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Fashion. Beauty. Business. 

DAILY EDITION AUGUST 6, 2025 

On Friday, Mecca will open the largest freestanding beauty store in the world in its hometown of  
Melbourne. Measuring about 40,000 square feet spaced over two floors, it will have a full array of beauty  

products and services, as well as a dedicated area to wellness. The store’s focal point: an enormous beauty  
“Carousel,” where consumers can play to their heart’s content. For more, see pages 4 to 7.

PHOTOGRAPH BY JOSH ROBENSTONE

Beauty’s New Playground
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  At Tanger's 37 outlet  
centers and three lifestyle 
centers, traffic and back-to-
school selling was robust.

BY DAVID MOIN

Tanger — boosted by early back-to-

school marketing, tax-free days and 

the consumer response to tariff-related 

pricing and product availability concerns 

— posted second-quarter gains across a 

spectrum of metrics.

Net income for the quarter ended June 

30 rose to 26 cents per share, or $29.9 

million, compared to 22 cents per share, or 

$24.6 million, during the prior-year period.

Funds from operations increased to 

58 cents per share, or $68.6 million, 

compared with 53 cents per share, or 

$60.9 million, beating the Zacks Consensus 

Estimate of 56 cents per share. 

Core funds from operations was 58 cents 

per share compared to 53 cents. FFO and 

core FFO are widely accepted measures in 

real estate to gauge company performances.

The results impressed Wall Street 

investors which pushed the stock up 6 

percent to $32.29 in trading Tuesday.

Based on the positive trends, Tanger 

raised its outlook for the year to between 

93 cents and $1 in net income per diluted 

share, from the previous forecast of 91 

cents to 99 cents per share.

“Traffic is up versus last year,” Stephen 

Yalof, Tanger’s president chief executive 

officer, told WWD. “It started to build in 

April, after the announcements on tariffs.”

He said customers decided to shop early 

fearing inventories would be limited and 

prices higher later in the year as tariffs 

kicked in. Back-to-school shopping, the 

second biggest selling period of the retail 

year, normally begins in the third quarter. 

But this year, early bts shopping at Tanger 

outlet and lifestyle centers was fueled by 

initiating back-to-school marketing in June, 

as well as tax-free weeks during July and 

late June in several Southern cities. “Tax-

free weeks are huge. They line up with 

back-to-school,” Yalof said.

While some brands did raise prices last 

quarter, it had little impact on spending, 

Yalof said.

Asked what categories and brands sold 

the best last quarter, Yalof cited athleisure 

and performance apparel including Vuori, 

Athleta, Fabletics and Lululemon; jewelry 

including Pandora, as well as Coach, Ralph 

Lauren, Gap, Old Navy and Swarovski. In 

addition, Tanger has been leasing more 

space to food and beverage retailers, 

including Shake Shack, Chipotle and 

entertainment formats. Tanger recently 

signed its first lease with Main Event, a 

family entertainment for billiards, bowling, 

arcade games, laser tag, rock climbing 

and other activities, opening at the end 

of this year at the Tanger outlet center in 

Deer Park, N.Y. Tanger also recently began 

opening Marc Jacobs outlets — it has four, 

and Sephora regular-priced stores, with six 

units currently operating.

Within the last two years, Tanger has 

acquired four shopping centers, in Asheville, 

N.C.; Huntsville, Ala.; Little Rock, Ark., and 

Orange Village, Ohio. Tanger also opened 

a center in Nashville. “We’ve got other 

things in the pipeline,” Yalof said, without 

specifying. “We’ve got a great balance 

sheet and amazing access to capital.” 

The company targets “mid-tier outlet and 

lifestyle shopping centers we think are the 

best in their respective markets.”

“The most important part of the story 

is that there is not much new retail 

development, so the lack of new supply 

makes our space more valuable every 

day,” he said. “That gives us opportunity 

to be discerning with the retailers we let 

in, and opportunity to grow rents and our 

net income.”

In a conference call Tuesday with 

investors and industry analysts, Yalof said: 

“Our merchandising strategy is yielding 

impressive results with our open air outlet 

and newly acquired lifestyle centers. 

We continue to attract brands and retail 

categories that are new to our portfolio 

while expanding store counts with our 

most productive existing tenants. This 

thoughtful approach to merchandising 

is attracting a younger demographic 

while maintaining our core value-seeking 

shopper base. Across our portfolio, we’re 

seeing our shoppers visit more frequently, 

stay longer when they visit, and ultimately 

spend more.”

He also said “Population shifts and 

residential densification in many of our core 

markets have created the need for more 

restaurants, service uses, health clubs and 

entertainment venues. And the land adjacent 

to our traffic-generating shopping centers 

has proven to be a destination of choice for 

many of these national and local businesses. 

Our digital capabilities and marketing 

initiatives are driving strong engagement 

and delivering meaningful results. Our 

proprietary loyalty program, TangerClub, 

enables us to deliver more targeted and 

compelling offers to our customers. These 

programs are driving results.”

In other statistics reported by the 

Greensboro, N.C.-based Tanger, occupancy 

was 96.6 percent on June 30, compared to 

96.4 percent a year earlier. Average tenant 

sales per square foot totaled $465 for 

the 12 months ended June 30, compared 

to $438 during the prior year. Tanger 

operates 37 outlet centers and three open-

air lifestyle centers.

  Net earnings took a tax hit 
during the quarter, but adjusted 
EBITDA trended higher.

BY EVAN CLARK

Revolve’s bottom line took a tax-related 

hit in the second quarter, but the party-

ready e-commerce company continued to 

show top-line growth.

Revolve’s second-quarter net income 

fell to $10 million from $15.4 million a 

year earlier, hit by the timing of certain 

tax items the company expected to record 

this quarter. 

Still, diluted earnings per share of 13 cents 

came in 1 cent ahead of the 14 cents analysts 

had penciled in, according to Yahoo Finance. 

And adjusted earnings before interest, 

taxes, depreciation and amortization rose 12 

percent to $22.9 million.

Gross margins increased 4 basis points 

to 54.1 percent of sales, getting a boost 

from a higher mix of owned brands. 

Overall sales increased 9 percent to 

$309 million. Sales at the Revolve division 

also rose 9 percent to $268.4 million, while 

Fwrd was up 10 percent to $40.6 million. 

The company’s top-line growth 

outpaced its active customer count, which 

rose to 2.7 million for the last 12 months, 

an increase of 6 percent. 

Cofounder and co-chief executive 

officer Mike Karanikolas told analysts on a 

conference call: “Our customer  

base continues to increase and, on 

average, we are generating more 

revenue per active customer, helped by 

a lower return rate year-over-year in our 

successful efforts to capture a greater 

share of the consumer’s wallet.”

He also touted Revolve’s international 

growth. While the business is still smaller 

abroad, at $67.3 million in sales in the 

quarter, that marked 17 percent growth. 

Michael Mente, cofounder and co-CEO, 

said the company — known for its high-

profile events — is getting heard in a 

crowded market.  

“Our brand-elevating Revolve Festival 

held in April set the tone for the second 

quarter by delivering significantly greater 

marketing impact of reduced spending 

year-over-year,” Mente said. “Aspirational 

content from Revolve Festival in the 

Coachella Valley dominated social media 

feeds during the one-week period around 

our events.”

Shares of Revolve rose 1.5 percent to $21 

in after-hours trading on Tuesday.

BUSINESS

Tanger’s Stock Price Spikes on Healthy Q2

BUSINESS

Revolve’s Q2 Sales Rise 9% as 
Customer Counts, Average Spend Rise

The Tanger outlet center in Deer Park, N.Y.

Alix Earle partying with Revolve.
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  The platform is starting with 
three core ingestibles focused 
on fiber consumption, stress 
support and brain health.

BY EMILY BURNS

Midi Health is entering the supplement 

market. 

The women’s health platform focused 

on midlife on Wednesday launched its 

supplement line, which includes Daily 

Cortisol Support, $50, Daily Brain Boost, 

$35, and Daily Fiber+, $55. According 

to industry sources, Midi Health’s 

supplement line could exceed $30 million 

in sales its first year on the market. 

This marks Midi Health’s first foray 

beyond its medical practice, which 

includes telehealth visits and personalized 

prescriptions for skin, hair, weight and 

sexual health, such as GLP-1s, estrogen-

based face cream and testosterone cream. 

According to the team, Midi Health sees 

20,000 patients a week.

“We found that women are…very 

supplement curious, and what they were 

asking us for is guidance on what to take, 

and that included medications, and it 

included supplements,” said Midi Health 

cofounder and chief executive officer 

Joanna Strober, specifying that 75 percent of 

Midi Health patients each week are asking 

for supplement recommendations. “I was 

surprised by how many people were, in 

their visits, bringing up what supplements 

should [they] be taking. Increasingly, we 

were starting to do the research to figure 

out what supplements we should be taking 

and where to get them from.”

According to Strober, the team landed 

on three core supplements that support 

the needs of women entering midlife that 

were not easily accessible on the market. 

“We’re trying to do the ones that are 

very specific to what our ladies needed,” 

she said. “There’s no other company out 

there that’s specifically making things for 

women in their midlife, and these are 

specifically formulated for that audience.”

Therefore the lineup includes a fiber 

supplement, which has become an 

increasingly hot category as the majority 

of Americans don’t consume enough 

fiber, which supports metabolic function, 

digestion and satiety. Midi Health’s Daily 

Fiber+ combines five grams of fiber with 

green banana powder and chromium 

picolinate in a zero-sugar gummy. The 

lineup also includes Daily Cortisol 

Support, formulated with magnesium, 

L-theanine, ashwagandha, magnolia bark 

extract and phosphatidylserine, to reduce 

stress and support mood and sleep; and 

Daily Brain Boost, formulated with vitamin 

B12, choline and CoQ10 to boost mental 

functional and energy. Per Strober, Midi 

Health practitioners were recommending 

each of these ingredients separately, which 

ultimately led to these unique blends.

“There are millions of women in this 

country who don’t get appropriate care,” 

she said. “They can’t get care for sleep, for 

anxiety, for weight loss, for mental health 

issues, for their bone issues, for their brain 

issues. There’s just a huge lack of expert 

women’s care in the country, and so our 

opportunity is to fill that gap.”

According to Strober, these supplements 

are a response to the two main challenges 

in women’s health: increased confusion 

due to the mass amount of brands entering 

the market and the lack of expert care and 

education. 

“Historically, there’s been medical care 

and then there’s been supplements, and it’s 

been very segregated, and I actually think 

it needs to be closer together,” said Strober. 

“I don’t think you should have to go to one 

person to talk about your supplements 

and a different person to talk about your 

medical care. It should be in one place.”

Strober said that the brand has several 

other supplements in the works, some of 

which are also a gummy format, which is 

often touted as the fastest-growing ingestible 

format and most popular after capsules.

”We’re working on specific products to 

help with the issues that we are hearing 

from women that we can’t otherwise get 

them an easy replacement,” Strober said.

While the launch is a direct response to 

what Midi Health patients were asking for, 

Strober said it’s also an opportunity for 

new customer acquisition. 

“From a business perspective, it is true 

that we are also looking at the supplements 

as a way to get people into Midi,” she 

said. “We are going to be marketing the 

supplements separately.” 

Strober also emphasized that the 

supplements are suitable for all Midi 

Health users, whether or not they are 

using hormone replacement therapy to 

support the symptoms of perimenopause 

and menopause. 

“This is not a replacement for hormone 

replacement therapy. It is an option 

for people who want to take hormone 

replacement therapy, and it’s an option for 

women who don’t want to take hormone 

replacement therapy, and certainly for 

women who have breast cancer [who] 

can’t take hormone replacement therapy. 

One of the things that we are looking at 

carefully for our supplement line is having 

great supplements for women who cannot 

take hormones,” said Strober.

In addition to this launch, Strober said the 

team is focused on expanding its insurance 

coverage and ultimately accessibility to care.

“As I think about evolving the brand, it is 

around scaling expert care,” she said.

   This is a new role for the 
group, as it prepares to 
complete Versace’s acquisition.

BY LUISA ZARGANI

MILAN — The Prada Group will reveal 
Wednesday it has promoted Christopher 

Bugg to chief communication officer.

This is a new role at the company, 

and a new development as it gears up to 

complete the Versace acquisition. Bugg 

will be responsible for overseeing the 

global communication strategies of the 

group and its brands, comprising Prada, 

Miu Miu, Church’s and Car Shoe.

He reports to Lorenzo Bertelli, chief 

marketing officer and head of corporate 

social responsibility of the group.

Bugg joined the company in January 

2020 as marketing and communication 

director for Asia and, a few months 

later, was appointed group 

communication 

director. “Over the years, his work has 

played a key role in strengthening the 

positioning of the group and its brands,” 

the company said in a statement.

Before joining the Prada Group, he rose 

through the ranks at Louis Vuitton in Paris 

in the 2016-19 period becoming the global 

digital communication director. Prior to 

Louis Vuitton, he was based in New York 

working at Calvin Klein from 2008 to 2016, 

becoming global vice president of digital 

marketing.

He holds a degree in marketing and 

digital communication from the University 

of Evansville in Indiana.

In April, the Prada group revealed the 

acquisition of Versace from Capri Holdings 

for an enterprise value of 1.25 billion euros 

and the transaction is expected to close in 

the second half of the year. Commenting 

on first-half results last week, Prada Group 

chief executive officer Andrea Guerra said 

the closing is expected between September 

and November.

“At the beginning of 2026 we will be able 

to share much more information regarding 

what we’re going to do. I think that when 

we signed the agreement, we said that it 

will take time, which means that we need 

to do things carefully. It’s important not 

to kill the baby while you cure it. So we 

will go as fast as we can and as prudent as 

we can in terms of branding and identity 

positioning,” Guerra told analysts during a 

call on July 30.

What is known so far is that the first 

collection for Versace designed by Dario 

Vitale will not be presented through a 

runway fashion show, but the house will 

host “an intimate event, honoring the past 

and envisioning the future,” scheduled on 

Sept. 26 in Milan. The city’s fashion week 

is expected to run Sept. 23 to 29.

The spring collection will be unveiled 

through a presentation and, according to 

sources, there is a video component.

In March, Donatella Versace was named 

chief brand ambassador of the fashion 

house she has helped grow on her own 

for the past 28 years, following the death 

of her brother Gianni. The designer was 

succeeded by Vitale, named chief creative 

officer, on April 1.

Vitale was previously Miu Miu’s ready-to-

wear design director and left the company 

in January.

The Prada Group is weathering the 

current challenges, reporting rising sales 

and steady profitability in the first half 

ended June 30. Revenues rose 8 percent 

to 2.74 billion euros compared with 2.55 

billion euros in the same period last year. 

Group net profit amounted to 386 million 

euros compared with 383 million euros in 

the same period last year.
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