing Cellugy’s 

biofabricated material platform, called 

EcoFlexy.

EcoFlexy Rheo is the platform’s debut 

product. It’s the first high-performance 

rheology modifier that’s totally bio-based, 

biodegradable and competitively priced, 

according to Cellugy, which is based 

in Søborg, Denmark. That is meant to 

give the personal care industry a good 

alternative to microplastics and fossil-

based ingredients that are widely used.

“EcoFlexy is designed to replace fossil-

based carbomers, known as harmful 

microplastics, significantly reducing 

environmental pollution and the use of 

hazardous chemicals in the cosmetics 

sector,” Cellugy said in a statement.

“It delivers superior product 

performance and adaptable sensorial 

properties, along with scalable, 

operationally efficient manufacturing to 

meet the needs of a fast-evolving beauty 

industry focused on sustainability and 

innovation,” the company continued.

Many personal care products, such as 

facial scrubs and liquid soaps, can release 

microplastics, adding to environmental 

pollution.

“Recent research also suggests that 

microplastics can enter the human body 

through inhalation, ingestion or skin contact, 

raising questions about their potential 

impacts on human health,” Cellugy said.

It explained rheology modifiers are 

essential to all personal care products, 

but that almost 70 percent of the 

2.8-billion-euro rheology modifier market 

is dependent on fossil-based carbomers 

and acrylates, which are listed under the 

EU’s Reach regulation because of their 

persistent and toxic nature, Cellugy said.

“Through the Biocare4life project, 

EcoFlexy is positioned to prevent the 

release of 259 tons of microplastics 

annually by project completion, scaling 

dramatically to 1,289 tons per year by 

2034, equivalent to removing millions of 

contaminated beauty products from the 

market each year,” Cellugy said.

The company said the timing is key as 

reports suggest the beauty industry might 

lose around 12 billion euros because of the 

EU microplastic ban and U.S. restrictions 

on PFAS, or “forever chemicals.”

Challenges abound.

“An alternative material that simply aims 

to be more sustainable is not enough. The 

critical challenge is about delivering bio-

based solutions that actually outperform 

petrochemicals in performance 

parameters like texture, functionality and 

user experience, while also being scalable 

and operationally efficient,” said Isabel 

Alvarez-Martos, chief executive officer and 

cofounder of Cellugy, in the statement. 

“Good intentions won’t drive industry 

change. We need higher-quality alternatives 

like EcoFlexy that make it easier, not 

harder, for brands to choose sustainability,” 

she continued. “Only when bio-based 

materials match or exceed the performance 

and economics of traditional ingredients 

will we see the transformation needed to 

protect both human health and our planet.”

The Biocare4life project is to drive 

EcoFlexy’s scale-up process via the work of 

a specialist consortium of experts in biotech, 

sustainability and data management. These 

include The Footprint Firm, a consultancy 

focused on circular economy solutions 

and environmental impact validation, 

and Sci2sci, a start-up focused on data 

management, machine learning and 

AI-driven process optimization.

“The project signals real progress 

toward more sustainable manufacturing 

in the personal care sector,” said Will 

Nunn, manager at The Footprint Firm. 

“The project’s combination of technical 

innovation and sustainability validation 

positions EcoFlexy very strongly for 

market adoption and supports the EU’s 

broader transition to a more resource-

efficient economy.”

“Scaling a biotech solution is never 

simple, but it’s where the real value lies,” 

continued Angelina Lesnikova, Sci2sci 

CEO. “Together, we have the potential to 

make sustainable chemistry economically 

irresistible as well as environmentally 

essential.”

The funding is expected to back 

Cellugy’s scaling activities, process 

optimization and commercial validation 

over four years.

BUSINESS

Fashion Brands Commit to Textile Recycling

BEAUTY

Cellugy Raises Funds to Eliminate 
Microplastics in Products

The Syre “blueprint” plant 

in Cedar Creek, N.C.

Danish biotech company Cellugy 

has raised 8.1 million euros in its 

drive to fight microplastics in the 

personal care industry.
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  The division of Signet has 
opened three stores since 
November, has four more 
openings planned for this 
year and is eyeing additional 
openings in 2026.

BY DAVID MOIN

Rocksbox, originally a jewelry rental 

subscription business launched in 2012, is 

rolling out brick-and-mortar stores for the 

first time.

The brick-and-mortar agenda started 

with a six-month pop-up shop opened 

on Fillmore Street in San Francisco in 

November, which the company decided 

to make permanent due to better-than-

expected sales and a desire to continuing 

monitoring trends. Over the past month 

or so, a second Rocksbox unit opened in 

Broadway Plaza, in Walnut Creek, Calif., 

and in early June, a third Rocksbox store 

opened on Elizabeth Street in the NoLIta 

neighborhood in Manhattan, which has its 

official opening today.

Four more stores are seen opening later 

this year, in Los Angeles; Atlanta; Miami, 

and Paramus, N.J.

“We are tremendously excited to be 

leaning into retail expansion,” Allison 

Vigil, president of Rocksbox, told WWD. 

“From a market perspective, there’s high 

growth in the fashion segment, especially 

with players in the $250 to $500 range.

“We’re looking at this first round of seven 

as an opportunity to test and fine-tune the 

concept, and we’re also testing real estate 

formats and a range of footprints as well,” 

from as small as 100 square feet to under 

1,000 square feet. “These learnings will 

inform our expansion for next year, but we 

have our eyes on continued store growth.”

While the San Francisco and Manhattan 

shops are street locations, the focus going 

forward is on situating stores in high-traffic, 

highly visible malls and lifestyle centers 

attracting strong concentrations of women 

ages 25 to 45, Rocksbox’s target audience. 

Rocksbox, which has been a division 

of Signet Jewelers since 2021, has a 

multibrand assortment with a range from 

plated, vermeil and demi-fine jewelry to 

fine jewelry and lab-grown diamonds. 

Established and emerging jewelry 

designers are sold as well as Rocksbox-

developed products, letting customers to 

mix and match as they accessorize.

“It’s an inclusive offering, so that 

customers can find fine designs, designers 

and brands and styles that meet their own 

personal style,” Vigil said.

Among the top brands cited were 

Rocksbox, Ana Luisa, Luv AJ, Kendra Scott 

and Kate Spade.

Recent bestsellers cited include 

Rocksbox’s “Tarot” pendants, lab-created 

diamond accent heart pendant necklace, 

and “Sideways” initial necklace; “Zinnia” 

earrings and the “Aspen” ring by Rocksbox 

Redefined, and the “Sunset Voyage” 

pendant by Joy Dravecky.

“We’re focused on creating a really 

warm, inviting store environment, as if 

you’re in a friend’s house trying on jewelry. 

That really goes back to the heritage of the 

brand focused on discovery and styling 

since Rocksbox was founded in 2012. The 

majority of our jewelry is open display,” 

so customers can easily try on pieces and 

“self-navigate” the store, Vigil said.

Stores have central tables with mirrors 

and jewelry tray, and signage in the 

store encourages shoppers to try on the 

pieces. There are also store associates for 

assistance. Rocksbox has partnered with 

the Leap platform for opening stores.

Asked if the open display leads to any 

theft, Vigil replied: “We’ve not had any 

concerns about it to date. The fine jewelry 

sits in a case, but that’s really one case in a 

broader assortment that’s mostly open-sell.” 

Fine jewelry, which could become a larger 

part of the assortment, currently represents 

about 10 percent of the selling floors.

The company has found that per visit, 

customers buy more when they are in a 

store versus shopping online. “We have 

seen that out of the gate, and we expect 

that it will continue,” she said.

Vigil said Rocksbox’s direction — 

opening stores and prioritizing fashion 

jewelry and self-purchasing rather than 

gifting for special occasions such as 

engagements or anniversaries — “really fits 

nicely within the overall Signet strategy, 

Grow, Brand, Love,” which was revealed 

by Signet chief executive officer J.K. 

Symancyk in March. She said Signet is 

shifting from “a banner-led strategy to real 

brand differentiation.”

  The brand is continuing efforts 
to elevate its product and profile.

BY DAVID MOIN

Courtney O’Connor will join J.Jill 

Inc. as senior vice president and chief 

merchandising officer on Monday.

O’Connor will succeed Shelley Liebsch 

who is leaving J.Jill “to pursue other 

opportunities,” the company said.

“Courtney is a seasoned merchant who 

brings extensive experience in elevating 

product assortments to showcase brands’ 

offerings in a way that best aligns with 

customer expectations,” said Mary Ellen 

Coyne, J.Jill’s chief executive officer and 

president since last May, in a statement. 

“Through thoughtful collaboration she has 

worked cross functionally to launch new 

offerings increasing brand visibility and 

driving sales. As we take steps to enhance 

the J.Jill assortment and execute toward 

our next chapter for growth, I am thrilled 

to have Courtney join the team.”

J.Jill’s net sales for the first quarter of 

fiscal 2025 decreased 4.9 percent to $153.6 

million, producing adjusted earnings 

before interest, taxes, depreciation and 

amortization of $27.3 million, a decrease 

from $35.6 million a year earlier.  

Coyne and O’Conner will continue 

efforts to elevate J.Jill’s profile and put 

greater focus on selling full-price casual 

merchandise appropriate for on the 

job and after hours. It’s a segment of 

the apparel business that’s sprung into 

popularity with people return to working 

at their offices after the pandemic. 

The Quincy, Mass.-based retailer sells 

merchandise under its own private label 

and primarily caters to middle-aged and 

older women and operates 249 stores 

nationwide and an e-commerce platform. 

O’Connor has 20 years of experience 

in the global lifestyle apparel and luxury 

sectors, specializing in retail, wholesale 

and e-commerce. Most recently, she 

was chief merchandising officer at 

Club Monaco, where she is credited for 

launching new initiatives and optimizing 

the company’s production cycle.

Before Club Monaco, O’Connor held 

senior roles at Public Clothing Company 

and Ralph Lauren, where she managed 

global merchandising for women’s apparel 

and accessories. Prior to Ralph Lauren, 

O’Connor held merchandising and buying 

roles at J.Crew, Saks Fifth Avenue and 

Neiman Marcus. Coyne is also a former 

Ralph Lauren executive, including having 

served as chief merchandising officer of 

women’s and children’s. Before joining 

J.Jill, Coyne was CEO of J.McLaughlin.

BUSINESS

Rocksbox Sets Brick-and-mortar Agenda

BUSINESS

J.Jill Names Courtney O’Connor
SVP, Chief Merchandising Officer

The new Rocksbox store in NoLIta, Manhattan

From the  

J.Jill collection.

Courtney 

O’Connor

From the 

Rocksbox 

assortment.

Inside the new Rocksbox store.





20  JUNE 25, 2025

To
m

 W
o

lfe
 p

h
o

to
g

ra
p

h
 b

y
 L

e
x

ie
 M

o
re

la
n

d

  "Dress, Dreams, and Desire: 
Fashion and Psychoanalysis” 
will be on view Sept. 10 to Jan. 4.

BY ROSEMARY FEITELBERG

On or off the runway, fashion can 

conjure up psychoanalytical questions that 

are spoken or subliminal. And this fall, 

The Museum at the Fashion Institute of 

Technology will stage the first exhibition to 

dive into the cultural history of fashion and 

psychoanalysis.

Drawing from five years of research, 

“Dress, Dreams, and Desire: Fashion 

and Psychoanalysis” delves into 

psychoanalytic concepts about the 

body, sexuality and the unconscious, by 

highlighting nearly 100 looks from the 19th 

century to the present. Th exhibition will 

be on view from Sept. 10 to Jan. 4.

Fashion fans will find a wide swath of 

designer creations from Azzedine Alaia, 

Gabrielle “Coco” Chanel, Willy Chavarria, 

Bella Freud, John Galliano for Christian Dior, 

Jean Paul Gaultier, Rei Kawakubo of Comme 

des Garçons, Alexander McQueen, Thierry 

Mugler, Rick Owens, Olivier Rousteing for 

Balmain, Sonia Rykiel, Elsa Schiaparelli, 

Jeremy Scott for Moschino, Jun Takahashi of 

Undercover, Gianni and Donatella Versace, 

Viktor & Rolf, Grace Wales Bonner, Vivienne 

Westwood and Yohji Yamamoto.

Overseeing the orchestration is the 

MFIT’s director and chief curator Valerie 

Steele, who was nicknamed “the Freud of 

Fashion” by fashion critic Suzy Menkes. 

The unprecedented show is meant to 

reflect the museum’s commitment to 

original inquiry and creative thinking 

about the cultural significance of dress. 

Needless to say, there will be a lot to 

unpack. Those who want to dive deeper 

will have to wait until November for the 

release of Steele’s companion book about 

the exhibition.

Steele said, “Fashion is a primary lens 

through which we see ourselves — and how 

others see us. Far from being superficial, 

fashion can be regarded as a ‘deep surface’ 

that communicates our unconscious desires 

and anxieties, with none of us fully aware 

of the messages we send. The Museum at 

FIT is dedicated to advancing knowledge 

of fashion, and psychoanalysis provides 

important clues about the power and allure 

of fashion, as well as the ambivalence and 

hostility that fashion also attracts.”

The exhibition will be set up 

chronologically and thematically, starting 

off with a historical look at the relationship 

between fashion and psychoanalysis. 

In what sounds like a fitting opener, the 

introductory gallery will shed some light 

on Sigmund Freud’s personal style circa 

1900. Visitors will also find a primer about 

his radical ideas about sexuality and the 

unconscious, and his problematic theories 

about women’s “exhibitionistic” and 

“narcissistic” relationship with fashion.

From there, gallery goers will get a 

glimpse of the 1920s and 1930s, when 

psychoanalysis was associated with sexual 

and personal freedom, especially as it 

related to women and sexual minorities, 

according to the advance material. Unlike 

Freud, the British psychoanalyst and 

experimental psychologist J.C. Flügel 

envied women’s freedom to adorn and 

expose themselves. One of Flügel’s 

contemporaries Joan Riviere, who came 

of age with what was then an increasing 

cohort of female psychoanalysts, theorized 

that femininity was a “masquerade” that 

was necessitated by male prejudice.

Advance press material for the 

exhibition suggests that “it is widely 

recognized” that by the 1950s, most 

psychoanalysts, especially in the U.S., 

were “virulently homophobic and 

misogynistic.” One shift occurred in the 

second half of the 20th century, when 

some feminists and LGBTQIA+ activists 

stopped rejecting Freud as “the enemy” 

and called for more inclusive, and 

liberatory psychoanalysis.

While that historical area may give 

visitors reason to linger, there is more 

fashion ahead. The exhibition then takes 

a closer look at themes as they relate to 

different types of fashion, as they are seen 

through the lens of psychoanalytic ideas 

about dreams, desire, sexual difference 

and death. Building off the idea that Freud 

interpreted most dreams as disguised sexual 

wishes, there will be such connections as 

Moschino’s chocolate bar dress as sign of the 

pleasure principle with the incentive being 

to seek pleasure and avoid pain.

Those who never took Psychology 

101 will also learn how by contrast, Carl 

Jung interpreted dreams in terms of 

eternal archetypes from the collective 

unconscious. While many designers favor 

the feminine prototype of a queen or lover, 

in September 2008, Rick Owens created a 

more esoteric collection dedicated to the 

“Priestesses of Longing,” which was the 

antithesis of Hollywood glamour.

At the MFIT, visitors will also learn how 

Freud later went “beyond the pleasure 

principle” to develop a psychoanalytic 

theory called “the death drive,” Also 

known as “Thanatos,” it is characterized 

by aggression and destruction. There will 

be references to Josephus Thimister’s anti-

war haute couture collection that debuted 

in January 2010 — “1915: Bloodshed 

and Opulence,” which drew from the 

Bolshevik Revolution and its aftermath. 

Another thought-provoking collection was 

Undercover’s Takahashi one that featured 

roses and razor blades. Some might read 

that as evoking Eros — life and love — 

versus Thanatos — death and destruction.

With body positivity and identity 

top-of-mind with many in the fashion 

industry, the exhibition will also dive 

into the development of body image and 

personal identity through Jacques Lacan’s 

theory of the mirror stage — an individual’s 

lifelong process of developing a self-image. 

In addition, there will be hints of Didier 

Anzieu’s concept of the skin ego — as 

in a sense of self that is formed initially 

through the sensations on the skin. The 

Elsa Schiaparelli-designed jacket with 

embroidered rococo hand mirrors will 

be on view too. It could be considered a 

sign of ambivalence toward her mirror 

image, or the body image created through 

internalizing the gaze of the other.

Dress scholars have recently borrowed 

from Anzieu’s skin ego to view clothing 

as a changeable, renewable second skin 

that offers physical and psychological 

protection. Visitors will also wade further 

into psychoanalytic ideas about the object 

of desire, sexual fetishism and movement 

toward nonbinary and gender-fluid 

dress, and how that plays out in society’s 

openness about sexuality and gender.

  Filmmaker Wes Anderson, 
director Lena Dunham and 
Wolfe's daughter Alexandra 
Schiff will pitch in to help 
select the winners.

BY ROSEMARY FEITELBERG

Graydon Carter’s weekly magazine Air 

Mail is rolling out the inaugural Tom Wolfe 

Prize for Fiction and Reportage with help 

from Montblanc.

Wolfe, an inventive novelist and the father 

of New Journalism, is still widely read seven 

years after his death at the age of 88. The 

Virginian started his career as a newspaper 

reporter with stops at the Springfield 

Union, The Washington Post and the New 

York Herald Tribune. But it was an Esquire 

article about Southern California’s hot rod 

and custom car culture that led to his first 

book “The Kandy-Kolored Tangerine-Flake 

Streamline Baby.” Millions more know 

Wolfe as the author of “Bonfire of the 

Vanities” and “The Right Stuff.”

Aligned with his fiction and nonfiction 

agility, the new annual award will salute 

outstanding emerging talent in both fiction 

and nonfiction writing. Each winner will 

receive a $10,000 honorarium. The prize’s 

presenter Montblanc is apt, given the luxury 

company’s handle on the writing culture 

and the fact that Wolfe wrote much of his 

work with Montblanc’s Meisterstück pen.

Carter and Air Mail crafted the idea for 

the prize, which will be awarded to one 

fiction writer and one nonfiction scribe 

whose work embodies Wolfe’s imaginative, 

precise and literary elan. When asked about 

the prospect, Wolfe’s daughter Alexandra 

Schiff Wolfe said, “My father was always a 

friend of Graydon Carter’s, and such a fan of 

his style of writing, and view of the world.”

Wolfe’s affinity for Montblanc fountain 

pens can still be seen on the huge ink-

stained table that the writer designed to 

anchor the study in the New York City 

apartment where his wife still lives. “It’s 

pretty much unchanged. If you go to his 

house, it looks like he went out for a walk. 

There are still all of his fountain pens, and 

his ballpoint pens too,” Schiff said. “He 

even had a black and white pinstriped pen 

that Montblanc designed at some point.”

She continued, “Every year my poor 

mother would try to get him to buy a 

computer for Christmas to get him off the 

typewriter. The [typewriter] ribbons were 

hard to find after a while. So you would 

have to buy them on eBay. He would start 

writing his novels with pens, and then my 

mother would have to transcribe them. He 

wrote many of his novels by hand in the 

last 10 or 15 years of his life.”

Wolfe routinely spent hours handwriting 

Christmas cards with Montblanc fountain 

pens until 4 a.m. or 5 a.m. on Christmas 

morning, his daughter said. “He would be 

stumbling down the stairs in the morning 

because he was so exhausted. But everything 

had been handwritten or drawn.”

Letter-writing was Wolfe’s preferred 

means of procrastination, whenever he 

got stuck writing a book. “He didn’t have 

hobbies,” Schiff said. “He would swing a 

bat in the backyard, because he played 

baseball. But aside from that, and watching 

baseball on TV for maybe 10 minutes, he 

would write and draw. Every letter that he 

wrote to me in college is pages and pages 

of calligraphic notes.”

Even Wolfe’s typewritten pages included 

handwritten footnotes that were inserted, 

on the reverse of some pages or on another 

page altogether. When he was finishing 

a book, the dining room table would 

just be scattered with pages and pages 

of handwritten notes with numbers and 

cross references. There was a method to 

his madness. I think he understood where 

everything went a lot better on paper than 

in some random file on the computer,” 

Schiff said.

As for how the author’s unofficial 

uniform of all-white suits held up with 

all of those Montblanc pens, Schiff said, 

“I think he had a very good dry cleaner. 

At his memorial, Christopher Buckley 

opened the service with this great line, ‘No 

one is sadder today than Tom Wolfe’s dry 

cleaner.’ He had 24 custom white suits. 

When one was getting deep cleaned, he 

would use another one,” Schiff said.

Along with a Cadillac radio, the custom 

desk that Wolfe designed included an ink-

blotting skin, but there were still “a lot of 

trips to the dry cleaner.”

Wolfe’s meticulous all-white attire inspired 

a Tom Wolfe character on “The Simpsons.” 

In real life, the author enlisted a cousin 

to design some custom looks including a 

mohair white jacket. “On the weekends, 

that’s what he would do — he would draw, he 

would write and he would go to the tailor.”

Carter and Schiff are part of the 

nominating committee that includes the 

filmmaker Wes Anderson, the writer and 

director Lena Dunham, Belletrist founders 

Emma Roberts and Karah Preiss, New 

York Times opinion columnist and author 

John McWhorter, “Three Women” author 

Lisa Taddeo, and Montblanc’s director 

of writing culture and brand strategy 

Alexa Schilz. The winners will be revealed 

early this fall, and they will be honored 

at The Waverly Inn in New York City. 

Carter said in a statement, “We wanted 

to create an award that feels both serious 

and celebratory — one that reflects the 

elegance and sharpness of Wolfe’s writing, 

and encourages new work in that spirit.”

Air Mail is also putting out the welcome 

mat for public participation, with 

nominations being submitted via litprize@

airmail.news.
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wearing 
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and a jeweled 

mouth.

Tom Wolfe
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