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transition — but had a  

strong presence of K-beauty.
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License Battle
G-III's lawsuit has  

been unsealed in a 

redacted version — and 

it blasts PVH over  

their licensing deal. 
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With summers turning hotter and hotter, loose-fitting clothes are one way to go to help beat the soaring temperatures — 
and add a dash of relaxed chic to one's wardrobe. The men's collections for spring 2026 had plenty of options, like the 

soft tailoring seen here at Emporio Armani, the king of soft elegance. Keep cool. For more on the trend, see pages 12 to 17.
PHOTOGRAPH BY MIRELLA MALAGUTI

Summer Ease
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  A dispute over extensions to 
Calvin Klein and Tommy Hilfiger 
suit licenses reveals simmering 
tensions in the relationship.

BY EVAN CLARK

The marriage of the PVH Corp.’s 

brand power and G-III Apparel Group’s 

production prowess has been crumbling 

since 2022, when PVH moved to take 

back its Tommy Hilfiger and Calvin Klein 

licenses over five years. 

Now the breakup has become not just 

litigious, but bitter. 

G-III hit PVH with a $250 million breach 

of contract lawsuit last month after it 

was denied three-year extensions on its 

women’s suit licenses for both brands. But 

because the full complaint was under seal, 

the legal paperwork only hinted at the 

scope of the dispute. 

Now that a redacted version of the 

lawsuit has been filed with New York State 

Court, years of frustration were given an 

opportunity to boil over in public. 

G-III not only argues that there was no 

basis to deny the license extensions, but takes 

aim at PVH chief executive officer Stefan 

Larsson’s plans to remake the company 

and highlights the attendant impact on the 

licensed businesses. The suit separately 

alleges a “sustained and deliberate 

campaign of unlawful misconduct.” 

“We filed this legal action to protect and 

uphold our contractual rights, as we believe 

that PVH is taking steps that do not align 

with our agreements,” a G-III spokesperson 

said. “We have had a successful partnership 

for more than two decades and see their 

recent actions as an unreasonable attempt 

to jeopardize our business.”

Regarding the lawsuit, a PVH 

spokesperson said: “G-III’s claims are 

baseless. We are responding via the legal 

process and look forward to addressing 

these matters in court. Through our 

continued execution of the PVH+ Plan, 

we are building our brands for the long 

term. Our strong, go-forward licensing 

partnerships play an important role 

in helping us drive sustainable, brand-

accretive growth and unlock the power of 

our iconic brands.”

PVH generated $300 million in earnings 

before interest and taxes from its overall 

licensing business last year — and the G-III 

license takeback impacts 20 percent of 

PVH’s expected licensing revenues for 2025.

While the suit hints at the state of the 

broader relationship between PVH and 

G-III, it directly focuses in on a narrower 

slice of the business. It also offers just one 

side of the story.

But it’s juicy in a fashion insider kind  

of way.

Generally, the suit bemoans the loss 

of the partnership  that was established 

with former PVH CEO Manny Chirico and 

cumulatively  produced $16 billion in North 

American wholesale sales. 

“After Mr. Chirico retired following a long 

and successful run as PVH’s CEO, a new 

management team took the reins at PVH in 

2021. Relations between defendants and G-III 

have worsened ever since, as defendants 

have made a series of strategic and entirely 

avoidable blunders,” the suit claimed. “In 

April 2022, PVH launched a new strategy for 

the Calvin Klein and Tommy Hilfiger brands, 

called the PVH+ Plan. When introducing 

the plan to investors, PVH stated that ‘our 

licensed partners play a vital role in allowing 

us to bring the full lifestyle of Calvin Klein to 

our consumers…we are working closely with 

our licensing partners to bring them along 

on our journey.’”

Turns out, the journey wasn’t as long for 

G-III as it expected and PVH said later that 

year that it would be repatriating its G-III 

licenses over five years. 

Behind the scenes, even the 

communication strategy to reveal the 

change caused friction. 

According to the suit, the PVH news 

release on the license amendments was 

different than the drafts that were shared 

with G-III and touted the company’s plan to 

“transition…core product categories back to 

PVH.” The release, along with an interview 

Larsson gave to WWD and subsequent trade 

articles, “shocked the market — in particular 

department stores and other retailers that 

had counted on G-III as a long-term partner 

in regard to Calvin Klein and Tommy Hilfiger 

products,” the suit alleged.

Despite the obvious tension at the start, 

both companies appeared to be going their 

own way.

Morris Goldfarb, who’s been CEO of G-III 

for more than 50 years, put all of his long 

experience in to fill the hole that would be 

left when PVH ultimately walked away with 

about half of his business. G-III relaunched 

its Donna Karan brand, looked to rev up 

the Karl Lagerfeld subsidiary, signed a 

25-year license for Halston, inked a deal 

with Champion and more.

Meanwhile, Larsson, who before PVH 

worked at H&M, Old Navy and Ralph 

Lauren Corp., sharpened his strategic 

focus on Tommy Hilfiger and Calvin Klein. 

His PVH+ Plan looked to pump up the 

brands with high profile media moments, 

like Calvin Klein’s campaign with Bad 

Bunny featuring the brand’s new Icon 

Cotton Stretch underwear with an “infinity 

waistband” that has no stitching. 

The idea is to get people talking by 

putting a white-hot spotlight on those 

hero products and then presenting a very 

focused brand, an effort that was meant 

to be helped along by taking direct control 

over the U.S. wholesale business G-III 

previously managed. When PVH has lined 

everything up with its new approach — like 

with Bad Bunny — the results are good. But 

at least some analysts are getting antsy and 

are keen to see those kinds of PVH+ gains 

hit more of the company’s overall business.

G-III’s suit zeros in on a relatively 

nuanced bit of contractual back and forth. 

When the company put in its bid to 

renew the suit licenses, PVH replied that 

both businesses had seen a “negative 

compound annual growth rate (i.e., a 

decline)” that would have been even 

worse if PVH had not allowed G-III to sell 

more goods through off-price than initially 

allowed under the contract. 

But the suit argues that: “to the extent 

that sales of these apparel lines have been 

declining, the declines are a direct — and 

frankly foreseeable and preventable 

— consequence of defendants’ own ill-

considered and poorly executed strategies 

and actions — issues that, by the way, G-III 

has consistently sought to bring to PVH’s 

attention, but to no avail — as well as macro 

trends in the apparel industry, none of which 

are, needless to say, under G-III’s control.”

G-III also claimed that both the Calvin 

Klein and Tommy Hilfiger suit businesses 

hit their “bargained-for performance.” 

“Defendants are unreasonably seeking 

to impose a new and extracontractual 

condition on G-III’s right to extend the 

licenses, over and above the contractually 

agreed-upon performance requirements,” 

the suit said. “The real reason for 

defendants’ unreasonable refusal to 

approve an extension of the licenses is 

that, under the stewardship of its new 

management team, PVH has been on a 

punitive and meritless campaign against 

G-III, attempting at every turn to harm 

G-III’s business and reputation and to 

blame G-III for the failures of defendants’ 

own ill-advised strategies. This latest 

maneuver is just more of the same.”

The suit also contended that, “in 

another major and head-scratching blow 

to G-III and its department store clients, 

PVH promoted a new strategy for Calvin 

Klein and Tommy Hilfiger that sought 

to focus sales of the brands in a more 

limited number of stores, including by 

reducing door counts by more than 90 

percent — from 450 to only 25 ‘doors’ — at 

one retailer, closing all ‘doors’ at another 

retailer, and asking G-III to reduce the 

number of Calvin Klein and Tommy Hilfiger 

skus. Further, PVH did not and does not 

have a successful track record on women’s 

wholesale, so the retail market was nervous 

about how PVH would be able to execute in 

the women’s wholesale space.”

PVH has been looking to build back 

its North American wholesale business 

methodically so that it meshes with its 

broader, global vision for Calvin Klein and 

Tommy Hilfiger.

BUSINESS

G-III Brings War of Words 
To PVH in Licensing Lawsuit

Stefan Larsson

Morris Goldfarb
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  The acquisition of the lens 
component division is seen 
strengthening the eyewear 
giant’s integrated supply chain.

BY MARTINO CARRERA

MILAN — In a bid to further strengthen 

its integrated supply chain, eyewear 

juggernaut EssilorLuxottica said Monday 

it has reached an agreement to acquire 

a division of the South Korean company 

PUcore, which specializes in the 

development, manufacturing and sale 

of monomers used in the production of 

ophthalmic lenses.

The PUcore assets that are part of the 

sale include a research and development 

unit, a production facility and sales office 

in South Korea, as well as the intellectual 

property portfolio pertaining to 

formulations and production processes.

Financial details of the deal — which 

is expected to close by the end of 2025 

pending regulatory approval — were not 

disclosed.

“We are happy to welcome PUcore’s 

optical division and its talented teams into 

our group. In line with our commitment 

to elevating standards in the research, 

development and manufacturing of 

ophthalmic lenses, this addition will 

allow us to widen our portfolio of 

patents, technologies and know-how 

and extend our expertise upstream in 

the value chain,” said Francesco Milleri, 

EssilorLuxottica’s chairman and chief 

executive officer. The executive holds 

executive powers alongside deputy CEO 

Paul du Saillant.

“By continuing to improve the 

production and formulation of high index 

monomers, we will raise the bar for the 

performance and sustainability of the 

processes and supplies used across the 

entire ophthalmic industry,” Milleri added.

EssilorLuxottica has been on an 

acquisition spree as of late, especially in 

the med-tech space.

In May, the eyewear group took over  

ophthalmology platform Optegra, which 

operates a network of more than 70 eye 

hospitals and diagnostic facilities across 

Europe under the Optegra, Lexum and Iris 

brands.

In mid-December, it revealed the 

acquisition of the Italy-based Espansione 

Group, which specializes in the design and 

manufacturing of noninvasive medical 

devices, protected by international patents 

for the diagnosis and treatment of dry-eye, 

ocular surface and retinal diseases. This 

followed the deal last July to acquire an 80 

percent stake in Heidelberg Engineering, 

a German company that is a specialist 

in diagnostic solutions, digital surgical 

technologies and health care IT for clinical 

ophthalmology.

In addition to frames, lenses, medical 

instruments and science-backed eye care 

solutions, the group’s offer today includes 

AI-powered innovative technologies and 

wearables, for which it has been ramping 

up its tech capabilities through several 

acquisitions.

After last year introducing its Nuance 

Audio brand, a convergence of eyewear and 

hearing aid devices, the group in January 

took over Pulse Audition, a French start-up 

that specializes in AI-powered noise 

reduction and voice sound enhancement to 

scale up its Nuance Audio technology.

The group established the dedicated 

Super Audio division in the summer of 2022 

and finalized the acquisition six months 

later of Israeli company Nuance Hearing.

EssilorLuxottica in 2024 reported 

revenues of 26.5 billion euros. In addition 

to its own brands ranging from Ray-Ban and 

Oakley to Persol, the group produces and 

distributes eyewear for brands spanning 

from Giorgio Armani, Brunello Cucinelli and 

Burberry to Chanel, Michael Kors, Moncler, 

Prada and Ralph Lauren, to name a few.

  According to Confindustria, 
U.S. President Donald Trump’s 
latest set of tariffs could 
reverse growth forecasts, 
though mitigating factors 
could offset losses.

BY SOFIA CELESTE

MILAN — Confindustria, Italy’s main 

industrial federation, estimated that U.S. 

President Donald Trump‘s new tariffs could 

cost the euro zone’s third-largest economy 

0.82 percent of its gross domestic product 

by 2027.

If the 30 percent tariffs are confirmed, 

Italy’s GDP would be negatively impacted 

by 0.25 percent this year, by 0.59 percent 

in 2026 and 0.82 percent in 2027, 

Confindustria’s research unit said Monday.

On July 12, Trump posted letters on 

Truth Social detailing the new duty rates 

for Mexico and the European Union‘s 

27-member trade bloc. On Sunday, U.S. 

Commerce Secretary Howard Lutnick told 

CBS News  he was confident the U.S. and 

the EU could secure a trade deal before the 

hard Aug. 1 deadline.

Confindustria senior economist Ciro 

Rapacciuolo estimated the negative impact 

on Italian exports of goods to the U.S. would 

be 38 billion euros, equal to more than half 

of the value of Italy’s exports to the U.S.

“The further announcements on U.S. 

tariffs have raised uncertainty and eroded 

confidence: together with the devalued 

dollar, these are bad news for exports, 

consumption, investments,” the report said.

Positive news, it said, comes from the 

partial return of oil prices, contained 

inflation, and the probability of further 

interest rate cuts. Inflation remains low in 

Italy and was up 1.7 percent in June.

Most notably for the fashion industry, 

though, the Americas Act earmarks 

$14 billion in incentives to accelerate 

innovation in circular apparel.

Prior to Trump’s letter, Confindustria’s 

president Emanuele Orsini had already 

raised alarm over the original 10 percent 

tariffs and said together with the 

devaluation of the U.S. dollar, higher tariffs 

would result in a loss of 20 billion euros 

in exports and 118,000 jobs by 2026. The 

dollar hit its lowest point against the euro in 

four years at the end of June. Confindustria 

is Italy’s main industrial federation.

EY’s recent Parthenon Bulletin said 

Italy‘s gross domestic product could shrink 

1.4 percent in 2026 versus 2025 as a result 

of the tariffs, reducing previous growth 

forecasts. “Taking these factors into 

account, it seems unrealistic to foresee 

a final agreement between the EU and 

the U.S. that would set tariffs around 10 

percent, as indicated in the estimates and 

expectations of European institutions,” 

EY Parthenon managing partner Marco 

Daviddi commented, adding that tariffs 

will unlikely settle at under 20 percent.

According to economists at Istat, 

forecasts in June said the Italian economy 

was actually expected to grow 0.6 percent 

in 2025 and 0.8 percent in 2026, lifted by 

improving domestic demand.

Confindustria insisted that amid difficult 

times, geographical diversification is 

key. The report said Italian exporters 

should focus on markets with high growth 

potential, such as the South American 

trade bloc, which contributed 7.5 billion 

euros to Italian exports. The report also 

mentioned India, Australia and South 

East Asia. According to Confindustria’s 

estimates, sales of goods to the rest of the 

world could increase by about 13 billion 

euros cumulatively in 2027, offsetting U.S. 

export losses.

In 2024 the textile and apparel sector 

exported more than 2.75 billion euros 

worth of goods to the U.S., according to 

Confindustria Moda.

FederlegnoArredo, the Italian federation 

of woodworking and furniture industries, 

which represents the majority of Europe’s 

luxury furniture-makers, said the U.S. was 

Italy’s largest extra EU market and exports to 

the U.S. were worth 2.8 billion euros in 2024.

FederlegnoArredo’s president Claudio 

Feltrin said a 30 percent tariff on goods 

would be a tipping point for the industry 

and would have a severe impact jobs and 

growth.

“Faced with the news of Trump’s 

decision to introduce 30 percent tariffs 

on EU exports to the U.S., we can only 

be concerned and alarmed. Europe must 

avoid a tariff-against-tariff battle that would 

benefit no one,” Feltrin said, adding that 

the entire European production system 

would be severely impacted. “Failing to 

defend our businesses now could result 

in the industrial desertification of the Old 

Continent,” he added.

Feltrin and business owners here are 

also banking on growth in the Middle East 

in new frontiers in Saudi Arabia and the 

United Arab Emirates.

BUSINESS

EssilorLuxottica Acquires Division of PUcore

BUSINESS

30 Percent Tariffs Could Trim  
0.82 Percent Off Italy GDP in ’27

Soccer star 
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Meta HSTN 
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The Quirinale 

Palace with the 

tower and the 

Dioscuri Fountain. 
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 S
E AT T L E-B A S E D Fortune 150 tech 
company Coupang is making 
luxury shopping in South Korea 
easier than ever with speedy 
delivery services and a seamless 
app experience. 

 Launched in 2024, R.Lux is Coupang’s 
luxury vertical service in South Korea.  
The service initially launched with a 
focus on beauty, and is expanding into 
fashion with the launch of Farfetch on 
the service this year.

 The app has been designed to 
meet the luxury consumer segment 
by helping shoppers discover and 
experience the world’s most coveted 
brands. Key features of the solution 
include a dedicated service for luxury 
that blends a curated, elegant digital 
shopping experience with Coupang’s 
technological and logistical strengths. 

Notably, R.Lux entered the market with 
a strong foundation and key insights into 
the consumer. Coupang’s established 
customer base of more than 23.4 million 
product commerce active customers is 
deeply engaged, with a high interest in 
luxury products. Coupang cited research 
from Morgan Stanley that shows strength 
in the region, naming South Korea as the 
“largest spender per capita on luxury 
goods globally.” 

As reported by WWD, South Korea 
is one of the world’s hottest luxury 
markets today. According to Statista, 
in 2022, South Koreans’ total spending 
on personal luxury goods reached 

The digital marketplace is giving KOREAN CONSUMERS access to luxury brands with unmatched customer service. 

F A I R C H I L D  S T U D I O  X  R . L U X

R.Lux App Is Redefining 
Convenience in Luxury Shopping

authenticity with speed, and the entire 
journey feels more like a concierge 
experience than a checkout process.”

Last March, R.Lux won the grand 
prize for its user experience at the 2025 
iF Design Awards with recognition for 
efforts in designing a customer-friendly 
experience from understanding the 
luxury brand, to selecting products, to 
making the final purchase. 

The newly launched partnership 
with Farfetch, the luxury global 
marketplace and a Coupang subsidiary, 
will leverage R.Lux’s local services and 
operational network in the region to 
expand its existing presence in South 
Korea and grow its business. Through 
the integration, Farfetch has made its 
extensive catalogue instantly available 
to millions of South Korean consumers 
who can now easily shop the world’s 
top brands including Dolce & Gabbana 
and Ferragamo, as well as the emerging 
designers featured by Farfetch. 

“This is a speedway opportunity for 
growth for its global brand and boutique 
partners,” said Kim. “This partnership 
underscores how R.Lux enables global 
luxury players to seamlessly reach Korean 
consumers with a trusted local partner 
and scale quickly by engaging Coupang’s 
customer base.” 

Looking ahead Coupang’s team said 
that R.Lux will continue to expand its 
selection, introducing more renowned 
luxury brands and expanding its current 
beauty and fashion categories and 

tapping into new offerings, to ensure 
customers have access to the products 
and brands that they are looking for or will 
discover through R.Lux. “We’re constantly 
exploring new ways to elevate the 
shopping experience. Our goal is to make 
discovering and enjoying luxury more 
inspiring and effortless than ever.” 

To learn more visit, RLUX.COUPANG.COM

efficiency and elegance.” Currently, it offers 
companies direct brand partnerships 
for full brand control and guaranteed 
authenticity, elevated packaging custom 
designed for R.Lux and its Rocket Delivery, 
a next-day fulfillment service available to 
consumers even outside of major cities. 

“We believe luxury should be felt in every 
interaction, not just the product,” said 
Coupang’s team. “That’s why we invested 
heavily in crafting the R.Lux experience. 
R.Lux removes the friction from luxury 
shopping. Brands can trust us to protect 
their identity, customers get guaranteed 

$16.8 billion. McKinsey’s 2025 State of 
Fashion Report found that South Korea 
saw an 8 percent compound annual 
growth rate between 2019 and 2023 in 
the luxury sector. 

With its understanding of consumer 
trends and an established base, R.Lux is now 
uniquely positioned to help brands and 
suppliers reach customers in South Korea. 

David Hong, head of beauty retail 
from Coupang, described R.Lux 
consumers as “discerning luxury 
shoppers who value trust, efficiency 
and authenticity. Typically, they are 
women who are financially affluent and 
well-acquainted with premium brands.” 
He added that these consumers are 
“not just purchasing products; they are 
choosing a seamless and credible online 
destination that reflects their refined 
taste and lifestyle expectations.” 

For these consumers, R.Lux offers 
reassurance of quality and the comfort of 
a premium digital retail experience paired 
with fast and reliable delivery. 

“R.Lux [is] an essential partner for 
brands looking to expand in Asia,” 
said Jessy Kim, head of R.Lux. “By 
working with us, brands can engage 
with a high-spending, trend-sensitive 
customer base through a service that 
speaks the language of luxury — visually, 
experientially and logistically.” 

And this extends to beauty as well  
as fashion. 

 Kim said that what sets R.Lux’s beauty 
category apart is a “blend of authenticity, 

R.Lux beauty 

ambassador, 

Kim Go-eun.
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It’s sunny days indeed for the fragrance 

category these days.

That’s thanks to a slew of new sun 

care-inspired fragrances hitting the 

market, from Vacation’s trio of $24 body 

mists inspired by the scents of its existing 

SPF offerings, to Sun Bum’s Sonny No. 

101 perfume, similarly launched this 

summer for $49.99 in the coconut-y 

scent of the brand’s Original SPF.

Billed as “smelling like the first day of 

summer,” Sun Bum’s fragrance generated 

a 10,000-person waitlist and sold out 

within three hours of its initial, limited-

edition drop. According to the brand, 

customers had long been asking for a 

perfume bottling its signature SPF scent. 

(Indeed, a TikTok video uploaded in 

March by @pupkristiane, which garnered 

nearly a million views shared that the 

user had long been using Sun Bum’s SPF 

spray as a makeshift perfume.)

Vacation saw a 3,000-plus-person 

waitlist for its own body mist collection, 

which came in the scents of the brand’s 

chardonnay body oil, its after-sun aloe 

vera gel and its signature Vacation SPF 

spray, the scent of which was developed 

by perfumers Carlos Huber and Rodrigo 

Flores-Roux.

In a similar vein, Snif this month 

dropped a Spray Tan body mist, which 

retails for $28 and, as the name implies, 

is a tanning oil-inspired scent with notes 

of coconut, vanilla, banana flower and 

tiger lily. Elsewhere, clean fragrance 

brand Skylar rolled out a Scent-Screen 

SPF 30 mist in April inspired by beachside 

boardwalk signatures, such as cotton 

candy, marking the brand’s first SPF/

perfume hybrid. Data from Trendalytics 

shows the launch drove a 566 percent 

increase in engagement to the brand’s 

Instagram profile in the days following.

This isn’t the first time people 

have wanted to smell like summer. In 

March 2002, Bobbi Brown Cosmetics 

introduced its Beach Eau de Parfum, 

$90, which tapped notes like sea spray, 

sand-jasmine and mandarin. In 2012, 

Maison Margiela Replica introduced its 

Beach Walk Eau de Toilette, featuring 

coconut milk, lemon and musk.

Today, the trend is more focused on 

lightweight formats like mists versus 

eaux de parfum, which tracks given 

the 94 percent sales growth prestige 

body sprays saw in 2024, per Circana, 

outpacing the 12 percent growth of 

prestige fragrance overall. These 

summer- and SPF-inspired scents also 

align with the rise of seasonal fragrance 

wardrobing, and tend to skew gender-

neutral, both of which are growth areas 

for the fragrance category.

SPF Perfumes 
Are Back 
From Vacation to Sun Bum, 
sun care-inspired perfumes 
are hot once again.  BY NOOR LOBAD

10 Beauty Brands 
Winning on TikTok
Data from Spate shows these brands are seeing the greatest increases  
in organic views growth on videos that mention them.  BY NOOR LOBAD

On TikTok, two things can always be 

true at once.

In this particular instance, late 

hairstylist Umberto Giannini’s 27-year-

old eponymous hair care line and Louis 

Vuitton’s yet-to-be-released makeup foray 

are both surging in TikTok buzz at the 

same time. 

According to data from Spate, which 

tracked the top 10 beauty brands by 

year-over-year growth in views of 

organic — or unsponsored — TikTok 

videos mentioning each brand, La 

Beauté Louis Vuitton ranks third, while 

Umberto Giannini takes the ninth spot. 

The top brand by the metric, 

exceeding 38,000 percent year-over-

year growth, is Frilliance by Fiona 

Frills, a Gen Alpha-focused makeup 

and skin care brand launched in 2017 

by influencer Fiona Frills at the age of 

13. The brand, best known for its cream 

blushes and lip glosses priced under $20, 

sells at Walmart and “thrives through its 

alignment with teen communities like 

Glow House,” said Mathilde Riba, market 

insights analyst at Spate. 

With 2.4 million followers on TikTok, 

Glow House (@realglowhouse) is 

a content house — not so different 

in structure from Hype House, the 

early-pandemic content house which 

propelled members like Charli D’Amelio 

and Addison Rae to fame. It launched 

this year and is composed of 10-plus teen 

girl members who create collaborative 

lifestyle and beauty content.

Also doing well by organic views 

growth is EcoLchi Pro, which Riba 

attributes in part to effective before-

and-after videos spotlighting offerings 

like its reparative hair mask, which 

retails for $27 on Amazon. Hair bundles 

brand Hair so Fab, which offers wigs 

and bundles beginning at $85, ranks in 

fifth place by the metric.

Niche fragrance brand D’Annam, 

which offers scents inspired by Japanese 

and Vietnamese cultures including its 

White Rice and Matcha Soft Serve Eaux 

de Parfum retailing for $160 each, is also 

on the up, while in K-beauty, Parnell 

is rising. The brand is best known for 

its cushion foundation, which on the r/

AsianBeauty Reddit thread is described 

by many as a lighter-coverage alternative 

to TirTir’s viral cushion foundation. 

“Brands demonstrating strong year-

over-year growth driven primarily by 

organic views are succeeding by leaning 

into authenticity, sensory satisfaction 

and cultural or celebrity relevance,” 

said Riba, adding that skin care 

brand Sonsie succeeds by leveraging 

the no-makeup-makeup ethos of its 

celebrity founder, Pamela Anderson. 

Vacation’s limited-edition body mists racked up a 

3,000-plus person waitlist prior to debuting in May.

The top 10 beauty brands by year-over-year growth in primarily  
organic views of TikTok content mentioning them, per Spate.
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Frilliance by 
Fiona Frills
YoY views growth: 
+38,167 percent 

Average weekly 
views (past 4 weeks): 
225,000

Paid views share:  
0.4 percent

Purely Radiant 
Beauty
YoY views growth: 
1,627 percent

Average 
weeklyviews: 1.4 million

Paid views: 2.6 percent

D’Annam
YoY views growth: 
1,331 percent

Average weekly 
views: 107,900 

Paid views: 0 percent

Sonsie 
YoY views growth: 
1,018 percent

Average weekly 
views: 79,400

Paid views: 0.3 percent

Umberto 
Giannini
YoY views growth: 
768 percent

Average weekly 
views: 356,400

Paid views: 1.5 percent

Purnell
YoY views growth: 
732.5 percent

Average weekly 
views: 447,000

Paid views: 4.7 percent

EcoLchi Pro
YoY views growth: 
8,421 percent

Average weekly 
views: 17.6 million

Paid views: 0 percent

La Beauté  
Louis Vuitton
YoY views growth:  
5,177 percent

Average weekly  
views: 1 million

Paid views: 1.9 percent

Manucurist
YoY views growth:  
3,768 percent

Average weekly  
views: 71,100

Paid views: 0.1 percent

Hair so Fab
YoY views growth:  
1,993 percent

Average weekly  
views: 113,500

Paid views: 1 percent







A new podcast from WWD.

Hosted by Chief Content Officer Jim Fallon  

and Style Director Alex Badia.

 

Featuring inside 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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  Twelve of the surrealist 
artist's paintings that were 
commissioned in 1971 are 
being shown in the U.S. for  
a limited time and used for  
the students' inspiration.

BY ROSEMARY FEITELBERG

How some seldom publicly seen Salvador 

Dalí paintings wound up on view in the U.S. 

and served as design inspiration for Kent 

State University fashion students is as much 

about fate as it is about serendipity.

Two years ago after visiting his friend 

Marc Nelson, who runs Marc Nelson 

Denim in Knoxville, Tenn., Paolo Torello-

Viera, president of Tailoring Americas, 

which is part of the Brussels-based textile 

company Scabal, was ready to call an Uber 

to get to the airport. But Nelson insisted 

that his intern Cecilia Kirk, who was a Kent 

State University student at that time, drive 

Torello-Viera instead. The pair chatted en 

route and Kirk asked Torello-Viera for a 

business card when she dropped him off.

During a semester abroad in Florence, 

she reached out to him to inquire about 

interning for Scabal. (Kirk did such a 

“magnificent” job that the company hired 

her full time, Torello-Viera said.)

Later while speaking with Scabal’s 

owner about the planned restoration of 12 

Dalí paintings that had been commissioned 

by the company’s founder Otto Hertz in 

1971, Torello-Viera said he had the idea to 

work with Kent State students to use the 

paintings as a source of design inspiration. 

That was, after all, how they had initially 

come to be. Scabal produces luxury fabric 

in its Huddersfield, England, mill for other 

companies and its Scabal Tailored and 

Sportswear menswear collections. In 1971, 

Hertz commissioned the surrealist artist 

Dalí to create a series of paintings that 

envisioned what menswear would look like 

in the year 2000.

Sure enough, the “Dalí Beyond Time, 

Fashioning the Future” exhibition and a 

fashion show featuring 29 Dalí-inspired 

designs by Kent State fashion students took 

place at the Peg’s Foundation Gallery in 

Hudson, Ohio. The artwork had not been 

on view in North America and has rarely 

been displayed in Europe.

Through the years, Dalí’s ties to fashion 

were evident in different ways. He was 

among the artists to attend Elsa Schiaparell’s 

fashion shows and to collaborate with the 

designer. In December 1936, Surrealism 

inspired the window displays at Bonwit 

Teller, where one chaotic display was created 

based on sketches that were submitted by 

Dalí himself. Hundreds of teaspoons covered 

the floor, dozens of cocktail glasses were 

suspended from a dinner jacket and red 

arms with white fur fingernails reached out 

from the wall towards a mannequin’s head 

that was a mass of red roses. Other windows 

incorporated costume accessories with 

alarm clocks, red lobsters and other favorite 

motifs of the surrealists.  

His 1971 pursuits included giving Alice 

Cooper permissions to use his “Geopolitics 

Child” painting for an album cover. They 

connected through a friend of Cooper’s, 

who was part of the Sunset Strip drag 

group Boys Together Outrageously. Earlier 

in the year, he attended Coco Chanel’s 

funeral in Paris.

The exhibition wrapped up a nearly 

monthlong run on July 5. During the show, 

six students were singled out as Dalí Vision 

Award winners. Now the Dalí paintings 

and the work of the Dalí Vision winners 

are being displayed at the luxury furniture 

designer B&B Italia in midtown Manhattan 

for a limited time. They will be on view 

during the showroom’s normal hours, 

before the artwork heads back to Scabal’s 

headquarters in Belgium. None of the 

students’ designs are being sold but Scabal 

has developed a line of fabrics that were 

inspired by Dalí for commercial purposes. 

The alliance with Kent State and 

Peg’s Foundation was crystallized over 

dinner, following a Supima fashion show 

with Mourad Krifa, the director at Kent 

State’s School of Fashion, and Rick Kellar, 

president and chief executive officer of Peg’s 

Foundation, according to Torello-Viera. 

After Kellar mentioned that his organization 

had opened a gallery in Hudson, Ohio, 

Torello-Viera recalled telling him, ”‘You 

know in a couple of months you’re going 

to have 12 Dalí paintings hanging there — I 

don’t take no for an answer.’”

Having only met Torello-Viera that night, 

Kellar said Monday that his initial reaction 

was to suggest more prestigious cultural 

institutions like the Metropolitan Museum of 

Art and the Akron Art Museum. “He stopped 

me and said, ’No, this is about fashion and 

relationships.’ I said, ‘You just met me, 

man,’” Kellar remembered with a laugh.

But Torello-Viera’s vision encompassed 

the Kent State School of Fashion students 

and his emerging relationship with 

Kent State’s leadership, as well as Peg’s 

Foundation, an organization that aims to 

improve the lives of people with mental 

health issues. Up until that point, Peg’s 

Foundation focused more on local arts 

even though other areas involved working 

on the state and national level. Kellar said, 

“We really wanted to think bigger about 

how we did our arts stuff so we built this 

gallery. The fact that our third show in the 

gallery has Salvador Dalí paintings is pretty 

remarkable,” Kellar said. “It’s positioned 

us with pressure. After having this show, 

it’s like, ‘What are you doing next?’”

Peg’s Foundation founder Margaret 

“Peg” Clark Morgan studied fashion and 

business at Kent State, thanks to a one-year 

scholarship. Her father Howard Clark, who 

was a mason, built many of the university’s 

buildings. In addition, the foundation 

endows the directorship of the Kent State 

School of Fashion. The partnership with 

the school will carry on.

More than anything, Torello-Viera said 

the opportunistic aspects of the project 

is what he finds most gratifying about the 

whole endeavor, not only for the students, 

but also for himself in terms of working 

with and learning from the students. He 

said, “These kids see things with a set of 

eyes that is totally different from mine. 

Sometimes, when looking at a garment, to 

be honest, I was not impressed. But after 

listening to their thought process behind 

it, I was blown away,”

He also spoke enthusiastically about the 

chance to work with Krifa and Kent State’s 

president Todd Diacon. “It’s a privilege,” 

he said.

FASHION

Salvador Dalí Inspires Kent State Fashion Students

  The heritage German luggage-
maker chose design firm  
Porto Architecture to 
reinterpret its flagship on 
Manhattan's Madison Avenue.

BY THOMAS WALLER

Rimowa has returned to Madison Avenue 

in New York City with the reopening of a 

redesigned Madison Avenue boutique.

“The expansion of our New York, 

Madison Avenue flagship marks a 

significant milestone for Rimowa,” 

Dezaray Romanelli, Rimowa managing 

director of Americas, told WWD. “We are 

proud to reveal a bold new presence and a 

client care center worthy of its prestigious 

location. The store is a reflection of our 

brand’s commitment to innovation, design 

and delivering exceptional experiences for 

our discerning, well-traveled clients.”

At 535 Madison Avenue, the LVMH 

Moët Hennessy Louis Vuitton-owned 

luggage-maker chose design firm Porto 

Architecture to reinterpret its refreshed 

flagship location featuring a bespoke 

façade, marking Rimowa’s largest store 

in North America to date. The historical 

building is attached to an iconic NYC 

oasis — the Christie’s Sculpture Garden. 

It allowed Rimowa to design a custom 

entryway that functionally provides shelter 

from Madison Avenue, while honoring the 

brand’s signature grooved design.

Inside the boutique, Porto turned to 

German Modernism, utilizing softened 

corners, matte finishes, and distinct 

textures, a nod to the brand’s heritage. 

The background puts Rimowa’s statement 

pieces front and center, including special 

archive cases that came through Ellis 

Island. Bespoke modular presentation 

tables, adjustable to one’s height, run 

along the boutique’s center while the floor 

offers textured surfaces for wheel testing. 

Clients will also find a complimentary 

heat embossing service, which allows for 

personalization of travel accessories.

Toward the back of the store, the 

warmth of walnut wood evolves the space, 

welcoming customers to the in-house 

client care center. To ensure that Rimowa 

cases withstand a lifetime of travel, 

in-house technicians offer on-site repairs, 

cementing Rimowa’s lifetime guarantee on 

all suitcases purchased after July 25, 2022.

A bit of whimsy comes from the  

sticker wall, which prominently displays 

items from the sticker collection, including 

an exclusive New York City one, designed 

by renowned artist and design studios 

from around the world. Just below the 

wall’s imprinted suitcase art, on eco 

leather, the luggage collections are 

showcased, including the Original, Classic 

and Hybrid styles.

In honor of Madison Avenue’s new 

chapter, Rimowa will unveil a limited-

edition of the Original Cabin Monogram, 

exclusively available in New York. 

Featuring a bright yellow, oversize 

Monogram reminiscent of the city’s 

taxicabs and neon nightlife signs, and 

laser-etched store coordinates, it’s meant 

to be a statement piece for aficionados of 

both Rimowa and the Big Apple.

BUSINESS

Rimowa Opens Its Largest 
Boutique in North America

A Kent State University 

student's Dalí-inspired 

design was featured in 

the fashion show. 

Rimowa's refreshed 

flagship at 535 Madison 

Avenue in NYC. 
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  The show will open at  
The King’s Gallery in London 
next spring and mark the 
centenary of the queen’s birth.

BY SAMANTHA CONTI

LONDON — The King’s Gallery at 

Buckingham Palace is ready to proclaim 

“Vivat Regina!” with an exhibition of the 

late Queen Elizabeth’s fashion, accessories 

and personal effects that’s set to open in 

the spring.

The show, “Queen Elizabeth II: Her Life 

in Style,” will mark 100 years since she 

was born on April 21, 1926, and will be the 

largest and most comprehensive exhibition 

of her fashion ever mounted. It will feature 

around 200 items, half of which will be on 

display for the first time.

The aim is to tell the story of Britain’s 

longest-reigning monarch through the 

clothing she wore throughout her life, 

“from birth to adulthood, from princess 

to queen and from off-duty style to 

diplomatic dressing for the global stage,” 

according to organizers.

Caroline de Guitaut, exhibition curator 

and surveyor of The King’s Works of Art, 

said that over the course of the queen’s 

“remarkably long reign, her distinctive 

style became instantly recognizable 

around the world, bolstering the 

British fashion industry and influencing 

generations of designers and couturiers.”

She said that because the queen’s 

fashion archive has now come under the 

care of the Royal Collection Trust, “we 

can tell the story of a lifetime of thoughtful 

style choices, from her hands-on role 

and understanding of the soft power 

behind her clothing, to the exceptional 

craftsmanship behind each garment.”

De Guitaut added that in the year the 

late monarch would have turned 100 years 

old, “this exhibition will be a celebration 

of Queen Elizabeth’s uniquely British style 

and her enduring fashion legacy.”

Organizers said the Queen Elizabeth’s 

fashion archive is one of the largest and 

most important surviving collections of 

20th-century British fashion.

Alongside the clothing, jewelry, hats, 

shoes and accessories, there will also be 

never-before-seen design sketches, fabric 

samples and handwritten correspondence 

that reveal the behind-the-scenes process 

of dressing the monarch and shed new 

light on her close involvement in the 

creation of her wardrobe.

An official publication to mark the 

centenary, Queen Elizabeth II: Fashion 

and Style, will accompany the exhibition. 

Written by de Guitaut, it will feature 

contributions from fashion experts and 

designers, and look at the queen’s lifelong 

championing of the British fashion industry.

On show for the first time will be one 

of the earliest surviving pieces of couture 

from her childhood wardrobe: the silver 

lamé and tulle bridesmaid dress, designed 

by Edward Molyneux, that she wore aged 

eight for the 1934 wedding of her uncle, the 

Duke of Kent, to Princess Marina of Greece. 

As British couture rose to prominence 

in the 1940s, Princess Elizabeth began 

working with Norman Hartnell, who 

became her most influential designer over 

the next three decades. His position as 

Britain’s leading couturier was cemented 

when he was chosen to design her wedding 

dress in 1947 and her Coronation dress in 

1953, both of which will be on display. 

Visitors will also see gowns designed  

by Hartnell and Hardy Amies from the 

1950s as well as the fluid, printed dresses 

by Ian Thomas that capture the boho 

glamour of the 1970s. Many are on show 

for the first time.

The exhibition will also explore the 

royal’s use of diplomatic emblems and 

colors in her wardrobe for overseas 

tours, including a white gown designed 

by Hartnell for a 1961 state banquet in 

Karachi, which incorporates Pakistan’s 

national colors through an emerald-green 

pleat cascading down the back.

The queen’s country garb — including 

riding jackets, tartan skirts and silk 

headscarves — will also have a place  

in the show.

The exact dates of the show, which 

will open in the spring and run until the 

fall of 2026, have not been finalized. The 

Royal Collection said tickets will go on 

sale in November 2025, and the book will 

be published by Royal Collection Trust in 

March 2026 and cost 40 pounds.

  The French luxury brand 
is adding a dose of magic 
to Harrods with its annual 
summer pop-up.

BY SAMANTHA CONTI

LONDON — Dior is doubling down on 

Harrods with the opening of its annual 

summer pop-up, dedicated this year to the 

Lucky collection, and the unveiling of its 

refurbished, permanent space on the first 

floor of the Knightsbridge store.

The Dior Lucky collection pop-up, which 

opened Monday and runs until Aug. 27, is 

inspired by founder Christian Dior’s belief in 

the power of charms, and especially the five-

point star, a longtime symbol of the house.

Dior is taking over the windows and space 

on the ground floor with house of cards 

displays and services allowing customers 

to personalize bags and accessories with 

gold “jewelry,” including four-leaf clovers, 

hearts, bees, sparkly initials and a tiny 

version of La Tour Eiffel.

For the larger bags there are leather tags 

in the shape of tarot cards with astrological 

signs, or stars embellished with flowers.

Styles include the reinvented Lady Dior 

bag, its signature cannage pattern picked 

out in stars, clovers and hearts.

Other Lucky styles include the Groove, 

Toujours Vertical, Lady Dior, Lady D-Joy and 

Dior Book Tote, the latter of which has been 

recast with flower and astrological designs.

The capsule was conceived by Maria 

Grazia Chiuri, the former creative director 

of women’s collections who stepped down 

in May after nearly a decade at the brand.

Adding to the magical mood, Dior has 

also worked with Snapchat to create an 

augmented reality mirror that allows 

clients to try on a pair of 30 Montaigne 

sunglasses.

Separately, on July 24, Dior will unveil a 

larger ready-to-wear universe on the first floor 

of Harrods. The space, which spans more 

than 5,000 square feet, will showcase the 

seasonal collections including eveningwear, 

bags, fine jewelry and footwear.

For the first time in London, there will also 

be an exceptional range of evening dresses, 

and two private suites for VIP customers.  

The new space has Versailles parquet 

flooring done in ceramic and interiors 

featuring the house’s symbols reimagined 

in miniature sizes.

There is art by Jim Lambie, Brandon 

Logan, Gabriel Hartley and Etienne Moyat, 

and furniture designed by Frank Evennou, 

Andrea Salvetti and Alasdair Cooke. Later 

this year, pieces from the Dior Lady Art 

project will go on display.

Simon Longland, director of fashion 

buying at Harrods, said Harrods and Dior go 

back a long way, with a partnership built on 

creativity, craftsmanship and innovation.

“The launch of pop-up is yet another 

example of Dior’s ability to surprise and 

delight our clients through immersive 

storytelling and exclusive product 

offerings. As the only destination in 

Europe to host this concept, we’re proud 

to bring this experience to our customers, 

combining interactivity, personalization 

and a sense of discovery,” he said.

Longland added the store is preparing for 

the opening of the new Dior womenswear 

space, “which will set a new benchmark 

for luxury retail — offering a true flagship 

environment that embodies the full 

Dior universe, from ready-to-wear and 

accessories to fine jewelry and watches, all 

within a space as thoughtfully designed and 

curated as the collections themselves.”

As reported, Harrods’ first-floor designer 

womenswear spaces have been undergoing 

a multiyear refurbishment that began last 

year, and will continue into 2026.

Harrods has been working with David 

Collins Studio to create a warm, beautifully 

lit environment, while the in-house team 

has also been thinking creatively, grouping 

brands and designers by theme and editing 

the shop floor so that it’s easier to read.

FASHION

Queen Elizabeth’s Wardrobe to Go on Display

FASHION

Dior Lucky Pop-up Opens at Harrods
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Queen Elizabeth’s 

wardrobe, accessories 

and ephemera will go 

on display at The King’s 

Gallery in London in 

spring 2026. The dress, 

by Norman Hartnell, is 

from 1956. 

Dresses by Ian Thomas belonging to the late Queen Elizabeth.

The Dior summer pop-up at 

Harrods, which showcases 

the Lucky collection. 
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