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Fashion. Beauty. Business. 

Elin Kling and Karl Lindman may be based in Stockholm but their label Toteme actually began in New York  
and they brought it home for spring 2026, showing in that ultimate Manhattan power lunch spot,  

The Pool room. The lineup was full of minimalist, done-but-undone looks, like those seen here — further proof  
of why it is one of the hottest brands around. For more on New York Fashion Week, see pages 4 to 10.
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Home Again
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  A documentary by Luc 
Jacquet, a campaign with 
Antonia Gentry and an 
engagement collection that's 
blockchained are being 
introduced this week.

BY DAVID MOIN

For Jared, the accessible luxury division 

of Signet Jewelers, this Wednesday is 

movie night.

That’s when at a New York City 

location, Jared premieres “A Diamond Is 

Born,” a 20-minute documentary by Luc 

Jacquet, created with assistance from the 

country of Botswana. In the film, Jacquet, 

who won the Academy Award for “March 

of the Penguins,” depicts a diamond’s 

origins, its journey from the mine to 

someone’s finger and the social impact of 

this precious gemstone.

“We gave Luc Jacquet complete creative 

license to tell the story of a natural diamond 

through an artist’s eyes, not through a 

business person’s eyes,” said Claudia 

Cividino, the president of Jared. “We wanted 

to tell the story of a natural diamond in a 

way that it has not been told. And I think 

this film achieves that. It portrays the rarity, 

the innumerable incredible circumstances 

that have to come together on Earth to 

create natural diamonds.

“We do not believe there is enough 

natural diamond narrative and information 

in the market about the true rarity and 

significance of a natural diamond,” 

Cividino said. “A diamond is essentially the 

oldest, most rare element that a human 

will touch. There is nothing more rare or 

older than a diamond.”

In addition to the documentary, Jared 

launches an engagement collection on 

Thursday called “Storied Diamonds 

Desert Sands of Eternity,” to further 

the narrative. “About two years ago, 

my team set out to create a natural 

diamond engagement program that 

was blockchained [for traceability and 

transparency]. A customer choosing a 

diamond at Jared can see the diamond 

in the rough right out of the ground, and 

again after it’s been cut and then when it’s 

polished to a finished stone. So you will 

see the entire path of your diamond, from 

the ground to the finished diamond on 

your finger.”

“Think of it as a digital record. It’s very 

clever,” Cividino said.

Consumers can scan a QR code and 

view the full story of their jewelry’s 

components. Each unique digital 

experience provides access to more than 

40 data points and images, including the 

diamond’s rough shape, country of origin, 

design and transformation journey, setting 

dates, and final Gemological Institute of 

America-certified color, clarity, carat and 

cut specifications. The purchaser will 

receive a certificate that can be stored on 

a phone with a QR code to show friends 

and family the journey of the diamond 

they own. Similarly, the app also enables 

you to the trace the gold in the ring. The 

collection utilizes reclaimed gold, and 

every diamond in the collection is sourced 

from one mine in Botswana.

The Storied Diamonds Desert Sands of 

Eternity collection is priced from $1,700 

to $22,999, and includes semi-mounts, 

anniversary bands and complete bridal 

rings, available in 18-karat white, yellow, 

rose gold and platinum.

Antonia Gentry, who stars in the Netflix 

series “Ginny and Georgia,” is the face 

of the new Storied Diamonds Desert 

Sands of Eternity campaign. “She’s very 

passionate about natural diamonds, but 

not just the diamonds themselves, but 

also the impact that natural diamonds 

have on the society of Botswana in 

particular, being the leading diamond 

purveyor of the world,” Cividino said.

David Lipman was the creative director 

of the campaign. The De Beers Group 

collaborated on the marketing.

Diamonds were discovered in Botswana 

in 1966. At the time, Botswana was one of 

the poorest countries in the world, but the 

emergence of its diamond industry helped 

transform it into a thriving democracy.

Between the movie, the new collection 

and campaign, “We’ve never done 

storytelling of this magnitude,” Cividino 

said. “I don’t know that storytelling of this 

magnitude on the rarity and provenance of 

natural diamonds has ever been done, but 

Jared certainly has never done anything 

like this in the past.”

It will help underscore how Jared, as 

Cividino said, is “deeply rooted in the 

values of natural diamonds.” Jared sells 

“significantly more” loose diamonds than 

the other two biggest brands at Signet, 

Zales and Kay Jewelers, Cividino said. 

That’s partly because most of Jared’s 

engagement rings are custom. “You come 

into a Jared store, choose a diamond, 

choose the mount, and that’s how we 

deliver this personalized experience to 

each of our engagement buyers,” Cividino 

said. “We are specialists in diamonds, and 

we sell more natural diamonds than our 

sister banners’ brands, in part because we 

serve a different consumer.”

Jared’s concerted efforts to deepen the 

public’s awareness of natural diamonds 

comes at a time when natural diamond 

sales, industry-wide, have been soft, for 

a few reasons, including the growing 

popularity of lab-grown diamonds, 

which are far less expensive than natural 

diamonds. Also, due to Russia’s invasion 

of Ukraine, diamonds from Russia are 

now sanctioned by the G7 nations, which 

account for about 75 percent of all diamond 

consumption. The U.S. alone accounts for 

55 percent of diamond consumption.

The majority of diamonds sold at Jared 

are natural. “They’re increasingly two 

different products. They are purchased 

for different reasons,” Cividino said, and 

depending on an individual’s budget. The 

lab-grown diamond Cividino characterized 

as a category extender. Jared’s assortment 

includes engagement and bridal jewelry, 

custom jewelry, timepieces, and men’s and 

women’s fashion jewelry.

For the making of the documentary, 

Cividino said Jacquet visited the mine in 

Botswana. He and his crew spent several 

weeks interacting with many people in the 

diamond industry, as well as in schools 

and hospitals. “He really saw firsthand the 

impact that natural diamonds have had on 

the economy of Botswana, and he was very 

touched,” Cividino said. Mining companies 

build hospitals and clinics and provide 

housing, as well as jobs.

Following the premiere, Cividino will 

visit Botswana to show the documentary 

there. “I think that it will be a great source 

of pride to the people in Botswana, 

and particularly those who work in the 

diamond industry,” Cividino said. “It’s 

really an homage to their work.”

Signet, she said, has been “very 

committed to ethical natural diamond 

sourcing. We were a founding member 

of the Responsible Jewellery Council and 

we were also a founding member of the 

World Diamond Council. We have some 

very strong pillars that we stand on as an 

organization.”

BUSINESS

Jared Puts Natural Diamonds in the 
Spotlight and on the Big Screen
A scene from the 

documentary "A Diamond 

Is Born" filmed in Botswana. 

Antonia Gentry is the face of the new Jared campaign.

Claudia Cividino at 

the Jared store in 

Carle Place, N.Y. 
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PARIS — “Sustainability is a team sport,” 

said Ezgi Barcenas, chief corporate 

responsibility officer at L’Oréal.

She was speaking from her office in the 

Paris suburb of Clichy just days before 

Climate Week NYC begins, in her first 

interview about strategy since starting the 

job in March 2024.

At L’Oréal, she wears many hats: 

Barcenas is a member of L’Oréal’s executive 

committee, chief executive officer of its 

foundation, plus steers the company’s Fund 

for Nature Regeneration, Fund for Women 

and Climate Emergency Fund. But a guiding 

force for Cyprus-born Barcenas is the fact 

that she’s a trained engineer.

“That has really stayed with me  

over time,” she said. “How I see the world, 

and how I think of sustainability as a  

design problem in everything we do 

— in how we design our products, our 

processes, our markets — is something  

that has been very close to me in how I 

pursued my career ambitions and trying to 

make it a better world.”

Being at L’Oréal also takes her back to her 

roots, as it’s a 115-year-old-plus company 

born from science and innovation. (Her 

parents were both scientists.)

“I see that curiosity in all of our 

colleagues — 90,000 colleagues around 

the world — the pioneering spirit to always 

ask the questions, to challenge ourselves, 

to raise the bar, to look for that continuous 

improvement,” said Barcenas. “It’s really 

fascinating to be part of such a culture and 

a group of colleagues that are also pushing 

themselves, pushing the boundaries, to 

continue to help serve the infinite diversity 

of the beauty aspirations and our diverse 

consumers out there.”

L’Oréal for the Future, the group’s 

sustainability strategy she oversees, 

spans four main pillars: lead the climate 

transition, safeguard nature, drive 

circularity and support communities. The 

company has 15 goals within those.

“For us, this is about: How do we build 

business and community resilience?” said 

Barcenas. “Innovation and partnerships 

are big enablers of that.”

A new goal, for instance, is offering 

water-saving products and technologies 

to consumers in high water-stressed areas 

around the globe. L’Oréal Water Saver, 

created with Gjosa, is a solution.

“We’re starting to think: How can we 

bring that to greater scale?” said Barcenas. 

“What does the shampoo of the future 

look like?”

Earlier this year, she also oversaw the 

Sustainable Innovation Accelerator’s 

launch, with an endowment of 100 million 

euros over five years, to step up new 

breakthrough technologies. 

“In everything I do, I look for solutions 

and I work with our teams to ask for the 

solutions,” said Barcenas. She explained 

key is sending demand signals to the 

market, to be very transparent about 

L’Oréal’s aspirations, goals, vision, as well 

as challenges. 

L’Oréal, with its 4,000 scientists and 

researchers, has tremendous internal 

capabilities. 

“But at the same time, we also know 

that we have to turn to our ecosystem and 

find those partnerships outside that will 

help us tackle those technical challenges, 

break those ceilings and find new ways to 

bring new ingredients and new packaging 

solutions, to think through greater 

transparency and traceability in our 

supply chain,” said Barcenas.

That’s where the Sustainable Innovation 

Accelerator helps.

“We very clearly listed our challenges,” 

said Barcenas. “For us, it’s not just about 

sourcing the first set of cohorts and 

identifying the first set of start-ups and 

partners that are going to come in through 

the program, but actually to send those 

demand signals into the market and to seed 

what I would call ‘innovation ecosystems’ 

around the world.”

Other large companies are facing similar 

sustainability challenges and seeking 

answers, so there is predictable growth in 

solutions to come.

L’Oréal partnered with Cambridge 

Institute for Sustainability Leadership, 

which helps to source the applications that 

remain open until Sept. 30, plus select 

and curate them.

“We’re mobilizing a lot of different 

teams inside our company in different 

zones and markets, because a lot of 

the challenges could be very local and 

market-specific,” said Barcenas, describing 

sustainability as a transversal function. 

“We want to tap into those innovation 

systems everywhere around the world.”

The idea is to pilot the solutions and 

ultimately bring them to scale. “This 

is one of the biggest challenges-slash-

opportunities that is out there for 

sustainability right now,” she said. 

L’Oréal has already begun. Last September, 

the group announced it had participated in 

a 35-million-euro funding round for start-up 

French company Abolis Biotechnologies 

in the quest to create purpose-made, 

sustainable ingredients produced at scale. 

The deal was part of a three-way 

partnership. Evonik CVC, a global specialty 

manufacturer that’s a long-standing 

partner of L’Oréal, took a minority share 

in Abolis, too. L’Oréal, Abolis and Evonik 

together aim to discover, develop and 

manufacture innovative, sustainable 

ingredients for beauty products and more.

Scale, according to Barcenas, is “that 

transformative power that we can bring to 

the market.”

Other upcoming goals include those in 

line with the 1.5-degree trajectory by 2030 

and net-zero science-based target by 2050.

“There’s a lot that we have to do,” 

said Barcenas. “If you look at our scope 

1 and 2 [carbon] emissions, we’ve done 

tremendous effort, but scope 3 still remains 

a big challenge, both upstream and 

downstream. So how we work with our 

supply chain partners is a big piece of it.”

That’s why in mid-November 2024, L’Oréal 

and Chenavari Investment jointly launched 

Solstice, a 50-million-euro debt fund created 

to help suppliers accelerate their significant 

industrial projects’ decarbonization.

“As you’re talking about decarbonization 

and mitigation, we should not forget the 

adaptation and resilience component, as 

well,” said Barcenas.

That’s where a separate fund — Fund for 

Nature Regeneration, announced in 2020 

— is at play.

“A lot of projects have been funded 

through the program, and what 

we’re looking to learn is how does 

environmental performance combine with 

financial performance?” she explained. 

“We’re looking to learn what it means, 

and where we can support those projects 

around the world.”

L’Oréal keeps gleaning knowledge from 

its efforts linked to circularity, including 

improving recycled product contents 

and packaging solutions that are both 

sustainable and desirable.

The company just completed the 

first year of its Corporate Sustainability 

Reporting Directive, or CSRD, for 2024.

“This is a fantastic step forward. We’ve 

done many years of voluntary reporting 

or mandatory reporting, depending on 

different markets that we operate in,” 

said Barcenas. “But for us, what’s really 

fascinating about this development is not 

only looking at historical performance and 

disclosing how we’ve done over the past 

year. But also putting in place the systems, 

the reporting processes, to continue to 

raise the auditability, quality, consistency 

of extra-financial data, and to bring them 

to the same levels of financial data, so that 

we can do better performance planning 

and monitoring looking forward.”

Barcenas takes a 360-degree scope to 

navigate and understand a swiftly changing 

world today, while imaging the future of 

beauty and working toward it.

“That allows you to integrate 

sustainability across the business,” she said.

Barcenas and her team participate in 

different industry and professional groups, 

which is useful for benchmarking and 

can lead to non-linear thinking that helps 

connect the dots of sustainability solutions.

“As a global company, we have the 

unique opportunity to learn from around 

the world,” she said. “In sustainability, 

you learn to be resilient, to always look for 

what is next.”

That goes hand-in-hand with L’Oréal’s 

pioneering spirit, continued Barcenas. 

“There is that shared sense of 

commitment, and those core values are 

essential, they are the cornerstone of our 

legacy, but also our long-term success,” she 

said. “Those convictions drive us forward.”

L’Oréal Chief Corporate 
Responsibility Officer Shares Vision
Ezgi Barcenas discussed strategies, such as scaling, partnerships and how  
environmental performance combines with financial performance.  BY JENNIFER WEIL

Ezgi Barcenas
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Retailer Love, Ranked
A ChangeUp survey of more than 1,600 shoppers shows how beauty's retail players are faring by consumer sentiment in 2025.  

BY NOOR LOBAD

As beauty e-commerce continues to 

grow — most recently, accounting for 48 

percent of U.S. beauty sales year-to-date, 

per NielsenIQ — the stakes are mounting 

for beauty’s brick-and-mortar retailers in 

more ways than one.

A new ChangeUp survey of more than 

1,600 beauty shoppers shows that nearly 

half of consumers think physical retail 

hasn’t caught up to how quickly beauty 

trends move, with 69 percent also 

reporting that beauty product shopping 

is “overwhelming.”

To that end, said ChangeUp director 

of strategy Alexa Jewell Schaefer, 

“what’s working well at retail right now 

are opportunities for education and 

discovery — being overly product-heavy 

and transaction-based is where retailers 

now are missing the mark.”

According to the survey, Nordstrom 

is excelling by these measurements, 

with 52 percent of shoppers saying they 

“love” the experience of shopping for 

beauty at the retailer and 35 percent 

reporting they “enjoy it a lot.”

Last month, the Seattle-based retailer 

revamped the beauty department 

at its New York flagship, moving the 

handbag and jewelry sections in order to 

merchandise its full beauty assortment, 

divided into four sections, together on 

the first floor where customers enter the 

store.

“It’s entertainment and animation 

as soon as you enter,” said former 

executive vice president and general 

merchandise manager of beauty, 

accessories and home at Nordstrom, 

Debbi Hartley-Triesch in a WWD 

interview.

Ulta Beauty takes second place by 

positive customer sentiment, followed 

by Sephora which tracks behind by just 2 

points in terms of how much consumers 

“love” shopping at the store. Drug 

and mass retailers like CVS Pharmacy, 

Walmart and Walgreens rank last by 

enjoyment, in that order. Their positions 

are in part a reflection of increased 

product lockups in stores, which inhibit 

discovery and being able to touch and 

feel products before purchasing. Case 

in point: a 2024 Kearney survey found 

“negatively or very negatively” influence 

consumers’ perception of a store.

Of course, consumer perception is 

not a 1:1 reflection of sales performance. 

In fragrance, for instance, Macy’s was 

the top retailer — across physical and 

online stores — by sales during the first 

half of 2025, per YipitData, though it 

ranked number four by enjoyment 

in ChangeUp’s survey. Ulta, though, 

took second place in both first-half 

fragrance sales and customer delight, 

with Sephora also ranking third in both 

assessments.

Overall, beauty shoppers tend toward 

specialty beauty stores across the board, 

ChangeUp found, though dupe-focused 

shoppers demonstrate an increased 

affinity for drug and mass retailers.

Here, how 10 beauty retailers fare by 

consumer sentiment, per ChangeUp’s 

2025 survey.

The C-suite Shuffle
The latest executive moves in beauty.  BY NOOR LOBAD

Minimalist skin care 

 brand Sonsie has named 

Kailey Bradt ,  formerly the 

founder of waterless hair 

care l ine Susteau, as chief 

executive officer. Sonsie is 

majorit y-owned by actress 

Pamela Anderson, who 

joined the 2023-founded 

l ine last year.

Melissa C. Welch ,  who 

has previously worked 

with companies including 

The Estée Lauder Cos. and 

Shiseido via her longtime 

eponymous consult ing 

f irm, has joined Ogaki  as 

executive vice president. 

She wil l  oversee growth 

at the agency, which 

offers social  commerce, 

inf luencer marketing and 

communications ser vices.

Beaut y manufacturer 

Solésence has tapped 

Kevin Cureton  as 

president and CEO. 

Previously, Cureton ser ved 

as chief operating officer 

of the I l l inois-based 

manufacturer. He succeeds 

Jess Jankowski , who wil l 

retire from the company  

in November.

Liquid supplement brand 

Cymbiotika has named 

Andrei Najjar  as chief 

marketing officer. Most 

recently, the executive 

was senior vice president 

of marketing at Pressed 

Juicer y and before that, 

head of global  brand 

strategy at PepsiCo Studio.

Emily Rose Campbell 

has joined Iced Media to 

head up the content and 

social  commerce agency ’s 

new search and discover y 

practice. In the role, Rose 

Campbell  wi l l  aim to 

support brands as AI-driven 

agentic commerce takes 

off in beaut y.

Patrick Foley ,  formerly 

resident makeup artist at 

Neiman Marcus, which  

was acquired by Saks 

Global last year, has  

joined Bloomingdale’s.  

The celebrit y makeup ar tist 

and beaut y consultant now 

holds the resident makeup 

artist role at Bloomingdale’s 

Centur y Cit y location in  

Los Angeles.

Shopping Enjoyment in Brand’s Physical Stores (among total beauty shoppers)
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PARIS — Natura Cosméticos has entered 

into a binding agreement with Grupo 

PDC, a consumer goods company, to sell 

the Avon business located in Guatemala, 

Nicaragua, Panama, Honduras, El 

Salvador and the Dominican Republic, 

or CARD.

Avon CARD is to be sold by its Brazilian 

parent for a nominal value of $1, plus 

payment upon closing of a receivable 

of $22 million by Avon Guatemala to 

Natura’s owned subsidiary in Mexico.

“The transaction will support Natura’s 

effort to streamline its operations and 

simplify its businesses, as well as position 

it to continue focusing on the integration 

of Natura and Avon in Latin America,” 

Natura said in a statement of material 

fact on Monday.

As part of the deal, Natura is in 

agreements to continue supplying 

finished goods to Avon CARD and be the 

licensor of the Avon brand in the region.

The transaction is expected to close by 

Oct. 30, according to the company.

Natura reiterated that it continues to 

explore strategic alternatives to its Avon 

International business, which is officially 

on the block. 

On Aug. 12, concurrent with the 

release of its second-quarter results, 

Natura said: “Strategic alternatives for 

Avon International continue to progress, 

and all necessary requirements were met 

to classify the business unit as an asset 

held for sale.

Avon Central America and the 

Dominican Republic, which formerly was 

under Natura & Latam, was reclassified 

as an asset for sale, as well.

Natura has — on and off — been 

exploring options for Avon’s international 

business.

The smell of freshly cut stone from the 

Italian quarries of Carrara and Versiglia 

was the starting point for designer 

Michael Anastassiades‘ first home 

fragrance line with Alessi.

“There was a combined smell of smoke 

and gasoline. Then there was the smell of 

damp earth. Lastly, there was the smell 

of spring flowers, thyme, rosemary, and 

the subtle smell of poppies, together with 

the soft resin on the bark of pine trees in 

the vicinity,” he detailed.

And while the Cypriot-born, London-

based creative may be best known 

for his lighting creations for upscale 

design brands like Flos or most 

recently, his furniture for Fritz Hansen, 

Anastassiades said he has had a strong 

olfactory sense since he was young.  

“All my childhood memories are around 

smells, whether single or combined. 

I remember vividly the scent of many 

plants that I came across during my 

walks in Cyprus while growing up,”  

he mused.

On Tuesday, Italian design brand 

Alessi unveiled his first fragrance  

line of candles and home diffusers. 

Named Rocc, the collection is inspired 

by Anastassiades’ first passion for  

rock collecting.

Each fragrance was developed 

in collaboration with the Robertet 

perfumery in the fragrance capital of 

Grasse, France.

Robertet, renowned for its use 

of natural raw materials, guided 

Anastassiades on a memory-conjuring 

journey through time, resulting in 

six, mineral-rich yet clean fragrances: 

Marble, Clay, Flint, a scent that imbues 

the smell of flint shards with wild fern 

and oakmoss; Amethyst, which is infused 

with violet, lavender and myrrh; Amber, 

made with a rare mix of balsamic tonka 

bean and warm spices, and Basalt, a 

fragrance enhanced with Nepal pepper 

and lemon zest.

The Rocc fragrance collection includes 

candles and diffusers. Each one comes 

in stainless steel containers designed 

by Anastassiades and manufactured 

at the Alessi headquarters in Omegna, 

Italy. Each vessel is sold separately, with 

prices starting at 55 euros, and can be 

reused as a candle holder or a decorative 

household object once the product has 

been depleted.

The collection will be available from 

October through the official Alessi 

channels in Europe, the U.K. and 

Switzerland.

PARIS — Celebrity hairstylist James 

Pecis’ clean hair care brand Blu & Green 

is expanding, with the launch of Daily 

Shampoo and Conditioner Concentrates.

He and his wife Kimberley Norcott 

introduced the eco-conscious, high-

performance line in February 2024, 

with a shampoo and conditioner in 

tablet form, a repair mask and solid oil. 

Those were followed by a dry shampoo 

and texture dust, created without using 

aerosol or plastic.

“The first year was good,” said Pecis. 

“It was really getting our feet wet.”

Blu & Green is part of the hot prestige 

hair care category, which registered a 

6 percent sales increase to $2.3 billion 

in the United States in first-half 2025, 

Circana data shows.

Each Blu & Green product won some 

type of award, and the mask has been 

the brand’s bestseller. That’s sold out a 

couple of times, while the solid oil has 

been another big seller.

“We’re seeing the texture dust right 

now having a moment,” said Pecis. “It 

might, actually, surpass those two.”

Tweaks are being made to the tablets, 

meanwhile.

Products are tested with Pecis’ 

team backstage at fashion shows, and 

feedback is also gleaned when salons are 

using them.

“The tablets were an amazing thing 

to launch with,” said Pecis, explaining 

they’ve developed a somewhat cult 

following. “But also, we knew immediately 

that they aren’t for everybody.”

So work began on a shampoo 

and conditioner in a concentrated 

cream version, to be a little more 

consumer-friendly.

The concentrates have same product 

formula as the tablets. They are made 

with minimal water content and allow for 

about one-third of the amount of product 

usage per washing versus a traditional 

shampoo or conditioner.

Blu & Green’s ingredients include 

natural and botanically derived actives, 

and eschew sulfates, GMOs, parabens, 

petroleum, cyclic silicones, synthetic 

fragrances, phthalates, SLS/SLES, PEGs 

or other harmful additives. Products are 

vegan and Leaping Bunny-certified.

The Daily Shampoo Concentrate 

includes biotin, panthenol and aloe 

barbadensis leaf juice. 

“It has a beautiful lather and cleans the 

hair really [nicely] without stripping it,” 

said Pecis.

The Daily Conditioner Concentrate has 

coconut fruit powder, jojoba ester and 

inulin. 

The concentrates are packaged in 

lightweight, recyclable aluminum 

tubes, with each containing about 50 

washes-worth of product. Therefore, the 

packaging waste and carbon impact are 

reduced, according to the company.

The new products will launch Oct. 3 on 

bluandgreen.com, Amazon.com and in 

select salons across the U.S.

A 100-ml. tube will retail for $34.

Blu & Green began in about 20 salons. 

Its distribution countrywide will be 

expanded by at least 50 doors, in tandem 

with the concentrates’ introduction.

“I’ve already started our educational 

program,” said Pecis, who gives  

classes in some of Blu & Green’s top-

performing salons. “It equates directly to 

better sales.”

The plan is to then expand into the 

European Union, United Kingdom and 

Middle East.

Avon's Hydramatic Shine Lipstick

Blu & Green 

Shampoo and 

Conditioner 

Concentrates.

James Pecis

Alessi's Rocc collection 

of fragrances by 

Michael Anastassiades. 

Avon's Adapt 

Dream Cream.

Natura to Sell 
Avon CARD
The Brazilian beauty giant  
has entered into an  
agreement with Grupo  
PDC to divest the holding.

BY JENNIFER WEIL

Michael Anastassiades Debuts 
Rocc Home Fragrance Line
The Cypriot-born, London-based designer worked with Alessi to develop six petrologic scents.

BY SOFIA CELESTE

EXCLUSIVE

James Pecis’ Clean 
Hair Care Brand Grows
The celebrity hairstylist is adding Daily Shampoo and  
Conditioner Concentrates to his Blu & Green line.  BY JENNIFER WEIL
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Shein’s Gen Z beauty play, suffice it to 

say, is paying off. 

While the Chinese retailer has long 

made headlines — first, for shaking up the 

fast-fashion game with its ultra-low prices 

and rapid churn of new designs and, most 

recently, for its ongoing IPO preparations 

— Shein has also been growing its beauty 

business, Sheglam, to much less fanfare. 

Founded in 2019 by Sylvia Fu, former 

assistant to Shein founder Chris Xu, 

Sheglam has swiftly become a formidable 

player in the global beauty game. It 

debuted with a $6 Color Bloom Liquid 

Blush — just months before Selena Gomez’s 

Rare Beauty introduced one of its own 

to similar, long-lasting success — and 

has steadily built out a range of viral, 

affordable makeup products since, also 

branching into hair care last year. 

According to a source with knowledge 

of the matter, Sheglam’s net sales reached 

$400 million in 2024, up 60 percent versus 

the year prior. In turn, parent company 

Shein ranked number 81 on the WWD 

Beauty Inc Top 100 list of global beauty 

manufacturers for the year, outpacing 

players like Maesa, Weleda, Kering Beauté 

and Parlux in sales. 

Data from CreatorIQ shows that 

Sheglam is also a top-40 cosmetics brand 

by earned media value, having garnered 

$89.9 million EMV during the first half of 

2025, driven largely by creator content 

on TikTok including tutorials, product 

roundups and try-on videos. 

With a fast-growing global retail footprint 

and category ambitions that go beyond its 

core cosmetics business, Sheglam is just 

getting started, said Fu, who is also chief 

executive officer of the brand, in her first 

U.S. press interview with WWD. 

“We were lucky in the sense that our 

first product easily went viral on TikTok,” 

said Fu, adding that a decision then to 

focus a majority of Sheglam’s marketing 

efforts toward growing its presence on 

TikTok, where the brand now counts 9.8 

million followers, has played a key role in 

Sheglam’s success. 

“We design products, from the very 

beginning, that will be suitable for future 

TikTok marketing. It’s much easier to 

make the right content if you have the 

right product, and if you make the right 

content, everyone who uses your products 

will know how to present them — you will 

be able to more organically go viral.”

The Color Bloom Liquid Blush  

remains Sheglam’s hero product, and 

the brand has added liquid contour 

and highlighter iterations to further its 

momentum in the category.

Gen Z has been the brand’s core shopper 

from Day One, Fu said. “Cheek, priming 

and setting products are still our largest 

categories. We intentionally chose those 

to start rather than foundation, mascara 

and lip, which giants like L’Oréal have been 

more focused on.”

It was six months into her tenure as Xu’s 

assistant at Shein when Fu proposed the 

launch of Sheglam. 

“I witnessed the boom of Chinese 

and Korean beauty brands and sort of 

proposed to [Xu], ‘why don’t we leverage 

Shein’s massive consumer base and 

platform to build another disruptive brand 

in makeup?,’” said Fu, who previously 

worked at a venture capital firm in China 

focused on the consumer goods sector. 

Initially, Sheglam products were sold 

solely on the Shein website before a stand-

alone Sheglam website was launched in 

2020. The brand then debuted on Amazon 

in 2022, and in 2023 embarked on its 

in-store retail footprint, which is the “largest 

growth engine for Sheglam now,” Fu said. 

“We expanded to the Middle East and 

Latin America first, because when we 

were only operating online, we found that 

we had more brand awareness in those 

regions.”

Today, Sheglam is available in more 

than 900 stores across six gulf countries 

in the Middle East, including Watson’s 

and Lifestyle at Centrepoint. According 

to Euromonitor, Sheglam was the single 

fastest-growing mass beauty and personal 

care brand in Saudi Arabia in 2024, and 

Fu reports that 25 percent of consumers 

who shop Sheglam at Lifestyle at 

Centrepoint have been net-new shoppers 

for the retailer. 

In Japan, the brand sells in more than 

6,000 doors at stores such as Donki and 

Plaza. In Columbia, Mexico and India, 

Sheglam sells in another roughly 200 

doors at retailers like Aruma, Liverpool 

and Tira, respectively. Like Shein, Sheglam 

does not sell in China, where Shein was 

founded. 

The U.S., where Sheglam only sells 

online, however, remains the brand’s key 

market.

“We pour most of our efforts into 

analyzing consumer needs in the U.S.,” Fu 

said. “It is the most competitive market, 

and it is the market where Sheglam must 

try its best to do well — we’ve basically 

developed our portfolio and creative 

strategy based on U.S. trends and 

consumer needs.”

While Fu declined to comment on 

whether the brand is expanding into U.S. 

retail soon, she said the brand is “working 

now to expand to more well-established 

markets,” with launches planned “this 

year and next.” The beauty brand has a 

staff of 300 people globally, and operates 

offices in China, Singapore, Los Angeles, 

Dubai, Milan, Tokyo, Berlin, Mexico 

City and Melbourne, some of which are 

markets Fu hinted Sheglam will soon 

expand into retail.

The apparel business of the brand’s 

parent company, Shein, by comparison, 

is strictly online, barring the occasional 

pop-up. 

“Sheglam is a brand that was  

born amidst much criticism, because 

many consumers connect the image of 

Sheglam with Shein,” said Fu, referencing 

the widespread critiques of Shein’s 

sustainability and human labor practices. 

In 2024, Shein reported two cases of  

child labor in its supply chain, adding  

that it “suspended orders” from the 

contract manufacturers in question  

until “remediation steps, including 

terminating contracts with underage 

employees” were taken. 

Shein, founded in 2012, has also 

faced mounting pressure to reduce its 

environmental impact, with its 2024 

Sustainability Report demonstrating 

that the company’s total emissions rose 

23.1 percent versus 2023 to more than 

26 million metric tons of CO2e (carbon 

dioxide equivalent).

Sheglam has, however, taken steps to 

distance itself from the contentious image 

of its parent company as it looks to rise 

through the ranks of beauty.

For one, Sheglam’s supply chain was 

built “completely from scratch,” said Fu, 

adding that there is no crossover between 

Shein’s manufacturers and those used by 

Sheglam, which are “totally independent 

manufacturers used by most other top 

players in the beauty industry.” 

“Our product development, supply 

chain, quality control, marketing and 

e-commerce operations, and [retail] 

operations are run quite independently at 

Sheglam,” Fu said.

Sheglam sources beauty ingredients 

from China, Italy, Japan and South Korea, 

among other regions. Most of its packaging 

is made in China, and though Fu declined 

to comment on how Trump’s tariffs are 

impacting the Sheglam business, she said 

the environment “is challenging for us,” 

and the brand “will continue to focus 

on keeping our products as accessible 

as possible, without compromising 

on quality, regardless of the trading 

environment.”

Sheglam introduces between 10 to 

15 core products each year, as well as 

an additional seven or eight limited-

edition collections. These limited-edition 

collections comprise roughly 10 to 15 

percent of the brand’s total business, and 

include IP collaborations with brands like 

Harry Potter and the Twilight Saga, as well 

as original themed drops like its Chroma 

Zone and Crimson Butterfly collections. 

Expanding Sheglam’s hair range, which 

includes hot tools priced between $29 and 

$60 and hair care and styling products 

ranging from $3 for a tube of scalp serum 

to $11 for heat protectant, is a key priority 

for the brand over the next year. 

“Our range now is limited, but we’re 

looking to build our community for hair 

care and styling  — we have many hair 

launches in our pipeline,” said Fu, adding 

that Sheglam will also “expand to larger 

cosmetics categories including mascara, 

foundation and lip.” 

“Localization, and understanding the 

local consumer’s needs for products, 

content, and patterns of shopping, will be 

our next big priority, as well,” Fu said.

Sheglam Founder and CEO Sylvia Fu 
Talks Fast Growth and Future Plans
In her first U.S. press interview, the founder of the Shein-owned beauty business discusses  
Sheglam's rapid ascent through the ranks of Gen Z beauty brands — and what’s next.  BY NOOR LOBAD

Sylvia Fu Color Bloom 

Liquid Blush
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  Thursday's luncheon  
and fashion show in  
Dallas benefited the  
Crystal Charity Ball.

BY DAVID MOIN

At Neiman Marcus in downtown Dallas 

last Thursday, it was all about fashion, 

philanthropy and the ladies who lunch.

Neiman’s showcased Brunello Cucinelli‘s 

fall 2025 collection and gave a sneak peek 

of the designer’s newest exclusive line 

for the luxury retailer during the Crystal 

Charity Ball Fashion Show and Luncheon.

The exclusive collection, called Heirs of 

Craftsmanship, honored the next generation 

of artisans at Cucinelli and featured a 

women’s assortment balancing feminine 

elegance with a modern edge, including 

tailored lavender corduroy jackets, monili-

detailed outerwear and shimmering 

sequined evening styles. The menswear 

reimagines sartorial tradition with relaxed 

tailoring, from lavender herringbone 

suiting and supple leather jackets to tonal 

jacquard cardigans and refined evening 

blazers. Neiman’s and Brunello Cucinelli 

have a history of partnering on exclusive 

collections and in-store experiences.

Regarding the Brunello Cucinelli’s fall 

collection, Neiman’s said that it “balances 

the brand’s tailoring with modern, creative 

elements and has a mix of luxurious, 

natural fibers and bold, intense colors.”

This year’s philanthropic event marked 

the 50th year Neiman’s has hosted The 

Crystal Charity Ball.

“For decades, Neiman Marcus has 

cultivated a strong partnership with 

Brunello Cucinelli, a brand whose 

commitment to timeless elegance, 

exceptional craftsmanship and purpose-

driven luxury aligns with our own,” Emily 

Essner, president and chief commercial 

officer of Saks Global, said in a statement. 

“Bringing Brunello Cucinelli to Dallas for 

an exclusive presentation for our Neiman 

Marcus customers in celebration of the 

Crystal Charity Ball reflects how we unite 

our valued partners and philanthropic 

commitments to create meaningful 

moments of luxury with impact.”

Carolina Cucinelli, vice president 

and co-creative director, and Massimo 

Caronna, chief executive of North America 

for Brunello Cucinelli, were among those 

at the event. Saks Global recognized 

Carolina Cucinelli with an International 

Cultural Impact Honor for her role as a 

mother, creative and woman in leadership 

shaping the future of fashion.

“It is a true honor to celebrate this special 

occasion with Neiman Marcus, a partner 

who shares our deep appreciation for 

craftsmanship, beauty and community,” 

Carolina Cucinelli said in a statement. “To 

be part of the Crystal Charity Ball, where 

fashion and philanthropy come together 

to support such meaningful causes, is 

profoundly inspiring. I am grateful to witness 

how our values of humanity and creativity 

can find resonance here in Dallas, among 

such extraordinary women and leaders.”

The Crystal Charity Ball continued its 

tradition of honoring the “ten best dressed 

women” for their community service and 

personal style while raising vital funds for 

eight local Dallas beneficiaries making an 

impact on the community. Each honoree 

was dressed in Brunello Cucinelli. The 

2025 honorees included Jacquelin Sewell 

Atkinson, Julie Bagley, Shelby Goff, 

Shannon Graham, Tracey Kozmetsky, 

Tracy Lange, Lisa Rocchio, Sunie Solomon, 

Wendy Messmann and Katherine Wyker. 

Amy Hegi served as chair of the fashion 

show and luncheon. Also during the 

event, the 2025 Hall of Fame Award was 

presented to former Crystal Charity Ball 

chair and philanthropist, Aileen Pratt.

Local organizations benefitting from 

the event, include Café Momentum, Cristo 

Rey Dallas High School Inc., Dallas CASA, 

Foundation for The Callier Center, Retina 

Foundation of the Southwest, The Stewpot 

and West Dallas Community School.

  The venerable workwear 
brand is owned by VF Corp., 
which has been working to  
pay down its debt load.

BY JEAN E. PALMIERI

Count Dickies as the latest company to be 

sold to a brand management firm.

On Monday morning, VF Corp. said 

it will sell its Dickies brand to Bluestar 

Alliance for $600 million in cash.

Dickies was founded more than a century 

ago as a workwear brand and in recent 

years has expanded its reach into streetwear 

as well. It is distributed in 55 countries.

“Since 1922, Dickies has provided hard-

wearing, long-lasting and comfortable 

clothes, cementing its status as a storied 

brand in performance workwear,” said 

Joseph Gabbay, chief executive officer of 

Bluestar. “We have followed the brand for 

many years and have a deep appreciation 

for its history and legacy, which VF Corp. 

has successfully begun to rebuild over 

the past few years. We are committed to 

supporting the Dickies brand’s growth 

by leveraging our consumer insights and 

operational excellence to unlock its full 

value for all stakeholders.”

VF’s president and CEO Bracken Darrell 

added: “Dickies is an iconic American 

workwear brand with a bright future, and I 

am confident that under Bluestar Alliance’s 

ownership, it will continue to improve and 

realize its significant growth potential. As 

I’ve said before, we continuously evaluate 

our portfolio and this transaction will 

enable us to bring our net debt level down 

and will be accretive to our growth on a 

pro-forma basis. I want to thank the entire 

Dickies team for their strong commitment 

to transforming the brand.”

VF has systematically been paring 

its portfolio as it works to turn around 

its business and pay down the debt it 

accumulated in purchasing Supreme 

for $2.4 billion in 2020. Last October, it 

sold Supreme to EssilorLuxottica for $1.5 

billion. The company still owns Vans, The 

North Face and Timberland.

Bracken took over the helm of VF two 

years ago and immediately made his 

presence known by changing management 

at both Vans and The North Face and 

working to pay down that debt. And it 

appears to be working, since in the first 

quarter ended June 28, VF reported 

overall sales of $1.8 billion with The 

North Face up 6 percent and Timberland 

increasing 14 percent. But the company 

is still in the red, with adjusted operating 

losses hitting $56 million in the period, 

down from the $110 million to $125 million 

the company had forecast.

Bluestar has quietly been building its 

portfolio. In February, it acquired Palm 

Angels and it also owns Off-White, Scotch 

& Soda, Hurley, Tahari, Bebe and several 

other labels. The company was founded 

by Gabbay and Ralph Gindi in 2006. It 

manages a portfolio of more than 500 

licensees globally.

The deal didn’t do much to move the 

needle on VF’s stock, which was trading 

down around 1 percent on Monday, 

but was viewed mainly positively. As 

Tom Nikic of Needham & Co. wrote in a 

research note: “We view this development 

favorably as Dickies has languished 

in recent years — three straight years 

of double digit revenue declines. And 

importantly, it helps VF with their balance 

sheet cleanup efforts, as the sale price 

represents about 15 percent of the current 

net debt balance.”

Anna Andreeva of Piper Sandler 

said the sale came as a bit of a surprise 

considering VF moved Dickies 

headquarters to California from Texas 

earlier this year to be closer to Vans, but 

Bluestar approached the company and 

brought up the idea of the sale. Now that 

the deal is done, it will help VF pay off 

the $500 million in notes that are due 

in March, she wrote, “strengthen the 

balance sheet and also streamline focus 

across the organization.”

The Dickies deal is expected to close by 

the end of this year.

BUSINESS

Neiman Marcus Celebrates Brunello Cucinelli

BUSINESS

Dickies Sold to Bluestar Alliance for $600M

The Brunello Cucinelli 

fashion show at Neiman 

Marcus in Dallas.

Carolina Cucinelli 

and Emily Essner

A T-shirt celebrating the 100th 

anniversary of Dickies. 
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  The Belgian designer has 
been tasked with giving a 
more urban, sophisticated 
elan to the sustainable  
Anta Zero subbrand.

BY MILES SOCHA

“Taking Anta from the running track 

to the city street” is how Kris Van Assche 

summed up his new collaboration with 

the Chinese activewear giant, which 

conscripted him to help rev up its nascent 

Anta Zero subbrand.

The project allowed the Belgian 

designer to apply his tailoring prowess 

and soigné touch to a slate of sustainable 

fabrics for the Anta Zero project, which 

has already developed carbon-neutral 

sweatshirts and opened a carbon-neutral 

store in Shanghai.

It also allowed Van Assche to design 

what will be his next winter coat: a 

belted, double-breasted puffer topcoat 

that exemplifies how he merged form 

and function to create a hybrid style you 

might call ath-elegant.

Anta, which boasts some 7,000 

stores in China, is sure to gain greater 

international renown for tapping  

Van Assche, who’s well known for his 

 past roles as creative director of Berluti 

and Dior Homme, in addition to his 

namesake brand.

The designer remarked that it’s 

something of a full-circle moment for him: 

“In 2005, when I launched my brand, it 

was three-piece suits worn with white 

sneakers. Now I’m making suits with a 

sportswear brand.”

Anta is to unveil Van Assche’s coed 

collection Tuesday in Shanghai. It spans 

parkas in mushroom leather, snazzy 

warm-up jackets with vegan leather 

piping; flaring windbreaker dresses; 

sculpted puffer pea coats, and inventive 

takes on the hoodie, sometimes cropped 

and flaring like a bolero, or extended into 

a skater dress to wear over leggings.

In an exclusive interview, Van Assche 

said he was attracted to the challenge 

of applying his luxury experience and 

streetwear sensitivity to a sustainable 

collection with accessible price points.

“They have the know-how of sports, 

tech, and sustainable fabrications, and 

they have such a large distribution that 

they can offer good quality at a low price 

point,” he enthused about Anta. “So I felt 

it was very interesting.”

Flicking through photos of the 

collection taken by his longtime 

collaborator Julien Martinez Leclerc, Van 

Assche explained that tailored coats are 

made with double-face jersey, the button 

holes heat sealed rather than stitched, 

and shirts and ties realized in a recycled 

nylon and polyester fabric.

Meanwhile, more identifiably “active” 

pieces such as sweatshirts or track pants 

are elevated with couture-esque volumes, 

vegan leather trims or unexpected color 

combinations.

“The look feels elevated Parisian chic, 

but the fabrication is completely sports,” 

Van Assche explained, also pointing to 

drawstrings and other activewear details. 

“These clothes really have this double 

function to them. You can wear them on 

the street and to more elevated events,  

or you can wear them for your active, 

sporty life.”

In addition, Van Assche said he was 

seduced by the clear positioning of Anta 

Zero, its sustainable credentials, and the 

scale and speed of the Anta company.

Backpacks, trapunto-stitched hats and 

monochromatic sneakers round out the 

range. Retail prices for overseas markets 

are expected to range from about 90  

to 490 euros for clothing, 40 to 120 euros 

for accessories, and 80 to 120 euros  

for sneakers.

The fall 2025 Anta Zero collection spans 

51 styles across 106 colorways, and will be 

available in stores from November.

Anta is expected to offer Van Assche’s 

designs at 40 select Anta locations, and  

its online store. A pop-up in Europe is in 

the pipeline.

Founded in 1991 and headquartered  

in Jinjiang, Anta is billed as the one of 

the world’s largest activewear companies 

by revenue, and markets large selections 

of clothing and footwear for running, 

outdoors, training and basketball, 

including a line by NBA star player  

Kyrie Irving.

Last year, revenues at Anta Sports, 

which also markets the Fila brand, 

rose 13.6 percent to reach 70.83 billion 

renminbi, or 8.47 billion euros.

Since exiting Berluti in 2021, Van 

Assche has taken on an array of different 

design projects, including childrenswear 

for Chinese kidswear giant Balabala; vases 

and candy dishes for Belgian homewares 

firm Serax, and bronze vessels for the 

Laffanour Galerie Downtown in Paris.

He said he relished the opportunity to 

flex his tailoring muscles, and to discover 

the advanced fabrics Anta employs, 

including Aerovent Zero, billed as China’s 

first PFAS-free waterproof and breathable 

membrane, EcoCosy fibers that can 

biodegrade in less than a month under 

controlled conditions, and Mulkol vegan 

leather, which Van Assche said could 

almost pass for the real thing.

“This is not merely a collection of 

products, but an answer to the question: 

Why does the world need Anta?” Tsui 

Yeung, chief executive officer of Anta 

Brand, said in a statement. “We will 

fulfill our commitment to sustainable 

development through action and respond 

with greater confidence to the needs of 

the global market.”

EXCLUSIVE 

Kris Van Assche Is Taking 
Anta Way Beyond Sports

Looks from  

the Anta Zero 

collection by  

Kris Van Assche.

Dressy puffers by 

Kris Van Assche for 

Anta Zero.

Kris Van Assche
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  Biofabricate "went back to 
the drawing board" for a 
downsized London fair as 
start-ups are facing the  
post-ESG funding landscape.

BY RHONDA RICHFORD

As the biomaterials space navigates 

a more turbulent landscape marked by 

tightening budgets, regulatory uncertainty, 

and investor caution, Biofabricate is 

adapting its approach. Following last year’s 

large-scale Paris convention, this year it is 

reborn across the Channel as Biofabricate 

Fair — a smaller and more focused event 

timed to coincide with the London  

Design Festival.

“We needed to go back to the drawing 

board,” said Biofabricate chief executive 

officer Suzanne Lee, noting the challenges 

the industry has faced over the past two 

years. “The fundraising climate has been 

very tough. Paris was our biggest, most 

expensive event ever, but as we sought 

interest for the next edition, it became 

clear that marketing and travel budgets 

were seriously hit.”

So Biofabricate, which launched in 

New York in 2013, made a strategic pivot 

to London, where an eager sustainability 

community is concentrated. This year’s 

edition will run over two days starting 

Tuesday, with the first day as a traditional 

industry summit, and the second as a more 

public-facing exhibition inviting young 

designers, students, investors and the 

general public.

“It’s intentionally reaching out to 

a broader cross section of potential 

customers and people who are curious,” 

said Lee.

Whereas prior editions focused on 

science and business scaling strategies, 

the upcoming fair puts design and product 

innovation at the core, hence the timing 

with London Design Week. “The real goal 

is to have a design conversation around 

biology,” said Lee. “What is it that biology 

can do that petrochemicals and animal 

products can’t? What does it unlock for 

designers and brands?”

The luxury sector, long an early adopter 

and supporter of biomaterials, will 

continue to support the fair as the industry 

works to meet its sustainability targets, 

Lee said. Big names like Kering, LVMH 

Moët Hennessy Louis Vuitton, Hermès, 

and French sportswear giant Decathlon 

will be present. “There’s that sort of luxury 

sector that is just deeply wedded to this 

whole field,” Lee said. “They know they’ve 

got to get off plastic and some of the more 

challenging animal products they use.”

Investors, many of whom had limited 

experience in biomaterials, first flocked 

to the space. But some have since backed 

away, discouraged by long product 

development cycles and inflated early 

valuations. Today, Lee noted, some are 

asking pre-seed companies to already have 

sales agreements in place — terms she 

called “near-impossible.”

Despite this retreat, regulatory pressures 

around “forever chemicals” such as 

PFAS are spurring new innovation. Bio-

based coatings are being developed as 

safer alternatives, while other legislative 

frameworks aim to drive industry-wide 

change. And big brands, especially those 

with previously stated sustainability goals, 

continue to invest.

“They are starting to be a little more 

pragmatic,” noted Lee. “They got very 

excited initially and wanted to work with 

everyone, but you have to match resources 

to the needs of the innovator.”

Among bright spots is the beauty space, 

which still has “enormous” potential,  

Lee said, particularly as brands seek bio-

based pigments to replace petrochemical-

derived colors.

London-based brand The Unseen, 

which developed the world’s first mascara 

using algae-based pigment, is one example 

Lee cited, and has seen interest from 

consumers concerned with toxicity and 

“clean” ingredients. Brewed collagen and 

peptide-rich fermentation processes are 

also drawing significant attention from 

beauty brands.

Other promising innovations include 

packaging. Living Ink, for example, has 

partnered with major brands including 

Nike to use bio-based black ink. 

Shellworks, creator of compostable bio-

plastic Vivomer, has supplied packaging to 

Unilever brands. Founder Insiya Jafferjee 

recently won the Veuve Clicquot Bold 

Future Award.

To bridge the gap between innovation 

and investment, Biofabricate is extending 

its reach beyond London. The week 

following the fair, the organization will 

partner with Juniper VC during New York 

Climate Week to cohost an event focused 

on fashion, beauty, and bio-innovation.

Juniper’s portfolio includes forward-

looking companies like Matereal, which 

produces bio-based polyurethane 

alternatives, and Simplifiber, which turns 

organic slurry into shoe materials.

While funding remains available, 

founders and investors alike are adjusting 

to a reality where the language of climate 

or ESG is no longer enough to secure 

capital, said Juniper’s chief of staff 

Mackenzie Scurka. It falls under the term 

“green-hushing,” the new-ish phrase 

signifying how sustainability messaging is 

being downplayed.

Biotechnology is “inherently 

climate technology,” she said, but she 

acknowledged that current political 

dynamics have made “onshoring” and 

“strengthening domestic supply chains” 

a more effective framing. Start-ups 

have had more success shifting their 

narratives away from climate and toward 

performance, resilience and national 

interest.

“We’ve noticed a lot of folks trying to 

go for [Department of Defense] funding, 

for example,” said Scurka, citing high 

performance and cost advantages for the 

military. “That is a really smart way for the 

companies we work with to lean into their 

technology.”

Still, the early stage is a difficult one 

to navigate. “There’s this gap of funding 

in the middle,” said Scurka. Companies 

emerging from the lab are often too far 

along for R&D grants but not far enough 

to meet the milestones venture capitalists 

expect. “That valley is getting wider,”  

she said.

Juniper encourages founders to  

make the most of grant funding early, 

diversify their capital stacks, and adopt 

messaging that aligns with current funding 

trends — particularly government-backed 

programs. “Try to shift your messaging so 

that the grant funding that is available — 

you can reframe your narrative to try to  

fit into that.”

“Biology is a remarkable platform 

for material design. Unlike traditional 

manufacturing methods, biology allows 

us to fine-tune properties dynamically 

— adjusting strength, flexibility and 

functionality in response to specific 

needs or shifting demand. That 

adaptability is the core value proposition 

biomanufacturing can offer in fashion and 

personal care,” added Juniper general 

partner Jennifer Kan.

While investors may be more cautious, 

Scurka believes consumer interest is 

still strong. “I think consumers are still 

interested in making more sustainable 

fashion choices,” she said. “Having 

more vegan ingredients or having more 

sustainable products is something that 

people care about.”

There’s also an economic incentive. 

“When [these materials] scale, they 

will be made for cheaper than current 

incumbents, and so hopefully that 

translates into more affordable fashion and 

more affordable beauty for consumers as 

well,” she added.

The upcoming New York Climate 

Week event, cohosted by Juniper and 

Biofabricate on Sept. 25 at IndieBio, will 

include a panel moderated by Lee, with 

Juniper general partner Michael Luciani 

and Simplifiber chief executive officer 

Maria Intscher-Owrang. A showcase will 

include between 10 and 15 companies 

demonstrating material innovations across 

different stages of development — from 

prototypes to market-ready products.

SUSTAINABILITY
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  As inflation and tariffs  
bite, consumers turn to  
resale platforms for more 
affordable luxury bags.

BY RHONDA RICHFORD

PARIS – U.S. tariffs of 15 percent on 

imports from the European Union are 

bad news for beleaguered luxury brands 

already struggling with softening demand. 

But they’re proving a goldmine for the 

secondhand market, which is booming 

as shoppers seek out more affordable 

alternatives.

They are increasingly migrating to 

resale platforms, not only for the savings 

but also for greater access, authenticity 

and sustainability. With price increases 

compounding across categories — often 

driven by brands like Hermès, Louis 

Vuitton and Chanel, which often raise 

prices — pre-owned luxury now represents 

a more accessible path to luxury brands.

“The sector is relatively healthy,” said 

UBS analyst Jay Sole, who follows The 

RealReal. “It’s not a question of demand, 

it’s a question of supply. If there are 

legitimate, authenticated luxury goods 

available, consumers will buy.”

The new tariffs are adding to the 

inflationary pressures and post-pandemic 

buoyancy that have already driven retail 

prices sky-high. But for resale platforms, 

the result has been a growing pricing gap 

between full-price and pre-owned items 

— a difference that benefits platforms that 

maintain stable average selling prices.

“Despite the new 15 percent tariffs, 

average selling prices on the resale market 

have remained stable — including handbags 

— making secondhand an even more 

affordable alternative as firsthand prices 

continue to climb,” said Maximilian Bittner, 

chief executive officer of Vestiaire Collective.

Recommerce platform Fashionphile is 

also seeing that shift play out.

Demand ticked up even before the tariff 

rate was finalized. “We’ve seen some early 

activity — people buying before price 

hikes, and increased listings by owners 

anticipating higher retail replacement 

costs,” said Fashionphile founder and 

president Sarah Davis. “Shoppers are very 

responsive around those changes. They are 

buying or selling according to the market 

and pricing announcements.”

Brand price hikes, including Hermès 

and Louis Vuitton’s earlier this year, 

also created a pre-emptive panic among 

buyers. “This always brings out ‘buy-

before-it-gets-more-expensive’ behavior,” 

she added, while sellers have had a more 

wait-and-see approach in hopes that offers 

will increase.

While some price-sensitive consumers 

are pulling back from new retail 

purchases, they aren’t necessarily leaving 

the luxury market. “There are some buyers 

who have said they shop from us because 

they’ve been pushed to their limits,” said 

Davis. “We know that many of those same 

consumers are migrating to pre-owned 

rather than exiting the category entirely.”

As tariffs tighten pressure on retail 

pricing, resale platforms are well-

positioned to capture the shift.

Even with economic uncertainty and 

seasonal slowdowns, resale platforms say 

consumer interest has remained stable.

“Demand has remained steady month-

over-month, highlighting the resilience and 

attractiveness of the secondhand market,” 

Bittner said, noting that order volumes 

from June to August did not see the typical 

seasonal dip.

In the current climate, the pressure is 

pushing sellers to list more and buyers 

to act faster — particularly as new prices 

continue to climb.

The most sought-after brands on the 

resale market remain consistent across 

platforms. Chanel, Hermès, Louis Vuitton, 

Dior and Gucci top both demand and gross 

merchandise value.

According to Davis, even amid 

macroeconomic caution and viral criticism 

of pricing — particularly following an 

investigation by Italian prosecutors which 

alleged Dior paid a supplier 53 euros to 

assemble a handbag that would sold for 

upward of 2,600 euros in its boutiques, 

which amplified on TikTok earlier this year 

— resale prices have held strong.

“Pricing for Dior has not taken a hit, 

even on the book tote,” she said.

At the same time, more under-the-radar 

but in-the-know like U.S. luxury brands like 

The Row and Khaite are gaining traction. 

They’re some of Fashionphile’s hottest 

selling styles.

Recent high-profile creative director 

shifts at major houses such as Demna to 

Gucci, Pierpaolo Piccioli to Balenciaga 

and Matthieu Blazy to Chanel have yet to 

significantly impact resale demand. Davis 

noted that designers have not yet launched 

collections under their new roles, limiting 

opportunities for renewed consumer 

interest or, conversely, nostalgia.

“Designer ‘chess moves’ have not yet 

generated a measurable impact on resale 

demand or brand awareness,” said Bittner.

However, history suggests that once new 

collections debut on the runway, resale 

interest often spikes.

“A designer really can make all the 

difference and we’ve seen new designers 

pump up the resale value of even 

discontinued, older styles. When Daniel Lee 

breathed new life into Bottega [Veneta], it not 

only helped with current resale brands but 

prices for older bags benefited,” said Davis.

For example, following Céline’s 

reintroduction of the Phantom bag in 

 July, searches for the style increased 

tenfold compared to the previous month, 

Bittner noted.

Vintage in particular has emerged as a 

breakout category, representing legacy and 

original-era items more than 20 years old.

Bittner said that vintage listings have grown 

220 percent in the past five years, while 

searches for vintage items have increased 

fivefold. With some vintage handbags from 

big brands can be priced as low as $100, 

they hold significant appeal for aspirational 

buyers facing sticker shock over new goods.

On Sept. 4, Vestiaire launched its 

“Vintage Pieces at Vintage Prices” 

campaign, offering heritage handbags 

at their original price points — a move 

designed to attract those value-driven 

aspirational buyers.

“Vintage icons carry the same timeless 

appeal as modern re-editions, at up to 70 

percent less,” Bittner said. “That makes 

resale not only desirable, but strategic.”

Still, price sensitivity remains a key 

theme. “There are some buyers who 

have said that they shop from us because 

they’ve been pushed to their limits. 

Economically sensitive consumers pull 

back on big discretionary new buys,” Davis 

added. “We know that many of those same 

consumers are migrating to pre-owned 

rather than exiting the category entirely.”

According to Sole, the UBS analyst, 

resale’s ongoing challenge is not moving 

inventory — it’s acquiring it. “Demand is 

there. It’s about supply,” he said. By some 

estimates, there is $200 billion worth of 

potential inventory in U.S. closets, and it’s 

a matter of making them available to the 

eager resale buyer.

The current economic environment, 

he suggested, could help change that. “If 

consumers who own luxury goods, who 

have a bunch of handbags sitting in their 

closet, feel like they want to turn that 

inventory into cash, that would be really 

compelling. That would be a catalyst for 

growth,” he said.
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 With the addition of the music 
executive, Gap Inc. raises the 
size of its board to 12 members.

BY DAVID MOIN

Gap Inc., furthering its efforts to 

integrate fashion and culture, has added 

Jody Gerson, chairman and chief executive 

officer of Universal Music Publishing 

Group, to its board.

The addition of Gerson raises the size of 

Gap’s board to 12 members.

Gerson is the first female CEO of a major 

music publisher and the first woman 

to chair a global music company. Since 

joining UMPG in 2015, she has led the 

signing of such influential artists as Adele, 

Harry Styles, Kendrick Lamar, SZA and 

Coldplay, and spearheaded acquisitions 

of the Bob Dylan, Neil Diamond and Sting 

catalogues.

She also serves on the boards of the USC 

Annenberg Inclusion Initiative, the Rock & 

Roll Hall of Fame, Ancestry.com, Project 

Healthy Minds and the National Music 

Publishers Association, and is a cofounder 

of the nonprofit She Is the Music.

“Jody is a cultural force in her own 

right,” Richard Dickson, president and 

CEO of Gap Inc., said in a statement. 

“Her insights into fashion-tainment — our 

platform at the intersection of fashion, 

music and celebrity — are unmatched. 

At Gap Inc., we’ve always believed that 

style is a form of storytelling, and Jody’s 

ability to amplify voices and shape cultural 

moments will be invaluable as we continue 

redefining what it means to be an iconic, 

purpose-led house of brands.”

“Jody’s ability to connect culture and 

commerce is exactly what makes her 

such a dynamic leader,” added Mayo A. 

Shattuck 3rd, chair of the Gap Inc. board. 

“Her vision and creativity will help us 

strengthen our brands’ resonance with the 

next generation of consumers.”

“Gap Inc. has long been a cultural icon, 

bridging fashion, music and identity,” 

Gerson said in her statement. She also 

credited Gap for undergoing “a remarkable 

renaissance as a brand that’s become 

synonymous with the culture of music.”

Among Gap Inc.’s efforts to connect 

fashion and culture, the company featured 

girl group Katseye in the “Better in Denim” 

campaign this season, and last year hired 

designer Zac Posen as executive vice 

president and creative director, where 

he has been dressing celebrities in Gap 

including Timothée Chalamet, Anne 

Hathaway and Demi Moore for red carpet 

events. At the 2025 Met Gala, actress Laura 

Harrier wore a custom look by Posen, who 

also serves as chief creative officer at the 

Old Navy division.

The San Francisco-based specialty 

retailer reported that net sales for the 

second quarter ended Aug. 2 reached $3.7 

billion, which were flat compared to last 

year, though comparable sales, a better 

barometer of the business, rose 1 percent 

year-over-year. 

Operating income was essentially flat at 

$292 million from $293 million a year ago. 

Net income rose to $216 million, up from 

$206 million in the year-ago period.

Aside from Dickson, Shattuck and 

Gerson, others on the Gap Inc. board 

are: Brady Brewer, CEO of Starbucks 

International; Salaam Coleman Smith, 

former executive vice president of the 

Disney ABC Television Group; Lisa 

Donohue, former CEO of Publicis Spine; 

Robert Fisher, managing director of Pisces 

Inc. and former interim CEO of Gap Inc.; 

William Fisher, executive vice chairman, 

Pisces Inc., founder/CEO of Manzanita 

Capital Ltd.; Kathryn A. Hall, executive 

managing director of Pathstone, founder/

co-executive chair of Galvanize Climate 

Solutions; Amy Miles, former chair and 

CEO of Regal Entertainment Group; Chris 

O’Neill, CEO of GrowthLoop, and Tariq 

Shaukat, CEO of Sonar.

  The annual festival is  
being staged at the upscale 
Fashion Island shopping 
center in California.

BY DAVID MOIN

For the second year in a row, StyleWeekOC 

and Newport Beach Film Festival are joining 

forces “to ignite the conversation between 

film and fashion.”

The 14th edition of StyleWeekOC, 

happening Oct. 15 to 19, will celebrate film 

and fashion, encompassing fashion shows, 

beauty activations, red carpet moments 

and panel discussions at the Fashion Island 

shopping center in Newport Beach, Calif.

The event includes, a Neiman Marcus 

runway show benefiting CASA OC, an 

organization that helps abused children; 

an opening night gala with Newport 

Beach Film Festival spotlighting Fashion 

Island restaurants; a Bloomingdale’s 

beauty experience, and celebrity-driven 

conversations featuring “Emily in Paris” 

star and fashion maverick Ashley Park in 

partnership with Women’s Wear Daily, 

and an appearance by actor and author 

Penn Badgley to present his new book 

“Crushmore” alongside his “Podcrushed” 

podcast cohosts Sophie Ansari and Nava 

Kavelin. StyleWeekOC will also feature 

live fashion performances, an interactive 

masterclass with Creed at Neiman Marcus, 

shopping parties and fashion film screenings 

including the documentaries “Akris-Fashion 

With a Heritage,” and “Thom Browne: The 

Man Who Tailors Dreams.”

Participating brands include Cinq à Sept, 

Paige, Rag & Bone, L’Agence, Veronica 

Beard, On, Monica Vinader, Rails, Todd 

Snyder, Good American and Alice + Olivia.

As part of StyleWeekOC, the VEA 

Newport Beach resort and spa is offering 

an exclusive StyleWeekOCShop & Stay 

Package for Oct. 15 to 19, which includes 

a $100 Fashion Island gift card, two VIP 

tickets to a StyleWeekOC event, a welcome 

gift from Fashion Island and a consultation 

with Fashion Island’s personal shopper 

and stylist, based on availability. Guests 

also receive a $50 food and beverage credit 

at VEA, located across the street from 

Fashion Island. Packages are through Oct. 

12 with a one-night minimum stay.

Further details and reservations for 

StyleWeekOC are available at styleweekoc.

com. Fashion Island tenants include RH, 

L’Agence, Veronica Beard, Neiman Marcus 

and St. John.

The Newport Beach Film Festival, among 

the largest luxury lifestyle film festivals in 

the U.S., is a mix of films and cultural events. 

The festival is dedicated to showcasing 

contemporary screen culture, cinematic 

excellenced and storytellers. Sponsors 

include UCI Health, the Los Angeles Times, 

Visit Newport Beach, Fashion Island and the 

city of Newport Beach.
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VEJA

since its start 20 years ago,  

Veja has not been afraid to go against  

the grain. The shoe brand’s strategy  

has centered on slow and steady 

growth rather than rapid expansion, 

which has enabled it to better weather 

whatever storms the market throws at 

the fashion industry. On the sourcing 

front, the philosophy is all about supplier 

partnership, as Veja chooses to work 

directly with raw material producers  

and build relationships rather than rely 

on certifications. This chat with two  

of the brand’s executives will dive  

into how Veja thinks differently, what 

impact that has had on the company 

during challenging times and how it is 

thinking about responsibility throughout 

the full life cycle of its footwear.

click to see the full speaker list, and stay tuned as we announce more speakers!
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Veja Walks a Different Path
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