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Is India luxury’s next Golden Continent? Pharrell Williams’ blockbuster menswear show for Louis Vuitton,  
staged on a giant Snakes and Ladders board, suggested the brand is eyeing the country’s budding high  

spenders as other key growth engines stall. Indian sartorialism was the major theme of this travel-friendly collection, 
which ran the gamut from suiting to sportswear. For more on the Paris men’s collections, see pages 4 to 13.
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  Zach Rieken has taken  
on the top spot at Odele.

BY NOOR LOBAD

Mass hair care brand Odele has a new 

chief executive officer.

The brand has named Zach Rieken, 

most recently CEO of Living Proof from 

2019 through 2024, to the position, 

effective immediately. Prior to his tenure 

at Unilever-owned Living Proof, the 

hair care veteran served as senior vice 

president and global general manager 

at Bumble and bumble, and before that, 

vice president of sales at Wella Co.

“From the moment I was introduced 

to Odele, I was inspired by its mission, its 

momentum and the passion of the team 

behind it,” Rieken said in a statement. 

“This brand is doing something truly 

special — making high-performance, clean 

beauty accessible without compromise.”

At Living Proof, Unilever alum Brian 

Kennedy succeeded Rieken as CEO 

earlier this year. 

Odele was cofounded in 2020 by 

CPG veterans Lindsay Holden, Britta 

Chatterjee and Shannon Kearney. The 

Minneapolis-based brand debuted 

direct-to-consumer and at Target with a 

range of hair care products each priced 

at $11.99.

Odele has since expanded its retail 

footprint to more than 12,000 doors, 

entering CVS Pharmacy and Ulta Beauty 

in 2023, while also selling on Amazon. In 

2023, the brand — which offers a range 

of body washes in addition to a hair 

care assortment — gained a minority 

investment from Stride Consumer 

Partners, which also backs Patrick Ta 

Beauty and Skinfix. Terms of the deal 

were not disclosed, but Odele’s sales 

were understood to be around the $30 

million mark that year.

“The past five years have been nothing 

short of incredible,” said Holden in a 

statement. “As we lean into this next 

chapter of growth, we could not be more 

excited to bring Zach in as our CEO. 

His experience and knowledge of the 

category are unparalleled, and he has the 

leadership and operational excellence to 

scale our vision with integrity.”   The beauty retailer reaffirms 
fiscal 2025 guidance as 
an external search for a 
permanent CFO begins.

BY KATHRYN HOPKINS

Paula Oyibo, Ulta Beauty’s chief 

financial officer, has departed the 

company, Ulta announced Wednesday.

Chris Lialios, the company’s senior vice 

president, controller, has been named 

interim chief financial officer, effective 

immediately, while the company begins an 

external search for a permanent successor.

Lialios has served as senior vice 

president, controller since 2018 with 

responsibility of the company’s financial 

reporting, internal controls and 

accounting policy. He joined Ulta Beauty 

in 1999 as assistant controller.

“Chris has been a respected leader on 

Ulta Beauty’s finance team for more than 

25 years, and we are thankful to him for 

stepping into this important interim role 

as we conduct a search for our next CFO,” 

said Kecia Steelman, president and chief 

executive officer. “We’re confident that 

his deep familiarity with our business 

coupled with his financial expertise and 

leadership style will ensure a smooth 

transition as we continue to execute our 

Ulta Beauty Unleashed plan.”

This is one of a number of changes to 

Ulta’s C-suite this year, beginning with 

Steelman succeeding Dave Kimbell as CEO. 

Kelly Mahoney was named chief marketing 

officer; Lauren Brindley joined as chief 

merchandising and digital officer; Amiee 

Bayer-Thomas became chief retail officer, 

and Mike Maresca was tapped as chief 

technology and transformation officer.

On her departure, Oyibo said: “I 

am extremely proud of our team’s 

accomplishments and believe Ulta 

Beauty is well-positioned to execute the 

Ulta Beauty Unleashed plan.”

At the same time, Ulta reaffirmed the 

guidance for fiscal 2025, including the 

company’s expectation that comparable 

store sales growth will be between 0 and 

1.5 percent, and diluted earnings per 

share will be between $22.65 and $23.20.

On the search for Oyibo’s successor, 

Ashley Helgnas, an analyst at Jefferies, 

said: “We like and believe the market 

will likely favor an external hire. 

This news follows numerous other 

management changes in the past year. 

The company also reiterated its fiscal-

year 2025 guide, despite category trends 

improving versus Q1.”

BEAUTY

Former 
Living Proof 
CEO Heads 
To Odele

BEAUTY

Chris Lialios Named Interim CFO 
At Ulta as Paula Oyibo Exits

  Staud worked with The Sage 
Group to score the investment.

BY EVAN CLARK

It’s still not clear just who Sarah 

Staudinger’s new friends are, but they 

have deep pockets.

Staudinger’s hot brand Staud 

“received a significant investment from 

a consortium of multibillion-dollar 

family offices,” according to Los Angeles-

based The Sage Group, which served as 

financial adviser to the company.

Families with 10-digit bank accounts 

often have offices that help manage that 

money and take stakes in promising 

companies that are either just good bets 

or in a sector, like fashion, where the 

investors have a particular passion. 

The investment confirms WWD scoops 

this year that the brand was looking for 

new investors and then, later, that the 

deal had been struck.

Staud, which was founded by 

Staudinger and George Augusto, has 

been in growth mode with 10 stores, an 

e-commerce business and wholesale. And 

despite general market uncertainty, from 

tariff spikes to economic slowdowns, the 

brand has been increasingly registering 

on the investment set’s radar.

For now, it seems the new money 

hasn’t led to any organizational changes.

Sage said, “The business will continue 

to be led by Sarah and George, as well 

as Jon Zeiders, president, from Staud’s 

headquarters in Los Angeles, and is poised 

for continued rapid expansion in product 

categories, sales channels, and geographies.”

Staud’s latest collection, for resort 

2026, was both chic and fun, displaying 

the brand’s range — from beach to 

mountain top — with what Staudinger 

described as “the unity of opposites.”

“This collection is really for the girl 

who doesn’t want to choose between the 

opposites, but wants to unite them,” she 

told WWD this month. “We really wanted 

to give her the freedom to explore 

this, ‘Do Not Disturb’ energy, whatever 

that may look like for her, whether it’s 

actually an adventure or a couch.”

Given that new investment — if 

funneled into operations — can 

supercharge a hot brand, Staud’s 

adventure might just be beginning.

BUSINESS

Staud Secures Investment  
From Billion-dollar Family Offices

Zach Rieken

Odele hair care products.
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Sarah Staudinger wearing her 

Summer of Staud essentials.

Ulta Beauty
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  The maritime-themed landmark 
— featuring retail, a café and 
an exhibition — will make its 
debut on Thursday, followed 
by a 24-hour event program.

BY DENNI HU

After unveiling its monumental Milan 

flagship, Louis Vuitton is upping the ante 

with a new Shanghai concept in the shape 

of a life-size cruise ship.

Dubbed “The Louis,” the LVMH 

Moët Hennessy Louis Vuitton-owned 

megabrand’s latest landmark brings 

together retail, hospitality and an 

exhibition component under one roof.

“The Louis marks a step further into Louis 

Vuitton’s cultural journey,” Pietro Beccari, 

chairman and chief executive officer of Louis 

Vuitton, told WWD in an email.

“Shanghai is the perfect harbor to stage 

such a daring fusion between retail, an 

exhibition and a café, crystallizing an 

experiential place where creativity meets 

excellence. All together they embody our 

spirit of traveling in a cheerful way — not 

just across borders, but through ideas, 

emotions and inspiration,” Beccari said.

With its metallic monogram exterior, 

glistening deck and stacked upper levels 

formed by zinc-coated Louis Vuitton trunks, 

the futuristic storefront marks a striking 

presence at the entryway of HKRI Taikoo 

Hui, a luxury shopping mall at the heart of 

Shanghai’s West Nanjing Road retail artery.

According to the brand, the creative 

direction for the building originated 

from historical musings. The founding of 

Louis Vuitton, which began crafting its 

monogrammed trunks for transoceanic 

voyages in the 19th century, happened 

to coincide with Shanghai’s opening as a 

treaty port in 1843.

The bustling banks of the city’s 

Huangpu River soon won the name of 

“Gateway to the East” and by the 1930s, 

the establishment of transoceanic routes 

solidified its status as one of the world’s 

great port cities.

“The boat-like structure responds to 

Shanghai’s ethos of ‘embracing all rivers’ 

and its innovative, cosmopolitan identity. 

Reaffirming Louis Vuitton’s role as a house 

of culture, this concept transforms retail 

into a cultural interface, a vessel for urban 

spirit and a platform for public dialogue,” 

the brand said in a statement.

The elongated structure, which was 

formerly split into several fashion retail 

outposts, spans 17,850 square feet and 

three stories.

Entering the maritime-themed vessel, 

visitors will first encounter the “Visionary 

Journeys” exhibition, which was designed 

in collaboration with the renowned OMA 

architectural firm.

Spanning 13,000 square feet, two levels 

and 10 thematic rooms, the first iteration 

of the exhibition was unveiled at LV The 

Place Bangkok, then traveled to the Osaka 

World Expo.

For Shohei Shigematsu, New York-

based partner of OMA who created the 

scenography, the goal is to create a sense 

of discovery, or rediscovery of Louis 

Vuitton in an atypical fashion.

“We went through the archives, we 

went to their factory, we really had a 

crash course of the brand and came to 

the conclusion that the trunk is their 

core identity, that it was a vehicle of 

innovations after innovation,” explained 

Shohei of the origin of the exhibition’s 

signature installation “Trunkscape,” 

which is composed as a tunnel that hovers 

within an ever-changing LED backdrop 

of nature scenes of Guilin, which became 

the backdrop of the brand’s new “Travel 

Campaign” that will launch on July 1.

Captured by the American photographer 

Alec Soth, the campaign invite viewers to 

discover the China’s lesser-known gems 

and “move beyond the familiar narratives 

often presented in Western portrayals,” 

the brand said in a press release.

“The trunk represents the weight and 

the stability of the identity, but I thought 

that it was our role to destabilize it a 

little, so we created a space where you’re 

not really exhibiting the trunks; you are 

creating the space by using the trunks, 

which was our little twist and a way to 

challenge the idea of communicating 

identities,” Shigematsu said.

“People understand intuitively how 

strong and light the trunks are because 

it can be a structure itself. The LED 

really evokes a sense of travel in the 

beginning without too much explanation,” 

Shigematsu continued.

In Shanghai, the stacking of the trunks 

was reconfigured with a new twist 

and seven out of 10 rooms are newly 

created. “It’s quite a diverse experience, 

it’s unpredictable, it’s fun and it’s also 

educational,” Shigematsu said.

The exhibition consists of two parallel 

themes, one that charts Vuitton’s maritime 

connections, which is meant to pay 

homage to Shanghai, and one that traces 

its brand history, starting from its roots in 

Asnières, where the original workshop was 

established in 1859.

After passing through the time 

capsule-alike “Trunkscape,” visitors 

enter “Origins,” a room decorated with 

a cloud of historical information, which 

Shigematsu described as “getting inside the 

brains of its founders.”

The story continues with “Voyage,” 

which explores a more playful side of 

travel. Artifacts include whimsical bag 

shapes, archival advertisements, and 

customized pieces that belonged to 

legendary travelers and intellectuals.

The ensuing five rooms explore 

facets of the brand that made it into the 

powerhouse it is today.

The first “Perfume” room, which is lined 

with the Marc Newson-designed perfume 

bottle, features archival items such as 

vintage toiletry kits in crocodile and 

crystal, and traces its history since master 

perfumer Jacques Cavallier Belletrud 

revived the brand’s scent family in 2016.

In “Books,” a rare collection of writings, 

sketches and travel lectures by Gaston-

Louis Vuitton, the founder’s grandson, sits 

alongside a tribune to Ernest Hemingway, 

who was a valued client of the house — 

according to popular lore, a lost manuscript 

of “A Moveable Feast” is said to have been 

found inside a Louis Vuitton trunk.

“In many fashion exhibitions or 

retrospectives, they tend to just focus on 

achievements and their own makings or 

products. But we liked how Gaston[-Louis 

Vuitton] was a collector of many things 

that went beyond his creation, and we 

thought by showing the influence — that 

they got at the time in Paris and the World 

Expo, among many different moments 

— you could go beyond the typical 

understanding of someone’s inspiration,” 

Shigematsu explained.

The “Sport” room, featuring archival 

cases for ski gear, racquets and trophy 

trunks for Formula 1, FIFA and the 

Olympics, aptly frames the brand’s 

embrace of the sporting world.

The “Fashion in Motion” room sheds light 

on the evolution of Louis Vuitton’s many 

iconic bags. The section showcases styles 

such as Alma, Speedy, Noé, Keepall and 

Petite Malle, all created by its star creative 

leads, beginning with Marc Jacobs, followed 

by Nicolas Ghesquière, Kim Jones, Virgil 

Abloh and, most recently, Pharrell Williams.

Finally, the “Workshop” and “Testing” 

spaces pull back the curtain on how Louis 

Vuitton pieces are made — two artisans will 

be on site to showcase the craftsmanship.

As the exhibition concludes, guests are 

ushered into the gift store and fashion 

retail space on the second floor, where 

they will find a selection of women’s 

and men’s leather goods, accessories, 

footwear and travel items. A set of 

eight Vivienne Fashionista bag charms 

in a trunk, new Speedy styles and a 

hot-stamping machine for luggage tag 

personalization, among others, will be 

released first at the Taikoo project.

Located on the third floor is Le Café 

Louis Vuitton, the brand’s first dining 

space in Shanghai. Accommodating guests 

between the bar, casual seating areas — 

both indoors and al fresco — and table 

arrangements, the bistro-style eatery is 

led by executive chef Leonardo Zambrino, 

formerly of The Hall in Chengdu, and 

executive pastry chef Zoe Zhou.

The menu, developed under the 

mentorship of chefs Arnaud Donckele and 

Maxime Frédéric, who collaborate with 

the house on various projects in Europe, 

blends Shanghai-style fare with classic 

Western dishes.

Seventy percent of the Shanghai menu 

is newly created, with what are dubbed 

“cultural dishes.” Highlights include the 

“monogram Raviolis” crafted as Chinese 

dumplings and the “Caesar Salad Eclipse” 

that swapped ranch for Shanghai yuja, 

or yuzu, dressing. Other classics, such as 

the “Louis Hao,” a seabream carpaccio 

highlighted with a bergamot sabayon and 

garden vegetables, a “Mandarin Croque” 

of duck leg confit with summer cabbage, 

and Zambrino’s signature dish, “The Hall 

treasure,” complete the savory menu.

“For LV Café, I chose local vegetable 

pairings that had a punch to it, I wanted 

to give credit to all the special Yunnan 

ingredients I came across during my time 

at The Hall in Chengdu. Tree tomatoes 

and Yunnan palm hearts, for example, are 

not found in the original French dishes, 

but the vibrancy of these ingredients and 

the sophistication of Western cuisine 

have given new life to classic continental 

flavors,” Zambrino said.

As for the dessert menu, signature items 

at other Louis Vuitton cafés, such as the 

chocolate, hazelnut and vanilla entremets, 

have traveled to Shanghai to complement 

newly crafted sweet indulgences such as 

Peach Charlotte with Jasmine Tea and a 

pavlova of exotic fruits with a delicate 

Louis Vuitton flourish.

The Louis will make its debut on 

Thursday followed by a nonstop 24-hour 

celebration starting Friday at midnight. 

Offering a blend of culture, wellness 

and gastronomy, the lineup includes a 

midnight screening, a sunrise Tai Chi 

session, an illustration workshop, and 

a culinary masterclass by Zambrino, a 

poetry salon with the Chinese writer Mian 

Mian, and special dance performances.

From June 28 onward, the space will be 

open to the public. Visitors will be able 

to sign up for a time slot on the “My LV” 

WeChat Mini Program. For Le Café Louis 

Vuitton, visitors can make reservations on 

the “LV Cafe” WeChat Mini Program.

EXCLUSIVE

Louis Vuitton’s Latest Shanghai 
Store Is a Futuristic Boat

Louis Vuitton’s latest 

retail landmark, the 

boat-shaped “The 

Louis” in Shanghai.

























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

Read Now!

6/26

 

NEW 

RETAIL 

POV!



16  JUNE 26, 2025

  Teejana Beenessreesingh 
currently works at Bottega 
Veneta in business 
development, retail 
performance and digital.

BY MILES SOCHA

Signaling its ambitions in the  
vibrant jewelry category, Kering has 
appointed a chief executive officer of 
DoDo, WWD has learned.

A five-year veteran of Bottega Veneta, 
also controlled by Kering, Teejana 
Beenessreesingh joins the Milan-based 
house on July 1, reporting to Francesca 
Bellettini, Kering’s deputy CEO in charge 
of brand development.

It is understood Beenessreesingh 
has been tasked with securing the next 
phase of growth for DoDo, boosting its 
desirability and strengthening its market 
positioning in the luxury and gifting 
segments.

Beenessreesingh is currently director 
of business development, retail 
performance and digital business at 
Bottega, where she’s risen through the 
ranks in recent years.

She joined the Italian fashion house 
in 2020 as chief of staff to Leo Rongone, 
CEO of Bottega Veneta, later also taking 
on responsibilities in the commercial, 
retail and other departments.

Her LinkedIn profile lists stints at 
Cartier in Paris and Bain & Co. in Dubai. 
In addition, she logged a decade as an 
investment banker at UBS Investment 
Bank and hedge-fund manager at Citadel 
in New York.

She studied management science and 
economics at the Massachusetts Institute 
of Technology in Boston, and also holds 
an MBA from HEC in Paris.

Founded in 1994, and acquired by 
Kering in 2013 alongside Pomellato, 
DoDo is known for its animal and good-
luck charms, and sustainable credentials.

The DoDo team used to be part of the 
Pomellato organization, and the brand 
will now have its own management 
structure.

While Kering does not break out 
numbers for its smaller brands, it 
signaled vibrancy for its jewelry houses 
in the first quarter of 2025, highlighting 
that “Boucheron achieved a robust 
performance over a high comparison 
base, Pomellato had an excellent quarter, 
driven in particular by new pieces 
in its Nudo line and Qeelin achieved 
outstanding growth.”

  The U.S.’s largest eyewear 
trade event for the optical 
industry is shifting its 
frequency from biannually  
to annually to maximize 
impact and growth.

BY THOMAS WALLER

Vision Expo, the U.S.’s largest trade 
event for the optical industry is shifting 
its frequency from biannually to annually, 
aiming to maximize impact. Beginning 
March 2026, Vision Expo, produced by 
The Vision Council and RX, will unify 
into a single event, starting in Orlando, 
Fla., and then rotating through major U.S. 
cities each year moving forward.

“Vision Expo has always been more 
than a trade show, it’s a driving force 
that powers the vision care industry 
forward,” Ashley Mills, chief executive 
officer of The Vision Council, told WWD. 
“Through this evolution, Vision Expo will 
strengthen its reputation as the premier 
showcase of fashion eyewear and 
industry trends in North America.”

The strategic evolution comes in 
response to extensive feedback  
from exhibitors, attendees, industry 
partners and board members to 
position Vision Expo as the definitive 
hub for product discovery, education, 
innovation and connection. “By uniting 
the industry in one powerful annual 
moment, we create space for greater 
innovation, stronger partnerships and 

long-term growth,” Mills said.
According to the CEO, the new format 

will continue to be a place for eyewear 
brands large and small to debut new 
products, with attendees experiencing 
launches first, in real time. “This enhanced 
show format will better allow attendees to 
trendspot and source the latest technology 
and eye care products for their patients 
and practices,” Mills explained.

The last Vision Expo West will take 
place in Las Vegas Sept. 17-20. The new 
format will debut with the March 2026 
edition and then the show will return 
to Las Vegas in 2027 and then move on 
to New York City in 2028. According to 
the Vision Council, the March timing is 
aligned with product launches, continuing 
education credit cycles and key buying 
seasons. The rotating host city model 
also provides regional access, fresh 
experiences and global appeal.

Vision Expo debuted in 1986 at 
New York City’s Javits Center, with 
Vision Expo West launching in 1988, 
hosting attendees in Las Vegas and 
steadily growing into a key West Coast 
counterpart. Each year, the shows feature 
many independent brands as well as the 
largest eyewear manufacturers, including 
EssilorLuxottica, Marcolin, Marchon 
Eyewear and Safilo Group.

“By concentrating resources to produce 
one yearly show, Vision  
Expo strengthens its position as the can’t-
miss optical event in North America,” said 
April Stackhouse, event vice president, RX.

“Participation is easier than ever, and 
the show will be better than ever — we 
are investing in immersive experiences, 
curated programming and exclusive 
opportunities for product launch 
and new business that can’t be found 
anywhere else,” Stackhouse said.

ACCESSORIES

Jewelry Brand 
DoDo Has 
Named a CEO

Vision Expo Shifts to Annual 
Format, Rotating Among U.S. Cities

Max Mara Atelier 

FALL 2025

Laura Lusuardi’s message for 
 the Max Mara Atelier 2025 collection 
was crystal clear.

During a preview, on the fashion 
director’s mood board stood images 
of Jacqueline Kennedy, her eccentric 
cousin Little Edie, and Carolyn Bessette 
Kennedy, as well as Diana 
Vreeland and Maria Callas — “all 
resolute, almost rebellious women who 

ACCESSORIES

left a mark on style,” said Lusuardi, and 
many of them were regulars on the 
Amalfi Coast. 
To wit, the collection was presented 
at the Circolo Rari Nantes, a storied 
Italian sports club in Naples, around 
40 miles away from the dramatic cliffs 
and picturesque towns overlooking 
the Tyrrhenian Sea, and it was dubbed 
“Portraits de Femmes (Radicales),” or 
“Portraits of (Radical) Women” in 
English.

Whiffs of the ‘50s, ‘60s and ‘90s 
minimalism ran throughout the 

beautiful collection.
Since its inception in 2009, Max 

Mara Atelier has focused on its hero 
product, the coat, and on extensive 
fabric research, from blends of cashmere 
and alpaca or mohair chiné to Scottish 
jacquards and compact or felted wools. 
“The fabric is important to determine the 
silhouette,” said Lusuardi.

Shapes were tailored and volumes 
ample, as in a masculine coat to be worn 
over a suit, but “it’s not rigid, it’s fluid,” 
underscored Lusuardi.

The shape of a wool coat overlaid with 
a devoré silk georgette in an animalier 
pattern was minimal to balance the 
motif, she said. As the winters become 
less frigid, “we worked on lighter weights 
for the coats,” she added.

A caban peacoat in double wool 
cashmere or a more feminine redingote 
was displayed next to a coat inspired by a 
denim jacket in loden green.

There was a focus on buttons, in 
lacquered woven leather, horn or 
Swarovski crystals.  The color palette 
ranged from cascia and vicuña to oranges, 
amaranth red and brown, as well as 
black. The brand’s signature red returned 
as a subtle motif on the garments.

“These coats are a personal luxury 
and when you wear them they must feel 
perfect on you,” said Lusuardi, ever 
attentive to each and every detail.
— Luisa Zargani

Max Mara

Max Mara
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Teejana Beenessreesingh

The show floor at 

Vision Expo East.
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  F4D's founder praised the 
former U.N. secretary general 
Ban-Ki Moon for bringing 
fashion to the United Nations.

BY ROSEMARY FEITELBERG

In advance of its 15-year anniversary, 

Fashion 4 Development held the 

“Ambassador Summer Circle” reception at 

The Pierre Tuesday night.

Cohosted by the Taj Hotel-opened 

property, the event aimed to encapsulate 

fashion, diplomacy and cultural 

richness. The gathering, which featured 

a mini fashion show for two Ukrainian 

eveningwear designers, was also meant to 

celebrate the United Nations Sustainable 

Development Goals.

First adopted in September 2015, the 

UNSDGs are a call to action to end poverty 

and inequality, protect the planet and 

ensure that all people enjoy health, justice 

and prosperity. U.N. ambassadors from 

42 nations were among the approximately 

190 guests at the cocktail party. The event 

was also designed to highlight F4D’s nearly 

15-year connection to the U.N. Welcoming 

the crowd, F4D’s founder 

Evie Evangelou credited 

Ban-Ki Moon, the eighth 

secretary general of the 

United Nations, for “being 

the one who saw the vision in 

2011 and said, ‘Yes, let’s bring 

fashion to the U.N.”

This fall Skira will publish 

“F4D: An Empowering 

Journey,” that will trace the 

organization’s journey. There 

are also plans for a second 

book, “Global Runway,” that 

is being written by the same 

author, Stephanie Dillon, 

and will also be published by 

Skira at the end of 2026 or at the beginning 

of 2027, Evangelou said.

Many guests at the summer circle 

mingled around the circular table in the 

center of The Pierre’s Cotillion Room, 

which was laden with Mediterranean 

canapés and hors d’oeuvres. To relay an 

Amalfi Coast-inspired feel, boughs of lemon 

tree branches sprang from the centerpiece, 

and bowls of lemons adorned the table. 

Several attendees sought out the longtime 

correspondent at the U.N., Gloria Starr 

Kins, a nonagenarian who is editor in chief 

and publisher of Society & Diplomatic 

Review. She said that she helped with the 

guest list, having invited at least 50 people.

The setting of the Upper East Side hotel 

was appropriate, considering that The 

Pierre is where F4D has hosted its annual 

“First Ladies Luncheon” on multiple 

occasions. After taking a reprieve and 

holding the F4D luncheon at the event 

space 583 Park Avenue for a few years, 

the organization will be welcoming guests 

there again at this fall’s 13th annual event. 

Evangelou said she had initially chosen the 

hotel because of its unmatched elegance. As 

in the past, the September gathering will be 

held during the U.N.’s General Assembly.

Attendees who had never been to one 

of F4D’s “First Ladies Luncheon” learned 

how each year the designs of a different 

culture or several cultures are featured in 

its global runway fashion show. Evangelou 

also informed guests how each gathering 

salutes “Agents of Change,” who are 

honored for their groundbreaking work. 

Iman, Naomi Campbell and the late Franca 

Sozzani are among the honorees that F4D 

has recognized.

Looking ahead, Evangelou said she 

aims to gather 100 nations through a 

runway show, an art book, and a series 

of documentaries “to bring together the 

beauty of each, the preservation and 

the techniques of the cultures, and the 

international language of fashion.”

As cohost of the Ambassador Summer 

Circle, The Pierre’s general manager 

Spiridon Sarantopoulos clued in the 

crowd to another anniversary — the Upper 

East Side hotel will turn 95 in November. 

Thanking the crowd for braving Tuesday 

night’s sultry temperatures, he said, “But 

this is an Amalfi night. It feels like summer 

in southern Europe. It could be Italy, the 

south of France, Spain or Greece.”  

Evangelou noted how Coco Chanel, Karl 

Lagerfeld, Valentino, Andy Warhol and 

various heads of state have been welcomed 

to The Pierre. “This is a jewel in New York 

City. That is why we host our First Ladies 

Luncheon here whether that be first ladies, 

royals and first spouses now, because of 

the number of heads of state being women. 

That’s kind of cool, right?” she said.

The Lions Management’s chief executive 

officer Julia Kisla Taylor introduced the 

fashion presentation, which featured 

designs by J’Amemme and Paskal. The 

Kyiv-based J’Amemme “is about self-love” 

that encourages wearers to embrace who 

they are, Kisha Taylor said. Meanwhile,  

Paskal “transforms structure into healing” 

with leitmotifs like a butterfly wing or 

flower petal evoking emotions like joy and 

hope, Kisla Taylor said. “The hope of these 

designers remind us that creativity is an 

inherent human trait, and that even in the 

hardest of times, you can create beauty 

and share it with the world.”

Kisla Taylor, who will cohost F4D’s 

First Ladies Luncheon, said a Ukrainian 

fashion show will be part of that. Just 

last week she introduced eight Ukrainian 

designers to some key players in New 

York’s fashion scene. The creatives all live, 

work and produce their ready-to-wear 

and eveningwear lines in Ukraine. Not a 

merchandising or sales trip, the idea was 

to give the group the chance to learn about 

the U.S. fashion market. While some take 

part in Paris Fashion Week and London 

Fashion Week, Kisla Taylor said, “America 

is very different when it comes to fashion.” 

The designers visited the offices of 

Michael Kors, Carolina Herrera, Saks 

Fifth Avenue, Nicole Miller, Calvin Klein, 

the Fashion Institute of Technology, LIM, 

Condé Nast, and New York magazine’s The 

Cut. “They went to see brands, institutions 

and editors. And there were a couple of 

events to compare notes with marketing 

and PR people and to ask relevant questions 

like, ‘What do you look for in a brand that is 

not American?’” Kisla Taylor said.

The Ukrainian creatives paid for their 

air travel and hotel accommodations, and 

The Lions Management covered the other 

expenses. Born and raised in Ukraine, 

Kisla Taylor said she has been Stateside for 

30 years. Now an American, she said the 

male members of her family are mobilized 

in Ukraine’s efforts to combat Russian 

forces, as the war there is in its third year. 

Her mother and aunt have relocated to the 

U.S. due to the war.  But once the fighting 

stops, she said she plans to return. 

  The students made  
their stances clear  
with both subversive  
and overt messaging.

BY RHONDA RICHFORD

PARIS — The bachelor of arts students at 

Institut Français de la Mode didn’t play it 

safe, anchoring their runway show in bold 

political messaging.

For their final looks, the 30 featured 

students marched in handmade T-shirts 

emblazoned with slogans like “Stop 

Funding Wars” and “No Civilians Should 

Pay for their Government’s Choices.”

“To be young right now and not say 

something is the worst thing you can do,” 

said Ahisma Arce, a student from the U.S. 

whose collection toyed with exaggerated 

proportions, including trousers so high-

waisted they were suspended from the 

wrists. “It’s important to say something 

no matter what you believe. it was hard to 

get everyone on the same page, but it was 

worth doing.”

An undercurrent of subversion ran 

through many collections. Chilean student 

Vicente Aycaguer Muñoz challenged 

gender norms with men in skirts, tights, 

pussy-bow blouses, and a supremely 

voluminous floral coat. Ivorian-French 

student Assoké Felix Loadjro sent male 

models down the runway with baby 

bumps, while Lili Zavatta delivered a red 

latex minidress on a male model — bulge 

exposed. At a time when traditional roles 

are increasingly being pushed into policy, 

the students made their stance clear.

Some collections were even more overt 

and wore their politics on their sleeves, 

such as Zelig Davoult who featured the 

Palestinian flag, pro-Gaza messages, and 

dresses constructed from keffiyehs.

Others leaned into conceptual craft. 

South Korean student Goun Jeong 

wrapped her models like chic presents, 

including one standout trench with 

contrasting patterns, bows and pleats.

French student Rosalie Bernard used 

quills in a blurred softness that belied 

its spikiness in a striking column dress, 

while Yelyzaveta Dimitriieva reimagined 

traditional Ukrainian textiles into modern 

knitwear, including a standout pair of 

pink boots.

Where the clothing occasionally fell 

short, accessories stepped up. The students 

showcased their training across footwear 

and bag design with playful results.

Victoire Pedron’s bunny clutches and 

bouncy jelly bags were squishily delightful; 

Zavatta’s disco ball shoes added a visual 

jolt; Alan Llorca Roose’s hardhat-turned-

handbag brought industrial edge, and Théo 

Senesane’s bedazzled boxing gloves and 

pink thigh-high boot-pockets added flair.

Some explored various states of undress as 

a theme. Lyrone Journo sent models out in 

bath towels, while Simon Ancelin’s designs 

featured models holding paper patterns to 

their bodies like wearable efforts.

“There is something coming back, like a 

kind of new sensuality,” noted BA program 

and artistic director Thierry Rondenet. The 

students engaged more with draping and 

fabric manipulation, often repurposing 

textiles. Woven leather — like giant Bottega 

bags — appeared in several collections, 

alongside lots of swingy fringe.

“There is a different attitude about the 

way that you put clothes on the body, 

something like a natural kind of chic,” 

Rondenet added. “This year they worked 

more on fitting, so the construction was 

really related to the body.”

Other collections playfully explored 

texture. French student Chloé Laplante 

took the “tomato girl summer” trend to 

its surreal extreme with red, rounded 

forms inspired by food. In a key look, she 

replaced sequins with crushed eggshells 

on a mesh shirt, which added dimension 

and depth in a very unexpected way.

Out of 69 eligible collections, 30 

were selected to show. Other students 

in the lineup included Tidjane Tall, Ken 

Gongyuan Xie, Julius Scheffel, Eugenia 

Alonso Alexander, Jihao Liu, Erwan 

L’Heron, Antoine Lledo, Ore Atowoju, 

Lucien Caillou Branchelot, Amandine 

Leost, Peru Goenaga Goikoetxea, Candice 

Moring, Zilan Ma, Gonzalo Garcia Marina, 

Rphael Ignazi and Clementine Smith.

The event drew fashion insiders, 

including ANDAM founder Nathalie Dufour 

and rising designers Alain Paul and Charles 

de Vilmorin. The afternoon also featured a 

showcase from Supima cotton.
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IFM BA Fashion Show Was Body Politics

F4D featured a mini fashion preview. 

Looks from the IFM 2025 BA fashion show. 
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  The platform is launching  
with more than 200 retail  
and brand partners, 
representing more than 8,000 
global fashion brands and 
nearly 2 million products.

BY ALEXANDRA PASTORE

  A new AI-powered search engine has 

entered the chat, aiming to transform 

how people shop with its design built 

exclusively for fashion.

Created by Julie Bornstein and Lisa 

Green, Daydream is the first AI-powered, 

chat-based shopping agent for fashion. 

The platform’s public beta launch offers 

an AI-powered, chat-based shopping 

agent that aims to usher in a new era for 

online fashion shopping. The platform 

allows the user to ask for fashion items in 

a conversational way and is served with 

options from more than 200 retail and 

brand partners, representing more than 

8,000 global fashion brands and nearly 2 

million products.

Featured launch partners include Alo 

Yoga, LoveShackFancy, Khaite, Mytheresa, 

Net-a-porter, Uniqlo, Doen and Cult Mia. 

Daydream has been backed by $50 million 

in seed funding from investors including 

Forerunner Ventures, Index Ventures, 

Google Ventures and True Ventures.

Both Green, cofounder and chief brand 

officer of Daydream, and Bornstein, 

cofounder and chief executive officer, 

have extensive experience in the fashion 

and technology space, including roles at 

Pinterest, Stitch Fix, Sephora, Nordstrom 

and Condé Nast.

 The duo previously worked together at 

Bornstein’s AI-powered shopping start-up 

company The Yes, which was sold to 

Pinterest in 2022, before teaming up to 

launch Daydream.

With Daydream, the team aims to 

elevate the discovery experience for online 

fashion shopping. The chat-based shopping 

agent is powered by advanced natural 

language understanding and multimodal 

AI, introducing a fashion-forward “chat 

to shop” experience that is personalized 

to the consumer. Features include an 

understanding of intent and adaptation to 

individual style while the chat responds 

like a personal shopper.

“Daydream is a truly transformational 

shopping experience,” Green told WWD. 

“More than anything else, what we are 

doing is reinventing the way people can 

search and discover things that they love, 

particularly in fashion.”

Green said that as the conversation 

around AI’s revolution continues and 

brands seek out ways to leverage that 

technology, the possibility of helping 

the shopping experience is not unique. 

But with Daydream, there is an added 

level of sophistication with a real fashion 

intelligence and authority, the founders 

claim.

Importantly, the platform’s AI has also 

been designed to learn and evolve. By 

starting with a language interface that 

understands intent, context and style, 

Daydream will address barriers to online 

shopping that have frustrated consumers. 

New features, including expanded brand 

partnerships and feedback-driven updates, 

will be launched on a rolling basis.

“Online shopping today is completely 

overwhelming and time-consuming,” 

Bornstein said. “Traditional search 

falls short in fashion because it doesn’t 

understand the nuances of personal taste. 

By leveraging large language models and 

combining them with a deep understanding 

of the fashion space, we’re building the 

online shopping platform of the future.”

Bornstein added that her vision for 

Daydream is to “become the smartest 

destination of fashion information, advice 

and products online.”

In practice, the consumer will receive 

a Style Passport, an evolving profile 

with fit preferences, style signals, brand 

affinities and price sensitivity, among other 

preferences, on the Daydream platform. 

As the user shops on Daydream, it will 

adapt in real-time for better results that are 

tailored to the individual. Once the shopper 

selects an item to purchase the platform 

will direct them to the brand or retailer’s 

website to complete the transaction.

“What we’ve done, from extensive 

research, from our backgrounds and 

[using] a lot of data we’ve put in, is we’ve 

started to understand that if you really 

understand somebody’s brand preferences 

and price point, you’re 90 percent of 

the way there,” Green said. “When you 

ask somebody, ‘What are your favorite 

brands?’, everyone draws a blank. As they 

start to use the product, and we see what 

they’re saving and what they’re clicking 

on, what they like, how they’re navigating, 

where they’re pivoting, we’ll learn more 

and we’ll keep adding.”

As the user likes items, the platform’s 

dynamic AI builds collections with smart 

tags for the shopper to revisit later. These 

collections also help inform later search 

results. Green said she sees the core 

consumer for Daydream as the “avid online 

shopper who has been using traditional 

methods but is aware that it could be 

better. It’s the early digital adopters that 

will probably be the initial cohort.”

For brands, Daydream is a potential 

solution to drive traffic that many have 

been extremely receptive to with the 

additional benefit of shared data. Green 

said that looking back at her conversations 

with luxury brands in 2012, today is a 

“different world” in terms of the openness 

to partnering with technology.

“First, everyone’s struggling with 

traffic,” Green said. “They definitely 

have to get more traffic to their sites. And 

the second thing is, I think there’s an 

enormous amount of pressure on how 

you are going to implement this new 

technology and fashion brands, by and 

large, don’t want AI to rob their creativity. 

So, I think this is a really good way to 

become involved with AI.”

Moreover, she said, she hopes that 

the platform can help elevate emerging 

designers who struggle to get discovered 

and drive traffic, noting that it is so 

common to get “lost in the shuffle.”

“I was drawn to Daydream because 

it brings real innovation to how people 

discover fashion online,” a representative 

from Nili Lotan told WWD. “The 

technology feels effortless — it understands 

both intent and personal style, which 

makes the experience feel curated in a 

way that’s never felt possible at scale. It’s a 

glimpse into the future of shopping.”

“I hope that we’re also able to elevate 

emerging designers,” Green said. “It’s 

much harder for them to get discovered, 

to drive traffic. All of these that are sort of 

getting lost in the shuffle.”

As the company launches, Green told 

WWD that Daydream sees itself as a tech 

company in the service of fashion.

“[Daydream] is in service of fashion 

to the customer, but also to the entire 

industry,” Green said. “Where we could 

be a place where we can help with brand 

discovery, with new collections, with 

elevation [but] even for rediscovery, like 

brands you haven’t shopped in a long 

time, stores you haven’t shopped from in 

a while. [Daydream is] disrupting the way 

that you’re able to shop. What we want to 

do is elevate the entire industry.”

TECHNOLOGY
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Daydream platform. 
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