
DAILY EDITION JULY 14, 2025 

Fashion. Beauty. Business. 

With all that is going on in the world, 
there was a dystopian feel to many of 

the couture collections for fall 2025, 
including a strong undercurrent 

of Goth, with designers using a lot 
of dark shades in their creations, 

including black in all its variations, as 
seen here in this look from Elie Saab. 

Then again, what is more timeless 
than a classic black dress? For more  

on the trend, see pages 4 to 7.
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  And Wall Street is warming up 
to CEO Michelle Gass’ efforts 
to transform the denim maker.

BY EVAN CLARK

The corporate reinvention is a fickle 

beast.

One can be set off by a new chief 

executive officer, the passage of time 

or some retail disaster — self-made or 

otherwise. 

But once they get going, strategic plans 

to refocus product offerings, refresh 

operations, reprioritize investments and 

more or less change everything can take 

on a life of their own. 

CEOs are both driving the process and 

along for the ride as companies start to 

flex under a new, internal momentum. 

Wall Street usually allows some kind of 

a grace period — a year or maybe two, but 

not three — when they’ll buy into a new 

corporate vision and promises for the future. 

But sooner or later, they’ll want results 

or more proof points that they’re coming.

CEO Michelle Gass is right on that cusp 

between telling the world how Levi Strauss 

& Co. is changing — selling denim head 

to toe, growing in women’s and building 

with its own stores — and just showing the 

results. 

Gass told WWD on Thursday that the 

Levi’s brand is “stronger than ever” and 

“resonating around the world.” 

That was backed up by a 9 percent 

increase in second-quarter organic sales 

and a 39 percent rise in adjusted income, 

to $89 million. The outlook for the full 

year was also raised, even while baking in 

higher tariffs. 

Investors traded shares of the company 

up 11.1 percent to $21.93 on Friday.

Jay Sole, an analyst at UBS, described 

the results as “one of Levi’s  best quarters 

over the past few years.” 

“We believe Levi’s ongoing 

transformation into a global, multichannel, 

lifestyle brand for both men and women 

from what traditionally was a North 

America, wholesale, men’s, denim business 

is happening,” Sole said. “This change 

should fuel strong long-term growth.”

The analyst predicted that sentiment on 

Wall Street would improve for Levi’s. 

“Our conversations with investors suggest 

most want to own only the most ‘defensive’ 

and ‘high-quality’ softline names, such as 

TJX Cos. Inc.,” Sole said. “The issue is there 

are very few stocks of this type, and they 

have high price-to-earning ratios.

“As investors have looked for lower P/E 

alternatives, names like Ralph Lauren 

Corp. and Tapestry Inc. have emerged. 

This has boosted sentiment and driven 

P/E expansion for those stocks. We believe 

investors will decide Levi’s belongs in that 

group as the company continues to produce 

more exceptional quarters like it did in Q2.” 

Likewise, Alex Straton at Morgan Stanley 

called it an “impressive 2Q beat” and 

raised his target price on the stock.

And TD Cowen’s Oliver Chen said traffic, 

conversion and pricing were all moving in 

the right direction. 

“Cultural and product relevance 

remains apparent as Levi’s executes on: 

baggy dad jeans, quiet Western aesthetic, 

Nike collaboration, thermal regulation, 

and Y2K cultural relevance,” Chen said. 

“The story at Levi’s is focused, direct-

to-consumer growth on units — +16 stores 

in 2Q and plans to open +250 stores over 

the next five years — and DTC revenue +6 

percent year over year, underpinned by 

product execution combined with better 

inventory management strategies and 

speed,” he said. 

Levi’s has a market capitalization of 

$8.7 billion, putting it well ahead of other 

names wanting to give a new look to the 

market, including Macy’s Inc. (with a 

market cap of $3.4 billion), PVH Corp. 

($3.5 billion) and VF Corp. ($4.8 billion). 

Wall Street is now looking to see if Levi’s 

can make the jump from leading that 

pack to joining other companies that are 

bearing the fruits of steady reinvention, 

including Ralph Lauren ($17.4 billion) and 

Coach-parent Tapestry ($20.5 billion).

The Bottom Line is a periodic business 

analysis column written by Evan Clark, 

deputy managing editor, who has covered 

the fashion industry since 2000.

  It's the third known cyberattack 
on a brand owned by LVMH 
Moët Hennessy Louis Vuitton.

BY JOELLE DIDERICH

PARIS — Louis Vuitton is the latest brand 

in the LVMH Moët Hennessy Louis Vuitton 

fold to be targeted by hackers.

The French fashion house notified 

customers in the U.K. that some of their 

personal data had been unlawfully 

accessed, though it said no payment 

information leaked.

“Louis Vuitton recently discovered 

an unauthorized party accessed some 

of the data we hold for our clients. 

We immediately began taking steps to 

investigate and contain this incident, 

supported by leading cybersecurity 

experts,” the brand said.

“While our investigation is ongoing, we 

can confirm that no payment information 

was contained in the database accessed. 

We are working to notify the relevant 

regulators and affected clients in line with 

applicable law,” it added.

This follows similar attempts to gain 

access to customer data at Dior in China 

and Vuitton in South Korea. 

The latest data breach follows a series 

of cyber attacks on U.K. retailers including 

Marks & Spencer and Harrods. Four 

people have been arrested in the U.K. in 

relation to the April attacks, the National 

Crime Agency said Thursday. 

In a recent interview with WWD,  

Franck Le Moal, group IT and technology 

director at LVMH, said the luxury 

conglomerate was battling a sharp increase 

in cybercrime. 

“There has been an absolutely 

exponential growth in cyber risk in recent 

months,” said Le Moal. “This is a constant 

concern for us. Protecting our customers’ 

data is of utmost importance.”

Despite a global downturn in luxury 

spending that has hit budgets across the 

industry, LVMH is bolstering investment in 

cybersecurity in partnership with Google 

Cloud, he said. 

“But it’s a game of cops and robbers, 

and it’s an ongoing battle,” he said. 

“Unfortunately, despite our best efforts, 

all you need is the occasional tiny flaw 

in the system to benefit this increasingly 

large-scale cyber crime industry. This is 

a challenge for all businesses, including 

luxury.”

Vuitton apologized to its clients, and 

pledged to reinforce guardrails to protect 

sensitive information.

“We continuously work to update our 

security measures to protect against the 

evolving threat landscape, and we have 

taken steps to further strengthen the 

protection of our systems,” it said.

Julius Cerniauskas, chief executive 

officer of web intelligence platform and 

proxy provider Oxylabs, said the spate 

of attacks targeting LVMH brands should 

serve as a red flag. 

“The fact that this is the third breach 

to hit the wider LVMH group in recent 

months suggests more than just bad luck 

— it points to a wider vulnerability in their 

cyber defenses. Whether it’s Louis Vuitton 

in the U.K., Dior, or other parts of the 

group, attackers are clearly finding ways in 

and exploiting weaknesses,” he said.

“This wave of attacks on both luxury 

brands and high-street names shows 

just how attractive retailers are to 

cybercriminals. They hold vast amounts 

of customer data, and when defenses are 

weak or inconsistent, it’s only a matter of 

time before someone takes advantage,” 

Cerniauskas added.

THE BOTTOM LINE

Levi’s Is Taming the Beast  
Of Corporate Reinvention
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  The Los Angeles-based 
premium denim company  
is expanding its men's  
offering in both the  
Citizens and Agolde brands.

BY JEAN E. PALMIERI

It’s time.

That’s what Amy Williams, chief 

executive officer of Citizens of Humanity 

Group, believes about growing the 

company’s presence in menswear.

The Los Angeles-based company, 

which got its start in the premium denim 

business in 2003, has become a major 

player in the women’s business, offering 

everything from dresses and embroidered 

tops to maternity wear.

But while the brand has offered men’s 

since the beginning under its Citizens of 

Humanity label, the category still accounts 

for only about 5 percent of overall sales. 

Men’s is even a newer addition to the 

company’s Agolde fashion label, which 

began offering some styles for guys around 

one-and-a-half years ago.

“We’ve turned our attention to 

menswear in the last two years,” Williams 

said. “We felt really good about where we 

were with both our women’s divisions and 

saw men’s as a big opportunity for both of 

those brands in very different ways.”

She described Citizens as a “quiet, 

luxurious” brand that is “all about quality 

and giving guys a complete, versatile 

wardrobe” that can take them from the 

office to the weekends. Agolde is more 

fashion-forward, targeted to a customer 

“who really loves making a statement in 

fashion,” and is seeking pieces that are 

“more directional and overt.”

The Citizens men’s customer is generally 

30 and older willing to invest in high-

quality, versatile investment wardrobe 

pieces while the Agolde man is younger 

and in tune with popular culture.

She said Citizens is four times the size 

of Agolde, but sales of the more fashion-

forward offering are more than doubling 

every month. Among the retailers that 

carry Agolde are Mr Porter, Ssense and 

Holt Renfrew, while Citizens is carried 

at Selfridges, Harrods, Bloomingdale’s, 

Rothmans and Martin Patrick, “stores that 

tend to have a bit more of a classic men’s 

customer.”

Denim continues to be an anchor of 

both brands, with Agolde “very focused 

on fashion bottoms,” she said, with pant 

offerings in a variety of colors along 

with non-denim silhouettes. She said the 

collection offers everything from “a really 

cool flat-front ‘80s-inspired fit to knits,” with 

70 percent of the business centered around 

bottoms and 30 percent around tops.

At Citizens, the percentage of bottoms 

is even higher, representing 85 percent of 

sales, she said, with a focus on both denim 

and other fabrications that the brand offers 

in five-pocket silhouettes. That includes 

canvas, linen, French terry, twill and sateen.

“A big part of the focus and success 

is our fabric stories,” Williams said, 

singling out the cashmere denim that the 

brand introduced for men last year. The 

fabrics are sourced in Italy and Japan, the 

products are manufactured in Turkey and 

retail for a higher price than traditional 

denim. For example, the cashmere denim 

pants retail for $258 to $278 while a regular 

denim jean averages $198 to $228.

The cashmere denim, and men’s in 

general, performs especially well in the 

company’s own store and online.

“We have our one retail store in Aspen 

and then of course our direct-to-consumer 

site,” she said, “and in those channels, 

men’s is actually about 40 percent of the 

business. And they tend to buy multiple 

pieces. And in those channels, tops 

represent 30 to 40 percent of the total 

business.” As a result, the company is 

adding categories such as polo shirts, 

waffle thermals and outerwear to meet 

demand for products other than denim, 

and to boost sales.

This is the case within the wholesale 

channel as well, she said, pointing to 

Bloomingdale’s, which installed soft shops 

for the brand and is rolling it out to more 

doors. “It really demonstrates the interest 

and opportunities in both the business 

itself and menswear with a mix of ready-to-

wear and bottoms.”

She said the industry in general is 

moving away from just focusing on being a 

“denim destination with walls or tables of 

five-pocket jeans. I think when customers 

appreciate a look from a brand, they want 

to wear those products head to toe.”

Right now the company only operates 

the one store in Aspen but Williams 

believes there’s opportunity to expand 

its retail footprint in the future. “We 

intend to open select stores in other 

markets over time,” she said. “It comes 

down to like finding the right location in 

the right markets with the right financial 

considerations.”

The Aspen store carries primarily 

Citizens merchandise but about 15 percent 

is Agolde and there are also some third-

party brands.

She said the company selected Aspen for 

its first store because the mountain town 

attracts an affluent customer from around 

the country and internationally. “So it’s 

a great showcase for the brand and for 

people around the world to see.”

But for now, the focus is on growing 

men’s within the wholesale channel — 

both with strong department stores as 

well as specialty stores. “As a company, 

we’ve always been very specialty store 

and e-comm-focused and we’ve worked 

with select department stores. The folks 

that we look for are great merchants who 

deliver a really strong, edited [assortment] 

and in-store experience. Then we work 

to become more important in those 

locations, whether it’s with events or pop-

ups or trunk shows or installations. But I 

do see a lot of opportunity with specialty 

stores in the next couple of years.”

Toward that end, the brand will show at 

the Chicago Collective next month — the 

must-attend show for the men’s specialty 

industry — where it expects to see 120 

accounts over the four-day run.

Williams said she believes there’s “an 

opportunity to build more presence in the 

stores we’re in and better define what each 

brand offers so when customers go into 

retail environments or shop online, the 

men’s brands are front and forward with 

a product offer and quality-price equation 

that is better than anyone in the market. 

Clothing has gotten extremely expensive 

over the last five years and I think men in 

particular are looking for beautifully made 

product that makes sense at the price we 

put it out for, and I believe we do that.”

In addition, the company will continue 

to innovate in order to stand out. She said 

next year, Citizens will introduce a tropical 

denim to expand its reach.

And ensuring the fit is right will also 

remain paramount. “Our Citizens design 

team is meticulous about fit, and on the 

Agolde side, we’re bringing the same 

message, but through a fashion lens.”

These goals are also expected to 

resonate outside the U.S. During the 

recently completed Paris Men’s Fashion 

Week, the company officially opened a 

showroom in the City of Light. “It was the 

only market that we served that didn’t 

have a permanent showroom or team,” 

she said, adding that the company would 

rent space during market and then exit. 

“It didn’t really allow us to serve all of the 

men’s market or the different geographic 

territories.”

In addition to the showroom, the 

company brought in staff that will be based 

there.

Citizens also has showrooms in London, 

Milan, Düsseldorf, Munich and Amsterdam 

and a two-person team in Japan to service 

its international business, which represents 

32 percent of sales. Europe alone is around 

20 percent of the business, she said.

Despite the volatile international 

climate, she said that because Citizens 

owns its own factories in Los Angeles and 

Turkey and has longstanding relationships 

overseas, it is able to work closely with 

its partners to navigate the ever-changing 

climate and try to make it work for 

everyone.

“Because we are a brand who prides 

ourselves on quality and longevity — whether 

it’s owning our factories or managing sales 

around the world — it helps us even more in 

these difficult times,” she said.

MEN'S

Citizens of Humanity Sets 
Its Sights on Menswear

Citizens of Humanity is 

offering men more than 

just denim jeans. 

Agolde offers more 

fashion-forward 

silhouettes. 

Amy Williams
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  The "Jessie's Girl" singer talks 
his latest tour, his admiration 
for Paul McCartney and his 
colorful Converse sneakers.

BY JEAN E. PALMIERI 

PHOTOGRAPH BY GEORGE CHINSEE

It was 1981 when Australian American 

rock star Rick Springfield released what 

would turn out to be his biggest hit: 

“Jessie’s Girl.” But his music catalogue 

is much bigger than one song. In fact, 

he recently released a “Greatest Hits, 

Volume 2,” featuring 24 cuts, including a 

rerecorded version of “Jessie’s Girl.”

“It’s the best songs from the last 25 

years,” Springfield said, “including a 

couple of unreleased things. There’s a 

song I did with Sammy Hagar to celebrate 

our Beach Bar Rum company that we 

have together. There’s a thing I did with 

the Foo Fighters that was not really heard 

that much, called ‘Man That Never Was.’ 

There’s a rerecording of ‘Jessie’s Girl’ 

that I did just because everyone asks if 

‘Jessie’s Girl’ is on this album. I wanted it 

to sound better, so I matched the original 

performance, but it sounds bigger, the 

guitar is a little more powerful. I just made 

it more modern — people would probably 

be hard to tell which was which.”

Now 75, Springfield seems to have the 

same energy he did more than 40 years 

ago. In fact, he’s still touring and looking 

every bit the rock star he’s been his whole 

life wearing skinny jeans, leather jackets 

and the Converse sneakers he’s been 

partial to since he was 12.

Springfield made a stop in New York City 

in between shows on his 42-city “I Want My 

‘80s” tour with John Waite, Wang Chung, 

Paul Young and John Cafferty on select 

dates. The tour runs through Aug. 10.

Although he’s been touring consistently 

over the years, most have been “weekend 

gigs,” he said. “I didn’t want to be away 

from home for a long time. But this is 

actually the longest tour I’ve done since 

the ‘80s.”

He said that although he doesn’t like 

the travel, he still loves performing. “I get 

paid to travel, I work for free,” he said 

with a smile. “It’s really true. I love being 

on stage. How can you not? I’ll be 76 in 

August so I don’t know how long we’ll be 

playing, but…”

He said he continues to be inspired by 

Mick Jagger and Paul McCartney, both 

of whom are older than he is and still 

performing. “They’re really pushing the 

envelope for sure,” he said, “showing us 

how far you can go.”

He said he stays in shape by working out 

so he’s ready for his “very aerobic” stage 

shows. “We always come off drenched.” 

He’s also tried to eat “as clean as possible” 

since he was in his 20s, which has helped 

him fit into those skinny jeans.

This year also marks the 40th 

anniversary of Live Aid, the global benefit 

concert organized by Bob Geldof to raise 

money for famine relief in Ethiopia that 

featured dozens of musicians in London 

and Philadelphia simultaneously.

“Benefit [concerts] have been going 

on forever, but that was the first that was 

completely international, with two stages,” 

he recalled. “It was about as big as you 

could get, and it was for a good cause. We 

all thought, ‘now we can finally change the 

world with music.’ It didn’t happen, but it 

was a noble thought.”

He continued: “I never believed that 

throwing money at someone was a way 

to cure anything. It’s not. What it did was 

keep people alive long enough to have 

more babies and exacerbate the situation. 

But I don’t want to sound like a downer on 

it. It was a great, noble thing to do.”

Springfield still believes music can help 

heal and hopes that something will be 

organized to help the people affected by the 

recent floods in central Texas. “That’s where 

money can actually do some good because 

there needs to be a lot of repairs and 

changes,” he said. “I had to stop reading 

about it. I just can’t imagine what those 

parents are going through and no benefit is 

going to change anything for them.”

Springfield, who’s been married to 

Barbara Porter since 1984, has two children 

of his own and is about to be a grandfather 

— undoubtedly a cool grandfather.

In the “Jessie’s Girl” video, he wears a 

skinny suit and tie with sneakers as well 

as baggy pants with a skintight T-shirt and 

even a tight white undershirt. “I never 

wore spandex or anything like that through 

the ‘80s,” he said. “I came up with the 

idea of a suit with sneakers because I wore 

sneakers all the time and I feel comfortable 

in them. And I certainly had limited funds 

for buying clothes back then.”

Ditto for the video.

“They gave us $1,500 to make two 

videos, for ‘Jessie’s Girl’ and ‘I’ve Done 

Everything for You,’” he said. Because 

they couldn’t afford permits, they set 

up in the back of the Guitar Center in 

Hollywood at 3 a.m. for “Jessie’s Girl,” 

set up “and blasted the music until the 

cops came. Then we threw everything 

in a van and took off.” The second video 

was filmed in a strip club from 2 to 4 a.m. 

because it was free.

Today, he’s got a bit more money to 

spend on his wardrobe and is partial to John 

Varvatos, but he also shops a lot online. 

“I just put in ‘cool pants’ and go looking 

through them all. It’s all hit and miss stuff.”

Except for his trademark Converse 

sneakers. Springfield said when he 

couldn’t find them in any colors but black 

or white back in the day, he started to 

dye his own. “It became quite a thing and 

I was kind of responsible for Converse 

becoming cool in the ‘80s.”

Looking at the music scene today, 

Springfield said he’s still a fan of The 

Beatles, along with Virginmarys and even 

Taylor Swift. “There have been some 

Taylor Swift songs that were amazing and 

had great hooks,” he said. “I don’t limit 

myself to what’s cool and what’s not. I did 

a rock version of ‘Roar’ for a little while 

because I thought it was a great song.”

Springfield also continues to act and 

just wrapped “All’s Fair,” a legal drama 

scheduled to be released this fall on Hulu 

with Ryan Murphy, Naomi Watts, Kim 

Kardashian and others.

And his role? “I play a musician 

unfortunately. I played a doctor, too, but 

I’m not a doctor,” he said of his famous role 

as Noah Drake M.D. on “General Hospital.” 

“At least this gives us some believability 

because people know me as a musician.”

So how much longer does Springfield 

expect to be in the public eye? “I always 

wanted a long career,” he said. “The 

reason to stop is if the gods call it or you 

no longer find joy in it. And I still find 

great job in playing.”

EYE

Catching Up With Rick Springfield

Rick Springfield 
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  Elvira Gasanova, whose 
clothes have been worn by 
Ukraine’s president Volodymyr 
Zelenskyy, has been working 
with the heavyweight  
boxer for four years.

BY ROSEMARY FEITELBERG

With the battle between heavyweight 

champions Oleksandr Usyk and Daniel 

Dubois at Wembley Stadium less than a 

week away, Usyk is expected to show off 

his Ukrainian heritage.

The 38-year-old will be taking two custom 

looks from the Ukrainian designer Elvira 

Gasanova — one for the pre-fight press 

conference and the other for a gala — for his 

trip to London. The undisputed champion 

in both the cruiserweight and heavyweight 

categories — the third male boxer in history 

to have achieved that — Usyk will be taking 

home $132 million for his rematch with 

Dubois, whom he first fought in 2023. More 

than 90,000 fans are expected to attend to 

catch every last swing.

Usyk and Gasanova have been 

collaborating for the past few years. In 

2021, after one of Gasanova’s clients 

connected them, the designer said her 

reaction was, “I don’t know how. I don’t 

know what, but of course, I will do it.”

Usyk, whom she called a “super 

interesting and a super creative person,” 

trains in Spain, but his home is in Kyiv, 

Gasanova said. For the Wembley Stadium 

fight, as with other key appearances, 

she sent him a few sketches first and he 

offered a couple of suggestions. “It’s not 

just a matter of clothes. After his boxing 

matches, a lot of people and [members 

of the] press want to understand why he 

chose what he did,” the designer said.

This weekend’s choices include a long 

white jacket with a cape, which is meant 

to be a modern take on the Cossack. The 

Cossacks were seminomadic warrior 

people in Ukraine and southern Russia 

who exchanged military service for aspects 

of self-rule. Rounding out the look will 

be a traditional karakul hat, lab-grown 

Ukrainian diamond earrings and a brooch 

inspired by ancient Ukrainian jewelry. 

(Gasanova has a new collaboration with 

Solo for Diamonds.) Usyk will also have 

a Gasanova-designed burgundy suit — a 

color meant to evoke “the color of Cossack 

blood and bravery,” she said. The trousers’ 

shape is reminiscent of the traditional 

“sharovary” symbol of freedom. The 

boxer personally requested the silver 

embroidery on the jacket as a sign of 

“the nation’s code,” the designer said. 

That embellishment includes a grapevine 

motif — symbols of fertility and life, and 

geometric elements — signs of order and 

the disciplined heart of a warrior.

Needless to say, the Ukraine-based 

designer will be tuning in to watch the 

Wembley Stadium showdown live, even 

though it will be 2 a.m. local time. “I 

wanted to be there, but right now I am 

in my eighth month of pregnancy. That’s 

why I can’t be there. But of course, we will 

watch it.”

In the lead-up to the fight, Usyk and 

Gasanova have been in touch a few times 

each week. “I’ve been sending him lots 

of messages explaining how to wear 

everything. He’s training a lot. This is a 

hard time for him one week before the 

fight,” she said. “He’s super happy and is 

always smiling. He wrote to me, ‘Thank 

you. This is super cool and I will look 

super elegant.’ He is really a nice person.”

With the Russian invasion of Ukraine 

in its third year, Gasanova, who works in 

Kyiv during the day, said, “All of us want 

to think that it is coming to an end, but 

it’s not. Every day is harder and harder. 

We really don’t know what tomorrow will 

bring,” she said. “In the center of Kyiv, 

there are attacks mostly at night. I live in 

Bucha, which is about half an hour from 

Kyiv so at night it’s safer there.”

This weekend’s boxing match isn’t the 

only international square-off that Gasanova 

has been tied to. She unexpectedly became 

embroiled in the controversy that kicked 

off after Ukrainian President Volodymyr  

Zelenskyy wore a long-sleeved polo shirt 

and casual pants that she had designed to 

meet with President Donald Trump at the 

White House. But as a result of the media 

exposure, many people from all over 

the world wanted to buy the shirt, not to 

wear, but as a sign of support, Gasanova 

said. “After Usyk’s fight, maybe it will be 

something else. We’ll see. He’s always 

heroic for Ukrainian people.”

  The Chicago Cubs outfielder 
is working with stylist Kesha 
McLeod on his red carpet outfit.

BY JEAN E. PALMIERI 

Pete Crow-Armstrong is ready to raise 

his fashion profile.

The centerfielder for the Chicago 

Cubs, affectionately known as PCA, will 

be making his first appearance at Major 

League Baseball’s All-Star Game on 

Tuesday night in Atlanta. And with that 

comes a whole new world for the 25-year-

old California native. 

“This will be my first red carpet,” he 

said of the Instagram-ready event that will 

be held the afternoon before the game at 

The Battery Atlanta.

Although he said he loves clothes, Crow-

Armstrong acknowledges that when it 

comes to fashion, “I’m still immature.

“I wear a lot of Adidas because I’m 

under contract with them for baseball,” 

he said. “But I love Chrome Hearts. I don’t 

have the money to buy a ton of that yet, 

but I think it’s one of the coolest brands.” 

He’s also a fan of Fear of God and recently 

discovered KidSuper.

So when MLB and his agent offered 

to connect him with a stylist to get him 

fashion-ready for the All-Star Game 

festivities, he jumped at the chance. 

Although the league doesn’t employ a 

fashion editor directly, it works to connect 

sports-specific stylists with players for 

high-profile events. In the case of Crow-

Armstrong, he was set up with Kesha 

McLeod, a creative director, author and 

stylist who has worked with everyone from 

Serena Williams and NBA star P.J. Tucker 

to the NFL’s Deebo Samuel over the course 

of her 20-plus-year career.

“He’s the quintessential client,” McLeod 

said. Not only is he easy to fit with his 

6-foot, 184-pound frame, but he’s also a 

risk-taker, known to dye his hair blue or 

cut star patterns into it.

During their initial conversations, 

McLeod first asked about his favorite 

brands, which also include Acne and 

Kith, as well as his style icons — the NBA’s 

Devin Booker, the NFL’s Ray-Ray McCloud 

and her client P.J. Tucker among them. 

That led her to start calling in pieces she 

thinks will be a fit, including Amiri, Diesel, 

Lemaire, Helmut Lang, Issey Miyake, 

Isabel Marant, KidSuper and Enfants 

Riches Deprimes in apparel, along with 

Zenith watches and David Yurman jewelry.

“I was excited to pull runway looks for 

him for the red carpet and surrounding 

events,” she said. “This is my chance to 

introduce him to something new. And I 

want to make sure he has watches and 

jewelry for every look.”

Although their first meetings were 

virtual, McLeod flew to Atlanta and they 

met on Saturday to finalize the looks.

Crow-Armstrong said in general he 

thinks he dresses “pretty well, but I still 

have days when I’m lazy.”  He tends to 

lean toward “dressed-down outfits,” and 

is partial to “baggy” looks, something 

he knew wasn’t going to cut it for a red 

carpet. “I know that’s hard to accomplish 

for a good suit look,” he said. But don’t 

expect a necktie. “I’m definitely not a tie 

guy,” he said.

He realizes that his physique allows him 

to have an easy time finding clothes, but he 

still tends to “go big rather than small. My 

only problem is my thigh area. I have big 

thighs, so I don’t like skinny clothes.”

And his hair? Will he be dyeing it to 

match the outfit? Crow-Armstrong laughed: 

“It’s all natural — the curls are coming 

back. I’m going to keep it normal for my 

first All-Star Game.”

Although he’s enjoying his new foray 

into fashion, he said not to expect him 

to be dressed to the nines for the whole 

season. Although he admires the tunnel 

fits that the NBA players have embraced, 

he doesn’t think it’s realistic for baseball 

players to follow in their footsteps. “We 

play 162 games — the NBA also plays a lot 

of games, but only half as many as our 

season. So it’s hard for us to have a big 

enough repertoire, and we’re on the road 

so much. Certain guys, like Francisco 

Lindor, can pull it off, but it’s hard for the 

rest of us.”

Even so, after working with a stylist 

for the first time, who knows where it 

may lead. For McLeod, she’s confident 

that this experience is just the start of 

Crow-Armstrong’s fashion journey. “You 

might see he and I in Paris and Milan next 

season,” she said.
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Oleksandr Usyk Gears for Next Fight 
With Aid From Ukrainian Designer
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Pete Crow-Armstrong on Getting 
Ready for His First All-Star Game
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Chaos. Upheaval. Uncertainty.
To sum up 2025 in one word, it has been chaotic. From 

rollercoaster tariff rates to logistics disruptions and geopolitical 

upheaval, the industry has been forced to navigate quickly 

changing dynamics. 

On Sept. 25, Sourcing Journal’s Fall Summit - COUNTERING 

CHAOS -  will gather experts to discuss top-of-mind topics 

including the shifting sourcing map, transportation turbulence 

and  where sustainability fits in amid other pressing priorities. 

Join us for the insights you need to help your business come 

out of the chaos stronger. 

Registration is now open.
BUY YOUR TICKETS NOW TO TAKE ADVANTAGE OF EARLY BIRD RATES

Sponsorship Inquiries
Deborah Baron

dbaron@fairchildfashion.com

Attendee Inquiries
Trish Reidy

preidy@fairchildfashion.com
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  The Australian brand that 
creates knockoffs of bestselling 
skin care and cosmetics has 
already landed on shelves in 
Belgium and the Netherlands, 
and will roll out to more than 
600 Superdrug stores across 
the U.K. on July 21.

BY SAMANTHA CONTI

LONDON – MCoBeauty, the Australian 

brand looking to democratize the business 

by creating affordable dupes, is planting its 

flag in more countries in Europe.

The brand, which launched in 2020 with 

six products, was fully acquired earlier this 

year by DBG Group in a transaction led by 

its founder Shelley Sullivan. The valuation 

was $1 billion.

It will launch exclusively at Superdrug 

in the U.K. on July 21. The brand has 

already been selling in Belgium and the 

Netherlands through Kruidvat, a Dutch-

owned retail, pharmacy and drugstore 

chain that specializes in health and beauty.

Fueled by social media influencer 

reviews, it is the number-one cosmetics 

brand in its home market of Australia. It 

has been gaining traction rapidly in the 

U.S., where it launched in 2024 through 

Kroger’s Family of Stores. The brand 

subsequently entered Target Corp.

The Superdrug launch is nationwide, 

with MCoBeauty set to sell in the majority 

of the retailer’s 800 stores. It will offer 

240 stock keeping units including color 

cosmetics, skin care and body mists, at 

dedicated kiosks and in multiple locations 

around the Superdrug stores.

In line with its value pitch, all products 

will be priced 15 pounds or less. Products 

include Super Glow Bronzing Drops; Grip 

Primer Base, and Australia’s number-one 

bestseller, XtendLash Mascara, a tubing 

product that washes off with warm water.

Peter Stocks, MCoBeauty’s European 

marketing director, said the company is 

anticipating “hot demand” in the U.K., 

which he described as one of the most 

“sophisticated and savvy” beauty markets. 

“We know our viral products will be hunted 

down from the second we launch,” he said.

Simon Comins, chief commercial officer 

at Superdrug, said MCoBeauty’s “trend-

led virality and reputation for delivering 

‘luxury for less’ perfectly meets the desires 

of the Superdrug beauty shopper.”

He added that MCoBeauty and 

Superdrug were “very aligned, and 

together we are on a mission to prove 

that up-to-the-minute, quality beauty 

innovations can be delivered at affordable 

prices. We’ve had our eye on the social 

buzz building around MCoBeauty for a 

while now, and so we know that the brand 

will go down a storm with the savvy, trend-

led, Superdrug customer.”

Sullivan founded the brand as a more 

affordable spin-off of her premium beauty 

company ModelCo. Sullivan, a former 

model agent, founded ModelCo in 2002, 

offering self-tanning products and color 

cosmetics. Over the years, ModelCo. has 

collaborated with brands including Karl 

Lagerfeld and Hailey Bieber (before she 

launched Rhode, and when she was still 

Hailey Baldwin).

Sullivan is an industry insider, so it’s 

no surprise that MCoBeauty has been a 

success in a market that’s dominated by 

premium and luxury products. MCoBeauty 

arrived at a time of rising prices, and a 

swelling interest in makeup and skin care — 

especially among teenagers and young girls.

The marketing is social-first, with legions 

of influencers reviewing products on 

TikTok and other platforms, speaking to 

MCoBeauty’s one million digital followers 

worldwide.

It launched as a direct-to-consumer 

brand and on supermarket shelves in 

Australia. There are no stand-alone stores.

Similar to its clothing equivalents Zara, 

Mango and H&M, it is quick to market, 

taking around 16 to 20 weeks to get its 

dupes on the shelves. The company has 

created more than 1,000 products over the 

past five years.

MCoBeauty’s aim is to disrupt the top 

five players in any given market, and then 

become a top five player itself.

DBG, which is owned by the billionaire 

Dennis Bastas, took a 50 percent stake 

in MCoBeauty in 2022, and assumed full 

control at the start of 2025. According 

to sources, the company generated $63 

million in sales in 2023 — up 241 percent 

from 2022’s $18.5 million.

  In May, China's share of  
the U.S. apparel sourcing 
market fell below 10 percent 
for the first time in more  
than two decades.

BY KATE NISHIMURA

Clothing imports from China fell to a 

22-year low in May and were down by more 

than half (52 percent) from the same period 

in 2024 amid escalating tariff tensions 

between Washington and Beijing that have 

since resulted in a patched-up trade truce.

For the first time in decades, China’s 

share of apparel imports into the U.S. 

market dropped below 10 percent. May saw 

the sourcing superpower account for just 

9.9 percent of clothing imports — a plummet 

from the year-ago period, when China 

represented 19.9 percent of all apparel 

brought into the American market.

The May trade insights, compiled by 

University of Delaware professor of fashion 

and apparel studies Dr. Sheng Lu using 

U.S. International Trade Commission 

(USITC) data, revealed that tariff rates on 

fashion products (especially steep duties 

on China-originating goods) ballooned 

beyond levels seen in the modern era.

As a result of the Trump administration’s 

reciprocal tariff regime, the average tariff 

rate for U.S. apparel imports grew to 23.8 

percent in May, up several points from the 

already record-setting 20.8 percent seen 

in April (and substantially higher than the 

13.9 percent average rate in May 2024, and 

even the 14.7 percent rate of January 2025, 

before the president’s second term began).

China predictably faced the brunt of that 

burden for several weeks after a tit-for-tat 

spate of escalating tariff threats between 

President Donald Trump and Chinese 

trade officials. On April 9, the president 

set a 145 percent duty rate on China-

originating products — an unprecedented 

measure that was reversed on May 12 when 

U.S. cabinet officials traveled to Geneva to 

meet with their Chinese counterparts and 

brokered a truce that reduced the duty 

rate on both sides significantly.

The duty hike had the effect of reducing 

apparel imports from China sharply, 

but those that did enter the U.S. market 

during May faced tariff rates averaging 

an unprecedented 69.1 percent, up from 

55 percent the month prior, 37 percent 

in March and 22.1 percent in January. Lu 

calculated the applied tariff rate on apparel 

by dividing the duty rate by the value of 

imports. All told, while the overall value of 

apparel imports decreased 7 percent year-

over-year, import duties grew by almost 60 

percent during the same time frame.

“In May, I think most of the [average 

apparel tariff] increase was because of 

China. And for the rest of the world, they 

were charged a 10 percent universal tariff 

rate. Some products, especially those from 

Asia, were able to enter [the country] in 

May before the new tariff rate hit,” Lu said.

Across the board, all countries paid more 

duties on apparel in May than they did 

in previous months due to the universal 

baseline tariff. Vietnam’s average apparel 

import duty rate reached 25.9 percent, 

up from 20.5 percent in April, while 

Bangladesh saw a similar percentage jump 

from 17.8 percent to 21.1 percent month-

over-month. India’s average clothing tariff 

rate climbed from 15.8 percent to 20.1 

percent, while Cambodia’s increased from 

19.7 percent to 24.6 percent.

There were winners to be found in 

May, however, and their growing import 

values correlated with manageable tariff 

rates. Mexico, for example, saw its average 

import duties paid on apparel products 

decrease from 2.2 percent in April to 1.4 

percent in May — nearly the same rate it 

paid one year ago.

But Mexico’s apparel import values 

jumped considerably year-over-year, by 

12.2 percent. The country’s apparel imports 

are covered by the U.S.-Mexico-Canada 

Agreement (USMCA), giving them duty-

free access. However, the country still only 

accounted for 4.6 percent of U.S. apparel 

sourcing in May.

The biggest players are still the Asian 

nations, many of which have received letters 

from the Trump administration regarding 

their new, double-digit tariff rates. They 

also faced threats against transshipment, 

or rerouting products from other countries 

with the goal of evading tariffs.

Lu, like other experts, believes the 

reference may allude to the administration’s 

intent to revisit content requirements and 

Rules of Origin, as true transshipment 

of finished goods is already illegal. In his 

view, “The signal is very clear — the Trump 

administration not only wants to decouple 

from China, but it wants Asian countries to 

decouple their supply chains from China.”

But the Trump administration’s long-

held goal of encouraging Asian nations 

to abandon China as a partner “does not 

appear to be realistic, at least in the near to 

medium term,” with so much dependence 

on the country for inputs, he said.

For example, Organization for Economic 

Co-operation and Development (OECD) 

data from 2020 (the latest year for which 

insights are available) showed that about 

55.4 percent of the value of Vietnam’s 

textile and apparel gross exports contained 

content added from other countries —

including 26.6 percent contributed by 

China. UNComtrade data was even more 

stark, showing that China accounted for 

63.8 percent of the $16.6 billion in textile 

imports to Vietnam in 2023, a “notable 

increase” from 37.4 percent in 2010.

Meanwhile, Vietnam represented the 

biggest apparel supplier to the U.S. in May, 

accounting for 21.7 percent of clothing 

imports. Limiting or discouraging access 

to the imported raw materials needed to 

produce apparel products could easily 

threaten Vietnam’s stability as a sourcing 

base, Lu believes.

The same is true for many of America’s 

current top suppliers, which in May 

included Bangladesh (which accounted 

for 9.7 percent of U.S. apparel import 

market share), Dominican Republic-Central 

America Free Trade Agreement (CAFTA-DR) 

countries (10.4 percent), India (8.2 

percent), Indonesia (5.1 percent), Cambodia 

(5.2 percent) and U.S.-Mexico-Canada 

Agreement (USMCA) members (5.5 percent).
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MCoBeauty Is Bringing 
Its Dupes to Europe

BUSINESS

U.S. Apparel Imports From 
China Drop Amid Tariff Tensions

MCoBeauty, the 

Australian company that 

specializes in dupes, is 

moving into Europe. 

Shipping containers at 

the Port of Los Angeles. 
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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.
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Fit For  
A Gent
Theo James is back with 

Church’s for another 

campaign in his recurring 

role as an English gentleman.

This time, the British actor 

means business as he moves 

around an Oxfordshire manor.

The campaign is titled “A 

Day in the Life,” with James 

in his silk pajamas and robe 

as he enjoys a cup of tea 

with a pair of boots on. It’s 

an oddly eccentric image 

that feels naturally English.

In another shot, the actor 

is in a suit and tie with a 

paper airplane in his hand 

resting his sleek black 

boots on a wooden desk.

James roams around the 

manor on a bike and then 

rests up in bed with pages of 

a newspaper around him — 

all while wearing a selection 

of smart Church’s shoes.

The role of an English 

gentleman is nothing new 

to James.

He’s the star of Netflix’s 

“The Gentlemen,” playing 

Edward “Eddie” Horniman, 

the new 10th Duke of 

Halstead, who overnight 

goes from being a United 

Nations peacekeeping 

officer to a duke to a 

gentleman gangster, 

swapping his camouflage 

uniform and plaid shirts for 

fisherman jackets, car coats 

and sharp smoking suits.

The busy actor has been 

getting busier as of late as 

he recently partnered with 

Ed Templeton, cofounder 

of Carousel on Charlotte 

Street, to open Lupa, a 

Roman-style neighborhood 

restaurant in Highbury.

James and Templeton 

have enlisted a helping hand 

in the kitchen from chef Naz 

Hassan, a former head chef 

at Pidgin in Hackney. 

— HIKMAT MOHAMMED

Photo Call
Sustainability took center 

stage on the seventh 

floor of Printemps on 

the closing day of Paris 

Couture Week, as the 

Grand Prix Photography & 

Sustainability 2025 exhibit 

officially opened with a 

cocktail Thursday evening.

The event marked 

the launch of a thought-

provoking exhibition 

where fashion, art and 

environmental activism 

converge — on the very 

floor that houses the 

retailer’s vintage and 

upcycled collections.

Now in its fourth edition, 

the award, presented by 

creative recruiting firm 

Eyes On Talents and 

the Paris Good Fashion 

organization, celebrates 

photographers and visual 

artists who use aesthetics 

to drive forward a vision of 

a more responsible world.

“This award isn’t just 

about photography, it’s 

about igniting a worldwide 

dialogue on sustainability,” 

organizers said.

This year’s laureates, 

including Clara Chichin, Jeff 

Rich, Just Willis and the 

mononymous Flama, were 

selected from 73 global 

submissions.

Titled “Look Again” and 

created in collaboration 

with fellow Venezuelan 

artists, Flama’s project 

transforms existing 

works into wearable 

objects, blurring the lines 

between fashion, art and 

sustainability.

“We need to reconcile 

with what we were before 

we were told to want more,” 

Flama said. “In the past 

we didn’t know we wanted 

more and more and more. I 

wanted to look at what we 

used to value before we 

started to value the fact 

of always consuming,” he 

said. He aimed to make a 

statement about longevity 

and sustainability, as well 

as reframing fashion.

For the now Madrid-

based artist, it was also 

a healing project — one 

that helped mend the “rift” 

with his home country by 

working with Venezuelan 

artists to create a new way 

of viewing their work.

His winning entries are 

part of an ongoing project 

that has so far spanned 

eight years, and will 

continue, he said.

Two winners hail from 

the U.S.

Rich’s work, “Yield,” is a 

visual study of Montana’s 

scarred landscapes after 

decades of mining, including 

creeks filled with waste 

and the recent expansion 

of oil fields. Willis’ collage 

work reflects on “Bread and 

Circus,” the Roman-age 

concept of citizens giving 

up their political power in 

exchange for entertainment, 

as well as the U.S. legacy of 

slavery.

From France, Chichin’s 

work is an exploration of 

urban parks that create 

natural refuges in the heart 

of cities, reframing them as 

spaces of resistance and 

wonder.

Printemps Group chief 

executive officer Jean-

Marc Bellaiche sat on the 

jury alongside ANDAM 

president Nathalie Dufour, 

Diptyque chief brand 

officer Nathalie Chopra, 

Institut Français de la Mode 

dean Xavier Romatet, Paris 

Good Fashion president 

Sylvie Ebel, and Eyes on 

Talents partner Astrid de 

Montessus, among others.

The exhibit was curated 

by Vittoria Matarrese and 

will run through Aug. 31 

at Printemps’ Boulevard 

Haussmann Paris flagship 

before traveling to 

Printemps New York later 

this year. — R.R.

New Signing
IMG Models has signed 

18-year-old Grace Bowers, 

an award-winning guitarist, 

singer/songwriter and 

bandleader. IMG will 

help Bowers secure 

opportunities in the fashion 

and beauty space.

Hailed as a “guitar 

prodigy” by Rolling Stone, 

the California-born 

performer began playing 

in dive bars, inspired by the 

blues of B.B. King as well 

as the soulful funk of Sly 

and the Family Stone. She 

resides in Nashville.

Bowers’ breakout 

moment came when videos 

of her playing guitar on 

social media went viral 

during the pandemic and 

she has become one of the 

most sought-after young 

guitarists.

She recently performed 

at the 67th Annual Grammy 

Awards with Chris Martin 

of Coldplay, at Love Rocks 

NYC with Peter Frampton 

and Trey Anastasio, 

alongside Dolly Parton on 

CBS and with Lainey Wilson 

as part of CBS’ New Year’s 

Eve Live celebration.  

She’s been busy touring this 

year with such performers 

as The Red Clay Strays, 

Gary Clark Jr., Slash and 

The Roots.

Bowers’ debut album, 

“Wine on Venus,” was 

produced by John Osborne, 

and released independently 

in August 2024. She has 

headlined sold-out shows 

in Japan, New York City 

and Los Angeles, and has 

appeared at festivals such 

as Bourbon & Beyond, 

Telluride Blues and Brews, 

BottleRock, Pilgrimage 

Music & Culture Festival, 

and “Let Freedom Sing,” 

Nashville’s Fourth of July 

concert.

Bowers made her Grand 

Ole Opry debut on her 18th 

birthday last July 30, and 

was named a U.S. Global 

Music Ambassador by 

the U.S. Department of 

State. She continues to 

be represented by WME 

and managed by Scooter 

Weintraub, Pam Wertheimer 

and Pam Adams at W 

Management.

Bowers raised  

$30,000 with her second 

annual “Grace Bowers & 

Friends” benefit shows, 

$15,000 of which was 

donated to MusiCares. 

— LISA LOCKWOOD

Theo James for Church’s.

Grace Bowers 

A winning work from Flama’s “Look Again” series. 


