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Fashion. Beauty. Business. 

Siddhartha Shukla is the 
French house's new deputy 
general manager.

BY MILES SOCHA

Lanvin has recruited a seasoned 

American executive with considerable 

merchandising muscle to ignite its  

global growth.

Siddhartha Shukla, most recently chief 

brand officer of Theory, is to join the 

French fashion house as deputy general 

manager effective today.

Joann Cheng, chairwoman of Lanvin 

and Lanvin Group, confirmed the 

appointment exclusively to WWD, 

hailing Shukla as a "change maker" with 

"in-depth experience" across the luxury 

and contemporary segments including 

marketing initiatives, product innovation 

and business transformation.

"We really have confidence he will lead 

the teams to further develop the brand," 

she said in an interview over Zoom from 

her office in Shanghai.

Shukla, 43, had an eight-year career 

at Theory, rising from chief marketing 

officer to chief merchandising officer and 
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Proenza Schouler’s  
Jack McCollough and Lazaro 

Hernandez brought versatility to 
their playful pre-fall collection 

with athleticwear-inspired 
stretch tailoring,  

ostrich-feather-trimmed 
bike shorts and adaptable 

dresses like this one in 
white crepe with buttons 

that can be fastened 
and unfastened on a 

whim. For more,  
see page 6.  
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Remembering 
Virgil
Louis Vuitton devoted all of 

its store windows worldwide 

to the late designer.
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Expanding  
Line
La Ligne is opening a store 

in Palm Beach in its ongoing 

retail expansion. 
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Chanel  
Responds
The fashion house responded 

to criticism on TikTok of its 

$825 advent calendar. 
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Shareholder activists 
want retailers to split their 
e-commerce and legacy  
store chains into  
separate companies.

BY DAVID MOIN

Shares of Kohl's Corp. jumped 5.4 

percent on Monday after an activist 

investor urged the retailer to separate its 

e-commerce business from its legacy retail 

business or sell the company.

Engine Capital LP, which owns about 1 

percent of Kohl's stock, sent a letter to the 

Kohl's board, contending that a stand-

alone e-commerce business could be 

"conservatively" valued at $12.4 billion or 

more, compared to the current market cap 

of about $6.7 billion.

As an alternative to separating the dot-

com and stores businesses, Engine Capital 

urged Kohl's to consider a "market test" to 

BUSINESS

Activist
Shareholder
Calls for Kohl's
Restructuring

CONTINUED ON PAGE 11

Collections
The

New York



2  DECEMBER 7, 2021

An additional private 
investment in a public  
equity facility of up to $125 
million has been agreed on  
“to accommodate most  
of the demand.”

BY LUISA ZARGANI

MILAN — The Ermenegildo Zegna Group’s 

first day of trading is set some time later 

this month, but the initial public offering 

has already been drawing attention — and 

funds — from investors.

On Monday, the Italian men’s wear 

group and Investindustrial Acquisition 

Corp., a special purpose acquisition 

corporation sponsored by investment 

subsidiaries of Investindustrial VII L.P., 

said in a statement they have agreed 

“with certain large institutional and 

other investors” on an additional private 

investment in a public equity facility of up 

to $125 million “to accommodate most of 

the demand.”

This step was agreed upon following 

“private inquiries from several investors” 

that have expressed interest in the 

business combination between IIAC and 

Zegna. For privacy reasons, the names of 

the investors were not divulged.

IIAC has raised total gross proceeds of 

$402.5 million in its IPO. The new PIPE 

facility is in addition to the $250 million 

PIPE facility and the 184.5 million euros 

(subject to adjustment) forward purchase 

arrangement with an affiliate of IIAC 

revealed last July.

To avoid diluting the existing pool 

of shares and reduce their value, 

investments in the new PIPE facility 

would be limited to the amount of 

redemptions by public IIAC shareholders. 

“If redemptions exceed a specified 

threshold, subscribers under the new 

PIPE facility will acquire shares of Zegna 

at closing, in varying amounts pro-rated 

to each investor’s maximum commitment 

depending on the level of redemptions,” 

explained the statement.

As reported, the extraordinary general 

meeting of IIAC has been set for Dec. 15 

to approve the business combination. Its 

closing, the listing of Zegna and the first 

day of trading on the New York Stock 

Exchange under the ticker symbol “ZGN” 

are expected by the end of the year, 

following the IIAC’s shareholders’ meeting.

The IPO is expected to allow Zegna  

to further expand globally and continue 

to build its manufacturing pipeline 

through acquisitions.

The Zegna family will continue to 

control the company with a stake of 

about 62 percent. Investindustrial will 

have an 11 percent stake and 27 percent 

would be free floating. Based on the 

transaction value, the merged entity will 

have an anticipated initial enterprise 

value of $3.2 billion.

Upon the announcement of the deal in 

July, the transaction was said to deliver 

about $880 million of gross proceeds, 

consisting of IIAC’s $403 million cash 

held in trust, a fully committed $250 

million private investment in public 

equity, upsized by $50 million in light 

of strong investor demand, and about 

$225 million in a purchase agreement 

with Strategic Holding Group Sàrl, an 

independently managed investment 

subsidiary of Investindustrial VII LP and 

subject to a lockup of up to three years.

Andrea C. Bonomi, founder of 

Investindustrial and chairman of the 

Industrial Advisory Board, said in July that 

the private investment in public equity 

had been oversubscribed very quickly.

Ahead of the listing, the men’s wear 

giant has kicked off a major rebranding 

project, which will result in the label 

being known simply as Zegna.

Last week, asked what he expects  

from the IPO, chief executive officer Gildo 

Zegna said the family company is “a true 

industrial reality, with factories and an 

integrated supply chain. Our objective is to 

continue to strengthen our industrial roots 

and at the same time remain laser-like 

focused on building our brand equity.”

BUSINESS

Ermenegildo Zegna 
Group IPO Attracting 
More Investors
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The new logo at the 
Zegna boutique in 
Boston that opened 
in November.

The windows coincided  
with funeral services in 
Chicago on Monday.

BY MILES SOCHA

No Christmas windows yet for Louis 

Vuitton, still mourning the loss of Virgil 

Abloh, its artistic director of men’s 

collections, who died of cancer on Nov. 

28 at age 41.

The French luxury brand has 

dedicated the windows of boutiques 

around the world in a poetic 

remembrance, displaying large panels of 

smudged, vibrant color and the poignant 

tagline “Virgil was here.”

Vuitton began installing the displays 

on Dec. 3 and most were in place by 

Monday, when a private funeral took 

place in Chicago, Abloh’s hometown. 

Michael Burke, Vuitton’s chairman and 

chief executive officer, was among those 

in attendance.

Boutiques in New York, Seoul, Tokyo, 

Osaka, London, Moscow, Taipei, Los 

Angeles, Chicago, Singapore, Istanbul, 

Sydney, Bangkok, Milan and Madrid are 

among those decorated with versions of 

“Virgil’s Sky” in a range of warm, rich 

colors, reprising a backdrop employed 

for windows for his debut “Wizard of 

Oz”-inspired Vuitton collection in 2019.

The “Virgil was here” windows 

reprise the phrase writ large in the sky 

via a drone display at the conclusion 

of Vuitton’s spin-off show for its men’s 

spring 2022 collection, which ended up 

being a tribute to the late designer.

About 1,500 people attended the Nov. 

30 event at the Miami Marine Stadium, 

including Kanye West, Kim Kardashian 

West, Rihanna, A$AP Rocky, Bella Hadid, 

Pharrell Williams, Tahar Rahim, Venus 

Williams, Joe Jonas, Ricky Martin, Jeremy 

Pope, 21 Savage, Joan Smalls, Jesse 

Williams and the entire family of luxury 

titan Bernard Arnault, chairman and CEO 

of LVMH Moët Hennessy Louis Vuitton.

Abloh had created 10 looks for the 

Miami show, done to celebrate the opening 

of Vuitton’s second men’s only store in the 

world, in the Miami Design District.

The windows also feature a selection 

of inspiration quotes from the 

American designer, including “Let your 

imagination run riot,” “Everything I do 

is for the 17-year-old version of myself,” 

and “I’m a dreamer. I think about how 

long my ideas can impact or bring a 

different voice to the rest of the world.”

Another reads, almost presciently: “Life 

is so short, you can’t waste even a day 

subscribing to what someone thinks you 

can do versus knowing what you can do.”

Alboh died in a Houston hospital 

after secretly battling a rare, aggressive 

form of cancer known as cardiac 

angiosarcoma, sending the fashion world 

into shock and grief.

Born in Rockford, Ill., of Ghanaian 

parents, Abloh was an artist, architect, 

engineer, creative director and 

designer. After earning a degree in 

civil engineering from the University 

of Wisconsin-Madison, he completed a 

master’s degree in architecture at the 

Illinois Institute of Technology.

He launched his Off-White brand in 

2013, and its thick diagonal stripes quickly 

become a byword for insider cool.

In 2018, he fulfilled a dream by taking 

the men’s wear helm of Vuitton, the 

world’s largest luxury brand. He also 

collaborated with an array of famous 

brands, including Nike, Mercedes-Benz 

and Ikea.

FASHION

Louis Vuitton Dedicates Windows 
Worldwide to the Late Virgil Abloh

Louis Vuitton at the Via 
Montenapoleone location.
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Held on Dec. 3 and 4 in 
Moscow, the sixth installment 
of Prada Mode featured life-
size artworks from British art 
sensation Damien Hirst.

BY MARTINO CARRERA 

Prada Mode has finally touched down  

in Moscow.

The sixth installment of the roving 

members club, introduced by the luxury 

fashion house in 2018, was held in the 

Russian capital on Dec. 3 and 4, after being 

postponed once due to a surge in COVID-19 

cases in the country.

It marked an artistic moment to 

remember as art sensation — and a 

longtime friend of Miuccia Prada’s — 

Damien Hirst was conscripted to mount 

a new iteration of “Pharmacy,” one of his 

seminal artworks first shown in 1992 at the 

Cohen Gallery in New York, for the event.

The installation was last exhibited in 

1998 as part of the “Pharmacy” restaurants 

set up in London’s Notting Hill — for which 

Prada provided staff uniforms — and at the 

Newport Street Gallery.

Nodding to the original work of art, 

Hirst took over the four-story Levenson 

Mansion, a prerevolutionary stately 

building located in Moscow’s Patriarch 

Ponds area, with floor-to-ceiling medicine 

cabinets re-creating a functional pharmacy 

filled with furniture, molecule scale 

models, light boxes, butterfly paintings 

and wallpaper bearing catalogues of 

prescription medicines.

Prada Mode is a social club created to 

provide members with art programming, 

late-night music performances and  

dining experiences.

In Moscow, amid pharmacy-themed 

artistic paraphernalia, the luxury house 

installed a bar and restaurant.

“If you do anything well it can be 

considered art, Prada Mode knows this, 

and that’s why they create this cultural 

innovation and it’s an art installation to 

inspire and amaze, it blurs the boundaries 

between art and fashion and it’s a great 

place to hang out,” Hirst told WWD.

To his own surprise, the “Pharmacy” 

installation turned into a great social 

gathering space. “I just love the 

unexpected nature of things. Who would 

have thought that a pharmacy can be a 

great place to hang out and socialize and 

dance and eat? It’s as relevant now as it’s 

ever been,” said the artist, known for his 

provocative knack and art lexicon infused 

with social commentary.

“Of course, the meaning has changed 

to be more relevant today. We now have a 

much keener sense of what doctors, nurses, 

front-line workers and medicine can do for 

us as today, it’s become such a big part of 

our lives now and gives a sense of our own 

mortality, but I hope that the pharmacy in 

Moscow will offer us hope in these crazy 

and difficult times,” Hirst explained.

After the members-only club wrapped 

up, Hirst’s Pharmacy installation was 

opened to the public, running until Dec. 11.

Across the two-day event the Prada club 

offered panel discussions on various topics 

ranging from the reuse of past imagery 

and aesthetic codes under a contemporary 

lens to the phenomenon of art on 

paper and the evolution of the Russian 

urban landscape in the wake of modern 

challenges and sustainability.

Prada enlisted local cultural, art and 

social experts or scholars to lead the 

three conversations, including Ekaterina 

Inozemtseva, chief curator of the Garage 

Museum of Contemporary Art; Ekaterina 

Pavelko, head of the fashion program 

at the Faculty of Design at the Higher 

School of Economics; film director 

and screenwriter Kirill Serebrennikov; 

Valeria Rodnyansky, founder of the 

Shaltai Editions gallery; artist Alexandra 

Paperno; Sergey Kapkov, director of the 

Center for Urban Studies laboratory of 

the Faculty of Economics at Moscow State 

University, and Alexandra Chechetkina, 

architect and managing director of 

Strelka KB, among others.

On both days the cultural 

conversations were followed by nightly 

events and an after party featuring sets 

from local DJs, drawing celebrities and 

talents from the country.

The inaugural Prada Mode was staged 

during Art Basel Miami Beach in 2018. The 

following year the itinerant format touched 

down at Art Basel Hong Kong and Frieze 

London, while in 2020 Prada brought the 

members club to Paris and to Shanghai, 

where the brand invited producer, director 

and writer Jia Zhang-Ke to transform the 

Prada Rong Zhai villa with a site-specific 

installation called Miàn based on his 

cinematic work.

EYE

The Pharmacy Hangout, Courtesy of 
Prada Mode and Damien Hirst

Moscow’s Prada Mode 
featuring Damien Hirst’s 
“Pharmacy” installation.

The two brands created a 
holiday collection that reflects 
the heritage brand’s glitz and 
glam of the Studio 54 era.

BY LAYLA ILCHI 

Halston is embarking on a category 

expansion with a new collaboration.

The heritage fashion brand has teamed 

with Aurate on a fine jewelry collec-

tion that fuses both brands’ ethos for 

the holidays. The 12-piece collection 

includes earrings, necklaces and rings 

co-designed by both brands that are 

made to reflect Halston’s well-known 

glitz and glamour of the Studio 54 days.

“It’s about going out, showing the 

glitzy version of yourself and this party 

mode, which is very much Halston and 

something we’ve also always had,” said 

Aurate cofounder Sophie Kahn. “Then 

there’s the other part of the everyday 

fine jewelry that’s a huge part of Aurate. 

You sleep in it and you go to the gym 

in it. Halston always had bold dresses, 

but they were still comfortable, so we 

wanted to do the same.”

The brands codesigned the collec-

tion, taking a thorough look at Halston’s 

archives and looking back at the designer’s 

many muses, such as Tiffany & Co. jewelry 

designer Elsa Peretti — who was one of the 

most influential designers in the jewelry 

category — actress Liza Minelli and models 

Bianca Jagger and Pat Cleveland.

Kahn and her cofounder Bouchra 

Ezzahraoui took inspiration from Peretti’s 

famous jewelry styles — most notably 

the designer’s bone cuff — as well as the 

general Studio 54 aesthetic that Halston’s 

muses evoked during his heyday.

“When we look at our values and the 

values that Halston tries to bring to life, 

he surrounded himself with empowered 

women and codesigned with them,” 

Ezzahraoui explained. “That’s something 

Aurate does in a more data-driven and 

modern way. He was a disruptor back in 

the day on the runway and this is some-

thing Aurate is trying to do as well in the 

fine jewelry space.”

The collection includes styles in  

white and yellow gold made from 

Aurate’s signature 100 percent recycled 

14-karat vermeil, which is sterling silver 

that is gold-plated. Most of the collec-

tion’s pieces are created in a molten look 

that’s both dressy, but works for every-

day wear.

“We believe that collabora-

tions between brands result in a 

whole new lens to look through in the 

creative process and are honored to 

introduce this fine jewelry partnership 

with Aurate,” said Robert D’Loren, 

chairman and chief executive officer of 

Xcel Brands, which owns the Halston 

brand, in a statement. “We worked 

hand-in-hand to create bold pieces 

that pay homage to Halston’s rich 

history while simultaneously celebrat-

ing today’s modern woman. Bringing 

together these two brands and our 

shared ethos has been extremely excit-

ing for all of us at Halston.”

Kahn and Ezzahraoui said they were 

partially inspired to create the collec-

tion based on the recent Netflix series 

“Halston,” which brought the designer 

and his life back into the limelight.

“What’s great is [the show] put his vision 

into context, as well as in a more main-

stream way that makes customers under-

stand why Halston became Halston and 

what he did,” Ezzahraoui explained. “As 

a consumer from the outside, you just see 

this beautiful brand and you don’t under-

stand what went into it. For us as a brand, 

the fact that [the show] put into context his 

muses, it inspired the collection.”

Since being acquired by Xcel Brands 

Inc. in 2014, Halston is working on 

bringing the brand back to its high-fash-

ion roots. The brand tapped Robert 

Rodriguez last year as its new creative 

director, who put together a capsule 

collection this year based on costumes 

featured in the Netflix series that was 

sold at Neiman Marcus and Saks Fifth 

Avenue for a limited time.

The Aurate x Halston collection ranges 

in price from $160 to $1,500 and will 

be available on Aurate and Halston’s 

websites, as well as Aurate’s new store 

located on Madison Avenue.

EXCLUSIVE

Halston Releases 
First Fine Jewelry 
Collection With Aurate 

Styles from the 
Aurate x Halston 
fine jewelry 
collection. 



DECEMBER 7 2021 5

Chanel denied deleting its 
TikTok account in response to 
a viral video about its advent 
calendar, saying the account 
was never active.

BY JOELLE DIDERICH

PARIS — Chanel has responded to online 

controversy about its advent calendar 

after being mocked by influencers over 

the contents of the limited-edition box, 

resulting in a flood of negative comments 

on social media in the run-up to its annual 

Métiers d’Art runway show, due to take 

place on Tuesday.

Bruno Pavlovsky, president of fashion 

and president of Chanel SAS, said the 

French luxury house produced the 

calendar as part of this year’s celebrations 

of the 100th anniversary of Chanel No.5 

perfume, and it did not expect the negative 

feedback.

“This controversy is a bit of a shame 

because it was not what Chanel intended. 

Chanel thought it would please some 

of its customers by offering this type of 

product. Evidently, we see that you have 

to be careful and therefore, in future, we 

will certainly be much more cautious,” 

Pavlovsky told WWD on Monday.

Asked whether this was the first time that 

Chanel produced an advent calendar, the 

executive said: “No, I don’t think so, but it 

wasn’t necessarily for sale.” He added that 

the 2021 calendar was produced in a very 

limited run, which was totally sold out.

This year’s edition retails for $825 and 

contains 27 boxes numbered from five to 31, 

containing full-size perfume and makeup 

products, miniatures and souvenirs all 

stamped with founder Gabrielle “Coco” 

Chanel's lucky number.

In a video that has been viewed 14.7 

million times, TikTok creator Elisa Harmon 

expressed her disappointment over items 

including stickers, a picture flip-book, a 

dustbag and a string bracelet with a wax 

seal-shaped pendant. She later alleged that 

Chanel’s TikTok account blocked her.

In an official statement, Chanel said the 

claim was “absolutely inaccurate,” as the 

brand is not active on TikTok.

“We have never blocked access to 

the Chanel TikTok account to anyone, 

because it is simply not active. It has 

never been activated, no content has 

ever been published, it has no subscriber 

and no subscription. The page therefore 

appears empty to anyone who visits it,” 

the house clarified.

“When Ms. Harmon visited our page, 

she naturally found the usual message that 

she could not access this account, just like 

anyone else on the network,” it added.

“We are very committed to sharing our 

world and our creations with our followers 

on social networks. Our pages are open to 

everyone, and millions of followers follow 

us all over the world. They are of course 

free to express their feelings and opinions, 

whether they are enthusiastic or critical, if 

they respect the rules of good conduct in 

accordance with the uses of social networks 

— no defamation, calls to violence, threats, 

or intimidation,” Chanel said.

“We are aware of the comments that are 

currently visible under our publications 

and are sorry that this calendar may have 

disappointed some people,” it continued.

“Directly inspired by the mythical 

silhouette of the No.5 bottle, this calendar, 

only available for a short period, has a 

unique design and an original content, 

which makes it a true collector's item 

whose value cannot be summed up by the 

products it contains alone,” Chanel said.

Pavlovsky said a special effort had been 

made to use more sustainable materials. 

“I think it is one of the most beautiful ever 

made, both in terms of design and the 

materials used,” he said of the calendar, 

which even Harmon praised for its 

sophisticated packaging.

“Certainly, next time, we will think of 

another way to do this type of thing. I think 

that certain categories of products may be 

more suitable, in particular beauty — that 

could be a great idea. In any case, the 

objective is to promote our products and 

not to trigger any controversy, and even less 

to create frustrations or to send the wrong 

signals,” he said.

The new initiative includes 
strategic partners like the  
Or Foundation, Yale and  
more in pursuit of bio-
compatible fibers.

BY KALEY ROSHITSH

Waste can be the basis for change, 

according to a new initiative launched 

Tuesday, aptly dubbed the “Design for 

Decomposition” initiative.

Through this multiyear effort, nonprofit 

The Biomimicry Institute (founded by 

biologist and author Janine Benyus) will look 

to pilot commercially ready decomposition 

technologies that convert wasted clothes and 

textiles into bio-compatible raw materials 

— or those that jibe with nature, and 

eventually, decompose.

Wool and mycelium (mushroom 

leather) are some of today's bio-compatible 

materials, and commercially ready 

technologies spanning bacterial, enzymatic 

and anaerobic digestive processes are on the 

decomposer's agenda for change.

The Biomimicry Institute has looked at 

more than 130 different technologies in its 

preparation for pilot.

“The biggest question is, ‘How do we 

get fashion to operate as an ecosystem?, 

and it comes back to following the 

adaptive cycle that nature follows which 

is: primary production, consumption and 

decomposition. And what we have right 

now is missing that link,”   Beth Rattner, 

executive director for the Biomimicry 

Institute, told WWD. Rattner counts herself 

a systems thinker, or one who considers 

all parts of a whole. “When you go from 

consumption back to primary production 

without any sort of nourishment back to the 

system, and I mean planetary system — not 

just the fashion system — you’re missing a 

huge part of the triangle.”

The pilot will last two years, bringing on 

a number of regional partners, among them 

The Or Foundation, the Metabolic Institute, 

The Hong Kong Research Institute of 

Textiles and Apparel Limited, the University 

of Ghana, Yale University, Accelerating 

Circularity, the Celery Design Collective 

and the California Product Stewardship 

Council. The Laudes Foundation has 

provided catalytic funding for the initial 

grant (totaling $2.8 million) to initiate pilots 

in Western Europe and Ghana.

While the Biomimicry Institute did not 

disclose launch partner companies, retailers 

and “major outdoor industry brands” are 

said to be in conversation.

The institute and its partners will 

explore decomposition options, demo of 

affordable and scalable solutions, the biology 

behind decomposition and the final proof 

of concept. The initiative stems from a 

report released last year on “The Nature of 

Fashion,” in which the Biomimicry Institute 

detailed the benefits of understanding 

bio-compatibility in fibers and moving to a 

regenerative fashion system.

Rattner’s hope is that this initiative is just 

the beginning.

“This two-year pilot isn’t going to 

change the whole system, it’s enough 

to be a proof-point for more investment 

[in decomposition] by brands, by waste 

management companies, by municipalities, 

etc. And that will be the win,” she said.

The pilot seeks to approach 

decomposition from all social and 

environmental angles.

Along with the Metabolic Institute, 

The Or Foundation, a nonprofit trying to 

shift the tide on waste equity in Ghana, 

will be a strategic partner alongside the 

Biomimicry Institute to advance equitable 

social solutions across the pilot. With 

some 15 million used garments from North 

America, the U.K. and Europe (dominated 

by polyester fast-fashion garments) flooding 

into countries like Ghana weekly, many — 

or about 40 percent of these clothes — end 

up in informal dumps, according to The Or 

Foundation.

“From a biomimetic perspective, we're 

looking at true system design in the context 

of the natural world — and not giving way 

to some lax demands from industry to 

keep ‘business as usual,’" said Biomimicry 

Institute’s communications director Lex 

Amore. "At the end of the day, we don't 

believe the current system of keeping fibers 

made from synthetic materials makes 

sense in rotation. It's an illusion that we can 

control the technical loop, and in fact, it has 

been disproven with the many repercussions 

seen from microplastics. It's going to scatter, 

and this initiative serves to do something 

about it.”

As for what sets this initiative apart, 

Amore said, “the difference from this pilot 

versus others is we are actually going to 

simultaneously address the problem of waste 

by integrating decomposition technologies 

that work, while also taking the harmful 

materials out of rotation to move into the 

systems we really want to design in.”

In a fashion industry pitted over 

overproduction, the pilot seeks to explore 

nature's idea of abundance.

FASHION

Chanel Responds to TikTok Controversy

SUSTAINABILITY

‘Design for Decomposition’ Aims for 
‘Bio-Compatible’ Fashion System

Perfume bottles 
at the Culture 

Chanel exhibit at 
the Museum of 
Contemporary 

Art in Shanghai.

C
ha

ne
l p

ho
to

gr
ap

h 
by

 J
ac

ks
on

 L
ow

en
; 

Th
re

ea
sf

ou
r b

y 
G

eo
rg

e 
C

hi
ns

ee

Threeasfour 
repeatedly looks to 

nature, in a push for 
biomimicry, as in the 

design trio's rtw 
spring 2017 collection. 



6  DECEMBER 7, 2021

The Reviews

Proenza Schouler 
Proenza Schouler’s Jack McCollough and 

Lazaro Hernandez want women to play 

with their clothes.

Their ath-glam pre-fall vision is about 

versatility, using plenty of jersey and 

stretch along with luxe hair calf, leopard 

pattern, velvet and feathers for a collection 

that could theoretically carry a woman 

from her Peloton to Pastis — if she fancies 

working out in ostrich-feather-trimmed 

bike shorts, that is.

While not exactly performance wear, 

these clothes were made to adapt and 

move — and looked fab doing it.

Take the green viscose silk knit twist 

racer-back trapeze dress, which could be 

wrapped and fitted in a number of ways 

using an oversized jeweled safety pin.

“It’s friendly to a lot of different body 

shapes,” said McCollough. “A lot of the 

dresses in particular are quite versatile 

— you can belt them in front and make 

them baggy and loose in back, or wear 

them open and tenty. We did all these 

button sleeves across the dresses that you 

can fasten all the way down or button 

off and on to create this kind of ruffle. 

We love clothes you can wear a lot of 

different ways.”

“It’s nice to have a playfulness with 

clothes,” Hernandez added.

A sleeveless black pleated jersey halter 

dress with crocheted midriff and bubble 

hem could go with leggings for day and 

heels at night, while a white crepe dress 

with adaptable, buttoned long sleeves had 

the added surprise of a leopard print lining 

revealing itself as the body moved.

A black napa glove leather pintucked 

dress seemed as light as a parachute, as 

did a floor length ecru sequined dress with 

the ease of a T-shirt, cinched with a belt in 

front and falling in a dramatic cape back.

“Last season, we were inspired by 

travel...and the freedom to be able to 

finally explore the world. This is taking 

notes of that season but bringing her back 

to the city.…It’s more urban and fanciful 

and fun,” said Hernandez.

Their customer may be back to  

the real world after her first post-

lockdown vacation, but she’s not  

about to sacrifice comfort.

For instance, the designers have been 

refining their long, lean, side-buttoned 

tailored jacket with slim sleeves and 

rounded shoulders, a silhouette that first 

appeared on Ella Emhoff for fall 2021. For 

pre-fall, it’s less suity and more stretchy, 

in powder blue stretch crepe or abstract 

zebra stretch jacquard, with extra-long 

leggings unzipped at the ankles and 

spilling over square-toe loafers.

“It’s this great bias-stretch woven fabric 

that’s really stretchy on length grain and 

cross grain. We’ve been taking out the 

shoulder pads and linings, so it’s got the 

sharpness of a suit but the ease and stretch 

of a piece of knitwear. It feels modern,” 

said Hernandez.

The car coat was another key piece, 

rendered beautifully in lipstick red hair 

calf and worn over black wide-legged 

cropped stretch crepe trousers with 

feather trim pushing the return of the 

extreme flare. The designers’ new Braid 

bag, which comes in molded Neoprene 

with a soft, puffy braided strap, also had a 

sporty sophistication.

“We wanted to bring the attitude of 

athletic clothes to urban tailoring,”  

said Hernandez.

The designers have worked at opening 

up their brand to more women by 

launching the lower-priced White Label, 

incorporating more forgiving fabrics and 

expanding accessories offerings. This 

collection is another step in that direction.

Worth noting that while they have had 

multiseason success partnering with 

Birkenstock, they’ve never done a true 

athletic wear collaboration. Maybe it’s 

time. — Booth Moore
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Chloé
With two new eco badges, B Corp 

certification and membership of the Ellen 

MacArthur Foundation, earned over the 

past two months, Chloé continues to fuse 

luxury with social responsibility.

Creative director Gabriela Hearst has 

been driving that mission since she arrived 

a year ago and, during an interview, spent 

as much time touting the French brand’s 

low-impact materials and methods as she 

did the actual designs.

She’s particularly happy with the B Corp 

status because, going forward, it will serve 

as a “report card,” helping to check the 

brand’s progress as it looks to downsize its 

carbon footprint, use recycled fabrics and 

spin natural materials, such as wool and 

reclaimed wood, into the collections.

Since her arrival last December, Hearst 

has favored linen over virgin cotton 

because the environmental impact of 

growing and manufacturing it is lower.

She’s also whittled down the jewelry 

collection and tried to eliminate “toxic” 

galvanization methods for various metals, 

and is opting instead for natural elements 

such as baroque pearls, amethyst and 

recycled silk.

In a Zoom interview from New York, 

Hearst said that lower impact materials, 

such as hemp and recycled cotton, account 

for 70 percent of the product offer, up 

from 40 percent in winter 2021.

In addition, some 99 percent of the 

knitwear is lower impact, due partly to 

the use of recycled cashmere, which she 

treated with botanical dyes and worked 

into languid ribbed sweater suits, and a 

striped poncho dress.

Merino wool was among the stars of the 

collection. Hearst, who grew up on her 

family’s sheep and cattle ranch in Uruguay 

and who won the Woolmark Prize in 2017, 

praises wool’s lightness, versatility, and 

ability to help regulate body temperature.

She worked it into capes, coats, 

outerwear – and even into the delicate 

crochet of the brand’s sneakers. Among 

the standout wool silhouettes was a khaki 

belted cape coat with epaulets - and lots 

of military swagger - and a gabardine 

coat with full, rounded broderie anglaise 

sleeves.

Denim suits were made from a mix 

of recycled cotton and hemp, part of an 

ongoing collaboration with the Italian 

denim expert Adriano Goldschmied, who 

specializes in innovative textiles. There 

is no metal anywhere in the design, while 

the buttons were made from recycled 

natural materials.

Natural dyes were derived from 

bloodwood trees, herbaceous plant roots, 

and safflower, and those earth tones 

wound their way through the whole of 

this elegant collection, from the long 

leather jigsaw coats and tobacco skirt suits 

with perforated flower designs, to a long 

shearling coat embroidered with flowery 

shapes in shades of tomato, olive and rust. 

— Samantha Conti

Collections
The

Paris
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Erdem
Erdem Moralioglu’s muse this season 

was Eileen Agar, the British-Argentinian 

Surrealist painter and photographer 

who spent a career taking everyday, 

found objects from life and nature, and 

transforming them into something she 

deemed mysterious, and unconventional.

The designer blended Agar’s  

approach with his own feminine 

aesthetic for a collection that felt 

homespun and glamorous.

Silhouettes were drawn from Agar’s 

heyday of the 1930s and 1940s, with long 

and short flowery dresses layered with 

cozy knits, high white collars, long bows 

knotted at the neck and elbow-length 

leather gloves.

Knits and gloves were embellished 

with pearl buttons, some in the shape  

of flowers.

Other embellishments included leaves, 

like black moths, spilling across a long, 

pink lacy dress, while long dresses and 

short coats were fashioned from bunches 

of handmade silk roses.

The designer paired the latter with 

knee socks and mannish, buckle-front flat 

shoes, part of a wider footwear collection 

that Erdem is selling exclusively from the 

brand’s South Audley Street shop, and via 

the website.

Dresses and skirts made from a 

patchwork of contrasting patterns nodded 

to Agar’s surreal works of art, as did the 

polka dots — large, small and medium-

sized — that popped across dresses 

and skirts. Those dizzying dots were 

reminiscent of another 20th-century artist 

with a Surrealist bent, Yayoi Kusama.

Old world glamour came in the 

shape of crystal and pearl-encrusted 

embellishments on a pale frost-blue slip 

dress and duchess satin gowns, and in 

the form of columnar sequined skirts and 

dresses with draped sleeves.

There was a mashed-up joy to this 

collection that showed off so many 

unlikely pairings.

Moralioglu teamed a fuzzy cardigan 

and white ruffle-front top with a sparkly 

sequin skirt, woolly gray tights and 

white buckle shoes. It was Marilyn 

Monroe-meets-Virginia Woolf — thought-

provoking, and suitable, for these surreal 

days. — Samantha Conti

Area
“This is the holiday season, so for us, it 

was a great moment to do what we’re good 

at, which is explore embellishment,” said 

Area designer Piotrek Panszczyk during 

a preview of the New York label’s resort 

collection now available online.

And how.

Area’s exploration of texture and 

materials continues to wow, this season 

inspired by everything from royal 

brooches to fetish wear, flower children to 

fake nails.

“It’s about creating items people get 

excited about and have some sort of 

emotional connection to — that’s the 

beauty of clothing for us, how can we not 

overproduce and make things people want 

to treasure for life,” said Panszczyk, who 

founded Area in 2014 with Beckett Fogg.

Since then, the duo has managed to 

create a potent brand identity that’s now 

being filtered from couture to tailoring to 

T-shirts to crystal thongs.

In the last two years, they have settled 

into a see-now, buy-now schedule, which 

is working for them. “We’ve been training 

our customer to be part of that, and to get 

pieces before they sell out,” Panszczyk 

said, adding that a brick-and-mortar retail 

store in New York could be coming as soon 

as February.

In the meantime, among the resort 

season’s many intriguing objets was 

a scalloped edge miniskirt inspired 

by the tradition of Indian beetle wing 

embroidery, only using full sets of red 

fake nails and crystals as embellishment.

“We like to play with classic ideas but 

with unconventional materials,” he said.

They translated lace into metal work, 

creating hot pink, crystal-strung, glam-

meets-gaudy lingerie pieces that would 

seem music video bound. “You decide 

what’s good or bad, we like to keep that 

option open to our clientele,” he explained 

of their inclusive point of view.

Riffing on the idea of fetish wear, a black 

cropped crystal cage corset blazer paired 

with a micro-mini with an oversized hip 

buckle was a knockout look that should 

also appeal to the label’s pop star fanbase. 

Meanwhile, a cropped pink fringed tweed 

blazer trimmed in crystals and a matching 

mini with a domed stud belt detail was a 

softer, Cher Horowitz take on suiting.

The duo brought their own spin 

to studding, enlarging the hardware, 

punching it through with stones, and using 

it on a drapey, one-shouldered dress. And 

they channeled flower power into a daisy 

top they worked hard to make more soft, 

moldable and easy to wear by mounting 

crystal chains on lightweight wadding.

“Our couture pieces are notoriously 

heavy. It’s always a battle of getting the 

weight down. But each season we’re 

getting smarter at working with different 

types of metals,” said Panszczyk. “What 

we do veers toward jewelry a lot and 

with that comes its own set of problems. 

But the problem solving is what keeps us 

going.” — Booth Moore

Collections
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Moda found that their 
customers are looking to 
invest in higher-quality items, 
and have adopted a more 
sustainable mindset to "buy 
less, but better."

BY LISA LOCKWOOD

Y2K fashion, pink, handmade knits and 

preppy looks are the top-selling trends 

for spring 2022, according to the spring 

2022 runway report from Moda Operandi's 

trunk show results.

Y2K style, reminiscent of the early 

2000s, has made a triumphant return with 

club-ready minidresses, slinky bikini tops, 

low-slung bottoms, trippy prints and neon 

brights. Bold printed items are trending 

upward with sales increasing 75 percent 

this season versus spring 2021, according to 

Moda's data.  

Specifically, club-ready minidresses are 

up 64 percent in units sold versus spring 

2021, and slinky bikini tops are up 26 

percent in units sold this season versus 

spring 2021. 

According to Moda, Siedrés kaleidoscope 

pants are the number-one-selling pants of 

the season, with 25 percent of shoppers 

purchasing the full look. Other top-selling 

printed pieces include Brandon Maxwell's 

Nouveau silk minidress, Des Phemmes' 

poplin tie-dye shirt, Alexis' vibe maxidress 

and Johanna Ortiz's Ritmos Vivo midi dress.

In addition, Miu Miu "indecently short" 

miniskirts, which recall the hottest pop stars 

of the era, have sold well. Among Miu Miu's 

top selling items are the low-rise exposed 

pocket pleated chino mini skirt, followed by 

the low-rise chino pant.

Moda noted that the bikini top by 

designers such as Tom Ford, Maxwell, 

LaQuan Smith and David Koma "is officially 

the new going-out top — far more suited to a 

night on a town than a trip to the beach."

Among the top-performing minidresses 

that fit into the Y2K trend are Des Phemmes' 

embroidered tie-dye corset minidress and 

embroidered satin minidress, Alex Perry's 

Halsey stretch minidress and Mach & Mach's 

bow embellished minidress.

Another hot trend for spring is coined 

"A Handmade's Tale." Woven fabrics and 

intricate embellishments dominated spring 

collections, and crochet styles experienced 

a 97 percent increase in the average cost.

According to Moda's results, top 

crocheted pieces are from Gabriela Hearst, 

Etro, Giambattista Valli, Magda Butryn and 

emerging talent Alejandra Alonso Rojas. 

Moda noted that customers were also 

gravitating toward raffia for spring, with the 

material emerging in 10 percent of the top 

50 dresses.

As for the season's hot standout? Hearst's 

kai raffia maxidress was Moda's second 

bestselling dress by revenue for the spring 

2022 season.

A third hot trend for the season is pink. 

Aside from black and white, pink emerged 

as the top-selling color. Whether a raffia-

trimmed cocktail dress or soft blush sequins 

— especially in pieces by Oscar de la Renta, 

Maxwell, Giambattista Valli, Carolina 

Herrera, Maticevski and Zimmermann — 

pink was a clear winner. In fact, pink saw a 

120 percent increase in sales, compared to 

spring 2021.

Also high on Moda's top trends list is 

what they're calling "The New Prep." Moda 

noted that preppy is poised for a comeback, 

but not in the way customers once knew 

it. Influenced by the rise in silhouettes 

resembling classic tennis uniforms and the 

resurgence of Princess Diana's "off-duty" 

style, designers have started embracing 

modern spins on well-tailored collegiate 

dressing, focusing especially on blazers, 

polo tops and stripes. This season, striped 

items saw a 114 percent sales increase over 

last spring.

Specifically, cabana stripes are having 

a moment, especially at this trunk show 

season's third bestselling label, Brandon 

Maxwell, whose most popular items 

included the striped romper, scoop-waist 

striped short and a beach towel with a 

matching satchel.

Moda also had strong results in gingham, 

which it said was elevated to new heights 

by Maxwell, as well as Herrera's Wes 

Gordon, who reimagined it into a sequin-

swathed party dress. According to Moda, 

the "fashion polo," seen at Prada, Jonathan 

Simkhai, Victoria Beckham, Peter Do, 

Hearst and Maxwell, emerged as the 

season's must-have top. Moda saw polo 

styles double in quantity sold season over 

season, with Maxwell's liquid-sequined polo 

becoming the bestselling top for the entire 

spring 2022 season.

The blazer has also returned in full force 

for the spring. Top sellers were Johanna 

Ortiz's Tierra Del Olvido linen blazer, 

Lena Hoschek's Regina Blazer, Maxwell's 

oversized double-breasted blazer, and Mach 

& Mach's cutout blazer minidress.

Another big trend for spring-summer 

are beach looks. Customers appear to be 

planning trips to warm weather locales, as 

evidenced by pareo sales trending 1,060 

percent over last year.

Overall, Moda found that their customers 

are looking to invest in higher quality items, 

and have adopted a more sustainable 

mindset to "buy less, but better." They 

appear to be acquiring fewer high-quality 

investment pieces that will endure for many 

seasons over a greater number of lesser-

quality items. The average unit retail cost 

of spring 2022 items sold increased by 58 

percent over spring 2021. Moda noted that 

new customers are investing in high-value 

specialty items, especially in eveningwear, 

which saw a strong resurgence with the 

return to social events.

In fact, Moda saw the average unit retail 

cost for spring 2022 dresses increase 39 

percent over spring 2021. According to 

their data, white dresses are trending up 41 

percent in sales this season compared to last 

year. Brides are shopping for and investing 

heavily in dresses for all wedding-related 

events, with the average retail price up 52 

percent from last year. The top-selling white 

dresses of spring 2022 include Valentino's 

embroidered minidress, Zimmermann's 

silk-linen gown, Valli's embroidered organza 

mini dress, and Maticevski's tulle minidress.

Further, gowns featuring capes, 

trains and extraordinary volume by key 

designers, such as de la Renta's ombré raffia 

embroidered gown and Valli's ruffled silk 

gown, along with Herrera's V-neck ruffled 

gown and Valentino's floral embroidered 

tulle gown, are on the rise.

Finally, after living in loose-fitting 

sweatpants for far too long, Moda's clients 

are choosing body-conscious glamour 

and sex appeal. Customers are not afraid 

to show a little skin. Dresses with cutout 

details have seen a 97 percent increase in 

units sold year-over-year. Topping their list 

of bestsellers were Monot's bow-detailed 

cutout maxidress and their spliced bodice 

cutout maxidress, Acler's Melrose paillette 

cutout Maxi Dress, Mach & Mach's cotton-

blend mini dress, and Significant Other's 

Jacy cutout midi dress.

The cities that spent the most on spring 

2022 trunk shows in order of total revenue 

are Manhattan, Dubai, Beverly Hills, 

London, Los Angeles, Chicago, Miami, San 

Francisco, Houston, Riyadh and Dallas. 

As for the top-selling items in two key 

cities: Manhattanites shopped intricate 

eveningwear, with Rodarte's hand-beaded 

strapless maxi dress taking the most orders, 

while Dallas shoppers chose to invest in a 

timeless yet no less glamorous staple: Tom 

Ford's leather blazer.

Moda found that runway still reigns 

as an important tool of engagement and 

conversion. This season, Moda introduced 

"Show in 30 Seconds," a social-first video 

that gave its followers a virtual, all-access 

pass to Fashion Week's most coveted 

shows. The featured brands, including 

Brandon Maxwell, Tom Ford, Peter Do, 

LaQuan Smith and Jonathan Simkhai, 

drove an increase of 122 percent in new 

customers year-over-year and a 115 percent 

increase in sales.

Moda also saw an 86 percent rise in new 

customers for trunk shows that featured 

shoppable runway video when compared 

to those brands in spring 2021. Those new 

clients spent 145 percent more on shopping 

these trunk shows, when compared to new 

clients of the same trunk shows during the 

spring 2021 season.

FASHION

Moda Operandi's Top Sellers for Spring: 
Y2K, Pink, Prep and Handmade Knits
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The 33-piece collection 
launching on Dec. 8 includes 
plenty to keep cozy on  
and off-piste.

BY LILY TEMPLETON 

After hitting the streets in China, Isabel 

Marant is getting ready to hit the slopes — 

with retailer Mytheresa.

After connecting for spring 2020, the 

French fashion label has teamed up once 

again with the retailer for an exclusive 

snow capsule launching Wednesday.

This 33-piece cold weather wardrobe 

includes “all the pieces you need not to 

let the cold winter temperatures affect 

you” and look great at the same time, as 

the French designer stated, from slope-

appropriate ski trousers with straps and 

down puffer jackets to hit the slopes in, 

to knit loungewear and accessories to 

stay cozy afterward.

While the French designer has amply 

explored beachcombers, it’s the first time 

she has designed a ski collection. “I have 

always loved comfortable and cocooning 

clothes that you are able to wear for 

different occasions. I am also very fond of 

outdoor activities in general,” she wrote, 

adding that she’d applied brand signatures 

like ikat prints, exaggerated shoulders and 

Irish knits to ski-inspired pieces in cream, 

raspberry red and honey yellow.

Although she wouldn’t pick favorites, 

saying it would be like choosing between 

one’s children, Marant still outlined 

her winter must-haves as “a great fluffy 

jacket, a jumper you feel comfortable 

in, a thick beanie or balaclava, and of 

course, a great pair of boots and a pair of 

sunglasses to fight that mountain light.”

For the launch, Mytheresa has 

imagined a dedicated editorial story 

under the direction of its chief creative 

officer Julian Paul, featuring American 

model Heather Kemesky and shot by 

Dutch photographer Ferry van der Nat.

Prices of the “Isabel Marant x 

Mytheresa” snow capsule will range 

from 110 euros for a knit headband and 

up to 1,950 euros for the shearling vest, 

with parkas hitting the 700-euro range. 

Footwear will include snow boots and 

a fuzzy take on the label’s hit wedge 

sneakers, retailing at 495 euros.

EXCLUSIVE

Isabel 
Marant 
Launches 
Snow 
Capsule 
With 
Mytheresa

Model 
Heather 
Kemesky in 
the Isabel 
Marant x 
Mytheresa 
snow capsule, 
shot by Ferry 
van der Nat 
and directed 
by the 
retailer’s chief 
creative 
officer Julian 
Paul.

After numerous pop-ups  
and trunk shows at people’s 
homes in Palm Beach, the 
company decided to put  
down roots there.

BY LISA LOCKWOOD

La Ligne continues to expand its  

retail footprint.

After opening stores on Madison 

Avenue in New York in 2019 and in 

Highland Park Village in Dallas in 

2020, La Ligne’s next stop is Palm 

Beach, where it is set to open a nearly 

1,000-square-foot boutique at The Royal 

Poinciana Way on Wednesday.

As a result of years of cultivating a 

loyal client base through trunk shows 

and pop-ups in and around the Palm 

Beach area, cofounders Molly Howard, 

Meredith Melling, and Valerie Macaulay 

felt The Royal Poinciana was the ideal 

location to expand to.

“Since the launch of our brand 

in 2016, being able to offer physical 

touch points to further complement 

our online presence has always been 

critically important to the growth and 

success of our brand. South Florida 

has become an increasingly important 

market for La Ligne, with an ever-

growing client base we have cultivated 

over the years through various trunk 

shows and in market events. It is our 

hope with this location to further offer 

our La Ligne community a welcoming 

and familiar environment, that 

seamlessly integrates our physical and 

digital spaces,” said Howard.

The Palm Beach boutique will 

house the newly launched resort 2021 

collection, that features dresses in jewel 

tones and colorful seasonal prints, 

including their bestselling Lola ($395) 

and Pyper ($395) dresses, seasonless 

essentials and evergreen styles such 

as the Marin sweater ($295), Bastien 

sweater ($295) and Lean Lines T ($125, of 

which 100 percent of sales are donated 

to the Lower Eastside Girls Club).

For the third time, interior designer 

Lien Luu was commissioned to create a 

warm and inviting aesthetic that mirrors 

the shopping experiences in the New 

York and Dallas boutiques, while adding 

design elements that are signature to 

Palm Beach, such as a green palm print 

couch. Luu incorporated brass fixtures 

and detailed crown molding to convey 

the look and feel of a chic, Parisian 

apartment, as well as personal objects 

from the cofounders’ homes such as 

an ashtray, coffee table books, an old 

Goyard trunk, a mirror and a Frances 

Palmer handmade vase. La Ligne’s 

stripe-centric design philosophy  

comes to life with references to the 

“line” throughout.

In designing the Palm Beach store, 

Howard said they wanted a consistency 

found in all the stores.

“The feeling you get when you walk 

into the store, you walk into someone’s 

very fabulous closet,” she said. She said 

the new store straddles the worlds of La 

Ligne and Palm Beach. There are fun, 

stripy pillows and the colors are bright 

and sunny.

“It’s the warmer, sunnier Floridian 

version of our Madison Avenue store,” 

she said.

In the beginning, La Ligne’s 

merchandise stuck to a core color 

palette of navy, cream and black. In the 

Palm Beach store, those colors aren’t 

present, and it’s more pale pink, pale 

blue, orange and yellow. She said it’s a 

vast offering, and lighter-weight pieces 

will be among them.

“We’re not going to have the seven-ply 

cashmere turtleneck in the Palm Beach 

store,” she said.

Howard estimates the average order in 

Palm Beach will probably be around $550, 

which is about two pieces. The sweet spot 

for one piece will be $325. Sweaters retail 

between $275 and $495. Overall their 

number-one style is the Marin sweater 

which is $295, and comes in 25 colors.

She anticipates dresses will be 

popular, too.

“We found that the women there 

are really drawn to our dresses, which 

are massively successful. The women 

there move around a lot. People were 

asking us, for being a brand known so 

much for sweaters, whether we were 

nervous about opening in a warmer 

place, but we find people in Palm Beach 

are really moving around the country 

during the year. We feel pretty confident 

that people will buy our dresses when 

they’re in Palm Beach and wear a light 

sweater,” she said.

Some 40 percent of La Ligne’s 

business is done in sweaters, and 

dresses account for about 30 percent. 

“They’re starting to become neck and 

neck. Over the past couple of months, 

the dresses have become really crazy,” 

said Howard. The dresses for fall are 

silks and charmeuse, and in the summer 

months, they’re cotton poplin.

The remaining 30 percent of the 

business is generated by Ts, bottoms, 

shirts, outerwear and accessories.

Howard said the company has 

a “robust” retail strategy moving 

forward and is looking at opening 

stores in places such as Los Angeles, 

the Hamptons, Chicago and Atlanta. 

“We’re lucky to be a direct-to-consumer, 

digitally native business which has 

so much visibility into where our 

customers are. That helps us to make 

really informed decisions about where 

we would be successful in the physical 

space,” she said.

The company continues to do 

editorial shoots two to three times a 

year featuring friends of the brand. 

Currently, Amy Schumer is being 

featured on its website. Other women 

who have been photographed include 

Lily Aldridge, Olivia Wilde, Dianna 

Agron and Mindy Kaling, who continue 

to be featured on the site. “We’ve never 

paid anyone to wear our clothing. 

There’s no influencer marketing, 

to us that feels inauthentic to the 

storytelling we’re doing. We’re lucky 

enough to have women around who 

have put us on the map. It’s an editorial 

story highlighting them and the new 

collection,” she said.

Describing the current pace of 

business, Howard said, “Business is 

better than it’s ever been. I’ve had 15 

days in the last 30 days where every 

one of those days I’ve said, ‘today is 

the best day we’ve ever had.’” She said 

November was the best month they’ve 

ever had.

BUSINESS

La Ligne Talks Growth and Opening 
Third Boutique in Palm Beach

La Ligne to 
open new 

store in Palm 
Beach on 

Wednesday.  

Amy Schumer 
for La Ligne. 
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see how much the company could be sold 

for to "well capitalized" financial sponsors.

Kohl's Corp.'s stock price closed Monday 

on the NYSE up $2.62 to $51.07, settling 

down from a leap of 9.4 percent or $4.54 

earlier in the day.

"Our own diligence leads us to believe 

there are financial sponsors who will be 

able to pay a significant premium of 50 

percent, or at least $75 per share," Engine 

said in its letter to Kohl's Monday.

Engine is seeking a meeting with the 

Kohl's board.

Back in October, WWD reported that 

Kohl's would fall under pressure for 

change from activist shareholders.

Kohl's quickly responded to Engine 

on Monday, stating, "The Kohl’s board 

and management team continuously 

examine all opportunities for maximizing 

shareholder value. Our strong 

performance this year demonstrates 

that our strategy is gaining traction 

and driving results. We appreciate the 

ongoing dialogue we are having with our 

shareholders and value their input and 

perspectives."

"This isn't trivial," said one financial 

source. "Engine has a real position in 

Kohl's. To me, this is another sign that 

Kohl's has to do something. Kohl's has not 

created value. When are they going to do 

something?"

What Engine is pushing Kohl's to 

do mirrors what the Hudson’s Bay Co. 

has already done with its Saks Fifth 

Avenue, Saks Off 5th and Hudson’s Bay 

divisions, and what Macy’s Inc. is also 

being pushed to do by Jana Partners. 

Macy's hired AlixPartners to evaluate 

whether it's good idea to spin off its 

e-commerce operations. The separation 

strategy is controversial, with some 

industry experts thinking it's only good 

for short-term profits and not necessarily 

good for companies, their customers and 

shareholders in the long term.

"It's financial engineering that 

is divorced from long-term, sound 

operational strategy. Omnichannel has 

been the name of the game in retail for at 

least a decade due to adoption of dot-com 

and the pandemic," said Berna Barshay, 

editor and analyst at Empire Financial 

Research, which provides advice and 

research for investors. "Hedge funds 

are not looking to create the strongest 

company you can have in 2025. They are 

looking at making money in 2022."

Barshay also pointed out that despite 

popular notions, margins could also be 

higher in stores rather than at stand-

alone dot-coms because of the higher 

rate of returns and higher shipping costs 

associated with dot-coms, loss of synergies 

with stores, and new costs associated with 

accounting and going public. "Whether 

it's Saks, Macy's or Kohl's, it doesn't make 

sense," to split up omnichannel retailers.

A stock price doesn’t always reflect 

the strength of a retailer’s operations. 

At Kohl’s, there have been significant 

merchandising advancements, including 

rolling out Sephora online and in stores 

this year as well as bolstering casual and 

active offerings with leading brands like 

Nike, Adidas, Cole Haan, Calvin Klein, 

Tommy Hilfiger and Lands’ End, and 

emphasizing inclusivity in the product 

offerings. They’re widely seen as positive 

maneuvers sharpening the Kohl’s brand 

identity and providing a simpler and more 

relevant shopping experience.

E-commerce at Kohl’s is estimated 

at around 30 to 35 percent of the total 

volume, though in the fourth quarter last 

year, it was north of 40 percent of sales. 

This year, with most Americans vaccinated 

against COVID-19, many are inclined to 

return to shopping in stores, meaning 

some business would shift back to brick-

and-mortar retail.

Kohl’s generated $15.96 billion in total 

sales in 2020 and $19.97 billion in 2019.

Kohl’s could spin off its dot-com 

business through an initial public offering, 

or a carve out in some other way. The 

company could sell a big chunk of the 

e-commerce operation and use the money 

to buy back stock, pay down debt or invest 

in dot-com for growth.

As reported, Kohl’s entered into an 

agreement with activist investors led by 

Macellum Advisors GP LLC, along with 

Ancora Holdings Inc.; Legion Partners 

Asset Management LLC, and 4010 

Capital LLC. fighting for fresh blood on 

the retailer’s board. Two independent 

directors nominated by the activist group 

— Margaret Jenkins and Thomas Kingsbury 

— were put on the board. An additional 

independent director identified by Kohl’s 

and agreed to by the investor group, 

former Lululemon chief executive officer 

Christine Day, also joined the board. 

Macellum and its activist group is not 

involved with Engine's action on Kohl's. 

Macellum has a standstill agreement with 

Kohl's that extends through the end of this 

year. The settlement would have to expire 

before the investors could act again.

"Even the most patient long-term 

shareholders cannot be expected to 

endure the punishing underperformance 

and perpetual value disconnect seen 

at Kohl’s. This is why we are urging the 

board to publicly commit to conducting 

a full review of strategic alternatives," 

Engine said in its letter.

"Over the last 10 years, Kohl’s has 

underperformed the S&P 500 by 

305 percent despite generating a 

cumulative $11.8 billion of free cash 

flow and spending $6.9 billion on share 

repurchases during that same period," 

Engine wrote. Kohl's past-year stock 

performance outperforming the S&P 

500 Engine contended "is not a stamp 

of approval for the board’s strategy, but 

rather the result of good timing, simply 

because retailers’ stocks underperformed 

massively during the first phase of the 

pandemic and then outperformed during 

the recovery phase.

"In conclusion, it is the board’s job to 

drive value and the board has had ample 

opportunities to do so over long periods," 

wrote in its letter. "We are not pushing 

for one of the aforementioned solutions 

over the other, but we — and other 

shareholders, clearly — do not believe the 

status quo is acceptable."

Activist Shareholder Calls for Kohl's Restructuring
 CONTINUED FROM PAGE 1

“Omnichannel has been the name of the game 
in retail for at least a decade due to adoption of 

dot-com and the pandemic.”
BERNA BARSHAY, EMPIRE FINANCIAL RESEARCH

Ph
ot

og
ra

ph
 b

y 
M

ic
ha

el
 B

uc
kn

er
 fo

r S
he

M
ed

ia

Kohl’s generated 
$15.96 billion in total 

sales last year and 
$19.97 billion in 2019.



D OW N LOA D  T H E  R E P O RT

The “Great Resignation” is taking a toll 

on the retail industry, which is also being 

impacted by unprecedented supply 

chain disruptions. It’s within this context 

that Fairchild Studio and StoreForce, the 

integrated workforce and store operation 

solution provider, conducted a survey 

of retail industry executives, managers, 

and owners in fashion apparel, footwear, 

and beauty to gauge the impact of labor 

shortages and other related issues.

This special report includes executive 

insights and analysis that sheds light 

on what’s behind these challenges, 

recognizing evolving trends such as the 

future of work and rethinking business 

with an end goal of creating a better 

shopping experience. 

PRESENTS A SPECIAL REPORT

RETHINKING RETAIL: 
Workforce Matters

X
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ultimately chief brand officer.

Prior to that he was vice president 

of marketing and communications at 

Reed Krakoff. He started his career in 

a variety of PR posts in the U.S. at Yves 

Saint Laurent and Gucci, ultimately 

moving to Paris to become YSL's global 

communications director from 2006  

to 2012.

In his new role in Paris, Shukla  

is to oversee the global development 

of Lanvin, focusing on business 

development, product strategy,  

digital excellence and brand  

positioning initiatives.

He reports to Cheng, as does his fellow 

deputy general manager Grace Zhao, who 

oversees Lanvin’s business in China and 

the Asia-Pacific region.

Shukla succeeds Arnaud Bazin, who 

will depart from Lanvin at the end of the 

year, having spent about 15 months in  

the role.

Joining Cheng on the Zoom call from 

New York, Shukla described Lanvin as 

a "jewel that shines with history, with 

the story and strength of a woman who 

founded it over 130 years ago… There’s no 

brand today that is more exciting for me 

to unlock the potential of."

Apart from the growth potential in 

accessories, “I think Lanvin’s unique 

opportunity is in ready-to-wear and in 

scaling ready-to-wear,” he continued. 

“But I also believe that there’s equity 

in the brand which can extend to new 

categories. And that’s something we have 

only scratched the surface of.”

Both Cheng and Shukla trumpeted 

the importance of digital acumen and 

optimizing the online expression of 

the brand, in addition to widening its 

e-commerce channels.

Shukla credited Andrew Rosen, 

Theory's founder and longtime chief 

executive officer, for teaching him how  

to develop brands and products, 

describing him as "one of the best 

merchants in the business."

"We're really hoping Siddhartha can 

lead the global growth of the brand, 

because we still need to roll out more 

retail stores globally, enhance our 

digitalization, which is a very important 

pillar for the brand, and explore more 

product categories," Cheng said.

She had already cited beauty products 

as a future brand extension for Lanvin, 

and described substantial opportunities 

across accessories categories.

Lanvin has several hit sneakers, 

including the Bumper and Curb models, 

and Cheng cited traction with its 

handbags with cat-shaped handles.

In a statement, Cheng thanked Bazin 

"for his contribution and dedication to 

Lanvin and for his leadership in helping 

the brand achieve important steps on its 

revival path.” Bazin joined Lanvin from 

Versace in September 2020.

While declining to give figures, she said 

Lanvin would end 2021 with revenues 

above 2019 levels, fueled in part by triple-

digit growth in China and robust business 

in the U.S., especially with accessories.

"We are very positive and confident 

about the developments we have made," 

she said, highlighting interest from 

younger generations in the brand.

Challenges include rising production 

costs and supply-chain hiccups. "And 

on the marketing side, we need to make 

more noise," she said.

However, she reiterated a target to 

reach breakeven by 2023, while also 

stressing a long-term commitment to 

the brand and the need for sustained 

investment to support digital and retail 

optimization.

Lanvin is sold in about 300 points of 

sale, but its retail network counts only 

about 25 boutiques.

Lanvin Group, previously Fosun 

Fashion Group, comprises five brands, 

the others being Sergio Rossi, Wolford, 

St. John and Caruso.

Last October, it brought on new 

investors — including Japan’s Itochu 

Corp. and Chinese high-end footwear 

maker Stella International — bringing 

the valuation of the Chinese fashion 

conglomerate to more than $1 billion.

Armed with more capital and  

industry expertise, the Shanghai-based 

firm plans to push further into Asia 

and the U.S., and continue building its 

portfolio of premium and luxury brands, 

as reported.

Lanvin Nabs Theory 
Exec to Ignite Growth
 CONTINUED FROM PAGE 1
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Siddhartha 
Shukla

The technology is designed  
to make buying and taking 
orders easier between stores 
and suppliers.

BY DAVID MOIN

The Bay, which operates thebay.com 

marketplace in Canada, has partnered 

with NuOrder by Lightspeed to "further 

accelerate its digital-first transformation."

NuOrder by Lightspeed is a  

business-to-business marketplace 

platform connecting retail buyers 

and suppliers in real time to develop 

assortments and complete orders. The 

technology is designed to help buyers 

make decisions and collaborate more 

easily with vendors with its "visually 

driven and intuitive platform," NuOrder 

said in its announcement.

“Delivering an assortment that reflects 

the brands, quality and lifestyle that our 

customers trust us to deliver is essential 

to The Bay experience,” said Laura 

Janney, The Bay's chief merchant. “We 

are driving a customer-centric approach 

across our business, and the NuOrder by 

Lightspeed platform now streamlines our 

internal process with significant speed 

and efficiency, and allows us to elevate 

and cater to market preferences through 

curated on-trend assortments.” The 

partnership launches Friday.

Olivia Skuza, co-founder of NuOrder 

and general manager of NuOrder by 

Lightspeed, said the platform "has 

innovated the buying process to enable 

real-time collaboration, inventory 

management efficiencies and effective 

collaboration, all which drive meaningful 

business results.”

"Through a fully integrated system 

with The Bay, NuOrder by Lightspeed 

automates the purchase order/item 

creation process to further expedite 

delivery and, ultimately, the online  

offer, showcasing product to customers 

faster than ever before," NuOrder said in 

a statement.

Lightspeed acquired NuOrder 

earlier this year. Lightspeed connects 

approximately 3,000 brands and more 

than 100,000 retailers, the company 

said. The technology provides virtual 

showrooms technology, visual assortment 

and merchandising tools, payments 

and data integration. Lightspeed 

indicated that its cloud commerce 

solution "transforms and unifies online 

and physical operations, multichannel 

sales, expansion to new locations, 

global payments, financial solutions and 

connection to supplier networks."

Founded in Montréal, Canada in  

2005, Lightspeed is listed on the  

New York Stock Exchange and the 

Toronto Stock Exchange.

Last June, Lightspeed agreed to acquire 

NuOrder for about $425 million in cash 

and stock shares. At the same time, 

Lightspeed also purchased Ecwid, a U.S.-

based global e-commerce platform, for 

about $500 million.

NuOrder, founded in 2011, serves  

more than 3,000 brands and saw 

100,000-plus retailers generate more 

than $11.5 billion in orders through its 

platform in the trailing 12-month period 

ended March 31. It achieved revenues 

of more than $20 million and grew at a 

rate exceeding 30 percent year-over-year 

during the same period.

Hudson's Bay Co. this year separated 

the e-commerce and brick-and-mortar 

stores operations of its three divisions 

— Saks Fifth Avenue, Hudson's Bay and 

Saks Off 5th — into separate companies. 

The strategy has quickly captured the 

imagination of the retail industry and 

sparked controversy over whether it 

can benefit companies or not. Activist 

investors are pressing Macy's Inc. and 

Kohl's Corp. to also separate their 

e-commerce and physical store businesses 

to raise shareholder value.

BUSINESS

Marketplace Marriage: The Bay 
Partners With NuOrder by Lightspeed

The Bay, which operates thebay.com marketplace in Canada.
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The photographer and 
architect said that he has 
always been interested  
in technology.

BY ROSEMARY FEITELBERG

Photographer and architect Marco 

Glaviano has dipped into his past to 

create his first NFTs.

In an interview from St. Barths,  

where he resides for part of the year, 

Glaviano discussed how technology is 

fueling creativity, the not-so-interesting 

state of fashion photography and 

upcoming projects.

Last week the lensman dropped 

his five unique and single-edition 

NFTs featuring Cindy Crawford, 

Paulina Porizkova and Iman, as well 

as Instagrammer Alexis Ren (who has 

over 15 million followers.) There is also 

a depiction of a glitzy Donald Trump 

portrait he shot for Vanity Fair in 2014.

Dubbed “Beauty and the Beast,” the 

NFTs were unveiled on the new digital 

art platform Pinhole. Glaviano also has a 

new exhibition opening in St. Barths.

Glaviano’s lengthy career included 

contracts with Vogue and Harper’s 

Bazaar, and shooting runway shows 

and advertising for Valentino, Giorgio 

Armani, Robert Cavalli and others. In 

1995, he designed and founded Pier 59 

Studio. He sold it 10 years later after it 

became too much of a distraction from 

his artistic work. From his viewpoint,  

the background noise is drowning out 

major media.

“Everybody is publishing magazines. 

The housewives in Idaho, who wear 

clogs, tell you what to wear. How can you 

control that? It’s impossible,” he said.

The downturn in advertising isn’t only 

impacting publishers’ financial security 

but compensation for photographers 

and other talent. In addition, influencers 

are getting paid a lot even though 

“they don’t always know what is right 

or elegant. There’s no filter,” Glaviano 

said. “When Diana Vreeland was editor 

in chief at Harper’s Bazaar, nothing 

went in those pages that wasn’t super 

elegant. There was strong control. Now 

there is absolutely no control. Anybody 

can put anything on the internet. And 

everybody’s looking at it, too. In that 

sense, it’s a disaster.”

At 79, he said he has always been 

interested in technology and first shot 

scans of a film shoot to relay a large pixel 

effect for American Vogue in a 10-page 

spread in 1982. He went on to work 

with Fuji, Kodak, Phase One and other 

companies, testing new digital cameras 

and equipment that they were investing in.

Part of the appeal of NFTs was that 

artists, not just photographers, can have 

control of their images. “The galleries have 

always been very greedy preponderantly. 

Some of them became more famous than 

the artists they represent. With NFTs, 

there is this encryption where the artist 

will always own the images and know who 

has it and what they are doing with it,” 

Glaviano said.

Speaking of the importance of NFTs 

being traceable, he said that can’t be 

done with digital art or classic art. “You 

never know where it ends up,” he said. 

“NFTs are the future. We have to go 

forward, right? I don’t like people who 

don’t like progress. Progress is good. It 

causes some casualties, of course.  

Every time you improve something you 

hurt somebody else. But overall, it’s a 

good thing.”

Believers in the good ole days are 

kidding themselves, he said, “It’s not 

true. The good ole days were not so 

good [laughs]. Either way it gets us 

motivated…look what’s happening with 

women. Finally — it’s been thousands of 

years. Now they’re getting on their own. 

It’s still difficult but we have to embrace 

the future,” Glaviano said.

Ten years ago he stopped shooting film 

due to digital’s superior quality. “There’s 

a debate about it, but only because most 

people don’t really know how to use it. 

There is no need to shoot film anymore 

for any reason. I still shoot film even now 

sometimes. It’s a romantic thing. It’s like 

going by horse instead of car. Horses are 

beautiful and so is film. But for practical 

reasons it’s not necessary anymore,” 

Glaviano said.

Glaviano opted to represent the 

work that he has been known for — 

supermodels in the ‘80s and ‘90s, which 

is “what people really like and they are 

popular with collectors.” Acknowledging 

the renewed interest in several models 

from that era including Porizkova and 

Crawford, he said, “After them, there was 

nobody like them. The taste changed. 

The fashion changed. They were [among 

]the last supermodels. They were 

household names. They were famous like 

rock stars.”

During the ‘80s, the photographer 

shot four calendars with Crawford and 

sold more than one million each year 

in bookstores. “It was a big thing at one 

time, especially as decor in university 

dorms.” Glaviano said. “We did two 

with Paulina…that was the golden time 

of the models when John Casablancas 

had all the best models. Then everything 

changed. People are very interested in 

this now.  I know because there are a lot 

of people interested in this now and a lot 

of people buying the prints.”

He has always been interested in 

technology, because photography is a 

craft, not just art. As for how influencers 

are now eclipsing models “totally, 

totally,” he said, “It’s a different business 

model. Let’s face it — the great magazines 

are gone and they have been replaced by 

social media. They used to put a lot of 

effort into doing those pictures…I really 

miss it and the people do, too. They are 

not finding influencers at the same level 

even though some of them are.”

While “it’s a shame” that the amount 

of artistic experimentation has waned 

in fashion photography as many 

conglomerate-owned designer houses 

and brands are increasingly focused 

on quarterly results, that isn’t about 

to change, Glaviano said. With 10-day 

Caribbean shoots for Vogue being long 

gone, he said, “It was a big investment in 

time, money and art.”

With millions of photographs “all over 

the place,” it is a little difficult to single 

out outstanding talent. His daughter 

Alessia, who created and oversees the 

Vogue Photo Festival, has shown him 

some interesting work. “But there’s a lot, 

a lot. It’s hard to tell,” he said, speaking 

more digitally.

As for what interests him now about 

fashion, Glaviano said “nothing,” before 

lauding the “democratization of fashion 

and making good design available to 

everybody.” Companies like Uniqlo 

that “can create all of this incredible, 

affordable clothing of very good quality 

all over the place so that everybody can 

buy it. It’s very democratic. I have jeans 

that designers gave me that cost $1,000. I 

buy Uniqlo ones in white for $28.”

Asked about the environmental 

waste that fast-fashion retailers are 

criticized for, he said, “Everybody wears 

something. Everybody’s dressed up 

— a pair of jeans is a pair of jeans…also 

from what I understand from reading 

even your newspaper every once in a 

while that bigger companies are very 

conscientious about the environment 

these days.”

Recalling fashion photography 

standouts Hiro, Richard Avedon and 

Irving Penn, Glaviano recalled going to 

see an exhibition of Penn’s images of 

crushed cigarettes at the Marlborough 

Gallery in 1975 or 1976. “It was so 

incredible and I got so depressed that 

this guy could do art out of cigarette 

butts. [I thought], I give up,” he said, 

laughing. “That was photography. Now is 

a little bit different.”

Looking ahead, Glaviano emphasized 

that the possibilities for photographers, 

artists and other visual specialists are 

“incredible,” due to the technological 

tools they have access to. He said, “If 

somebody like Michelangelo had a 

computer like we have now, who knows 

what he would have done. It’s not true 

that all this [technology] is bad. It’s 

just that some people do bad art with 

technology. They always did. They did it 

with paintbrushes, too.”

But NFTs and digital tools can unleash 

creativity, Glaviano said, “It frees your 

imagination to go places before you 

could not go.”

FASHION

Marco Glaviano on NFTs, Fashion 
Photography, Influencers

Paulina Porizkova

“With NFTs, there is 
this encryption where 

the artist will always 
own the images and 

know who has it  
and what they are 

doing with it.” 
MARCO GLAVIANO
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Julie Macklowe is ready to party.

That, of course, is not new. 

But now the serial entrepreneur and 

mainstay on the fashion scene is ready 

to party with her own American-made 

whiskey, The Macklowe. 

And that is new — or, at least, ready to 

go, having been aged seven years.

“There’s really no high-end luxury single 

malt that I would put in my bar, in my 

collection,” Macklowe said. “I thought, 

‘Why  not do it myself?’

“Our goal is to be the first luxury 

American malt — think the Birkin Bag for 

single malt,” she said. 

Macklowe has had an active and varied 

career. She toiled away structuring 

leveraged buyouts in Asia, had her own 

hedge fund, backed fashion businesses and 

launched the beauty brand Vbeauté, which 

was sold on HSN. 

Along the way, Macklowe nurtured a 

love of whiskey, first discovered as she 

was holed up in hotel rooms in South 

Korea, crunching numbers for corporate 

takeovers in the day and spending her 

dinner allowance on booze — as it turns 

out, very good booze. 

And so, she’s striving to make 

something extraordinary. 

The first cask comes from her private 

reserves and bottles will sell for $1,500, 

while shots are expected to be sold for 

$115 to $175. 

Macklowe described her philosophy as 

“great stuff in, great stuff out” and said all 

the ingredients are “100 percent non-GMO.”

“It’s the best American single malt that 

I’ve ever had,” she said. “What’s really 

exceptional about this liquid is that it’s 

super exotic, spicy, intense on the palate. 

It’s a powerful, complex finish.”  

It’s a business that requires a little bit 

of everything Macklowe learned along the 

way — from her financial savvy to the eye 

for packaging she cultivated at Vbeauté. 

“I wanted something that would stand 

out, that wasn’t another boring whiskey 

bottle — the same way that I dress, which 

is, always stand out,” she said. “We 

wanted to create a whiskey bottle that 

women can relate to as well as men so that 

it wasn’t just this masculine object.

“We’re on the frontier of something 

new,” she said. “It’s been a labor of love. I 

think you have to be somewhat insane to 

start a whiskey business, but I think we’re 

hitting in a space that one one’s been in.” 

And soon — as the pandemic, fingers 

crossed, burns out —  the world could be 

ready for a little more crazy.

“People are just jonesing to get out and 

have a good time,” Macklowe said. “We’re 

excited to have people share our drink and 

be a part of that.”

Julie 
Macklowe 
Launches 
Luxury 
American 
Single Malt 
Whiskey
The serial entrepreneur and 
fashion mainstay is launching  
her own whiskey. BY EVAN CLARK

Julie 
Macklowe

Julie Macklowe’s 
new drink:  
The Macklowe Malt.

The Macklowe 
bottles.
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HOW TO DRINK  
A $150 SHOT  
OF WHISKEY

The 1 Percenters who  
drink whiskey might know just 

what to do with such a  
high-end drink, but for 

everyone else, Macklowe 
offered some guidance.

“I personally prefer pouring 
whiskey into a Glencairn 
or snifter glass when it ’s 

available, otherwise a low 
ball. I  first always nose the 

whiskey, I smell it first, with my 
mouth open so you do not just 
inhale the alcohol. Then I take 
a small sip, let it l inger on the 

palate and then I swallow it and 
experience the finish.

“So basically three steps: 
Nose, palate, finish. Then I add 

a few drops of water, which 
is the equivalent of swirling 
around a wine, it opens the 

whiskey and I repeat.

“However, you should drink 
it as you like, so if you prefer 
to mix, put in on the rocks, or 
do shots. I say, ‘Do it as you 
wish!’  The entire point is to 
have a good time and drink 

what you like, not what you are 
told to like! I always think more 

toasting is more fun!”
“What’s really 

exceptional about 
this liquid is that  
it’s super exotic, 
spicy, intense on  

the palate.” 
JULIE MACKLOWE
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New 
Funding
Facetheory, the direct-to-
consumer, clean skin care brand, 
has raised 10 million pounds in 
a Series A funding round from 
Active Partners.

The investment will be  
used to drive growth in key 
international markets, including 
Europe and the U.S., recruit 
talent, and continue investing in 
research-and-development.

Investors are increasingly 
honing in on clean skin care 
brands as consumer demand for 
them rises, as well as on beauty 
brands with strong d-to-c models, 
which have shown robustness 
during the coronavirus pandemic.

Jamie Shuker founded 
Facetheory in 2014 in South 
Yorkshire, the U.K., with the aim 
of providing consumers with the 
best clean skin care products 
at affordable prices.  The brand 
includes moisturizers, cleansers, 
serums, toners, face oils, sun 
screen and makeup. Each 
product’s formulation is vegan 
and cruelty-free.

Products include the 200-ml. 
Loutrosoak Blooming Bath Oil for 
9.99 pounds, the 50-ml. Relaxing 
Night Cream for 11.99 pounds, the 
125-ml. Claribar Oil Control Face 
and Body Bar for 14.99 pounds 
and the 30-ml. Regenacalm 
Serum for 22.99 pounds.

During the past year, the 
digitally native brand has had 
more than 350,000 active 
consumers, of which 40 percent-
plus were outside of the U.K. 
Facetheory’s annual sales have 
grown from 2 million pounds to 
15 million pounds over the past 
three years.

Most of the brand’s 60 
employees are based in South 
Yorkshire.

Active Partners’ investment 
team was led by Jason 
Mahendran and Janice Cargo, 
who will join Facetheory’s board.

“Today’s consumers don’t just 
want great skin care products. 
They want great skin care 
products that are clean, natural 
and that don’t cost the earth. 
Jamie recognized this, and the 
team has designed the most 
exceptional range of innovative, 
ingredient-led, natural products 
that consumers genuinely love,” 
said Cargo, in a statement. “The 
brand’s impressive track record 
and high repeat purchase rates 
speak for themselves, and this 
is truly one of the U.K.’s most 
exciting and fastest-growing 
direct-to-consumer skin  
care brands.”

“I founded Facetheory on 
the belief that consumers 
deserved better for their skin: 
better ingredients, better 
results and better prices. It’s 
been an incredible journey to 
date, and I’m so proud of the 
amazing community we have 
built so far from our home in 
South Yorkshire,” said Shuker. 
“I couldn’t be more excited to 
have Active Partners on board 
for this next phase of growth, 
and their deep expertise 
and experience in building 
exceptional, ethical consumer 
brands will be invaluable as 
we look to further build out 
our brilliant team and bring 
Facetheory’s products to a 
global audience.”

Active Partner supports 
brands through all stages of their 
growth and expansion. Among 

those with which it has partnered 
include members’ club Soho 
House; Leon, the natural fast-food 
restaurants, and Secret Cinema, 
for immersive entertainment.  
— JENNIFER WEIL

Special 
Time
Patek Philippe and Tiffany & 
Co. are celebrating 170 years of 
partnership with a special watch 
design. The Swiss watch firm 
and American jeweler have been 
working together since 1851, 
when Tiffany became the first 
official retail partner for Patek in 
the U.S.

Flash-forward to modern day 
and Tiffany continues to operate 
a shop-in-shop dedicated to 
Patek watches at its New York 
City flagship, as well as select 
other U.S. locations.

The limited-edition 
Ref.5711/1A-018 Nautilus 
wristwatch is made of steel and 
features Tiffany’s famous robin’s 
egg blue shade on its dial. It is 
stamped with Tiffany & Co. at 
6 o’clock and Patek Philippe at 
12 o’clock. The watch is water-
resistant to 120 meters and has 
a self-winding mechanism. A 
special sapphire-crystal base 
back allows many of Patek’s 
movements to shine through 
and is embossed with “170th 
Anniversary 1851-2021 Tiffany & 
Co. — Patek Philippe.”

Patek has produced only 170 
units of the watch, which will be 
exclusively available for sale 
at Tiffany stores in New York, 
Beverly Hills and San Francisco. 
Tiffany will also auction off one of 
the watches at Phillips on Dec. 11, 
with all proceeds benefitting The 
Nature Conservatory.

Known as a carefully guarded 
brand, it is rare that Patek shares 
its name with another brand 
entity and Tiffany remains the 
only retailer to have its name 
featured on the Patek dial in 
the company’s history. The 
watchmaker has collaborated 
with Tiffany on select occasions 
since 2001.

“Tiffany & Co. is honored to be 
partnering with Patek Phillipe on 
this special timepiece to mark 170 
years together,” said Alexandre 
Arnault, executive vice president 
of product and communications 
for Tiffany. “The Nautilus is one of 
the most iconic designs offered 
by Patek Phillipe and we are proud 
to introduce this special edition 
featuring Tiffany Blue® dials to our 
most discerning clients.”  
— MISTY WHITE SIDELL

Blowing 
Hot,  
And Cold
Selfridges has a new concept 
for its ever-evolving Corner Shop.

Inspired by two very different, 
but equally glamorous, winter 
travel destinations, Los Angeles 
and St. Moritz, the British 
department store has turned 
the pop-up space into the 
Dream Getaway.

The new space, which opens 
today, stocks products from 
the two “dream destinations,” 
including merchandise from L.A.’s 
Sunset Tower, marking the first 
time that the branded pajamas, 
robes and Champagne are being 
sold outside the hotel.

The store is also stocking 
products from the lounge wear 
label Sporty & Rich, as well as a 

selection of Slim Aarons prints, 
a Paul Smith blazer in the same 
pink shade as the designer’s 
famous Melrose boutique, and 
plenty of merchandise, ranging 
from mini Oscars, to products 
designed by the city’s matcha 
specialist Cha Cha Matcha.

There is also be an edit of 
alpine-ready products by the 
St. Moritz concept store Super 
Mountain Market, in addition 
to mulled wines, fondue sets, 
blankets, and board games.

The retailer is once 
again putting the focus 
on sustainability with this 
latest edit: Super Mountain 
Market’s selections include 
biodegradable fleeces from 
Austria, and there’s also a 
selection of pre-loved ski 
wear from the likes of Prada 
and Fusalp, and a selection of 
natural Californian wine.

“We developed the concept 
when travel still felt like a faraway 
dream. So we wanted to bring 
the unique magic and culture of 
two of our favorite international 
destinations for unusual gifts,” 
said Selfridges executive buying 
director Sebastian Manes.

Manes added that the aim is 
to offer a mix of local icons, and 
fun, festive products — hence 
the mish-mash of everything 
from apparel, to wine, to 
gingerbread houses.

Selfridges kicked off the 
holiday season early this year, 
unveiling its Christmas windows 
at the end of October with the 
theme “Christmas of Dreams.”

The windows draw inspiration 
from director and choreographer 
Busby Berkeley’s 1930s vision 
of Hollywood, and classic 
Technicolor film musicals from 
the 1950s.

An imaginary cast of 
characters has been brought 
to life in the windows, in stores 
and through Selfridges’ digital 

campaign, which features Jane 
Horrocks, the actress who 
plays Bubble in the TV series 
“Absolutely Fabulous.”

The window displays, 29 in 
total, feature deeply pigmented 
colors, sparkle and a surreal set 
design, made with techniques 
and materials such as trompe 
l’oeil, cutouts, layering and 
scalloped frames.  
— NATALIE THEODOSI

Breaking In
Bumble, the women-first dating 
and social networking app, 
will launch the Bumble Shop, 
the app’s first foray into the 
consumer retail space. As part of 
the launch, Bumble has released 
a capsule collection of Bumble 

Basics, including T-shirts, hats, 
sweaters, accessories and 
games. They are available at 
Shop.Bumble.com.

Specifically the items consist 
of a Varsity Sweater, a bucket 
hat (which has Bumble’s tagline, 
“Make the First Move,” within the 
inner lining) and a Question Game 
Card Game, designed to help 
people push past small talk and 
form deeper connections.

“When Bumble was founded 
in 2014, we originally created our 
merchandise for the Bumble 
staff, brand ambassadors, 
and those who attended our 
events,” said Selby Drummond, 
Bumble’s chief brand officer. 
“However, before we knew it, 
people were asking where they 
could purchase our items — from 

Fashion Scoops

Products from 
Facetheory.

Some looks from 
Aviator Nation on 
Shop.Bumble.com. 

Selfridges’ 
“Dream 

Getaway” 
pop-up.

Patek Philippe, 
5711_1A_014.
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pens to T-shirts, and everything 
in between. We’re excited to give 
our community an opportunity to 
engage and connect with us even 
further through the launch of our 
Bumble Shop.”

Bumble Shop will also offer 
custom limited-edition items with 
Aviator Nation, the California 
lifestyle brand and inaugural 
partner of the rotating and 
quarterly collations. A co-branded 
selection of Aviator Nation items 
such as the Ninja Hoodie, Ninja 
Sweatpants, and Classic Truck 
Hat are also available via the 
Bumble Shop.

“Though we’ll initially be 
focusing on apparel, we envision 
Bumble shop will eventually 
become a space where people 
can purchase everything 
from date night kits, custom 
houseware items, and more,” 
said Drummond.

For the launch, Bumble’s prices 
range from $15 to $90, and go as 
high as $200 for Aviator Nation, 
and sizes go from XS to 4XL.

Bumble, founded by chief 
executive officer Whitney Wolfe 
Herd in 2014, connects people 
across dating (Bumble Date), 
friendship (Bumble BFF) and 
professional networking (Bumble 
Buzz). — LISA LOCKWOOD

Dream 
Comes True
Fashion industry veteran and 
Larroudé’s cofounder and chief 
creative Marina Larroudé is 
making good on a childhood 

dream. She and her husband 
Ricardo’s direct-to-consumer 
shoe brand is collaborating with 
Melissa on a line of summer 
slides bearing Larroudé’s 
signature daisy print.

“Growing up in Brazil, Melissa 
was such a big part of my 
childhood — it’s when my lifelong 
passion for shoes and fashion 
really began,” said Larroudé.

“I have the fondest memories 
of going to the shoe store 
with Grandma to get a pair of 
Melissas. I wasn’t into dolls, I was 
into Melissas. I simply adored 
them and used to beg her for a 
new pair. They all had a special 
scent to them that’s such a 
strong sensory memory for me. 
When the samples arrived, the 
first thing I did was smell them — 
taking in the exact same scent I 
remember from my childhood,” 
she added of the shoe’s 
bubblegum scent.

The slides come in three 
colorways, purple or blue with 
white daisies or black with 
multicolor daisies, and are made 
of 100 percent recyclable PVC. 
Larroudé launched its daisy 
range shortly after its launch 
— affixing the material to kicky 
kitten heels and platform sandals. 
The line was scooped up by 
influencers and quickly sold out 
— contributing to Larroudé’s early 
viral success.

Each of the Melissa x Larroudé 
pairs will retail for $90 and 
are available on both brands’ 
websites starting today, as well 
as in Melissa’s New York and Los 
Angeles stores. — M.W.S.

Jewel Store
Backed by the Made in 
Italy fund-powered Fine Sun 
investment firm, luxury handbag 
and accessories brand 

Rosantica has made its retail 
debut in Milan’s Golden Triangle 
luxury shopping district.

The brand opened a flagship 
on Via della Spiga, inside a 
space formerly occupied by 
Dondup, revamping the store 
as a Wunderkammer, “blending 
the traditional codes of luxury 
with high-tech,” said founder and 
designer Michela Panero.

The 376-square-foot space 
boasts floor-to-ceiling recesses 
embellished with boiserie 
decorations and housing the 
brand’s minaudieres, clutches 
and satchels covered in crystals 
and rhinestones or trimmed in 
feathers. Half of the 64 recesses 
can move and rotate to reveal 
additional handbags, via tech-
enabled automation.

A black and white chessboard-
patterned flooring contrasts 
with the ivory white boiserie and 
bubblegum pink recesses, the 
latter spotlighted by changing 
lighting at the store. The renovation 
works were spearheaded by 
architects Gino D’Andrea and 
Francesca de Cherubini.

“I’m always very prudent and 
anxious, but the fund has helped 
me look forward,” said Panero 
praising the financial muscles 
and entrepreneurial spirit of 
the fund.

Founded by Panero in 2010, 
Rosantica sold a 60 percent 
interest to the Made in Italy 
Fund, the private equity fund 
managed by Quadrivio and 
Pambianco, in 2020. Following 
other acquisitions in the fashion 
sector — including 120% Lino, 
Dondup and footwear brands 
Ghoud and Autry — the fund 
established a new entity called 
Fine Sun to manage its fashion 
portfolio. The Made in Italy fund 
also acquired a majority interest 
in GCDS, which is managed 
independently.

Former Gucci and Golden 
Goose chairman Patrizio 
di Marco has also become 
an investor in the Made 
in Italy Fund and was named 
president of Ghoud and Autry.

According to Mauro Grange, 
partner of the Made in Italy Fund 
and chief executive officer of 

Fine Sun, the fund is looking 
to grow the brand’s footprint 
also abroad, with plans to add 
flagships in Paris, London, Hong 
Kong and New York in the mid-
term future.

“I believe consumers are 
craving newness and this 
particular context offers 
opportunities,” said Grange 
commenting on the decision to 
debut in retail amid the pandemic.

Despite the havoc wrought 
by the health emergency, 
the executive noted that the 
brand’s revenues jumped 30 
percent year-on-year, fueled 
by investments on growing 
Rosantica’s digital prowess, 
via social media and a newly 
launched e-commerce platform.

Treasure chest-like clutches, 
as well as the new Trullo Bag 
collection developed in tandem 
with fashion editor and social 
media icon Anna Dello Russo, 
drew the interest of marquee 
retailers, including Bergdorf 
Goodman and Saks 5th Avenue, 
the executive noted.  
— MARTINO CARRERA ■

Not So 
Buzzy
Cakes, cats, bright yellow OMG 
signs, Instagram star Dude With 
Sign and a lot of confetti were 
on hand Monday to help digital 
media company BuzzFeed make 
its public debut on Nasdaq, but 
did it hit the mark with investors?

So far, the answer appears to 
be no with its stock, now trading as 
“BZFD”, closing down by just over 11 
percent to $8.56 on Mondayafter 
briefly spiking by as much as 40 
percent earlier in the day.

BuzzFeed’s journey to the 
public markets comes through 
a merger with 890 Fifth Avenue 
Partners, Inc., a special purpose 
acquisition company commonly 
referred to as SPAC, which was 
completed on Friday, the same 

day it closed its acquisition of 
global youth entertainment 
company Complex Networks, 
joining other brands such as 
HuffPost and Tasty.

When BuzzFeed first unveiled 
the SPAC deal in June, it said it 
could raise around $288 million, 
but last week it revealed that 
it had $16 million after some 
investors opted not to participate, 
although it has about $150 million 
in debt financing.

“Today I’m grateful to everyone 
who helped make BuzzFeed 
the destination for the best 
things on the internet: the 
video creators, the writers, the 
award-winning journalists, the 
internet visionaries — and the 
most socially engaged, diverse 
audience the world has ever 
seen,” said BuzzFeed founder 
and chief executive officer 
Jonah Peretti, who rang the bell 

at Nasdaq. “Our next chapter 
as a public company will help 
BuzzFeed, Inc. become a hub for 
even more brands and creators, 
visionary founders and CEOs, 
high-quality content for the tech 
platforms, and so much more.”

Other media companies 
considering SPACs will be 
following BuzzFeed’s debut 
closely. Also known as “blank 
check” entities, SPACs act as a 
shell company that investors pour 
money into via an initial public 
offering. They then use those 
funds to acquire a company that 
will inherit its stock exchange 
listing minus the traditional 
time-consuming IPO process. 
While they have been around for 
a while, media’s interest in them 
only really took off in 2020 as the 
pandemic hit the sector hard, 
making consolidation, especially 
on the digital side, an increasingly 

attractive option. Companies 
slashing marketing budgets, 
more ads being swallowed up 
by Facebook and Google and 
venture capitalist investors’ 
waning interest in digital media 
have all played a part.

Bustle Digital Group, the 
owner of Bustle, Mic and Nylon, 
among others, is among those 
companies said to be exploring a 
potential merger with blank-check 
acquisition companies aiming 
for a valuation of at least $600 
million. Forbes, meanwhile, has 
joined forces with Magnum Opus 
Acquisition Ltd., a special purpose 
acquisition company, to go public 
in a deal worth $630 million.

In contrast, Vice Media’s 
SPAC talks reportedly ended in 
September, with the Brooklyn-
based company instead raising 
$135 million from existing 
investors. — KATHRYN HOPKINS

Jonah 
Peretti

Larroudé and 
Melissa’s sandal 

collaboration.

The Rosantica 
flagship on 
Milan’s Via 
della Spiga.
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