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Fashion. Beauty. Business. 

Jonathan Anderson is revamping his signature label JW Anderson, adding a large dose of art, craft and 
personal passions to the mix. “I wanted to consolidate everything I had done, and then add on all the things 

I enjoy, which is art and fashion and interiors and making,” said Anderson, who plans to fill his new stores 
with offbeat products such as vintage gardening tools, coffee-flavored tea and homemade runny honey from 

Houghton Hall in Norfolk, England. For the complete story, see pages 4 and 5.
PHOTOGRAPH BY VIRGINIE KHATEEB

Home Bodies 

Long-term View
Giorgio Armani saw  

a steep fall in profits  

in 2024 as a result  

of investments for  

the long term. 

Page 2

Belle of  
The Ball

Sofia Coppola talks about 

serving as artistic director 

of the Musée des Arts 

Décoratifs' fundraiser.

Page 6

Willy’s View
Willy Chavarria 

responds to criticism 

of his Paris runway 

show from El Salvador 

President Nayib Bukele.
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  The Silver Lockit miniature 
lock is engraved with a blue 
heart and the word “dream.” 

BY JOELLE DIDERICH

PARIS — Louis Vuitton has teamed with 

K-pop star Felix for this year’s edition 

of its Silver Lockit jewelry collection, 

designed to raise funds for UNICEF.

The French luxury house tapped the 

Stray Kids member, a Vuitton brand 

ambassador since 2023, to help design 

the line, which features its signature 

miniature lock engraved with a blue 

heart and the word “dream.” 

“The heart represents love, 

compassion and empathy,” said 

Felix, who is also a UNICEF goodwill 

ambassador for South Korea.

“I wanted the blue in this collection 

to symbolize that sense of peace 

and security for the children we are 

supporting, giving them the freedom to 

dream of a brighter future,” he said in a 

Q&A. “It’s a soothing color that evokes 

feelings of serenity and optimism.”

Made of certified recycled silver, 

the collection consists of an earring, a 

bracelet available in either a silver chain 

or cord version, and a pendant. For 

the 2025 edition, the cord bracelet and 

pendant are available in four colors: 

yellow, blue, pink and black.

The limited-edition line will be 

available in stores worldwide from July 

18, with the exception of the Silver Lockit 

yellow cord, which is an online exclusive. 

The brand donates $100 for every cord 

bracelet or earring sold, and $200 for 

every silver bracelet or pendant.

Vuitton’s partnership with the United 

Nations agency for children began in 

2016, and sales of the Silver Lockit 

collection have raised $24 million so far. 

In 2024, the brand supported UNICEF 

programs in Madagascar, Guatemala, 

Haiti and Vietnam.

“It’s inspiring to see Louis Vuitton 

using its influence to raise awareness and 

funds for the world’s most vulnerable 

children. And UNICEF is doing vital 

work in defending children’ rights and 

providing them with the support they 

need,” Felix said. 

“Every child deserves the chance to 

grow up in a safe, healthy and nurturing 

environment, with access to education, 

health care and protection,” he added. 

Celebrities including Nicole Kidman, 

Chloë Grace Moretz, Léa Seydoux, 

Jennifer Connelly and Millie Bobby Brown 

have supported the charity initiative.

  Nicolas Topiol steered  
the brand through multiple 
transformations over  
the past 20 years.

BY MILES SOCHA

Nicolas Topiol has stepped down 

as chief executive officer of Christian 

Lacroix after an eventful 20-year tenure 

spent shepherding the brand through 

multiple transformations.

Topiol confirmed his departure to 

WWD following a wistful post on his 

personal LinkedIn account.

“Bold, baroque creativity can meet the 

rigor of a sustainable business model,” 

said the executive, who joined Lacroix 

in 2005 when Falic Group acquired the 

company from LVMH Moët Hennessey 

Louis Vuitton. “Twenty years later, 

the maison stands strong, resilient, 

profitable, desirable and protected. It 

has weathered crises. Shifted models. 

Changed markets. Passed through hands. 

Yet remained immovably important.”

Topiol said his departure was planned 

after a transition period in the wake of 

another changing of hands, from Falic 

Group to Spanish company Sociedad 

Textil Lonia, or STL.

A successor has not been named.

Contacted by WWD, a spokesperson 

for STL said “the responsibility has been 

fully assumed by the STL headquarters, 

as the current Christian Lacroix team 

remains relatively small.”

One of Topiol’s biggest decisions 

came in 2009 when Lacroix fell into 

administration after accumulating an 

estimated $150 million in losses since its 

1987 inception by the namesake couturier.

The executive decided 

to exit the costly ready-

to-wear and couture 

businesses to focus on a 

few licensed categories, 

finding traction with 

fashion accessories,  

home furnishings and 

lifestyle products.

Topiol said he would 

now devote himself to 

his role as president of 

Bechert Corp., a private 

firm that advises on M&A, 

strategic repositioning, 

turnarounds and  

brand management.

Meanwhile, the 

founding designer 

continues to dedicate 

himself to costume design 

for top theater and opera 

companies across Europe, 

in addition to designing 

the Desigual x M. Christian 

Lacroix line.

EXCLUSIVE

Louis Vuitton, 
Felix Team  
On Collection

BUSINESS

Christian Lacroix CEO Steps Down

  Most recently he was  
chief merchandising  
officer of Marc Jacobs.

BY LISA LOCKWOOD

Robert Rizzolo has landed at Alexander 

Wang, where he has been named global 

president.

Most recently Rizzolo was with Marc 

Jacobs as chief merchandising officer. He 

had been with Jacobs for four years. When 

he departed Jacobs last month, he wrote 

on LinkedIn, “These years have marked 

some of the company’s most profitable 

and transformative eras, and I’m 

incredibly proud to have been part of it.”

Rizzolo claimed in the post that he 

had helped shape some of Jacobs’ major 

milestones, including “the meteoric rise 

of The Tote Bag, the revival of Stam (a 

popular bag) and Beauty, the re-launch 

of Ready-to-Wear, Footwear and Jewelry, 

the cultural impact of Heaven.”

Earlier, Rizzolo was divisional vice 

president of global merchandising at 

Michael Kors and before that he was with 

Gucci as divisional merchandise manager. 

Other roles included buyer for Burberry, 

associate merchandiser at Calvin Klein, 

and assistant merchandiser at Gap, where 

he spent nearly eight years.

Neither Rizzolo nor Alexander 

Wang could be reached for comment 

Wednesday morning.

In a LinkedIn post, Rizzolo said he 

joined Wang on Tuesday. “This brand 

has held a place in my heart for two 

decades — genre-defying, culturally 

sharp, relentlessly creative. To take on 

this role alongside Alex and lead this 

exceptionally talented team into a new 

chapter is an honor I welcome with 

gratitude and energy.

“I have always been inspired by the 

passion that fuels founder-led brands, 

and I’m thrilled to match Alex’s drive 

and dedication to the brand and the 

business. The next chapter starts now,” 

he wrote.

In a WWD story in December 2023, 

Wang said it was searching for a new 

chief executive officer. The company’s 

adviser has been Paula Sutter (former 

president of Diane von Furstenberg), 

who’s been advising the brand for over 

15 years. Sutter couldn’t be reached for 

comment Wednesday.

In the 2023 WWD story, Wang said 

he had gone through “a complete 

transformation both personally, and 

through work,” after being accused of 

sexual misconduct and sexual assault in 

2000. The company, which had moved 

into sprawling offices at 139 Beekman 

Street in 2023, was recommitting to 

its North American business. It had 

committed to building the bodywear 

category, opening freestanding stores 

in North America and strengthening 

its online business. It had also planned 

growth in Europe in 2024. It was 

reported that the company was tracking 

to close out 2023 with more than $200 

million in global revenues. China had 

become its number-one market, followed 

by North America.

BUSINESS

Robert Rizzolo Named  
Global President of  
Alexander Wang

Stray Kids 

member 

Felix models 

pieces from 

the Louis 

Vuitton 

Silver Lockit 

collection. 

Alexander Wang and Soo Joo Park at the 

Fashion Trust U.S Awards in Los Angeles in April. 

Nicolas Topiol













Saisei, a minimalist-bent, quietly luxe 

activewear, intimates and loungewear 

brand has entered the market this week.

The brand’s debut assortment, the 

Foundation collection, was designed to 

celebrate the woman’s body through soft, 

fluid styles rather than change by restriction 

or reshaping it. It’s overarching inspiration 

is body language, notes Saisei creative 

director Simon Elmalem to WWD, and to 

“speak in a very quiet, intimate way — through 

the body.” The brand was founded to offer 

women timeless clothing that can take her 

throughout “the rhythm of the day,” spanning 

from sport to work to dinner to home.

“There’s a significant gap between 

luxury and premium that remains largely 

untouched. Luxury is aspirational, yes, 

but often inaccessible and logo-driven. 

Premium fashion is more affordable, but 

the quality can at times fall short, with 

the market being oversaturated with 

sameness,” Elmalem said. Saisei was 

designed to fit into that in-between space, 

with “fashion that feels elevated, well-

crafted and emotionally resonant,” minus 

the luxury price tag.

The Foundations Collection is filled 

with chic and simple styles spanning from 

performance layers, including the 24/7 

legging in ciclo nylon and recycled elastane, 

to seamless recycled nylon and recycled 

elastane intimates and ultra-soft loungewear 

in a calming palette rooted in earthy, natural 

tones. The line is available for purchase 

via the brand’s e-commerce platform, with 

prices ranging from $68 to $90 for bra tops 

and $88 to $140 for leggings and bottoms.

“Every piece in the collection begins 

with the fabric — thoughtfully developed 

to support both body and movement. We 

combine recycled fibers with performance 

innovation, crafting each garment using 

seamless technology that removes 

traditional stitching for a cleaner finish, 

softer feel and no binding friction points,” 

Elmalem explained. 

Going forward, the brand will continue 

to evolve and “add what feels essential 

to staying true to a vision of thoughtful, 

lasting design.” — EMILY MERCER

Alanui Flies High With Amelia Earhart-inspired Collection

MILAN — When researching for her new 

collection, Alanui’s creative director 

Carlotta Oddi found a kindred spirit in 

Amelia Earhart. The first female aviator to 

fly across the Atlantic, her adventurous life, 

fearlessness and sense of style inspired 

Oddi’s creative process for fall 2025.

“She’s a symbol of freedom, 

independence and courage, all values 

that resonate with Alanui’s own DNA. Plus 

she’s been a pioneer also in fashion, as 

she created her own clothing line,” Oddi 

said during a preview. The muse naturally 

clicked also with Alanui’s globe-trotting 

nature and its crafty designs, known for 

expressing Oddi’s own escapist approach 

and evoking her seasonal traveling themes 

or mystical inspirations. 

Only this time, Oddi didn’t focus on a 

specific destination but nodded to Earhart’s 

travels around the world by embarking 

on an imaginative trip across different 

locations and cultures — an excuse also to 

explore a variety of knitting techniques and 

textile blends in the collection.

“We wanted to convey that sense of 

discovery with an itinerary that goes from 

Hawaii to the grungy vibes of Seattle or 

glamour of New York, passing through the 

desert landscapes of Texas or stretching 

to the icy ones of Iceland — all reinterpreted 

through our own filter,” Oddi said.

The brand’s signature high-definition 

cardigans came depicting Hawaiian islands 

and secluded bays, making for beautiful 

pieces that could double as wearable 

postcards. Palms, ocean waves and hibiscus 

flowers were also recurrent motifs popping 

on cashmere and wool styles — ranging 

from a coat to a crewneck knit — as well on a 

lighter wool and silk shirt and pants.

A decisive change of scenery marked 

knitted designs nodding to Western 

iconography through deserts, cowboys 

and horses, with the aesthetic reinforced 

by fringes galore throughout the collection, 

including those on leather jackets that 

expanded the Alanui fashion lexicon. 

Speaking of jackets, the Remember Me 

style introduced last year continued to 

charm for both women’s and men’s even 

in the new wool version embroidered with 

palms and flowers.

Showing further range, Oddi played with 

grunge references with brushed wool striped 

sweaters, multicolor knits and patchwork 

iterations, which were styled with denim 

separates in a leopard jacquard motif or with 

a lived-in effect. She also proved she can do 

solid colors justice by playing with textures: 

sequined yarns and glimmering effects 

added a glam twist to black cardigans, bras 

and crochet skirts, while cream options 

patchworking different knitted techniques 

stood out for their artisanal mood.

Rounding out the collection, a capsule 

dedicated to another aviator and writer 

Antoine de Saint-Exupéry saw “The Little 

Prince” character depicted on the brand’s 

staple frayed cardigan and a crewneck 

featuring its distinctive bandana motif.

As reported, Oddi, along with sibling 

and Alanui’s chief executive officer Nicolò, 

recently bought back the stake held by 

New Guards Group, or NGG, in the high-

end knitwear brand they launched in 2015, 

regaining full control of the company. NGG 

first invested in Alanui in 2017.

The fall 2025 line, which was already 

presented to buyers but has been unveiled 

now with a see now, buy now timing, offered 

the Oddis encouraging signs that they are 

moving in the right direction, as the CEO 

said sales of the collection were up 15 

percent over the spring 2025 collection.

Starting from the upcoming spring 2026 

collection, Alanui men’s and women’s lines 

will be directly distributed by the brand 

from a Milan-based showroom.

— SANDRA SALIBIAN

With two books and viral style sessions 

on Instagram, Tibi founder Amy Smilovic 

has successfully branded herself as 

the “Creative Pragmatist,” her guide to 

building a wardrobe that is distinctive and 

hardworking in equal measure.

Although she’s tailored it closely 

to the urban New Yorker, thanks to a 

collaboration with Il Caroseno group in 

Castellana Grotte, Smilovic is bringing it 

to a commune of Apulian farmers. And in 

the thick of cherry harvesting season, who 

could be more hardworking?

Named for the local Church of Caroseno, 

Il Caroseno has been family run by the 

Longos since the 1950s when they began 

cultivating the land with the fruit known 

locally as “red gold.”

“Our Nonna [Rosetta] still lives in 

front of the church where we now have 

the Osteria,” said present-day owner 

Francesca Longo whose father Giovanni 

is head chef. Just above is Camere 

Caroseno, an 18th-century oil mill they’ve 

converted into four quaint guest lodges.

Casa Caroseno is “the third chapter 

of our story,” Longo continued. Nonna’s 

former residence where Francesca 

and her brother Giuseppe celebrated 

his birthday every summer, it recently 

emerged in May from a five-year 

renovation project and is now welcoming 

travelers looking to “disconnect from the 

digital world and reconnect with nature.”

Similovic, eager to get into the 

hospitality space, said she was intrigued 

by Casa’s mission and requested a Zoom 

meeting. “Francesca was familiar with Tibi 

and responded immediately with a super 

enthusiastic “yes, let’s talk.” Five minutes in 

we knew we would do something together.”

That “something” developed into a 

small utility-minded capsule collection, 

consisting of two breezy blue cotton  

short sets, $415-$435, and a snap-front 

jumpsuit with patch-pockets ($695) 

produced by Borghi 1819, one of Italy’s 

oldest textile mills.

Citing the wide-open skies and Nonna 

in her humble cherry-stained overalls as 

inspiration, Smilovic said: “We wanted the 

collection to evoke the area and represent 

what you would wear to be part of the 

environment.”

She tested it out with the accompanying 

campaign, which was shot on location 

and features both male and female 

townspeople going about their daily tasks.

“Tibi designed this collection with 

real-life wearers in mind,” Longo said, 

“carpenters, artisans, chefs, servers and 

farmers from our neighborhood — they’ve 

tried the pieces and love how comfortable 

and cool they feel in them…it isn’t just 

stylish, it’s lived-in and loved.”

The Tibi and Casa Caraseno capsule 

launches Tuesday exclusively online at  

tibi.com.  — ARI STARK

FASHION

Market Moments 
A snapshot of the industry’s latest launches, collaborations and up-and-coming designers. 

Saisei Launches Foundation Collection

Tibi Taps Il Caroseno for Capsule

Father and son farmers Michele and 

Francesco in the Tibi x Il Caroseno 

capsule collection campaign.

Looks 

from 

Saisei. 

Alanui, fall 2025 

ready-to-wear 

collection.
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Fashion Scoops

Return of 
The Spy
Back in 2005 a new “It” bag 

made its way into the public 

spotlight, seen on the arms 

of celebrities and ante-

litteram influencers alike.

The Fendi Spy bag 

— introduced with the 

spring 2005 collection 

and designed by handbag 

maven Silvia Venturini 

Fendi, the brand’s artistic 

director of accessories 

and menswear collections 

— was regularly seen on 

Nicole Richie, Lindsay 

Lohan, Hilary Duff, Gwen 

Stefani and Sarah Jessica 

Parker, just to name a few.

The soft style — shaped 

as a croissant with a 

rounded handle and 

signature secret pockets 

under the flap to hold 

essentials, such as lipstick, 

sunglasses, cash and 

a smartphone — made 

a return for fall 2025 as 

part of the collection that 

marked the Roman fashion 

house’s centennial this year.

On the runway, several 

iterations were displayed 

in materials ranging from 

leather, shearling and satin, 

to mink, swakara and eel. 

The Spy bag has since 

been spotted on celebrities 

such as Aubrey Plaza, Kelly 

Rowland, Rita Ora and 

Bianca Balti, while Rihanna 

and Bella Hadid, among 

others, have recently 

flashed vintage models.

Now the Spy bag is 

getting a further share 

of visibility through a 

dedicated digital campaign, 

simply titled “Fendi Spy Bag 

Returns,” photographed and 

directed by New York-based 

Stevie Dance.

In homage to its status 

of “It” bag for “It” girls — 

who helped fuel the bag’s 

popularity in the 2000s — 

the ad campaign stars Los 

Angeles-born model and 

mental health advocate 

Amelia Gray; Chinese 

model Xiao Wen Ju, and 

Gabbriette, each embodying 

a different attitude.

Riffing on investigative 

and surveillance cameras 

scattered across the 

globe and tapping into 

the voyeuristic genre, the 

three talents are seen 

through spy cams strolling 

around undefined cities 

and carrying a different 

version of the Spy bag — in 

baby blue leather for Gray, 

pink leather for Gabbriette 

and in shearling for Ju — as 

if a tech-savvy handbag 

collector was behind the 

screen trying to locate, and 

get their hands on, the bag.

Fendi bags have a 

track record of achieving 

“It” status, including the 

Peekaboo and, to a certain 

extent, the Fendi First 

clutch, although none has 

arguably reached the same 

pop and cultural weight 

as the Fendi Baguette 

bag, introduced in 1997 

and prominently featured 

in the “Sex and the City” 

TV series, which helped 

cement its popularity.

The reedition of the Spy 

bag taps into nostalgia for 

Y2K fashion, and especially 

the ongoing revival of 

buzzy accessories from 

that decade, including the 

Louis Vuitton’s Murakami 

pieces, the Dior Saddle bag, 

Prada’s Re-Edition 2000 

and 2005, and the Chloé 

Paddington, in addition to 

the Balenciaga City.

— MARTINO CARRERA

Creative 
Lead
Jonathan Anderson — who 

now shoulders one of the 

biggest design workloads 

in fashion as creative 

director of women’s, 

men’s and haute couture 

collections at Dior, and 

his JW Anderson brand — 

must have a great deal to 

say about time and team 

management.

Lo and behold he is to 

share his thoughts on 

“leading beyond authority” 

next week when he 

addresses attendees of 

the 2025 American Express 

Leadership Academy in 

London.

“As a visionary in the 

fashion world, Jonathan 

Anderson will share his 

philosophy on leading 

global creative brands with 

creativity, purpose and 

resilience,” said Jennifer 

Skyler, chief corporate 

affairs officer at American 

Express, whose academy 

has trained more 165,000 

nonprofit and social-driven 

leaders since its founding 

in 2007.

Anderson is expected to 

share his perspectives and 

insights in conversation with 

British journalist Alexander 

Fury. Other speakers at the 

London event have yet to be 

revealed.

“We continue to gather 

bold thinkers across sectors 

to learn from one another 

and accelerate their global 

impact,” Skyler said.

The academy’s purpose 

is to “build the personal, 

business and leadership 

skills of social-purpose 

leaders through multiday, 

in-person and virtual 

programming,” according to 

American Express.

The four-day event, 

running July 8 to 11, 

also offers storytelling 

workshops, immersive visits 

with nonprofit organizations, 

and group projects around 

topics like “building an 

innovative mindset,” 

according to American 

Express, which has invested 

more than $100 million to 

date in the academy.

Three Alumni Awards, 

each valued at $25,000 

in support of programs at 

nonprofit organizations, are 

also to be handed out.

 — MILES SOCHA

More 
Personal
Mango, the Barcelona-

based global fashion chain, 

is broadening its use of AI 

with the launch of “Mango 

Stylist,” a virtual fashion 

assistant for shoppers.

The tool, powered 

by generative artificial 

intelligence, is designed to 

make shopping the Mango 

website easier, faster 

and more personalized. 

The Mango Stylist is 

functioning in the brand’s 

women’s line, in 10 markets, 

mainly in Europe and the 

U.S. Other markets include 

Spain, Portugal, the U.K., 

France, Italy, Germany, 

Austria and Turkey. 

The retailer indicated 

that since 2018 Mango 

has developed more 

than 15 machine-learning 

platforms that apply AI in 

different areas including 

pricing, design and 

customer service. Among 

the most notable cited by 

the company are “Lisa,” to 

address use cases of its 

employees and partners, 

and “Inspire,” to help the 

design and product team 

create prints, fabrics and 

garments, as well as window 

dressing, architecture and 

interior design.

Mango Stylist, the 

company indicated, uses 

algorithms “to understand 

the context and personal 

tastes of each user, 

offering them product 

recommendations tailored 

to their preferences, as well 

as the possibility to explore 

the latest trends and 

discover Mango product 

combinations and complete 

looks through a chat on its 

e-commerce site and the 

brand’s Instagram account.” 

The development of 

Mango Stylist was a result 

of the collaboration of 

different Mango teams 

including IT, data, digital 

product, styling, design, 

visual merchandising and 

customer service. The 

tool also integrates with 

Mango’s after-sales virtual 

assistant, “Iris,” which is 

already active in several 

markets. It’s providing a 

single conversational point 

of contact for customers, 

which makes it possible to 

resolve queries at different 

stages of the shopping 

journey, from the start of 

a search for fashion to the 

after- purchase stage.

— DAVID MOIN ►

Gabbriette fronting the 

“Fendi Spy Bag Returns” 

digital campaign.

Jonathan Anderson on the runway  

at the Dior Homme show as part of 

Paris Men’s Fashion Week.

How “Mango Stylist” appears on the brand’s website. 




