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Fashion. Beauty. Business. 

In the first part of a weeklong 
series, WWD takes a look at what 
lies ahead for the rest of the year 

in beauty and menswear, from 
the headwinds buffeting beauty 

groups and key product launches 
to whether male consumers 

will buy into fall's looser fits. For 
more, see pages 6 to 15.
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  The Milan-based brand has 
conceived a dedicated ad 
campaign lensed by David 
Sims, fronted by Amanda 
Gorman; Maya Hawke, and 
Kim Tae-Ri, and unveiled 
exclusively with WWD. 

BY LUISA ZARGANI

MILAN — Prada is further developing its 

jewelry collection with a made-to-order 

lineup that will be available starting in 

October.

The Prada Fine Jewelry Couleur 

Vivante collection comprises drop 

earrings, solitaire rings, line bracelets and 

rivière necklaces, with unconventional 

combinations of amethysts, aquamarines, 

madeira citrines, pink morganites and oro-

verde peridots used throughout. Prada’s 

signature triangle motif, which harks back 

to the brand’s founder Mario Prada, is a 

recognizable element of the lineup.

The Milan-based fashion company 

is launching a dedicated ad campaign 

fronted by award-winning American poet 

and activist Amanda Gorman; American 

actress, model and singer-songwriter 

Maya Hawke, and South Korean actress 

Kim Tae-Ri. The bold portraits were 

photographed by David Sims.

Co-creative directors Miuccia Prada and 

Raf Simons told WWD exclusively that 

“jewelry is part of the feminine identity. 

It is fascinating how jewels echo histories, 

experiences, emotions — an idea of who 

the woman is behind each piece, a link to 

her interior life. These are considerations 

that can be reflected in new pieces, as well 

as antique. Jewelry is a form of personal 

adornment embedded with meaning, deeply 

connected with culture and humanity.”

Miuccia Prada has succeeded in 

protecting her privacy over the years, with 

few personal details emerging, apart from, 

for example, her passion for vintage and 

antique jewelry.

Prada and Simons added that “Prada has 

always had a tradition of luxury, of creating 

precious things — but also of examining 

that tradition, questioning convention. The 

Prada fine jewelry collections continue our 

exploration of this, investigating received 

notions, accepted ideas and proposing 

alternative perspectives. There is an 

approach to materials — gold, gemstones, 

diamonds — with a radical reconsideration 

of the precious at its core. For Prada, 

jewelry is a different vocabulary, a form of 

language that can be shifted.”

Prada’s first fine jewelry collection was 

launched in 2022. At the time, Lorenzo 

Bertelli, head of CSR, explained that the 

line, called Eternal Gold, was the first one 

made by a global luxury brand using 100 

percent certified recycled gold. That was 

the latest step in Prada’s commitment to 

sustainability and responsible practices, 

such as the shift to its recycled Re-Nylon 

production.

Gorman and Hawke also fronted the 

campaign photographed by Sims to launch 

that first jewelry collection, together with 

Dutch-Korean-Canadian musician Somi 

Jeon.

Each Prada Fine Jewelry Couleur 

Vivante piece has been recorded on the 

Aura Consortium Blockchain platform, 

through which customers can verify the 

authenticity of their jewelry and access key 

provenance information on the gemstones 

used in each design. In 2021, Prada Group 

and Compagnie Financière Richemont 

joined LVMH Moët Hennessy Louis 

Vuitton, which in 2019 initiated the Aura 

platform, promoting the use of a single 

blockchain solution open to all luxury 

brands worldwide.

The three young talents who feature in 

the Couleur Vivante campaign are Prada 

brand ambassadors, appearing in previous 

campaigns and wearing the Italian label on 

the red carpet and social events. Gorman is 

the youngest inaugural poet in U.S. history, 

the first person to be named National 

Youth Poet Laureate and an advocate 

for the environment, racial equality and 

gender justice.

Hawke, the daughter of Uma Thurman 

and Ethan Hawke, gained global fame 

playing Robin Buckley in the third season 

of the Netflix drama “Stranger Things,” 

and also starred in, and coproduced, her 

father’s biographical film of Flannery 

O’Connor, “Wildcat.”

Tae-Ri made her debut in the 2016 

psychological thriller “The Handmaiden” 

by Park Chan-wook and, most recently, 

in 2023, she starred in the SBS television 

drama “Revenant” and in 2024 in tvN’s 

historical musical drama, “Jeongnyeon: 

The Star Is Born.”

ACCESSORIES

Prada Launches Fine Jewelry 
Couleur Vivante Collection

Amanda Gorman in 

the Prada Fine 

Jewelry Couleur 

Vivante campaign. 

Maya Hawke in 

the campaign.

Kim Tae-Ri in the campaign.
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 In an interview, CEO Alexis 
Nasard characterized the 
milestone as "an opportunity 
to communicate our values."

BY MILES SOCHA

The swan, a clutch of new collaborations, 

a retrospective exhibition — and gold 

galore — take center stage as Swarovski 

kicks off its 130th anniversary celebrations 

this month.

The Austrian crystal specialist is 

unveiling its Vienna Collection, inspired 

by its long-necked emblem; seven 

guest designers as part of the Creators 

Lab series, and a Hollywood stop for 

its “Masters of Light” exhibition that 

underscores its cultural and commercial 

relevance.

“For us, 130 years was a unique 

opportunity to communicate our values 

to customers,” Alexis Nasard, Swarovski’s 

chief executive officer, told WWD in an 

exclusive interview Monday, referring to 

its devotion to “joyful extravagance” and 

self-expression, its unique positioning as a 

purveyor of “pop luxury,” and its history 

of craftsmanship, creativity and cultural 

connections.

Nasard stressed it’s important for 

luxury brands today to build “cultural 

capital” so that the “customer feels that 

by collaborating with this brand, or by 

purchasing this brand, they’re buying into 

something bigger than themselves.”

“It is really important to always maintain 

an equilibrium between zeitgeist and 

heritage,” he explained over Teams. “We 

have a unique savoir-faire in creating and 

cutting crystals, which are very beautiful 

and have unique properties. We have 

creativity. We have quality. This is what 

any luxury brand needs to be credible 

and sustainable over time. But what the 

brand has, in addition to this, is what I 

call unapologetic modernity, always in the 

zeitgeist.”

To wit: Look out for the next wave of 

its holiday campaign featuring its global 

ambassador Ariana Grande, a new Osaka 

flagship that opened Monday amid World 

Expo 2025 in the Japanese city — and also 

the unexpected, like Beyoncé Knowles-

Carter wearing Swarovski jewelry during 

her “Cowboy Carter” tour.

“These events are not always engineered 

by us. We often become the natural choice 

of designers and artists,” Nasard noted.

The established and emerging brands 

that will join the Creative Lab series are 

still under wraps for a few more weeks, but 

Nasard suggested they were like-minded, 

design-driven firms that would push the 

boundaries of crystal craftsmanship.

“We consider our collaborations 

with the Creators Lab a very unique 

opportunity to show that our crystals are 

an ingredient for superlative creativity and 

artistic expression,” he said.

“We’re not just an ornament,” he 

continued, explaining that its litmus test 

for collaborations is asking, “Could this 

product have been as artistically impactful 

if it didn’t have Swarovski crystals? We 

want the customer to say, ‘Wow, that is a 

different take on design than anything that 

I have seen before.'”

That said, Swarovski does sell ornaments 

— and likely “tens of millions” of swans, 

which first became the company’s emblem 

in 1989 and a product line in 2001.

The limited-edition Vienna collection, 

designed by Swarovski’s global creative 

director Giovanna Engelbert, pays homage 

to house founder Daniel Swarovski and 

the city where he established a brand now 

synonymous with crystal.

Nasard said references to the swan 

in that collection range from explicit to 

subliminal, sometimes “just a curve, a 

twist, a point or something that could 

represent feathers.”

“It’s a very beautiful, gracious and 

seductive animal,” he commented, noting 

that Englebert and Swarovski conducted 

an extensive study of swans across the 

visual arts back in late 2022.

According to Engelbert, what makes 

the house special — and a fixture in pop 

culture, bringing sparkle to fashion 

runways, concerts, galas and theatrical 

performances — is “the transformative 

power of crystal, the wonder of creativity 

and the joy of self-expression.”

Today, the house also designs and 

manufactures lab-grown Swarovski 

Created Diamonds and zirconia; jewelry; 

accessories; homewares, and crystals for 

the automotive industry.

The Vienna Collection — which includes 

chokers, ear cuffs, earrings, bracelets, 

necklaces and a brooch — comes in 

exclusive gold packaging, that metallic 

hue also figuring in window displays and 

activations in select stores for the “130 

Years of Joy” celebrations.

The anniversary program extends to 

a special activation at the World Expo 

in Osaka, and a “festive takeover” of the 

Swarovski flagship in Paris on the Avenue 

des Champs-Élysées.

All of the elements unfurl as Nasard 

makes steady progress on a turnaround at 

Swarovski, which found itself in financial 

difficulty after the pandemic, bringing 

him on board in 2022 as the first non-

family CEO of the company. (The longtime 

Procter & Gamble executive also headed 

Kantar and Bata Group earlier in his 

career.)

Discussing the company’s recent 

performance amid an inauspicious and 

volatile market context, he said Swarovski 

logged 5 percent organic growth in the 

first half of 2025, with like-for-like growth 

of 17 percent in the Americas, 9 percent 

in Europe and 3 percent in Asia, including 

China, which has been a drag on all luxury 

players.

What’s more, the jewelry category grew 

8 percent in the first six months of the 

year, outstripping the industry average and 

confirming market share gains. Watches 

also performed well, he said.

Swarovski posted a profit in 2024, its 

first in six years, and is on track to be in 

the black again this year, Nasard said, 

crediting operational discipline and the 

soundness of its LUXignite strategy, which 

includes the created diamonds collection 

and curated shopping experiences.

The executive said the brand spies 

additional runway for expansion in the 

U.S., where it currently operates around 

115 stores.

Hence the “Masters of Light” exhibition 

hitting Hollywood after stops in Shanghai, 

Milan and Seoul. The showcase explores 

Swarovski’s history in entertainment, 

fashion, design and its longstanding ties to 

Hollywood as a player in cinema and on 

the red carpet.

The brand has collaborated with some 

of Tinseltown’s most important costume 

designers since the 1920s, and has seen its 

crystals sparkle on such legendary stars as 

Greta Garbo and Marlene Dietrich.

“We thought that would be a very nice 

opportunity for us to talk about our past, 

our unique savoir-faire, and to protect the 

brand into the future,” Nasard said.

Swarovski operates around 2,300 

boutiques in more than 140 countries.

EXCLUSIVE

Swarovski Is Celebrating 
Its 130th Birthday

Alexis Nasard 

Swarovski’s 

branding for its 

big anniversary. 
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Arab-inspired fragrance brands are in 

the midst of what one might describe as a 

generational run.

While the fragrance category at large has 

been booming since 2021 — most recently 

growing 6 percent in the prestige market 

during the first half of 2025, and 17 percent 

in mass, per Circana — interest in Arab-

inspired fragrances in particular has been 

mounting at a rapid clip.

Data from Spate shows that TikTok and 

Google Search interest in “oud perfume” 

has grown 20.5 percent year-over-year, 

while “Arabian perfume” is up roughly 63 

percent versus last year across platforms. 

This growth becomes even more 

pronounced, however, when considering 

the brands at the forefront of the space.

Kayali, the über-viral, United Arab 

Emirates-based fragrance brand launched 

in 2018 by influencer Mona Kattan, was the 

number-one fragrance brand at Sephora 

during the first half of this year, reports 

YipitData, outpacing even Sol de Janeiro. 

The brand is best known for its $100 

gourmand eau de parfums, as well as its 

Oudgasm collection, which this month is 

gaining two additions: Chocolate Oud | 11 

and Milky Musk Oud | 30.

“The boom in gourmand fragrances has 

primed consumers to embrace richer, more 

indulgent scent profiles,” said Mathilde 

Riba, beauty insights analyst at Spate, 

adding that “Sweet Arab perfumes, which 

fuse gourmand notes with oud and resinous 

accords, have seen remarkable traction, 

such as those by Lattafa and Alrehab.”

Indeed, even though Lattafa and 

Alrehab, based in the UAE and Saudi 

Arabia, respectively, were both founded 

decades ago, TikTok has propelled global 

awareness of these brands to new heights. 

Owned and run by the Lattafa family, 

Lattafa is best known for its accessibly 

priced (usually under $50) eau de 

parfums, with the vanilla-powdery Yara 

Eau de Parfum being its top seller.

“Four years ago, post-COVID-19 around 

when blind-buying became a big thing, 

there was this completely organic growth 

where people began talking about 

Lattafa,” said Abdul Rahim Shaikh, head of 

research and development for the brand 

and son of its cofounder, Sheikh Shahid 

Ahmad, referring to the trend of buying 

perfume online without smelling it first. 

The brand has a roughly 55-45 ratio of 

women to men consumers, with Gen Z and 

Millennial fragrance enthusiasts being its 

most engaged base.

The brand’s online buzz catalyzed its 

TikTok Shop performance, too: According 

to charm.io, Lattafa’s sales via the platform 

exceeded $63 million from August 2024 

through July 2025, indicating 174 percent 

growth versus the brand’s $23.1 million 

total the year prior.

While the brand sells at department 

stores like Centrepoint in the Middle 

East, its global presence is mainly digital, 

though it is betting on pop-ups to further 

engage international consumers. In fact, 

this weekend the brand will take over the 

Iron 23 building in New York for a “Bite Me 

Bakery” pop-up inaugurating its new Give 

Me Gourmand fragrance collection.

“We want people to see what goes into 

the fragrances; to be able to experience 

and smell for themselves,” said Shaikh.

It’s not just accessible offerings driving 

interest in Arab-inspired fragrances, though.

Oman-based high perfumery house 

Amouage has similarly seen a boom, 

with annual sales in 2024 exceeding $260 

million, marking a 30 percent uptick 

versus the year prior.

The brand, which was founded in 

1983 and counts frankincense among 

its signature notes, sells a typical eau 

de parfum for $395. Its more highly-

concentrated extraits, which comprise 

more than 20 percent of the total business, 

said chief executive officer Marco 

Parsiegla, are around $550. This year 

alone, the brand will add 15 boutiques, 

including openings in the U.S. and Riyadh, 

adding to its existing 16 boutiques.

“We’ve never seen ourselves as the 

fragrance house from the Middle East, for 

the Middle East,” said Parsiegla, adding 

that more than 60 percent of the brand’s 

consumers are repeat shoppers. The 

brand’s U.S. business, he said, has grown 

nearly 70 percent during the first half of 

2025. “By the end of 2025, Amouage will 

have doubled its revenue versus 2023,” he 

added.

Within the last few months, a handful of 

virality-driven brands with significant sales 

momentum through social media shopping 

channels, such as TikTok Shop, entered 

brick-and-mortar retail in the U.S. Among 

these is the K-beauty brand responsible 

for popularizing salmon sperm skin care, 

Medicube and Lili Reinhart’s acne-safe 

brand, Personal Day.

Medicube, specifically, saw a 1,142.81 

percent increase in TikTok Shop revenue 

from 2024 to 2025, just before they 

launched at Ulta on Aug. 4, according 

to data from Charm.io. In May, alone, 

Medicube made $4.1 million. Personal 

Day totaled $770,801 in TikTok Shop 

revenue before entering Ulta on Aug. 10. 

Meanwhile, GuruNanda, the all-natural 

oral care brand famed for its Pulling Oil 

Mouthwash, was selling 10,000 to 20,000 

units a day when it hit Ulta’s shelves in July.

Retailers are noticing these figures and 

hoping to translate them in-store — but it’s 

not that simple. Wendy Liebmann, chief 

executive officer and chief shopper at 

WSL Strategic Retail, told WWD that the 

accessibility of these brands online should 

be preserved, and the way to do this is to 

ensure the customers of the brand are the 

same as those of the retailer.

“You’ve got to understand who the 

person is that’s buying from TikTok shop, 

and where do they fit? Because if you’ve 

got a twentysomething person who’s very 

interested in beauty or fashion or something 

they’ve seen on TikTok Shop, but the retailer 

doesn’t have that audience, putting a brand 

there may not work,” she explained. “Even if 

they want to try and build that audience, you 

still have to have that kind of alignment.”

To build on the visibility of viral brands 

like Anua, Beauty of Joeson and Skin 1004 — 

all of which amassed considerable attention 

as interest in K-beauty blossomed — 

retailers, Liebmann noted, should “address 

the connection” in-store. “Place the brand 

in a ‘Trending on TikTok’ section so 

somebody who walks in the door who may 

not have been on TikTok Shop will think this 

must be hot,” she explained.

Ulta, having snapped up many of these 

brands already, implements a similar model 

through its Sparked program, a platform 

that reserves space for further-along brands 

entering retail, as well as its “Spotted on 

Socials” page online. Medicube is featured 

under Sparked as well as Personal Day. 

According to Shelagh Wong, CEO and 

cofounder of Personal Day, the brand “is 

targeting $10 million in retail sales at Ulta in 

its first full year.”

Lyla Chang, head of U.S. marketing 

department for Medicube, said the brand 

has already “exceeded internal sales 

forecasts, marking a very promising start.”

The fastest-growing brands on TikTok, 

ones that could be poised to hit brick-and-

mortar retail next, include M3Naturals, 

Ceelike, Sttes Perfume and Missha, data 

from Charm.io shows. Wonderskin, a 

top-selling lip product brand on Amazon, 

could also be next, thanks to its Lip Stain 

Masque, which sells every 15 seconds.

Arab-inspired Fragrance Brands 
Are Just Getting Started
From TikTok-viral Lattafa's affordable scents to Amouage's high-perfumery extraits, Middle Eastern 
fragrance houses are generating — and capitalizing on — mounting global buzz.  BY NOOR LOBAD

TikTok Brands Hit Retail:  
Will Virality Translate to Store Sales?
Brands such as Medicube, Personal Day and GuruNanda have gained significant recognition online and 
moved into major beauty retailers, including Ulta and Sephora.  BY KALEIGH WERNER

WHAT TO WATCH

TikTok-viral 

brands hit 

brick-and-mortar 

retail. 

Kayali’s newest 

Oudgasm scents. 

UAE-based Lattafa's banana 

cream and vanilla-infused 

Eclaire Banoffi eau de parfum. 
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Small, non-U.S. beauty brands officially 

have bigger problems than tariffs.

While tariffs on U.S. imports have 

indeed been rising in recent months, U.S. 

President Donald Trump’s more recent 

move to end de minimis, a decades-old tax 

exemption which allowed goods valued 

under $800 to cross into the U.S. duty 

free, has created more imminent pressure 

for many international brands.

The rolling back of de minimis has 

also prompted a growing number of 

international mail carriers to limit or  

cease shipping U.S.-bound packages, 

among them Germany’s Deutsche Post  

and DHL Parcel Germany; U.K.-based 

Royal Mail; Austrian Post; Correos de 

México and more.

“It’s been very concerning,” said 

Mabelle O’Rama, a Lebanese-British 

perfumer whose eponymous niche 

fragrance line has a 50 percent U.S. 

customer base. “Normally, the fourth 

quarter is our busiest of the year and we 

prepare heavily for it. Shutting down our 

U.S. business is not an option — we have to 

find a solution.”

For now, the brand has facilitated a 

temporary solution wherein one of its 

U.S.-based retailers, niche fragrance 

shop Stéle, will fulfill U.S.-bound orders 

made via the brand’s direct-to-consumer 

website. The partnership will be trialed for 

an indeterminate period of time as O’Rama 

seeks longer-term solutions, but her search 

for traditional fulfillment partners in the 

U.S. has proven costly. “A lot of them want 

a minimum of 300 orders per month, 

which is very high for us — for a bigger 

brand, that’s not an issue but for a small 

one that’s a massive cost.”

Meanwhile U.K.-based Glisten 

Cosmetics, best known for its colorful Wet 

Liners, has ceased shipping to the U.S. 

completely for now.

“Around 60 percent of our sales come 

from the U.S., so the de minimis change 

has landed like a real shock to the system,” 

said founder Natalie Chapple. “The costs 

across the board have gone up. Shipping, 

customs clearance, duties — all of it is more 

expensive now, and that eats straight into 

margins. Even with strong sales this year, 

the rising overheads make it harder to stay 

profitable.”

Jose Penalba, chief executive officer at 

beauty distributor Amerikas, echoed this 

sentiment.

“If you are below $1 million in sales, it 

is going to be very complicated to cover 

these costs. Even costs for made-in-the-

USA products are rising. The customer 

acquisition cost is getting higher every 

day; shipping costs are getting higher 

every day — the critical size to be able to 

operate within the U.S. market is certainly 

increasing,” he said.

Marie-Pierre Blanchette, founder of 

Berlin-based niche fragrance brand Miskeo 

Parfums, estimates that between the 15 

percent tariff on German imports to the 

U.S. and the elimination of de minimis, her 

$111 fragrances could cost upward of $200 

for a U.S. customer.

“It would be ridiculous for your 

customers to want to pay that, but also, my 

business is too small to be able to handle 

those extra costs,” said Blanchette, who 

has halted orders to the U.S., home to 

around 25 percent of her customers.

4160 Tuesdays, a U.K.-based niche 

fragrance brand whose 50-ml. bottles sell 

for 100 pounds, has also put U.S. order 

on pause. The decision came after a U.S. 

customer told the brand she had been 

charged the 10 percent tariff, plus state tax 

and an administration charge by DHL in 

order to receive her package. “She didn’t 

want to pay the additional fees because she 

had no warning, so we paid them because 

having it sent back or destroyed would 

be even more expensive,” founder Sarah 

McCartney said.

The tumult of the U.K.’s mail services 

only makes matters hazier.

“We’re not sure when we can start 

shipping to the U.S. again. Perfume is 

flammable, so we can’t use international 

post, we have specialist accounts with 

DHL and FedEx, who have not yet replied 

to our emails — I think they’re too busy 

firefighting,” said McCartney.

A GLP-1 pill is coming and it could 

change everything. 

It’s no secret that weight loss drugs have 

become the hottest conversation in health, 

but it hasn’t come without its challenges. 

Drugs like Mounjaro and Ozempic are 

extremely expensive, costing upward of 

$1,000 for a month’s supply in some cases. 

While some more affordable options like 

Zepbound, starting at $349, have hit the 

market, there have also been shortages. 

Additionally, the injection-based drugs are 

not sustainable due to one-use disposable 

pens, are expensive to transport due to 

required refrigeration and cause some 

users trepidation who have a fear of 

needles. A pill format essentially sidesteps 

all of these challenges. Additionally, the 

market opportunity for a new format is 

huge, as experts say that 75 percent of 

Americans could qualify for weight loss 

drugs due to being overweight or obese.

Both Eli Lilly and Novo Nordisk are 

working on oral GLP-1 drugs that could hit 

the market next year. Eli Lilly’s version, 

orforglipron, is unique in that its not 

peptide-based like the current injections 

on the market. Instead, it uses a small 

molecule that is easier and more affordable 

to manufacture. Like the drugs currently 

on the market, orforglipron comes with 

side effects like nausea but also reports 

additional benefits like improved blood 

pressure, better cholesterol and reduced 

inflammatory markers.

Recent studies of orforglipron reported 

12 percent weight loss versus the current 

injections which report around 25 percent 

weight loss. Sources say that investors 

were disappointed by the results.

“Five years ago, if you were to say 

‘Here’s a pill, and it’s going to help you 

achieve, on average, 12 percent total body 

weight loss, and 40 percent of users will 

lose more than 15 percent,’ we would have 

been celebrating it,” said Dr. Alexandra 

Sowa, obesity expert, founder of GLP-1 

support brand SoWell Health and author 

of “The Ozempic Revolution.” “We’ve 

gotten a little greedy from the headline 

perspective and from the investor 

perspective, because dual agonists [like 

Mounjaro] have set the standard that you 

can lose up to about 25 percent of your 

total body weight.” 

That being said, Sowa emphasized 

that the pill version would be an ideal 

format for those who don’t need to lose 

as much weight, could be a better form of 

maintenance going forward and could be a 

cheaper option.

However, the pill comes with its 

own unique challenges. Sowa said that 

adherence could be an issue, as the 

pill needs to be taken daily versus the 

injections which are typically done 

weekly. Additionally, while the pill could 

be a lot cheaper, thanks to the ease of 

manufacturing, manufacturers may still 

increase the price.

“If they come out and make this 

a reasonably cost medication, it will 

transform how we’re using these 

medications,” said Sowa. “The access will 

be wide open.”

Non-U.S. Beauty Brands Face De Minimis Crunch
Small, non-U.S. beauty brands are grappling with how to continue servicing U.S. customers now that the de minimis  
tax exemption has ended, which has led to postal service chaos in addition to raising costs.  BY NOOR LOBAD

A GLP-1 Pill Is Coming to Shake Up  
The Weight Loss Drug Market
Eli Lilly is on track to release 
orforglipron next year,  
which has showed an average  
of 12 percent weight loss.  

BY EMILY BURNS

U.K.-based Mabelle O'Rama is 

one of many brands feeling the 

heat of mounting shipping fees. 

U.K.-based Glisten 

Cosmetics. 

A GLP-1 pill is 

expected to hit the 

market in 2026.

WHAT TO WATCH
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MENTAL IT IES

  Upscale retailers overseas  
are embracing the  
change while U.S. stores are 
moving more slowly.

BY JEAN E. PALMIERI AND  

RHONDA RICHFORD

The skinny suit is out and a looser fit is 

making its return. That was the message 

on the menswear runways for fall ‘25, but 

will guys embrace the new silhouette? 

Maybe yes, maybe no, depending on 

where the stores are located and the 

customer demographics. Here, retailers 

in the U.S. and overseas weigh in on the 

viability of the new relaxed tailoring trend.

Dan Farrington
general merchandise manager,  

men’s, Mitchells Stores:

“We are evolving slowly with fits. Our 

core customer is not high fashion so the 

industry is ahead of them on pace.  We will 

have options in looser fits across categories 

and several vendors which will be more 

than last fall; however, it’s still a small 

percentage. I think it’s a good thing as 

skinny went too far in some cases. When 

we get back late ‘80s/early ‘90s models we 

will know we’ve gone too far again.”

Alice Feillard
director of men’s buying, Galeries Lafayette:

“Soft tailoring is a key long-term trend, 

setting itself durably in men’s wardrobes. 

Jackets are becoming more fluid and 

unlined, while pleated trousers are looser. 

The overall men’s silhouette is more 

refined yet softer, from cocoon coats to 

soft leather slippers and loafers. This trend 

is quite commercial, so our customers are 

already investing in these pieces that are 

easy to match. This softness will continue 

into the next summer collections.”

Bruce Pask
senior director, men’s fashion,  

Saks Fifth Avenue and Neiman Marcus:

“We have been seeing looser, more 

voluminous menswear proportions on 

the runway and in collections for quite 

a few seasons now, both in tailoring as 

well as in sportswear silhouettes — from 

boxier, more drop-shouldered jackets to 

fuller trousers and denim as well as shorts. 

The wider-legged, more fluid ‘fashion’ 

pant was the first wardrobe piece seen on 

the runway to trigger this move toward 

volume in the menswear wardrobe, and 

will likely be the most easily embraced. 

We have already seen this gaining traction 

with early adopters, and I expect this to 

continue to expand in scope.  

“Menswear development has historically 

moved in a rather incremental way; a 

gradual process from stages of customer 

awareness and observation to adaptation. 

Quite literally, it takes time for the eye to 

adjust and acclimate to these silhouette 

changes. I remember more than 20 years 

ago when Thom Browne’s shrunken suits 

first hit the scene and were seen by many 

as extreme. Cut to the ubiquitous trim, 

tight, cropped pants that have dominated 

the men’s market for years now. I expect 

a much shorter timeline for the embrace 

of fuller, fluid proportions given the easy 

access to the information and influence 

of social media. We have already seen the 

embrace of these proportions in street-

style images and red carpet looks from all 

over the world. The market and customer 

feel ready for this — there is a desire for 

ease and fluidity.

“In the casual tailored world, we saw 

a real development in ‘set dressing:’ 

versatile, softly tailored jackets, short zip 

jackets and blousons paired with trousers 

in matching fabrics for a new, relaxed take 

on the traditional suit. This seems like a 

nice, wearable extension of the shirt jacket 

that has been widely embraced.”

Joo Woo
senior vice president,  

brand partnerships and buying, men’s,  

Saks Fifth Avenue and Neiman Marcus:

“We are seeing signals of customer interest 

in more relaxed, loose-fitting suiting 

silhouettes. It’s a direction that’s gaining 

momentum in the market. We believe in 

the evolution of this silhouette and are 

beginning to introduce it thoughtfully, 

and we expect to see continued growth as 

customers grow more comfortable with 

the aesthetic.”

Young-Su Kim
vice president, divisional merchandise 

manager, men’s, Bergdorf Goodman:

“We have seen early success with looser 

suiting silhouettes in menswear over the 

past two seasons, and we have increased 

our investment for fall. After reviewing 

the spring 2026 collections this past June, 

it’s clear that the shift toward this trend is 

showing no signs of slowing down.

“In recent seasons, we’ve observed a 

broader range of relaxed tailoring options 

from our brand partners, driven by a 

growing interest in suits and suit separates 

among our customers. This trend is not 

just about fit and proportion; it’s also about 

fabric and drape. The movement toward 

softer, more effortless fabrics reflects a 

modern approach to dressing. Brioni is a 

great example of this approach. The soft, 

less constructed shoulder, a hallmark for 

some time now of Neapolitan tailoring 

from brands like Kiton and Cesare Attolini, 

is increasingly being adopted by labels such 

as The Row, Saint Laurent, Lemaire and 

Fear of God, further solidifying that relaxed 

tailoring is here to stay.”

Julie Ehrmann
general merchandise director, men’s ready-

to-wear, accessories, shoes, Printemps:

“At L’Endroit (Printemps’ men’s designer 

section), we’re already seeing the shift. 

Clients are gravitating towards cleaner, 

more elevated tailoring — whether in full 

suits or styled down with denim — while 

still craving that distinctive twist. From Ann 

Demeulemeester’s avant-garde cuts and 

Sonia Carrasco’s deconstructed tailoring 

to Casablanca’s bold ’80s silhouettes and 

Willy Chavarria’s exaggerated proportions, 

tailoring remains in our DNA. For fall/

winter ‘25, the mood is less streetwear, 

more fashion-forward: exceptional fabrics, 

refined construction, and statement details.

“The momentum is here, driven by fresh 

arrivals this season such as Alainpaul, 

2025 LVMH Prize semi-finalist; Calvin Klein 

défilé; Moschino under Adrian Appiolaza, 

and Omar Afridi’s ultra-modern vision. 

Looser silhouettes aren’t just coming — 

they’re landing.”

Dan Leppo
senior vice president and general 

merchandise manager, men’s, Macy’s:

“We’ve noticed the trend toward wider pant 

legs, especially those that are more athletic 

in the thigh and straight from the knee. We 

have also introduced more pleated styles 

into our assortment. It’s a moderate shift 

from flat-front tapered legs. Jackets remain 

largely unchanged, except for sportswear 

where oversized, ’80s-inspired silhouettes 

from Armani or Donna Karan, or Lemaire 

are gaining traction.

“We are happy with the current mix 

in our assortment. Our team continues 

to refine fits that resonate most with 

customers who are looking for a more 

progressive silhouette, and we are always 

closely monitoring market trends as they 

develop. We have an incredible trend and 

forecasting team that we work closely  

with to stay up to date on evolving trends 

and fashion. We believe the trend will 

continue to gain momentum. We expect  

to see broader appeal particularly in pants 

— where reimagined pleats and fabrics  

with great drape that create fluid lines can 

give customers a fresh, compelling reason 

to buy.”

Joseph Tang
fashion director, Holt Renfrew:

“We’ve seen a gradual move toward looser, 

more relaxed silhouettes in men’s fashion, 

especially in denim. Brands like Frame 

and Citizens of Humanity are leading the 

way with relaxed and straight-leg fits. In 

tailored sportswear, the overall aesthetic 

remains polished, but there’s a noticeable 

shift toward fluidity in trousers and 

jackets. Structure is giving way to ease, and 

it’s resonating. We believe this trend will 

continue, especially if it’s styled within a 

clean and intention manner.”

John Tighe
chief executive officer, Tailored Brands:

“We’re testing looser suits and the results 

depend on the banner. At K&G, we sell 

looser silhouettes and they’re performing 

well. But we’re testing looser suits and 

pleats at Jos. A. Bank and Men’s Wearhouse 

and they haven’t shown much success. At 

K&G, we have more of a fashion customer, 

but it takes a few years for a trend to 

become mainstream. Look at skinny jeans 

and how long those took to begin selling. 

But we think it’s coming and we’ll continue 

to test.”

Isla Lynch
buying director, Ssense:

“We’ve been selling a wider leg shape 

for several seasons now through brands 

like Lemaire, Auralee and The Row. For 

us, it’s a silhouette that styles effortlessly 

with a T-shirt, leather jacket and belt for 

a casual yet polished look. Looking ahead 

to spring/summer ‘26, and despite the 

‘hygiene’ debates, it also pairs with ease 

with a simple flip-flop.”
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A new podcast from WWD.

Hosted by Chief Content Officer Jim Fallon  

and Style Director Alex Badia.

 

Featuring inside takes from fashion’s most  

influential designers and thought leaders.

Click here to listen to this week’s episode

This week’s guest:  

Michael M. Grynbaum, author of Empire of the Elite:  

Inside Condé Nast, the Media Dynasty That Reshaped America
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  The British actress’ first 
campaign appearance for the 
French jeweler is slated for  
the holiday season kickoff in 
early November.

BY LILY TEMPLETON

PARIS — British actress Daisy Edgar-Jones 

has a new role and it’s with French jeweler 

Boucheron.

The Place Vendôme cornerstone revealed 

Tuesday it had tapped the “Normal People” 

and “Twisters” star as its latest global 

ambassador.

Lauding the house’s blend of “bold 

creativity with a strong sense of heritage,” 

the actress said it was “also inspiring to 

see two visionary women, [chief executive 

officer] Hélène Poulit-Duquesne and 

[creative director] Claire Choisne, leading 

the charge.”

In May, Edgar-Jones took a turn on the red 

carpet at the Cannes Film Festival wearing 

one of the house’s question-mark necklaces.

“There’s such a beautiful sense of 

emotion and artistry in everything the 

maison creates,” the British actress said, 

highlighting examples such as jewels filled 

with aerogel, made of real flower petals, 

and the July’s Impermanence high jewelry 

collection. “It’s a real privilege to be part 

of its story — I’m so looking forward to 

what’s ahead.”

Among those projects is her first 

campaign appearance, which is slated 

for the holiday season kickoff in early 

November.

Poulit-Duquesne said that Edgar-Jones’ 

“radiant personality, natural elegance and 

artistic integrity resonate deeply with the 

spirit” of Boucheron.

“We see this partnership as a celebration 

of contemporary self-expression; of a 

confident, unapologetic freedom that’s 

perfectly aligned with the values that have 

always inspired us,” the executive added.

Since the actress’ breakout role in the 

2020 drama series “Normal People,” 

where she shared top billing with Paul 

Mescal, which netted her a Golden Globes 

nomination, Edgar-Jones has carved an 

eclectic path with roles in features such as 

the mystery drama “Where the Crawdads 

Sing,” horror flick “Fresh,” disaster movie 

“Twisters” and the romantic drama “On 

Swift Horses.”

She also appeared in the true crime TV 

miniseries “Under the Banner of Heaven,” 

leading to her second Golden Globe 

nomination.

Also an accomplished theater actress, she 

most recently starred in a 2025 production 

of the American classic “Cat on a Hot Tin 

Roof” at London’s Almeida Theatre.

Currently filming the thriller “A Place in 

Hell,” where she stars alongside Michelle 

Williams and Irish actor Andrew Scott, and 

a remake of “Sense and Sensibility,” the 

actress has also been confirmed in the cast 

of the Netflix-produced heist movie “Here 

Comes the Flood,” with Denzel Washington 

and Robert Pattinson.

On the fashion front, Edgar-Jones 

made her debut as a face for Gucci in the 

Florentine house’s “Gucci Lido” campaign 

that dropped in April.

In her new role at Boucheron, the 

actress joins a roster that includes brand 

ambassadors such as South Korean actress 

Han So-Hee; China’s Xiao Zhan and Zhou 

Dongyu; and Mina Myoi, the Japanese 

singer and dancer known mononymously 

as Mina, as well as the likes of Pierre  

Niney and Charlotte Le Bon as friends of 

the house.

  The panther made its  
debut on Monday at Tokyo’s 
famous Shibuya Crossing 
before taking a leap to 
the 580,000-square-foot 
"Exosphere" outer LED  
display of Las Vegas’  
Sphere on Wednesday.

BY LILY TEMPLETON

PARIS — As summer winds down, Cartier 

is roaring back with a new campaign 

featuring its longest-standing ambassador 

— the panther.

But it’s not stately poses and the brand’s 

name writ large that will catch the attention 

in the visuals captured by London-based 

Norwegian photographer and director Sølve 

Sundsbø .

The spotted feline made its entrance on 

Monday leaping across screens at Tokyo’s 

famous Shibuya Crossing before taking a 

leap to the 580,000-square-foot screen of 

Las Vegas’ Sphere from Wednesday.

In Paris, it’s above the fountain on Place 

Saint-Michel, a stone’s throw from the Notre-

Dame cathedral, that the panther made its 

appearance on Monday, although bringing it 

to life will require scanning a QR code.

“We wanted to work on unexpected, 

unprecedented formats,” Cartier’s chief 

marketing officer Arnaud Carrez told 

WWD. “It’s really about surprise, about 

unexpectedness and Cartier is very much 

about finding its own way, being free-

spirited, pioneering some ideas, [being] 

playful and dynamic.”

Other high-profile placements include 

London’s Piccadilly Circus, as well as 

billboards on the Pont-Neuf in Paris and at 

the Shanghai Exhibition Center.

Only portions of its cursive signature 

can be glimpsed as the campaign’s star 

pads across the screen. Likewise in still 

versions of the campaign, headed for 

billboards and print media, diptychs show 

the panther in poses that echo the shape 

of magnified letters.

For Carrez, this is a “clever and new” way 

to highlight a pairing that started when the 

Panthère bracelet-watch was introduced 

in 1914 and has since become “more than a 

motif…an emblem, a symbol, a collection as 

well as source of inspiration.”

Jeanne Toussaint, Cartier’s legendary 

creative director, was also famously 

nicknamed “la panthère.”

“We like the idea to refocus, re-showcase 

this emblematic bond and at the same 

time, when you see a paw or a glance of 

the panther, [or] a few elements, [in] the 

end it instantly evokes Cartier but it’s done 

in a subtle way and unprecedented way,” 

Carrez said.

“You have people who know Cartier and 

they see exactly the bond between the two 

and for people who don’t know so much 

about us, I think it will arouse curiosity,” 

the executive continued.

Expressing elegance and individuality 

as much as legacy is what made the animal 

win over choice human ambassadors 

like Zoe Saldaña, Blackpink’s Jisoo, and 

Timothée Chalamet, to name but a few.

Also striking is that there’s not a product 

in sight — at least not in this initial campaign.

“We did not want to have big products 

in your face from the beginning,” Carrez 

said. “This campaign, this brand statement 

is pretty much the starting point of a new 

creative direction.”

Further campaigns pursue the idea of 

the panther encountering “creations and 

sources of inspiration” for high jewelry 

designs, its eponymous Panthère collections 

or the Santos watch family.

The campaign’s release marks the kickoff 

of a “rich and diverse” second half for 

the Richemont-owned jeweler, he added. 

There will be a raft of activations, the 

launch of new products as well as a “Cartier 

Collection” exhibition in Rome, opening 

in November. Its exhibition at London’s 

Victoria & Albert Museum is also ongoing.

EXCLUSIVE

Boucheron Taps Daisy Edgar-Jones as Global Ambassador

EXCLUSIVE

Cartier’s Latest 
Campaign Star Leaps 
On Landmarks’ Screens

Daisy Edgar-Jones

Cartier's new campaign 

stars the panther.
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Garment Worker Welfare Starts With Wages
In recent years, several key fashion producing countries have instituted minimum wage 

increases. Yet in many cases, a gap remains between mandated rates and the earnings required 

to afford life’s necessities—aka a living wage. This panel will gather experts to answer some 

burning questions about closing this gap: Where is progress happening in raising the wage 

floor, and where are efforts stalling? What is making the fight harder? And as players up and 

down the supply chain feel a financial squeeze, what responsibility do brands have to ensure 

that workers’ livelihoods and well-being are not collateral damage?

Click to see the full speaker list, and stay 
tuned as we announce more speakers!
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