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  Instead of proving out its U.S. 
turnaround efforts, the brand’s 
second-quarter earnings 
last week revealed a big de 
minimis hit and showed how 
much work there is to be done.

BY EVAN CLARK

Lululemon Athletica Inc. has been 

re-rated on Wall Street. 

Blame a slow-to-come turnaround in the 

U.S., worries over China or a much bigger 

than expected hit from the de minimis 

switch, but the company is just not on the 

industry-leading high it once was — it’s in 

good company, yes, but Lululemon’s stock 

is now running with the pack. 

Shares of the firm hit a five-year low 

on Monday, but closed up 0.2 percent 

to $168.10, leaving it with a market 

capitalization of $19.9 billion. By sheer size, 

that left Lululemon between Coach-parent 

Tapestry Inc. (with a market cap of $21.8 

billion) and Ralph Lauren Inc. ($18.7 billion). 

Ten years ago, those three companies 

were each worth less than $10 billion to 

Wall Street. But then Lululemon hit a 

profitable, double-digit growth spurt under 

chief executive officer Calvin McDonald, 

pushing the company’s market cap up over 

$64 billion in late 2023. 

The remarkable earnings and growth 

behind that breakaway stock performance 

also earned Lululemon the benefit of 

the doubt when things went wrong, like 

the aborted venture into home fitness 

technology with the Mirror acquisition. 

And analysts leaned toward patience when 

McDonald laid out some merchandising 

course corrections in its flagging U.S. 

business earlier this year. 

But now the market needs proof as U.S. 

comparable sales fell 3 percent in constant 

dollars in the second quarter and have 

been flat or down for the last six quarters. 

Sharon Zackfia, an analyst at William 

Blair, downgraded the stock to Market 

Perform due to “the combined impact of 

uncertainty on the timing of a U.S. sales 

turnaround, a much greater-than-expected 

impact from tariffs given the discontinuation 

of the de minimis provision, and emerging 

signs of macro noise in China.”

“As a result, we now essentially project 

Lululemon will lose a year of earnings, 

with our new 2026 EPS estimate of $14.18 

below our incoming 2025 EPS estimate 

of $14.41,” Zackfia said. “Ultimately, this 

is now a 2026 show-me story when new 

product hits in the spring, and we see little 

in the way of catalysts in the interim.”

The Vancouver-based company said 

it would take a $240 million hit to profit 

outlook this year due to trade war tariffs 

and the early removal of the de minimis 

exemption. 

The tariffs are hitting everybody. But 

the de minimis change, adding tariffs to 

shipments valued under $800, came as 

a surprise. (The so-called loophole was 

used heavily by Shein and Temu, but was 

less discussed when it came to higher-end 

brands, although Tapestry recently said 

the change would cost it $53 million this 

fiscal year).  

Two-thirds of Lululemon’s orders are 

fulfilled through Canada and therefore 

were coming in with no duty payments.  

“This is a far higher percentage than we 

anticipated,” said John Kernan, an  

analyst at TD Securities. “Lululemon 

maintains ample DC and ship-from-store 

capacity in the U.S., but the financial 

incentive was huge — [an over] 250 basis 

point unsustainable annual benefit to 

gross margin. We are disappointed we 

missed this and that the loophole was 

being used to this extent without more 

disclosure on risk.”

Kernan said a “strategic pivot” that went 

beyond the planned changes to the casual 

social and lounge product was needed as 

the company enters “a new phase.”

McDonald knows the brand’s in a  

new place. 

“Lululemon has been in a period of 

hyper growth for several years, more than 

tripling our revenue in just six years, and 

we have successfully managed through a 

number of market shifts,” the CEO told 

analysts last week. “We are facing yet 

another shift today within the industry 

related to tariffs and the cost of doing 

business. The increased rates and removal 

of the provision have played a large part 

in our guidance reduction for the year as 

we navigate current market dynamics.” 

And he has some backers still even in a 

sea of analyst downgrade. 

Needham’s Tom Nikic stuck with his 

Buy rating for Lululemon and said “we 

hope that Q2 was a ‘clear the deck’ event, 

but we expect it to take time before 

investors warm up to this name again.”

And CFRA Research’s Zachary Warring, 

analyst from CFRA Research, kept 

his Strong Buy on the company even 

though he described management as 

“pessimistic.” 

“Shares trade around 13-times 

consensus EPS estimates for the next 12 

months, well below historical and peer 

multiples,” Warring said. “We are well 

aware of the product issues and tariff 

headwinds; however, we continue to 

believe significant value remains in shares 

for patient investors.”

The problem for Lululemon is that 

patience isn’t all that common a virtue in 

the investment set.

The Bottom Line is a periodic business 

analysis column written by Evan Clark, 

deputy managing editor, who has covered 

the fashion industry since 2000.

  Tom Ford and Ralph Lauren 
veteran Tom Mendenhall will 
take over from Amandine 
Ohayon, who is stepping down 
after two years running the 
newly independent company.

BY SAMANTHA CONTI

LONDON — Tom Mendenhall is taking 

over as chief executive officer of Stella 

McCartney, stepping into the role held 

by Amandine Ohayon, who is leaving the 

company after almost two years.

Mendenhall was formerly brand president 

of Polo and Double RL at Ralph Lauren and 

spent more than 18 years working with Tom 

Ford and Domenico De Sole as executive 

vice president, chief operating officer 

at Tom Ford, and worldwide director of 

merchandising at Gucci.

Last year, he opened Jamestown Hudson 

with his partner James Scully, who will 

continue to manage that business.

McCartney, who was once in business 

with Gucci Group, and who worked 

closely with Ford and De Sole in the 

years after launching her brand, said 

Mendenhall’s “extensive experience in all 

facets of luxury fashion will be invaluable 

in propelling the business forward and 

building a strong future. I know that Tom 

shares my vision for the brand and the 

ethical values that are part of our DNA.”

Mendenhall described Stella McCartney 

as “a powerful brand, led by a powerful and 

compassionate woman, and I am honored 

to now be able to partner with her and her 

incredible team around the world for the 

next phase of the company’s development.”

In a statement, McCartney and 

the board said they were grateful to 

Ohayon for her “entrepreneurial spirit, 

accomplishments and steady leadership 

through the separation from LVMH. We 

are deeply appreciative of her efforts, and 

Amandine will continue to advise us in this 

time of leadership transition.”

McCartney said: “I want to take this 

opportunity to thank Amandine for her 

great work and for the successes we shared 

together. I wish her the very best in her 

future projects.”

Ohayon took over as CEO in late 2023, 

replacing Gabriele Maggio. Before joining, 

she served as CEO of Pronovias, and had 

spent much of her career in the beauty 

industry, working with brands including 

YSL Beauty and Armani Beauty.

She said the timing “now feels right for 

me to begin a new chapter. I will always 

remain a passionate supporter of Stella’s 

mission, and the incredible teams that are 

redefining sustainable luxury. I wish Tom 

all the success.”

Stella McCartney’s company announced 

in January that it was buying back the 

minority stake in the brand held by LVMH 

Moët Hennessy Louis Vuitton, “after more 

than five years of fruitful collaboration.”

The group described the move as “a 

new chapter for Stella McCartney, after 

working closely with LVMH to strengthen 

the fundamentals and governance of the 

house.”

Founded in 2001, Stella McCartney has 

36 directly owned stores and 11 franchise 

stores worldwide.

THE BOTTOM LINE

Lululemon Now a ‘Show Me’ Story 
With Lost ‘Year’ of Earnings

BUSINESS

Tom Mendenhall Named CEO of Stella McCartney

Amandine 

Ohayon

Stella McCartney

A Lululemon store in Shanghai.
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  Ahead of her NYFW spring 
2026 presentation, Alejandra 
Alonso Rojas unveils her brand’s 
evolution and commitment to 
sustainable, ethical fashion from 
beginning to end.

BY EMILY MERCER  

PHOTOGRAPH BY LEXIE MORELAND

During February’s New York Fashion 

Week, designer Alejandra Alonso Rojas 

told WWD that she was switching things 

up and pivoting to release two cohesive 

collections a year in order to reflect her 

brand’s ongoing values of thoughtful craft 

and slow fashion. Fall 2025, a combination 

of her pre-season and mainline collections, 

was a direct result of that decision.

“It’s still growth [for the brand], but in 

an opposite way that helps save the planet, 

in a way,” Alonso Rojas said at the time, 

noting she had been researching more 

sustainable mill partners and fabrications 

had less environmental impact.

Now Alonso Rojas is set to reveal her 

follow-up spring 2026 collection on 

Wednesday — a sustainable collection in 

partnership with Amazon’s Climate Pledge.

During an exclusive interview with WWD, 

the Spanish designer explained it marks the 

next chapter in her brand’s evolution and 

upholds her commitment to sustainable, 

ethical fashion from beginning to end. 

Although the brand was built around long-

lasting quality, responsibility, transparency 

and sustainable practices spanning from 

utilizing natural dyes and recycled fibers 

to working with small-scale factories, 

this milestone sees Alonso Rojas’ label 

transition fully to working exclusively with 

certified mills and sustainable fabrications. 

Furthermore, the brand has now joined 

the Amazon and Global Optimism Climate 

Pledge and is a member of the United 

Nations Fashion and Lifestyle Network.

“When I started the brand in 2017, I 

was a very different person and through 

the years, I’ve evolved into caring about 

what I’m putting in my stomach, what I’m 

putting into my skin,” Alonso Rojas said. 

“Instead of being disappointed by 

everything that’s happening on the planet, 

I thought I really needed to trust my 

intuition and listen to myself,” she said 

of questioning the impact she wants to 

make with her brand. “I’m not just making 

clothes for the sake of making clothes. 

I’ve always hated over producing. I always 

hate doing crazy sales. I hate the landfills. 

I’ve always really believed in a way more 

sustainable way of inheriting pieces and 

taking care of special pieces as treasures. 

I don’t feel they’re just for one season, 

but are pieces that you can always wear. 

I’m always focusing on a more timeless 

approach, rather than trend.”

Thinking about her sustainable lifestyle 

led to her doing a “huge detox” of her 

body spanning from looking into the labels 

of food to avoid chemicals and heavy 

metals and consciously eating meat that’s 

traceable to wearing sustainable makeup 

and skin care. This also naturally led to 

thinking more deeply about the clothes she 

puts on her body, and that she designs for 

the global woman.

“When hard times come around, you 

can either be scared or continue with 

your doing. I feel like it was an inflection 

moment for me where I knew that we had 

spoken about [sustainable practices], and 

internally, we knew we were doing a lot of 

that, but it’s something that we hadn’t made 

a statement about. I thought it was really 

important that if we were gonna commit to 

it, we had to do it fully,” she said. 

During the initial stage of designing 

her spring 2026 collection, Alonso Rojas 

told her team, “We’re moving into a full 

sustainable model, where every fabric is 

going to be sustainable and every mill that 

we’re working with has to be certified.”

Although it was a big pivot moment, 

it came naturally. Alonso Rojas is now 

working with six certified mills that 

share her commitment to human dignity 

and leadership in environmental and 

social responsibility, craftsmanship 

and sustainability. These mills include 

Kaneyo and Hasegawa in Japan, Jean 

Bracq in France, Soktas in Turkey and 

Gruppocinque and Be.Mi.Va in Italy.

“Yes, there’s some partners that we have 

not been able to continue partnering with 

— not because of the mills’ practices, but it 

was more because the qualities of the fabrics 

they were making were not fully sustainable. 

Every person I’ve always worked with, I 

believe they had good practices as in human 

rights for their workers. But I feel some 

mills are going to take longer, and right now 

I’m only going to partner with those mills 

that have the certifications,” she explained, 

noting that she is continuing to work with 

her original certified leather mill and is 

having ongoing conversations with the 

handful of mills she stopped working with. 

“We’re just putting them on hold until we 

know they really have their sustainability 

practices up and running.”

Each of Alonso Rojas’ garments is 

produced in limited runs or cut-to-order 

to minimize excess inventory and focus 

on quality and attention to detail. In 

addition, the brand has partnered with 

New York-based nonprofit Fabscrap to 

responsibly dispose of unusable fabric 

scraps and source post-consumer textiles 

for future projects; is investing in upcycled 

and experimental design with archived 

collection’s textiles, and will be releasing 

limited capsule collections of leather 

accessories and handbags crafted from 

leather remnants, dead-stock trims and 

atelier offcuts. Furthermore, she will 

continue offering clients the ability to give 

their own Alejandra Alonso Rojas worn 

garments a new life with the option to 

re-dye or have their items embroidered.

Additionally, more than 95 percent 

of the brand’s production takes place in 

New York, which minimizes its carbon 

footprint, and a majority of its workforce 

is women, both in the U.S. and abroad, 

and in support of local economies. Woven 

and cut-to-order styles are produced in 

Manhattan’s Garment District and hand-

knit and crochet styles by women artisans 

are made in Brooklyn while the other 5 

percent include luxe cashmere machine 

knits in Italy and Camariñas lace crafted by 

female artisans in Galica, Spain.

Alonso Rojas explained these changes 

speak to the three important pillars of her 

pivot: transparency, responsibility and 

enduring quality.

Regarding transparency and messaging 

to consumers, starting with spring 2026 

each garment will feature a QR code that 

customers can scan to see its fabrication, 

origin, manufacturing details, sustainable 

certifications and details about the artisans 

that crafted the piece.

Her garments are now crafted exclusively 

in certified fabrications including FSC 

Certified viscose and triacetate; closed-loop 

and FSC certified Naia acetate; GOTS, Okeo-

Tex 100 and regenerative farming cotton; 

European flax linen; GRS, GOTS, FSC, Okeo-

Tex 100 lace, and recycled and GRS-certified 

polyester. Furthermore, she explained that 

her bestselling hand-draped, bias slipdresses 

“will not change” aesthetically, but will be 

crafted in sustainable GOTS or Okeo-Tex silk 

in the future. 

“While we go into a fully circular model, 

which is what we want to move into with 

the next generation traceability practices, 

I felt like the QR code was a really good 

start,” she said.

When it comes to working with her 

current retail partners, Alonso Rojas said 

she wants to work with buyers to divide her 

two main seasons into drops. She also hopes 

the brand’s pivot will be a “differentiation 

point” to enter new retailers and 

wholesalers with sustainability departments.

Outside of her upcoming intricate, special 

pieces for spring, Alonso Rojas said she 

projects prices will remain in line with her 

current luxury range of separates from $925 

to $1,795; dresses from $1,195 to $1,995; 

tailoring from $1,295 to $2,395; evening 

gowns from $2,395 to $3,495; hand-worked 

gowns around $5,000, and artisanal hand-

crochet pieces between $1,695 and $1,895.

“I really want to dedicate the time to 

develop two very special collections that 

can be shipped throughout the different 

months. I believe in a more circular model, 

so maybe some pieces are to be kept and 

buyers can keep reordering them if they’re 

performing,” she explained, noting she’s 

been working to elevate each collection 

with more specialty styles alongside brand 

classics.

“I want to present designer fashion, 

true creativity and craftsmanship into this 

collection and moving forward. I feel like 

people sometimes think that sustainable 

things have to be more simple or casual, 

but I want to present it in a very different 

way, where it’s very elevated,” she said, 

pointing out sketches of new voluminous 

gowns and corsetry looks, prints designed 

in collaboration with French artist 

and Alonso Rojas’ friend Philippine de 

Richemont, and custom sustainable lace 

and embroidery swatches for spring 2026.

“The beauty of it is the brand is not 

really changing but amplifying the 

sustainability aspect. You can get a fully 

sustainable gown and know where it’s 

coming from, that it will be good on your 

skin and is good for the environment. 

Again, it’s a piece that doesn’t have to end 

up in a landfill the next month, although 

most of the fabrications we’re working 

with, if not all of them, are actually 

biodegradable,” she said.

FASHION

Alejandra Alonso Rojas 
Doubles Down on Sustainability

NEW YORK FASHION WEEK PREVIEW

Alejandra Alonso Rojas 







14  SEPTEMBER 9, 2025

NEW YORK FASHION WEEK PREVIEW

  The collection of rock ‘n’ 
roll-inspired men’s and 
womenswear will debut during 
New York Fashion Week.

BY JEAN E. PALMIERI

He’s back.
Andy Hilfiger, the brother of Tommy 

Hilfiger, along with his wife Kim, is 

relaunching his Andrew Charles collection 

of men’s apparel with an event on the eve 

of New York Fashion Week.

In 2011, Andy Hilfiger launched a 

men’s and women’s contemporary 

collection under that name with 

Aerosmith frontman Steven Tyler as 

its face. It was sold exclusively in the 

Impulse departments at Macy’s and Tyler 

appeared in ads and at in-store events for 

the sportswear collection.

When the contract ended after a year, 

Hilfiger continued to produce a version of 

the line in Europe and also expanded into 

a licensing deal for home. But in recent 

years Andrew Charles has been limited to 

a jewelry line that is sold online at Macy’s, 

he said.

That will change on Wednesday when 

Hilfiger reintroduces apparel during what 

he said will be a star-studded evening 

at The Cutting Room in New York. The 

collection will consist of around 20 styles 

with a distinct rock ‘n’ roll aesthetic. 

“I always wanted to put out a line that 

defined rock ‘n’ roll in fashion,” he said. 

“And the first one wasn’t that.”

The assortment will include flared jeans 

emblazoned with stars, a former hallmark 

of the line; leopard print jackets; blazers; 

sweaters; T-shirts; hoodies, and button-

downs. Prices will range from $59 for 

T-shirts and $150 for hoodies to $175 to 

$295 for jeans and up to $325 for jackets.

“This is an incredible moment for me, 

both personally and professionally,” 

Hilfiger said. “Andrew Charles has always 

been about merging music and style, and 

I can’t think of a better place to showcase 

that energy than NYFW.”

For this iteration of the brand, the 

Hilfigers are working with Teddy Sadaka 

of Apparel Production, who will serve as 

the core licensee and production partner 

of the collection.

Andrew Charles will debut online 

as well as at the Underground Fashion 

Outlet, the Hilfigers’ vintage-focused 

specialty store in Roscoe, N.Y.

Although the launch collection is 

targeted to men, many of the pieces are 

dual gender and the plan is to introduce 

a women’s-specific collection next spring, 

Hilfiger said.

For the event on Wednesday, he said 

Steve Conte, the former lead singer of the 

New York Dolls, will perform and other 

celebrities are expected to attend.

  Carlson’s first Ivy-inspired 
collection will be shown on 
Thursday during New York 
Fashion Week.

BY JEAN E. PALMIERI

Rowing Blazers founder Jack Carlson has 

a new gig.

The 38-year-old Carlson, who exited 

the brand he founded in March, has been 

named creative director and president 

of J. Press. His first collection will debut 

on Thursday during New York Fashion 

Week, which will mark the brand’s first 

appearance on the fashion calendar.

“I grew up with J. Press,” said Carlson. “I 

used to go to the shop in Harvard Square, 

and many of the first suits, shirts, ties and 

belts I bought for myself were J. Press. I 

still have them. This role feels like coming 

home in many ways. I studied the classics 

(literally), and to me, a lot of what J. Press 

does is almost sacred: the button-downs, the 

khakis, the blazers, the Shaggy Dogs. J. Press 

has also had a slightly irreverent streak that 

resonates with me, too. I want to celebrate 

all of that; to build seasonal collections and 

collaborations around it; and to share it with 

more people. J. Press is an institution — in 

many ways, the last of its kind.”

J. Press was founded on the campus of 

Yale University in New Haven, Conn., in 

1902. Since then the company has become 

synonymous with Ivy League style such as 

navy blazers, soft-shouldered suits, oxford 

cloth button-downs, khaki trousers, repp 

ties, schoolboy scarves, and its signature 

Shaggy Dog sweater.

J. Press was bought by its 

Japanese licensee Onward 

Holdings in 1986. Even so, 

the bulk of its collection is 

made in the U.S., augmented 

by England, Scotland, 

Ireland, Japan, Canada, 

Austria and Norway.

Carlson’s debut J. Press 

collection for fall 2025 is 

a colorful celebration of 

Ivy style and will include a 

red tailcoat and a Tyrolian 

Janker, nods to the time 

Carlson spent living in 

Oxford and Kitzbühel. 

Other editorial pieces will 

include boatneck knits and 

an assortment of accessories 

handcrafted in New York 

from vintage felt college 

pennants, some nearly a 

century old. Carlson has also 

brought back the original 

J. Press “Ivy” blazer format 

(with a patch, rather than 

set-in pocket on the chest) 

and reinstated the brand’s 

vintage, red-on-white label 

design across categories.

“Jack brings a rare combination of 

historical reverence and fresh perspective,” 

Onward said in a statement. “His ability 

to celebrate the brand’s heritage, and to 

also present J. Press through a modern 

editorial lens makes him the ideal leader 

for our next chapter. We believe this is the 

beginning of a new era for J. Press, one 

that will strengthen our position as the 

definitive name in American menswear.”

J. Press operates three stores in the 

States: New York City, New Haven and 

Washington, D.C. The plan going forward, 

Onward told WWD, is to expand the 

company’s footprint in the U.S.

“The appointment of Jack Carlson 

marks the first step in Onward Holdings’ 

vision to position J. Press at the forefront 

of American menswear, and sit alongside 

other historic leaders in the space.

“We plan to grow our current business 

roughly tenfold by 2030. Currently, 

we operate three stores. Our plan is to 

introduce two to three new retail locations 

in the U.S. in 2026 to expand our footprint 

and showcase our full lifestyle offering 

under Jack’s direction. Beyond brick-and-

mortar, we plan to focus on investing and 

growing our e-commerce business.”

Carlson is not the first American to be 

creative director of J. Press. A little over 

a decade ago, the company brought the 

Ovadia Brothers on board as consulting 

creative directors. They created a line 

called York Street, a younger-skewed Ivy 

League-inspired collection. But that line, 

and a dedicated store on Bleecker Street, 

were shuttered after four seasons.

Carlson has a Ph.D. in archaeology from 

Oxford University, was a coxswain on the 

U.S. national rowing team and is the author 

of “A Humorous Guide to Heraldry” and 

“Rowing Blazers,” a coffee-table book about 

the “authentic striped, piped, trimmed and 

badged” jackets worn by oarsman around 

the world. He created the brand as an 

irreverent redefinition of what is generally 

viewed as the stuffy preppy aesthetic. His 

myriad collaborations with everyone from 

Gucci to Noah, Target and J.Crew also 

helped put the brand on the map. Carlson 

also used Rowing Blazers as a vehicle to 

relaunch several heritage brands, including 

British knitwear label Warm & Wonderful, 

best known for its sheep sweater worn by 

Diana, Princess of Wales.

In February 2024, Carlson sold a 

majority stake in his company to Burch 

Creative Capital, an investment firm 

founded by Tory Burch cofounder Chris 

Burch, as well as investors Tom Vellios, 

cofounder of Five Below, and Jason 

Epstein, partner at Stonecourt Capital. 

As part of the deal, Carlson continued to 

serve as creative director of the brand. But 

he exited the brand completely about a 

year later.

MEN’S

Rowing Blazers Founder Jack Carlson Joins J. Press

MEN’S

Andy Hilfiger Reviving Andrew Charles Line

Looks from Jack Carlson’s 

first collection for J. Press.

Andy and Kim Hilfiger with Teddy Sadaka

A look 

from the 

Andrew 

Charles 

collection 

from 

Andy 

Hilfiger.



JOIN US FOR THE







18  SEPTEMBER 9, 2025

  The famous actress applies 
her own fashion sensibilities to 
some new designs for the brand.

BY DAVID MOIN

Dakota Fanning has a new role for fall.

She’s starring in Madewell’s fall 

campaign and has played a part in 

designing a few fall Madewell fashions. 

Madewell, a division of the J.Crew 

Group, is rooted in premium denim, 

wardrobe essentials and “effortless” 

styling, and Fanning is furthering the 

offering with some styles she designed 

in tandem with the Madewell team. The 

Madewell/Fanning pairing has come up 

with The Dakota for Madewell Longline 

Straight Jean, a mid-rise, longline straight 

leg designed to “lengthen and flatter” 

and with a custom label with “Dakota” 

embroidery. There’s also The Dakota 

Perfect Crewneck in white, blue striped 

and red striped colorways. The new styles 

are geared for those who don’t need or 

want much in the way of options.

“When Madewell and I first started talking 

about designing together, I knew exactly what 

I wanted —pieces I’ve been dreaming about 

for years but hadn’t quite found. The jean 

I’ve always been searching for. The T I can’t 

live without,” Fanning said in a statement. 

“Getting to bring those to life, with a brand 

I genuinely admire, has been such a proud 

and personal moment. Every detail reflects 

my style — easy, lived-in, timeless.”

“Dakota’s timeless and confident style 

mirrors Madewell’s ethos of cool classics, 

well-made denim and an effortless 

sensibility making her a natural muse for 

the brand,” said Laura Michael, Madewell’s 

senior vice president of brand creative 

and marketing. “At the heart of this 

collaboration is a quintessential cool — it is 

the jean, the T, the girl — the kind of cool 

you can’t borrow. With that, the branding 

and storytelling has been key to bringing 

this to life. We took a deeply integrated 

approach, showing up across channels, 

platforms and spaces, with prominent 

out-of-home moments — putting ourselves 

in the path of our consumers, reminding 

them of what we stand for, while inviting 

new consumers into our brand.”

The campaign, shot by photographer 

Dan Martensen, launches Tuesday. It 

features what Madewell describes as 

“integrated storytelling across owned 

brand platforms and channels,” as well as 

editorial placements and a large out-of-

home presence with a billboard in Times 

Square, among others across priority 

markets. “From determining the wash 

and embroidery of the jean, to the T’s 

fabrics, colorways and stripe width, as 

well as overall custom branding designed 

specifically for her, Madewell worked hand-

in-hand with Dakota to co-create every 

detail,” the brand indicated in a statement.

The 31-year-old actress has a long 

list of credits in movies and television 

including starring in “I Am Sam,” “War of 

the Worlds,” “Man on Fire,” “Charlotte’s 

Web,” “Night Moves” and “The Alienist.”

  The one-day immersive, 
interactive experience 
Tuesday will spotlight  
16 BIPOC designers.

BY DAVID MOIN

RAISEfashion, the nonprofit organization 

dedicated to advancing equity in fashion, 

has a new and innovative format to 

advance its cause.

On Tuesday, a one-day immersive 

experience called “RAISEfashion: The 

Gallery | NYFW Showcase” opens at Posh 

VIP, located at 40 Crosby Street, and will 

spotlight 16 emerging designers who are 

Black, Indigenous and people of color. 

Officials told WWD the format “blends 

storytelling, shopping and industry 

connection and reimagines the traditional 

fashion week format, placing community, 

commerce and culture at its center.”

Collections being shown span luxury, 

streetwear, jewelry and resort and include 

Busayo, Harbison, L’Enchanteur, Vontelle 

Eyewear, House of Aama, Gwen Beloti 

Jewelry, Advisry, Diarra Blu, Bach Mai, 

Esenshel, Danzy, Nalebe, Onalaja, Cotte 

D’Armes, Aisling Camps and Yesaet.

The collections can be shopped by 

visitors and a cocktail gathering will close 

the night.

“So much of New York Fashion Week is 

about forecasting future trends and what’s 

next in fashion, but for the designers we 

work with, the focus is on right now — 

reaching consumers, driving sales and 

sustaining their businesses,” said Felita 

Harris, executive director and cofounder 

of RAISEfashion. With NYFW beginning 

on Thursday, “This is the perfect moment 

to spotlight these designers and invite the 

public and our partners to support them 

in real time.”

Harris characterized the experience as 

“a true 360-degree platform for visibility 

and sales,” adding, “We’re featuring 16 

designers this year compared to 20 last 

year. Several are returning, and we’re also 

spotlighting new talent such as Bach Mai, 

L’Enchanteur, Yesaet and Diarra Blu. While 

the group is smaller, we were intentional in 

curating brands that are fully prepared with 

inventory, the ability to take preorders, and 

the readiness to drive sales. This marks an 

important shift from last year, when most 

designers participated with samples only 

for business-to-business opportunities, and 

reflects their growth and capacity to meet 

consumer demand directly.”

RAISEfashion has partnered with 

Fluency, the only AI-powered SMS 

platform for creators and commerce, to 

spotlight the showcase in Times Square 

with a billboard appearing Monday and 

Tuesday at 1500 Broadway. 

“At Fluency, we believe technology 

should be used to lift voices, not drown 

them out,” Jalem Getz, chief executive 

officer of Fluency, said in a statement. 

“Partnering with RAISEfashion to bring the 

Gallery to Times Square is our way of saying 

these designers deserve to be seen — boldly, 

publicly and on their own terms. This 

initiative reflects Fluency’s commitment 

to celebrating emerging voices in fashion, 

connecting them to global audiences, 

and elevating their stories during one of 

the industry’s most pivotal weeks of the 

year.” Fluency is also powering the digital 

checkout at the Gallery.

Citing reports from McKinsey & Co., 

RAISEfashion indicated that only 1.3 

percent of investments in fashion go 

to Black founders. Tuesday’s program 

is made possible through the support 

of Abercrombie & Fitch Co., Make Up 

Forever, Ohho, Maison Perrier and Ten to 

One Rum.

“This partnership reflects our ongoing 

commitment to our values and meaningful 

collaboration. We’re proud to help create 

spaces where emerging creative talent is 

lifted up and celebrated,” Carey Collins 

Krug, chief marketing officer at Abercrombie 

& Fitch Co., said in a statement.

RAISEfashion is a 501(c)(3) nonprofit 

advisory network of fashion industry 

leaders providing pro-bono business 

consulting to Black, Indigenous and 

people of color-owned brands, including 

mentorship, resources, access and student 

internships. The organization’s volunteer-

run network consists of more than 300 

industry experts in branding, marketing 

and communications, digital strategy, 

merchandising, sales and business 

development. Advisers have backgrounds 

ranging from high luxury to contemporary 

and mass markets, across men’s and 

women’s apparel, accessories and leather 

goods, jewelry and home goods.

“Last November, we launched our 

advisory platform, a structured resource 

that organizes expertise into 75 business 

categories, spanning areas such as legal, 

finance, production, and marketing,” Harris 

said. “The platform was designed to make 

mentorship more accessible and targeted 

by allowing designers to connect directly 

with advisers whose skills align with their 

specific business challenges. It also provides 

RAISEfashion with a formal mechanism 

to engage with advisers, strengthen 

relationships and continue expanding the 

network in meaningful ways.”

EXCLUSIVE

Dakota Fanning Becomes 
Face of Madewell

BUSINESS

RAISEfashion Elevates Cause With ‘Gallery’ Format

Dakota 

Fanning for 

Madewell.

Felita Harris





20  SEPTEMBER 9, 2025

TikTok’s 10 Most 

Viral Wellness Trends
According to data from Spate, nine of the top 10 wellness trends on TikTok are supplements. 

BY EMILY BURNS

It’s no secret that supplements 

have become the hottest category in 

wellness, and the social media traction 

shows it.

From gut-supporting prebiotic 

powders to calming ashwagandha 

drinks, supplements are taking  

over TikTok, according to data  

from Spate.

“Supplements and ingestibles have 

been growing very fast on TikTok, 

with 134.5 percent growth compared 

to last year, demonstrating the robust 

social community that’s continually 

developing around wellness,” said 

Spate senior insights and marketing 

lead Addison Cain. “Consumers are 

turning to TikTok to learn about and 

discuss supplements, making trends 

like ashwagandha, moringa and 

nootropics no longer niche — they’re 

driving mainstream conversation and 

consumer demand.”

As gut health has been booming over 

the last several years, probiotic powders 

and apple cider vinegar gummies 

continue to be fan favorites on social 

media. Within each of the top trends, 

certain brands are leading the charge. 

For example, with the hair, skin and 

nails supplements growth, Mary Ruth’s 

is the top related brand with more than 

23,000 average weekly views.

Meanwhile, Goli remains 

synonymous with apple cider vinegar 

gummies with 1.5 million average 

weekly views. Furthermore, trends 

like workout supplements been 

emphasized by a slew of brands 

launching muscle-supporting creatine 

offerings, including Arrae and Perelel. 

While supplements make up  

the bulk of the wellness conversation 

on TikTok, shiatsu foot massagers 

stand out as one non-ingestible trend 

that is growing.

Here, per Spate, are the top 10 

fastest-growing wellness trends on 

TikTok based on average weekly views 

and year-over-year growth, which they 

are ranked by.

1

5

3

7

9

2

6

4

8

10

Hair, Skin, Nails 
Supplement
1.4 million views;

+ more than 30,000 percent

Ashwagandha 
Supplement
4.6 million views;

+ 27,600 percent

Liquid Carnitine
1.1 million views;

+ 11,200 percent

Moringa 
Supplement
1.1 million views;

+ 8,600 percent

Probiotic Powder
34,400 views;

+ 8,000 percent

Nootropic 
Supplements
708,500 views;

+ 4,200 percent

Herbal  
Supplement
787,300 views;

+ 3,500 percent

Workout 
Supplement
1.4 million views;

+ 3,200 percent

Shiatsu Foot 
Massager
26,400 views;

+ 2,800 percent

Apple Cider  
Vinegar Gummies
2.1 million views;

+ 2,000 percent

Fara Homidi  has 

launched her full 

cosmetics l ine in 

three Sephora doors 

in New York and San 

Francisco, marking the 

brand’s first brick-and-

mortar launch at the 

retailer. The brand is 

best known for its l ip and eye compacts, and 

most recently debuted a $46 plumping l ip oil .

Stripes,  the menopausal 

beauty brand founded 

by Naomi Watts, is 

now available at Credo 

Beauty online and in 

all  stores. The brand’s 

assortment includes The 

Full  Monty body oil , Vag 

of Honor intimate area 

hydrator and more.

Ayurvedic beauty brand 

Ranavat  has debuted 

at Space NK, entering 

10 U.K. doors and online. 

The brand is known for its 

saffron-infused skin care 

offerings, and has reportedly sold 250,000 of 

its $135 Brightening Saffron Serum to date.

Regenerative skin care 

brand Sweet Chemistry 

is  entering Violet Grey. 

Launched direct-to-

consumer in 2023, the 

range includes four products priced from 

$135 for its serum and creams to $170 for 

its Reparative Oil -Serum Infusion. 

Sustainable personal care 

brand, Commune,  has 

entered Australian retailer 

Mecca Beauty online and 

in-store. The U.K.-based 

brand’s products include 

hand and body creams, 

candles and solid perfume priced from 35 

pounds to 95 pounds. 

Lanolips,  the lanolin-based 

multipurpose balm brand, is 

now available at Walgreens 

online and in 7,700 stores. 

Industry sources estimate t h e 

brand could do $1 mil l ion in 

sales during its first six months at the retailer.

Range Beauty,  a makeup 

l ine formulated for people 

with acne and eczema, has 

entered nearly 100 Sephora 

doors. The brand is backed 

by Emma Grede fol lowing 

its 2022 “Shark Tank” 

appearance, and is best known for its $33 

hydrating foundation.

Parëva Beauty, which 

was launched earl ier this 

year direct-to-consumer, 

is launching its tr io of 

longevit y-boosting products 

at Cult  Beaut y and in 16 Credo doors. The 

brand features a hero Molecur 3 ingredient, 

which is powered by plant stem cel ls and 

targets inflammation and UV damage.

Los Angeles-

based body 

care brand, 

Salt & Stone , 

is  expanding its 

U.K . footprint 

with a launch 

at Space NK . 

Known for its 

deodorants — 

which retai l  for 

$20 and sel l  one 

unit  at Sephora each minute — the brand 

repor tedly saw triple-digit  growth in 2024, 

surpassing 1  mil l ion orders that year.

Sleepy Tie, 

known for 

its blowout-

preser ving hair 

accessories, 

is entering 

Revolve. The 

TikTok-viral 

brand is offers 

shower caps, bonnets and its her Sleepy 

Tie, designed to offer heatless overnight 

curls, priced under $35.

Door Dashers
The latest retail expansions  
in beauty.  BY NOOR LOBAD
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Bluemercury’s chief executive officer  

is departing the retailer.

Maly Bernstein, who first assumed the 

top role in 2021, is leaving. Her last day will 

be Sept. 26.

Bernstein’s next move could not be 

learned, and a successor is yet to be named.

Bernstein masterminded the specialty 

beauty retailer’s growth strategy, including 

a range of store openings, upgrades and 

remodels to existing doors, a focus on 

efficacious products as well as discovery 

via its program The Cache.

“We’re going to do 30 new stores  

and 30 remodels at least over the next 

three years,” Bernstein told WWD in  

2024. “We’re creating a self care escape  

in the most coveted neighborhoods  

and we’re carefully curating beauty  

rooted in efficacy, craftsmanship,  

service and education. With our strategy, 

we’re planning to be the leading luxury 

beauty retailer.”

In that vein, the brand matrix has been 

expanded beyond its footholds in skin 

care and makeup with a greater focus on 

fragrance, including brands like Vyrao and 

House of Bō. On the wellness front, that 

entails supplements from Biocol Labs and 

Act + Acre.

According to financial results from 

parent company Macy’s Inc.’s second 

quarter, Bluemercury is showing buoyancy 

despite weakening consumer sentiment, 

particularly toward luxury beauty. Net 

sales were up 3 percent for the time 

period, while comparable sales were up 

1.2 percent. Dermatological skin care, in 

tandem with launches of Byredo, Victoria 

Beckham Beauty and Charlotte Tilbury, 

drove that growth.

“Under Maly’s leadership, and in 

partnership with her team, she laid the 

groundwork for Bluemercury’s next 

chapter in advancing the New Blue 

strategy — which includes revitalizing the 

brand, curating assortments to broaden 

our customer base and strengthening 

our presence in key markets,” said 

Olivier Bron, chief executive officer of 

Bloomingdale’s — to whom Bernstein 

reported — via email.

Bron said that Bluemercury saw 18 

consecutive quarters of comparable 

sales growth, and he didn’t have plans 

to immediately make any changes to 

that strategy. “Bluemercury customers 

are responding well to our aspirational-

to-luxury positioning. They appreciate 

our curated assortments and elevated 

customer service orientation,” he said. 

“I will be working closely with the 

Bluemercury leadership team to ensure 

our strategy and priorities remain on track 

and build on our momentum to drive the 

business forward.”

At the 2025 WWD Beauty CEO Summit 

in May, Bernstein noted the retailer’s 

targeting of luxury consumers, which are 

composed of varied demographics and a 

household median income of $250,000. 

To that end, Bluemercury is focusing on 

personalized service and has refreshed the 

brand’s visual identity.

LONDON — What does literature smell 

like? There are probably as many answers 

as there are books, and the perfumer 

Timothy Han has a few of his own.

Han is making a comeback with a 

collection of perfumes inspired by the 

“mood” of books he believes have impacted 

culture and society over the last 150 years.

The collection is called Imprint, and the 

fragrances are packaged in boxes resembling 

paperback books, with original artwork 

on the cover. The boxes are designed to be 

collected, kept and displayed, and can be 

shelved sideways, like books.

Han refers to Imprint as a “perfume 

publishing house,” with stories written in 

scent “that unfold on your skin like pages 

in a novel.”

The debut collection features six 

fragrances named after the book titles: 

Against Nature, by Joris-Karl Huysmans; 

She Came to Stay, by Simone de Beauvoir; 

On the Road, by Jack Kerouac; The Decay 

of the Angel, by Yukio Mishima; Nadja, by 

André Breton, and Heart of Darkness, by 

Joseph Conrad.

They will launch at Dover Street Market 

Paris in late October, priced at 164 pounds 

for a 50-ml. bottle, while the website is set 

to go live soon for preorders.  

Han, who earlier in his career worked in 

the design studio with John Galliano, Issey 

Miyake and Koji Tatsuno, will be a familiar 

name to many. He had an eponymous line 

of candles, and later fragrances, which Han 

shelved during the pandemic. His scents 

were sold at places including Browns, 

Corso Como, Liberty and Mr Porter.

He also works on bespoke projects, 

and created the scent for The Peninsula 

London’s collection of in-room bath 

products as part of its “Best of British” 

partnership scheme, as well as for Lady 

Gaga and high net worth private clients.

Han isn’t a trained perfumer — he 

studied architecture in London — but he 

works closely with noses to create scents 

which can strike people as “unsettling, 

polarizing and unusual — and that’s what I 

like,” he said during an interview.

Han is not bound to the traditional 

array, or hierarchy, of notes, and thinks 

instead of the mood he wants to conjure.

With On the Road, he wanted smells that 

evoked a trip across America: “burnt rubber, 

the hot tarmac of New York City in July, 

midwestern wheat fields, jazz, whisky and 

the Pacific Coast,” Han said. By contrast, 

She Came to Stay has a more domestic 

air, with notes of basil, lemon, vetiver and 

unexpected jolts of clove and oak moss.

Han said he wanted The Decay of 

the Angel to capture “birth, death and 

reincarnation, with the smell of sex, sweat 

and ash, and intensity of flowers that have 

been around too long.” It’s actually not 

as dark as it sounds, and smells more like 

freshly cut flowers.

In Against Nature, Han played with 

Huysmans’ obsession with adding an 

artificial patina to the natural world. It’s his 

first synthetic scent and has “bright green 

sapling notes mixed with metal, lacquer 

and blood.” Heart of Darkness has the 

more natural scent of “damp river banks, 

wet leaves, coal and ivory.”

Han plans to build his library of fragrances 

and create a “cultural platform.” There 

are plans for a book club, collaborations 

with writers and artists, and “unusual 

activations.” He sees the website as part-

magazine, part-library and a platform for 

essays, interviews, recommendations “and 

reflections on scent and storytelling.”

Maly Bernstein 
Departs Bluemercury
Bluemercury's chief executive officer is departing the Macy's Inc.-
owned retailer, and Sept. 26 will be her final day in the role.

BY JAMES MANSO

Timothy Han Returns With Imprint
Han is looking to conjure the "mood" of specific books, including Jack Kerouac's "On the Road,"  
with a series of unusual scents packaged as if they were paperbacks.  BY SAMANTHA CONTI

Maly Bernstein Olivier Bron 

Timothy Han
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the past few months have been 

dominated by an unrelenting cycle of 

trade policy changes, as tariff rates were 

announced, postponed and negotiated. 

Companies have also had to scramble 

as the de minimis provision closed, 

ending a long-running duty exception 

for direct-from-factory shipments. At the 

same time, scrutiny over transshipments 

and rule of origin is making the U.S. 

importation process more complex. 

Adding uncertainty, key trade deals 

in Africa and Haiti are nearing their 

expiration dates. With everything in flux, 

there is copious confusion over what the 

new trade landscape means in practice. 

This panel will break down what you 

need to know about trade and outline 

possible scenarios for the near future.

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

SPEAKERS

Clearing the Confusion 
Breaking Down Tariffs, De Minimis  
and Trade Deals

BUY 
TICKETS
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  British accessories brand 
Radley has tapped the  
singer-songwriter as the face 
of its fall campaign, where 
she sings a new composition 
called “Bloom,” a nod to the 
brand’s new attitude.

BY SAMANTHA CONTI

LONDON — Radley London has tapped 

British singer-songwriter Beka for an ad 

campaign that marks a pivotal moment in 

the brand’s shift to accessible luxury and 

cosmopolitan cool.

The campaign, “A New Dawn,” breaks 

this week with Beka, whose real name is 

Rebeka Prance and who is pictured skipping 

around London with her Romilly top-handle 

bag in a shoot by Rhys Frampton.

She also composed a song called 

“Bloom,” which she performs in the 

campaign’s film shorts made with 

videographer Danny Bonnar.

Beka’s long, swingy ponytail and high 

energy are part of a marketing push by the 

British accessories brand, which is based 

in London and manufactures its bags in 

India. It also plans to open a pop-up in 

Soho on Bateman Street, is papering the 

town with flyposters, and covering London 

buses with the campaign images.

The timing of the latter could not be 

better as London is in the thick of a major 

Tube strike that started on Sunday and 

is set to last until early Friday morning. 

Buses (and some overground trains) are 

the only transport in town.

The Radley team has also created a 

tabloid-style newspaper with an artfully 

blurry image of Beka and her Romilly bag 

on the cover, and an interview inside. 

It has added the image of Beka to the 

wrappers on dark chocolate bars, which it 

is giving out as part of the campaign.

The new website launches in the U.K. 

this week, a month after the U.S. one, and 

there is momentum on both sides of the 

Atlantic, according to Nick Vance, who’s 

served as Radley’s chief executive officer 

since 2023.

In an interview, Vance said Radley’s 

results in the U.K. and the U.S. have been 

“above expectations,” a result of the brand’s 

focus on offering a “high-quality, high-value 

product” and the new, more contemporary 

creations under Fernando Soriano Iglesias, 

the brand’s first design director. 

As reported, Soriano Iglesias’ résumé 

includes accessories roles at Loewe, Calvin 

Klein and Carolina Herrera.

Radley launched at Nordstrom six 

months ago and the store has quickly 

become one of its biggest partners in the 

region. It also sells at Anthropologie, and 

will launch at Dillard’s in the coming weeks.

Vance said that, in the U.S., Radley has 

successfully been shifting away from the 

wholesale model to dropshipping; “invested 

heavily” in its core IT and e-commerce 

systems; and adjusted prices “very, very 

carefully” to offset the new tariffs imposed 

by President Donald Trump.

“The U.S. is an important growth market, 

and we want to offer exceptional value 

in the accessible luxury space. That is so 

important to us. We’ve been navigating the 

tariffs sensibly, and still want to offer the 

world’s best $348 handbag,” he said, adding 

that “looking ahead, we’re expecting great 

things from the U.S. market.”

Vance said the aim is for all customers 

to “re-aspire” to the brand, which has 

undergone a sea change over the past year.

For most of its 26 years in business, 

Radley was known for its practical, 

accessibly priced handbags and wallets 

with a distinctive Scottie dog logo. They 

came in a rainbow of saturated colors and 

drew a loyal Middle England customer.

With the appointment of Soriano 

Iglesias, Radley has moved into richer, 

more sophisticated territory, with a 

broader offer, and its eyes on a younger 

and more diverse clientele. His first full 

collection began selling to wholesale 

customers in January, and landed on shop 

floors last month.

U.K. customers have also been 

rediscovering Radley. British retailer John 

Lewis, which is going through its own 

fashion upgrade, has flagged it as one of its 

top brands for fall.

According to Companies House, Radley 

London’s sales in the year to April 2024 

were 72 million pounds, and the company 

made a loss of 2.2 million pounds. Those 

numbers reflect the period before the 

arrival of Soriano Iglesias, and the brand’s 

turnaround.

The Beka campaign, which was shot 

across London, is just the beginning. 

The Romilly, with its soft folded leather 

construction, three interior compartments, 

and 299-pound price tag, is one of many 

bags that Radley is ready to push.

In October, the Chancery, a similarly 

roomy bag with a large flap closure, will 

launch, while Radley is already preparing 

for the Christmas campaign which is set to 

launch in November.

  The Alex lands in  
stores on Tuesday.

BY JOELLE DIDERICH

PARIS — Alexandra Golovanoff, the 

French former television presenter turned 

knitwear designer, is known for her perfect 

cashmere sweaters. Now she’s launching 

what she hopes will be the perfect handbag.

For her first foray into leather goods, she 

turned for advice to her longtime friend, 

Pierre Hardy. That lunchtime conversation 

ended up giving birth to their first 

collaboration. “It was time we had a baby,” 

Golovanoff joked.

The brief for the Alex bag, which lands 

in stores on Tuesday, was simple. “I am the 

brief,” she deadpanned. 

An accessories fiend who got to know 

Hardy through his shoe designs for 

Balenciaga in the early 2000s, under 

Nicolas Ghesquière, the keen cyclist was 

searching for a boxy yet supple style that 

would become a go-to for all occasions.

Hardy came up with a medium-sized 

carryall style with two top handles, a zip, 

and interchangeable leather and canvas 

straps. Made of double-faced calf leather — 

one side grained, the other smooth — it can 

be carried over the arm or crossbody, fits 

an iPad and has an external phone pocket.

“There was no great strategy behind it; 

we didn’t come up with a five-year plan or 

anything. It all happened really organically 

and spontaneously,” Hardy said.

Golovanoff did not want an “It” bag, so 

Hardy made it the opposite of the Alpha, 

the signature style he launched in 2006, 

which remains his bestseller. 

“One is rigid, the other is soft; one 

is multicolored, the other completely 

monochrome; one’s a flap bag, the other 

has a zipper,” he reeled off. “For me, as 

a designer, that was what made it a fun, 

interesting and exciting challenge.”

Used to designing with a generic 

female customer in mind, he enjoyed 

the back-and-forth of creating the bag 

of Golovanoff’s dreams. “It’s almost like 

made-to-measure or couture,” he mused.

The Alex comes in black, burgundy and 

camel, and features minimal hardware. 

“It’s a fairly neutral object, and the idea is 

that the girl who wears it can make it her 

own,” Hardy said.

Golovanoff is not above switching straps 

to customize her handbags, but she draws 

the line at Labubus or other fashionable 

tchotchkes. “I wanted a bag that would 

keep its shape but that’s light, because it 

ends up weighing you down otherwise. 

Every gram counts,” she said.

She is, however, fixated with gluing 

Red Cross stickers on her bags, including 

a vintage black Hermès. “I sent it to the 

Hermès Spa and they told me I was nuts to 

put a sticker on it. I apologized and they 

took it off and cleaned it — and poof, I put 

another one right back,” she said.

“Glue and solvents are very bad for 

leather. That is a major no-no,” Hardy 

countered in gentle reprimand. Still, it’s 

probably that kind of nonchalance that 

makes Golovanoff a typical Parisian, he said.

“They are quite demanding and 

knowledgeable about what makes a 

beautiful object,” he mused. “And then, 

because they’re very familiar with this 

French heritage, they like to treat those 

objects quite casually.” 

A case in point: Golovanoff suggested 

that the strap of her bag doubles nicely as 

a belt. 

The Alex, which is made in Morocco, 

is available in their respective stores and 

e-commerce sites, priced at 1,250 euros, or 

$1,450. At a time when luxury consumers 

are questioning inflated price tags, 

Golovanoff said it was important to offer 

good value for money. 

“We’ve never done sales and we don’t 

want to, which allows us to have an honest 

and fair price year-round,” she said.

Investing in a good handbag is another 

secret to French girl style, she suggested. 

“If you have a good bag and good shoes, 

and your nails are not gross, then the rest 

doesn’t matter so much,” she said.

ACCESSORIES

Beka Breaks Into Song for Radley’s New Campaign

EXCLUSIVE

Pierre Hardy, Alexandra Golovanoff 
Unveil First Joint Handbag

Alexandra Golovanoff and Pierre Hardy

The Alex bag by PIerre Hardy 

and Alexandra Golovanoff. 

Beka is the star of 

Radley’s new campaign.





26  SEPTEMBER 9, 2025

Taking Over

But when Pinault took over the CEO reins 

from Serge Weinberg at age 43 in 2005, 

he faced a similar financial scenario, his 

main goal then being to maximize cash 

generation and reduce the group’s then-

debt load of 4.5 billion euros.

He also faced some skepticism in the 

market, given that what was then PPR was 

a relatively new player in European luxury.

The Pinault family came onto the 

international fashion radar in 1999 when it 

agreed to buy 40 percent of Gucci Group 

via its distribution conglomerate Pinault-

Printemps-Redoute or PPR, which ran 

department stores, furniture and electronics 

chains, and a mail-order business.

PPR began edging out of retail in 2006 

when it sold the Printemps retail chain, 

following up with a stock market listing for 

African trading company CFAO in 2009 

and a sale of the Conforama furniture 

chain to Steinhoff International in 2010.

In 2013, it finally turned a page on its 

retail past and became Kering, initially a 

fashion and accessories specialist in the 

luxury and sport-lifestyle segments, and 

later exiting the latter segment.

Indeed, after shedding retail and sport-

lifestyle holdings, Kering was whittled 

down to a luxury pure player with 

revenues just north of 3 billion euros.

Yet even then, Pinault had a fluid view 

of the sector: “Ferrari is a luxury car. 

Falcon is a luxury plane. It’s a very, very 

large universe,” he told WWD in a 2005 

interview. “What we call luxury is not only 

fashion and accessories. For me, luxury is 

much wider than that.”

Under his leadership, Kering took many 

headline-making risks, notably taking a 

chance on Gucci studio talent Alessandro 

Michele in 2015, rapidly changing the 

fortunes of the Italian fashion house, 

and the same year tapping underground 

Georgian designer Demna from the nascent 

Vetements brand to take the creative helm 

of Balenciaga, unleashing fashion fireworks 

galore — and explosive growth.

An earnest and thoughtful executive 

with a warm, open demeanor, Pinault 

was seated at Monday’s interview under a 

large black-and-white painting of an owl, 

the mascot for Kering — and a metaphor 

for his watchful eyes on shifting consumer 

sentiment and economic fluctuations.

Over a wide-ranging, one-hour 

conversation, Pinault, 63, spoke frankly 

about his initial steep learning curve, his 

entrepreneurial streak, his pioneering 

sustainability initiatives, and his new 

priorities:

WWD: You’ve been piloting this group 
as CEO for 20 years, through important 
transformations, through boom times 
and lean times. How does it feel to give 
up the CEO reins?
François−Henri Pinault: I remain the 

reference shareholder, and I remain 

president (of the board of directors) so I 

don’t feel like I’m leaving. But still, it makes 

me realize what I’ve done for 20 years, and 

it was an extraordinary adventure. First, I 

was very lucky to have these responsibilities 

very early on. I was 43 years old, so I’m 

very, very grateful for that. At the time, my 

father was around my age, he was 65 or 

66, and I’m 63. Above all, he let me do it, 

he trusted me from the beginning… and I 

realize it even more now that it’s my turn to 

pass the baton on the operational part.

I still have the feeling that we’re at the 

very beginning: What’s exciting is to see 

what Kering will become… and that’s why 

I’m very happy to have found Luca because 

we have someone who is there to build. 

He’s not there to take over something and 

manage it as best as possible. He’s here to 

bring something new, a new vision, a breath 

of fresh air, and a new idea. And I like that.

WWD: Even though the appointment 
of a new Kering CEO felt sudden to 
some, how far back can you trace the 
prospect of an eventual handover?
F-H.P.: I’ve been preparing for it for 

several years now. When my father gave 

me the responsibility for the group in 

2005, first of all, I wasn’t succeeding my 

father, I was succeeding Serge Weinberg. 

But he told me two things: If I were 

your age, I would want to have full 

responsibility for the group. And for me, 

at 65 or 66, I don’t want to cling to power 

at all costs. It’s always very dangerous to 

hold on beyond a certain age. And so I told 

myself, “‘Wow, I hope that when the time 

comes, I’ll be able to do that, too.”

One special thing about me: I love 

numbers, and I told myself 20 years is a 

good symbol, and in 20 years means I’ll 

be 63. So I set that goal for myself. Not 

at the very beginning, but somewhere 

between 2010 and 2015, I told myself 20 

years would be an important milestone. 

I’ll keep that in mind. And when the dates 

approached, I started the (succession) 

process quite naturally.

It’s not an easy decision, but it’s a very 

rewarding one to make it. That’s why you 

have to tell yourself what matters is not 

me. It’s the interest of the company. The 

group is moving into a new phase of its 

development. We need a new vision, new 

perspectives.

WWD: Before taking the helm of 
Kering, you had been running CFAO, 
Fnac and Artémis. Did having a bit of 
an outsider perspective then help you?
F-H.P.: The group was in good health 

in 2005. I could have chosen to manage 

it in the best possible way. But when he 

entrusted me with the reins, my father 

said. “What will your mark be? Think 

about what you want to do with the group 

later. That’s what’s important.” That had 

a big impact on me. And so that’s how I 

came to suggest this transformation.

Having had quite a bit of experience 

in distribution, even if it wasn’t luxury 

distribution, helped me a lot, especially 

the technology part. At Fnac, we launched 

e-commerce in 1997, so very, very early. 

Hence I had a real digital culture when I 

arrived and that served me well at Kering.

During the first phase, between 2005 

and 2012 when I was transforming the 

group, I still managed the divisions, 

including Rexel, Fnac, etc. As a 

conglomerate, I had interactions with 

Robert Polet (then head of Gucci Group) 

and interactions from time to time with a 

few brands. During that phase I took the 

time to learn about luxury.

I understood that our (luxury) portfolio 

was very coherent, but that the houses had 

much more potential than what they had 

achieved up until then. I was convinced 

of that. There was really something to 

be done, but differently. When you’re a 

challenger in an industry, there’s no point 

in trying to copy-paste what those bigger 

than you have done. Of course, you have 

to understand what they do, what they do 

well, and what they don’t do so well. But 

above all, you need your own vision, your 

own way of doing things. I’ve always been 

obsessed with changing the rules of the 

game.

WWD: Also at the time of your 
appointment, PPR had faced 
skepticism in the industry for its being 
a newcomer in the luxury realm. 
How do you think Kering earned its 
recognition?
F-H.P.: In 2005, PPR was a conglomerate 

of eight divisions… and the luxury division 

was the smallest. So at the beginning, 

when you’re a conglomerate, you don’t 

directly manage the businesses because 

the businesses are too different… The 

organization of the group above the brands 

has changed enormously and we have 

brought luxury expertise into the group’s 

structures that we didn’t have before. And 

then we moved quite quickly to reposition 

the brands. It was in 2012 that I took over 

all the luxury brand CEOs directly. The 

question was, “How do we become an 

international player?”

The priority became the development 

of the brands and their positioning, and 

that’s where we changed the rules a bit… 

We took the gamble of differentiating 

ourselves through the creative component 

and less through the savoir-faire aspect. 

Heritage is also very important in luxury, 

but we said to ourselves, if we do that like 

everyone else; it’s going to take a very 

long time. So I thought, why not use this 

creative component to create a difference? 

And that’s when we changed artistic 

directors to ones with a stronger creative 

point of view, and a more global vision 

of the house. We harmonized the brand’s 

vision across all points of expression.

This very global 360-degree approach 

to the aesthetics of a house that we 

pushed quite far allowed us to create these 

differences, this visibility, this desirability. 

We know fashion is cyclical, and we 

increased the cyclical aspect of the group 

by doing that, but that’s what allowed us to 

change the dimension of the houses, and 

usher in a vision of a luxury that is a little 

more modern, a little more dynamic, but 

also consistent.

We developed a vision of creativity 

which is built over time. And we did that 

first with Hedi (Slimane at Saint Laurent), 

then with Alessandro (Michele at Gucci) 

and Demna (at Gucci), where we didn’t 

change our aesthetic every six months 

or every year. There was a very long 

continuity to establish a strong aesthetic. 

And that’s what we managed to do in 

our main brands. The figures speak for 

themselves. ►
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Achievements

WWD: Putting modesty aside for 

moment, can you mention some proud 

achievements during your tenure as 

CEO of Kering?

F-H.P.: In a more entrepreneurial 

dimension, there is Kering Eyewear. I’m 

very proud of Kering Eyewear because, 

first of all, no one had done it before, 

to internalize what had been a licensed 

business. The licenses we bought were 

worth around 300 million… and we 

grew it to 1.6 billion. So that’s a real 

entrepreneurial success, and we’re still 

at the beginning. We changed the rules 

of the game for internalizing licenses. It’s 

something we anticipated, and everyone 

followed.

On a smaller scale, there is Qeelin. In 

the early 2010s, China was driving a lot of 

growth in the luxury sector and we asked 

ourselves very early on why there wouldn’t 

be a luxury brand in China? And we bought 

Qeelin in 2012 and it’s grown tenfold, 

if I’m not mistaken. So, in the jewelry 

sector, here’s a Chinese brand based on 

Chinese codes and Chinese culture that 

is developing essentially in China and is 

doing very well, and we’re continuing to 

do so. It’s not what will determine the size 

of the group tomorrow. But I remain very 

optimistic about this initiative.

WWD: Beyond business, you also 

brought your own convictions to the 

group about planet and people.

F-H.P.: It’s linked to my upbringing. 

That’s pretty clear on the environmental 

side. I was surrounded by women — my 

mother, my first wife — who were very, 

very sensitive to that. And my father 

always told me that a business can’t just be 

about constantly seeking profit. Businesses 

have responsibilities that go beyond the 

economic or financial objectives that we 

set for ourselves.

It became obvious in 2007-2008 that 

sustainable development was part of the 

definition of modern luxury. You cannot 

develop a true luxury brand that does 

not take into consideration respect for 

the planet, the preservation of its own 

resources, its know-how.

For example, we developed leather 

tanning processes that don’t use heavy 

metals, and we open-source them. It’s 

about inspiring others and convincing 

others to follow us. That’s the only way 

we can truly have an impact. So we have 

contributed to the creation of the Fashion 

Pact and its development. There’s also 

all the work we’ve done on regenerative 

agriculture and water protection. We’re 

going very far on that.

And then there’s social responsibility. 

Again, women have had a big impact on 

me, especially Salma (Hayek) who brought 

to my attention the reality of violence 

against women. Our collaborators are more 

than 60 percent women and our clientele 

is overwhelmingly female. And so women’s 

causes, including combating violence 

against women, became another important 

dimension and purpose for the group.

WWD: This is not the first time that 

succession at a family-controlled 

luxury group went to a non-family 

member. What would you say is the 

value of having a fresh perspective?

F-H.P.: It’s not up to the company to 

adapt to the family that controls it; it’s 

up to the family to adapt to the needs 

of the company. It’s the right time for 

Kering to have a new CEO, to have a new 

perspective, a new vision.

It’s not just about being family, it’s first 

about having the skills. But the question 

didn’t arise since it’s not on the agenda. 

For the third generation, they are still too 

young. On the other hand, it was the right 

time for the group. And so we had this 

very, very structured process with Serge 

(Weinberg) and the nomination committee, 

and Luca emerged quite naturally as the 

ideal candidate for the group.

What would be very dangerous is for 

the company to wait until someone in the 

family is ready to make the change. The 

company has its own life, its own needs. 

And it was the right time. And it just so 

happened that at that moment, a candidate 

from outside the family was needed.

WWD: Is there still room for taking 

risks in fashion? In your 20 years 

leading Kering, what were some of 

the risks you took that you’re most 

grateful for, and why?

F-H.P.: You can’t claim to be successful 

if you don’t take risks. Afterwards, there 

are different types of risk. And in the case 

of Kering, yes, we took a risk taking on 

artistic director profiles who have a very 

precise, very sharp creative vision, without 

trying to please everyone. We did that with 

Alessandro, with Demna, and Matthieu 

(Blazy at Bottega Veneta) too. We’ve taken 

entrepreneurial risks like Kering Eyewear.

The point is taking the right risks and 

knowing how to backtrack. It’s not easy, 

but you must have this ability to regularly 

question yourself, to not be afraid to 

change when you’ve made a mistake.

WWD: What do you think Kering has 

brought to the luxury sector over the 

past 20 years?

F-H.P.: In the luxury sector, we brought 

back brands that were either dormant or 

in difficulty in the 2000s, such as Saint 

Laurent, Balenciaga and Bottega Veneta, 

and built them into another dimension. 

And so we have enriched the competition 

in the luxury sector, which is always a very 

good thing.

Also, highlighting and pushing the 

creative dimension of luxury undoubtedly 

contributed greatly to introducing younger 

generations to luxury. We weren’t the only 

ones, but I think we contributed to that, too.

WWD: Can you describe what your 

role will be as president of the board of 

directors?

F-H.P.: I am responsible for leading the 

board of directors, and the role of the 

board itself is to make the strategic choices 

that will be proposed based on the options 

that will be proposed by the new CEO.

I know that there is a rumor in the market 

that I will remain very hands-on. Not at 

all. I know how important it was that I was 

given freedom of action on my first day in 

2005. My father never wanted to intervene, 

which was critical for the transformation we 

managed to achieve. And so today, when 

I’m bringing in a very great new CEO to lead 

Kering, there’s no way I’m going to stop 

him and make decisions for him. I want to 

give him all the leeway possible to express 

himself with all the talent he has.

WWD: We hear Mr. de Meo has been 

quite active in getting acclimated to the 

group since his eventual appointment 

was announced in June. Can you share 

some of your first impressions?

F-H.P.: It’s true that Luca is a very active 

person, so he’s already met almost all 

of the CEOs, almost all of the artistic 

directors, and all of the group’s corporate 

directors. He’s eager to get started, and 

he saw all those people without me, 

obviously.

But the feedback I have from the 

collaborators is that he has a lot of 

charisma, along with humility and 

simplicity in his contacts. He fits the 

group’s culture well. He’s someone who 

has a real sense of urgency. He’s constantly 

thinking about the priorities, brand by 

brand, from the discussions he’s had. 

What’s really interesting is that even 

though he doesn’t know the luxury world, 

he has a real sensitivity to brands. Right 

away, he got into questions about brands, 

brand positioning. He loves the product. 

He visited all our stores in Paris.

He’s met a lot of people from outside, 

too, and he’s really, really keen to 

understand why things are done the 

way they are in the luxury sector before 

changing them. What’s certain is that he’s 

someone who’s going to bring new things. 

It’s about bringing a new vision, new ideas 

to help the group evolve in its new phase. 

It’s a young group, there’s plenty to do. He 

already has some very interesting ideas. 

It’s very exciting.

WWD: Relinquishing the CEO role 

at Kering will free you up for other 

projects and responsibilities. What 

will be some of the key subjects and 

priorities you will turn to?

F-H.P.: I’m the head of the board of 

directors, and I’ll be working on Artémis, 

where we still have a number of important 

assets. I’ll be looking after them full-time 

and the long-term diversification of this 

family holding. So, it’s a very interesting 

subject. I’m not about to go fishing.

WWD: What will you miss in the first 

months after having passed the baton 

of CEO of Kering?

F-H.P.: I’m really not like that. I think 

more about what’s to come more than the 

past. We have extraordinary teams here, 

and I entrust them to Luca. I know he will 

be able to do it perfectly well. I will find 

others at Artémis.

It’s true that I became attached to the 

artistic directors, to many collaborators of 

the group and I will see them less often, 

by definition. But it’s not a regret. It’s a 

natural evolution and it’s good for them, 

too. They will have the chance to have a 

new, different leader, who has different 

ideas. It’s very enriching for everyone.

WWD: You have new designers, and 

very accomplished ones, at three 

of Kering’s most prominent fashion 

houses. What does this say about the 

nature of your group and its place in 

the fashion firmament?

F-H.P.: First of all, that means we’re 

still very attractive. We’ve never had a 

problem recruiting talent. Even if we 

have difficulties — I don’t hide that — the 

quality of our houses, and the quality of 

the group’s culture remains very, very 

attractive. The proof is that these talents 

have joined us. Yes, I’m very proud to have 

convinced these artistic directors to join us 

and express themselves at Kering.

WWD: So should we expect you to 

attend the Milan and Paris shows later 

this month?

F-H.P.: Yes, but discreetly. It’s no longer 

my place to be in the front row. But you 

might find me backstage. ■

“My father always told me that a business  
can’t just be about constantly seeking profit.” 

FRANÇOIS−HENRI PINAULT

Luca de Meo








