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The French house unveils a striking four-story Beverly Hills flagship on Rodeo Drive,  
featuring a lush garden, curated art installations, an exclusive VIP level and its first West Coast restaurant, 

Monsieur Dior by Dominique Crenn. For more on the store, see pages 4 to 6.
PHOTOGRAPH BY  JOEL BARHAMAND

Paul and Thom
Sir Paul Smith and Thom 

Browne held a conversation 

in New York about the need 

to support young designers 

and mentorship.  

Page 14

London Leaders
A busy three days of 

London Fashion Week saw 

the likes of Erdem, Simone 

Rocha, Richard Quinn and 

more take to the runways.  
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Into the Groove
Rimowa is continuing to 

expand its offering with 

the launch of leather 

handbags that feature its 

signature grooved designs. 
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  The Groove Collection  
comes in four styles, and in 
a range of seasonal colors as 
the German luggage-maker 
further expands into products 
for everyday mobility.

BY MILES SOCHA

Practically synonymous with grooved 

aluminum and polycarbonate, Rimowa 

has seen leather, first introduced via its 

Distinct luggage line in 2023, become a 

fast-growing category.

The material also represents an 

“additional creative playground for our 

brand,” according to chief executive 

officer Hugues Bonnet-Masimbert, 

revealing Rimowa’s launch of leather bags 

exclusively to WWD.

Debuting Monday in Rimowa stores 

worldwide and on its online store,  

the new Groove Collection sees the 

German suitcase specialist chart further 

inroads into products for everyday,  

urban mobility.

The Made in Italy Groove bags come 

as a shopping tote, a hobo bag and a top-

handle crossbody style in two sizes.

Each of the four designs “responds to 

different function and need, in order to 

meet people at varying points in their 

daily journeys,” Bonnet-Masimbert 

said, also trumpeting Rimowa’s dual 

commitments to “functionality and 

respect for our design philosophy.”

Horizontal and vertical grooves are the 

defining feature of the bags and “achieving 

the precise shapes and texture for the 

leather required significant refinement” — 

and long development times.

“The main challenge was staying true  

to the brand ethos while translating 

strength, function and rigidity into 

sensuality, beauty and suppleness — 

without compromising utility,” the 

executive stressed.

Several of the styles are designed so 

they can be secured to a Rimowa suitcase, 

while the “sliding hobo bag” boasts an 

adaptable strap, a thoughtful interior 

layout, and a detachable pouch.

All come in black, while certain 

crossbody styles come in silver, pink, 

burgundy and green. Each leather bag 

comes with a two-year guarantee.

The Groove collection arrives one 

year after Rimowa introduced The 

Original Bag, its first serious entry into 

the saturated handbag category, made 

of grooved aluminum like its popular 

luggage — and equally unisex in spirit and 

“timeless” in look. 

The Groove collection arrives one 

year after Rimowa introduced The 

Original Bag, its first serious entry into 

the saturated handbag category, made 

of grooved aluminum like its popular 

luggage — and equally unisex in spirit and 

“timeless” in look.

Asked about consumer reaction to 

The Original Bag, Bonnet-Masimbert 

said “we’ve received so much positive 

response from our clients that we have 

just introduced a new size… this month.”

The Rimowa Original Bag 16 is a smaller 

version of the Original Bag 19, the former 

preferred by women and the latter favored 

by men.

Bonnet-Masimbert allowed that the 

handbag market is competitive, “but we 

see that as an opportunity to reinforce 

what sets Rimowa apart.”

“Over recent years, we have been 

reimagining what mobility might look 

and feel like,” he said. “Travel is as much 

about the small moments in life as it is the 

big trips.”

The executive further characterized 

its move into leather bags as “a natural 

evolution” and a “response to our clients’ 

evolving needs.

“The design is a fresh take on our 

signature grooves, resulting in a pattern 

that feels creative yet familiar,” he said.

The Groove Collection will be 

supported by a “full-channel marketing 

and communication campaign, including 

media, events, talents, etc.,” Bonnet-

Masimbert noted.

Retail prices start at 950 euros for a 

small crossbody style and run up to 1,700 

euros for the shopping bag.

  Jean-Marc Bellaiche, who 
ran the French department 
store operator for five years, 
is joining Sani/Ikos Group as 
CEO Jan. 1.

BY MILES SOCHA

Jean-Marc Bellaiche, who wound up a 

five-year tenure as chief executive officer 

of Printemps earlier this month, is to 

become CEO of resort operator Sani/Ikos 

Group Jan. 1.

He becomes the latest in a growing 

wave of fashion industry veterans being 

tapped by luxury hospitality groups for 

their brand-building expertise.

Bellaiche revealed his latest career 

move via his LinkedIn account, 

trumpeting that Sani/Ikos has grown from 

1,500 rooms in 2015 to 3,500 today and is 

“on track to reach 5,600 rooms by 2029.”

To achieve that scale, he said he 

would “reinforce our leadership in the 

luxury all-inclusive resort market, while 

maintaining the unique ‘Sani Ikos magic’ 

— this exceptional service delivered with 

heart and consistency by passionate 

teams, driving record-high guest 

satisfaction… and remarkable loyalty.”

He clarified that he would take over 

from Andreas Andreadis and Mathieu 

Guillemin, currently co-CEOs of  

Sani/Ikos Group, which operates in 

Greece and Spain under the brand  

names Sani Resort and Ikos Resorts. 

Andreadis and Guillemin are to remain  

as co-managing partners.

At Printemps, Bellaiche spearheaded 

a broad rejuvenation that included a 

rebrand, a pivot toward local customers 

and a digital transformation of the 

retailer, which launched its e-commerce 

site in March 2020 as French went 

under lockdown due to the coronavirus 

pandemic. But his most visible legacy 

is the opening of the One Wall Street 

location of Printemps in New York, with 

its landmarked Art Deco Red Room.

His successor at Printemps has yet  

to be named.

A graduate of the Ecole Centrale de 

Paris and INSEAD, Bellaiche spent more 

than 20 years at Boston Consulting 

Group, and also worked at Tiffany & Co. 

and French start-up Contentsquare.

Among fashion industry figures who 

also moved to hospitality in recent 

years are former Gucci executive 

Michael Grieve, now chief brand officer 

at Dubai-based Jumeirah Group, and 

LVMH watches and jewelry PR director 

Stephanie Le Badezet, who now oversees 

Orient Express’ global communications 

strategy.

EXCLUSIVE

Feeling Groove-y: Rimowa 
Is Launching Leather Bags

BUSINESS

Printemps’ Former CEO Is Heading to Hospitality

The Groove crossbody 

bag is made of leather.

Jean-Marc Bellaiche 

The Groove sliding 

hobo bag.
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JEREMEY TAHARI
Chief Executive Officer & Creative 
Director | Managing Partner

ELIE TAHARI | TAHARI CAPITAL

jeremey tahari recently took  

the reins of the Tahari empire his father 

founded around half a century ago, 

overseeing everything from real estate 

assets to the billion-dollar Elie Tahari 

fashion conglomerate. In his role,  

he steers both the design and business 

sides of the company, providing 

strategic and creative direction.  

At the Fall Summit, he’ll sit down 

for a one-on-one chat to discuss his 

current concerns, how he balances the 

commercial and creative sides of his 

position and how he is continuing his 

family’s legacy in an evolving market.

click to see the full speaker list!

SPEAKER SPOTLIGHT

A Polymath Approach  
to a Changing Landscape

BUY 
TICKETS
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MENTAL IT IES

  Now 50, the soccer star is 
leaning into modernized 
heritage pieces for his fall 
Beckham x Boss drop.

BY JEAN E. PALMIERI

David Beckham has gotten a lot more 

subdued now that he’s hit the ripe old age 

of 50. And that shows in the second drop 

of his Beckham x Boss collection that hits 

stores Monday.

During an embargoed press event 

in May, where he answered a series of 

questions scripted by Boss beforehand, 

Beckham said that for years people have 

asked him when he was going to launch 

his own collection. “This partnership 

with Boss is something I was really 

looking forward to, because it gave me the 

opportunity to do exactly that,” he said.

Although Hugo Boss executives declined 

to provide details on the performance of 

the first drop, Beckham said the reaction 

was good. “I think people love the first 

collection, and hopefully they love this one 

and then the rest.”

He said he worked closely with Marco 

Falcioni, senior vice president of creative 

director at Hugo Boss, on both drops of the 

Beckham x Boss collection.

“We always come up with kind of 

interesting concepts and things that we 

feel that going to last for a long time,” said 

Beckham, who signed a global design deal 

with the German company last May. That 

includes suits with sharp shoulders and 

a defined torso paired with mid-waisted, 

tapered trousers and double-breasted 

jackets in gray checked wool flannel paired 

with cotton poplin or jersey shirts.

Less formal pieces include ribbed or 

cable knit shirts, zip-ups and cashmere 

rollnecks, cotton cargo pants and jeans. 

The outerwear assortment features raw 

black denim jackets with a cashmere-wool 

lining; a bonded parka; nylon or cashmere-

wool blended bombers, a suede shearling 

jacket, and a vintage-inspired trucker in 

dark brown nubuck leather with a cream 

shearling collar.

Footwear is also part of the mix with 

workwear-inspired boots, Chelsea boots and 

cold-weather sneakers along with neckwear, 

hats, bags and small leather goods.

Beckham said his favorite pieces from 

this collection include a double-breasted 

cashmere jacket in camel, a corduroy suit, 

the boots and sneakers. “And I love a good 

cashmere knit,” he said.

“We tried to keep a few things in there 

from the first collection, but obviously we 

also changed it up and brought in some 

new pieces as well,” he said.

Beckham said he finds it irritating when 

brands discontinue popular styles and 

is working for that not to happen with 

Beckham x Boss. “There’s nothing worse 

than finding a great pair of trousers or 

sneakers or boots, and then the next 

season, they’re gone and you never see 

them again,” he said. “I’m a creature of 

habit, so I go to the same restaurant, I go 

to the same places on vacation and I’m the 

same with clothing. If I find a great pair of 

sneakers, I’ll wear them forever, and that’s 

what we’re trying to create here.”

At the press event, Beckham said he’s 

especially fond of winter collections with 

their warm colors such as camel, chocolate 

brown and navy, in cozy fabrics.

“I love this time of year, the layering, 

accessories and clothes that are stylish 

yet comfortable. Right from the early 

stages of development I wanted to create 

a collection inspired by the feeling I get 

when I am at home in the countryside in 

the colder months.”

The former athlete also features in the 

campaign, which was originally meant 

to be photographed in the highlands of 

Scotland, but wound up being shot “in an 

old house in London” by Mert and Marcus 

and art-directed by Trey Laird, he said. 

The backdrop of the 18th-century mansion 

wound up being appropriate for the 

heritage-inspired collection.

Now that’s he’s turned 50, Beckham 

said his personal style has become “more 

classic.” But he still pushes the envelope 

occasionally, often influenced by his 

children. “[My son] Cruz loves oversize 

trousers with a smart double-breasted 

jacket, so I got that idea from him. I might be 

slightly older now, but luckily, I have three 

sons and a daughter to keep me young.”

  Understanding the balance 
between creativity and 
business acumen is essential 
for survival.

BY JEAN E. PALMIERI

NEW YORK — True mentorship can make 

the difference between success and failure 

in the fashion industry.

That was the takeaway from a 

conversation between Sir Paul Smith and 

Thom Browne, chairman of the Council of 

Fashion Designers of America, at the home 

of British Consul General Thursday night.

The designers, seated in front of a bank 

of windows with a jaw-dropping view of 

the East River and beyond, provided some 

insight into last month’s announcement of 

the inaugural Paul Smith’s Foundation x 

CFDA Designer-in-Residence. The 18-month 

mentorship program will include one 

American designer who will join six U.K.-

based designers at The Fashion Residency 

at Studio Smithfield beginning in January.

The American finalists are Colleen Allen, 

Menyelek Rose and Taylor Thompson, 

and the winning candidate will receive a 

complimentary 400-square-foot studio 

space for 12 months supported by Projekt. 

He or she will be provided with mentoring 

and business-planning training from 

industry professionals, have access to 

shared facilities including an event  

space, meeting rooms, a dye room and a 

reading room. 

Browne said the fledgling designers who 

are selected for the program are being 

offered “an amazing gift” that can help 

jump-start their careers.

Smith said when he was starting out 

in 1970, he had “all these unanswered 

questions — all these things I’d like 

someone to help me with. That’s why I 

started the foundation.”

As part of the program, the student 

designers receive 40 hours of training in 

legal, finance, production and wholesaling, 

content creation, styling, communications, 

social media and the other “mysterious 

things” that are essential to creating a 

successful brand.

As both designers said, being creative 

and having a point of view are important, 

but that has to be balanced by business 

acumen in order to be successful. And it 

doesn’t happen overnight.

Browne said for the first five years of his 

business, he was creating “unwearable, 

unsalable things,” and was on the verge of 

going out of business. “They laughed at me 

on the street, they didn’t understand what 

I was doing. They didn’t understand why 

they would buy something that didn’t look 

like it fit me.”

But eventually, the tide turned and he 

found success.

“If you love doing it more than anything 

else in the world, and you couldn’t think 

of doing anything else, then commit to it 

and do beautiful things. And hopefully it 

works,” Browne said.

Smith too had a rough first few years. 

“My business was so slow for so many 

years. We had a tiny little shop and we’re 

taking in hardly any money at all, but it 

was just great, I loved it,” Smith said. But 

things could have been different if he’d had 

a mentor. “Nobody taught me anything. 

That’s why I’m trying to help out.”

He learned early on that in order to 

survive, “you have to have a security 

blanket” — a way to pay the rent. Browne 

added: “If you want to stay in business, 

you have to figure out the other things.”

But while understanding the business 

end of the industry is paramount to 

survival, designers still need to take risks, 

they said.

“You have to be doing things that 

sometimes make you a little uncomfortable 

— scare you a little bit,” Browne said. “It’s 

very easy to do something that you know 

is going to sell, which is so boring. When 

you’re doing something that is unsettling to 

you, but you love it so much, and you know 

it’s going to start a conversation, I think 

that’s exactly what we should be doing.”

Smith agreed: “We need surprises, 

because the world is just so similar all the 

time and there’s a lot less joy than there 

used to be. We need some more joy.”

The Fashion Residency at Studio 

Smithfield was created in 2024 by the 

Mayor of London, Paul Smith’s Foundation 

and Projekt. It is supported by British GQ 

and enabled through support from the City 

of London Corp.

MEN'S

David Beckham on Getting 
More Classic as He Ages

FASHION

Paul Smith, Thom Browne on 
How to Succeed in Fashion

Thom Browne and Paul Smith

David Beckham 

in a piece from 

his Beckham x 

Boss fall 

collection. 
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  A one-day pop-up for the  
AE x Tru Kolors by Travis Kelce 
line will be installed at Blip 
Coffee Roasters in Kansas City.

BY JEAN E. PALMIERI 

American Eagle Outfitters has partnered 

with a number of collaborators over the 

years, but its newly launched deal with 

Travis Kelce was head and shoulders above 

the rest.

At the end of last month, the retailer 

revealed that it had brought the NFL player 

— and fiancé of Taylor Swift — on board 

as creative director of AE x Tru Kolors by 

Travis Kelce, a limited-edition partnership 

with his Tru Kolors lifestyle brand.

When the menswear collection hit, it 

drove three times more sales in a single 

day than past collaborations did in a week, 

and it attracted 15 times more web traffic 

than core AE men’s products, according to 

Craig Brommers, chief marketing officer of 

American Eagle. Hero products such as the 

barn jacket drew 14,000 visits and topped 

the men’s web traffic, and multiple items 

sold out online.

“After over one year of strategic 

planning, AE x TK by Travis Kelce did not 

just launch in late August but completely 

dominated,” he said, adding that every 

one of the top 25 most viewed men’s styles 

in the first week after the launch were from 

this collection.

It didn’t hurt that the timing of the AE x 

Tru Kolors by Travis Kelce announcement 

came one day after he announced his 

engagement to Swift after two years of 

dating. And while there may not be another 

blockbuster personal reveal this time, there 

will be a second drop of the collection.

“We are in the heart of the holiday 

season now, and we’ve expanded beyond 

the initial drop with new rugby styles, 

fresh Ts, flannels, outerwear, and some 

incredible statement sweaters,” Brommers 

said. “We have also introduced denim 

into this delivery, taking what American 

Eagle does best, premium denim, and 

combining it with signature style cues 

from Travis and his team, in order to make 

the style unmistakably his. The result 

is this perfectly relaxed trouser, a fresh 

silhouette from the brand, and the perfect 

combination of our denim expertise mixed 

with Travis’ aesthetic.”

The second collection will debut on 

Wednesday, and fans in Kansas City will 

be able to shop it at a one-day-only pop-up 

on Saturday. The installation will be at Blip 

Coffee Roasters where customers will find 

exclusive merchandise, limited-edition 

giveaways and a live DJ.

Kelce is tight end for the Kansas City 

Chiefs who will be playing the Baltimore 

Ravens the next day.

Brommers said Kansas City was “the 

obvious choice” for the pop-up. “It’s home 

for Travis, and the city is woven into 

everything he represents. We wanted to 

celebrate the launch of the collaboration 

in a way that feels personal and important 

to him, with the community that loves him 

so much. Blip Coffee Roasters is already a 

beloved local hot spot, so transforming it 

into our community hub for the day felt 

authentic and right. We are creating this 

immersive experience where fans can 

discover the collection while blending 

fashion and fandom to showcase what our 

two brands do best.”

This is not the first local activation 

American Eagle has done. In both Austin 

and Nashville, the company installed 

successful denim pop-ups to market its 

jeans. “We have learned that hyper-local, 

immersive activations allow us to create 

genuine connections with our consumers, 

giving us direct touchpoints with people 

that you cannot replicate online,” 

Brommers said. “As we move through fall 

and into the holiday season, and looking 

ahead to next year, you’ll see American 

Eagle continuing to show up authentically 

in the spaces our customers already love 

— whether that’s sports, entertainment or 

music. It’s all about meeting Gen Z where 

they naturally spend their time, creating 

moments that feel unexpected and 

genuinely fun. That’s how we stay relevant 

and build lasting relationships with our 

community.”

MEN'S

Travis Kelce’s Second Collection 
With American Eagle Set to Drop

  Since launching in 2019, 
menswear has become 20 
percent of the overall business 
for the California lifestyle brand.

BY JEAN E. PALMIERI 

Rails has opened its first men’s concept 

store in NoLIta.

The Los Angeles-based men’s and 

women’s lifestyle brand has taken a prime 

1,500-square-foot corner spot at 13 Prince 

Street to showcase its growing men’s 

collection.

“Opening our first dedicated men’s 

store is a defining moment for us,” said 

Jeff Abrams, founder and creative director 

of Rails. “The demand for our men’s 

collection has been incredible, and this 

new space will allow us to further connect 

with our customers while expanding on 

the effortless California-inspired lifestyle 

we’re known for.”

Since launching in 2019, sales of Rails’ 

menswear have doubled every year and 

now represent 20 percent of the total 

business. The plan is to increase that to 40 

percent in the future, Abrams said.

“Our women’s business is also 

continuing to grow, which is fine for us as 

customers are continuing to discover the 

brand,” he said. “What we’ve seen is the 

guy, oftentimes, was introduced by our 

women’s collection shopper who was very 

familiar with all the things we were doing, 

and I think she validated the introduction 

to him. But now we see that guy is coming 

back and buying on his own — and buying 

in multiples, finding his favorite fits. So 

I think this is really now at an inflection 

point where I think this business can really 

start to scale.”

Rails is best known for its reimagined 

essentials and its laid-back California 

aesthetic. The new NoLIta store, which 

was designed in partnership with Greg 

Dutton Studio, reflects that heritage 

with its neutral tones, found objects and 

wooden design elements. The assortment 

includes shirts, outerwear, an activewear 

capsule and exclusive in-store styles. 

Rails began life in 2006 after Abrams 

returned from a trip around Europe on 

the Eurorail and found himself inspired 

by other countries’ sophisticated styling. 

Although he had no fashion background, 

when he returned home to L.A., he made 

a hat and a hoodie and drove around 

the U.S. trying to launch his brand. The 

turning point came when he made a plaid 

button-down shirt in Tencel-rayon that 

was soft and felt like cashmere. That shirt 

became the core of the line, which is now 

carried in 1,200 stores in 30 countries.

Rails continues to be known for its 

shirts, but the brand also offers dresses, 

pants, shorts, outerwear, knitwear, denim 

and blazers. “We become known, even 

in women’s, for our shirting in really luxe 

fabrics that find the balance between 

elegance and comfort,” Abrams said. “That 

was really the core DNA of the brand. But 

we’ve introduced layering pieces, knitwear 

and outerwear, and our bottoms business 

has really started to take off.”

In men’s, bestsellers include the Callum, 

a cotton-linen blended pant with an elastic 

waist that retails for around $148, as well as 

the Julian, a stretch twill, for $158. Both are 

considered hybrids that can be worn with 

a blazer or a tee. “We’re trying to give the 

versatility and the comfort, and it seems 

like guys are liking the bottoms category 

from us,” he said.

Overall, Rails operates around 25 of its 

own stores globally and plans to open at 

least five new units each year going forward. 

With the exception of the Prince Street store, 

the others carry primarily womenswear. 

In addition to stores in the U.S., including 

a flagship on Broome and Greene streets in 

SoHo, Rails operates two units in London as 

well as stores in Paris, Amsterdam, Antwerp 

and Berlin. “And we’re looking for a store in 

Rome,” Abrams said.

About half of the company’s sales are 

direct-to-consumer, deriving from the 

stores as well as Rails’ e-commerce site. The 

remainder is wholesale. Abrams said when 

the brand was founded, it was exclusively 

wholesale, but the DTC component has 

been expanding in recent years. Even so, 

Abrams said he has no plans to abandon 

wholesale and will continue to work with 

department and specialty stores.

But expanding his own retail is also 

in the cards and Abrams hopes to add 

more men’s stores in key metropolitan 

areas around the U.S. including northern 

California, Seattle and other cities where 

the online shopper is based. “I think it’s 

important to give him an experience, 

even if it’s not a huge store, but a curated 

environment where he can experience 

more of the of the vision of the brand,” 

Abrams said.

MEN'S

Rails Opens First Men’s-only Store in NoLIta

Travis Kelce with his handpicked 

group of athletes and friends in 

looks from the second drop.

The new Rails 

men's store in 

New York.
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  The American designer 
announced that he is  
getting back into menswear 
during a "Fashion Icons"  
talk with Fern Mallis.

BY ROSEMARY FEITELBERG

After nearly 50 years in the fashion 

industry, Jeffrey Banks has plenty to unpack.

The American designer detailed some 

of the highlights of his career Thursday 

night during a “Fashion Icons” talk with his 

friend of many years Fern Mallis at 92NY. 

Borrowing Ralph Lauren’s personal tuxedo 

to wear to his senior prom, befriending 

Audrey Hepburn and sending her 25 

species of flowers in one bouquet, taking 

Barbra Streisand’s measurements as a 

teenager and making spareribs for the late 

fashion designer Perry Ellis were a few of 

the memorable experiences he highlighted.

The two-time Coty-winning designer 

recently released a memoir, “Storyteller: 

Tales From a Fashion Insider,” which 

traces his career and encounters with 

Pierre Cardin, Yves Saint Laurent and 

other luminaries. The book is Banks’ sixth.

By the 1990s, Banks, who was born 

in Washington, D.C., had a business 

worth more than $20 million. But the 

interview wasn’t solely a remember-when 

conversation. Banks announced that he will 

bring back his menswear collection next fall, 

starting out with knitwear and underwear.

He singled out Todd Snyder as his 

current favorite menswear designer, and 

his mentees Mark Cooper and Karen Suen-

Cooper. Asked about the challenges that 

he faced as a Black fashion designer, Banks 

said, “There wasn’t anything specific. In 

fact, the first interview that I did in DNR, 

I said, ‘The president of Saks Fifth Avenue 

doesn’t care if I’m Black, white, green, gay, 

straight, or otherwise. All he cares about 

is whether the clothes that I am selling are 

going to make money for his store.’”

Aside from wishing that he had carved 

out more time for his personal life, the 

New York-based creative has no regrets. 

Asked about his legacy, Banks hopes he’ll 

be remembered for having done everything 

with integrity whether it was a book or a 

design. “The greatest compliment is when 

somebody says, ‘I have a coat of yours that 

is 20 years old. I don’t fit in it. I can’t give it 

away, because I love it so much’.”

Here are some of the takeaways from 

Banks’ Q&A with Mallis:

First Naysayer
“That was my nursery school teacher 

Myrtle Thompson. She ran Fun and Frolic 

Nursery School. When I was 10 or 11, my 

parents went to the March on Washington. 

They and their friends were afraid to take 

their kids, because they were afraid there 

might be violence. She agreed to open up 

the nursery school to keep all of these kids 

safe while their parents were at the march. 

I was perusing Ladies’ Home Journal. I 

think they had a story about Yves Saint 

Laurent’s salon. I said, ‘That’s what I’m 

going to do.’ She said, ‘Whoever heard of 

a Black designer?’ I was thinking to myself, 

‘I’ll show you.’”

Meeting Ralph Lauren
“I would go to the library to read 

everything I could about Ralph Lauren. 

I also had a subscription to Daily News 

Record and Women’s Wear Daily in high 

school. I thought even then he would be as 

big as he is now. When I found out Ralph 

Lauren was coming down to Britches to do 

a charity fashion show, I told my parents, 

‘I’m not going to school. I’m going to meet 

Ralph Lauren.’ So, they wrote a note saying 

I was at the orthodontist all day. I got to 

the store early and [the owners asked if I 

had a driver’s license.] I was 16 and I had 

just gotten a driver’s license. They gave 

me the keys to the company’s station 

wagon to pick up Ralph from the airport. 

Of course, I was dressed head-to-toe in 

Ralph Lauren. Halfway to the airport, I got 

a flat tire. It was February. It was freezing 

out. Fortunately, there was a spare in the 

back of the station wagon and I flagged 

somebody down, who helped me to change 

the tire. But his plane was late too. I want 

you to know my clothes looked perfect.”

Connecting With Ralph Lauren
“Ralph asked me what I wanted to do 

when I grew up. I said, ‘I want to be a 

designer like you.’ We talked about Audrey 

Hepburn, Ginger Rogers and Fred Astaire. 

He said, ‘When you come to New York to 

look at colleges, I might have a job for you.’ 

A year later I came to New York with my 

mother to look at colleges and met with 

Ralph Lauren. Two weeks later he offered 

me a job as an assistant. I went to Pratt and 

I loved all of the liberal arts classes. But at 

that time, fashion was like home economics 

classes, so I switched to Parsons.”

Wearing a True Designer Tuxedo
“When I called Ralph to tell him which 

days I could work, he asked if I was going 

to my prom, and what I would wear. 

This was 1971 — “Saturday Night Fever,” 

powder blue tuxedos with ruffled shirts 

and platform-soled light blue patent 

leather shoes. And I wanted to look like 

Fred Astaire. Ralph said, ‘What size are 

you?’ I said 37 regular. He said, ‘So am I.’ 

He’s not. He’s 37 short. He said, ‘What size 

shirt are you?’ I said, ‘Fourteen and a half, 

33.’ He said, ‘So am I.’ He was 14 1/2, 32.” 

He said, ‘What size shoe are you?’ I said, 

‘Seven and half.’ He is too. He said, ‘I’ll 

send you my tuxedo.’ And he did. In those 

days , there was no FedEx. If you wanted 

to get something overnight, you went to 

Greyhound or Trailways. They put things 

in the undercarriage of the bus. He had 

someone pack up his tuxedo, shoes, bow 

tie and shirt. I got to wear his personal 

tuxedo to my high school prom.”

Switching Camps to Calvin Klein
“I stopped working at Ralph because I 

was falling asleep at work and I was falling 

asleep at school. I wanted to finish school. 

Neither of my parents graduated from 

college. I made the very hard decision 

to stop working. Calvin invited me to 

lunch and showed me his first sportswear 

collection. He holds up this A-line tweed 

skirt and says, ‘This is my Harris tweed 

skirt.’ I went, ‘That’s not Harris tweed. 

That’s not even 100 percent wool. Is that 

wool and acrylic?’ He said, ‘Yeah.’ I said, 

‘Calvin, Harris tweed is 28, 29 inches wide. 

It’s handwoven in the outer islands of 

Scotland. That’s not Harris tweed,” That 

sealed the deal. He doubled what he was 

going to pay me.”

Unsolicited Branding
“My first day at work I wanted to give Calvin 

a present for hiring me. My friend made 

T-shirts in SoHo, when SoHo was the Wild 

West. I took Calvin Klein’s press kit with 

the logo on it. I knew his favorite color was 

chocolate brown. I took a few brown T-shirts 

and white T-shirts to have ‘Calvin Klein’ 

printed on the bicep of the T-shirt. I put 

them in box and gave them to him. He said, 

‘Oh Jeff, this is really nice but I would never 

wear my name.’ A couple of days later Barry 

Schwartz saw the T-shirts and asked Calvin 

if they were in the line. Calvin said, ‘No, no, 

no, it was a gift but I would never wear it.’ 

Then I did something that probably could 

have gotten me fired. The night before one 

of the fashion shows I took one of each color 

of the shirts we were selling and had my 

friend silkscreen them with ‘Calvin Klein.’ 

I gave them to the salesgirls, who were 

seating all of the guests. The next day the 

buyers said they wanted the T-shirts with 

the Calvin Klein [logo] on it.”  

Calvin Klein’s Advice to Banks
“He said, ‘You’d be a fool not to do this. 

If it doesn’t work out, you can always 

come back.’ That was the impetus for 

starting my own studio. I created clothes 

for Alexandre Furs, Merona Sport, 

Bloomingdale’s, Johnnie Walker Scotch, 

and Neema. Around that time Ultrasuede 

came out. Halston had the exclusive for 

ready-to-wear. Bill Blass had the exclusive 

for womenswear. And Jeffrey Banks had 

the exclusive for menswear. They couldn’t 

manufacture the fabric fast enough. 

One Friday afternoon, there was Ronald 

Reagan wearing Jeffrey Banks to board a 

helicopter. Then the following week he was 

in an Ultrasuede peacoat. And then he was 

in a battle jacket. We took photos of him 

wearing this stuff to use for ads.”

Scouting Mindy Grossman in  
Her 20s
“She was brilliant. She fielded phone calls. 

She was calm under pressure. I gave her 

my card and said, ‘If you ever want to get 

into sales, I will create a position for you.’ 

She became vice president of my company. 

Then she became vice president of Merona 

and eventually she went to Nike, and 

became head of Nike women’s. She started 

Polo Jeans. Then she went to HSN. When 

she was CEO, I had just come out with my 

book about tartan. She asked if I had ever 

thought about doing a line of home stuff…

that started a 14-year run at HSN…Now I’m 

back on with home.”

Advice for Young Designers
“Learn about the business of fashion. If 

I could do it all over again, I would have 

taken business courses, because fashion is 

a business.”

MEN'S

Jeffrey Banks Dishes 
About Ralph Lauren, 
Audrey Hepburn and More

Jeffrey Banks 

speaks during a 

"Fashion Icons" 

talk with Fern 

Mallis at 92NY on 

Thursday.
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Fashion Scoops

Much Ado 

About Blue
Legend has it that about 

a century ago, French 

couturier Jeanne Lanvin 

was so transfixed by the 

heavenly blues in Fra 

Angelico’s frescoes in 

Florence that she gazed at 

them until her neck ached.

At which point she 

made blue a signature 

color, applying it to 

dresses, accessories, 

perfume bottles and her 

gobsmacking bedroom, 

a permanent attraction 

at the Musée des Arts 

Décoratifs in Paris, which is 

celebrating the centenary 

of Art Deco this year, 

incidentally.

According to Lanvin, 

its founder developed 23 

shades of blue at her dye 

factory in Nanterre, one of 

which was applied to the 

curtains and seats at the 

Daunou theater in Paris, 

one of many decoration 

projects done in concert 

with Armand-Albert Rateau.

Now the house 

has settled on a new 

proprietary color, dubbed 

Lanvin Blue. It debuts 

Monday on revamped 

carrier bags and boxes, and 

it will feature in creative 

director Peter Copping’s 

sophomore collection for 

the house, scheduled to 

hit the runway on Sept. 30 

during Paris Fashion Week. 

(He already incorporated 

Lanvin Blue for the lining 

and trims of certain fall 

2025 accessories.)

Why the new blue?

“These are essential 

ingredients in the actual 

client experience, where 

we place a great deal of 

attention,” according to 

Siddhartha Shukla, deputy 

general manager of Lanvin. 

“We have been careful and 

deliberate in reimagining 

and redefining every 

gesture that signals a new 

direction for Lanvin.”

The fashion house 

had invited M/M Paris to 

redesign its logo in 2022, 

and the new color is the 

creative agency’s latest 

tweak.

In developing proprietary 

colors and in-house 

embroideries, the late 

founder set a template that 

Shukla is exalting.

“We are simply reviving 

this narrative, centered 

around Lanvin Blue which 

so visibly characterized 

her work across domains, 

from fashion to interiors,” 

he said, insisting that “color 

at Lanvin is not a gimmick 

or opportunistic marketing 

tactic — it is fundamental 

to the house ethic and our 

artistic expression.”

Meanwhile, Copping 

said blue’s “tranquility and 

serenity hold a special 

resonance for me. At 

Lanvin, a house where blue 

is woven into its very DNA, I 

am thrilled to embrace this 

color and weave it into my 

collections.”

For spring 2026, this 

color “steps into the 

spotlight, infusing both 

the silhouettes and also 

the show space with its 

presence.” — MILES SOCHA

Marie and 

Manolo
It was Manolo Blahnik’s night 

on Thursday, with a private 

view of the new Victoria and 

Albert Museum show, “Marie 

Antoinette Style,” and a 

lavish, 18th-century-inspired 

dinner celebrating the 

designer’s lifelong affection 

for the troubled French 

queen. His company is also 

the sole sponsor of the 

show, which opens Saturday 

and is set to tour America 

after it wraps up in London 

in March.

Blahnik’s designs 

— old and new — were 

everywhere.

Shoes and booties from 

his new Marie Antoinette 

capsule collection peeked 

from little green trees 

and bushes set up in the 

museum’s big marble 

hallway. The hand-tufted 

shoes he created for Sofia 

Coppola’s 2006 Marie 

Antoinette film were also 

on display, alongside the 

queen’s own silk slippers, 

jewels from her private 

collection and intimate 

items from her toilette case.

So which shoes did 

Blahnik choose to wear on 

the big night? “The comfy 

ones,” said the dapper 

designer, referring to the 

colorful, silk patchwork 

slip-ons that he paired with 

a dark suit, bow tie and 

signature round glasses.

Blahnik said he liked the 

queen’s personal effects 

in particular, and oohed 

and ahhed over her Sèvres 

porcelain tableware from 

the Petit Trianon. “Look — 

there’s not a scratch or a 

mark on them,” he said.

Charming isn’t the ideal 

word to describe this 

show, given the guillotine 

blade from 1793 that’s 

on display alongside the 

wrinkled white cotton 

chemise the queen donned 

for her execution. Instead, 

it’s intimate, bittersweet 

and shows why Marie 

Antoinette, despite being 

so physically small, looms 

large in history and popular 

culture.

“Look at the size of 

her waist in that corset,” 

marveled Richard E. Grant, 

pointing to the doll-like 

mannequin in one of the 

rooms. He was wandering 

through the exhibition 

with fellow guests Sandy 

Powell, Jasper Conran, 

Yasmin Le Bon, Tali Lennox 

and Fran Lebowitz, who’s in 

the midst of a whistle stop 

tour of Europe, talking to 

audiences about society, 

politics and U.S. President 

Donald Trump.

There are also mile-

wide court dresses; a 

step-by-step look at the 

queen’s daily toilette, and a 

replica of the jewels from 

the Affair of the Diamond 

Necklace, which saw Marie 

Antoinette’s reputation 

damaged by false criminal 

accusations.

“It’s swell. But I don’t think 

it will catch on,” Lebowitz 

said of all the corseted 

styles, bling-y jewels and 

pouf-y hair on display.

Lebowitz was wrong. 

The queen’s style did catch 

on. One of the rooms is a 

fashion explosion — a look 

at how 20th- and 21st-

century designers have 

drawn inspiration from 

Marie Antoinette and her 

style. There are dresses 

from designers including 

Karl Lagerfeld, John 

Galliano for Dior, Erdem 

Moralioglu and Jeremy 

Scott for Moschino.

Chief executive officer 

Kristina Blahnik, who’s 

been growing the business 

and working hard to 

preserve her uncle’s 

legacy, had pushed for sole 

sponsorship of the show.

“Marie Antoinette has 

long been entwined with 

our family’s imagination,” 

she told guests who were 

seated at a long dinner 

table that was laden with 

figs, grapes, Austrian 

artisan bread, sugared 

almonds and edible swan 

sculptures made from 

meringue, chantilly cream 

and berries.

“When we first heard that 

the V&A was mounting a 

Marie Antoinette exhibition, 

I made it my life’s mission 

to ensure that it would be 

my uncle’s name — only — 

next to Marie Antoinette’s,” 

said Blahnik who, like the 

queen herself, stands by 

her family.

— SAMANTHA CONTI

Star Power
Stephen Jones unleashed 

a wave of color for spring 

2026, with a collection 

inspired by the changing 

sky from dawn until after 

dusk.

Called “A Rainbow in 

Curved Air” after the 

trippy 1969 album from the 

composer Terry Riley, it 

featured a peach hat with a 

visor, “that casts a golden 

shadow,” and another with 

a tuft of pink feathers and 

a silk satin eye mask, with 

Muppet-like embroidered 

eyelids. Jones worked 

midday shades of orange 

and red into striped or 

embellished sun hats, and 

also set out to create “the 

ultimate blue hat.”

The result was a 

conceptual style shaped 

like “the outline of a bicorn,” 

done in marine blue with 

a feathery flourish at the 

top. For evening, Jones 

looked to Umm Kulthum, the 

late Egyptian singer and 

film actress who adored 

scarves, for inspiration.

He created a delicate 

tiara with a crescent 

moon and draped it with 

sheer scarves dotted with 

diamanté stars shaped into 

every zodiac formation.

“I wanted to show that 

fashion can be something 

jolly, entertaining — and 

inspirational,” said 

the designer during 

a walk-through of the 

new collection at his 

Covent Garden shop and 

showroom.

The sun never sets on 

Jones, who is also one of 

the stars of “Blitz: The Club 

That Shaped the 80s,” an 

exhibition that opened over 

the weekend at London’s 

Design Museum. The show 

looks at the creativity that 

flowed from the club, and its 

impact on popular culture, 

from fashion and music, to 

film, art and design.

The scene launched the 

careers of myriad “Blitz 

kids” — musicians including 

Spandau Ballet, Boy George 

and Marilyn, as well as 

“Game of Thrones” costume 

designer Michele Clapton, 

plus Jones.

The milliner said that, 

for him, the exhibition has 

been a “surreal experience,” 

adding that he can’t believe 

the club has become part 

of London history. He’ll be 

back at the museum on 

Nov. 4, in conversation with 

Charles Jeffrey Loverboy, 

to talk about the colorful 

old days. — S.C. ►

Lanvin’s carrier bag 

in its new signature 

shade of blue. 

Kristina Blahnik 

and Manolo Blahnik 

A conceptual 

bicorn hat from 

Stephen Jones 

Millinery spring 

2026 collection.
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Arnault 
Speaks 
Out
As France is rocked by 

government instability and 

demonstrations, Bernard 

Arnault has spoken out 

against suggestions that 

the country’s wealthiest 

should pay more taxes.

The head of luxury goods 

behemoth LVMH Moët 

Hennessy Louis Vuitton, 

who is among the world’s 

richest people, was vocal 

about a proposed 2 percent 

tax on wealth above 100 

million euros, known as the 

Zucman tax. It is named 

after the economist 

Gabriel Zucman, who 

masterminded the plan.

In an article in The 

Sunday Times Arnault 

called the suggested tax 

“an offense that is deadly to 

our economy.”

“This is clearly not a 

technical or economic 

debate, but rather a clearly 

stated desire to destroy the 

French economy,” he said in 

the article.

In a statement to The 

Sunday Times, Arnault 

said Zucman is “first and 

foremost a far-left activist…

who puts at the service 

of his ideology (which 

aims to destroy the liberal 

economy, the only one 

that works for the good 

of all) a pseudo-academic 

competence that is itself 

widely debated.”

This is one of a long line 

of comments from Arnault 

about high taxation in 

France.

Most recently, during the 

annual results presentation 

in January, the executive 

lamented: “Unfortunately, in 

France, we have a tendency 

to tax companies that are 

good citizens,” adding this 

would push companies 

to move their factories 

overseas and penalize the 

French workers.

“We did propose other 

solutions, but there’s so 

much bureaucracy,” Arnault 

said.

— JENNIFER WEIL

Derrick’s 
Take On 
James
Newgen menswear 

designer Luke Derrick is 

creating a new wave of 

suiting, so it’s only natural 

that he would teamed with 

Richard James, once a 

Savile Row maverick, on a 

capsule collection.  

The pieces fuse Richard 

James’ penchant for sleek 

suits and bold, unabashed 

print and color with 

Derrick’s own subversive 

take on tailoring. The 

collection includes suiting 

and accessories, such as 

a silky scarf and hat, with 

a punchy, graphic pattern 

dreamt up by Derrick.

“I had never designed a 

print before, and I always like 

to find a new way of doing 

something for a project,” he 

said.

The designer said his 

print inspired by archival 

photos of Dustin Hoffman 

and Robert De Niro wearing 

camouflage-pattern 

Richard James suits. He 

also looked at a moment 

from the early 2000s, when 

Richard James put bespoke 

suits, destroyed by paint, in 

its windows.

After making a series of 

“bad” prints, Derrick said he 

eventually landed on one 

that worked. “I did a single 

paint brush stroke, scanned 

and zoomed into it. Each 

paint fleck was layered until 

the print became its own 

camou.”

Derrick and Richard 

James go back a few years. 

The tailor sponsored the 

designer’s Central Saint 

Martins BA graduate 

collection in 2019.

“Richard James was this 

real tailoring upstart in the 

late 1980s,” Derrick said. 

“And he was the cool tailor 

on Savile Row until the early 

2000s. It just commanded 

a sense of British 

eccentricity with graphic 

prints — really punchy.”

Those adjectives could 

describe the designer’s 

namesake brand. Derrick 

has presented collections 

at London Fashion Week 

inspired by various tribes 

including the posturing 

cool boys of Shoreditch, 

tweedy Savile Row types 

and immigrants who have 

breathed new life into 

London’s fashion scene.

— VIOLET GOLDSTONE

Magic 
Touch
Jerry Hall has one leg in 

Hollywood and the other in 

the spiritual world.

In Completedworks’ 

spring 2026 presentation, 

the Texan actor and model 

took the stage as Miss 

Edie Grey, a television 

clairvoyant and mystic 

extraordinaire that can 

trace the history of objects 

with her magical touch.

She told the audience 

that she was an “Aries 

moon, birthstone ruby and 

life path number three.”

To get into character, 

she watched psychic films. 

“I took a little bit from this 

one and that one. I thought 

the Southern accent was 

so great the way Cate 

Blanchett does it in ‘The 

Gift’ and I quite liked the 

way Anthony Hopkins was 

so fast in ‘Solace,’” Hall said 

in an interview.

She admitted that she 

sporadically reads her 

horoscope. “[I only follow it] 

if it’s good,” she said jokingly.

Hall’s clairvoyant was 

not your typical fortune 

teller. She didn’t wear a 

turban or any trinkets, 

instead she was in a 

velvet cornflower blue 

Temperley suit with a 

tangled ruby necklace from 

Completedworks. She also 

had a helping hand from 

her on-screen assistant, 

the author Raven Smith.

The designer Anna 

Jewsbury found her muses 

in nature.

“After a very windy 

trip, I liked the idea of 

imagining pieces carved 

by elemental forces — the 

passion and vehemence 

of a gust rushing across 

an archipelago — the trees 

shaped and permanently 

bent by the wind,” she said.

The jewelry, vases  

and handbags were 

 frozen in time, with odd 

shapes here and there  

as if the wind had slapped 

them into existence. A 

metal rod struck out of 

a leather handbag; the 

earrings and necklaces 

were masculine in 

construction and the 

homeware curved. 

“On stage we had  

these more bold pieces,  

but the collection is a  

real mix of romantic, 

feminism. What we do  

is a mix of minimalism  

and romanticism,” 

Jewsbury said.

— HIKMAT MOHAMMED

Somebody 
Loved 
Them
The international charity 

Oxfam teamed with 

Vinted, the secondhand 

e-commerce site, to 

stage a show of pre-loved 

clothing during London 

Fashion Week. Styled by 

Bay Garnett, it featured 

models including musician 

Sam Ryder; presenter 

and activist Katie Piper; 

campaigner Munroe 

Bergdorf, and costume 

designer Sandy Powell.

“This show proves that 

choosing pre-loved isn’t just 

the future, it’s the ‘now’ and 

it’s making a real difference,” 

Garnett said. “Wearing 

secondhand clothes is a 

badge of honor that we 

should all be proud to wear.”

Piper said that as a 

mother, she wanted to set 

“a positive example for my 

children, and others, about 

the power of shopping 

sustainably. By embracing 

secondhand style, we can 

all make a real difference, 

and prove that caring for the 

environment can be both 

meaningful and stylish.”

The event was the 

focal point of Oxfam’s 

Secondhand September 

campaign, which is 

now in its seventh year. 

This season’s theme is 

“Dress for the World You 

Want,” and the campaign 

aims to underscore the 

environmental cost of 

fashion while celebrating the 

creativity and individuality 

that come with wearing 

secondhand clothing.

The runway showcased 

reinterpreted looks from 

across the decades, 

ranging from zoot suits to 

1970s flower power. Every 

outfit on the catwalk is 

available for purchase 

on Oxfam’s online shop 

on Vinted throughout 

September.

Garnett has long 

supported Oxfam’s 

involvement with the 

fashion world. She was 

behind the charity’s 

clothing and accessories 

pop-ups at Selfridges, 

which were located on 

the second floor of the 

London store, alongside the 

European luxury brands.

After the opening of the 

first pop-up in 2020 Garnett 

said it was the right place 

for those secondhand 

gems to be. “These clothes 

have all the elements of 

those from the big luxury 

brands — but at Oxfam 

prices,” she said.

—  HANNA McNEILA ■

Bernard Arnault

The capsule 

features suiting 

and accessories.

Jerry Hall for 

Completedworks 

spring 2026.

Musician Sam 

Ryder modeled for 

the show. 


