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Fashion. Beauty. Business. 

The hands behind some of the most iconic hairstyles of the past three decades,  
Chris McMillan is finally stepping center stage with his eponymous hair line,  

launching Aug. 12 exclusively at Sephora. For more, see pages 4 and 5.
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A Good Hair Day

By the 
Numbers

Saks Global reported 

declines in both the 

top and bottom lines 

but cited progress in 

its reinvention. 

Page 2

Tough Time
Swatch Group's profits 

fell 88 percent in  

the first half, dragged  

down by Greater China. 

Page 3

Soles Rising
Santoni saw a 10.5 

percent leap in sales, 

boosted by the U.S., 

women's footwear 

and its own retail. 
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  The brand was founded by 
Diarrha N’Diaye-Mbaye in 2021.

BY JAMES MANSO

Ami Colé is set to close in September.

The brand, founded by Diarrha N’Diaye-

Mbaye in 2021, will cease operations in 

September. 

The decision comes on the heels of an 

expansion with Ami Colé’s partnership 

with Sephora in 2024, and it counted 

L’Oréal’s BOLD venture capital arm, True 

Beauty Ventures, Imaginary Ventures, 

Greycroft and Debut Capital as investors.

“I’m genuinely curious about the 

fate of this beauty industry — that is so 

multifaceted and complex, and more 

complex than the pace of which we’re 

measuring success,” N’Diaye-Mbaye told 

WWD of the decision. “Partners like 

Sephora are really trying their best, but 

there needs to be a sit-down of all of the 

minds, the brands, the retailers and the 

investors in the community to understand 

if we are going to all hold hands together 

or say ‘we don’t care’ together. The 

misalignment is really painful.”

N’Diaye-Mbaye first revealed the 

decision to shutter the brand in an essay in 

New York Magazine’s The Cut Thursday.

N’Diaye-Mbaye spent time in media 

and working at both L’Oréal and Glossier 

before creating the brand, which was 

meant to tap into the no-makeup-makeup 

aesthetic for melanin-rich skin. “It was 

very clear that Black experiences and 

Black beauty were very much in the 

peripheral view and not really celebrated 

in their true glory,” she said at the time of 

the brand’s debut.

Ami Colé launched after the murder of 

George Floyd in 2020 and the ensuing rush 

of financial and retail support for Black-

owned brands. As reported, that landscape 

has changed considerably, with funding 

drying up for Black-owned brands and 

broader DE&I rollbacks under the current 

presidential administration hindering 

institutional support.

“I worked really hard as a solo founder, 

and every single one of my investors can 

attest that I have turned every rock and 

stone and pebble to make sure that we 

were as diligent as possible,” N’Diaye-

Mbaye said. “Are we a business? Yes. Do 

businesses fail? Yes.”

Businesses of all sizes are feeling the 

heat, with the Estée Lauder Cos., Coty 

Inc. and most recently, Shiseido Americas 

reducing their headcounts.

“I came to the table sometimes with a 

lot of very hard questions that, being a 

pioneer and the first brand to do a lot of 

things, especially at this speed, couldn’t 

be answered,” she said. “I can only say I 

tried my very, very best; I wish the fate was 

different. I wish this was a billion-dollar 

company, and every investor I spoke to in 

2019 and 2020 believed it could be. It’s sad 

that that could not come to fruition.”

  The company confirmed  
the job cuts but declined  
to quantify them.

BY JAMES MANSO

Shiseido Americas is the latest beauty 

giant to trim its headcount.

“Shiseido Americas has undertaken a 

business transformation to return to growth 

and profitability. As part of this process, 

we have made the difficult decision to 

eliminate certain roles within the company 

and a number of our employees have been 

adversely impacted,” the company said 

in a statement. “We are grateful to our 

departing colleagues for their contributions 

to Shiseido Americas and we will provide 

these employees with transition support.”

The company declined to quantify how 

many roles were impacted. 

“As we know all too well, today, Shiseido 

Americas finds itself deeply challenged on 

multiple fronts. Despite our best efforts 

and hard work, business performance has 

declined significantly through 2024, and 

the 2025 outlook remains bleak,” wrote 

Alberto Noé, the company’s interim chief 

executive officer, in the memo. CEO Ron 

Gee departed the organization in April.

Noé went on to note broader challenges 

impacting the beauty market both in the 

U.S. and globally, such as high inflation 

and “economic uncertainty.” 

“This untenable combination of factors 

has led to a truly difficult decision. Today, 

as we work to secure the viability of our 

organization, we undertake a wide-ranging 

and significant reduction in our workforce. 

These layoffs will impact many employees 

across multiple businesses, functions and 

locations.”

The layoffs were revealed in an internal 

memo first posted by the Instagram 

account @esteelaundry and understood 

by WWD to be authentic. The memo was 

dated Wednesday.

According to the company’s global 

financial results for the first quarter, 

released in May, declines of 19 percent in 

the Americas were largely driven by Drunk 

Elephant, which fell more than 60 percent. 

Conversely, Shiseido’s namesake brand 

and Clé de Peau Beauté both posted gains 

in the low-single and high-teen percentage, 

respectively.

Shiseido isn’t the only company feeling 

broader headwinds. Last year the Estée 

Lauder Cos. Inc.’s CEO Stéphane de La 

Faverie unveiled his “Beauty Reimagined” 

strategy to ignite growth at the 

conglomerate, which included a reduction 

in headcount estimated to be as large as 

7,000. In April, Coty Inc. cut 700 jobs. 

Last week, rumors circulated that L’Oréal 

was considering merging its Hong Kong 

and mainland China offices in a move that 

would affect 200 employees, though the 

company denied the claims.
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A new podcast from WWD.

Hosted by Chief Content Officer Jim Fallon  

and Style Director Alex Badia.

 

Featuring savage takes from fashion’s most  

influential designers and thought leaders.

Click here to listen to this week’s episode

This week’s guest: Willy Chavarria
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  Limited-run collaborations are 
being offered at select resorts 
for guests and shoppers.

BY ROSEMARY FEITELBERG

Knowing that shopping can be an 

activity or a necessity depending on 

the guest, a few resorts have planned 

accordingly with fashionable items that 

can be found without leaving the property.

The Loren Hotels has teamed up with 

the hat designer Sarah Bray to create 

customized designs for its outposts in 

Bermuda and Austin. Bray, who has her 

own store in Bermuda, specializes in an 

environmental approach to design, by 

offering hats that are made from vintage, 

recycled and biodegradable materials. 

Starting Aug. 1, the Loren Hotels will offer 

the Bray-designed limited-edition sun hats 

that will have ribbons with hand-painted 

artwork by local artists. For Bermuda, the 

hats will have ribbons that feature Alshanté 

Foggo’s art. And for the Austin hotel’s 

selection, the abstract artist Erin Donahue 

will be doing the honors.

There are also plans to unveil Bray’s 

collaborative hats at The Loren’s Turks and 

Caicos site, which is expected to open next 

year. A second hotel in Bermuda is being 

planned for Elbow Beach in 2027. In the 

meantime, starting next month shoppers 

can buy the hats through the The Loren’s 

Instagram and via its concierge desks in 

Austin and Bermuda.

Nobu Hotel Ibiza Bay is now offering 

a capsule collection with the luxury 

Parisian men’s swimwear and resort wear 

company True Tribe. The brand’s slow-

living lifestyle is in synch with Nobu Hotel 

Ibiza Bay’s ideology so now there are 14 

styles to choose from. All of the textiles 

are handcrafted in True Tribe’s Zero Waste 

Studio. One key resource for the brand is 

Econyl, regenerated nylon that is made 

from discarded fishing nets and plastic 

waste that is found washed up on beaches.

Guests and locals can shop the True 

Tribe creations that feature bespoke lunar 

and solar embroidery at a pop-up shop 

in the Ibiza Bay Spa by Six Senses, while 

supplies last. They can also learn about 

the brand’s purposeful collection there. 

Shoppers have José Manuel Molina, the 

general manager of Nobu Hotel Ibiza  

Bay, to thank for the options. He is such 

a fan of True Tribe that he reached out 

directly to founder Alexandre Sundberg 

about the prospect.

Another Ibiza property, the upscale beach 

club and restaurant Casa Jondel, is offering 

a cold plunge, a breathwork challenge and 

pop-up shop with T-shirts, a rash guard, 

hat and other items from July 26 to 31. 

The apparel will be from Humanrace by 

Pharrell Williams. On July 26 and 27, Adidas 

lead trainer Pol Cejas will offer guided 

breathwork sessions on the beach with 

limited availability for the general public.

In Paris, L/Uniform has served up an 

exclusive collaboration with Hôtel Costes to 

celebrate the brand’s 10-year anniversary 

and the hotel’s 30-year milestone. A handful 

of bags are being sold via the L/Uniform 

boutique and its site, and select items are 

available at Hôtel Costes. The washable and 

repairable bags are in black and white. The 

No. 72 Foldable Bag and the No. 139 The 

Postman are offered at the hotel. The No. 

25 The Belt Bag, the No. 151 Tote Bag, and 

the No. 139 The Postman are being sold via 

L’Uniform’s store and its site.

In honor of its 55-year anniversary, Il 

San Pietro di Positano on Italy’s Amalfi 

Coast has debuted the Il San Pietro 

boutique that is offering an exclusive line 

of hotel-branded clothing and accessories 

that combines the traditional with doses 

of color and contemporary style. There 

is also a capsule tennis collection that is 

meant to be a reminder of the resort’s 

tennis court, which overlooks the 

turquoise-colored Tyrrhenian Sea. In turn, 

the on-site shop, which was designed by 

Fausta Gaetani, Gaia Meriggioli and Ornella 

Ornaghi, reflects the natural surroundings 

with Vietrese ceramics, featuring shades of 

green, turquoise, and Mediterranean blue. 

All of the apparel is imprinted with Il San 

Pietro di Positano’s signature dolphin logo.

Next month the Hotel Cala di Volpe will 

be spotlighting fashion in a much different 

way at its annual gala. The Grammy 

Award-winning Jennifer Lopez will be the 

headliner in Sardinia, Italy. It is safe to say 

that the designer label-loving Lopez will 

come through on the fashion front.

Having sold more than 80 million 

records, Lopez also is attracting attention 

for her acting. Her 2023 film “Mother” 

is one of Netflix’s 10 most watched films 

of all time. Her latest film “Unstoppable” 

hit number one on Amazon Prime Video 

globally. Next up is “Kiss of the Spider 

Woman,” which is due out this fall and a 

new project with Netflix “Office Romance,” 

which is in production with actor and 

screenwriter Brett Goldstein. Hotel Cala di 

Volpe is a Marriott International-managed 

property that is owned by Smeralda 

Holding, which is indirectly owned by the 

Qatar Investment Authority.

  Slate Brands introduced  
Iris Lane on July 10 and  
swiftly caught backlash  
from members of the 
fragrance community.

BY NOOR LOBAD

It appears #PerfumeTok isn’t ready for 

AI-generated entrants.

When Slate Brands — the beauty incubator 

behind Brooke DeVard’s Naked Beauty and 

fitness guru Tracy Anderson’s fragrance 

line — introduced an AI-generated influencer 

via Instagram on July 10, backlash from the 

online fragrance community was swift.

Named Iris Lane — @its_irislane — and 

billed as the “first AI perfume influencer” 

in her bio, Lane’s account had uploaded 

three posts — including selfies and one 

Reel featuring an image of Le Labo and 

Jo Malone London products — when 

fragrance influencers began expressing 

their discontent with her introduction.

On Monday, 2025 Sephora Squad 

member Elise Grenier (@elisselovessmells) 

posted a video to Instagram Reels about 

the account, expressing concern over a 

potential uptick in AI influencers. “Stay 

vigilant and support people on the internet 

who are real people,” she advised in the 

video. In the comments section, one 

fragrance influencer, @ashleymariedelgado, 

described the page as “dystopian.”

Another creator, @thenichesampler, 

posted a screenshot of Lane’s profile to her 

Instagram Story reading, “Had to block 

you because you don’t even have a nose,” 

while Christina Loff, who authors the Dry 

Down Diaries fragrance Substack, wrote 

on her own Story that the account was an 

“immediate block” for her, too.

“The best part of the fragrance 

community is sharing how stuff actually 

smells — watching each other on social, 

reading reviews, swapping scents — that’s 

how we decide what to try,” Loff said. “So 

much of it is about human connection, 

curiosity and nerding out together. For 

a brand to skip over all of that and use 

people’s content without asking feels like 

such a strange and lazy choice.”

Indeed, the online fragrance community 

has flourished in recent years as fragrance 

experts and content creators have 

democratized perfume knowledge on 

platforms like TikTok. Fragrance sales, too, 

have risen in tandem with this growth, and 

today the category is the fastest-growing in 

both mass and prestige beauty, per Circana.

On Tuesday, Slate wiped Lane’s page 

of its posts and uploaded an apology 

statement to the fragrance community; by 

Wednesday, the account had been deleted.

“Our intention is to explore how AI 

might enhance creative processes and 

storytelling, not replace the unique 

human ability to translate scent into 

emotion and culture,” Slate founder and 

chief executive officer Judah Abraham 

said in an email to WWD. “Our focus is 

on supporting new ideas, not imitating 

existing ones. We fully acknowledge that 

our initial execution missed the mark in 

communicating that nuance.”

The executive added that Slate’s interest 

in AI “does not change our strategy of 

working with, and compensating, human 

influencers. Partnering with creators 

remains central to how we launch 

products and tell stories. That being 

said, we remain genuinely intrigued by 

the possibilities of AI as a creative tool in 

beauty and fragrance. We’re currently 

reassessing how we might engage with this 

technology to bring value to the industry, 

creators alike and consumers.”

Computer-generated and AI influencers 

are not a new concept, though they 

remain relatively niche, and generally 

contentious. CGI influencer Shudu Gram 

— @shudu.gram on Instagram — was 

introduced in 2017 by British photographer 

Cameron-James Wilson as “the world’s first 

digital supermodel” and quickly garnered 

the attention of brands from Fenty Beauty 

to Louis Vuitton.

Many have criticized Wilson, who is white, 

for benefiting from the image of a Black 

woman: “A white photographer figured out 

a way to profit off of Black women without 

ever having to pay one,” wrote one X user 

shortly after Gram’s introduction.

Lil Miquela, another CGI influencer 

launched in 2016 by Los Angeles-based 

start-up Brud, today counts 2.4 million 

Instagram followers, and has similarly 

been met with mixed opinions though 

she’s racked up brand deals with PacSun, 

Calvin Klein and more.

Barcelona-based AI modeling agency The 

Clueless, meanwhile, launched Aitana Lopez 

as Spain’s first AI fashion model and virtual 

influencer in 2023. Today, the fictional 

26-year-old she has 371,000 Instagram 

followers, up from 326,000 last August.
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