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 The fashion and retail worlds — like every other industry — are rushing to incorporate  
artificial intelligence into their operations, creating employment worries, new working methods  

— and the potential for explosive growth. For more, see pages 6 and 7. 
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  Despite a good first half, the 
German e-commerce giant 
said it won’t see the growth 
of more than 10 percent that 
it had been expecting in the 
second six-month period.

BY CATHRIN SCHAER

BERLIN — Earlier this month German 

online retailing giant Zalando finalized 

its takeover of About You, another online 

shopping platform based out of Hamburg.

Although smaller than Zalando, About 

You is still one of the country’s largest 

online fashion retailers, catering to a more 

youthful audience of around 13 million 

customers and bringing in annual revenue 

of about 2 billion euros.

“The successful completion of the 

transaction represents another significant 

milestone in our journey to build a pan-

European ecosystem,” Zalando co-chief 

executive officer Robert Gentz said.

Although About You will continue to 

operate independently, Gentz explained that 

Zalando will eventually delist the company, 

founded in 2014 and worth an estimated 

1.13 billion euros, from the stock market and 

make it part of the Zalando group.

As a result of the merger being approved 

and finalized in July, Zalando adjusted its 

guidance for the full year.

The company had a positive second 

quarter, with group revenues rising 7.3 

percent to 2.83 billion euros over the 

three-month period. That brings Zalando’s 

group revenues for the year so far to 5.25 

billion euros, an increase of 7.6 percent 

compared to the same period last year.  

The company’s gross merchandise 

value, or GMV, also rose 5 percent to 4.06 

billion euros between April and June. 

GMV measures how much inventory the 

platform has moved and is usually higher 

than company revenue.

“This is a strong result given the 

current geopolitical and macroeconomic 

environment,” Gentz said at a press 

conference in Germany on Wednesday 

morning. “Despite operating in a volatile 

market, we are confident on delivering a 

strong second half [of the year]. The first 

half shows that even in this environment, 

there are pockets of growth and we are 

able to find them.”

Zalando now expects revenues for the 

newly combined group to grow between 14 

percent and 17 percent over the full year, 

and GMV to grow between 12 percent and 

15 percent. The double-digit growth comes 

because of the addition of About You.

This should amount to revenues of 12.1 

billion to 12.4 billion euros for the full year, 

and GMV between 17.2 billion and 17.6 

billion euros.

However, Gentz continued, if one 

assumed About You had been part of the 

Zalando group last year as well, then 2025 

guidance for revenue growth drops back to 

between 4 percent and 7 percent over the 

full year.

About You had only predicted 

“moderate growth” for itself this year. 

Previously, Zalando expected between 4 

percent and 9 percent growth for its own 

operations.   

The reason for the lower top-of-the-

range in the new guidance is due mainly 

to economic uncertainties, a spokesperson 

told WWD in an statement.

Zalando now expects mid-single-

digit growth for the entire group in the 

second half of the year. The original 

higher-end guidance of 9 percent growth 

“implied a growth acceleration of more 

than 10 percent in the second half of 

2025,” the spokesperson said, “which 

we consider less likely given the current 

market environment and current trading 

dynamics.”

Although uncertainty around U.S. tariffs 

is impacting other German brands that 

export to America, Zalando is a mostly 

European retailer and hasn’t seen any 

immediate impact yet, the company’s 

executives reported.

“In terms of first order effects of tariffs, 

there are no implications,” they explained. 

“But obviously, second order effects might 

come in the longer term — for instance, on 

consumer sentiment.”

Over the second quarter, Zalando’s 

active customers increased by 6.1 percent 

to 52.9 million, orders at Zalando also grew 

2.5 percent to 65 million, and the average 

value of each basket rose 1.2 percent to just 

over 61 euros per purchase.

As a result of Zalando’s push to provide 

more entertaining content, people are also 

spending longer on the platform, Gentz 

pointed out.

This week, Zalando replaced its 

traditional homepage with an “AI-powered 

discovery feed” for consumers, he noted. 

The platform will be using advanced 

algorithms to make shopping “more 

immersive and more entertaining.” The 

busy, scroll-able homepage on the Zalando 

mobile app includes personalized product 

recommendations, inspirational campaigns, 

creator content and social media.

“The feed updates regularly with fresh 

content, keeping customers engaged 

and coming back,” Gentz said. “It also 

introduces new high impact formats for 

partners to reach audiences.”

And as consumers interact with the new 

personalized pages, Zalando will also be 

harvesting their data. “[This] will allow us 

to leverage AI to drive up personalization 

and relevancy for users,” Gentz said. 

Last year Zalando launched what it calls 

its “ecosystem strategy.” This basically 

splits the business into consumer sales 

via the existing homepage and app, and 

business-to-business, or B2B, activities.

B2B allows retailers to sell via Zalando 

and to utilize the group’s marketing, data 

and logistics services, among other things. 

For example, Zalando co-chief executive 

officer David Schroeder noted, U.K.-based 

retailer Next has been using Zalando’s 

fulfillment services in Germany since 

February and will soon expand that to 

other European markets.

At the moment, the B2B side of the 

company is growing faster than the 

consumer one. Over the second quarter, 

B2B revenues grew 12.2 percent to total 

262.4 million euros. Although Zalando has 

previously predicted B2B will become a 

multibillion-euro business for the group, 

that figure is currently still dwarfed by 

consumer revenues, which grew 6.8 percent 

and totaled 2.41 billion euros in the quarter.

In another bright spot on the balance 

sheet, Zalando’s adjusted EBIT — earnings 

before interest and taxes and considered 

an important indicator of day-to-day 

profitability — rose 8.1 percent to 185.5 

million euros. In recent years, Zalando 

worried investors with its EBIT numbers 

because of the costs involved with this kind 

of retailing, but the company seems to 

have resolved this issue for now.

For the full year, Zalando expects 

adjusted EBIT to come in somewhere 

between 550 million and 600 million euros.

The second-quarter results were broadly 

in line with market expectations. Analysts 

from the likes of JP Morgan, Deutsche Bank 

and investment bank Jefferies expressed 

some concern about the second half of the 

year, though, noting more discounting, 

high inventories and lagging consumer 

sentiment. That kind of skepticism saw 

Zalando shares drop 10 percent in value in 

Wednesday trading in Germany.

BUSINESS

Zalando Adjusts Full-year Guidance

Zalando’s recently 

revealed, new packaging 

features a bolder logo.
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  WWD’s Jim Fallon and  
Alex Badia sit down with 
Michael Kors and discuss 
the news making waves  
across the industry.

BY KANIKA TALWAR

In the latest “Savage Fashion” podcast 

episode, WWD’s chief content officer Jim 

Fallon and fashion director Alex Badia 

sat down with Michael Kors to discuss his 

fashion-obsessed childhood and ascent 

to the industry as well as his return to 

“Project Runway,” filmed at the renovated 

and recently reopened Waldorf Astoria 

Hotel in New York.

“I always thought you had to be by the 

book,” Kors told Fallon and Badia. “You 

go to FIT, you graduate, you become an 

assistant working for another designer and 

you learn the ropes. There was never a 

doubt that I was going to have the Michael 

Kors brand and it was going to be my own 

thing — but I didn’t know it was going to 

happen so fast.”

When Kors attended FIT in 1977, it was 

at the height of Studio 54. He walked into 

the famous nightclub and immediately felt 

right at home. “I was seeing the designers 

I admired out and about and seeing the 

women they dressed: Halston, Calvin 

[Klein] or Steven Burrows. I knew this 

would be my world.”

Kors shared that his brand’s aesthetic 

is personal to who he is — “I’m a bit of a 

contradiction myself. I am super casual 

but I love luxury and I love indulgence. 

I’m either the life of the party or I’m a 

loner. I’m levelheaded but silly. I always 

responded to this idea that people have 

different sides to them.”

While noting that fashion has not always 

been portrayed in the best light in film and 

on television, Kors was intrigued when he 

heard the premise of “Project Runway” — the 

show coincided with the launch of his more 

accessible Michael Michael Kors line and 

pulled back the curtain on how Kors thinks 

and operates as a global brand. Kors will be 

returning this season as a guest judge.

“I might get in trouble for saying this but 

I think American designers need to show 

in New York,” Kors said. “I think British 

designers need to show in London. I think 

Italian designers need to show in Italy. I 

think French designers need to show in 

Paris. There’s strength in numbers; we 

are a community. I’d like to see everyone 

back together and showing in New York 

together — it makes it more powerful. 

America is a place of such great diversity 

and fashion week should be that.”

Fallon and Badia also discussed the 

latest news, with the second-quarter 

earnings reporting from luxury groups 

largely in decline. Kering sales were 

down 25 percent in the first half, with 

consumers waiting for Demna’s start at 

Gucci in September with a see now, buy 

now strategy. LVMH Moët Hennessy Louis 

Vuitton saw a 22 percent decline with Dior 

still in a transitional period with creative 

director Jonathan Anderson, but Louis 

Vuitton outperformed its other brands.

While LVMH firmly denied back in 

January that Marc Jacobs was on the selling 

block, WWD’s deputy managing editor Evan 

Clark reported that various industry sources 

said that Authentic Brands Group, WHP 

Global and Bluestar Alliance are all in talks 

with LVMH and JP Morgan to potentially buy 

up the American brand — it’s reportedly up 

for grabs for a cool $1 billion.

“[The Marc Jacobs sale news] was a bit 

of a surprise,” Fallon said. “We heard it 

early in the year but LVMH firmly denied 

it. Marc and others still own a stake in 

the brand. The most surprising thing is 

the people they’re talking to — brand 

management firms. It’s really then going 

to be more of a licensed business. What 

that means for Marc himself — given that 

he himself designs the most extravagant, 

imaginative and creative collections — 

remains to be seen.”

And tariffs continue to be top of 

mind, as Wall Street continues to closely 

monitor the never-ending changes in 

rates and negotiations with the Trump 

administration.

“What will be interesting to see — which 

is yet to be determined — is what impact 

the tariffs are going to have. The wines and 

spirits division [at LVMH] is going to be hit 

pretty hard by the 15 percent tariffs. That’s 

higher than what they’re already paying. 

We’re still figuring out what that means for 

the fashion division but it will also be higher 

for the beauty products,” Fallon said.

  The beauty brand  
strengthens its retail presence 
with Sephora in the Middle 
East, Dollar General in the  
U.S. and rising international 
sales, while navigating tariffs.

BY KATHRYN HOPKINS

E.l.f. Beauty is working toward covering 

all the bases when it comes to retail. 

After a successful launch in Sephora 

Mexico, the mass beauty brand will 

continue its expansion with Sephora in the 

Middle East, while it also finds success at 

Dollar General.

“We’re the top three brand in Sephora 

Mexico, one of the best launches they’ve 

ever had. What they saw in Mexico was 

E.l.f. brought in a whole different consumer 

set — younger core enthusiasts — and I think 

they got excited about the data they saw. 

E.l.f. didn’t cannibalize any other brands, 

but just brought incremental sales in,” said 

Tarang Amin, chief executive officer of E.l.f. 

Beauty, in an interview as the company 

released first-quarter earnings.

The Middle East beauty scene is heating 

up as Ulta Beauty also prepares to launch 

there via a licensing agreement with 

Alshaya Group. 

Amin also noted a wider deepening 

relationship with Sephora: Hailey Bieber’s 

Rhode, which E.l.f. acquired earlier this 

year in a $1 billion deal, will be rolling 

out at Sephora North America, while 

Naturium, another brand owned by E.l.f., 

is gearing up to enter Sephora Australia.

“It’s a really great chapter for us to expand 

our partnership with Sephora,” he said.

At the same time, the E.l.f. brand 

continues to roll out in all Dollar General 

stores across the U.S.

“We’ve seen incredible results. Our 

strategy with Dollar General was they serve 

the underserved consumer, with 80 percent 

of their stores in these rural areas. What 

we’ve seen so far is the people who are 

purchasing, 60 percent of them have never 

bought any cosmetics at Dollar General 

and then 53 percent are actually new to the 

E.l.f. brand. So it’s a win-win, which is often 

the case for us with our retailers.”

Net sales increased 9 percent to $353.7 

million in the first quarter ended June 30, 

primarily driven by strength in both the 

group’s retailer and e-commerce channels, 

in the U.S. and internationally. Wall Street 

had pencilled in $352 million.

Adjusted net income was $51.3 million. 

Adjusted diluted earnings per share were 89 

cents, above analyst expectations of 84 cents.

Due to the wide range of potential 

outcomes related to tariffs, E.l.f. said it 

is not providing a full year fiscal 2026 

financial outlook. But it did reveal that for 

the first half, it expects net sales growth 

above the 9 percent level reported in the 

first quarter.

“We did provide a little bit of color, but 

we’re really looking for resolution [with 

tariffs] before we’re able to provide a full 

outlook,” Amin said.

Around 75 percent of E.l.f. Beauty 

products are manufactured in China, down 

from 100 percent.

“We have a balanced plan. On Aug. 1, 

we did take our prices up $1 across our 

portfolio. We communicated that to our 

community. The community response 

was overwhelmingly positive in terms 

of our transparency. We are continuing 

to optimize our supply chain, less to do 

with tariffs and more to do with a rapidly 

growing global business, and then we 

continue to diversify the business,” he 

said. “Our international expansion helps 

us a lot where it’s not subject to the level 

of tariffs.”

VOICES

Michael Kors’ ‘Project Runway’ Return, Luxury 
Sales’ Decline and Marc Jacobs Up for Sale

BEAUTY

E.l.f. Beauty Expands 
Footprint With Sephora

E.l.f. Cosmetics Power Grip Primer
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  The Kering- and Inditex-
backed fund also crossed the 
1 million hectare milestone 
as it expanded its projects to 
13 countries, as revealed in its 
annual report issued Thursday.

BY RHONDA RICHFORD

PARIS — Conservation International’s 

Regenerative Fund for Nature, the Kering- 

and Inditex-backed impact fund, has crossed 

the 1 million hectare milestone and is 

lowering the threshold for new participants 

to join the program, the group revealed in its 

latest report released Thursday.

The fund has now enrolled 1.1 million 

hectares of farmland into regenerative 

agriculture projects, including 845,000 

hectares in direct projects and 267,000 

hectares in indirect ones aimed at 

transforming the raw material supply 

chains for fashion.

“The Regenerative Fund for Nature has 

proven to be a successful example of an 

innovative financing mechanism and we 

hope other companies will join in order to 

help scale regenerative farming practices 

in luxury and fashion’s supply chains,” 

said Kering sustainability programs and 

innovation director Géraldine Vallejo.

Kering spearheaded the fund with 

Conservation International in 2021; Zara 

parent company Inditex joined in 2023.

Now active in eight countries with 13 

projects spanning commodities like cotton, 

wool, leather and cashmere, the fund’s 

outcomes range from healthier soils and 

restored ecosystems to improved livelihoods 

through premium pricing for producers.

Kering has already begun sourcing 

materials from these projects, with 

regenerative raw materials appearing in its 

collections across various brands.

To bring additional fashion brands on 

board, the fund introduced a new tiered 

partnership model, opening the door to a 

broader coalition of contributors.

The original partner level remains 

at a $3 million commitment over three 

years, while the new principal tier 

requires a $200,000 annual investment 

over the same period of time. Associate 

contributors will be reviewed on a case-by-

case project basis to allow for more flexible 

engagement and financial commitments.

“We’ve seen excellent outcomes in farms 

and communities when investment and 

collaboration come together to support 

the transition to regenerative agriculture,” 

Vallejo said. “These holistic practices not 

only benefit nature and create better long-

term resiliency for companies but they are 

also feasible with the right support.”

Jim Fitzpatrick, director of the 

Regenerative Fund for Nature, said: “Over 

1 million hectares [are] being impacted 

by investments from the fund. Each effort 

is centered around people and aims to 

instill regenerative agriculture practices 

designed to improve ecosystem health by 

delivering positive outcomes for people, 

nature and climate.”

The fund has also established a new 

monitoring and evaluation framework, 

elevating water and climate as core 

performance principles, aligned with 

the Science-Based Targets Network, or 

SBTN, have benchmarks as the fund’s 

projects grow in scope. The framework 

will establish clear baselines and success 

metrics to provide consistency and clarity 

on outcomes for participants and brands.

To that end, the fund introduced a first-of-

its-kind impact allocation system, enabling 

brands to more accurately distinguish 

between direct and indirect benefits.

This development is particularly 

significant as the fashion industry 

continues to navigate increasingly rigorous 

disclosure requirements, particularly 

in the European Union, alongside 

growing consumer pressure to back up 

sustainability claims with hard data.

Projects include a pilot in Argentina, 

where local herders have integrated new 

methods to protect their flocks from 

predators, allowing threatened species 

such as the Andean cat and guanaco to 

recover. Producers now earn a 15 percent 

price premium for their Wildlife Friendly-

certified merino wool and mohair.

In the Mongolian steppe, nomadic 

communities used satellite data to  

better allocate the size of their herds ahead 

of winter.

In India, which now accounts for 22 

percent of global cotton production, 

female smallholder cotton farmers were 

certified as organic producers with the 

support of training programs, local 

procurement hubs and secure pricing 

mechanisms, with a 10 percent price 

premium for their cotton.

Projects in Uganda focused on 

improving cotton yields, soil health 

and reducing human-wildlife conflict. 

Additional initiatives are underway in 

France, Pakistan, South Africa and Spain.

The fund also held its third annual 

Learning Exchange in Malargüe, 

Argentina, in October 2024, bringing 

together grantees, scientists and corporate 

leaders in the field to discuss challenges 

and propose new ideas, including 

establishing a working group examining 

cotton safeguards.

Looking ahead, the fund will refine its 

definitions and establish new criteria on 

ecosystem type, land classification and 

land transition phase. “This will enable 

more transparency, clarity and accuracy 

in our reporting, and how investments are 

driving impact,” the group said.

“The goal is to reduce the environmental 

impact of the fashion sector while 

simultaneously giving back to nature 

and enhancing the livelihoods of the 

communities that supply these essential 

raw materials. The fund will continue 

to expand on and elevate our mission 

through scaled projects and partnerships 

within the fashion industry,” it added.

  Powers PR founder Lana 
Powers joins as chief growth 
officer across categories.

BY EMILY BURNS

Studio Beauty, founded by Bex Meredith 

and Cindy Krupp, has acquired Powers PR 

for an undisclosed amount.

Through the acquisition, Powers PR will 

become the Powers Wellness Division, 

while founder Lana Powers will take on 

the role of chief growth officer working 

across categories. Studio Beauty and the 

Powers Wellness Division will operate as 

separate entities to ensure expertise in 

each category.

Powers PR has focused on the wellness 

category and currently oversees brands 

like Nutrafol, Chelsea Piers, Ro and Lindsay 

Arnold’s The Movement Club. Previously, 

Powers also worked with Lauryn Bosstick’s 

The Skinny Confidential, P.volve and Arrae. 

Studio Beauty has focused on beauty 

clients, working with brands like Dove, 

Hourglass Cosmetics, Naked Sundays and 

Jenna Lyons’ Loveseen.

Meredith, Krupp and Powers were 

connected by a mutual friend and 

consultant and immediately hit it off. 

“Bex and I have often talked about, 

how do we continue to grow and expand 

Studio Beauty and keep our eyes open 

for not necessarily an acquisition, but 

opportunities,” said Krupp, who maintains 

Studio Beauty’s sister companies fashion 

and lifestyle agency Krupp Group and 

influencer agency 28 Row. “When Lana 

came into the picture, it was like all the 

pieces fell together. It felt like a no-brainer.”

According to Meredith, since starting 

Studio Beauty, she and Krupp homed in on 

the idea of being specialists and focusing 

only on the beauty category. By bringing 

on Powers’ expertise, Meredith said they 

are able to maintain that same specialist 

approach across wellness. 

“You need to have that nuance of being 

experts in it, and this acquisition allows us 

to [do so],” said Krupp.

With Studio Beauty and its Powers 

Wellness Division, Krupp Group and 28 

Row, the collective firm is able to provide 

expertise across categories including beauty, 

wellness, fashion, lifestyle and influencer.

This acquisition further reflects the 

continued blurring of lines between 

beauty and wellness. 

“Beauty and wellness are so beautifully 

intersected and as the wellness industry 

evolves, beauty is a part of it. As the 

beauty industry evolves, wellness has 

become such a big part of it,” said Powers. 

“Now we have deep-rooted experts 

within beauty and wellness that we can 

seamlessly collaborate with to have 

stronger impact and stronger expertise 

across all of our clients.”

Meredith added: “It’s an interesting 

time for beauty because there is so much 

oversaturation and so, for Cindy and I, 

this wellness play is a strategic one. We 

know that it is beauty-adjacent. It remains 

in our powerhouse and our expertise, 

but it is indicative of where the beauty 

customer is going.”

The trio emphasized that this acquisition 

is a response to the continued growth of the 

overall wellness market, which is estimated 

to reach $9 trillion globally by 2028, 

according to the Global Wellness Institute.

“When I set out to start Powers and have 

this niche of wellness, it truly was a niche,” 

said Powers. “As we’ve evolved over the 

past handful of years, wellness is no longer 

a niche. Wellness is reshaping how people 

live, what they spend on and how they 

show up in the world.” 

Through the acquisition, the team said 

they are both poised to meet the needs of 

both clients and their consumers.

Meredith added: “We are now 

positioned in such a robust way, from a 

business perspective, of riding the industry 

waves.…One key thing for us, personally 

and professionally, is being able to be 

there at every single touch point of the 

consumer through her day.”

EXCLUSIVE

Regenerative Fund Opens New
Partnership Tiers to Fashion Brands

BEAUTY

PR Agency Studio Beauty  
Acquires Wellness Firm Powers PR 

A Regenerative Fund for 

Nature project in India. 

Bex Meredith, Lana Powers and Cindy Krupp.
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  How the rise of artificial 
intelligence is changing  
work life in retail and fashion.

BY EVAN CLARK

Artificial intelligence isn’t just the next 

big thing or a supercharged trend — it’s 

everywhere all at once.

That includes in the apocalyptic dreams 

of those who see an evolutionary battle 

between man and machine, the utopian 

hopes of the glass-half-full crowd and, 

increasingly, the strategic plans of chief 

executive officers.

And how could it not? McKinsey & Co. 

recently estimated that generative AI will 

add $150 billion to $275 billion to fashion’s 

operating profits by 2030. 

Fashion has never been the most 

forward-leaning of industries when it 

comes to the latest tech trend, but that 

potential is hard to ignore. 

For better or worse, AI has become 

almost unavoidable — and it seems set to 

pop up more often, in the design studio, 

the accounting department, the corner 

office and more. 

CEOs are excited and so are some 

workers, even if there’s plenty of anxiety 

to go around about what such a powerful 

new set of tools means for the future of 

their jobs and livelihoods. 

And that’s probably because, 

apocalyptic or not, the advent of AI is 

evolutionary in nature — the technology 

is changing fast. Brands, chief executive 

officers and workers are going to have to 

keep up and evolve as well, turning more 

toward what only people can do — for 

now at least.  

“While AI is transforming how we 

produce, I think it hasn’t yet proven 

that it can transform why we create 

something,” said Martha Pease, former 

chief marketing officer and founder of 

Illustra. “In an industry built on emotion 

and identity and taste, that’s still the most 

valuable kind of question in the room: 

Why is somebody going to be drawn to 

this particular aesthetic?”

“That whole aspect of applying creative 

judgment, whether it’s strategic judgment 

or production and innovation judgment 

or general management judgment, there’s 

creativity involved in all of that,” Pease said.

To understand how creativity is meeting 

the rising tide of technology, WWD 

interviewed CEOs, strategy consultants, a 

digital product creation expert, executive 

recruiters, an HR chief and the tech 

executives driving change through retail 

companies on AI. 

What emerged was a kaleidoscopic 

picture of a future that is defined by, yes, 

disruptive change, but also opportunities 

to take a big step forward. 

Many big names in fashion are in the 

glass-half-full crowd — and that might well 

be because the other side of the AI debate 

isn’t about the glass being half empty but 

being poured out entirely and smashed on 

the floor. 

Here’s what the people who think there 

will be a future are thinking about AI — 

from how to get an AI fashion job to how 

the new technology is changing design, 

connecting with consumers and more. 

The CEOs Jump In
Levi Strauss & Co. was early to start thinking 

about how AI would change its business 

and, in 2021, started to develop some 

internal talent with artificial intelligence and 

machine learning boot camps. 

The idea was for employees who went 

through the program to take those skills 

back to other parts of the business, like 

retail.

And the AI wheels are still turning at 

Levi’s. 

“We’re in the early stages here, but 

we’re embracing it,” said Michelle Gass, 

CEO of Levi’s. “Whether it’s using AI 

in design or using it in digital or using 

it in supply chain, in finance, there are 

different tools and capabilities that we’re 

exploring, that we’re experimenting 

with,” she said. 

That runs from taking on new challenges 

to trying to solve the age-old problem of 

sizing in fashion. 

“We’re a very size-intense business and 

having AI be helpful in ensuring that we 

have the right sizes for our fans is huge,” 

Gass said.  

Styling and store experience are also 

high on Gass’ AI list. 

“If you envision a day where you go into 

a store and just in one device, any question 

that a consumer might have, kind of like 

ChatGPT or Claude or Perplexity or pick 

your favorite, we will have that version for 

Levi’s,” she said.

At Vans parent VF Corp., which 

is already in the midst of a major 

transformation and turnaround, CEO 

Bracken Darrell is leaning on his tech 

background as the former chief at Logitech 

and getting excited about AI. 

“This can unlock more creativity, 

certainly more efficiency and more growth,” 

Darrell said. “We’re really trying to build 

a learning company where we’re building 

academies along all of our functional 

excellence lines, like merchandising, design, 

etc. An academy company is a learning 

machine, and we want all these people in 

here learning all the time.”

That learning is going to happen quickly. 

“I fully expect that people’s jobs are 

going to change a lot over the next year, 

much less five years,” he said. 

As optimistic as Darrell is, he’s mindful 

of just how potent this new technology is.

“I have the same long-term questions 

that everybody else does,” he said. “But 

I’m very excited for the next decade.” 

Darrell also said people have to, well, 

retain the ability to be mindful as the use 

of AI grows. 

“It’s important to keep exercising your 

brain,” he said. “What we don’t want to do 

is let a part of [your] brain go to sleep. 

“Just because you have a calculator 

doesn’t mean you shouldn’t learn how 

to do math,” he said. “We’ve got to keep 

doing that so that we stay facile and we can 

connect different ideas to each other.”

Hooray for the Humanities
The rise of the internet, e-commerce, 

social media and the rest of it brought a 

very particular skill set to the fore. The 

people who could code and were willing 

to move fast and break things were the 

ones with all the heat, the big jobs and big 

inventions. 

The tip of the AI talent pyramid is 

still in that mode, with the tech giants 

reportedly spending hundreds of 

millions of dollars as they staff up for the 

revolution. 

But lower down the org chart, 

potential is growing for people who don’t 

necessarily have the hard-core tech skills 

but are keen to engage with the new 

technology. 

Roseann Lynch, chief people officer  

at Ralph Lauren Corp., said: “When 

we look for talent, we’re continuing 

to look for storytellers, continuing to 

look for people who have intellectual 

curiosity and just a deep ability to probe 

and communicate as the purpose of 

the company is to inspire the dream of 

a better life through authenticity and 

timeless style. 

“We’re still looking for people who 

come as their authentic selves, have a 

story to tell about themselves, have a 

contribution to make in the organization 

that’s inspired by creative thinking and 

how to create an experience for people, 

how to humanize an experience for 

people,” she said.

Lynch said as she sees potential hires, 

she’s looking for people with degrees in 

the humanities or liberal arts more so than 

a specialty in engineering. 

“The days of these very specific skills 

as an area of primary focus are actually 

going to end,” she said. “We’re going to be 

thinking about people who are much more 

well-read.” 

Part of that is because interacting with 

generative AI programs is something like 

a never-ending game of “Jeopardy” where 

ChatGPT has all the answers, and you need 

to provide the questions. 

“AI is only going to provide you the 

answers to the questions you know how to 

ask,” Lynch said. “It’s only going to be as 

good as the questions you ask it. 

“In the old days, you would test a 

person’s capabilities based on their 

absolute skills and qualifications to do a 

job, their ability, their capacity to take in 

information and utilize that information 

to do their job well,” she said. “In today’s 

landscape, it’s more about knowing what 

questions to ask.” ►

BUSINESS

An AI Workforce: Getting 
And Keeping a Job in Fashion

The fashion workforce is going to 

increasingly be working alongside AI.

AI is being used throughout fashion companies, 

from design to production to shipping.
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The Right Prompt
“There definitely is a skill and a craft 

in prompting” an AI program, said J.J. 

Camara, Tapestry Inc.’s senior director 

of digital product creation, who’s helping 

stitch together new processes behind the 

scenes at the Coach parent company.

“We’ve also identified training — training 

the model — as a role,” Camara said. “My 

team are the trainers, and then all of our 

designers are the prompters.” 

And Camara’s team brings a wide range 

of backgrounds to the effort.

“We have fashion designers, textile 

designers, game developers, product 

engineers,” she said. “We have a 

multimedia expert and that is part of our 

secret sauce. 

“No one has done this,” Camara said. 

“We aren’t learning this from anyone. 

We are learning it on our own. Often 

we’ll have a challenge around a project 

that we’re trying to execute, and the 

whole team will come together with their 

different expertise to crack the code and 

figure out how to develop it.” 

The technology just kind of finds its 

place in the work flow.

“So instead of sketching something on a 

cocktail napkin, [designers] are prompting 

it in AI and sending that quickly to me” to 

build out the idea digitally, she said. 

In cases like that, the AI picture isn’t 

perfect, but gives a sense of where the 

designer wants to go.

When Camara saw that, she thought, 

“Oh my god, I didn’t even think about them 

using it as a communication tool to us.”

It’s a tool that the next generation is 

growing up with. 

“Kids are doing AI every day,” Camara 

said. “They already know. Some people 

who aren’t early adopters of AI think that 

there is an issue with it, but it turns out a 

lot of these people early in their career, 

they’re using it for 10 things a day.” 

How to Get an AI Job
There’s more than enough angst to go 

around about what the rise of AI will do 

to the workforce — from the difficulties of 

training older workers to whether the new 

tech will lead to an implosion of the white 

collar world. 

The truism that gets thrown around a lot 

is that it’s not AI that’s going to take your 

job, but a person using AI.

Given that the big tool everybody will 

use in five years probably hasn’t been 

invented yet, how does one keen on 

working in fashion get an AI job? 

Tony Bacos, the Amazon fashion alum 

who is now chief product and technology 

officer at Stitch Fix Inc., advised that 

applicants need to “demonstrate curiosity.”

“There is no shortage of free and really 

deep information [on AI] available, whether 

it’s on YouTube or podcasts or blogs,” 

Bacos said. “Are you curious and are you 

pursuing that and scratching that itch of 

curiosity by reading and watching things 

and experimenting and getting an OpenAI 

or a Gemini subscription and tinkering? 

“Do you understand what these things 

can do even if you’re not necessarily 

understanding how they do it?” he said. 

“If we’re looking for engineers to build 

and train these underlying foundational 

models, that’s a very different skill set than 

looking for someone who’s a marketing 

specialist or a product manager who 

doesn’t necessarily need to know how the 

engine works.” 

Bacos said people need to go beyond 

just being able to type something into 

ChatGPT and understand and know how 

to use a “pipeline,” automating certain 

elements while using AI. 

“Oftentimes, you need to be able to 

build a pipeline that has various stages 

and steps that can take input beyond just 

a prompt that you type in. So really what 

it comes down to is people who have been 

curious enough and sort of self-starting 

enough to dive into that,” he said. 

While workers today with any tenure 

have grown used to a steady drum beat 

of technological change, the pace is only 

picking up and, unlike other much-hyped 

advances, it doesn’t look like this one can 

be ignored. 

“Remember NFTs and Web3, all those 

things that just weren’t a thing? This is not 

that,” said Lindsay Stevens, senior partner 

at executive search firm Kirk Palmer 

Associates. “This is such a thing that we 

can’t ignore it. And those who do will fall 

behind and the executives who aren’t 

embracing and encouraging it on the daily 

basis will be the businesses that fall short. 

“I feel a lot of anxiety from my clients 

around it because they don’t want to be 

left behind,” Stevens said. “It is moving so 

quickly that it could be tomorrow that they 

lift their head up and are like, ‘We didn’t 

do it.’ There has to be a strategy. 

“Every single person at every single 

level of the company needs to be using 

it and working together on how they 

actually take whatever insight or output it 

gives you and how you decide to apply it 

across the business.”

Zero Lines of Code
Even the biggest companies are pushing AI 

through all of their workforces. 

Dave Glick, senior vice president of 

enterprise business services at Walmart, is 

responsible for “putting AI in the hands of 

every [corporate] associate every day.” 

That’s a lot of hands as Walmart has a 

large corporate office and, overall, employs 

1.6 million people in the U.S. alone.

Glick is also looking for new hires to be 

curious, adventurous and tenacious when 

it comes to using AI. 

“What we see is the people who are 

really great at this go and say, ‘AI, give 

me an answer to this.’ And it gives them 

an answer and they say, ‘oh, that’s not 

exactly what I wanted.’ And they’ll go 

back again and again and again. And 

the first time, it may take hours to get to 

where you need to be.” 

Everyone from associates to high-level 

tech types are being pushed to take that 

journey now.

“For the first two years of AI, the world 

is like, ‘Oh no, we’re scared.’ And finally 

six months ago, we said, ‘It’s time,’” Glick 

said. “I asked my most senior engineers, 

the technical fellows, which are folks who 

have 20 years of experience, ‘Go build 

something. I don’t even care what it is. Go 

solve some problem using AI.’ And they 

came back and said, ‘This does more than 

I could ever have thought it would.’ 

“This iterative process with pioneers 

and trailblazers, we’re out there chopping 

through the jungle,” he said. “They will 

come back and teach us lessons, but 

we want more. We don’t want just the 

technical fellows. We want everybody 

chopping through that forest.” 

And the path is being made quickly.

For instance, sales development 

representatives at Walmart were 

spending a lot of time making powerpoint 

presentations. Glick sat an engineer down 

with one of them for a week and they 

built an AI tool that allows the salesperson 

to get a big head start by just putting in 

the name of a company and letting the 

machine work its magic. 

“We’ll build a PowerPoint deck to sell 

to them and build a narrative about the 

company, what they sell, how to contact 

them,” he said. “All of these things that 

used to be a multi-hour process, we can 

now do in five minutes so we can have our 

people out talking to the customer.”

It’s a development process that looks 

very different than it would have not that 

long ago. 

“Our best engineers have written  

zero lines of code in the last six months,” 

Glick said.

The Economics of Using AI
That PowerPoint example from Walmart, 

which has been getting techier quickly, 

shows the potential to use the technology 

to save time. But it’s the second part of that 

equation — freeing the salesperson to be 

out talking to customers — that Walmart is 

emphasizing.  

Rebecca Homkes, a consultant and high-

growth strategy specialist, said companies 

are going to be focusing more and more on 

that second part.

“If your key metrics are cost-saving and 

time-saving and personal productivity, you’re 

behind. That’s where the leading companies 

were three to four years ago,” Homkes 

said. “Now we’re looking for metrics like 

repurposed time. So, yes, you might’ve 

taken five hours out of a process, but it really 

doesn’t matter unless you’ve repurposed that 

time to more value-creating activities.” 

And retailers are going to have to put 

that repurposed time to work because they 

aren’t the only ones with AI. 

“Your consumer is going to be asking, 

comparing and learning about you on 

their AI engine of choice,” Homkes said. 

“Do you know how you show up there and 

what you need to optimize?”

Optimizing seems to be the word of the 

day — be it for consumers, companies or 

the workforce, which is in flux.

“The mainframe replaced a lot of roles, 

too, as did the internet, as did your mobile 

phone,” Homkes said. “But companies now 

need [to consider] who’s going to shape 

AI, who’s going to govern AI? We need new 

roles and governance. There will be new 

roles created just as there’s roles that are 

replaced. That goes back to repurposing.”

So just what are employees going to do 

as AI steps in? 

That might end up being the next most 

important question in a decade that’s 

already seen a pandemic, a flare-up in racial 

tensions, political upheaval and war. ■

Robots wearing work clothes at the 

2025 WAIC World Artificial 

Intelligence Conference in Shanghai. 
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“In the old days, you would test a person's capabilities based on their 
absolute skills and qualifications to do a job, their ability, their capacity 

to take in information and utilize that information to do their job well. In 
today's landscape, it's more about knowing what questions to ask.” 

ROSEANN LYNCH, RALPH LAUREN CORP.
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  The 288-piece collaboration 
available Friday spans three 
China-only versions of the 
Dimoo figurine sporting the 
jeweler’s Ice Cube collection.

BY LILY TEMPLETON AND TIANWEI ZHANG

The latest celebrity Chopard is dressing 

for Qixi, considered China’s Valentine’s 

Day, is only 13 centimeters tall. 

Dimoo, a starry-eyed character imagined 

by Chinese artist Ayan Deng and turned 

into figurines by China’s Pop Mart, will be 

sporting the Swiss jeweler and watchmaker’s 

Ice Cube designs in limited-edition versions 

released exclusively in China.

With this crossover collaboration, Chopard 

hopes to “offer a truly unique and fascinating 

experience — one that sparks imagination, 

inspiration and delightful surprise — while 

also resonating deeply with China’s Gen Z 

and our clients,” said Tasso von Berlepsch, 

managing director of Chopard China.

Two of the figurines come as a set paired 

with Ice Cube gold necklaces, featuring 

a line of ice cube-inspired motifs half-set 

with diamonds.

Matching the gold hue of the jewels, the 

accompanying Dimoo comes draped in 

three rows of shining cubes nodding to the 

jeweler’s design and has Chopard’s curling 

C initial adorning his hair.

Available for preorder via the Swiss 

brand’s official Tmall store, the 209 sets 

will go on sale from Friday for 25,199 

renminbi, or around $3,500 at current 

exchange rates.

A third figurine, a larger 29-centimeter 

model with a translucent head containing 

an icy cityscape, comes in a limited run of 

79 pieces for clients who purchase items 

from Chopard’s Ice Cube jewelry line at 

specific Chopard boutiques.

This is the latest hookup with luxury 

and fashion for Pop Mart, which is behind 

the viral Labubu doll seen on the likes of 

Blackpink’s Lalisa Manobal, Rihanna, Dua 

Lipa and recently Marc Jacobs, as well 

as other intellectual properties such as 

Skullpanda, Molly and Crybaby. 

It collaborated with Sacai x Seventeen 

for highly limited Labubu plush toys that 

fetched as much as $31,250 each on Pharrell 

Williams‘ auction platform Joopiter; Balmain 

for a large-scale Molly figurine in 2024, and 

teamed with Hong Kong-based jeweler Chow 

Sang Sang for solid gold jewelry. A Uniqlo 

hookup is dropping in the late summer.

The Chinese toy and collectible company 

has also expanded its categories with the 

launch of its Popop jewelry line, which 

opened its first store in Shanghai in June.

Founded in 2010 by Wang Ning, Pop Mart 

kickstarted its global expansion following 

a blockbuster $676 million listing in Hong 

Kong in 2020. It has since opened stores in 

the U.S., the U.K., Austria, Belgium, Croatia, 

Czech Republic, Denmark, Estonia, Finland, 

France, New Zealand, Australia, South 

Korea, Singapore, Thailand, Vietnam and 

the Philippines, and has rolled out blind box 

vending machines in these regions.

On Thursday, it is opening its largest store 

yet, an expansive two-floor unit clocking in 

at 8,200 square feet that includes a café, in 

Bangkok’s Iconsiam luxury mall.

Riding the dopamine effect, which 

crystallized around affordable but hard-

to-get small treats and dovetails with the 

end of the decade-long global luxury 

boom, has turbocharged Pop Mart’s 2024 

performance.

Its full-year revenue hit 13.04 billion 

renminbi, a 106.9 percent jump. Net profit 

in the period soared 185.9 percent to 3.4 

billion renminbi. Overseas revenue surged 

375.2 percent to 5.07 billion renminbi, 

accounting for 38.9 percent of total 

revenue. Revenue from Labubu and the 

Monsters series climbed 726.6 percent 

year-over-year, becoming the company’s 

top-performing intellectual property.

And it is continuing to soar. According 

to data from Charm.io, the fluffy monster 

toy has helped Pop Mart’s sales on TikTok 

Shop U.S. grow from $429,259 in May 2024 

to $4.8 million in May 2025.

Partial sales numbers from June indicate 

that the Chinese toy company has reached a 

new high on the platform, selling more than 

$5.5 million last month — a 1,828 percent 

increase from June 2024 to June 2025.

The data also reveals that Pop Mart’s 

revenue from the TikTok Shop U.S. in 

2025 has already surpassed its total for the 

entire 2024 year by more than four times, 

with sales of $21.3 million on the platform 

so far in 2025.

On the stock market, the Hong Kong-

listed Pop Mart has also soared. Its 

share price has more than quadrupled 

in the past year, with a current market 

capitalization of more than 366 billion 

Hong Kong dollars, or $46.63 billion, more 

than double that of Kering.

  Martha Nolan O’Slatarra, 
33, was found unresponsive  
on a boat docked at the 
Montauk Yacht Club.

BY ROSEMARY FEITELBERG

An investigation into the cause of death 

of an Irish-born, New York-based designer 

is underway in the Hamptons.

Martha Nolan O’Slatarra, the founder of 

the little-known lifestyle brand East x East 

was found around midnight on Monday on a 

boat docked at the Montauk Yacht Club. The 

East Hampton Town Police was called to the 

scene following a 911 call from a man, who 

reported a woman unconscious, according 

to the Suffolk County Police Department. 

Good Samaritans attempted to perform CPR 

on O’Slatarra, according to officials.

The 33-year-old Manhattan resident 

was pronounced dead on the boat by first 

responders. A preliminary investigation 

and exam were “inconclusive,” regarding 

the case of death. Investigators are asking 

that anyone with information about the 

incident contact Suffolk County Police 

Department’s homicide squad detectives at 

631-852-6392.

An autopsy is being conducted by 

the Suffolk County Medical Examiner’s 

office. A media request to that office was 

unreturned Wednesday.

In addition to heading up her fashion 

line, O’Slatarra acted as director of 

operations at K4 Capital Management, 

according to her LinkedIn page. A media 

request to K4 Capital Management did 

not acknowledge a request for comment. 

She was also identified as chief executive 

officer of Brand Growth Consultants.

O’Slatarra attended the Institute of 

Education in Dublin and the University 

College Dublin. The Institute of 

Education’s commercial director David 

Ball said he was unable to assist with a 

media request, and he declined to confirm 

whether she attended or graduated from 

the school. Representatives at the UCD, 

where the designer earned a master’s 

degree in digital marketing and a bachelor 

of commerce, had not responded to a 

media request Wednesday afternoon.

Originally from a farming family in 

Monacurragh on the edge of Carlow town 

in Ireland, O’Slatarra first emigrated to 

the U.S. in 2015, according to the Irish 

Times. The blond-haired, blue-eyed 

designer depicted a high-flying New York 

City lifestyle with photos of her smiling on 

private planes, driving in a convertible, 

standing on a tarmac and out at night with 

friends. Dylan Grace posted 12 photos of 

O’Slatarra socializing with him and others 

Wednesday morning with “We dreamed 

big together, laughed harder than anyone 

could understand, and built so much from 

nothing. I’m truly blessed and grateful to 

have had you in my life. Love you so much 

Mar. Fly high girl.”

Grace did not respond to media requests 

Wednesday.

In her home country of Ireland, 

Taoiseach Micheál Martin reportedly said 

her death was “an absolutely devastating 

blow” for the family and the community of 

Carlow, describing O’Slatarra as “a young, 

beautiful, very talented, creative woman.”

O’Slatarra started her company in 

September 2021 with a focus on sunglasses, 

bikinis, beachwear and hoodies with 

slogans like “I Only Love You in Montauk.” 

A media request to her company had not 

been acknowledged Wednesday afternoon. 

She had also worked as chief marketing 

officer of Out East Eyewear for 17 months 

starting in the fall of 2020.

The designer had recently wrapped up 

a pop-up at Gurney’s Resort in Montauk. A 

company spokesperson Miller Diaz-Cobo 

said, “We are deeply saddened by the tragic 

news regarding Martha Nolan and extend 

our sincere condolences to her family 

and loved ones. While Martha was not an 

employee of Gurney’s, we were proud to 

host her East x East pop-up and admired her 

entrepreneurial spirit and creative vision.”

The spokesperson noted that the safety 

and well-being of Gurney’s guests, staff and 

community remain its top priority. The 

spokesperson added, “Gurney’s remains a 

safe and welcoming environment, and our 

team is available to support guests with 

any questions or concerns.”

All of the Montauk Yacht Club’s 

operations, which include a hotel and 

restaurant, were running Wednesday and 

a staffer there said a statement would be 

released at a later time.

The boat that O’Slatarra was reportedly 

found on was named “Ripple” and was 

registered in Long Beach, N.Y.  A media 

request to the Montauk harbor master 

was deferred to the Suffolk County Police 

Department.

Nicola Harrison, the author of the St. 

Martin’s Press-published “Montauk,” 

has spent years exploring what makes 

Montauk so unique. She said, “Part of the 

reason Martha Nolan’s death has struck a 

global chord is because Montauk itself has 

become more than just a seaside escape. 

It’s a symbol.”

She added, “Over the past decade, 

Montauk has transformed into a 

destination where glamour and ease 

coexist. It’s where artists, designers, tech 

founders and surfers all somehow share 

the same space. That mix of serenity 

and style gives Montauk its magic, when 

tragedy strikes here, it feels especially 

jarring because the setting promises peace, 

beauty and escape.”

The author suggested that Nolan 

“embodied much of what draws people to 

Montauk today — creativity, quiet success 

and a laid-back confidence.” She said, “Her 

death has likely resonated globally because 

it disrupts the fantasy of what Montauk 

is — an idyllic beach town and escape from 

the hustle and bustle of the city.”

Plans for a memorial service were not 

immediately known, nor were the names 

of O’Slatarra‘s survivors.

ACCESSORIES

Chopard Teams Up With 
Dimoo for Qixi Exclusive

FASHION

Designer’s Death in the Hamptons Under Investigation

The “Chaleur de lumière” and 

“Lumière du silence” figurines 

from the Chopard and Dimoo 

World collaborations.

Montauk Yacht Club and Resort in Montauk, N.Y.
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Fashion Scoops

Image 
Removal
Zara has removed two 

images from its website 

following a single complaint 

to Britain’s Advertising 

Standards Authority, the 

independent regulator 

for advertising. The ASA, 

which published its ruling 

on Wednesday, said the 

images made the models 

appear “unhealthily thin.”

The first image showed 

a model wearing a long and 

loose silky white blouse 

with a deep V-neck. The 

ASA noted that the low-cut 

design of the shirt “drew 

attention to the model’s 

upper chest area, creating 

a focal point around her 

collarbone, which was 

protruding.”

It added that the 

model’s pose, “created 

the impression” that her 

arms, shoulders and chest 

were very slim. “Overall, we 

considered that the pose of 

the model and the choice of 

clothing in the ad created 

the impression that the 

model was unhealthily thin,” 

the ASA said.

Another image showed 

a separate Zara model 

wearing a white spaghetti 

strap minidress with a 

flouncy skirt. The ASA 

said the shadows over 

the model’s legs “drew 

attention to them, whilst 

making them appear 

noticeably thin.”

The watchdog added 

that the model’s hair was 

styled in a “slicked-back 

bun, which drew emphasis 

to her head whilst making 

it appear slightly gaunt.” 

It also took issue with the 

model’s stance, “which 

made her body appear 

slightly out of proportion,” 

and added that her 

collarbone was “visibly 

protruding.”

The ASA looked at two 

other Zara images flagged 

by the person complaining, 

but said they were not in 

breach of any rules and 

could not be considered 

“irresponsible.”

Zara said it took note 

of the ASA’s decision 

“following an individual 

complaint regarding two 

images on our website,” and 

immediately removed the 

images when the ASA made 

it aware of the complaint.

“We are committed 

to responsible content 

and follow stringent 

guidelines and controls 

in the selection and 

photographing of models, 

as well as in the selection 

of images,” Zara said.

The clothing retailer 

also told the ASA that 

it “operated in line with 

the recommendations of 

Fashioning a Healthy Future, 

a report published by the 

U.K. Model Health Inquiry.”

It also confirmed that 

both models had medical 

certification which proved 

they were in good health, 

and that none of the images 

had been modified “beyond 

very minor lighting and 

coloring edits.”

Despite its frequent 

finger-wagging, the ASA 

is a non-statutory, self-

regulatory organization that 

cannot interpret or enforce 

legislation in the U.K. It 

often rules on cases that 

have drawn a handful of 

complaints from members 

of the public.

As reported last year, it 

backtracked on a decision 

it had made two months 

prior regarding a Calvin 

Klein underwear ad from 

2023 featuring the singer 

FKA Twigs.

The ASA had originally 

said the ad, which had 

appeared as part of a wider 

poster campaign that also 

featured Kendall Jenner, 

objectified the singer and 

“must not appear again in 

the form complained of.”

It later published an 

updated ruling, saying that 

while viewers’ attention 

might be drawn to the 

singer’s body, the images 

were “not sexually explicit, 

and presented a woman 

who appeared to be 

confident and in control.”

— SAMANTHA CONTI

Flowers 
Bloom
Famed artist Takashi 

Murakami this week 

introduced his footwear 

brand, Ohana Hatake, 

meaning field of flowers in 

Japanese, to the U.K. with 

a corner shop takeover at 

Selfridges’ Oxford Street 

flagship in London.

Running until Aug. 24, 

the pop-up space has 

been reimagined as 

an immersive, joy-filled 

environment with candy-

colored flip-flops bearing 

the artist’s signature flower 

motif placed on top of leafy 

installations called Field of 

Flowers, evoking the joy of 

the great outdoors amid 

a blissful, sun-drenched 

British summer.

The brand has issued 

exclusive colorways of the 

Ohana Full-Bloom and the 

more everyday Surippa 

Ohana silhouettes for the 

Selfridges pop-up.

Following an official 

reveal at ComplexCon Las 

Vegas in November, Ohana 

Hatake launched a high-

profile collaboration with 

K-pop sensation Blackpink 

with the Ohana Full-Bloom 

model, fitted with a molded 

pink upper and a solid black 

midsole.

Prior to coming to 

Selfridges, the brand has 

taken its Field of Flowers 

installations to Shanghai’s 

Plaza 66 and Pacific Place 

in Hong Kong.

This summer, flip-flops 

are having a moment, with 

the $690 The Row iteration, 

seen on Jonathan Bailey 

during his “Jurassic World 

Rebirth” press tour, named 

the hottest item for the 

second quarter of 2025.

In late June, Pharrell 

Williams introduced the LV 

Flip during Louis Vuitton’s 

spring 2026 menswear 

show in Paris: a voluminous 

thong sandal rendered 

in pastel suede and 

crocodile. Styled with wide 

trousers and soft tailoring, 

the silhouette nodded 

to a larger shift already 

underway.

The revival isn’t limited 

to designer shows or 

even to men’s footwear. 

H&M’s latest drop includes 

under-$40 thong sandals 

that echo luxury styles. 

Dolce & Gabbana’s 

Havaianas collaboration, 

complete with animal prints 

and furry straps for men 

and women, sold out in 24 

hours. Khloe Kardashian 

embraced the trend in 

Chanel ahead of Jeff Bezos 

and Lauren Sánchez’s 

Venice wedding last month.

According to a 2025 

report from Polaris Market 

Research, the global flip-

flop market is valued at 

roughly $24 billion.

— TIANWEI ZHANG

Vitamin 
Boost
The Vitamin Shoppe has 

appointed Mike Forbes as 

executive vice president 

and chief strategy officer, 

a new position at the 

specialty retailer.

A 20-year veteran of 

retail and consumer goods 

sector, Forbes has been 

given an assignment 

with several areas of 

responsibility, including 

long-term growth planning, 

digital acceleration, 

innovation, organizational 

transformation, 

performance marketing, 

customer loyalty, new 

business development and 

strategic partnerships, 

such as mergers and 

acquisitions. Forbes 

reports to chief executive 

officer Sharon Leite.

The Vitamin Shoppe 

sells vitamins, minerals, 

sports nutrition, specialty 

supplements, herbs, 

homeopathic remedies and 

eco-friendly green living 

products. 

Most recently, Forbes 

served as co-CEO of 

MaryRuth Organics, 

where he is credited with 

putting the vitamin and 

supplements company on 

a fast growth track. Before 

that, he was CEO of Alter 

Eco Foods, where he is ► 

The second image 

that Zara pulled 

down following a 

single complaint to 

the Advertising 

Standards Authority.

Takashi Murakami with 

colorful flip-flops from 

his new footwear 

venture, Ohana Hatake.

Mike Forbes
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credited with revitalizing 
the organic chocolate 
company’s operations and 
brand. Earlier, he served 
as CEO of Safely, the 
eco-conscious cleaning 
brand founded by Kris 
Jenner and Emma Grede, 
where he scaled digital 
marketing and achieved key 
sustainability certifications. 
Forbes was instrumental 
in growing California Olive 
Ranch, the olive oil brand. 
He began his professional 
career at McKinsey, 
advising consumer and 
retail companies, and held 
brand leadership roles 
at Jim Beam, Procter & 
Gamble and General Mills.

“The creation of the 
chief strategy officer role 
reflects our commitment to 
maximizing innovation and 
unlocking new avenues of 
growth across digital, retail 
and strategic partnerships,” 
Leite said in a statement. 
“Mike’s deep experience 
with consumer brands and 
retail will be invaluable as 
we chart the next chapter 
for The Vitamin Shoppe and 
our customers.”

“I’m excited to bring my 
passion for digital innovation 
and customer-centric 
strategy to help drive the 
next chapter of expansion” 
at The Vitamin Shoppe, 
Forbes said. “Having 
personally experienced 
the transformative power 
of nutrition and a wellness-
focused lifestyle, I’m deeply 
motivated to help deliver 
that same impact to even 
more customers and 
communities.”

In May 2025, The 
Vitamin Shoppe was 
acquired by Kingswood 
Capital Management and 
Performance Investment 
Partners. As part of the 
transaction, Leite rejoined 
the company as CEO, 
having previously led the 
business from 2018 to 
2023. Forbes is Leite’s first 
major appointment since 
she rejoined the company. 
“The new ownership group 
has committed significant 
resources to advancing The 
Vitamin Shoppe’s digital 
capabilities, expanding the 
reach of its private brand 
portfolio and accelerating 

performance marketing 
efforts to support its 
e-commerce platform and 
nationwide network of more 
than 640 retail locations,” 
the company indicated in a 
statement. — DAVID MOIN

Style 
Returns
Style Across the Aisle, 
New York’s only bipartisan 
community fashion show, 
is set to return this fall, 
bringing together local 
government leaders 
and emerging designers 
for a runway event that 
blends politics and style. 
The initiative kicks off on 
Tuesday with a launch party 
at the Renaissance New 
York Hotel Chelsea.

The kickoff party will 
bring together elected 
officials from across the 
political spectrum, fashion 
industry professionals and 
community members. The 
goal is to build momentum 
ahead of the main runway 
show, scheduled for 
Sept. 10 at Manhattan’s 
Surrogate’s Court, where 
each participating official 
will model looks created by 
designers from their own 
districts.

Founded by political 
media entrepreneur 
Skye Ostreicher, Style 
Across the Aisle aims to 
connect public service 
and personal expression. 
The project provides local 
designers with a platform 
to showcase their work, 
while fostering dialogue 
and connection between 
leaders and citizens.

“When public service 
meets personal expression, 
something transformative 
happens,” Ostreicher said 
in a statement. “We create 
a space where leadership 
feels human, connection 
feels possible, and style 
becomes a statement of 
unity. When our leaders 
show up not just in suits, 
but in support of local 
designers, we’re not just 
making a fashion statement 
— we’re stitching community, 
culture and courage into the 
fabric of public life.”

Last year’s event featured 

30 local officials and 30 
designers, raising more 
than $70,000 for charity. 
Organizers expect the 
2025 edition to surpass 
those numbers, with a 
larger venue, expanded 
programming and increased 
charitable impact.

Confirmed participants 
for 2025 include City Council 
members from all five New 
York City boroughs, such as 
Keith Powers (Manhattan), 
Julie Won (Queens), Althea 
Stevens (Bronx) and David 
Carr (Staten Island), as 
well as New York State 
Sen. Zellnor Myrie and New 
York City Commissioner 
Louis Molina. Designers 
representing neighborhoods 
across the city include 
Bond & Bari Bespoke’s Gina 
Marie Newman (Manhattan), 
Heed’s Starling Sanders 
(Queens), Okaigo’s Sherlon 
Stephenson (Brooklyn), 
Signed by McFly’s Mugzy 
McFly (Bronx) and others.

Tickets for the Sept. 10 
show at Surrogate’s Court 
will be available this week 
at styleacrosstheaisle.com.
— RENAN BOTELHO

Special 
Event
Polo Ralph Lauren isn’t the 
only fashion brand that is 
tying into the Oak Bluffs 
community on Martha’s 
Vineyard this summer. Áwet 
New York, RAISEfashion 
and the DJ Henry Dream 
Fund will be rolling out 
the second annual Black-
Owned Brands Summer 
Bazaar on Sunday at the 
Dragonfly House on the 
Massachusetts island.

While Polo Ralph Lauren 
debuted an Oak Bluffs 
collection with Morehouse 
and Spelman Colleges 
last month, the upcoming 
bazaar will be held in Oak 
Bluffs. For the first time, the 
event is being co-presented 
with RAISEfashion, the New 
York-based nonprofit that 
champions equity in the 
fashion industry, and it will 
benefit the DJ Henry Dream 
Fund, an organization that 
provides financial support 
for underserved children to 
participate in community-

based programs in sports, 
the performing arts and 
summer programs, as well 
as scholarships.

The DJ Dream Fund 
was created in memory 
of Danroy “DJ” Henry Jr. 
whose life was cut short 
in New York just shy of his 
21st birthday in 2010. His 
parents, Angella and Danroy 
Henry, are members of Oak 
Bluffs’ seasonal community 
and they own the Dragonfly 
House, which is of great 
significance to members 
of the Black community on 
Martha’s Vineyard.

Built in 1874, the 
waterfront property was 
once owned by John Ritchie, 
an abolitionist and the diarist 
for the Massachusetts 54th 
Regiment in the Civil War. 
Located at the corner of 
Canonicus and Seaview 
avenues in Oak Bluffs, the 
house later operated as 
Eastman’s by the Sea, and it 
was a safe haven for Black 
travelers during segregation. 
It was listed in the historic 
Green Book, the guide 
that was used by African 
American travelers to find 
friendly hotels, restaurants 
and service stations in New 
England from the 1930s to 
the 1960s.

In 2025, the Dragonfly 
House was officially 
recognized as the 41st site 

on the African American 
Heritage Trail of Martha’s 
Vineyard. On Sunday, it will 
be a hub for Black-owned 
fashion brands.

Last year’s debut 
event was a grassroots 
celebration of culture, 
commerce and community. 
Like the Polo Ralph Lauren 
initiative, the Black-Owned 
Brands Summer Bazaar 
is part of a growing 
contingency that is playing 
up Black-owned luxury 
brands in spaces that 
have been traditionally 
associated with exclusivity.

To strengthen its 
infrastructure and impact, 
Áwet New York and 
RAISEfashion have created 
a shopping experience that 
doubles as a platform for 
connection, mentorship and 
generational opportunity. 
The aim is to create “a 
thriving ecosystem for 
Black creators,” according 
to Áwet New York’s founder 
Áwet Woldegebriel.

RAISEfashion’s founder 
Felita Harris said, “Our 
partnership with Áwet New 
York reflects RAISEfashion’s 
belief in investing in BIPOC 
founders, supporting one 
another’s causes, and 
creating meaningful ways for 
the community to give back. 
This collaboration presents 
a powerful opportunity to 

uplift the work of incredible 
designers, while also driving 
commerce and supporting 
the long-term scalability of 
their businesses. It’s about 
forging deeper connections 
with the people behind 
the brands and building a 
future grounded in intention, 
access, and shared 
progress.”

Shoppers will find 
designs from Aisling 
Camps, Áwet New York, 
DLSH Creations, Gwen 
Beloti, Harbison Studio, 
House of Aama, Yeseaet 
and bySharisse with brands 
having been selected not 
just for their creations 
but their backstories and 
missions too.
— ROSEMARY FEITELBERG

Football 
Season
Count Johnnie-O as the 
latest brand to sign a deal 
with the National Football 
League.

Under the terms of the 
agreement, the West Coast 
preppy-inspired brand 
will create a collection of 
officially licensed products 
for all 32 teams. The line 
will feature 29 styles for 
men and women including 
polos, quarter-zips and 
other lifestyle apparel 
pieces for fans.

“To be part of something 
as iconic and unifying as 
the NFL is a milestone 
for our brand and a true 
pinch-me moment,” said 
John O’Donnell, founder 
of Johnnie-O. “I grew up a 
diehard Chicago Bears fan, 
so this collaboration hits 
close to home. We’re proud 
to join the NFL family and 
look forward to being part 
of fans’ game day traditions 
— and bringing a touch of 
Johnnie-O style to NFL fans 
everywhere.”

Heath Hooper, vice 
president of licensed for 
Johnnie-O, said, “Licensed 
sports apparel continues 
to be a tremendous driver 
of success for Johnnie-O 
because fans never stop 
rooting for their teams. 
With the NFL now part 
of the licensed portfolio, 
Johnnie-O stands as ► 

New York City 

Councilwoman Vicki 

Paladino at the Style 

Across the Aisle 

runway show in 2024. 

Shirts from the Johnnie-O 

collection for the NFL.

Designers have been selected for their creations and their missions. 
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the definitive year-round 

destination for premium 

licensed apparel.”

In addition to this deal, the 

company offers licensed 

collections for MLB, NHL, 

major golfing events 

including the upcoming 

Ryder Cup, more than 200 

colleges and universities 

and other sports leagues.

The Johnnie-O NFL 

collection will debut before 

the start of the 2025 season 

on Sept. 4. It will be available 

on the Johnnie-O site as 

well as at NFL team shops 

and online stores, Dick’s 

House of Sports stores, 

Rally House and other 

retailers around the U.S.

In 2025, Johnnie-O, which 

has become known for 

its logo of a guy holding 

a surfboard and its 

patented “Tweener” button, 

is celebrating its 20th 

anniversary. The Tweener is 

tucked between the second 

and third buttons on its 

shirts. — JEAN E. PALMIERI

Hall of 
Fame
Michael DePaulo, the 

fashion designer who 

designed the gown that 

Carrie Underwood wore on 

her 2020 holiday album, “My 

Gift,” recently donated the 

gown to the Country Music 

Hall of Fame and Museum 

in Nashville.

The red ballgown will now 

be shown through curated 

exhibitions at the museum.

Underwood chose to 

wear the red ballgown 

from DePaulo’s fall 

2016 collection that he 

showcased during New 

York Fashion Week.

“I feel amazing. I’m thrilled 

to go see an exhibition and 

stand next to it. It’s one of 

my favorite pieces,” said 

DePaulo, who has sold 

reproductions of that dress.

He recalled that 

Underwood’s Christmas 

album came out in 

September 2020 and he ran 

to Target to buy several of 

the CDs (which he hadn’t 

bought in a long time), and 

bought the full album for his 

own archive.

DePaulo, who is based 

in New York, is known for 

his sculptural bridal and 

eveningwear designs 

featuring intricate 

embroideries and beading. 

In addition to Underwood, 

he has dressed celebrities 

such as Gwen Stefani, 

Kate Beckinsale, Camila 

Cabello and Lea Michele, 

among others. He also does 

custom work.

His silhouettes run 

the gamut from grand 

ballgowns to sexy sheaths 

and formfitting jumpsuits. 

He sells at retailers such 

as Stanley Korshak in Texas 

and Bridal Reflections in 

New York City. He’s also 

sold to Saks through trunk 

shows and Mark Ingram.

DePaulo graduated 

with an architecture 

degree from Northeastern 

University in 2004 and 

pivoted to fashion design 

in 2006, when he set up his 

company. The designer is 

getting ready to show his 

spring 2026 collection in a 

presentation at Radio Park 

in Rockefeller Center on 

Sept. 12 at noon.

— LISA LOCKWOOD

Globe 
Trotting
The Harlem Globetrotters 

will be celebrating their 

100th anniversary next year 

and the famed basketball 

franchise is teaming with 

Jeff Hamilton to design 

a special uniform for the 

historic season.

This is not the first time 

Hamilton has worked 

with a sports league. 

The Los Angeles-based 

designer has longstanding 

partnerships with the NBA, 

NFL and, more recently, FIFA 

for the World Cup 2026. 

Best known for his leather 

jackets, his designs have 

been worn by everyone 

from Michael Jordan and 

Kobe Bryant to LeBron 

James over the years.

At the 1997 NBA All-

Star Game, when a panel 

selected the 50 greatest 

players in NBA history, 

each honoree received 

an NBA-commissioned 

Hamilton leather jacket 

to wear to the ceremony. 

Hamilton also designed the 

commemorative jackets 

25 years later when the 

NBA announced a 75th 

anniversary team to honor 

the 75 greatest players in 

NBA history.

Hamilton’s designs have 

influenced other brands 

including Converse, which 

released a collection of 

shoes in 2021 inspired by his 

NBA championship jackets.

“Our 100-year 

anniversary has provided 

the perfect opportunity to 

refresh our uniform,” said 

Keith Dawkins, president 

of Harlem Globetrotters & 

Herschend Entertainment 

Studios. “Our goal is to 

create a look that better 

reflects our iconic history, 

leverages the equity that 

we’ve built up over the 

years, while also doing 

something that is fresh 

and appealing to our global 

audience. Partnering with 

Jeff Hamilton, one of the 

sporting world’s most 

legendary designers, is 

an opportunity to build 

something truly special for 

our centennial and beyond.”

In addition to the uniform, 

Hamilton will design a series 

of collections for other 

fashion brands next year 

and the Globetrotters will 

also be working with other 

companies on consumer 

retail partnerships for their 

2026 season.

“While we have 

worked to design fashion 

pieces with some of the 

biggest and most storied 

franchises in sports, 

especially in the NBA, this 

collaborative partnership 

with the Globetrotters is 

both special and will be 

one of our most unique,” 

Hamilton said. “There is 

no organization with such 

positive global appeal than 

the Globetrotters, and our 

pieces will be both reflective 

of their history in sports, 

pop culture and diplomacy, 

as well as their appeal to 

an audience that will learn 

about their story for the 

first time. It will be one of the 

must-haves for the world of 

fashion and sport as their 

100th season unfolds.” 

In the 2025 season, the 

Globetrotters played in 46 

North American cities as 

well as 50 markets globally. 

Their tours have showcased 

the sport of basketball to 

tens of millions of people in 

more than 124 countries and 

territories on six continents.

 — J.E.P.

Lili’s Move
Lili Reinhart’s Personal Day 

is venturing into retail.

Starting Sunday, the 

acne-safe skin care brand, 

best known for its TikTok-

viral Unplug Blackhead-

Melting Nose Strips, will 

be sold in about 700 Ulta 

Beauty doors, plus an 

additional 104 front-of-store 

towers under the retailer’s 

Sparked program. This 

milestone comes just 10 

months after the brand 

initially launched in October 

2024, operating direct-to-

consumer with just five 

skus under $40.

“We want people to be 

in stores, to go in and be 

able to touch and feel our 

products,” Reinhart, 28, told 

WWD over a video call. “Ulta 

Beauty is very accessible 

to a lot of people, 

and it feels also very 

approachable. It kind of 

feels like, ‘Come one, come 

all,’ in those stores. And so, 

we felt like Ulta Beauty was 

the right move for us.”

Founded on the mission 

of providing consumers 

dermatologist-tested 

products to help manage 

and soothe breakouts on 

acne-prone skin, Personal 

Day infuses ingredients 

such as mevalonic 

acid, azelaic acid, zinc 

hyaluronate, rice powder, 

niacinamide and chlorophyll 

into its specialized 

products, including Trust 

Me on This Hypochlorus 

Acid Spray, Emotional 

Support Lip Balm and Full 

Clarity Cleansing Powder.

Reinhart’s foray into 

beauty was inspired by her 

robust acne journey, which 

led her to go on Accutane 

twice.

“I’ve had acne since I was 

12, but I’m also such a huge 

product lover, and I love 

makeup. I think a lot of times, 

people with sensitive or 

acne prone skin feel very left 

out, or we think we can use 

these products, and then it 

makes us break out. So, to 

me, there’s been a gap in 

the industry there,” Reinhart 

said. “I wanted to create a 

brand that was completely 

acne safe and provide 

acne safe alternatives for 

really popular products that 

everyone wants or needs 

to use in their skin care 

routine, but also to provide 

innovative, cool and exciting 

formulas that can help keep 

your skin clear.”

These formulas and the 

story behind Personal Day 

are what Shelagh Wong, 

CEO and cofounder of 

Personal Day, believes 

set the brand apart from 

not only other celebrity 

beauty businesses, but also 

other skin care products 

available on the market.

“We’re coming into a 

world where everyone’s 

sick of celebrity brands, 

right? Our goal is to make 

it so that she is, yes, a 

celebrity, but that’s not why 

this brand exists. Reinhart 

happens to be famous, but 

her story is real,” Wong said.

Customers have 

seemingly resonated with 

Reinhart’s experience and 

the products she and Wong 

have put out. In May, the 

brand saw a monthly net 

sales growth of 73 percent 

from April and a 779 percent 

jump from January. Four 

skus — Emotional Support 

Lip Balm, Trust Me On This 

Hypochlorous Acid Spray, 

Unplug Blackhead Melting 

Nose Strips and Everybody 

Stay Calm Recovery Mask 

— sold out in May and June, 

while 9,000 units, which 

was the entire inventory, of 

just the Unplug Blackhead 

Melting Nose Strips were 

sold in 26 days.

Like the consumers, Ulta 

Beauty has been impressed 

with Personal Day’s 

accelerated growth and 

product development in the 

last 10 months.

“At Ulta Beauty, we’re 

committed to discovering 

and elevating the best in 

emerging beauty. Personal 

Day is a standout — bringing 

together dermatologist-

developed formulas, 

breakthrough innovation, 

and a refreshingly real 

approach to acne care. 

With proven momentum 

and viral buzz, we’re excited 

to help even more guests 

discover the brand and 

feel confident in their skin, 

only at Ulta Beauty,” Lisa 

Tamburello, vice president 

of skincare merchandising 

at Ulta Beauty, told WWD.

For Personal Day, Ulta 

Beauty felt like the obvious 

choice for its inaugural 

move into retail, considering 

its stores were central to 

the locations where the 

majority of its consumer 

sales were coming from. In 

analyzing the company’s 

consumer data, Wong and 

Reinhart both recognized 

that the majority of its 

consumers were from 

rural areas. “That’s where 

Ulta Beauty really came 

in. When we looked at the 

store locations and we 

mapped it to where our 

consumers are, we were 

like, ‘This is where we can 

meet them where they’re 

at,’” Reinhart said.

“To have something in a 

store is just special,” she 

continued. “When we’re 

used to ordering everything 

online, being able to go 

touch something in person 

and have a shopping in-

store experience is exciting. 

I’m just super happy that we 

get to have that experience.”

— KALEIGH WERNER ■

Michael DePaulo’s red ballgown on the fall 2016 runway. 

Lili Reinhart and 

Shelagh Wong

The Harlem Globetrotters’ centennial logo.
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W
hen president trump 

unveiled his board of tariffs on 

“Liberation Day” in April, one 

basic item landed in the media 

spotlight: blue jeans. Despite 

being manufactured primarily 

overseas for decades—the very 

reason they were swept up in the tariff wave—jeans became 

a lightning rod in the debate. The moment raised a pointed 

irony: why should Americans pay more for a garment so 

deeply woven into their cultural identity, even if it’s now 

made almost entirely overseas?

While the tariffs threatened to affect hundreds, if 

not thousands, of imported goods and dare I say more 

vital goods, it was jeans—a staple so quintessentially 

American it seemed almost sacred—that sparked concern. 

“Trump’s Mexico tariffs could hit American men right in 

the blue jeans,” Quartz stated. “Bourbon, bikes and blue 

jeans: Hitting back against Trump’s tariffs,” Financial 

Review declared. AP made sure to include the whole 

humble American uniform in its headline: “Tariffs will 

make sneakers, jeans and almost everything Americans 

wear cost more, trade groups warn.” SJ Denim certainly 

contributed to the headline melodrama meltdown, but 

denim is what we do. 

The coverage served as a reminder of how the legacy  

of American-made denim stands in contrast to today’s 

global manufacturing reality.

In conversations I’ve had over the past six months with 

industry insiders about tariffs, U.S. manufacturing, and 

President Trump’s “America First” policy, the prevailing 

sentiment is clear: a thriving domestic denim industry is 

unlikely to make a comeback. The necessary investment, 

expertise, machinery, and skilled workforce simply aren’t in 

place. The swift decline of Vidalia Mills in Louisiana—if it 

can even be said to have truly taken off—is a telling example.

What the U.S. denim market does have in abundance 

is demand—but it comes from two very different camps 

with opposing American dreams: passionate small business 

owners committed to American-made products, and 

companies seeking convenient domestic production at the 

same low costs offered by overseas manufacturers. 

All hopes appear to rest on Mount Vernon in Trion, Ga. 

to keep the denim dream alive (and to acquire Vidalia’s 

American Draper X3 looms). However, the mill has kept 

mum during the hoopla despite numerous attempts by 

Sourcing Journal to include them in this issue.  

Perhaps it’s time to rethink what qualifies as a “Made in 

USA” jean. The FTC—which designated July as “Made in 

USA” month as culturally diverse observances vanish from 

the calendar—might not be on board. But maybe the most 

authentically American jean isn’t one defined by geography, 

but by spirit: a blend of origins, styles, and influences that 

mirrors the American consumer.

RED, WHITE 
ANDBLUE

Angela Jean Velasquez 

EXECUTIVE EDITOR
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ongoing tariff negotiations, combined 

with weakening global economies and broader 

political disruptions, have added complexity 

to the traditional process of developing a new 

product season. As a result, mills say clients 

are approaching their orders with caution, 

prioritizing pricing clarity, supply chain 

stability, and value-driven sourcing.

“Brands and stores across the board are 

looking for value from their supply chain so 

there is a refocused energy in that direction,” 

said Henry Wong, AGI Denim’s VP, product 

development and marketing.

Umair Masood Tata, Naveena Denim 

Limited’s director of marketing, said recent 

tariff revisions and rising logistics costs have 

impacted overall order volumes and timelines. 

“As a denim mill, we’re doing everything we can 

to stay competitive by controlling costs, staying 

consistent in quality, and supporting our clients 

through close collaboration,” he said. 

Mills are seeing clients approach the season 

with a sense of cautious optimism. 

“While orders are moving forward steadily, 

the global market is currently shaped by a high 

level of uncertainty. Factors such as tariffs and 

geopolitical tensions are prompting buyers 

to be more deliberate and strategic in their 

purchasing decisions. Everyone is waiting 

for greater clarity before making bolder 

commitments,” said Anatt Finkler, Global 

Denim’s creative director.

This “cautious stance” is especially true 

with U.S. brands, according to Aydan Tuzun, 

Naveena Denim Mills’ senior vice president, 

sales and marketing. 

“The introduction and ongoing uncertainty 

of new tariffs have caused hesitation in 

placing orders, with many clients choosing 

to delay decisions rather than take risks,” 

she said. “Additionally, ongoing disruptions 

in shipping routes, especially due to the Red 

Sea blockage, have led to extended lead times. 

These logistical and geopolitical challenges are 

prompting clients to plan further ahead and 

remain flexible in their sourcing strategies.”

China-based Prosperity has seen shifts 

in how clients are preparing for the season. 

“Political influence plays a crucial role in 

shaping clients’ decisions, particularly in 

times of uncertainty, before they finalize their 

orders,” said Stafford Lau, Prosperity director. 

“Tariffs and other geopolitical issues appear 

to be significant contributing factors to this 

trend, affecting client confidence and the 

volume of orders placed.”

By having production hubs in China and 

Mexico, Cone Denim has been able to offer 

clients some flexibility. Pierette Scavuzzo, 

Cone’s design director, said clients are 

exploring all order options this season due to 

uncertainty around tariffs. 

“Brands are investing extra time and effort 

into preparing various sourcing strategies so 

they can quickly adapt if needed, ensuring 

CAUTION 
AHEAD
Brands take a more measured approach to seasonal sourcing. by Angela Velasquez

their deliverables and distribution remain 

unaffected. Having two production platforms 

in two different hemispheres has helped our 

customers seamlessly explore counter options 

with quick speed,” she said. 

Though Turkey’s trade with the U.S. is 

relatively balanced and small compared 

to Canada, China, the EU and Mexico, 

Gizem Yaşar, Maritaş marketing chief, said 

it’s crucial to understand the impacts of 

imposed tariffs on U.S. economy. The U.S. 

has consistently been Turkey’s second-largest 

individual export market.

“Tariffs and trade policies play a crucial 

role in shaping costs and competition in the 

global textile and fashion industry. Trump’s 

politicized approach to trade and tariffs has 

accelerated protectionism and fragmentation 

in the global trading system,” she said.

Although the pace of fabric purchasing 

for collections has slowed down due to 

fluctuations in the global economy, Yaşar said 

brands are doing this with the aim of managing 

the process more deliberately.

Still, consumers’ wallets will be the hit 

hard. “Companies big and small will face 

higher costs on the goods they buy from other 

countries—and could have little recourse but 

to hike prices themselves. For consumers, that 

will likely mean more expensive prices [for] 

everything. As experts say, stagflation risk is 

on the table,” she said. 

Maritaş’ plan is to remain agile and adapt 

strategies to upcoming changes. Yaşar added 

that the company is already in a better 

position, having distanced itself from mass-

market competition by focusing on advanced 

and sustainable product lines.

Being based in Turkey means Orta can 

provide a speed advantage in sourcing 

compared to other countries from a 

geopolitical standpoint. However, Sinem 

Kahveci, Orta’s marketing specialist, said 

uncertainties surrounding tariffs remain a 

concern. “Like the brands, we closely monitor 

all developments and continue our operations 

with cautious and measured steps,” she said. 

However, Turkish companies are running 

into issues closer to home. In the last two 

years, Ibrahim Ethem Buyukpepe, Calik’s 

acting general manager, said there has been a 

20 to 30 percent contraction in consumption 

in Europe due to inflation and uncertainty 

expectations. Contraction continues, evident 

in the demand for fabrics this season. 

“In terms of tariff, American brands that 

carry out price-oriented production have 

started to add Turkey and North Africa options 

to their logistics strategies and are carrying 

out feasibility studies. However, [because] no 

clear steps have been taken for customs tax 

processes, the effect of the process has not 

been clearly observed,” he said.

As brands seek to navigate and mitigate 

supply chain disruptions, new opportunities 

are emerging for sourcing hubs that have 

previously remained under the radar.

Sharbati has seen interest grow for its 

Egyptian production over the last couple of 

years. “For sure tariffs have created a higher 

need for alternative solutions, and Egypt is 

seen as the best actual option being in the 

Mediterranean area, hence with faster and 

sustainable transit time,” said Stefano Dotto, 

Sharbati’s product design manager.

“In general, clients are approaching 

their orders with caution due to ongoing 

uncertainty in the retail sector. The impact of 

geopolitical tensions and tariffs, particularly 

between the EU, U.S. and Asia has led several 

clients to diversify their production and 

sourcing bases,” said Maria Mas, Evlox’s digital 

marketing director. 

As a result, she said Morocco is gaining 

traction as a reliable nearshore alternative 

for European brands, thanks to its logistical 

advantages and trade agreements. Clients 

are also more aware of the origin of their 

components. Mas said Evlox is seeing a 

shift toward more sustainable and traceable 

denim, with clients requesting recycled and 

organic cotton, and placing more emphasis on 

environmental certifications.   

EVERYONE IS WAITING FOR  

GREATER CLARITY BEFORE MAKING 

BOLDER COMMITMENTS. —Anatt Finkler, Global Denim

�

Cone’s customers 

are looking for  

versatile fabrics.

�

Global Denim  

is seeing interest  

in 3x1 comfort  

stretch fabrics.
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FASHION

Mount Vernon Mills in Trion, Ga., the largest 

denim manufacturer and the only remaining 

rope dye range in the U.S., produced the fabric.

“We always wanted to be able to do this in 

the denim space because, at our core, we are 

a denim company. Being able to work with 

locally grown natural indigo and the teams at 

Stony Creek Colors and Mount Vernon has 

been a dream for years,” said K.P. McNeill, 

Imogene + Willie CEO.

The collection marks the first time Mount 

Vernon has utilized natural indigo at their 

facility. The mill stopped production at their dye 

range, cleaned and sanitized the dye vats, and 

filled them with natural indigo from Stony Creek 

Colors. Since natural indigo costs more than 

synthetic indigo, the brand said experimenting 

with these production methods at this scale is 

unique, particularly in the United States.

Imogene + Willie’s relationship with Dale 

McCollum, who recently retired after 50 

years of employment at Mount Vernon Mills, 

helped secure the mill’s involvement in the 

project. The brand said the mill was “willing 

to take a risk on uncharted territory with the 

small denim brand.”

“Mount Vernon is a hero of this story, as 

they are really the last remaining mill of their 

size making denim in the USA. They deserve 

a lot of credit for still being there, innovating 

and changing with the times—to adapt and 

survive in an ever-changing supply chain 

landscape,” McNeill said.

For the collection, Imogene + Willie made 

a creative decision to select two utilitarian 

patterns as a nod to the workwear history of 

Mount Vernon. The Cotton Project collection 

includes the Hencye, a men’s double-knee 

work pant, and the Augusta, a women’s 

carpenter pant, both washed down to a soft 

and well-worn finish. The jeans retail for $265. 

This places the natural indigo jeans in the mid-

range of Imogene + Willie’s denim offerings, 

which range from $235 to $325.

Imogene + Willie established The Cotton 

Project in 2021 by purchasing a 22-acre cotton 

crop at Martin Farm. The brand offered a 

premium price 25 percent above market 

standards to ensure fair compensation for 

farmers while investing in regenerative 

agriculture before planting even began. A 

year later, Imogene + Willie doubled their 

investment in cotton crops.

The brand launched its first product from 

the project, a cotton unisex T-shirt, in May. 

However, the second launch of the project 

sends a clear message: this wasn’t just a one-

off for the brand.

“This is real life proof that we’re taking what 

we learned and advancing it. We want more 

and more of our business to be done this way,” 

McNeill said. “We’re making an attempt to do 

things differently, and if enough people in the 

industry attempt to do things differently, that 

will make a big impact.” 

with their latest jeans, Imogene + Willie  
put the U.S. denim supply chain to the ultimate test.  
 The jeans are the second phase from the “Made in 
USA” brand’s Cotton Project, an initiative dedicated 
to growing, processing and manufacturing cotton 
onshore in the Southeast U.S.  The jeans are made 
with single-origin sources within a 400-mile radius of 
the brand’s Nashville headquarters. The regeneratively-
farmed cotton comes from Martin Farms in Courtland, 
Ala.; the natural indigo is from Stony Creek Colors,  
a regenerative farm that grows plant-based  
dyes including natural indigo in Springfield, Tenn.

BEING ABLE TO WORK WITH LOCALLY 

GROWN NATURAL INDIGO AND THE TEAMS 

AT STONY CREEK COLORS AND MOUNT 

VERNON HAS BEEN A DREAM FOR YEARS.” 

—K.P. McNeill, Imogene + Willie

�

Mount Vernon  

Mills adjusted  

its production  

to make the  

specialty fabric.

�

Imogene + Willie  

chose workwear-

inspired fits  

for the collection.
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�

MarkWest founder 

Whitney Lloyd 

addresses common 

issues women have 

with Western jeans.

MarkWest Denim enters the western market with saddle-tested jeans. by Angela Velasquez

THERE’S A LOT OF VALUE ON THE 
TRADITION OF THE AMERICAN WEST,
 THE AMERICAN COWBOY AND HIGH-
QUALITY PRODUCTS THAT ARE 
MADE HERE IN AMERICA…”—Whitney Llyod, MarkWest 

WILD 
WEST

In 2022, Lloyd turned her frustration into 

a business plan to develop her own brand of 

saddle-tested jeans for fellow cowgirls. The 

Columbus, Ohio-based denim novice turned 

to Christine Rucci, denim expert and founder 

of Godmother NYC, Inc., initially for pointers 

and then for full-package support from fit and 

fabrics to setting up a U.S. supply chain. Lloyd 

said she felt confident that Rucci “would be 

the person who would get this done for me 

and kind of make these jeans a reality.”

Now, almost three years later, MarkWest 

Denim is preparing to enter the Western 

denim market with a single style that attests 

to Lloyd’s confidence what she and Rucci 

produced: a women’s stretch denim jean 

made from Cone Denim’s Parras, Mexico mill, 

manufactured in Los Angeles and washed by 

SFI in Commerce, Calif.

The jean features a hidden cellphone pocket 

that won’t interfere with the saddle, a gap-

free waistband, pant legs that stack nicely 

above boots and won’t ride up or twist around 

boots, and a construction that eliminates 

the traditional front center seam—an 

uncomfortable detail that Lloyd said female 

riders have learned to accept. “I thought 

there’s has to be a better way,” she said.

With her saddle in her living room, Lloyd 

and Rucci would meet over Zoom to review 

prototypes. Six were made in one fabric until 

they realized they needed one with more 

stretch because the post-ride recovery wasn’t 

up to their standard.

“We’re the only people doing a sport in 

blue jeans. We need fabrics that have enough 

stretch and can maintain its shape throughout 

the day,” Lloyd said. We spent a lot of time on 

little things like rivets; [namely] smooth-domed 

rivets that don’t scratch your saddle when 

you’re carrying it on your hip. “They won’t snag 

your delicate show clothes that people compete 

in. All those little details we spent a lot of time 

on to make sure that they’re really functional 

for our cowgirl customer.”

Making the jeans in the U.S. was a priority 

as well. “For a Western audience, and the 

horse industry in particular, there’s a lot 

of value on the tradition of the American 

West, the American cowboy and high-quality 

products that are made here in America,” she 

said. Though the fabric is made in Mexico, 

Lloyd said she’s proud to partner with a mill 

like Cone which has a long legacy in the U.S.

MarkWest will launch this month.  

The jeans will be available in sizes 00-18  

and retail for $209.

Lloyd has rolled out an aggressive social 

media strategy to share what MarkWest 

Denim is all about. She’s also relying on the 

connections she’s made over the years as an 

active member of the Quarter Horse circuit.

“It’s been very organic. The horse 

community is a very old-school community 

in that it relies on word of mouth. People pay 

attention to what people they know and trust 

in the industry are using,” she said. “I think 

consumers recognize that there’s a real need 

for jeans for cowgirls that are actually made by 

a fellow cowgirl who gets it and understands 

what we experience in the saddle.”  

when whitney lloyd, an AQHA amateur 
rider, got back into the saddle after a 14-
year hiatus, it wasn’t the competition or the 
dynamics of the circuit that changed. It was 
the jeans.  “Jeans are the most essential 
garment for cowgirls. It’s what they wear every 
day, ride in, compete in—it’s a very important 
garment but you still want to look on trend,” 
she said.  However, Lloyd found that the new 
jean styles from major western brands weren’t 
cutting it. “Quite frankly, I just found that all 
of them had major issues. None of them really 
fit and functioned and flattered in the saddle, 
which is the most important place for a horse 
girl. We want to look good there. We want to 
feel confident and feel supported by what  
we’re wearing. And all the jeans that were out 
there just really missed the mark,” she said.





















M A DE IN A MERIC A ISSUE • 19

DENIM

N DREAM
in a time when globalization 
and fast fashion dominate the 
apparel industry, one New England 
manufacturer is rewriting the script. 
Since launching Origin USA in 2011, 
Pete Roberts has made it his mission 
to bring denim manufacturing back to 
American soil—not as a niche craft, 
but at scale, and with purpose. Rooted 
in the belief that manufacturing can 
provide both economic vitality and 
personal fulfillment, Roberts and his 
business partner Jocko Willink are 
building an apparel and footwear brand 
that prioritizes local supply chains, 
environmental impact and quality 
craftsmanship.  Origin employs more 
than 300 people across three factories 
in Maine and North Carolina. The brand 
produces T-shirts, outerwear, technical 
bottoms, performance apparel, jiu-jitsu 
gear, footwear, accessories and more. 
In 2019, Origin launched its first jean. 
Denim now accounts for a quarter 
of the company’s business. On Black 
Friday 2024, Origin generated $6 million 
in sales and shipped 30,000 pairs of 
jeans—more than the brand’s total 
annual sales in 2019.  “It’s been a real 
process, because we’ve done everything 
from scratch with no funding,” Roberts 
said. “But it’s been a fun journey.”  
 In this interview, Roberts discusses 
the challenges and rewards of producing 
domestically, the knowledge gaps his 
team has worked to close, and the long-
term vision for creating an enduring, 
“build by freedom” legacy. 

�

Pete Roberts, 

Origin USA founder.
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Does the U.S. government play a 

meaningful role in supporting domestic 

production for apparel? Is there enough 

incentivization for small businesses to 

produce Made in U.S. jeans?

PR: No, not even close. The U.S. government, 

historically, is concerned about national 

security and manufacturing. When you’re 

talking about footwear and apparel 

manufacturing, the original purpose was 

to outfit America’s military and that is the 

reason we still have the remaining fabric 

mills and factories. For the most part, they 

are supporting the federal government. They 

are maintaining the knowledge needed to 

make garments and footwear that fit the U.S. 

military’s needs. That’s the focus of the U.S. 

government. The focus has not been because 

manufacturing in America is the right thing to 

do. It’s the right thing to do from a fossil fuel 

perspective. It’s the right thing to do from an 

economic perspective.

 

How do you anticipate current or  

future trade policies impacting your 

business operations and supply chain?

PR: It’s a good question, because it’s not 

what you would think, right? I would say, for 

the most part, no. But the one caveat to that 

is, if there’s more demand for U.S. apparel 

manufacturing prices will go up because 

more people want to make it here. We saw 

during covid with lumber—when demand 

increased, lumber prices soared. It won’t 

affect us tremendously, because we weave 

some of our own fabric. We cut and sew in 

our own factories. Raw materials might go 

up in price if there’s more demand, but I 

don’t think too much. 

Do you work with any garment  

factories outside of your own? 

PR: We make everything. We have overflow 

shops that help us on hoodies and T shirts, 

but when it comes to things like blue jeans, 

jiu-jitsu gis and footwear, we don’t subcontract 

that stuff. We have a footwear factory in Maine 

where we make shoes from scratch with U.S.-

sourced components. Those hard to make 

goods, we do it all in house.

What are your long-term goals  

for growing or evolving your domestic 

production?

PR: To build America’s next big brand, but 100 

percent on American supply chain. That’s the 

100-year plan. People think I’m crazy because 

I call it 100-year plan, but it will transcend 

me. I’ll be gone by the time it’s realized. We’re 

going to go slow to speed up. We don’t need to 

go eat tons of market share tomorrow, because 

we’re never going to go public and we’re never 

going to sell the private equity or venture 

capital. We’ll maintain the business structure 

the way it is. 

Origin produces a lot more than jean. 

What categories do you see the most 

growth potential? 

PR: I think it’s less about growth potential 

and more about market size. The market will 

always grow, especially in blue jeans. People 

are always buying apparel. When I look at 

what has happened in footwear and apparel 

with Shein and Temu—all these cheap and 

cheerful goods coming across the ocean—it’s 

really disheartening, because the American 

consumer continues to be convinced that this 

is the way to buy more. And what we’re trying 

to say is, you need to buy less. You just need to 

buy quality, whether it’s from us or somebody 

else. The American consumer is consuming 

more than they ever have. The market is 

there; now it’s convincing consumers to spend 

money on the right things. If they’re looking 

for dopamine from a $12 flannel from Temu,  

that’s one thing. But if they’re looking for long 

term fulfillment that’s where we can pull on 

their heartstrings a little bit. That’s the goal.

Do consumers actively seek out  

‘Made in USA’ products? Is that what 

draws them to the brand?

PR: Those early adopters just wanted to 

support Made in USA. But then they saw we 

offer variety of product and we’re transparent 

about where things are made. We’ve showed 

them soup to nuts everything we’re doing, and 

customers want to become part of the revival 

of U.S. manufacturing. But in the beginning, 

we didn’t have best in class product, right? 

So, to appeal to customers who want best 

in class product, good fits and fabrics and 

function, we had to get better. We had to get 

better at building product. Now customers see 

it’s a great product, made in USA, dollars are 

going back to the community, and they love it. 

We’re diversifying product categories—that’s 

the phase we’re in now. We have our heritage 

goods, training goods, casual goods, and the 

next step is professional. 

What do you have planned  

for the rest of the year? 

PR: We’re releasing our 100 percent cotton 

jeans in the fall and our first women’s jean, 

which we’re really excited about. Fiber, 

labor, rivets, zippers, buttons—100 percent 

American made. We’ve trademarked the term 

‘built by freedom.’ That’s our way of saying 

‘American made’ because American made  

can mean a part of it was made in South 

America and then it was assembled  

in the U.S. ‘Built by freedom’ means that 

every component came from a U.S. supply 

chain. We’re also expanding our footwear 

offering. We’re making a really cool bison 

boat shoe and some sneakers, and more 

casual goods professional goods. So really 

excited about this year.

In the current climate, is it challenging  

to not politicize ‘Made in USA’?

PR: Yes, it’s very difficult, because we’ve been 

standing on the rooftop for almost a decade 

and a half now, trying to tell the world what 

happened to my community and how we’re 

going to try to fix it. It was very people centric, 

and purpose driven. It’s like, we need to do 

this, because if we don’t save this, it will be 

gone forever. We’ve always been politically 

agnostic, but now suddenly there is this big 

Made in USA, push, which I would say a little 

bit a little bit weaponized, depending on what 

side of the aisle you stand. But for me, it’s just 

the right thing to do.

It has been politicized, and maybe that’s 

okay because it’s getting everybody talking 

about it. I’d rather everybody be talking 

about it than not. During covid, everyone 

wanted to make stuff here and the moment 

that ended, boom, everything back to foreign 

countries. Well, now people must talk about 

it so that’s a good thing. We’ve received 

less than a handful of comments like, oh, 

you know, I love Origin, but you guys are 

getting all political. And I’m like, whoa, what 

do you mean? We literally haven’t changed 

our message, but the noise from the outside 

has convinced you of this. Being100 percent 

Made in America isn’t a political statement. 

That’s who we are. That’s our soul.  

WE DON’T NEED TO GO EAT TONS OF 
MARKET SHARE TOMORROW, BECAUSE 
WE’RE NEVER GOING TO GO PUBLIC  
AND WE’RE NEVER GOING TO SELL THE 
PRIVATE EQUITY OR VENTURE CAPITAL.”

�

Denim accounts  

for a quarter of  

Origin’s business.

�

Jeans are made  

in a company- 

owned factory 

in North Carolina.
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�

Protests against ICE 

continue to break out 

across the U.S.

�

Most U.S. cotton 

farms rely on foreign 

nationals for labor.

fallout will likely have a “relatively low impact 

on the U.S. cotton sector [which is ranked 

as the fourth-largest producer worldwide, 

according to Mordor Intelligence] when 

compared to other commodities like fruit, 

vegetables and dairy.”

A representative from Better Cotton 

added that most U.S. cotton farms now 

rely on foreign nationals who come to 

the U.S. temporarily to perform seasonal 

agricultural labor, aka H-2A workers. Through 

this program, farms are able to meet labor 

demands while maintaining protections for 

U.S. workers’ wages and working conditions.

Still, it’s far from a permanent solution. 

According to the U.S. Department of 

Agriculture, H-2A workers are not allowed to 

stay for longer than one year, and the approval 

process can take up to three months, posing 

additional logistical challenges.

“Whether they have current U.S. work 

authorization or not, individuals employed in 

agriculture—including those on H-2A visas—

retain significant legal protections under 

federal law,” Locke said. “But ICE raids can 

create a climate of fear that effectively nullifies 

these protections, as many become too afraid 

to report violations or assert their rights.”

Javier Palomarez, founder and CEO 

of the United States Hispanic Business 

Council (USHBC), warned that a decline in 

domestically produced cotton could also force 

the U.S. to look to international suppliers like 

India, Brazil, Mexico and Australia, all of which 

are facing tariffs under Trump’s revived trade 

policy and “further complicate brands’ ability 

to secure sustainable fiber.”

“If ICE crackdowns intensify and deter 

or remove large numbers of farm workers, 

fashion brands that have committed to 

sustainable sourcing may struggle to 

obtain a sufficient amount of U.S.-grown 

regenerative cotton, potentially pushing 

them back toward conventional cotton or 

international sources with less transparent 

labor standards,” Palomarez told Sourcing 

Journal. “Prices may also rise, and businesses 

would likely struggle to find workers to fill 

the void. The associated uncertainty and 

resource shifts would not benefit consumers 

or businesses whatsoever.”  

Adding insult to injury, ICE—operating 

under Trump’s direction—has started 

heavily targeting undocumented immigrants 

working in essential sectors like agriculture, 

hospitality and food service. Although 

Trump had briefly ordered ICE to halt 

arrests, enforcement operations resumed 

shortly afterward.

“The President has been incredibly 

clear. There will be no safe spaces for 

industries who harbor violent criminals or 

purposely try to undermine ICE’s efforts,” 

Tricia McLaughlin, a spokeswoman for the 

Department of Homeland Security, told 

CBS News. “Worksite enforcement remains 

a cornerstone of our efforts to safeguard 

public safety, national security and economic 

stability. These operations target illegal 

employment networks that undermine 

American workers, destabilize labor  

markets and expose critical infrastructure 

 to exploitation.”

With ICE raids back in full swing,  

the fashion industry—along with many 

others—is likely to feel the ripple effects, 

particularly when it comes to the growth 

of regenerative agriculture.

In recent years, fashion brands like Patagonia, 

Kering, Citizens of Humanity and Eileen Fisher 

have integrated regenerative practices into 

their supply chains to boost sustainability. 

These efforts involve reducing chemical inputs, 

minimizing tillage and improving soil health, 

cornerstones of the industry’s push toward a 

more sustainable future.

However, as ICE continues to target 

farmworkers—and with an estimated 

283,000 undocumented immigrants 

employed in agriculture, according to the 

Center for Migration Studies of New York—

the future growth of regenerative agriculture 

remains uncertain.

“Unlike conventional farming operations 

that rely more on mechanization than 

manpower, the sustainable methods used in 

regenerative cotton operations benefit from 

the farmworkers’ special expertise,” Locke 

said. “Immigration enforcement actions 

could drive away experienced farmworkers 

and could do so at points in the cotton 

season that are particularly devastating to 

the outcome. It is just unrealistic to think 

that farmers could replace their current 

farmworkers on the fly with willing U.S. 

workers with adequate skill.”

Better Cotton—the world’s largest cotton 

sustainability program, which operates in 22 

countries including the U.S. and accounts 

for 22 percent of global cotton production—

echoed Locke’s sentiment, but noted that the 

IT IS JUST UNREALISTIC TO THINK THAT 
FARMERS COULD REPLACE THEIR CURRENT 
FARMWORKERS ON THE FLY WITH WILLING 
U.S. WORKERS WITH ADEQUATE SKILL.”  
—Loren Locke, a business immigration attorney

president donald trump’s increased U.S. Immigration and Customs 
Enforcement (aka ICE) raids are poised to have a broader impact than initially 
anticipated.  In just six months back in office, Trump has drastically reshaped 
the political landscape. Among the most controversial moves from the 79-year-
old leader is the ramp-up of deportation policies and the intensified presence 
of ICE, a shift already sowing fear across industries dependent on immigrant 
labor and threatening the stability of key supply chains.  “We’re seeing policy 
whiplash that’s creating operational chaos,” Loren Locke, a business immigration 
attorney and former U.S. Department of State consular officer, told Sourcing 
Journal. “This instability makes it impossible for businesses to plan long-term 
investments or really changes of any kind.”  While Trump insists his crackdown 
is focused on “criminals,” the numbers tell a different story. According to a CNN 
analysis of ICE records from October through the end of May, more than 75 
percent of those booked into ICE custody during fiscal year 2025 had no criminal 
convictions beyond immigration or traffic-related offenses. Fewer than 10 percent 
were convicted of serious crimes such as murder, assault, robbery or rape, 
undermining Trump’s repeated claim that ICE’s efforts are about public safety.
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DENIM

BY TH3 NUMB3R5
Denim may be synonymous with American fashion, but the world’s love for jeans is a truly global affair.  

Recent consumer research from Cotton Incorporated highlights the key qualities people around the world look  
for in their denim—and how much they’r t in the perfect pair. —ANGELA VELASQUEZ

S O U R C E :  *  C O T T O N  I N C O R P O R A T E D ’ S  2 0 2 4  G L O B A L  D E N I M  S U R V E Y  O F  M O R E  T H A N  1 0 , 0 0 0  G L O B A L  C O N S U M E R S  I N  C H I N A ,  F R A N C E ,  G E R M A N Y,  I N D I A ,  I T A LY,  J A P A N ,  

M E X I C O ,  N E T H E R L A N D S ,  S O U T H  K O R E A ,  S P A I N ,  T H A I L A N D ,  U . K . ,  A N D  U . S .  * *  2 0 2 5  C O T T O N  I N C O R P O R A T E D  L I F E S T Y L E  M O N I T O R  S U R V E Y  I S  A N  O N G O I N G  R E S E A R C H  P R O G R A M  T H A T  M E A S U R E S  C O N S U M E R  

A T T I T U D E S  A N D  B E H A V I O R S  R E L A T I N G  T O  A P P A R E L ,  S H O P P I N G ,  F A S H I O N ,  S U S T A I N A B I L I T Y,  A N D  M O R E .
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↗  

the average dollar amount U.S.  

consumers spend on a pair of jeans. **

↗  

pennies per wear of one pair of jeans. **

↘

↗  

percentage of consumers who  

donate unwanted jeans to charities  

or thrift stores. **

↖ 

percentage of consumers  

who recycle jeans through programs 

 like Blue Jeans Go Green. **

 

tage of consumers that say  

ear jeans more regularly than ever. *

↗  

percentage of consumers 

that say fit is the  

main driver behind 

purchases of jeans. **



 

AND RECEIVE OUR BI-WEEKLY LOGISTICS  

     NEWSLET TER,  PLUS DAILY ACCESS TO NEWS-

BREAKING INDUSTRY COVERAGE, REPORTS, 

     WEBINARS, FIRESIDE CHATS & WHITEPAPERS.

SOURCING JOURNAL

S U B S C R I B E

S C A N


