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  The preliminary schedule 
for the spring 2026 women's 
ready-to-wear shows sees 
several major brands  
moving from their usual slots.

BY JOELLE DIDERICH

PARIS — It’s all change at Paris Fashion 

Week.

The spring 2026 season, scheduled to 

run from Sept. 29 to Oct. 7, will not only 

feature a slew of designer debuts, but a 

revamped schedule to match.

New creative directors will show their 

first women’s ready-to-wear collections 

at Dior, Chanel, Balenciaga, Loewe, 

Mugler, Jean Paul Gaultier, Maison 

Margiela and Carven, reflecting a period of 

unprecedented creative upheaval amid a 

global slowdown in luxury spending.

While the final day last season featured 

heavy-hitters Chanel, Miu Miu and Saint 

Laurent, no major brands will be showing 

on Oct. 7, according to the preliminary 

schedule published Thursday by the 

Fédération de la Haute Couture et de la 

Mode, French fashion’s governing body.

There are 76 runway shows and 36 

presentations on the calendar. 

Chanel is trading its morning slot on 

the Tuesday for an evening show on Oct. 

6, the penultimate day of the shows. 

Matthieu Blazy will show his eagerly 

awaited first collection for the house at 8 

p.m. at the Grand Palais.

Saint Laurent will close the first day with 

an 8 p.m. show and is expected to return 

to the Trocadéro near the Eiffel Tower, 

the scene of its most spectacular displays. 

Meanwhile, Louis Vuitton has snagged a 

midday slot on Sept. 30 for its show at the 

Louvre, having previously shown toward 

the end of the week at sundown.

Joining Chanel among the most closely 

watched shows of the season will be Dior, 

with Jonathan Anderson’s first women’s 

collection set to bow on Oct. 1 at 2:30 

p.m.; Balenciaga, due to unveil Pierpaolo 

Piccioli’s debut collection on Oct. 4 at 8 

p.m., and Loewe, which will present the 

first line by Jack McCollough and Lazaro 

Hernandez on Oct. 3 at 11:30 a.m.

Miguel Castro Freitas is set to make his 

debut as creative director of Mugler on 

Oct. 2 at midday, while Duran Lantink will 

step into the hot seat at Gaultier on Oct. 5 

at 4:30 p.m., marking the house’s return 

to the ready-to-wear schedule for the first 

time in more than a decade.

Having shown his first haute couture 

collection for Margiela earlier this month, 

Glenn Martens will present ready-to-wear 

on Oct. 4 at midday. Mark Thomas Howard, 

a longtime deputy of Louise Trotter, will 

step into the spotlight as director of design 

at Carven with a show on Oct. 2 at 4 p.m.

Brands returning to the calendar this 

season also include Celine, which will show 

its main collection on Oct. 5 at midday after 

unveiling Michael Rider’s first designs with 

a coed show earlier this month; Lanvin, 

following Peter Copping’s debut with a 

coed display during men’s week in January; 

Thom Browne, and Vetements.  

The newcomers to the official show 

schedule are Matières Fécales, Julie Kegels 

and Meryll Rogge, fresh off her ANDAM 

Award win, who will close the season 

with a show at 6 p.m. on Oct. 7. Joining 

the presentation schedule are Ganni and 

upcycled clothing label Façon Jacmin.

Absentees this season include Kenzo, 

which presented a coed collection in June; 

Off-White, which is showing in New York this 

season; Marine Serre; Atlein; Duran Lantink; 

Ludovic de Saint-Sernin, and Rokh.

  It is launching the new 
platform as it looks to grow 
outside the yoga studio with 
trail gear, vegan leather and 
cashmere blends and more.

BY EVAN CLARK

Beyond Yoga is ready to go, well, beyond. 

The Los Angeles-based brand, which 

Levi Strauss & Co. bought for just over 

$400 million in 2021, has been rapidly 

evolving under chief executive officer 

Nancy Green. 

It opened a new store in Greenwich, 

Conn., last month — its first on the East 

Coast and a fresh concept big enough to 

hold its expanding product assortment. 

And while the brand has long carried 

looks that could go “beyond the mat,” it 

is venturing further. Puffer jackets were 

added last year and gear for the trail, 

varsity-inspired prep looks, vegan leather, 

sweaters, cashmere wool blends and more 

are all being introduced. 

To support that broader vision, Beyond 

Yoga is now launching a brand platform — 

Seek Beyond. 

Unlike a marketing campaign that 

comes and goes with a particular launch or 

season, a brand platform is an always-on 

proposition that both constantly frames 

the brand for consumers and helps guide 

people working at the company. 

Like Nike has Just Do It, Beyond Yoga 

now has Seek Beyond. 

In part it’s an effort to define just what 

it wants “beyond” to mean to a world of 

active consumers who have lots of options. 

Green, who led Athleta as it grew from 

39 to 175 stores, said she is trying to take 

what Beyond Yoga was always about 

and communicate it anew to a growing 

customer base that’s ready to be — not 

quite so intense.  

“There’s a lot of messages out 

there today in this space about high 

performance, high achievement and almost 

a perfection-driven image,” she said. 

“That’s not what our community wants.

“We’ve shared a lot of the brand 

storytelling over the years through 

launching incredible products. Now this 

is a moment to say, ‘Yes, our products are 

amazing, but this is also what our brand is 

about.’ Nobody’s asking you, telling you 

[that] you should be perfect. Just go out 

there and try new things, learn new things 

and have fun and seek joy and seek beyond 

maybe what you’re comfortable with.

“Customers are looking for brands that 

can connect with them emotionally. They 

don’t want to just have a transactional 

relationship with a brand. They’re 

building relationships with brands. 

They’re choosing brands that reflect their 

own personal values and then inspire 

them emotionally.”

Katie Babineau, chief marketing officer, 

described the new brand platform as a 

kind of movement. 

“We want to inspire people to grant 

permission to try new things and fail and 

get up and do it again,” she said.

Seek Beyond is getting its start with an 

original anthem written and performed by 

writer, producer, actress and entrepreneur 

Issa Rae, which sets a tone for a marketing 

campaign focusing on real stories from 

real people.

Among them are The Sculpt Society 

founder Megan Roup, Hike Clerb founder 

Evelynn Escobar, Skyting Yoga cofounder 

Krissy Jones, Big Girls Who Run L.A. 

cofounder Danielle Burnett and more. 

The brand will also have its first 

outdoor trip with 15 to 20 content creators 

and people posting on Substack for an 

adventure intended to bring them outside 

of their comfort zones and trying new 

things, while documenting it all for the 

online masses. 

“Tactically how we execute this is 

also different from how we’ve shown 

up before,” Babineau said. “Previously 

we’ve really focused on digital first, 

more performance marketing. This is a 

chance to reach more people with more 

awareness-driving media. So we will 

be turning on connected TV and audio 

reaching more people.”

Beyond Yoga is not just encouraging 

shoppers to Seek Beyond, but is also doing 

that itself. In the first half the brand’s sales 

rose 10.8 percent to $72 million. Now, with 

investment and support from Levi’s, it’s 

seeing just how far it can go.

FASHION

PFW Readies for Record 
Number of Designer Debuts

BUSINESS

Beyond Yoga Unveils ‘Seek Beyond’ Platform
Beyond Yoga is expanding 

with a new brand platform 

and more looks focused 

on getting out.

Jonathan Anderson on the runway at 

the Dior show as part of Paris Men’s 

Fashion Week on June 27 in Paris.

Matthieu Blazy on 

the runway at the 

Bottega Veneta fall 

2024 fashion show. 
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  Kidman’s appointment comes 
as the brand outpaces luxury 
skin care overall in the U.S. — 
and is clocking gains globally.

BY JAMES MANSO

Nicole Kidman has a new gig.

The Academy Award-winning actress 

whose oeuvre spans from “The Hours” to 

“Moulin Rouge” and TV shows like “Big 

Little Lies” and “Nine Perfect Strangers,” is 

Clé de Peau Beauté’s newest global brand 

ambassador.

Kidman has had a lot on her plate. In 

addition to featuring in a campaign for 

the brand, she’s in the throes of filming 

the sequel to cult-favorite “Practical 

Magic” alongside Sandra Bullock. She also 

made the rounds to Balenciaga’s fall 2025 

couture show in Paris in July, and took 

home the 2025 Kering Women in Motion 

award at the Cannes Film Festival earlier 

in the year. All of that said, Kidman told 

WWD in a wide-ranging interview that her 

relationship with beauty has always been 

essential to her.

“Because I grew up with a mother that 

was always adamant about taking care of 

skin, she would slather me in sunscreen 

when I was little,” said Kidman. “When I 

started experimenting with makeup and 

skin care myself, I went through so many 

different stages: lots of masks, this and 

that. I learned I can change aspects of my 

face, augment things, and it became much 

more creative and exciting.”

Her career has also played a role with 

her understanding of beauty, as have past 

collaborators. “When you’re working with 

someone like Baz Luhrmann and [costume 

designer] Catherine Martin, there’s a very 

specific look they want for the character,” 

she said. “I started to realize, as I was being 

created by others and experimenting, they 

were teaching me how to use makeup in 

particular ways and create characters. I 

could then go and use that in real life.”

She’s been a brand devotee since long 

before her ambassadorship, calling out 

the eye makeup remover, the serum, body 

cream, different foundations and a mask 

as her favorites. The lipsticks, too, are a 

favorite with shade 26 being her preferred. 

“I’d already been using so many of their 

products. It wasn’t like I was going to have 

to discover them, and I was in.”

Mizuki Hashimoto, Clé de Peau’s chief 

brand officer, described Kidman as 

“someone who truly embodies purpose, 

artistry and strength in a way that feels 

both authentic and aspirational, and she 

brings fresh perspective to her story and a 

powerful connection to the women that we 

serve around the globe.”

Those consumers still have a high appetite 

for Clé de Peau, and the brand is a bright 

spot for parent company Shiseido amidst 

broader challenges. “We have been able to 

secure growth last year, and the first quarter 

of 2025 as well,” Hashimoto said. “In the 

last two years, the cosmetics industry is 

going through a kind of a reset that is mainly 

driven by trends in China especially.”

Globally, however, “the brand is keeping 

a very high growth momentum throughout 

Asia, with Japan being the core market for 

us. In North America and EMEA, we’re 

committed to growth of these two markets 

in coming years to establish our position as 

a global luxury brand,” said Hashimoto.

More locally to North America, the 

brand is outpacing the luxury skin care 

market, which has seen a deceleration 

in the U.S. more broadly. “The key to 

our success is the consumer looking for 

science-backed skin care, they want to 

understand what the product is going to 

deliver for them,” said Virginie Bourliere, 

senior vice president of U.S. marketing 

for Shiseido and Clé de Peau Beauté. 

“We’re fueled by over 40 years of skin cell 

research. We continue to fuel it through 

our research, and the other thing that’s 

fueling our growth are hero products.”

The brand’s cult-favorite eye cream is 

still its top seller, Bourliere said, and it’s 

growing double digits. Makeup, though, 

boasts the most consumer loyalty across 

the range, which she credits to the skin 

care benefits infused in the formulas.

She posited that the U.S. is only 

becoming a more significant market for the 

brand. “The U.S. is poised to become the 

main driver of growth,” she said. “Most 

people in the U.S. don’t know that Clé de 

Peau is the top skin care brand in Japan, 

it has huge awareness and it’s by far the 

favorite. The biggest opportunity we see is 

to build this awareness here in the U.S.”

As that relates to Kidman, she has “a 

very broad reach and engaged audience in 

the U.S.,” Bourliere said, noting the push 

will be paramount to raising awareness. 

“But when we raise awareness, we want 

to build it around our products and also 

about our values. What appealed to us is 

that we do share common values with her. 

She’s an advocate for women, she’s a U.N. 

Women Goodwill Ambassador. And we’ve 

been partnering with UNICEF for six years 

now and have donated $11.6 million to 

support the education and empowerment 

of women. It really is the perfect alignment 

of values.”

Hashimoto agreed, adding that she 

evaluated the opportunity with Kidman 

both qualitatively and quantitatively. 

“It’s beyond sales. Her ambassadorship 

is a broader marketing strategy. She’s 

very committed as an individual to social 

causes, being a United Nations Goodwill 

Ambassador, and that resonates with our 

brand’s values.”

Kidman shared a similar rationale for 

taking on the partnership, as well. “What 

is the company in general, what do they 

believe in, what are their values? Are they 

nice? Are they contributors to the world? 

I met them, and we talked about what we 

wanted to do with the brand,” she said. 

“This is actually just a partnership that’s 

based in belief, good will and care.”

BEAUTY

Nicole Kidman Is Clé de Peau Beauté’s  

Global Brand Ambassador

Nicole Kidman for Clé de Peau.



ATTENDEE & SPONSORSHIP INQUIRES
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BLACK TIE
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8:30 - 1 1 :00 PM |  DINNER & PROGRAM
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  The Aug. 7 event is expected  
to attract about 100 guests  
and it will benefit the  
Beautiful Lives Project, which 
offers new experiences to 
disabled individuals.

BY ROSEMARY FEITELBERG

A group of blind or visually impaired 

individuals won’t just be modeling on 

the runway at an Aug. 7 fashion show in 

Chicago, they also will be choosing the 

designs that they wear.

The event is being organized through 

the Beautiful Lives Project, a nonprofit that 

gives people with disabilities opportunities 

to participate in activities and events 

that may not have been available to them 

previously due to their physical or facility 

challenges. About 100 guests are expected 

at the evening event, which is being held 

at the CD Peacock Mansion in Oakbrook 

Center in Oak Brook, Ill.

About 6 million Americans have vision 

loss and 1 million have blindness, according 

to the U.S. Center for Disease Control 

and Prevention’s Vision and Eye Health 

Surveillance System. While legally blind 

individuals like “America’s Next Top Model” 

contestant Amanda Swafford and fashion 

designer Natalie Travon have gained 

attention, fashion shows that feature visually 

impaired models have been scarce. In 2016, 

the first national Blind Fashion Show was 

held during New York Fashion Week.

Bryce Weller, cofounder of the 

Beautiful Lives Project, said he wanted 

to do a fashion show to demonstrate 

that “individuals with disabilities can do 

whatever they dream of doing in their 

lives and that there are different ways to 

experience fashion.”

While some look at clothes, runways 

shows or digitally to experience fashion, 

visually impaired or blind people 

experience it with their touch. The 10 

participants who are legally blind will be 

visiting a Nordstrom store to choose the 

designs they will wear in the show. The 

texture of different apparel styles, whether 

that be their smoothness, roughness, or 

varying fabrics, will impact the models’ 

tactile approach to self-styling. While 

some will use their partial vision for those 

decisions, others will rely solely on touch. 

Before they hit the catwalk, they will visit 

Hammer & Nails to have their hair styled.

Having arranged sports, art, 

cheerleading and other activities for 

Beautiful Lives Project events, Weller, 

who is completely blind, said fashion has 

always been something that he has wanted 

to give participants the opportunity to 

experience. He added, “I am passionate 

about creating community support for 

individuals that are too often forgotten.”

Next month’s show will also relay to 

guests that “there are different ways for 

everyone to experience fashion. But 

everyone can come together to help 

people, who are visually impaired or blind 

to be successful in life,” he said.

CD Peacock, a two-story 21,000-square-

foot luxury watch and jewelry store, is 

engaged with various charities, but it was 

a client who introduced vice chairman 

Steven Holtzman and his 16-year-old 

daughter Aria to the nonprofit. They 

later made plans to visit the Illinois 

Center for Rehabilitation and Education-

Wood, a facility that offers programs to 

blind, visually impaired, or DeafBlind 

individuals, who are 18 or older. After 

picking up 10 pizzas, decamped in its 

cafeteria to speak with people about 

the prospect of a fashion show. The 

CD Peacock executive said he had 

goosebumps the entire time, due to their 

interest in trying something different and 

getting involved with the project.

While the idea for the show sprang 

in part from his daughter looking for 

something to do this summer, Holtzman 

hopes it evolves into a “Pay It Forward” 

type situation, referring to the 2000 

feature film with Kevin Spacey, Helen 

Hunt, Haley Joel Osment and Jay Mohr, 

where young students make a plan to help 

others, who will in turn do the same for 

more people. His daughter is pitching in 

with the show at CD Peacock, which offers 

Rolex, Omega, Chanel and other concept 

shops. “It’s like a candy shop for people, 

who like watches and jewelry,” he said.

Making the point that his daughter 

attends a boarding school that has 150 

clubs for students, he said they have been 

brainstorming about how students could 

start a Beautiful Lives Project to introduce 

participants to college sports, college 

concerts or other events that they may not 

have been privy to yet.

Weller, who attended ICRE-Wood to 

learn life skills, said, “People sometimes 

feel nervous to allow people with 

disabilities to live their dreams. Also, a 

major struggle for many people, who 

are blind or visually impaired is finding 

employment. Often people do not believe 

that someone — no matter what their 

disability or challenge is in life — can be 

successful in the workforce.”

The aim is to make the CD Peacock 

fashion show an annual one, and to 

possibly do fashion shows in other cities 

to give the opportunity to experience 

to others including those with different 

disabilities, Weller said. There will be a 

fundraising component to the fashion 

show to try to help Beautiful Lives Project 

events in other parts of the country.

More than anything, he expects the 

event to show guests who attend the 

event, “that everyone experiences 

the world differently whether that be 

fashion, trying to find employment or 

being successful in life. We hope that 

everyone will understand that everyone 

has their own unique ways of experiencing 

fashion or wanting to live their dreams. 

And everyone, no matter of his or her 

disabilities, deserves those opportunities,” 

Weller said.  

  RH Montreal, The Gallery at 
Royalmount integrates  
home furnishings collections 
from RH Interiors, Modern  
and Outdoor, featuring  
a glass-encased rooftop 
restaurant and park.

BY SOFIA CELESTE 

MILAN — RH chief executive officer 

Gary Friedman admitted in June that 

his business was “rocked” by reciprocal 

tariffs, but that’s not stopping him from 

expanding in Canada. On a mission to 

create the most immersive, physical 

experience in design, RH has opened its 

second design gallery in Canada and first 

design gallery location in the province of 

Quebec, the firm said Thursday.

RH Montreal, The Gallery at Royalmount 

is located on Quebec’s centrally located 

Chemin de la Côte-de-Liesse. The three-

story structure spans more than 49,000 

square feet and brings together RH Interiors, 

its Modern and Outdoor collections, RH’s 

Interior design office, along with art and 

antiques, all under one roof. It also houses a 

dramatic glass encased rooftop restaurant, 

which opens into a landscaped garden.

Opening the Montreal design gallery 

is key to Friedman’s plan to expand the 

RH brand globally. His strategy has been 

focused on opening immersive, convivial 

spaces that engage with markets on a local 

level and that keep consumers coming 

back. During a conference call with 

analysts in June, he contended this local-

centric strategy represents a “multibillion-

dollar opportunity.”

In the second half of the year, RH will 

open design galleries in strategic locations. 

The Paris opening will take place Sept. 

4 during the Maison&Objet design trade 

show. Other locations are planned for 

Detroit; Manhasset in Long Island, New 

York; San Diegom, and Palm Desert, as 

well as London and Milan in 2026.

Despite a challenging housing market, 

the worst in 50 years, RH forecasted 

revenue growth of 10 to 13 percent in fiscal 

2025, an adjusted operating margin of 14 

to 15 percent and an adjusted earnings 

before interest, taxes, depreciation and 

amortization margin of 20 to 21 percent.

RH shares are still recovering from 

the near five-year low they hit after the 

“Liberation Day” duties announced by U.S. 

President Donald Trump on April 2. Since 

then, the firm has shifted sourcing out of 

China and rerouted a significant portion of 

its upholstered furniture to its own North 

Carolina factory, the firm said.

Tensions remain high between the U.S. 

and Canada. The North American nation 

has less than a week to reach a trade deal 

with Trump following his threat to impose 

35 percent tariffs on Canadian exports 

starting Aug. 31.

According to Italy’s Pambianco 

Consulting division, RH is the second 

largest maker of high-end furniture, by 

sales, in the world. It posted $3.03 billion in 

sales in 2024.

FASHION

Beautiful Lives Project Plans  
Fashion Show With Blind Models

HOME DESIGN

RH Opens Second Design Gallery in Canada
Inside RH Montreal, 

The Gallery at 

Royalmount.

RH Montreal

The exterior of the CD Peacock Mansion.
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Fashion Scoops

50 Cheers
Marking the 50th 

anniversary of his business, 

Giorgio Armani is planning 

big celebrations come 

September, sure to headline 

a packed Milan Fashion 

Week schedule, running 

Sept. 23 to 29.

The Italian brand said 

Thursday — the day marking 

exactly 50 years since it 

was established on July 24, 

1975 — that it is mounting 

an exhibition retracing 

five decades in fashion 

through 150 archival looks 

at the Pinacoteca di Brera 

Museum. This is the first 

time the cultural institution 

will host a fashion 

exhibition. 

Opening on Sept. 24, the 

exhibit will be flanked by 

a broader digital project 

called Armani/Archivio, a 

platform set to launch on 

Aug. 30 during the Venice 

Film Festival filled with a 

catalogue of all Giorgio 

Armani collections to date.

The platform will have 

a physical counterpart to 

open outside Milan in the 

near future, the brand said.  

As for new fashion, the 

Giorgio Armani spring 

2026 womenswear 

collection will be unveiled 

with a runway display to 

be exceptionally held in 

the storied courtyard of 

honor of Palazzo Brera, 

the 17th-century landmark 

home to the Pinacoteca, 

the Biblioteca Nazionale 

Braidense library and the 

Brera Academy.

Featuring also 

menswear looks already 

unveiled on the runway last 

June, the evening show will 

be held on Sept. 28 — one 

of the reasons why the 

Camera della Moda moved 

the CNMI Sustainable 

Fashion Awards up one 

day to Saturday night from 

their usual spot.

This is a festivity-rich 

year for Armani, who 

also marked the 20th 

anniversary of his Privé 

haute couture collection 

in 2025, mounting an 

exhibition at the Armani/

Silos space in Milan 

retracing his journey in 

couture since 2005.

Opened in May and 

titled “Giorgio Armani Privé 

2005-2025” the exhibit runs 

through the end of the year.

As reported, the Italian 

designer skipped his 

Giorgio and Emporio 

Armani men’s spring 2026 

shows in Milan last June 

as he was “recovering at 

home” from an illness, the 

company said. He didn’t 

attend the Privé haute 

couture show for fall 2025 

a few weeks later in Paris 

either.

If Armani’s milestone 

celebrations are 

testament to the brand’s 

continuity, many fellow 

fashion brands are, on the 

contrary, ready to write 

entirely new chapters in 

their history, reflecting a 

period of unprecedented 

creative upheaval amid a 

global slowdown in luxury 

spending.

September’s Milan 

Fashion Week is expected 

to be filled with the most 

designer debuts in recent 

history. Dario Vitale is 

to share his vision for 

Versace; Simone Bellotti 

for Jil Sander; Louise 

Trotter for Bottega Veneta; 

Meryll Rogge for Marni, and 

Demna for Gucci.

— MARTINO CARRERA

Public 
Again?
Could Public School 

New York be preparing 

for a relaunch? Or do its 

founders, Maxwell Osborne 

and Dao-Yi Chow, have 

something else up their 

sleeves?

Reports have been 

circulating for months 

within the streetwear 

community that the duo 

was planning to revive 

their brand and make their 

triumphant return during 

New York Fashion Week.

The buzz got louder 

Thursday when KFN, a 

group that is working 

to reimagine New York 

Fashion Week, teased that 

Osborne and Chow would 

be creating a “project” for 

KFN’s inaugural season. 

When KFN’s plans were 

announced in May, the 

designers were front and 

center for the photo op.

KFN, or KF Fashion and 

N4XT, cofounded by Imad 

Izemrane, is an extension of 

Kilburn Media, a diversified 

media and entertainment 

company with investments 

in film, TV and content-

driven ventures. N4XT 

Experiences acquired 

L.A. Fashion Week in 

2022, and specializes in 

creative direction, brand 

strategy and experiential 

programming. The group 

has lined up 30 designers 

for its inaugural showcase 

in New York, including Chow 

and Osborne.

Neither Osborne nor 

Chow could be reached 

and their longtime publicist 

said the duo is not prepared 

to share any further 

information about their 

plans at this point.

In May, the Public School 

New York Instagram site 

was active with clips from 

the duo’s custom design 

under the Public School 

label for Justin Jefferson 

for the 2025 Met Gala. Both 

Osborne and Chow were 

featured in a video styling 

the football player in a 

glen plaid suit with a high-

waisted double-pleat pant 

and cape.

The New York City-born 

Chow and Osborne both 

worked at Sean John and 

created the Public School 

menswear brand in 2008. 

It quickly became the 

preeminent streetwear 

label and won the CFDA/

Vogue Fashion Fund award 

in 2013, the CFDA award 

for menswear in 2014 and 

the International Woolmark 

Prize for menswear in 2015.

They were tapped to be 

the designers of the DKNY 

label in 2015, a role they 

kept for around a year until 

the brand was sold to G-III 

by LVMH. They returned to 

Public School and New York 

Fashion Week, but by 2018 

decided to focus on selling 

direct-to-consumer and 

opened its first store on 

Howard Street. That store 

is no longer in business 

and the Public School NYC 

website just shows a photo 

of New York and a clock 

showing the current day 

and time.

In recent years, the duo 

has worked separately 

with Osborne creating 

AnOnlyChild, a line made 

entirely of deadstock 

materials, that launched 

in 2022. Chow has worked 

as the creative director of 

Brand New Era, a subbrand 

of the sports lifestyle 

company, as well as Italian 

heritage brand Sergio 

Tacchini and the now-

defunct Brady Brand from 

Tom Brady.

One streetwear retailer 

said that despite the 

rumors that Public School 

is planning a return, no 

invitations to a show or 

event have been sent out 

yet, and no product has 

been revealed. “But within 

the community, all roads 

appear to be leading that 

way,” the merchant said.

— JEAN E. PALMIERI

Fragrance 
Only
Boots is betting on the 

fragrance economy with 

a stand-alone fragrance 

store opening in Broadgate 

Central in the fall.

The 2,150-square-foot 

store will stock more than 

400 scents from luxury and 

independent brands, which 

will include U.K. exclusives 

and more than 20 new 

brands joining the retailer.

“Boots Fragrance 

boutique represents a 

bold step forward in how 

we bring fragrance to 

our customers. As the 

nation’s favorite beauty 

retailer, we’re proud to be 

creating a space that not 

only showcases the very 

best in luxury and niche 

perfumery, but also makes 

it more accessible, inviting 

and inspiring for all,” said 

Chelsey Saunders, director 

of fragrance at Boots. 

The store will guide 

customers through the 

senses when it comes to 

fragrances with trend-

led discovery zones and 

immersive experiences. 

Services such as scent 

profiling and fragrance 

matching will also be 

available.

According to a Mintel 

report from 2024, the U.K. 

fragrance market is on 

track to reach 2 billion 

pounds by 2029.

Fragrance sales have 

proven to be robust at Boots.

“The U.K. fragrance 

landscape is thriving — 

dynamic, diverse and more 

creatively ambitious than 

ever. Boots has long been 

a trusted name in beauty, 

and the launch of the 

Boots Fragrance boutique 

is a powerful statement 

of its commitment to the 

U.K. fragrance industry. By 

championing both heritage 

and innovative new brands, 

Boots is now a key part of 

inspiring a new generation 

of perfume creators and 

perfume lovers,” said 

Christopher Yu, trustee of 

The Fragrance Foundation 

U.K. — HIKMAT MOHAMMED

Taking  
The Field
Colm Dillane may have 

worked for LVMH, shown 

his KidSuper line in Paris 

and even created his own 

Ken doll. But having his 

own soccer field trumps 

everything.

Dillane grew up playing 

soccer and even competed 

as a professional in Brazil 

after he graduated from 

high school. Ever since he 

bought the 10,000-square-

foot building in Williamsburg, 

Brooklyn, that serves as 

his headquarters, he’s 

envisioned creating ► 

Giorgio Armani

Dao-Yi Chow 

and Maxwell 

Osborne

Boots in 

London.




