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Fashion. Beauty. Business. 

From Kai Cenat to Wendy Ortiz and a proliferating  
number of other Twitch-native internet celebrities, the 

influencer era is quickly morphing into the streamer era. 
With the rapt attention of Gen Alpha and Gen Z in one 

hand and mounting entrepreneurial ambitions in the other, 
this cohort is redefining the social media ecosystem — and 
just how far they can take their influence — as we know it. 

For more, see pages 4 and 5.

The  
Stream Team

Eyes on Scott
Kendra Scott is debuting 

her first ophthalmic  

and sunglasses collection 

in partnership  

with Marchon. 

Page 16

From the Archive
A look back at the 

trailblazing career of  

Kenzo Takada, including a 

WWD interview with the 

designer from 1974.

Pages 12 to 15

Atmore Promoted
Michael Atmore has been 

named WWD's editor  

in chief, in addition to  

his role as chief brand 

officer of FMG.
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  Atmore continues in his 
current role of chief brand 
officer of WWD parent 
Fairchild Media Group.

BY WWD STAFF

Fairchild Media Group, a division 

of Penske Media Corp., on Monday 

announced the elevation of Michael 

Atmore to editor in chief of Women’s Wear 

Daily, in addition to his role as chief brand 

officer of FMG.

In this expanded capacity, Atmore 

will lead the WWD editorial team in 

delivering its award-winning breaking 

news and business coverage, while 

guiding the brand’s continued evolution 

across digital, print, social, video and 

e-commerce platforms. Footwear News 

editorial will continue to report into 

Atmore, as will the expanding team 

responsible for FMG’s live events, 

summits and experiences.

Atmore will report directly to Amanda 

Smith, chief executive officer of FMG, and 

James Fallon, chief content officer of FMG.

“Michael’s leadership and vision have 

been instrumental in shaping Fairchild 

Media’s decades of innovation and 

success. His dedication to the Fairchild 

company, its brands and its people have 

been nothing short of extraordinary,” said 

Jay Penske, chairman and CEO of Penske 

Media Corp. “I am confident that he will 

uphold excellence across FMG, and under 

his guidance WWD will continue to set 

the benchmark in fashion, beauty and 

business media.”

“Michael is an exceptional leader. This 

achievement recognizes his hard work, 

talent and the successes he has earned. He 

has a clear vision on how we can build and 

expand our brands at Fairchild, and I am 

delighted to recognize him with this well-

deserved promotion,” Smith said. “WWD 

is on fire with a growing audience, thriving 

live events business and unparalleled 

journalism. As we celebrate 115 years, 

Michael’s vision will be key to growing and 

shaping our future.”

“As editorial director of Footwear News 

and head of Live Events, Michael has 

brought remarkable insight and expertise 

to those roles, helping them innovate and 

evolve while always staying true to the 

editorial excellence in our DNA. We are 

excited to now have him take on a greater 

role at WWD as editor in chief,” Fallon said. 

“His storied tenure and vision continue to 

elevate every facet of our work.”

“I am honored to lead the incredible 

WWD team, the undeniable voices of 

authority, and to guide the legendary title 

into the next chapter with forward-looking 

content that amplifies our reach across 

multiple platforms in an ever-evolving 

fashion landscape,” Atmore said. “The 

future of WWD, and the industry it serves, 

has never been more vibrant, and it’s 

exciting to take the brand to the next level 

on a global scale.”

Fairchild Media Group recently 

revealed key milestones in its digital  

and experiential transformation, 

including the re-platforming of FN 

onto the WWD digital platform and 

the expansion of its global live events 

portfolio, all as WWD celebrates its 115th 

anniversary this year. The digital move is 

complemented by the growth of FMG’s 

renowned live programming across its 

brands. This past June underscored FMG’s 

unmatched momentum, with FN marking 

its 80th anniversary alongside industry 

luminaries in New York City, and WWD 

launching its new Culture Club franchise 

in London, spotlighting the intersection of 

business, culture and creativity in fashion 

capitals worldwide.

These milestones build on the success 

of FMG’s marquee programming, from 

the annual FN Achievement Awards, or 

FNAAs, often called the “Shoe Oscars,” 

to WWD’s first red-carpet livestream 

from the Golden Globes and Style Awards 

earlier this year, which together generated 

more than 8 billion media and press 

impressions.

Prior to joining Fairchild in 1997, 

Michael was founding editorial director 

and publisher of Footwear Plus. He has 

an extensive background in retail, having 

served as editorial director for a group of 

retail-based publications at International 

Thomson. He has also held top editorial 

positions at U.S. Business Press and 

Harcourt Brace.

WWD provides a balance of timely, 

credible business news and key fashion 

trends for leading retailers, designers, 

manufacturers, marketers, financiers, 

Wall Street analysts, international moguls, 

media executives, ad agencies, trend-

makers and global consumers. Founded 

in 1910 by Edmund Fairchild and helmed 

for more than two decades by legendary 

publisher John B. Fairchild, WWD has 

been the daily media of record and the 

industry voice of authority for more than 

115 years. Operated and published by 

Penske Media Corp. under Fairchild Media 

Group, WWD reaches a global audience 

of nearly 16 million-plus every month 

across print, digital, mobile, video, social 

and events, including the annual WWD 

Apparel & Retail CEO Summit and Global 

Summits in three international markets. 

As an increasingly complex marketplace 

heightens the need for information and 

competitive intelligence, WWD delivers 

spirited coverage with frequency, 

integrity and a legacy of getting it right 

and getting it first.  

FMG is the leading source of fashion 

news and analysis for industry leaders 

and the global fashion community. 

Established in 1892 by Edmund  

Fairchild, Fairchild Media Group’s  

brands include WWD, FN, Beauty Inc  

and Sourcing Journal. FMG further 

includes Fairchild Live, the global live 

events division producing 30-plus 

global thought leader and consumer 

experiences, and Fairchild Studio, a 

multiplatform content production team, 

executing more than 250-plus brand 

partner programs annually.

FMG content reaches a 17.5 million-

plus international audience of industry 

executives and highly engaged consumers 

across all media platforms.   

PMC is a leading global media and 

information services company whose 

award-winning content attracts a 

passionate monthly audience of more 

than 350 million. Since 2004, PMC has 

been a pioneer in digital media and live 

events, reaching viewers on all screens 

across its ever-growing constellation of 

iconic brands, which includes Variety, 

Rolling Stone, The Hollywood Reporter, 

Billboard, Dick Clark Productions, WWD, 

SHE Media, Robb Report, Deadline, 

Sportico, BGR, ARTnews, Fairchild Media, 

Vibe, IndieWire, Artforum, Gold Derby 

and Luminate, the premier data and 

analytics company.

In addition, PMC owns several of the 

most iconic and vital cultural events such 

as The Golden Globes, Country Music 

Awards (ACMs), Billboard Music Awards 

(BBMAs), New Year’s Rockin’ Eve, SXSW, 

American Music Awards (AMAs), LA3C, 

Life Is Beautiful, Latin Music Week and 

ATX Television Festival.

PMC is headquartered in New York and 

Los Angeles with additional offices in 14 

countries worldwide.

BUSINESS

Michael Atmore Promoted 

To Editor in Chief of WWD

Michael Atmore “The future of WWD, 
and the industry it 

serves, has never been 
more vibrant, and it’s 

exciting to take the 
brand to the next level 

on a global scale.” 
MICHAEL ATMORE
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  The first Tiffany & Co. 
exhibition to come to  
Thailand was marked  
by an opening party  
with a menu by Chef Ton.

BY THOMAS WALLER

Tiffany & Co. unveiled its latest 

exhibition, “Legendary Legacy,” in 

Bangkok.

“Thailand’s unique balance of tradition 

and modernity offers an ideal backdrop 

to showcase the visionary works of 

legendary designer Jean Schlumberger,” 

Anthony Ledru, president and chief 

executive officer, said to WWD. “Inspired 

by his travels across Southeast Asia, 

several of Jean Schlumberger’s exquisite 

designs such as the Elephant Head Clip 

with diamonds, emeralds and turquoise, 

reflect his deep respect for Thai culture 

and Tiffany & Co.’s authentic connection 

to the region. In a country where heritage 

and innovation coexist, ‘Legendary 

Legacy’ invites visitors to connect with 

Tiffany’s storied legacy and enduring 

creative spirit.”

The exhibition marks the brand’s 

first exhibition in Thailand, offering an 

exploration of Tiffany & Co.’s design 

heritage through the lens of legendary 

designer Jean Schlumberger. Set across five 

rooms, guests are told a story of design, 

creativity, and heritage with unique 

selection of over 50 objects from the 

Tiffany Archives.

The experience begins with 

“Guadeloupe: An Island of Inspiration,” 

offering insight into how Schlumberger 

drew from the rich natural beauty of the 

Caribbean Island of Guadeloupe, where 

he had a home, to inform his creative 

vision. Next, in “Garden of Imagination,” 

guests will explore his fascination  

with creatures, plants and landscapes 

of the natural world reinterpreted with 

surreal beauty.

The “Depths of Beauty” follows, 

featuring creations inspired by 

Schlumberger’s deep passion for the sea, 

such as the Hedges and Flowers necklace 

with yellow sapphires, turquoise and 

diamonds. The exhibition then moves 

into “Wings: Symbols of the Soul,” a space 

dedicated to flight and transformation.

The exhibition concludes with the 

128.54-carat Tiffany Diamond — the 

cornerstone of Tiffany & Co. — and for the 

first time in the region, exhibited in its 

fifth and latest setting. The current design 

draws inspiration from the iconic Bird on a 

Rock brooch, one of the Tiffany Diamond’s 

previous settings.

This exhibition was marked with an 

opening party at One Bangkok Thursday 

night, set against panoramic views of the 

city skyline and Lumphini Park. Guests 

including Aff Taksaorn, Sririta Jensen, Win 

Metawin, Baifern Pimchanok, Anne Curtis 

Smith, Marion Caunter, Nathan Hartono, 

Thien An, Ninh Duong Lan Ngoc, Dong 

Nhi, Thanh Thuy, and more enjoyed a 

bespoke menu by acclaimed Thai Chef 

Thitid “Ton” Tassanakajohn.

“Legendary Legacy” is open to the 

public at One Bangkok, Tower 4, until 

Sept. 7.

  This new deal marks  
an expansion of the  
retailer's relationship  
with the football league.

BY JEAN E. PALMIERI

Abercrombie & Fitch continues to 

deepen its relationship with the National 

Football League.

The league has signed a multiyear deal 

that makes the apparel retailer its Official 

NFL Fashion Partner, a first for an NFL 

sponsor.

A&F first began working with the NFL 

in 2022, a deal that started out small, 

with a focus on fleece and T-shirts and 

has since expanded to include sweaters, 

outerwear and hats for all 32 teams. Last 

week the company tapped Pittsburgh 

Steelers linebacker TJ Watt and his wife, 

former professional soccer player Dani 

Watt, to be the face of its Your Personal 

Best (YPB) brand.

Under the terms of this new deal, A&F 

will work with NFL players to design a 

lifestyle assortment of apparel for fans and 

will also feature the athletes in campaigns 

for the line. The retailer will have a visible 

presence at NFL’s top events in the U.S. 

and overseas as well as within its retail 

stores worldwide.

“As the NFL continues to evolve, we 

are partnering with brands that share our 

strategic vision,” said Tracie Rodburg, 

senior vice president of global partnerships 

at the NFL. “Naming Abercrombie & Fitch as 

an official sponsor reinforces our position as 

a growing leader in the fashion community, 

creating deeper connections with our fans 

at the convergence of fandom and fashion 

and celebrating our players’ dynamic style.”

The partnership demonstrates the 

league’s ongoing efforts to grow its fan 

base, especially among females — who 

make up nearly half of all NFL fans — by 

providing stylish options for them to wear 

to support their favorite teams.

“We’re uniquely positioned for this 

moment where sports, fashion and culture 

are converging like never before,” said 

Abercrombie & Fitch Co. chief executive 

officer Fran Horowitz. “We’ve been working 

with the NFL and premier NFL athletes for 

several years, so officially becoming a league 

sponsor is a natural progression. As a style 

authority, we’re creating products that let 

fans represent their team while expressing 

their personal style. This NFL partnership 

goes beyond licensing — it is about meeting 

the needs of an expanding audience. 

Together, the NFL and Abercrombie are 

helping to build fandom through fashion.”

Another component of the partnership 

features the launch of the Abercrombie 

Style Concierge where select NFL athletes 

will work with Abercrombie’s in-house 

stylists to be outfitted in the best looks for 

their style and schedule.

To promote the partnership, A&F 

debuted a national campaign for fall titled 

“Style Concierge” featuring players known 

for their style off the field. These include 

McCaffrey along with Amon-Ra St. Brown 

(Detroit Lions), CeeDee Lamb (Dallas 

Cowboys) and Tee Higgins (Cincinnati 

Bengals). Each of the players has worked 

with A&F to codesign limited-edition 

apparel that will be available for sale 

during the upcoming NFL season.

The marketing campaign represents 

the largest advertising investment A&F 

has made in the sports space and will 

run nationally on traditional and cable 

television as well as Meta, TikTok and NFL-

owned channels.

“Style has always been a part of the 

NFL’s DNA, from the history of the game to 

players’ gameday outfits,” said Kyle Smith, 

fashion editor for the NFL. “Partnering with 

Abercrombie & Fitch lets us honor that 

legacy while introducing a new generation 

of fans to looks that are timely, versatile and 

connected to the culture of NFL football.”

“Performance starts with confidence, 

and for me, that means feeling good in 

what I wear,” said McCaffrey. “Abercrombie 

understands that style and comfort go hand 

in hand. This partnership lets us bring fans 

apparel that delivers on both fronts, so they 

can represent their team with the same 

confidence I feel when I suit up.”

The latest collection of men’s and 

women’s apparel includes hoodies, 

sweatshirts, T-shirts, outerwear, and 

accessories for all NFL teams and is available 

at select Abercrombie stores and online.

ACCESSORIES

Tiffany & Co. Brings 
‘Legendary Legacy’ 
Exhibition to Bangkok

BUSINESS

NFL Names Abercrombie & Fitch 
Official Fashion Partner

Sririta Jensen, Baifern 

Pimchanok, Win Metawin 

and Aff Taksaorn.

Inside “Legendary Legacy: 

An Exhibition of Tiffany & Co.”

Tee Higgins of 

the Cincinnati 

Bengals in looks 

from A&F. 

Amon-Ra St. Brown 

of the Detroit Lions.

CeeDee Lamb of 

the Dallas Cowboys.
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Top 10 Brands on Sephora.com 
And Ulta.com During H1
Bestsellers include Clinique, Sol de Janeiro and both retailers' private label brands.  BY EMILY BURNS

During the first half of 2025, consumers 

flocked to Ulta.com and Sephora.com to 

stock up on their beauty faves and several 

brands stood out, according to data from 

Navigo Marketing sourced from bestseller 

lists, ad data and more.

At both retailers, Sol de Janeiro was a 

significant winner, though the Brazil-

inspired brand experienced stronger 

growth at Ulta Beauty. Several brands, 

including Kérastase and La Roche-Posay, 

experienced significant sales increases 

during the period, as well.

Additionally, consumers were 

interested in both retailers’ private label 

brands. At Sephora, Sephora Collection, 

though it dropped in sales during this 

time frame, maintained the number-one 

spot among shoppers. At Ulta Beauty, 

the Ulta Beauty Collection, which has 

also decreased in year-over-year sales, 

ranked at number three.

Predictably, the Ulta Beauty and 

Sephora consumer’s shopping habits 

differed when it came to price. At 

Sephora, peak performance happens 

at around $40, while Ulta Beauty 

experiences success across a range of 

prices with $30 spend being the average 

for its top customers. 

Here, a look at the top-selling brands 

on Ulta.com and Sephora.com during 

the first half of 2025. 
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Clinique 
+ .2 percent

Share of sales: 3.2 percent

Sephora Collection 
-.5 percent

Share of sales: 4.8 percent

E.l.f. Cosmetics 
+.2 percent

Share of sales: 1.4 percent

Kérastase 
+.6 percent

Share of sales: 1.7 percent

Ulta Beauty 
Collection 
-.1 percent

Share of sales: 2.3 percent

The Ordinary 
+.1 percent

Share of sales: 1.9 percent

Tarte 
-.3 percent

Share of sales: 1.3 percent

Moroccanoil 
-.1 percent

Share of sales: 1.5 percent

Nyx 
+.1 percent

Share of sales: 1.2 percent

Fenty Beauty 
-.1 percent

Share of sales: 1.4 percent

La Roche-Posay 
+.7 percent

Share of sales: 2.3 percent

Sol de Janeiro 
-.4 percent

Share of sales: 2.4 percent

Sol de Janeiro 
+.7 percent

Share of sales: 1.3 percent

Rare Beauty 
+.1 percent

Share of sales: 1.7 percent

Redken 
+.2 percent

Share of sales: 2 percent

Amika 
-.1 percent

Share of sales: 1.7 percent

OPI 
+.3 percent

Share of sales: 1.3 percent

Glow Recipe 
-.4 percent

Share of sales: 1.4 percent

Mac Cosmetics 
+.1 percent

Share of sales: 1.1 percent

Charlotte Tilbury 
-.3 percent

Share of sales: 1.3 percent

Ulta Beauty Sephora

Borghese’s renaissance is going strong. 

The Italian skin and body care brand 

is gearing up for a busy fall, as it opens a 

four-month spa residency at Printemps 

in New York City, launches on Ulta.com  

and Bloomingdales.com, preps for New 

York Fashion Week partnerships and 

celebrates the 40th anniversary of its 

bestselling mud mask Fango, one of 

which is sold every minute, with out-

of-home activations. WWD previously 

reported that Borghese was on track to 

reach $50 million in sales this year.

Through its spa residency at Printemps, 

guests can choose between three facials, 

including the Borghese Purificante Facial 

featuring its Fango Purificante Mud Mask, 

which is currently exclusive to Printemps, 

Borghese From Roma with Glow Facial 

and Borghese Sculpt and Restore Facial, 

in 20, 50 or 80 minute sessions, starting 

at $125. All the facials will feature Fango 

and unique massage techniques featuring 

marble tools. This marks Borhgese’s first 

spa in over a decade, per chief operating 

officer Dawn Hilarczyk.

“Borghese is really giving back the gift 

of time. Fango, you do in five minutes. 

When you’re in Italy, you’re reclaiming 

this gift of time,” said Hilarczyk, 

adding that guests will also take home 

a full-size Borghese product after their 

service. “[Printemps is] such a luxurious 

European retailer that really pride 

themselves on service and culture. 

That’s who we are at Borghese. It’s a way 

for us to bring back our Italian roots, 

which we started in the at-home spa to 

the consumer in 20 minutes.”

Alongside this activation, Borghese 

is doubling down on its retail presence 

with existing partners like Macy’s 

and new partners like Ulta.com, 

Bloomingdales.com and Neiman Marcus.

“I don’t care where she shops, just shop 

Borghese. We need to meet the customer 

where she is, and the reality is, she does 

shop at at Ulta and at Neiman’s, and she 

shops at Amazon,” said Hilarczyk.

As Hilarczyk has been focused on 

Borghese’s renaissance the last year, 

she said that the brand has experienced 

several wins. Fango sales are up 60 

percent from last year; Borghese’s 

direct-to-consumer business is up 21 

percent with 34 percent coming from 

new customers; Borghese’s Amazon 

business is up 61 percent with 70 percent 

coming from new customers, and the 

brand has secured five new retailers, 

eight new spas, four licensing agreements 

and launched on TikTok Shop. With this, 

Hilarczyk shared that there will be retail 

expansion and global expansion this year, 

as well as new product launches in 2026.

Borghese 
Pops Up at 
Printemps
Printemps will offer three 
signature Borghese facials, 
all featuring the brand's 
bestselling mud mask Fango.  

BY EMILY BURNS

Borghese 

products. 
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A new crown jewel of foodie beauty 

collaborations is emerging.

Oishii, the indoor vertical strawberry 

farm best known for its Omakase and Koyo 

berries, has been on a cultural hot streak 

of late, reaching “It” strawberry status 

online and embarking on a slew of limited-

edition drops with brands ranging from 

Cocolab to PopUp Bagels.

Most recently, the brand launched 

10,000 units of a $22 Oishii Berry Jam 

whitening toothpaste with Cocolab. This 

follows a berry-infused wellness tincture 

collaboration with Apothékary this spring 

and a body wash and lotion duo developed 

with indie body care brand Iota last winter.

“Collaborations have been a great 

way for us to reach consumers outside 

of the grocery store,” said Oishii’s chief 

commercial officer Rita Hudetz, adding 

that the brand, which operates two indoor 

farms in New Jersey, is in more than 280 

doors, with retailers like Whole Foods and 

Happier Grocer among them.

“We’ve seen such a move toward 

premium, clean, delicious produce — 

consumers are just increasingly aware 

of hyper-processed foods being less 

healthy, but they still want that snack 

moment,” said Hudetz, adding that 

Oishii has doubled its rate of growth in 

2025 versus the year prior. Data from 

Spate shows Google searches for the 

brand have increased roughly 44 percent 

year-over-year.

Oishii’s Omakase berries are priced at 

$11.99 for a pack of eight, while its Koyo 

berries are priced at $9.99 and the brand’s 

third strawberry varietal, Nikko berries, 

sell for $7.99.

Founded in 2016 by Brendan Somerville 

and chief executive officer Hiroki Koga, 

the brand harnesses vertical farming and 

other technologies to replicate the growing 

conditions of Japan in an aim to grow fresh 

strawberries year-round.

“What we’ve become good at is creating 

the perfect day, every day, for our 

strawberries,” Hudetz said. “We like to 

say we have ‘smart’ farms — they monitor 

environmental factors like humidity, 

airflow and nutrient levels to give our 

strawberries that great and consistent 

flavor throughout the year.”

The brand’s mounting collab caché is 

reminiscent of that of the Erewhon smoothie 

in 2023. The $20 smoothie, produced by the 

upscale, Los Angeles-based health grocery 

store of the same name, drew celebrity and 

brand collaborators from Hailey Bieber 

to Bella Hadid to Miranda Kerr and more 

in droves around the time, with limited-

edition blends tailored to each collaborator 

launching in rapid-fire succession to near-

certain virality.

Erewhon also kicked off a first pressed 

juice collaboration with a beauty company 

that year, debuting a $12 mushroom-

infused juice inspired by Origins’ Mega-

Mushroom Restorative Skin Concentrate.

Elsewhere in 2023 beauty trends, 

“strawberry girl makeup” — a blushy look 

driven to popularity by none other than 

Bieber herself — rose to prominence and 

has seemingly reemerged as the prevailing 

trend each summer since.

Well-poised to benefit from both 

strawberry-inspired makeup fads and 

interest in food-beauty crossovers 

(Wonderskin’s recent Chipotle-inspired lip 

stain has been another such success in that 

arena), Oishii aims to unveil more in the 

space soon.

“Lip gloss, nail polish, candles — we’re 

open to things like that,” said Hudetz, 

adding that the brand’s second-half 

priorities include expanding its in-store 

footprint in the Midwest and working 

on additional strawberry varietals to 

introduce to its assortment.

Beauty Bets On Oishii
Oishii, the indoor vertical strawberry farm best known for its Omakase and Koyo berries,  
has been gaining buzz — and beauty collaborations — at high speed.  BY NOOR LOBAD

Biotech beauty company Debut has 

secured $20 million in investment to 

enhance its AI-driven ingredient discovery 

platform and expand its formulation 

business in Asia.

The San Diego-based biotech start-up’s 

fundraising round was supported by Fine 

Structure Ventures, EDBI, Wealthberry, 

L’Oréal, GS Futures, Sandbox Industries 

and Material Impact, among others. To 

date, Debut has raised $85 million.  

The latest fundraising round will be 

used to advance skin longevity innovation 

and scale its formulation business in the 

U.S. and Asia.

For ingredient discovery, it is focusing 

on the next-generation ingredients that 

target the 14 hallmarks of aging. 

“Debut is laser-focused on staying at 

the forefront of skin care innovation and 

bringing cutting-edge biotech to every 

beauty brand with the highest-performing 

and most differentiated ingredients,” 

said Joshua Britton, founder and chief 

executive officer of Debut.

He is particularly interested in longevity, 

the latest beauty buzzword: “The 

antiaging slogan has gone away. It’s all skin 

longevity. The problem with that is that to 

go after skin longevity, you have to address 

these 44 marks of skin aging and currently 

there are little ingredients that actually do 

that. So that’s where our work becomes 

vital. We have to understand the science. 

We have to produce the ingredients. These 

ingredients will be new. It requires us 

screening 50 billion of them to find the 

right ones. But once we have them, then it 

will power all brands.” 

At the same time, the company is poised 

to enter the Asian market, starting with 

Singapore where the company will be 

partnering with leading brands to create 

custom ingredients and formulations for 

longevity skin care.

“AI combined with an understanding 

of skin biology enables the creation of 

custom formulation solutions for different 

geographies that has previously not been 

possible,” Britton said. 

In addition to ingredient discovery, 

Debut started dipping its toes into the 

contract manufacturing business last 

July, with the goal of bringing biotech 

ingredients to the masses.

That same month, it signed an agreement 

with L’Oréal to develop more than a 

dozen bio-identical ingredients that will 

replace conventionally sourced ingredients 

currently used in L’Oréal global beauty 

and personal care brands across skin, hair, 

color cosmetics and fragrance. This was the 

first big joint announcement from the two 

companies since the beauty giant led a $40 

million round of series B funding in the firm 

through its venture arm Bold in June 2023.

In addition to its contract manufacturing 

business, it launched its own skin care 

brand Deinde in January 2024.

“It’s doing really well. It’s on track again 

to meet or exceed its targets this year,” 

Britton said.

Debut Raises $20 Million
The investment will accelerate the expansion of the biotech beauty company's  
AI-based ingredient discovery platform and scale its presence in Asia.  BY KATHRYN HOPKINS

Joshua Britton

Oishii's 
bestselling 

Koyo berries, 
which retail for 

$9.99 per pack.

Cocolab x Oishii

Apothékary's Oishii 
berry-infused tincture 
aims to reduce stress.
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MILAN – Armani beauty is taking its long-

standing affiliation with the Venice Film 

Festival to the next level.

The brand, which will be the event’s 

official beauty sponsor for its eighth 

consecutive year, is upping the number 

of activations for the upcoming edition, 

which is slated to kick off Wednesday and 

run through Sept. 6.

“Our presence here is a profound 

statement of cultural influence, a testament 

to Giorgio Armani‘s deep and continuing 

dialogue with cinema,” said Richard 

Pinabel, global president of Armani beauty, 

which is licensed to L’Oréal. 

“Cinema has always been at the core of 

our identity. What we do in Venice is not 

simply about presence — it is about creating 

spaces that honor artistic expression and 

amplify the dialogue between beauty and 

film,” continued Pinabel, highlighting that 

“this edition of the Venice Film Festival 

gains particular significance as it coincides 

with the 50th anniversary of the Giorgio 

Armani maison.”

To mark the occasion, Armani beauty 

is taking over the Venice Venice Hotel to 

set up the Giorgio Armani Cinema Club, 

a new format that aims to become a hub 

celebrating the seventh art, fashion, 

glamour and beauty for two weeks. From 

the branded facade to interiors revisited as 

a movie theater, the space intends to offer 

a gathering point for actors, friends of the 

brand and influencers to meet, relax and 

discuss movies during the event, as well 

as become Armani beauty’s epicenter of 

content creation.

Along with long-standing Armani beauty 

ambassadors such as Cate Blanchett, 

Aaron Taylor-Johnson, Sadie Sink, Nathalie 

Emmanuel and Madisin Rian, actors 

spanning from Sofia Carson to Shailene 

Woodley and Riley Keough are expected 

to attend the curated program staged at 

the venue in-between their red carpet 

appearances.

The schedule will range from a dinner al 

fresco on the opening night of the festival, 

following the world premiere of “La Grazia,” 

the new movie directed by Academy 

Award-winning director Paolo Sorrentino, 

to a deep-dive into artistry the next day via 

a masterclass with Armani beauty’s global 

makeup artist Hiromi Ueda, among others. 

The hotel will also be the stage for the 

production of behind-the-scenes videos 

realized with a cinematic approach, which 

will be shared on the brand’s social media. 

These will add to content Armani beauty 

will develop in partnership with Variety, 

including the “Movie Night” series of 

episodes each starring two actors in an 

intimate conversation about film, beauty 

and storytelling. Pairings will include 

Sink with Molly Gordon, Carson with 

Emmanuel and young Spanish actors Julio 

Peña Fernández and Clara Galle.

The experience will culminate on Friday, 

when Armani beauty will host a dinner 

at Venice’s landmark Palazzo Ducale, or 

Doge’s Palace, a masterpiece of Gothic 

architecture that stands in the central 

Piazza San Marco square, adjacent to the 

iconic Basilica and with a wing overlooking 

the lagoon.

The following night, it will be the turn of 

the brand’s fashion arm to stage a soirée at 

the Arsenale location to coincide with the 

launch of Armani/Archivio, a new platform 

dedicated to all Giorgio Armani collections 

to date. As reported, the digital project — 

which will have a physical outpost outside 

Milan in the near future — is to be launched 

in the lead-up to the 50th anniversary’s 

big celebrations that will include an 

exhibition opening at the Pinacoteca di 

Brera Museum in Milan on Sept. 24 and the 

Giorgio Armani spring 2026 runway show 

scheduled on Sept. 28.

Earlier this year the fashion house also 

unveiled the “Giorgio Armani Privé 2005-

2025, Twenty Years of Haute Couture” 

exhibit at its Armani/Silos space in Milan 

to mark the milestone for the designer’s 

Privé line. Running through Dec. 28, the 

showcase gathers more than 150 couture 

looks, including some custom-made Privé 

gowns seen on international red carpets 

through the years. These range from the 

Swarovski crystal mesh number worn by 

Blanchett at the 2007 Academy Awards 

to the custom champagne silk gown Demi 

Moore wore to scoop up her first Golden 

Globes award earlier this year.

Cate Blanchett attending the red carpet 

for the movie "Beetlejuice Beetlejuice" 

during the 81st Venice International Film 

Festival in 2024.
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Beyond memorable red carpet moments, 

Armani’s ties with the world of cinema trace 

back to 1980, when the designer created the 

wardrobe for Richard Gere in the “American 

Gigolo” movie. Ever since, Armani has 

collaborated on more than a hundred films, 

ranging from “The Untouchables” and 

“Gattaca” to “The Wolf of Wall Street” and 

“Don’t Look Up,” to cite a few.

The brand has strengthened such a 

bond with its beauty line through different 

projects. In Venice, Armani beauty also 

supports and presents the “Audience 

Award” in the “Spotlight” competitive 

section dedicated to new cinematic voices 

and where the public is to select the best 

movie. 

“In the Spotlight” is also the name of an 

Armani beauty activation concept that, 

after debuting at the Berlin Film Festival in 

February drawing the likes of Emmanuel, 

Rian and Sydney Sweeney, it is gearing 

up to debut in Shanghai’s West Bund in 

partnership with Vogue Film next month.

“Our mission is to be present wherever 

stories are told on screen,” said Pinabel. 

“Cinema is universal— it speaks to all 

audiences, across all borders. That is why 

Armani will always be in the spotlight,  

all year long.” 

Other film events Armani beauty 

partners with include Romania’s 

Transilvania International Film Festival; 

the Karlovy Vary International Film 

Festival in Czech Republic; the San 

Sebastian Film Festival in Spain, and, 

starting from this year, the Melbourne 

International Film Festival and Mexico’s 

Morelia International Film Festival.

As for the Venice one, the 2025 edition 

promises to serve big fashion moments. 

As reported, a Sofia Coppola documentary 

on Marc Jacobs will be unveiled on 

Sept. 2 as part of the out-of-competition 

section, adding to much-anticipated movie 

premieres that are expected to draw the 

likes of Julia Roberts, George Clooney, Al 

Pacino, Jacob Elordi, Idris Elba, Emma 

Stone, Emily Blunt, Laura Dern, Adam 

Driver, Ayo Edebiri, Andrew Garfield and 

Chloë Sevigny to the Italian red carpet.

EXCLUSIVE

Armani Beauty to Set Cinema Club 
At 2025 Venice Film Festival
The Giorgio Armani Cinema Club with Cate Blanchett, Aaron Taylor-Johnson and Sadie Sink  
among its attendees is only one of the activations the brand has planned.  BY SANDRA SALIBIAN

Cate Blanchett 

and Aaron 

Taylor-Johnson at 

the Venice Film 

Festival in 2024. 

Blanchett attending the red carpet for 

the movie “Beetlejuice Beetlejuice” 

during the Venice Film Festival in 2024. 

Nathalie Emmanuel, 

Sydney Sweeney 

and Madisin Rian at 

Armani beauty’s 

event during the 

Berlin Film Festival 

in February.
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