
Fashion. Beauty. Business. 

Chanel’s fall haute couture collection was inspired by founder Gabrielle “Coco” Chanel’s love of Scotland, with chunky outerwear, 
thigh-high boots and a palette of forest hues. The studio team had fun with texture, hinting at a more untamed side to the Chanel 
woman ahead of Matthieu Blazy’s debut show as creative director in the fall. For more on the Paris couture shows, see pages 4 to 11.

PHOTOGRAPH BY KUBA DABROWSKI

Creature Comforts
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recapture its glory 

in the U.S. with a 
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Stéphane Rolland
In what he described as “perhaps the most 

technically complex collection of  

my career,” Stéphane Rolland realized  

a childhood dream without missing a beat. 

“Since I was a child, I have been passionate 

about Ravel’s ‘Boléro.’ For years, I have 

dreamed of setting a runway show to it,” 

Rolland said backstage, before guests 

including Cardi B and Angela Bassett  

took their seats in the auditorium of the 

Théâtre des Champs-Elysées with its Art 

Deco setting.

Thanks to the availability of the theater, 

with its associations to Ravel’s work, as 

well as a chance meeting with conductor 

Zahia Ziouani, it seems the stars were 

aligned, but it took 18 months to bring the 

ambitious project to life.

The music transcended Rolland as he 

sketched, dictating his shapes and resulting 

in a combination of Spanish, Japanese and 

futuristic influences, juxtaposing Ravel’s 

structure with the sensuality of his muse, 

dancer Ida Rubinstein. “The collection is 

intrinsically linked with the rhythm of the 

composition,” he explained. “It has a very 

specific structure, quite mechanical, and 

so I sketched as if I were composing music, 

that is to say I tried to let the gesture of my 

hand stop all of a sudden, then start again, 

as if it were taking flight.”

The opening looks, set to a soundtrack 

of metronomes and sewing machines 

before Ziouani’s Divertimento Orchestra 

was revealed behind the curtain, nodded 

to the notes of a musical score, with 

rounded crotchets and curved yet jagged 

semiquavers sculpted from swathes of 

crêpe and satin on jumpsuits, cutaway 

dresses and matador coats. Sculpted 

geometric headdresses or hairstyles 

shaped like musical notes were the 

accompaniments for his giant tuxedo 

dresses, glittering plastrons and gowns 

that at times hugged the body, at others 

ballooned like luscious flowers, in a 

symbolically charged palette of black, red, 

white and gold. — Alex Wynne

RVDK Ronald  
van der Kemp
At a moment when the world feels 

increasingly fraught, Ronald van der Kemp 

presented a powerful lineup of looks that 

were a love letter to Mother Nature.

The collection, titled “Call of the Wild,” 

was rooted in the Amazon rainforest, 

and first looks were a collaboration with 

longtime muse, Brazilian artist Thayna 

Caiçara. Many pieces were handcrafted by 

a collective of Indigenous artisans in Brazil, 

all from deadstock or upcycled materials.

First looks were deceiving, with dresses 

that appeared to be palm leaves but were 

“reimagined” plissé fabric that tricked 

the eye with layers of paint, bonding, 

embroidery and beading.

Looks varied from wild textural mixes to 

silhouettes of a ’40s vixen, with structured 

shoulders and peplum details. Polka dots 

were paired with stripes and houndstooth, 

brocade with leather and lace.

Other pieces were adorned with 

sculptural birds and insect-like wings, as if 

ready to take flight, and yet it never veered 

even close to costume.

Backstage at RVDK Ronald van der Kemp 

Fall 2025 Couture at Paris Couture Week

Backstage at RVDK Ronald van der Kemp 

Fall 2025 Couture. Mirella Malaguti/WWD

A colorful flurry of a coat was created 

from scraps sent to his atelier in 

Amsterdam in garbage bags by a friend in 

London, while a city jacket from techno-

taffeta used layers of pouchy pockets to 

create an unexpected peplum.

But beyond the visual drama, van der 

Kemp offered a deeper message that 

fashion shouldn’t harm the planet. “We 

only work with what exists,” he said of his 

upcycling ethos. He wants to change the 

system, believes it can only be done from 

within and encourages young designers to 

stick with it.

Van der Kemp said he hopes his 

business model proves that fashion can 

exist outside the traditional, resource-

heavy, extractive system.

“Now, after 10 years, I can say we have 

a good business only with couture, which 

I think is very rare,” he said. “A couture 

business that’s not only sustainable, but 

thriving.”

It’s a waste-not, want-not collection, 

and every piece is precise. Van der Kemp 

set out to remind us that the dot-com isn’t 

the only Amazon worth paying attention 

to, and this collection made the case 

beautifully.

“No one wants to hear another bad story 

— beauty is how we reach people under 

the skin.” — Rhonda Richford

PARIS
Couture
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  Joyce Lee will oversee Parker 
Thatch’s creative direction as 
the brand looks to expand.

BY RYMA CHIKHOUNE

Parker Thatch, the Northern California 

accessories brand, has named Joyce Lee 

its first creative director.

Founded in 2002 by Irene Chen and 

Matthew Grenby and based in Orinda, 

about 20 miles east of San Francisco, 

Parker Thatch is known for its functional, 

personalized handbags and accessories. 

The brand gained attention in 2009 with 

the launch of its Mimi bag, an elevated 

take on the classic canvas tote that can be 

customized with a wide range of options. 

Personalization is central to Parker 

Thatch’s DNA, with design features like 

interchangeable straps, playful charms 

and leather details. Prices in handbags 

range from $118 to $1,150, available direct-

to-consumer and at its boutique in Orinda.

Lee’s appointment signals a new 

chapter for the brand as it looks to grow 

its community and expand its reach.

“Joyce has a deep understanding of 

how to build a brand with soul,” said 

Chen and Grenby in a joint statement 

to WWD. “What makes her so right for 

Parker Thatch is her ability to connect the 

emotional and the practical and to create 

pieces that feel personal, intentional 

and elevated, without losing their ease. 

We’re at a pivotal moment of growth, and 

Joyce’s creative vision will help us expand 

in ways that stay true to who we are, 

while opening up new possibilities for 

how we show up in the world.”

Lee brings more than two decades of 

experience in fashion and accessories. 

She most recently served as senior vice 

president of design and creative director 

at Madewell, where she led the women’s 

design team. Prior to that she designed 

handbags and footwear for brands 

including Marc Jacobs and Michael Kors. 

In her new role, Lee will oversee all 

aspects of creative direction at Parker 

Thatch, from product design to brand 

imagery and customer experience.

“Parker Thatch has such a distinct, 

joyful point of view — it celebrates 

individuality in a way that feels bold, 

thoughtful and refreshingly personal,” Lee 

said in a statement. “I’m drawn to how 

the brand brings character and function 

together so effortlessly. I’m excited to help 

shape this next chapter and evolve the 

creative vision in a way that feels fresh, 

enduring and true to the spirit that makes 

Parker Thatch so special.”

  Organizers are appealing 
to fashion houses in the 
Kingdom of Saudi Arabia  
and internationally to  
take part in the showcase.

BY  SAMANTHA CONTI

Riyadh Fashion Week is finalizing the 

official calendar for its third edition, and 

appealing to fashion houses in the Kingdom 

of Saudi Arabia, and internationally, to 

apply for a space by July 15.

Riyadh Fashion Week describes itself 

as a curated platform for emerging and 

established designers, and said the 

audience is filled with global industry 

leaders, buyers, press and tastemakers.

“This is more than a runway,” said Burak 

Cakmak, chief executive officer of the Saudi 

Fashion Commission. “It is a statement of 

creative identity, innovation and ambition. 

Riyadh Fashion Week provides a high-

impact opportunity for designers to tell 

their story on a global stage.”

The organization said the upcoming 

edition will continue to spotlight “the 

creative breadth of Saudi fashion while 

building meaningful bridges with 

international fashion markets.”

In past years, the official calendar 

has featured a broad spectrum of brand 

activations. Organizers said that in addition 

to runway shows, participating brands can 

explore curated presentations, showroom 

exhibitions, trunk shows, retail pop-ups, 

creative takeovers, private dinners and 

immersive fashion experiences.

“This multiformat approach ensures 

that both emerging and established labels 

can present their collections in ways 

that reflect their identity and strategic 

goals. Whether targeting buyers, press 

or direct-to-consumer audiences, the 

calendar is designed to offer brands 

flexible and high-impact moments 

throughout the week,” organizers said.

Saudi-based and international  

fashion brands across ready-to-wear, 

couture, menswear and streetwear 

categories are eligible.

Organizers said designers selected for 

the upcoming edition will receive the 

support of a “world-class production 

and communications team, ensuring 

every presentation is delivered with 

international standards in mind, from 

show production to media coverage.”

Applications can be made on the 

Riyadh Fashion Week website.

EXCLUSIVE

Parker Thatch 
Names First 
Creative Director

FASHION

Riyadh Fashion Week 
Calls on Designers  
To Join Calendar

  Inspired by the history of 
both houses, Gherardo 
Felloni’s collection of one-off 
pieces featured a multiplicity 
of techniques as well as rare 
materials from the archives.

BY ALEX WYNNE

Roger Vivier’s archives already offer 

ample inspiration for the brand’s creative 

director Gherardo Felloni, but this season 

was a double-whammy for his Pièce 

Unique collection of one-off designs.

In collaboration with long-standing 

house partner Maison Lesage, with 

which he worked to develop the eight 

bags and two gilets in the collection this 

season, he was able to tap the storied 

embroidery specialist’s back catalog 

for inspiration, as well as its archive of 

materials and components, making each 

precious design all the more unique. “All 

of these stones don’t exist anymore on 

the market,” Felloni enthused during a 

presentation. “For Pièce Unique, they 

opened the archive and said you can use 

any quantities that we have.”

Felloni bounced off the leitmotif of his 

main line for fall, the rose, which Roger 

Vivier was the first footwear designer to 

take from a couture hat and put on shoes 

in the 1940s before making it a recurring 

motif in his designs. A multitude of 

complex techniques came into play 

thanks to Lesage’s expertise and both 

companies’ archives, with each piece 

inspired by a specific design from the past 

and crafted by hand in Italy and France, 

with Lesage’s artisans embroidering 

directly onto the bags themselves.

The tiny, folded and pleated silk organza 

blossoms stitched onto a background 

of lilac silk were in reference to a hat in 

the Lesage archive. Hand-beaded, gold-

threaded iterations on green velvet for La 

Vertueuse came from a vintage cape.

On La Passionnée, blossoms were 

draped and sculpted by hand from silk 

mousseline or hand-embroidered with tiny 

beads. L’Ephemere, inspired by a dress in 

the Lesage archives and developed as both 

bag and gilet, featured pale colors evoking 

the fading of time and a combination of 

silk, muslin and wire embroideries and 

twists, hand-painted and overlaid with 

delicate strands of feathers. On La Tendre, 

hundreds of coral-colored glass beads 

from the ‘60s shivered.

The buckles and handles for each 

piece were also crafted by hand and set 

with semiprecious stones including onyx, 

citrine and amethyst.

ACCESSORIES

Roger Vivier Teams With 
Maison Lesage for Pièce Unique

Joyce Lee

 La Passionnée, 

from Pièce Unique 

by Roger Vivier.

La Vertueuse, 

from Pièce Unique 

by Roger Vivier.

Noura Sulaiman’s 

ready-to-wear show from 

Riyadh Fashion Week 2024.

Looks from the 

streetwear label 

1886 at Riyadh 

Fashion Week 2024.
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  The Italian sportswear  
brand’s owner Pentland 
Brands has signed a licensing 
agreement Stateside with The 
Iconic Brands Corporation.

BY MARTINO CARRERA

MILAN – Ellesse is coming back Stateside.

The Italian sportswear brand owned by 

Pentland Brands in the U.K. since 1993 has 

signed a multiyear licensing agreement 

with The Iconic Brands Corporation, a 

new entity helmed by chairman Todd 

Furniss, for the design, manufacturing and 

distribution of Ellesse apparel in the U.S.

The move reflects Pentland’s renewed 

ambitions for the cult brand founded in 

1959 by Leonardo Servadio, a tailor based 

in Perugia, Italy, with a penchant for winter 

sports, who soon expanded the brand’s 

offering to tennis, racing, cycling and golf 

and outfitted tennis legends including Boris 

Becker and Adriano Panatta.

Over the past year the company has 

set up a relaunch strategy aimed at 

tapping into nostalgia for pre-Millennium 

sportswear and retooling the brand’s ethos 

for today’s increasing crossover between 

the worlds of sports and fashion.

The reboot is spearheaded by Jack 

Richardson, senior vice president of 

Ellesse, who joined Pentland from 

sportswear company Canterbury of New 

Zealand 18 months ago.

“There are three core pillars to the 

Ellesse brand’s style. We’ve always 

been synonymous with fashion, sport — 

something that we lost sight of over the last 

few years — and lastly, Italy,” Richardson 

told WWD. “Losing one of those would 

mean losing the true DNA, spirit and 

essence of the Ellesse brand.”

The executive acknowledged that the 

recent strategy aimed at tapping into Gen 

Z cool without sticking to the brand’s core 

values inherently made Ellesse a follower 

rather than a trendsetter.

Sport has been the missing ingredient, 

he offered.

“Ellesse is a lifestyle business that’s 

grounded in sport credentials… sportswear 

is pretty crucial for us in grounding 

ourselves in authenticity and the DNA of 

the brand,” he said. “We needed our own 

point of view on sport.”

In Richardson’s opinion, the brand 

founder has to be credited with providing 

a sports-inflected interpretation of La 

Dolce Vita. 

“The genius of Leonardo was that [he 

conveyed the idea that] actually sport is 

the best way to find the Dolce Vita… which 

is a completely unique [perspective] in 

the market of sport. So, where all of our 

competitive set talk about performance 

in sport, we want to… talk about the 

pleasure that sport brings,” Richardson 

said. “Sports at its deepest level is about 

connecting with friends. It’s about feeling 

good. It’s about feeling sexual and body 

confident, and it’s about escapism from 

your normal life.”

Competing in a packed league that 

spans performance activewear players 

and lifestyle labels, from Nike to Lacoste 

and Fila to Under Armour, the brand 

wants to to reclaim its prime spot in that 

conversation, said Ben Nuttall, head of 

marketing at Ellesse.

Fashion’s ongoing fixation for tennis 

provided the best environment for Ellesse 

to reclaim its authenticity. 

Earlier this year the brand held two-

week activations timed with the Rome 

Open, which included an influencer and 

press trip to the matches, out-of-home 

advertisements and a takeover of local 

ice-cream shops and cafés. This week it is 

capitalizing on the visibility of Wimbledon, 

with a takeover of London’s renowned 

Shreeji Newsagents newsstand.

Tennis was paramount for Ellesse at 

the most recent edition of Pitti Uomo, too, 

where it mounted a 6,458-square-foot, open 

air court to unveil its spring 2026 collection, 

the first under the new course, which 

started to tease how the brand’s reboot 

is trickling down to its fashion offering, 

although Richardson recognized that the 

process will come full circle in 2027.

“Pitti Uomo really extrapolated 

everything that we’ve done over the last 

few months,” Richardson said. “That was 

all part of showing that personality and that 

spirit and that inclusivity and that sociability 

that we were trying to bring [back].”

Up next is a collaboration with the 

Cincinnati Open, the tennis tournament 

taking place Aug. 5 to 18 in the Ohio 

city. Ellesse has been named the official 

tennis apparel partner of the tournament, 

providing outfits for the ball crew, line 

judges, officials, volunteers and staff.

The move simultaneously cements 

Ellesse’s roots in tennis and its return to 

the U.S.

After terminating its previous two 

licensing agreements, for the sportswear 

and the lifestyle offerings, Ellesse halted 

operations in the country for about a year.

“Although those two organizations did a 

really good job, what became really clear 

is that, firstly, we needed one organization 

managing the U.S. end-to-end. Secondly, we 

wanted a group of people that understood 

the Ellesse brand from the past and the brand 

strategy and direction that we were moving 

forward with, and latterly, wanted to invest 

with us on this journey,” Richardson said.

The Iconic Brands Corporation 

was specifically established to 

handle the Ellesse license by 

chairman Furniss, a former 

tennis player and incidentally the 

first American athlete to scoop 

up a contract with the Italian 

brand in 1978 and who now runs 

private equity firm gTC Group. 

Furniss has recruited a team 

of industry experts to lead the 

venture, including apparel veteran 

Duwayne Miller as chief executive 

officer, who boasts previous 

experiences at Ralph Lauren, 

Brooks Brothers, and the Four 

Seasons hospitality chain, as well as PM 

Andersson as chief financial officer.

Richardson said that the licensee’s 

strategy aligns with Pentland’s ambitions 

for Ellesse.

“It felt like they had a mole in our 

organization, because it was so accurate 

and consistent with what we were talking 

about. They really wanted to focus on 

tennis. They really wanted to focus on 

fashion and performance in tennis and the 

lifestyle that racket sports bring,” he said.

Distribution in the U.S. is to leverage 

a direct-to-consumer model, with 70 

percent of sales coming from the regional 

e-commerce site and four flagships to open 

by the end of 2027 in still undisclosed 

cities. The remainder 30 percent of local 

business is to be split between the “green 

grass” channel — such as tennis and golf 

country clubs and clubhouses scattered 

across the U.S. — and department stores.

“The plans and the forecast coming out 

of America, the biggest consumer market in 

the world, are significant, and that market 

is completely untapped for us, so we’re 

very excited about that,” Richardson said.

Ellesse is a regionalized licensed 

business with key partners in the Europe, 

Middle East and Africa region, in Chile 

where the brand operates 41 stores, China 

and South Africa.

South Africa and Chile are currently 

overdelivering, Richardson said, and good 

prospects are on the horizon for Italy, 

Germany, France, and the U.K., as well as 

the Balkan region.

In footwear, Ellesse has a licensing 

agreement with the Padua, Italy-based 

Nice Footwear, which holds design, 

manufacturing and distribution rights for 

Italy and France.

Overall, business is currently 90 percent 

wholesale-driven, but the new strategy 

comes in to shift that approach, too.

“I am a very strong believer that direct 

to consumer is an absolutely critical part of 

our go to market strategy,” Richardson said.

The first flagship in the EMEA region is 

opening in Istanbul by the end of the year.

A brand overhaul in the midst of 

an economic downturn could sound 

counterintuitive but Richardson believes 

that the unique positioning at the 

intersection of sportswear and lifestyle and 

the accessible price points will help Ellesse 

drive growth globally.

The original Ellesse logo combines two 

ski tips framing a half tennis ball, so more 

activations aligned with winter sports 

are on the horizon for phase two of the 

brand’s relaunch, Richardson said.

EXCLUSIVE

Ellesse Returns to the U.S. With 
Revamped Identity and New Licensee

Influencers at the 

Rome Open 

tournament 

invited by Ellesse.

The Ellesse 

spring 2025 ad 

campaign.

Ellesse, 

spring 

2026
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  The docuseries “Human 
Footprint” explores the lasting 
mark fleeting fashion trends 
have on the environment.

BY ALEXANDRA HARRELL

If fashion sales maintain the modern-day 

throwaway-culture momentum, estimates 

anticipate that the global fashion industry 

will create 148 million tons of textile waste 

each year by 2030, according to academic 

publisher Taylor & Francis.

That projection is up 60 percent 

compared to the textile waste generated in 

2015. The crisis is about to be featured in 

the popular PBS show “Human Footprint,” 

returning to explore the global impact of 

Earth’s most ingenious, destructive and 

adaptable species: humans.

“We try to meet audiences where 

they’re at with what they’re understanding 

and then you sort of pull back the veneer 

a little bit. You’re like, ‘OK, actually, that’s 

not what this is.’ It flips it on its head,” 

Nathan Dappen, producer and director of 

“Human Footprint,” told Sourcing Journal.

“Personally, filming with someone like 

Frederick Anderson — an artist who puts 

everything he has into something really 

special for everyone involved — and then 

juxtaposing that with this place where 

people don’t give a damn, it’s just replicas 

thrown away in the desert — to me, that’s 

powerful. I think it makes both [sides] feel 

more impactful because you can see how 

we’ve been manipulated to participate and 

be complicit in this problem.”

Hosted by Princeton University professor 

and American evolutionary biologist Shane 

Campbell-Staton, the Emmy-nominated 

docuseries is part science, part travel and 

entirely introspective.

“This human obsession, transforming 

nature into clothing and accessories, 

has helped us thrive in every habitat. 

But we don’t just dress for the weather. 

Our desires — to fit in, to stand out and 

to express ourselves — are woven into 

our DNA,” Staton says at the top of the 

episode. “As humans conquered the 

globe, fashion created the fabric of our 

civilization. But what’s the cost of eight 

billion people looking so fly?”

The cost, it turns out, is complicated.

“If you allow for these kinds of labor 

abuses, if you create loopholes in waste 

management, people are simply going to 

want to participate. They want to have that 

thing the rich person has, or what their 

friend has, and I don’t think they’re a bad 

person for wanting that,” Dappen said. 

“I’m not an economist, but I do know that 

the world would be a better place if we 

were not allowed to buy five $10 T-shirts.”

The second season’s ninth episode, 

“Dressed to Kill,” begins in Wyoming’s 

Rocky Mountains. Ryan Jordan, a material 

scientist, discussed the performance of 

wool in extreme conditions, highlighting 

the fiber’s natural properties.

“We can’t replicate wool,” said Jordan, 

a gear-tester as well as founder and 

publisher of Backpacking Light. “We have 

not cracked that code.”

That code considers the fiber’s 

structure: an elastic core, a textured 

surface and a waxy coating called lanolin.

“And so, what you end up with is this 

fiber that interacts with water and heat in 

a way that keeps you warm if it’s cool and 

cool when it’s warm,” Jordan said. “This is 

what gives wool its technological edge in 

terms of comfort when you’re pushing it to 

the limits in an outdoor environment.”

What sets humans apart isn’t just the 

ability to turn nature into clothing, per 

Jordan, but the inability to stop tinkering.

“Wool is a biotechnology that we’ve 

developed over hundreds of years,” he 

said. “I always think there’s performance 

increases to be had. We’re always pushing 

those limits.”

The team then travels to Edinburgh to 

explore the historical significance of wool 

in Scotland — because “there’s no better 

place to witness our obsession with wool 

than the Golden Shears World Sheep 

Shearing Championships,” Staton said. 

The competitors can hawk about a sheep a 

minute, though the shearing competition 

is just one aspect of the Royal Highland 

Show, Scotland’s biggest agricultural event.

“I think looking to the past and how 

people made clothes in the past, the 

relationship with the raw material can 

tell you so much about the past society,” 

said Sally Tuckett, fashion historian and 

professor at the University of Glasgow.

But there’s also a social element to 

clothing: status.

“Sometimes you just want to strut,” said 

Orlando Palacio, master craftsman and 

proprietor behind Manhattan’s Worth & 

Worth — one of the last remaining custom 

hat makers in the U.S. “And there’s nothing 

wrong with strutting, right? I mean, a 

peacock is a peacock.”

And those struts have tribes, fashion 

designer and philanthropist Frederick 

Anderson said on camera, noting that 

tribalism is a basic human function. But 

what happens when those tribes start to 

travel at the speed of social media?

For the FGI’s 2022 Rising Star Award for 

Womenswear recipient, it’s fast fashion: 

what ultimately boils down to “how 

quickly can we get it in your hand and how 

quickly can you throw it away so you can 

buy something else.”

“I think people put a label on fashion 

itself as being wasteful; high-end is not 

wasteful. We actually can’t afford to be 

wasteful,” Anderson said. “These are 

complex conversations. There’s not a 

turnkey idea of ‘this is bad, this is good.’ 

Not everyone is everything; there are 

different stories to be told.”

After the “very real arms race” of World 

War II, Staton said, another began — this 

time in middle-class America, by way 

of synthetic textiles. An abundance of 

inexpensive fabrics that brought fashion 

to the masses ultimately led to the 

documentary’s next stop: Iquique, Chile.

“You’re not just seeing a current 

problem. You’re seeing a future problem,” 

John Bartlett said. “And people know 

they’re not supposed to do this, which is 

why they’ve been burning the clothes — 

getting rid of the evidence.”

Bartlett, a Chilean cricketer and 

journalist, captured those consequences 

for National Geographic in April 2023, 

exploring where clothing goes to die: the 

Atacama Desert. With no import tax or 

duties for American businesses, the region 

became a dumping ground for the U.S. to 

ship unwanted clothes. While every country 

has its own “sort of receptacle country 

where a lot of this clothing ends up,” 

per Bartlett, it’s usually “the poorer and 

developing countries” who foot the bill.

“The fact that [clothing] is such a basic 

need makes it inherently manipulable,” 

Bartlett said. “Corporations have taken 

full advantage; you can make people dress 

basically in any way you want with all 

of the tools that marketing people have 

nowadays.”

The episode closes in San Diego, where 

Staton pondered how one can reconcile 

the human desire to express oneself with 

clothing with the cost accrued, including 

the millions of metric tons of plastic 

entering marine environments annually. 

Estimates suggest that 92 percent of the 5.25 

trillion plastic particles on the ocean surface 

are microplastics, according to a 2020 case 

study published by Science Direct.

“Buried in Style: Dressed to Kill” 

premieres Wednesday on PBS.

  The change comes after 
The Body Shop’s year of 
“stabilization and renewal” 
after reworking its operations, 
according to the brand.

BY HIKMAT MOHAMMED

LONDON — Change is afoot at The Body 

Shop.

The British brand has named Mike Jatania 

chief executive officer. He recently served 

as executive chairman from late 2024.

The change comes after The Body 

Shop’s year of “stabilization and  

renewal” after reworking its operations, 

according to the brand.

“The Body Shop is a brand with an 

extraordinary pioneering heritage and 

remarkable potential. As we look ahead 

to its 50th anniversary, we remain proud 

of its legacy as a leader and changemaker, 

and we are excited about the opportunity 

to carry that energy and ethos into the 

next phase,” said Jatania, who takes over 

from Charles Denton.

“Under Charles’ leadership we have 

stabilized the business, and we launch 

into the next chapter from a position of 

strength. I am looking forward to working 

even more closely with the team to 

accelerate growth, serve our customers 

with renewed purpose, and ensure the 

brand stays relevant to both existing and 

future generations,” he added.

Denton said that “it’s been a privilege to 

help set The Body Shop back on course and 

to play a part in shaping its revival. I want 

to thank the team for their extraordinary 

commitment, and I leave knowing the 

business is in good hands for the journey 

ahead.”

In October last year, The Body Shop 

announced it would be returning to 

Brighton nearly 50 years after the 

company opened its first shop in the 

English coastal town. 

The Body Shop relocated its head office 

to Brighton, and described the move as 

“the beginning of a significant cultural 

reset” under new ownership.

As reported, The Body Shop was 

purchased out of administration this 

summer by a consortium led by Auréa, 

which describes itself as an investment 

platform focused on beauty, wellness and 

longevity. 

Auréa is led by Jatania, former owner 

of the Lornamead personal care and 

cosmetics group, Paul Raphael and 

Andrew Vagenas.

“This is a natural inflection point in the 

business’ progress. With the foundations 

set, ahead of schedule under Charles’ 

stewardship, we have a launchpad for 

future growth. Mike has an unparalleled 

track record when it comes to growing 

businesses. His leadership, operational 

expertise and deep understanding of the 

brand make him ideally positioned to 

lead this next stage,” said Vindi Banga, a 

spokesperson for the investor group.

SUSTAINABILITY

PBS Docuseries Unravels Fashion’s Final Destination

BUSINESS

The Body Shop  
Names Mike Jatania 
Chief Executive Officer

Mike Jatania

“A famous economist 
once said that ‘there’s 
no such thing as a 
free lunch’ and I’m 
starting to realize 
there’s probably no 
such thing as a $5 
T-shirt, either,” Shane 
Campbell-Staton 
narrated for one of 
the docuseries’ 
episodes. 
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The Beauty Inc. 

Power Brands 

Issue returns 

this summer, 

celebrating the 

beauty industry’s 

trailblazers, 

innovators, and 

top performers. 

This annual edition 

highlights the 

brands shaping  

the future of 

beauty—those 

driving growth, 

resonating with 

consumers, 

and disrupting  

the industry.
















