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Millennials seize the reins of the
skin-care business from Boomers
as attention shifts away from
antiaging products.
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Fashion Remembers Prince
The fashion world paid tribute to the
late musician Prince Rogers Nelson.
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“A strong spirit transcends
rules” -- #Prince
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through this thing called life”
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Tory Burch detailed the design process.

“Everybody should do what’s best for them. Of course, there should
be some coordination; otherwise it will create a mess.”
— Ralph Toledano, on coordination among key fashion
capitals on the show-now-buy-now movement.

THE

ESSENTIALIST
TOP 10 STOR IES OF T HE W EEK
1

Rana Plaza Remembered
A day of quiet prayers in Dhaka, Bangladesh, to acknowledge the third anniversary of the
collapse of the Rana Plaza factory was also marked with protests and demonstrations. Angry
protesters called for the execution of Sohel Rana, the owner of the eight-story building,
who remains in police custody.

2

Shake-up at Coach
“Its relevance to the
current market is unclear
— in terms of product
range, brand appeal and
distribution strategy.”
— HARSHA WICKREMASINGHE,
LIVINGSTONE PARTNERS

Coach Inc. had a 27 percent increase in income and shook up its exec ranks. The firm promoted
Andre Cohen and Todd Kahn. Gebhard Rainer and David Duplantis are leaving the company.

3

BHS Blues
British Home Stores has gone bust. The decision to go into receivership came a little
more than a year after Sir Philip Green sold BHS to Retail Acquisitions Ltd. The filing puts
nearly 11,000 jobs at risk.

4

“Snapchat is projected
to earn $300 million in
revenue in 2016 — seven
times higher than 2015
projections.”
— L2 RESEARCH

Snap to It
Snapchat is making strong headway and, according to a recent report from L2, has surpassed
Instagram as the most important platform for teens.

5

Turbulence at Aéropostale
Teen retailer Aéropostale saw its stock plummet below 5 cents a share as it disclosed it would
begin trading over the counter. The company may be facing a bankruptcy filing.

6

Norsa to Exit
Salvatore Ferragamo chief executive officer Michele Norsa will leave the company upon the
naming of a successor. Norsa joined Ferragamo in 2006 and led the firm’s public listing.

7

Non-‘Habit’ Forming
Amazon will shutter its flash-sale site MyHabit.com next month. The company launched the site
in 2011. Amazon still has its eye on fashion with a new live-streaming style show called “Style
Code Live.” It also quietly ventured into the private-label business.

Toledano photograph by Franck Mura

“[Norsa] brought a
top-rate organization to
Ferragamo, working on
priorities and deﬁning
strategies, carrying them
forward with very strong
discipline and energy, and
we’ve seen the results.”
— ARMANDO BRANCHINI,
INTERCORPORATE

8

Trade Partners
The U.S. division of London-based UBM plc, the largest trade-show organizer in the U.S., acquired
Business Journals Inc. for $69 million. The deal joins UBM’s shows, including WWDMAGIC, Project
and Coterie, with BJI’s consortium of events, such as MRket, AccessoriesTheShow and Fame.

9

Paring the Fleet
Sears Holding Corp. will close 78 more stores by mid-September. These include 10 Sears units
and 68 Kmarts. The company in February said it would accelerate the closing of unprofitable stores.

10

Hyères Winner

“As we continue to
increase our breadth of
selection and improve
the customer experience
on Amazon.com, we have
decided to simplify
our oﬀering and will
be closing MyHabit at
the end of May.”
— AMAZON

Wataru Tominaga took home the Première Vision Grand Prize at the 31st edition of the Hyères
International Festival of Fashion and Photography. The Japan-born, 28-year-old designer
impressed judges with his playful men’s wear silhouettes.

Illustration by KYLE HILTON
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AGENDA

MRket, AccessoriesTheShow, EDIT, Fame, Moda
and Stitch.
All of the shows will continue under their
existing names under the new ownership arrangement, but MRket, BJI’s men’s wear show, will join
Project at the Mandalay Bay in Las Vegas, while
the women’s shows will relocate to the Las Vegas
Convention Center to join UBM’s WWDMAGIC and
FN Platform. In New York, many of the shows had
already been housed at the Jacob K. Javits Convention Center and that will continue.
“We know how hard it was to maneuver the
marketplace, especially in Las Vegas,” said Tommy
Fazio, president and fashion director of the UBM
Fashion Group. “My commitment to the retailers
and brands will be to create a seamless place to
shop. And we’re excited to bring the BJI shows
into the fold.”
He said that with UBM’s resources, the “communication to retailers” will improve and there will be
a “one-voice strategy across all our fashion events.”
While the essence of trade shows may be
the same as it was two decades ago, much has
changed, Fazio said. “Trade shows are a community of creative people who come together two or
three times a year to speak with a uniﬁed voice.
But it’s now more about speed-to-market and
communicating what we stand for as an industry.
I actually think trade shows are getting stronger
instead of weaker.”
Chris DeMoulin, managing director of fashion

walking every show in his hometown as well as
Las Vegas. “For guys like me who go to the shows
and really work, we’re all about the eﬃciency of
the experience,” he said. “So from a retail point
of view, [the acquisition is] all upside.”
Observers also believe the UBM/BJI deal is a
positive one for the industry.
“Overall, I think this merger makes sense,
as this will allow the experience for both the
exhibitors and retailers to be more eﬃcient and
all-encompassing,” said Susan Sokol, founder of
Susan Sokol Consultancy. “The retailer will have
the opportunity to see some brands they may not
have seen in the past or even thought to see. Same
for the exhibitors. They will have greater exposure
to more retailers.”
Sokol had one suggestion: “UBM may want to
consider extending the length of some of the larger
shows since now there will be more exhibitors and
more brands to cover for the retailer. To physically
see and absorb all the exhibitors in three or four
days is a daunting task.”
Allan Ellinger, senior managing partner of MMG
Advisors, also gave the deal a thumbs-up.
“I’m very happy to see it,” he said. “In a consolidating industry, this is great timing for BJI. As
the industry changes and evolves, so do the trade
shows. Consolidating into fewer venues is easier
for retailers to shop.”
He said trade shows are the most viable solution
for retailers who “still want to feel and touch. What

are the options? You can see the largest amount of
vendors in the shortest period of time.”
Ellinger believes the acquisition “is one of the
last major pieces of the trade-show puzzle that
needed to come together. It’s expensive to produce trade shows and keep up with the technology
that exhibitors and retailers expect. And UBM has
the resources to make the investment.”
That’s not to say there’s no competition left. In
Las Vegas, for example, Liberty Fairs, Capsule and
Agenda will still draw retailers to the Sands Expo,
in between UBM’s venues at Mandalay Bay and
the Las Vegas Convention Center. “I’ll still go to
the other shows,” Giddon said, “but I’ll deﬁnitely
spend more time at Mandalay Bay.”
Ditto for Katz. “But if they can make our lives
a little simpler with one or two fewer locations,
it’ll be more eﬃcient for us to do our jobs — and
we need more eﬃciency.”
In addition, he said the deal is indicative of
the trend in the industry as a whole, with the big
getting bigger and the small getting swallowed up.
“It’s becoming a game of big players,” he said.
“Independents in all areas are becoming more
rare.”
Roseanne Morrison, fashion director of The
Doneger Group, was also in favor of the deal. “In
terms of UBM, it is prescient,” she said. “We have
been overwhelmed with too many shows, brands,
items, and it is diﬃcult to distinguish good brands
as there are just too many to choose from. I think

Top Brass of the Merged Companies

UBM’s acquisition of BJI creates a
trade-show giant.
By JEAN E. PALMIERI Contributions by LISA LOCKWOOD
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I

nstagram, Twitter, Snapchat, Facebook, live-streaming fashion shows,
Kardashians. These innovations have
all fundamentally changed the world
in which we live.
But put all of those aside for a
moment and consider the trade show.
Sure, the big ones have their own apps,
ﬂoor ﬁnders and digital platforms, but
the heart of the business hasn’t changed much
over the years. They still set up thousands of
booths in convention centers or hotels and invite
retailers to shop the latest looks from exhibitors.
While the concept may not be revolutionary or
sexy, the service it provides remains essential to
most stores.
“Trade shows are invaluable,” said Dana Katz,
president and owner of Miltons The Store for Men
in suburban Boston. “You’re able to see so many
people under one roof, or a few roofs, and you
can compare.”
There will be one fewer roof starting next
month as a result of UBM America’s purchase last
week of Business Journals Inc. for $69 million
in cash. The deal brings together UBM’s shows,
including WWDMAGIC, Project and Coterie,
with BJI’s consortium of events. These include

Photographs by George Chinsee

Power
Source

Chris DeMoulin
UBM Americas

Erik Ulin
UBM Americas

for UBM Americas, said because the group is the
largest event company in North America, the
combined shows will “realize the beneﬁt of that
scale and improved systems so that it’ll be easier
for exhibitors and buyers.”
Because the London-based UBM plc is international, the organization is also increasingly
attracting retailers from Asia, Europe and North
and South America to its shows.
Earlier this week, UBM plc also revealed it
was launching IFF MAGIC Japan, a new venture
between its MAGIC trade show and JFW-International Fashion Fair to hold a trade show in Tokyo
twice a year.
“We see growth in the North American market
and internationally,” DeMoulin said. “The events
will continue to be extremely valuable, but we will
also knit the community together 365 days a year.
“Our responsibility is to innovate and evolve
and bring the experience to life at our events.”
Bringing that experience to life in a more cohesive setting will also address the common irritation
of stores that there are too many trade shows in
too many diﬀerent venues.
“My complaint as a retailer has been the
inconvenience,” said Ken Giddon, president of
Rothmans in New York, who makes a point of

Tom Nastos
UBM Americas

“The events will continue
to be extremely valuable....
Our responsibility is to
innovate and evolve
and bring the experience
to life at our events.”
Chris DeMoulin, UBM Americas

Britton Jones
Business Journals Inc.

Sharon Enright
Business Journals Inc.

it will beneﬁt buyers in that respect as we are in
the era of information overload.”
For most vendors, the merger is a nonissue.
“It means positively nothing to me,” said Peter
Leﬀ, executive vice president of wholesale for
Tommy Bahama, which shows at Project in Las
Vegas. “We don’t care who owns a show. We care
more about the clientele, our neighbors and the
timing.”
According to one large men’s furnishings label
that recently relocated from MRket to Project, “It’s
a nonevent for us. If they consolidate under one
roof, it would help dress furnishing vendors be
more impactful as a category. The multiple locations were too much of a hassle for the buyers to
navigate during their time at the shows.”
Ronny Wurtzburger, president of Peerless Clothing, which shows its licensed brands at MRket and
the Tallia label at Project, was more upbeat. “It’ll
be great to have both shows at the same place.
I wasted half a day going back and forth between
the two shows. For me if the retailers are there,
I’m there — pretty simple. I’m not there to
play, I’m there to sell and ﬁnd new customers.
The latter is harder. I would like to do it on a big
boat so the customers would have to stay for the
three days.” ■
WWD.COM APRIL 2016, No. 4
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AG E N DA

Age of
Enlightenment
BY ALLISON COLLINS

Wrinkles are no longer the thing.
The Millennial attitude toward skin care is wreaking
havoc in the beauty world, where skin care had long
produced impressive year-over-year gains. The views
of the younger generation — a beauty-from-the-insideout approach — represent a sharp departure from the
antiwrinkle priorities of their Baby Boomer parents,
and that ﬂip is furrowing brows across the sector.
Millennials want fast outcomes from natural or clinical
products, and that goal — immediate results — is steering
them toward cosmetics. The change is forcing beauty
ﬁrms to toss their worn, wrinkled playbooks and start
generating products and marketing strategies to reach a
demographic that shops with a new set of values.

Photograph by CHRISTINE HAHN
Hair by AMY FARID at Kate Ryan Inc. for Bumble and bumble
Makeup by TIFFANY PATTON using Dior Beauty
Models EVE M, Marilyn Agency; SARAH JANE ADAMS, Grey Models

“There’s this overall
sense of ‘oh, that’s
good enough.’ It’s less
about giving up and
more about embracing
who you are. ”
Karen Grant, The NPD Group
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“For the last 10 years, it’s been lines, wrinkles,
lines, wrinkles,” said Karen Grant, global beauty
industry analyst at The NPD Group — but that is
changing, and age-specialist products declined in
2015 for the ﬁrst time in two years. “[Millennials]
are just less anxious about the lines, the wrinkles,
the gray hair, the natural hair,” Grant said. Of
course, Millennials don’t really have wrinkles or
gray hair to really worry about yet, but Grant contends there’s a shift that’s more about attitude and
outlook: “There’s this overall sense of ‘oh, that’s
good enough.’ It’s less about giving up and more
about embracing who you are and what you are
and how you look, and not feeling like you have
to ﬁt any mold.”
Millennials tend to be skeptical about glossy
advertising that tries to talk at them.
The market shift creates an opening for small,
nimble skin-care brands that target Millennial
desires as much as it demands the established
beauty players step up their games. As a category,
prestige skin care in the U.S. gained 3 percent in
2015, according to NPD. That growth is paltry in
comparison to growth of years’ past, such as 9
percent in 2013, NPD numbers show.
Makeup is the clear winner these days. The category was up 13 percent for 2015. The phenomenon
is due in part to the rise of selﬁes. Cosmetics allow
anyone to contour or strobe their every imperfection away, producing immediately the same taut,
glowing skin as an intensive skin-care regimen.
The ﬁnancial results of beauty companies echo
the trend. At the Estée Lauder Cos. Inc., skin care
brought in $1.2 billion for the quarter ended Dec.
31, down 3 percent year-over-year. Makeup, however, posted a 6 percent increase during that time

frame. At Coty Inc., skin and body-care sales were
down 8 percent for that quarter. Avon, which has
struggled broadly, posted a 21 percent year-overyear decline in skin-care sales, though that ﬁgure
reﬂects the company’s divestment of Liz Earle.
Aging gracefully seems to be more of a focus,
experts agreed. “Wrinkles, to me, are smile lines,”
says model and Instagram sensation Sarah Jane
Adams, who touts her age of 61 with the hashtag
#mywrinklesaremystripes on her @Saramaijewels
Instagram account, which has more than 50,000
followers.
“[Millennials] are more skewed toward simplicity,” noted Sam Cheow, chief product accelerator
at L’Oréal (that means his job is to identify trends
and translate them into beauty innovations).
“They look at aging in a very diﬀerent way.
It’s not top-of-mind for them, they are more
problem-and-solution-centric.”
Within skin care, two subsegments — natural and
clinical products — accounted for the entirety of the
category’s growth. Combined, the groups make up
the largest share of prestige skin-care sales.
Doctor-branded products are resonating well
with the Millennial consumer, who craves authoritative advice, according to Grant. “That age group
tends to say they look for that type of endorsement,” she said.
Moreover, 111 Skin, the brand started by plastic
surgeon Yannis Alexandrides, has experienced a
142 percent sales increase year-over-year. Rodan +
Fields, founded by the same dermatologists who
founded Proactiv — Katie Rodan and Kathy Fields —
had a 90 percent sales increase for 2015, to nearly
$627 million. And Colbert MD, the skin-care brand
founded by dermatologist David Colbert, has
experienced a 38 percent increase year-to-date,
according to industry sources.
Natural skin-care brands are also experiencing
sales gains. S.W. Basics, which makes products
with ﬁve ingredients or fewer, is growing rapidly.
The business had a more than 200 percent growth
rate in 2015, according to industry sources. It has
upped distribution considerably, and is selling
at Urban Outﬁtters and Target. “There has been
a lot of natural stuﬀ around for a long time, it’s
just that the brands don’t try to speak to younger
people,” said S.W. Basics founder Adina Grigore. A
Millennial herself, Grigore said she developed and
launched the line after she couldn’t ﬁnd natural
products that resonated with her.
Ingestible products, like beauty-speciﬁc vitamins, supplements and even beverages, are also
becoming tied in as part of the skin-care package.
That market has grown more than ﬁve times, in
two years, to $4.1 million in 2015.
Miyu, which uses “beauty from the inside out”
as its slogan, launched a line of beauty teas that are
sold in Anthropologie, among other outlets. Aloha
also has a beauty tea that claims to help skin glow.
Earlier this year, it launched cactus water, which
it says can have anti-inﬂammatory, and thus skin,
beneﬁts. On the supplements end, Nordstrom
has started selling 8G, which is made up of eight
dehydrated greens such as spinach and kale, and
is said to reduce the eﬀects of aging and promote
collagen production. Beauty was at the forefront
of that decision, said Gemma Lionello, executive
vice president and general merchandise manager
of Nordstrom Beauty.
“There’s this emphasis that you have to be real
and raw and underneath all of that you still look
good because you’re healthy,” said Alicia Yoon,
founder of Korean beauty e-commerce business
Peach & Lily.
Moving a step beyond ingestibles being consumed for the sake of skin is two-year-old ►
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Fresh Focus
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1. Tula uses probiotics, which are traditionally
ingested, in its skin-care products. 2. Glossier,
born on the Internet, draws a big crowd on social
media. 3. The Estée Edit was created specifically
to target Millennial consumers.

skin-care line Tula, which includes probiotics
inside its potions — something relatively new to
the U.S., while popular in Europe.
“The whole line is all about not just probiotics,
but the concept that what we do for ourselves
internally is also great for our skin,” said Roshini
Raj, a gastroenterologist and Tula’s founder.
Nuori, a natural brand that uses fresh ingredients and puts sell-by and expiration dates on
its product packaging, is also experiencing sales
gains, according to founder Jasmi Bonnén. The
eight-month-old business has increased distribution to about 60 doors in 14 countries, and
is planning to be in 100 doors by the end of this
year. “I think for a new start-up, it’s very easy to
connect with Millennials because authenticity and
transparency are really the cornerstone of our
company culture — we’re passionate about this
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idea of freshness,” Bonnén said.
The Estée Lauder Cos. Inc. — a Boomer itself
with a 1946 founding birthday — is developing
products and messaging strategies to try to keep
up with the shift. “We are living in a time that’s led
by Millennials and a time that is led by Millennial
inﬂuence, and I think to understand skin care,
we have to take a step back and talk about what
matters to this incredibly important and inﬂuential group,” said Jane Hudis, group president at
Estée Lauder for the Lauder brand, Aerin, Origins,
Aveda, Darphin and La Mer. “This is a group
that is living their lives on their mobile phones,
living their lives taking pictures all day long, and
whether it’s Instagram or Snapchat or FaceTime,
the way somebody looks, the way somebody
poses — what they put forth to the world really
matters,” said Hudis.

“We’re not cool, but we’re real,” say Vicky Tsai,
founder of skin-care line Tatcha, which has more
than 49,000 Instagram followers. The line is
inspired by the beauty rituals of the Geisha, and
has tripled its growth annually. “There’s an
overall movement right now to things that are
more time-tested,” Tsai said. “I think the bigger
thing is authenticity.”

Models: Eve M, Marilyn Agency; Sarah Jane Adams, Grey Models

SOCIAL MEDIA STAR

In March, Lauder launched The Estée Edit by
Estée Lauder, a collection of skin-care and cosmetics products aimed at Millennial consumers,
at Sephora. The Millennial face of Lauder, Kendall
Jenner, and beauty blogger Irene Kim, selected
some of the products in the lineup.
The collection includes multitasking products
like a Pore Vanishing Stick, which aims to blur the
look of pores, even skin tone and minimize shine,
and Beam Team Hydrate + Glow, a moisturizer
plus illuminator that claims to change the look
of skin while delivering hydrating beneﬁts. “We
are introducing more products with immediate
beneﬁts,” Hudis said.
Products that emphasized complexion preparation had the biggest gains, according to NPD
— makeup primers and CC creams alone brought in
$490 million to the beauty industry in 2015. “The
consumer is trying to get the beneﬁts, but she’s
not locked into using skin care to get the skin-care
beneﬁts,” said Grant of NPD. “The need doesn’t
go away. The opportunity lies in understanding
how to address needs that may be becoming more
realized, then [fulﬁlling] them and [keeping] ahead
of the trend. Because she’s moving, we just need
to move with her.”
When
beauty-blogger-turned-entrepreneur
Emily Weiss started skin-care line Glossier, she
formulated products that provided immediate
eﬀects, but also allowed users to wear less
makeup. Glossier’s priming moisturizer is formulated to give skin a velvety feel, a glow-y look and
calm down redness. “We added an antiredness
ingredient that…allows you to not wear as much
foundation.” The brand, now well into Phase 2
(cosmetics), continues to grow, according to Weiss,
citing replenishment ﬁgures. “Our girls who start
with priming moisturizer end up buying it twoand-a-half to three times per year,” she said.
“You have skin care and you have makeup, and
I know the lines are getting blurred, but there’s
deﬁnitely a white space between the two,” said
GlamGlow cofounder Glenn Dellimore. That
brand, he feels, ﬁts into that space.
GlamGlow, acquired by Lauder in 2015, develops mud masks that help Hollywood celebrities
quickly become camera-ready. The products have
also resonated far beyond Tinseltown, and have
been picked up by many Millennial consumers,
according to the company.
“Especially with Millennials, they want things
beyond instantly…instantly isn’t even good
enough nowadays,” said Shannon Dellimore,
GlamGlow cofounder.
The face-mask subcategory is experiencing
growth of its own — in two years, the market
doubled from $60 million in sales in 2013, to
roughly $120 million in sales in 2015, according to
NPD. Aside from immediate eﬀects, the products
are often grabbed as a last-minute impulse buy,
which is driving sales. Plus, as experts pointed
out, masks are fun.
“We are living in an era where fun rules, and I
think you can have great skin-care products and
get people engaged and excited and also have
a good time,” Hudis said. “Not only is skin care
about performance and delivering results and
looking great when you wake up in the morning,
but we really need to make it fun.”
Part of the amusement from masks speciﬁcally
comes from the ability to share them — especially
on social media. “The idea of a mask is very visual
— the PowerFoil mask is a sellout because it’s so
visual on Instagram,” Hudis says. “It’s very experiential…that experience makes these products
very interesting and exciting to share.”
“Before you wouldn’t see anybody posting with
an actual treatment mask — you’re now seeing

“Wrinkles, to me,
are smile lines.”
Sarah Jane Adams

friends post together, couples post together,”
Dellimore said.
Social media sharing and engagement is one of
the core ways for brands to break into the market,
and perhaps more importantly, the conversation.
Before Glossier’s product launch, for example,
came Glossier’s Instagram account. “Social media
for us has always been our number-one communication channel,” Weiss said. “By the time we
launched Glossier, we had 15,000 followers.”
“[Millennials] don’t want to be spoken at, they

want to be engaged,” said Cheow.
Glossier’s take on reaching the Millennial
consumer relies heavily on social media, though
it does include an advertising component. That
approach is a departure from companies’ reliance
on glossy advertisements to reach and direct consumers toward products. Millennials are skeptical
about those campaigns, and tend to view the
directions as suggestions, giving their attention
to advertising that connects with them, and using
products in a way that’s customized to their speciﬁc needs. “Millennials look at their skin care in
a way that allows for interpretation,” said Hudis
at Lauder. “They put themselves into the conversation, where Boomers are more likely to take
instruction and use things in a particular way.”
Millennials are not only participating in the
conversation, they are the conversation. ■
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Briefs: Fashion, Beauty & Accessories
BEAUTY

1. Redken Curvaceous
CCC Spray, $24
2. Oudidad Curl
Immersion Triple
Treat Deep
Conditioner, $38
3. Kérastase Discipline
Cleansing
Conditioner
Curl Idéal, $48
4. R+Co Twister
Curl Primer, $25
5. René Furterer
Karinga Ultimate
Nourishing Oil, $24
6. Bumble and
bumble
Anti-Humidity
Gel-Oil, $34

A painting of Frida Kahlo by Corinne Dalle Ore.
2
WELL-READ

Art Meets
Fashion
OFrida Kahlo’s influence
always seems to persist in
fashion. Journalist Susana
Martínez Vida has examined
every angle with her new
book “Frida Kahlo: Fashion as
the Art of Being” (Assouline).
Former director of Elle Spain
and Elle Decor España,
Vida also started Ragazza
magazine and has a 25-year
track record in publishing.

Whether the unmistakable
artist was in Mexico City, New
York or Paris, her multicultural
aesthetic made her the
center of attention, according
to Vida, who took pen to
paper for the tome after
seeing the first exhibition of
Kahlo’s fashion at La Casa
Azul in 2012.
Based in Mexico City and
Madrid, the first-time author
will be the guest of honor on
Cinco de Mayo at a launch
party at New York’s Hôtel
Americano.
— ROSEMARY FEITELBERG

CHILDREN’S WEAR

Kid’s Play

4
6

OThe Good Luck Troll dolls
are marching en masse
into the fashion industry.
Akid, the children’s shoe
and clothing brand that is
popular with the offspring
of Gwen Stefani and
Kourtney Kardashian, is
introducing a collection
inspired by the grinning
trolls topped with frizzy,
rainbow-colored hair.
Los Angeles-based Akid
is offering 14 styles of
sneakers, sandals, T-shirts
and hoodies, all emblazoned
with mischievous images

5
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of the dolls that took over
playrooms in the Eighties and
Nineties. For instance, the
naked backside of a troll with
crazy hair is screenprinted
on the back of a hoodie.
Retailing from $35 to $90,
the collection is heading to
Akid’s e-commerce site in
June, then to Nordstrom and
boutiques such as Colette in
Paris the following month.
It’s all part of the trolls’
pop culture invasion.
DreamWorks Animation,
which owns the intellectual
property rights for the troll
dolls, recently struck a deal
for MAC to design a makeup
collection based on the toys.
In November, the studio
is releasing a movie titled
“Trolls,” featuring the voices
of Justin Timberlake and
Anna Kendrick.
Aside from targeting a
new generation of kids, the
collaborations hit a nerve
of nostalgia in grown-up
designers. “As a child, I was
obsessed with these dolls,”
said Akid co-owner Ashleigh
Dempster. “So it was a nobrainer.”
— KHANH T.L. TRAN

— ELLEN THOMAS

QUOTED

Two Billion
Euro Club

“Prince sat in
the audience...
As the beat
kicked in, he
got up from
his seat and
performed his
track down
the length of
my catwalk.
The audience
was amazed
to be in the
presence of
such a legend.”

OItaly’s Calzedonia Group
reached a milestone last
year as it became part of
the two-billion-euro club.
In 2015, net profit jumped
37.3 percent to 114 million
euros, or $126.5 million
at average exchange, on
revenues of 2.02 billion
euros, or $2.24 billion, up 9.3
percent compared with 2014.
The hosiery, innerwear
and beachwear company,
which includes brands
Calzedonia; Intimissimi;
Tezenis; cashmere apparel
label Falconeri, and
Signorvino winery chain,
is further expanding its
business outside of Italy
and plans to open its first
store in the U.S. this year.
At the end of December,
the group — founded by its
president Sandro Veronesi
— counted a total of 4,025
banners, of which 2,442
are outside of Italy, with a
presence in 42 countries.

The Maestro
At Bergdorf’s
OGiorgio Armani Beauty
has landed at Bergdorf
Goodman. The 355-squarefoot space, which includes a
spa room, opened last week.
The counter space
will carry the full range
of Giorgio Armani
Beauty products — 425
stockkeeping units —
including color cosmetics,
skin care and a fragrance
and the Armani Privé line,
the full assortment of which
is only available in Giorgio
Armani boutiques. The onechair spa room — the only
U.S. location — offers four
facial treatments that are
exclusive to Bergdorf’s.
Pat Saxby, vice president
of divisional merchandise
at Bergdorf’s, noted that
Giorgio Armani Beauty,
which is sold in Neiman
Marcus stores, is a natural
complement for Bergdorf’s,
given the label’s visibility
in the store’s fashion
department. She expects
the brand’s Luminous Silk
Foundation and fragrance
collection to be top sellers.
Alexandre Choueiri,
president of international
designer collections at
L’Oréal USA, noted Armani
specifically requested a
feminine aesthetic and an
emphasis on the brand’s
color cosmetics as part of
the space’s design.
“We have a big tourist
clientele that is quite young
and loves the brand,” said
Choueiri, adding that the
makeup’s prominent display
should increase sales on
lips and eyes because
younger customers are
eager to play with color.
Industry sources
estimate the counter will
do more than $1 million in
retail within the first year
of opening.

SWIMWEAR

Matthew Williamson, on
Prince’s performance at the
designer’s spring 2008 show

— LUISA ZARGANI

RETAIL

Joey Wölffer Puts Down Roots
OJoey Wölffer, designer
and co-owner of Wölffer
Estate Vineyard and
founder of the Styleliner,
a traveling boutique for
one-of-a-kind accessories
and clothing, will open two
seasonal stores called The
Styleliner by Joey Wölffer
at 25 Madison Street in Sag
Harbor, N.Y., on May 5, and
at 20 Old South Wharf in
Nantucket, Mass., on June 1.
The 600-square-foot Sag
Harbor store — returning from
last summer — will remain
open until November, while
the new 260-square-foot
Nantucket store will stay
open until September.
The layout for the Sag
Harbor store is quirky and
homelike with multiple rooms
and different looks. The

boutique will feature vintage
clothing, T-shirts, caftans,
jewelry and textiles aimed at
an arty and relaxed customer.
Retail prices range from $50
to $2,000.
Both stores will carry
Wölffer’s own bag collection,
the Joey Wölffer collection,
with new styles that are
exclusive to the store.
Other brands include Alix of
Bohemia; Shourouk earrings,
Rose and Rose, a British
beachwear line, Dassios, oneof-a-kind embellished military
jackets and jean jackets, and
Lug Von Siga ready-to-wear
from Istanbul.
Wölffer said she hopes to
generate a little more than
$500,000 in sales at the Sag
Harbor store this summer,
and maybe a little less at the

Armani counter photograph by Kelsey Stanton/BFA.com; Calzedonia by Daniele Venturelli

Trend:
Giving It

As more women sport their natural hair texture — a recent 2015 Mintel
study found that one-third of consumers preferred to wear their hair
in its original state — they are using fewer products. But as the number
of new curl ranges indicates, curly-haired customers are the exception.
A Texture Media study found that women with textured hair spend $7
more a month on styling products than straight-haired women. “You
[can’t] be a major brand without a state-of-the-art curl line now,” said
Michelle Breyer, president and cofounder of Texture Media. “The curly
girl is more open to trying new products.” — ELLEN THOMAS

Nantucket store.
Wölffer created the
Styleliner in June 2009, a
truck that travels around
the country to events and
people’s homes selling
accessories and fashion.
Asked how she balances
her growing retail operation
with the vineyard’s
creative and marketing
responsibilities, she replied:
“I’m actually sitting in the
vineyard right now. The truck
is parked at the winery on
the weekends,” she said.
Last summer she opened a
restaurant Wölffer Kitchen
in Sag Harbor, and she said
she plans to host events at
both retail stores where the
vineyard’s cider and rose will
be served.
— LISA LOCKWOOD
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Model Call:
Leila Nda
O The 25-year-old — who speaks ﬁve
languages (or six, if you count “a little
bit of Dutch”) and studies law in her free
time — ﬂed her native Burundi, Africa, at
age 10 and relocated to Brussels, where
she was discovered. Since, Nda has
appeared in Vogue, Elle and Allure and
for Versace, Zac Posen and Vera Wang,
in addition to last year’s Victoria’s Secret
show. “I’m just lucky, you know?” said Nda.
“It’s not because I’m the most beautiful.
It’s because I’m lucky, and sometimes,
something good happens to you and you
don’t know why.”
By KRISTI GARCED Photograph by ADRIAN MESKO
How did you start
modeling?
I was discovered on the
street when I was 16. This
guy from a French magazine
was like, “I have to give you
this card. Call me if you
want.” But my mom was like,
“Never! This is not for you!
You have to go to school!”
She is African, and she
was scared about the
modeling industry — she
thought it would be naked
photos or [trafficking] or
something like that. She
said, “You can do it, but
never be naked!” Now, she
knows me better. When I
started modeling, I did my
first year of law at university
at the same time. I was like
“Mom, here is the thing you
want me to do — law. But
also, I want to be a model.”
I went to an agency and
they signed me in Belgium.
Since then, my mom is really
proud....She knows I’m the
first [major] model from
Burundi.
Do you ever visit your
hometown there?
My heart is there in Africa
because it’s where I grew
up. I went two times to visit
family, but it’s not enough.
In my country, so many girls
are really tall and skinny — all
of the girls look like me. But
when you grow up in Africa,
beauty means to be a little
bit curvy. I’m not curvy
at all. I felt I was missing
something. I was really

trying hard to gain weight.
When I went to Europe,
everybody was like, “You’re
so skinny and pretty.” And
you’re like, “Oh, finally.” With
[beauty], it just depends
where you are.
What are the most
important things you’ve
learned in your career?
Everybody’s pretty, and the
most important thing is to
learn to be confident. I was
so shy [in the beginning].
I couldn’t imagine myself
being a model. So I was
like, “Oh my God, maybe I
shouldn’t be here.”
But you really need to tell
yourself, “This is my place,
I have something to offer.”
And there’s so many things
to learn about modeling —
designers, stylists, who’s
doing what....It’s a real job.
That’s what I say to
my mom and my friends,
because people far away
from this industry don’t
understand — they think you
just need to pose. It’s about
building relationships with
clients, [learning] how to be
professional... Sometimes,
you’re so tired, but you can’t
show it. It’s not just about
being pretty. It’s a full-time
job.

Height:
5’11”
Hair:
Black
Eyes:
Brown
Hometown:
Burundi, Africa
Agency:
Women Management
Instagram:
@ndaleila

C E L E BR AT I NG
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AN ADVERTISING OPPORTUNITY:

Issue: June 8 / Ad Close: May 25 / Materials: May 30

FOR MORE INFORMATION, PLEASE CONTACT PAMELA FIRESTONE, ASSOCIATE PUBLISHER
AT 212 256 8103 OR PFIRESTONE@WWD.COM

20 APRIL 2016, No. 4 WWD.COM

AG E N DA

AG E N DA

Briefs: Retail & Markets

IN A FLASH

Fate of the Rapid-Deal Darlings
OFive years after Amazon jumped onto the flash-sales bandwagon with Myhabit.com, the site will go dark in May. That’s
a just blip for the ready-to-experiment Web giant and the latest
tale telling of the once hot category’s fall from grace. Here,
a look at the shakeout of the rapid deal darlings.
BRAND

FATE

Myhabit.com

Closing in May.

Rue La La

Said to be seeking buyer.

Gilt

Sold to Hudson’s Bay Co. for
$250 million in January.

Fab.com

Sold to PCH International for
$15 million in 2015.

Ideeli

Sold to Groupon for $43 million in 2014.

HauteLook

Sold to Nordstrom for $270 million in 2011.
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Chief creative officer of Halston

%

O The Seventies are hot, as is downtown
L.A. So Marie Mazelis and Halston might just
be in the catbird seat as the brand that came
to deﬁne a decade aims to resonate with a
new generation of Halstonettes. After stints
at Hervé Leger and BCBG Max Azria, Mazelis
came to Halston as part of an overhaul that
refashioned the executive team along with a
move downtown. Fast-forward ﬁve years and
the brand is on ﬁrmer footing, with a fall 2016
collection that, as Mazelis describes it, embodies the idea of “being broken and putting
things back together.” —KARI HAMANAKA

OThe portion of retail

purchases, excluding groceries,
that took place online in
China last year, according to
the PwC Total Retail Survey.

Let’s talk about
Halston’s evolution.
What’s changed
since your arrival?
Halston was one of the
great American designers
and we really inherited
such an amazing
brand DNA and such
history. It’s minimal yet
extravagant. That duality
is something I’ve always
found very intriguing. As
far as evolution, we’ve
really just tried to adapt
that aesthetic for a
modern woman and to
fit her current lifestyle.
Obviously, it’s changed
a lot since the Seventies.
Women lead such full
lives now.

BUILDING CAPITAL

The Norsa Years
OMichele Norsa took the helm of Salvatore Ferragamo in
2006 and steered the company to its initial public offering five
years later. As the ceo transitions out “to prioritize family and
to focus on new professional interests” shareholders have
watched the stock double. The question is: Who can step in
and double the stock again?
The Real Real just raised
$40 million, bringing
its total funding to
$123 million.

ONE COMPLETE THOUGHT

“Transformation —
in 2016 the ability
to adapt to the
changing needs of the
consumer is a deﬁning
metric of success.”
Kevin Plank, chairman and ceo of
Under Armour Inc.
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BALANCING ACT

On Being
Online And Off
OThe battle between bricks
and clicks has calmed some,
with most realizing they need
at least some of both to
succeed. But there’s still the
question of striking the right
balance.
David Simon, chairman
and ceo of Simon Property
Group Inc., recently said the
shopping-center industry is
paying greater attention to
the market’s needs.
“We’ve become more disciplined in some respects,”
Simon said. “We’re still seeing
a bit [of] ‘build it and they
will come’ — to unbelievable
proportions in China — but
generally, we’re only building
product now where we think
supply and demand warrant
the project.”
Some moderation in
physical retail is for sure

warranted, but brands can
win both in their stores and
on the Web. A Citi survey
broke out the online sales
expansion and same-store
growth at 27 retailers. Kate
Spade & Co. led the pack in
terms of same-store sales
growth last year, expanding
9 percent. The company
also did well online, with a 24
percent increase.
“Kate’s monthly update
of their stores through new
themes and novelty items
keeps traffic coming into
the store and likely improves
conversion,” Citi said.

Illustration by Carlos Monteiro; Simon photograph by Dan Callister/REX/Shutterstock; Plank by Andrew H. Walker/REX/Shutterstock

O Sears Holdings Corp. chief Edward
Lampert described his plan to close
78 stores by mid-September as a
“necessary step as we take aggressive
actions to strengthen our company,
fund our transformation and restore
Sears Holdings to proﬁtability.”
That’s Lampert singing from Bruce
Berkowitz’s hymnal. The head honcho
at Fairholme Capital Management,
which owns 26 percent of the retailer,
has started to turn the proﬁt pressure
up on Lampert. Investors drove the
stock up 6.2 percent on the closings,
but the enthusiasm faded and the stock
closed up just 0.6 percent to $18.12 on
April 22. That left the company with a
market capitalization of just $1.9 billion
and still plenty to prove. At press time,
the stock was trading at $17.56.

OStart-ups looking to
become “unicorns” have
turned into bears, storing
reserves in case of a long
fund-raising winter. Last year,
Warby Parker raised $100
million, Farfetch brought in
$86 million and Moda Operandi scored $60 million.
Now luxury consignment
Web site The Real Real has
raised $40 million in Series
E funding. “I knew we were
going to raise one more
round before we went public,
but I didn’t necessarily think
we’d do it now,” said Julie
Wainwright, founder and
chief executive officer. “We
got a good term sheet. It
seems like companies are
struggling a bit to get funding
and that the environment for
funding is pretty hard. Our
lawyer said deals are falling
apart left and right. It felt
unpredictable. What if the
world changes?”
Indeed. And what of the
company’s scrambling to get
funding if it does?

Recently raised $40M

Stockpiling
Before IPO

Sears Shareholders
Focus on
Bottom Line

69
LOGGED IN

REAL REAL RAISE

HEARING FAIRHOLME

Facetime with...
Marie Mazelis

Would you say fall
is a full expression
of the brand’s evolution
or is there still
more work to do?
We’re pretty excited
about fall and where
we’re going, but I’d say
fashion’s always evolving
and I think brands are
always evolving...and we’ll
continue moving forward
from there.
When you think about
the brand’s evolution
up to this point,
turning now to the
Millennial customer and
everything happening
on the digital front
with social media and
bloggers, how does that
impact your job?
I think the more voices,
the better. Fashion
should be about fun
and excitement and the
exchange of ideas. The
most amazing thing
about bloggers is they
are real people and
they wear clothes in a
very personalized way.
They mix brands in their
own way and they’re

Photograph by DEREK WOOD

able to share that and it
resonates with Millennials
and other customers.
That exchange of ideas,
I welcome that.
What about the
buy-now-wear-now
conversation,
in the context of your
role at the company?
I think see-now-buy-now is
just a natural progression
of where things are going
and very much in keeping
with the times. Over the
past decade, it’s definitely
moved toward wanting
immediate gratification
in everything we do. With
that said, I do think it has
its own challenges and
there’s the whole buying
and manufacturing piece
to be considered. We’re
going to have to figure
it out. That’s the biggest
challenge.
Might we see the full
digitization of the
fashion show and
buying process in the
very near future?
I’m really fascinated by
the whole digital side
of things. I have two
little kids who live in
“Minecraft” basically. I
barely see them and they
value their “Minecraft”
possessions as much as
they do their real toys. It’s
a new generation but I
do feel like we’re moving
toward more of a mixed
reality world and fashion
is going to have to find
its way, its place in the
world. And who knows?
Maybe that will be the
real see-now-buy-now
experience down the line,
but absolutely I do see it
going there and I think it’s
exciting to watch.

“I think see-now-buynow is just a natural
progression of where
things are going
and very much in
keeping with the times. ”
Marie Mazelis, Halston
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EMarketer estimates that digital ad spending will surpass
television as the largest advertising segment in the U.S. by 2017
while swelling to $643 billion globally. And display ads are expected to outpace search ads in the digital space. Additionally,
advertisers are spending more on video and social network placements. This year, Facebook, the second-largest digital ad publisher, is pegged to generate $10.3 billion in ad revenues. Below is a
walk-through case study of a Facebook ad campaign by apparel
brand Lolly Wolly Doodle, which bolstered sales by 32 percent.

Data Points

Digital Ads
By DEBRA BORCHARDT Illustration by CARLOS MONTEIRO

Projected Global Digital Ad Spending
(in billions)

Facebook for Business

2017

$643.23
2016
Lolly Wolly Doodle
Started in 2009 by Brandi
Tysinger-Temple, a mother
of four with a knack for sewing.

$606.90

Goal
Launch a Facebook campaign to
increase online sales by expanding
the customer base while also
gaining consumer insights to
inform product mix.

LWD makes
apparel for mothers
and their children.

2015

$569.70
Facebook Pixel

Projected U.S. Digital Ad Spending,
by Format, 2014-2019 (in billions)
Search

Display

Total

$87.29

80

60
50

First, LWD placed the
Facebook Pixel on its
web site’s product pages to
track shopping behavior such
as page views, product views
and shopping-cart additions.

Next, LWD uploaded its
catalogue to Facebook
using Stitcher Ads, which
creates multiple, dynamic
“smart ads” of the products.

The data from the
Facebook Pixel then
helped LWD create Custom
Audiences (ads for people
you already know) as well as
Lookalike Audiences (ads
for other people with similar
characteristics to people
you already know).

Facebook then ran
dynamic ads, which
involved pulling images and
copy from LWD’s catalogue.
These were targeted to both
audiences.

1

70

$46.69

$44.51

2

3

LWD then tagged every
item in its catalogue.

40

$40.60
30
20

$23.44
$21.07

10

The New
Pitch

0
2014

2015

2016

2017

2018

2019

4

Video Ad Spending
12.8%

14.3%

Growth rate:

2015

2016

Retail sites with
video increase
conversion by

30%
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93%

of marketers
use videos in
their campaigns

50%
of all mobile
traffic is for
online video

Results from
the campaign
launched in
August 2015

32%
Increase in
revenue

15%

Increase
in return on
ad spend

5

9%
Decrease
in cost per
checkout

Success

LWD also chose
carousel ads that
featured multiple products
that linked to its web site.

6

Men’s underwear brands
are using unconventional
methods to market
and sell their product.

More than one million Facebook
fans like Lolly Wolly Doodle. LWD
moved from the family garage
to a 19,000-square-foot facility
and created 100 jobs.

27%

By ARIA HUGHES

Increase in
checkouts

Illustration by MATT CHASE
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INTRODUCING PERFORMANCE UNDERWEAR.
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Taking a Jab
at Fashion
Hamilton and Hare have teamed
up with boxer Joe Calzaghe
on a capsule collection set to hit
stores this week.

TOMMY JOHN
Tom Petterson wanted to “build a
relatable brand.”

arlier this year at South by
Southwest, an interactive
media conference and music
festival in Austin, Tex., a man
walked onto a stage wearing
only his T-shirt, underwear and
socks. An exchange between
the man and a panel of comedians ensued.
“My name is Mack Weldon,” said comedian Paul
F. Tompkins, who spent the next eight minutes
explaining why Mack Weldon products are great
as the half-dressed man awkwardly posed.
“After wearing these underwear, would you
ever go back to wearing any other underwear?”
asked Tompkins. “No, I would not,” the model
responded.
The exchange was actually an ad, which took
place in front of an audience that came to see a
live airing of the Comedy Bang! Bang! podcast.
Tompkins played the chief executive oﬃcer of
Mack Weldon, a real men’s underwear brand, and
the guy wearing the underwear was Collin Willardson, a real marketing manager at Mack Weldon.
This is one of the many ways underwear brands
are attempting to capture the attention of men.
Traditionally, putting a muscular model or athlete
on a billboard wearing underwear was standard,
but as more men are actually buying their own
boxers and briefs — according to the NPD Group,
the amount of women purchasing underwear for
men has decreased from 75 to 25 percent over the
past few years — brands are speaking to men in a
more relatable way and ensuring that their shopping experience, whether it’s online or in-store,
is less convoluted.
“Consumers have become more and more
desensitized to ads,” said Brian Berger, founder
and ceo of Mack Weldon. “Showing the product on
a model in a typical way isn’t really engaging. We
are always trying to ﬁgure out how we can engage

E

U.S. Underwear Sales Up
FEBRUARY 2015

0
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500,000,000

and inform people and entertain them as well.”
According to Berger, Mack Weldon devotes 25
percent of its ad spend to comedy-centric podcasts — and it has paid oﬀ. Berger said that when
a podcast sponsored by Mack Weldon goes live —
the podcast host narrates the ad — the company
sees increased traﬃc and sales on the site with
impressive conversion rates ranging from 20 to
30 percent.
Podcasts and live ads have also worked well for
MeUndies, a California-based men’s and women’s
underwear brand that launched in 2012. The
brand provided rapper Lil’ Dicky with underwear
throughout his tour and during his set he stripped
down to reveal his MeUndies underpants. Bryan
Lalezarian, the brand’s ceo, said podcasts are its
second highest referrer — its ﬁrst is friend referrals — and conversion rates are between 15 and
20 percent.
“There is something about the audio version
versus physically seeing a model in the underwear
that’s working,” said Tom Patterson, the founder
of men’s underwear brand Tommy John, which
also advertises on podcasts and radio. Howard
Stern, Mike Golic and Mike Greenberg of ESPN’s
“Mike & Mike” are cited as MeUndies wearers.
“Our approach is to build a relatable brand. We
aren’t aligning with a European tennis or soccer
player. Our guy wants to be spoken to like he’s a
real guy.”
Tommy John did align with a former NFL player,
Steve Weatherford, for its new Men of Substance
campaign. But instead of highlighting Weatherford’s athletic prowess — he is shot fully clothed
and either lounging on his sofa or standing in his
bathroom — the campaign focuses on Weatherford’s integrity and will donate 10 percent of the
proceeds from the former New York Giants player’s favorite pair of underwear to the Steve Weatherford World Champion foundation, a nonproﬁt
that helps young people overcome adversity. ►

¬ With its British boxing ethos, the men’s leisurewear brand tapped Calzaghe to expand its
underwear range into ath-leisurewear. Calzaghe is the longest-reigning super-middleweight
world champion holding the World Boxing
Organization’s title for more than a decade.
“We chose Joe because I was so greatly
inspired by his documentary, ‘Mr. Calzaghe,’
that was released last year,” Hamilton and Hare
founder Olivia Francis said. “We will continue
to work with British boxers in the future and
sportswear is a huge area of growth for us and
in the wider market place.”
The 15-piece Calzaghe Collection includes
a sleeveless sweatshirt, hooded sweatshirt,
boxing sweat shorts and a workout T-shirt in
cotton or jersey sweat fabrics.
Taking a cue from Calzaghe, the sporty lineup
will feature elements inspired by the boxer’s
superstitions, including an all-black uniform.
The range is priced from 50 pounds, or $71, for
a workout T-shirt, to 175 pounds, or $251, for a
hooded sweatshirt. It will be sold at Selfridges,
the Hamilton and Hare London flagship and the
brand’s web site.
The partnership felt very genuine to Calzaghe. “It really came down to essentials and
design functionality: a gym or training uniform
that people would wear daily without having to
overthink it,” Calzaghe told WWD.
“I essentially codesigned my ultimate training
outfit and was able to understand how different
fabrics perform under pressure. When you are
in the ring, it’s important to feel confident, and
underwear is all part of that, especially for the
prefight weigh-ins. We included the symbol
of my Celtic cross tattoo in the branding. It
reminds me of my faith and of Wales. And it’s
on my knockout arm. I like to think it gives me
power.” — LORELEI MARFIL

TESTED TOUGH IN THE
PACIFIC NORTHWEST
WHERE POLAR BEAR PLUNGES
HAPPEN ALL YEAR LONG.

Joe Calzaghe

Driven by performance underwear, sales of bottoms rose 2 percent in the 12 months ending
February 2016 — versus 12 months ended February 2015 — to $2.9 billion.

$1M

$1.5M

$2M

$2.5M

$3M

Contact Susan Hersh - (646) 277-7430
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WHAT’S TRENDING?

Prints.
In addition to buying underwear,
men are becoming more
comfortable wearing prints, according to Dan Leppo, Bloomingdale’s
executive vice present, general
merchandise manager of men’s and
home. “We have seen the
growth of color and pattern in the
category, which adds an aspect
of fashion and gives the shopper
the opportunity to express his
personal style,” said Leppo.
Here are the best-selling prints
for Mack Weldon, Me Undies
and Original Penguin.
RELATED GARMENTS
The David and Mike Appel brand
sells sets of underwear and socks.

Before that, the brand released The Big Adjustment campaign, a commercial that featured men
in various scenarios — a police oﬃcer writing
a ticket and a soldier at combat — animatedly
struggling to adjust their underwear. Tommy John
believes its underwear eliminates those issues.
Marketing to men in a more relatable and inclusive way has trickled up to bigger brands including
Axe and Dove+Men Care, which are starting to
promote various facets of masculinity. This year
Aerie, American Eagle’s innerwear line, jumped
on the trend with a lighthearted campaign, #AerieMan, which featured real men wearing its new line
of men’s underwear. The brand later revealed on
April Fools’ Day that the campaign was a joke,
but the decision to not retouch men in future
campaigns was real.
Randy Feltis, vice president of Isaco, which
manufactures underwear, hosiery and loungewear
for brands including Papi and Equip, has noticed
these marketing shifts and is incorporating them
into the relaunch of Perry Ellis men’s underwear.
The campaign’s tag line is: “It’s what’s underneath
that counts.”
“We like it because it’s not as serious,” said Feltis. “Is the guy good-looking? Yes. But he’s not over
the top like the models some of the brands use.”
In addition to speaking to men in a diﬀerent
way, brands are also focused on improving the
shopping experience to make it more seamless
and solution-driven.
Related Garments, which was started last year
by brothers David and Mike Appel, sells matching
sets of underwear and socks in one package that’s
covered in aﬃrmations including “conﬁdence
through coordination” and “undress to impress.”
It also sells underwear bundles — the weekend

“Consumers have
become more and more
desensitized to ads.
We are always trying to
ﬁgure out how we can
engage and inform people.”
Brian Berger, Mack Weldon
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package and the weekday package, for example —
and groomsman packages that can be customized
for wedding parties and come with a garment wash
bag to prevent missing socks or underwear.
“The apps that are coming out like Uber or
Airbnb are making people’s experience with shopping and their daily routines easier,” said Mike.
“We try to model our socks and underwear the
same way. It’s going to be an easy solution to that
congested drawer and all those random socks.”
Related Garments is hoping to reach the convenience-hungry customer in unconventional
ways. The brand is partnering with Dream Hotel
on a capsule collection of underwear that will
be available to purchase in hotel rooms and has
partnered with Washio, a dry cleaning and laundry
services app, to oﬀer a Related Garments discount
to its customers.
MeUndies is reaching men on monthly basis
with its subscription service. Every 30 days the
men’s and women’s underwear brand sends out
a new pair of underwear to subscribers, which are
68 percent men.
Lalezarian said the subscription service, which
costs $18 a month, makes up 30 percent of sales and
is growing faster than its non-subscription service.
“The subscribers are very sticky customers,”
Lalezarian said.
On the sales ﬂoor, this added level of convenience
translates into a more streamlined product assortment and easy-to-digest messaging on packaging.
Feltis said for the relaunch of Perry Ellis men’s
underwear, only two fabrications were used, cotton and cotton stretch, and performance qualities
were incorporated into the entire range instead of
creating a separate performance line.
“We abided to a 15-second guideline. We wanted
to make sure the customer sees our product and is
able to know how it’s diﬀerent from other brands
within 15 seconds,” said Feltis. “Department
stores are in edit mode with underwear. They are
lowering stockkeeping unit counts to be more
productive.”
Tommy John, which is sold on its e-commerce
site and at Neiman Marcus and Nordstrom, relies
on a hanging program in-store.
“We think guys want to look at the product and
not another guy wearing it,” said Paterson. “Their
attention span and how much time you have for
them to focus has never been worse. You get their
attention in ﬁve seconds and you have an elevator
pitch mentality with the consumer.”■

Original Penguin
Desert print

Men’s Fashion Weeks
An Advertising Opportunity
MeUndies
Wildflower floral print.

Pitti Uomo Preview

Milan Preview

NYFW: Men’s Preview

June 7
May 24
MATERIALS: May 27

June 15
June 1
MATERIALS: June 6

July 13
June 29
MATERIALS: July 4

ISSUE:

CLOSE:

ISSUE:

CLOSE:

ISSUE:

CLOSE:

Mack Weldon
Nine Iron Gray Heather Stripe print.

FOR MORE INFORMATION, PLEASE CONTACT PAMELA FIRESTONE, ASSOCIATE PUBLISHER
AT 212 256 8103 OR PFIRESTONE@WWD.COM
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O Price Oxford
Industries paid
for Southern
Tide, a colorful
sportswear
brand that is
known for its
skipjack-logo
polo.

THE NEW STORE EXPERIENCE
JUNE 14, 2016

COMING SOON

Spruced Up

SPORTS TALK

Eli Manning
On Fashion
And Flexibility

OThe New York Giants
quarterback took time out
from a Robin Hood Foundation event at Ermenegildo
Zegna last week to answer
a few questions.
— JEAN E. PALMIERI

ONE COMPLETE THOUGHT

“Work hard. Innovate.
And most important
of all, be nice. If you
master those three
things, you will succeed
at anything.”
Designer Todd Snyder’s advice to students
entering the fashion industry at Joe’s
Blackbook design contest, where he served as a judge.

How would you describe
your personal style?
I try to look sharp, nothing too
outrageous. If I’m going to an
official event, I always like to
wear a tie. At home, I’m more
casual: jeans or khakis, and
I’ll throw a sweater on during
the winter. That’s my normal
everyday wear.
The NBA gets all the
attention when it comes to
fashion. Do you think the
NFL can rival it?
We’re doing OK. With
the NBA, you mostly see
them after games in their
suits — and they play more
games than we do. They
play 82, we’ve only got 16 to
showcase ourselves. And a
lot of times we’re not doing
our press conferences in our
suits. I always make a point
of throwing on a suit after
every game, I think it looks
better on TV. But sometimes
our linemen don’t really like
wearing jackets. We have
some big guys and they’re
still a little sweaty after a
game, and they like being in a
short-sleeved shirt.
What do you think about
your brother Peyton’s

RETAIL 2020

A look
from
Julien
David’s
collection.

OAlthough men’s wear
stores in Chicago are
becoming more abundant,
Zach Akers, a real-estateagent-turned-retailer,
thought there was room
for a shop that showcased
emerging designers. “I want
Spruce to be a store that has
a real vision,” said Akers, who

retirement, and how much
longer do you hope to play?
I know this was a tough
decision for Peyton, it’s all
he knows, playing football.
But he thought about it and
made a decision that was
best for him and his family.
To end your football career
with a championship is pretty
special, and so I’m happy for
him and look forward to what
he’s going to be doing next. I
would think he’d be involved
in football in some manner.
And I’m going to keep at it as
long as I can keep playing
at a high level and win some
more football games.
How do you stay in shape
during the off-season?
We’re actually back training
with the team right now. I
may take a week or two right
after the season to let my
body heal and slowly get
back into it. I do exercises to
get my conditioning down.
At this time, there’s a lot of
maintenance work, not a lot
of heavy lifting, but more cardio and bands and flexibility
work. We try to ensure that I
stay healthy on the field.
You know, there’s a job
opening now that Michael
Strahan has left “Live
With Kelly and Michael.”
Interested?
I think I’m going to stick with
my day job and keep playing
quarterback and let someone else fill that role.

/

N E W YO R K C I T Y

owns the store and also runs
another Spruce location in
Door County, Wis., which
stocks men’s and women’s
apparel. The Chicago unit,
which will open in June
on North Damen Avenue,
will carry brands including
Deveaux, Chapter, CWST
and Abasi Rosborough. “We
pride ourselves on letting
our customers know what’s
happening next,” Akers said.

ACCESSORIES

Snake Charmer

OCounty of Milan creative

director Marcelo Burlon and
Casio have teamed up to
customize the G-Shock GA-100
with an allover, black-and-gray
snakeskinlike print covering the
band and the bezel, both crafted
from an extremely resistant
material. Available in selected
stores worldwide starting May
1, the limited-edition timepiece
will retail for $224. — ALESSANDRA TURRA

Manning by Leandro Justen/BFA/REX/Shutterstock, Snyder by Matteo Prandoni/BFA/REX/Shutterstock
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FAIRCHILD
SUMMITS
ANNUAL
PARTNERS

Austin Stowell
and Alan
Cumming

Gwyneth Paltrow

Back to Reality
Post-Coachella,
brands threw
decidedly low-key,
chilled-out affairs
in L.A. (read: far,
far away from
the desert).
Even in perennially
sunny Los Angeles, timing is everything with
fashion events. So Bally
scheduled its L.A. moment — in
celebration of the brand’s first
U.S. flagship, on Rodeo Drive —
for the arrival of sultry spring
weather rather than the store’s
actual opening in February. It was
a good thing, since design director Pablo Coppola, who hosted
the Thursday night Chateau Marmont dinner with chief executive
officer Frédéric de Narp, missed
his plane to L.A. back in February.
“Tonight it all came together,”
said Coppola, who was so
inspired on his last trip to the City
of Angeles that he designed a
custom surfboard for the new
store. It was still rather surreal
for the Argentinian designer who,
like most European and East
Coast fashion folk who find themselves thrust into a “Hollywood
party,” was a little starstruck. “I
get here and the first thing I’m
doing is speaking Spanish with
Gwyneth Paltrow. Her accent
actually sounds more Spanish
than mine,” he laughed.
Paltrow was in her element at
the poolside cocktails, sticking
close by her producer boyfriend
Brad Falchuk and restaurateur
pal Bruce Bozzi. After guests —
including Alan Cumming, Austin
Stowell and Freida Pinto — enjoyed their outdoor drinks, they
adjourned to the greenhouse
terrace of Bungalow One, where
dinner was set at a long table for
55. “It’s, like, my favorite,” said Rachel Zoe of the location, though
APRIL
21

Poppy Delevingne,
Nick Grimshaw and
Alexa Chung.

TYRH

Bally dinner photographs by Chelsea Lauren; Villoid app party by Katie Jones

Leigh Lezark and
Geordon Nicol
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Osbourne

she said she was still recovering
from her quick trip to Coachella
for party-hosting duties.
One conspicuously absent
Coachella attendee this goaround was Alexa Chung, who
threw in the towel after a decade
of festival-going. Instead she
hosted a party, sandwiched
between the festival’s first and
second weekends, to introduce
her fashion app Villoid earlier
that afternoon. It was a grown-up
affair, a quiet garden tea party at
hipster sanctuary the Roosevelt
Hotel in Hollywood.
The party had all the makings of Instagrammable charm:
oversize pink balloons, festooned
paper lanterns and, of course,
an Instagram-follower-heavy
guest list. Chung’s clique of “It”
girls including Poppy Delevingne,
Kelly Osbourne, Leigh Lezark and
Kilo Kish all made it out to quaff
rosé, hauled into the party by the
crateful, and nibble on tea sandwiches and jam-topped scones.
Chung’s “It”-ness was encapsulated by her hostess outfit: a
pair of black Converse high-tops
and a hot pink slip dress accented with red lace. “I bought it
at Selfridges in the underwear
department,” she said of the slip,
pleading ignorance of the brand
name. But on her app, she knew
exactly which names she wanted
to wear this summer. Scrolling
down to a pair of $795 Sixtiesinspired loafers adorned with
interlocking G’s, she said, “Gucci
is my dream right now.”
— MARCY MEDINA AND
KHANH T.L. TRAN

Robbie
Rogers

Chris Kittrell
and Benji
Staker

Rodger Berman
and Rachel Zoe
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Arts & Culture

Report Card

BY LEIGH NORDSTROM

From Lil’ to Large

Order Up Kimiko Glenn breaks out of
the Netflix ‘Orange’ jailhouse with her
Broadway debut in ‘Waitress.’

Lil’ Kim’s new “look” is not well received, while big and broad Michael Strahan looks chic days before his ABC move.
DAh, to be
perennially dewy and
flyaway-free. She
looks like she just
slapped on some
moisturizer and a
quick red lip on her
way out the door.
DThe trench is
great, especially
its gray-green hue.
The chinoiserie
minidress is
unexpected and
totally chic.
DShe was
reportedly on her
way to a birthday
get-together.
We guess that,
ever the polite
guest, she’s
toting wine,
peonies and
some Karlie’s
Kookies.

DCameron will go
down in history as the
British prime minister
with the best hair. Look
at that texture.
DHis preppy approach
speaks to the history
of the sport while the
tonal navy outfit rings
true to his personal
style.
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being on Broadway.”
Glenn, who wouldn’t reveal her age
— “I’m not old, I’m not young,” although
Internet sources claim she’s 26 —
grew up in Phoenix, singing along
with Celine Dion records and memorizing Broadway hits by age five. “I
knew the recordings of every show, I
knew everything going on with every
show, for as much as you could with
the Internet being what it was in the
Nineties,” she says.
She headed East to attend the
Boston Conservatory and right

before school started, she went to
an open call for “Spring Awakening.”
Seven months later, midway through
the semester and in the midst of the
interview process for a barista job at
Starbucks, she got a voicemail from
an unknown number. “It said, ‘Hi, this
is Carrie from “Spring Awakening”’
— I was expecting her to say ‘Hi,
it’s Starbucks!’” Glenn says. “From
Boston I took a train to New York
and then I went on tour with ‘Spring
Awakening,’ so I ended up leaving
school.”

“I always had my sights set on Broadway, it
was always the thing I wanted to do. It’s
funny because as a kid, I never connected
the dots — I just thought being an actress
was being on Broadway.” — Kimiko Glenn

She wound up on Netflix’s
breakout original series in a similarly pinch-worthy moment. “I was
watching the show, I was halfway
through maybe the fifth episode,
and I was thinking ‘Man, this show is
so cool, these women are killing it,
wow, I would love to be on this show,’”
Glenn says. “Then I click out of Netflix
and there’s an e-mail from ‘Orange Is
the New Black’ casting sitting in my
inbox. I thought I was seeing things.”
Her long-awaited Broadway turn
began a year ago, when she auditioned for the production. “Waitress”
brings to stage the 2007 Keri Russellhelmed film about a pregnant waitress in the deep south who dreams
of escaping her deadbeat husband
and winning a pie-baking contest. It
is done for theater with a score by
five-time Grammy-nominated pop
singer/songwriter Sara Bareilles.
“She knows how to write a song,”

Glenn says of Bareilles. “Usually
when people in the music industry
are getting into more musical writing,
it’s great music, but in the structure
of the show it maybe doesn’t work.
But it’s amazing, she writes music
that forwards the plot.”
Glenn speaks about the theater
like...well, someone who’s been preparing for this moment since childhood Celine Dion singalongs. “I didn’t
even think television or film would be
part of my trajectory,” she says. “But
for me to be on stage after three
years of being on the Netflix show,
and for me to be making my debut,
I’ve had so many ‘freak-out, pinch
-me’ moments.” ■
Photograph by LEXIE MORELAND

Kloss, Barton photographs by Broadimage/REX/Shutterstock; Obama, Cameron by Carolyn Kaster/AP Photo; Lil’ Kim by AP Images; Roy by
John Salangsang/BFA/REX/Shutterstock; Strahan by Gregory Pace/BEI/Shutterstock; Huisman by Jim Smeal/BEI/Shutterstock

“Excuse me, are you on ‘Orange Is
the New Black’?”
Kimiko Glenn is not a household
name (yet), but the beauty of being
part of Netflix’s groundbreaking,
delightfully bold, downright badass
cult favorite prison drama is that she
surely is a recognized face — even
to a young French tourist, who has
approached Glenn as she sits having
banana bread and peppermint tea
on a recent weekday morning.
But Netflix fame has come as a
total surprise to Glenn, who is making
her Broadway debut in “Waitress,”
opening this week. “I always had
my sights set on Broadway, it was
always the thing I wanted to do,” she
says from the Blue Dog Kitchen,
blocks from the Brooks Atkinson
Theatre where “Waitress” opened
this week. “It’s funny because as a
kid, I never connected the dots — I
just thought being an actress was

“Waitress” photograph by Joan Marcus

Keala Settle,
Jessie Mueller and
Kimiko Glenn in
“Waitress.”

DThe beauty look
matches the ease
of her pajamas — it
looks like she has
her hair pinned back
to wash her face
before bedtime. Her
glowing skin shines.
DRoy is a
longtime loyalist of
the pajama look,
but it’s time to
put it to bed. That
said, let’s give
her a break - she
needs a rest
after all those
Beyhive-stings.
Plus, the print is
luxe and artful.
DThe velvet shoe
adds a richness
and grounds the
lightness of the rest
of the outfit.

B-

Rachel Roy

DThe formfitting Under
Armour rain
jacket has
performance
attributes, and
adds to his
overall look.

DA better-fitting
sweater and a golf
pant instead of
the khakis would
have been more
appropriate. It
feels like he wasn’t
planning on hitting
the links when he
packed his
suitcase.

A- A-

Karlie Kloss

DHe continues to
show his allegiance
to his hometown of
Chicago with the
baseball cap. It doesn’t
really belong on
the golf course,
ballmarker or no
ballmarker, but
we forgive him.

DThe
perfectly
creased pants are
true to the golf
aesthetic and are
also flattering
on him.

David Cameron & Barack Obama
DLet’s hope “Good
Morning America”
has good blotting
papers — he
definitely needs it.
No one likes a shiny
face.
DAt 6’5” and 265
pounds, Strahan
isn’t a sample
size — so it helps
to have your own
clothing line at J.C.
Penney. The suit
fits him well.
DThere’s nothing
wrong with a
white shirt and
a dark suit. But
a little risk-taking
would help spice up
his squeaky clean
image. He’s not
such a good boy
after all — just ask
Kelly Ripa.

B

Michael Strahan

A

DHer hair looks
polished and we
like the hint of “OC”
beachy waves. But
she needs to see
her colorist ASAP
about those roots.
DBarton has
gone where all midAught has-beens
end up: “Dancing
With the Stars.” But
she’s finally come
full-circle with her
style — we like
the simplicity of
this look and the
proportions are
flattering. Yes, it’s
a bit safe and she
needs to add an
edge, but this is
a start.

B-

Mischa Barton

DKim, is that you?
We’re not sure if this
is the result of some
bad knife-work
or she just needs
to put away the
contour kit. We’re
hoping the latter.
DShe looks like
the other Kim,
all compressed
and constricted.
The graphic
trompe l’oeil,
the deliberately
exposed
shapewear
and sharp
shoulder further
the Balmain
comparison. But
this looks like a
Balmain rip-off she
found on a rack at
Bebe.
DPlatform stripper
shoes? No. Just no.

Lil’ Kim

D

DHe’s channeling
his rugged “GoT”
character in the
clothes but he still
cleans up well. He
has an enviable
natural wave in his
hair and the little
scruff enhances his
chiseled features.
DThe distressed
biker jacket is a goto for leading men
and he can pull it off.
But the herringbone
vest and white
shirt clashes with
the jacket. A gray T
would have layered
better.
DThe sleek black
dress pants are also
questionable. A dark
khaki would have
worked with his
rough-around-theedges sensibility.

B-

Michiel Huisman
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Real estate is
percolating in the
region thanks to
heady development in
Miami, but the market
still faces challenges.
By REBECCA KLEINMAN

Miami is riding an
unprecedented roller coaster.

InFocus

HIGH
STAKES
OThe Miami
Design District
has become one
of the region’s
new destinations
for luxury retail.
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36 APRIL 2016, No. 4 WWD.COM

South Florida
Photographs by ANTHONY HUMPHREYS

The city rebounded from the recession only to
be hit by economic downturns in Brazil and Russia, major sources of tourism and second-home
owners for the region. Rising sea levels threaten
to engulf it within the next century — if not sooner — but that didn’t stop a hedge-fund manager
from buying two units at Faena House in Miami
Beach for a record $60 million. The Panama Papers’ leaked shell companies and oﬀshore bank
accounts have led to cash purchases of condominiums in gleaming new residential towers,
which seem to multiply here like cells in a Petri
dish. Retail is also on ﬁre in “Mall-ami,” while
commercial property sales are breaking records.
“The market clearly reﬂects consumer demand for high-quality retail experiences,” said
Michael Comras, president of a namesake commercial real estate ﬁrm in Miami Beach. Comras’
entire block on the north side of Lincoln Road,
78,000 square feet in total that he owned with
Jonathan Fryd of Fryd Properties, sold for $370
million last year. “It was the largest retail transaction and the second-largest of any real estate
deal in Miami-Dade County history,” he boasted.
Talk to any developer or leasing broker and
it’s the same story about how the city was underserved for too long. Drew Schaul, executive vice
president of RKF, a New York-based retail real
estate ﬁrm with oﬃces in Miami, said there were
11 square feet of retail per capita when he moved
to the city in 2005, compared with a national average of 22 square feet. When LVMH Moët Hennessy Louis Vuitton yanked its store portfolio
from Bal Harbour Shops about four years ago
and moved it to Aventura Mall and the Miami Design District, it set a trend for brands to consider
emerging neighborhoods and evolving centers.
Northern states have watched populations
trickle down to Florida for a while, but the city’s
retail oﬀerings really began booming at the turn of
the Millennium, helped by the arrival of Art Basel
Miami Beach and the construction of luxury residential high rises and hotels designed by star architects. Their collective impact lured high-net-worth
individuals, and brands streamed in soon after.
“Miami was just a place for fun in the sun before Art Basel gave it global substance,” said Craig
Robins, chief executive oﬃcer and president of Dacra, the Miami-based real estate development ﬁrm
with a large stake in the Miami Design District. “It’s
much younger, too. There were four hospitals in
Miami Beach when I grew up and now there’s one.
It’s gone from 80-year-olds to 35-year-olds.”
According to the City of Miami Beach Tourism
Culture and Economic Development, the city’s
median age fell from 65 in 1980 to 40 in 2014.
In 1980, 49,000 people of a total population of
96,000 were over 65. In 2014, seniors made up
15,000 of 91,000.
Residential rent is also high in Miami. According to Zillow, the national average rent will be ►
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$1,407 by February 2017, while the average rent
in Miami will be $1,899, a 3.3 percent forecasted
increase from February 2016. It also ranks Miami
metro third in percentage of income going toward rent, after Los Angeles and San Francisco.
New York is fourth, according to Zillow data from
the fourth quarter of 2015.
Younger generations, struggling with high
rent, are inﬂuencing the city’s transition — from
a car culture to taking public transportation,
walking and biking. As population and traﬃc
increases, distinct neighborhoods — Coconut
Grove, Wynwood, the Art Deco District — are
tightening into all-inclusive, hyperlocal hubs in
which to live, work and play. Some are already
fully served, while others ﬁll in missing components, like retail in downtown and Brickell, or
residential and hospitality in Wynwood. Big-box
chains are creating controversy as they creep into
former bohemian districts to service residential
growth. Michaels and Marshalls plan to open in
South Beach, and Wal-Mart’s forthcoming store
in Midtown Miami borders Wynwood.
“Developers and consumers are placing their
bets on the full lifestyle package. People don’t
want to spend their entire lives in the car,” said
Rafael Romero, an associate vice president for
retail at CREC real estate ﬁrm in Coral Gables.
“They’re also staying single longer and having
kids later, so they can live in urban areas with disposable income to blow.”
The hottest markets — from Brickell to Sunset
Harbour — target young professionals by hitting
the fashion, ﬁtness and food trifecta. Chef-driven
restaurants, which got a late start in Miami and
now open on a weekly basis, have paved the way
for gentriﬁcation and the rampant rise of street
retail as opposed to the city’s historic preference
for air-conditioned and covered, open-air malls.
“More than revitalization, the next decade is
about connectivity as all these areas gel and roll
into one another,” said Comras of the eﬀort to
convince residents to leave the car at home or get
rid of it altogether. “These pedestrian pockets are
even happening in suburban areas like Doral.”
With strong ties to Latin America, Miami retail is adjusting to diﬀerent circumstances than
the rest of the U.S. Malls report tourism and second-home owners drive 70 percent of sales in the
area and people, no matter where they’re from,
splurge on vacation.
The Greater Miami Convention & Visitors Bureau reported record-breaking travel and tourism
numbers last year with a 5.4 percent increase
in overnight visitors to Miami and the Beaches
during the 12 months from September 2014 to August 2015 — 15.1 million overnight visitors, up from
14.2 million for the same period the previous year.
This boosted the economic impact to $25.1 billion
from $23.5 billion, a 7 percent increase.
Retailers aren’t as aﬀected by online shopping
either; whether because of cultural preferences or
lack of Internet access, international tourists and
part-time residents prefer brick-and-mortar stores.
A typical scenario is a family of four from Quito, Ecuador, ﬂying in to buy back-to-school wardrobes.
Having seen its middle class shrink long before the rest of America, Miami’s economy mirrors those of Southern Hemisphere nations more
closely than it does neighboring states.
“Miami functions more like a third-world society with extreme wealth versus poverty,” said
Schaul, “so you’re seeing an abundance of new
luxury and discount or fast-fashion retail.”
Here is a snapshot of some local projects and
neighborhood developments. ■
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Eight retail-oriented
developments that
are mirroring Miami’s
transitioning demographics.

May 22 – 25, 2016 I Las Vegas, NV

Las Vegas Convention Center & Westgate Hotel
We know you attend RECon to network with over 36,000 attendees,
participate in education sessions to enhance your professional
development, and meet with over 1,000 exhibitors to make deals.
We also know you’re wondering who this year’s keynote speakers are.

Brickell
City Centre

OSwire Properties
Inc., Whitman Family
Development and
Simon Property Group
partnered in Brickell
City Centre’s 500,000
square feet of retail.

For years, Brickell has been a dusty construction site of cranes and cacophony. Miamians have
watched as nine acres of their ﬁnancial district were transformed into Brickell City Centre, a $1.05
billion, 5.4 million-square-foot, mixed-use-city-within-a-city connected by pedestrian bridges.
Its 500,000 square feet of retail accommodates one of the nation’s most densely populated yet
underserved neighborhoods.
“It wasn’t that long ago that Brickell got a grocery store,” said Matthew Whitman Lazenby, president and chief executive oﬃcer of Whitman Family Development, which partnered on the project
with Simon Property Group and Swire Properties Inc., a Miami-based subsidiary of Swire Properties Ltd. in Hong Kong. The project’s maximum of 130 tenants comprises a destination center,
where a small group including Valentino, Chopard and Intermix crosses over with the Whitmans’
Bal Harbour Shops. “But we didn’t set out to create a ‘Bal Harbour Shops south,’ since residents
would still have to drive for errands.”
Debora Overholt, Swire’s vice president of retail, said its eclectic mix reaches the entire region.
Along with Saks Fifth Avenue, which occupies 107,000 square feet, the center oﬀers American forays for about 30 retailers like Acqua di Parma, BDBA and APM Monaco.
“Seventy percent of retail sales here are to tourists who can shop anywhere in the world,” she
said, citing 222,000 daytime oﬃce workers and 4,000 pending hotel rooms as other factors noted
by retailers.
Brickell City Centre increases both groups with the ﬁrst U.S. property for East, a hospitality
brand owned by Swire, and lead oﬃce tenants such as Akerman LLP, a big local law ﬁrm. With the
area’s already notorious gridlock in mind, a bi-level, subterranean parking garage eﬃciently accommodates vehicles; lights designate unoccupied spaces, and shoppers don’t have to return to the
same valet stand to retrieve their cars. Maximum ﬂow extends to pedestrians through 19 elevators
and 16 escalators on the east side alone, as well as a stop for the Metromover, a public transportation system that loops downtown and links to Metrorail.
“These are the same strategies we use in China,” said Overholt. “They’re quite an investment.”
The LEED-registered design’s Climate Ribbon, which captures rain water and bay breezes while protecting visitors from the elements, also reinvents the traditional, open-air mall. The 150,000-squarefoot system cost $30 million. “We consider it part of our public art works,” she said.

SUNDAY
OPENING SESSION KEYNOTE

Earvin
“Magic”
Johnson
Magic
Johnson
Enterprises

MONDAY

Parag
Khanna

Tony
Hsieh

Factotum,
Hybrid Reality

Zappos

TUESDAY
Gary
Friedman

Restoration
Hardware

Bobbi
Brown
Bobbi Brown
Cosmetics

Visit www.icscrecon.org for more information and to register.

#RECon16
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Brickell is the new black.

South
Beach
Impervious to mainland gentriﬁcation, South
Beach’s only real threat is rising sea levels.
The city of Miami Beach has spent millions of
dollars installing water pumps and elevating
roads to alleviate “sunny day” ﬂooding. Scott
Robins, chief executive oﬃcer of his namesake
real estate development ﬁrm in Miami Beach,
concentrates on one of the most prone areas,
Sunset Harbour. The bayfront enclave of
industrial warehouses has become a haven
for independent eateries and boutiques like
Eberjey, a Miami-based swimwear and lingerie
brand, and Gee Beauty, which will relocate from
Bal Harbour Shops during the summer.
“It’s more restaurant-heavy than I’d like, but
retail’s gotten tricky with the shift to online shopping,” said Robins, of the 75 versus 25 percent ratio. “Rents have increased from $40 to $60 a few
years ago to $60 to $85 per square foot.”
It’s a bargain compared to Collins Avenue —
where rent hovers around $100 a foot, and H&M
is launching its second store in South Beach — and
Lincoln Road, which insiders quote can run as
high as $450, though $300 is more often the case.
Several brands have left Lincoln Road for the area
north to 17th Street known as NoLi, where rents
drop to between $50 and $150 a square foot. Suitsupply took the penthouse of Robins’ three-story,
7,000-square-foot property at Michigan Avenue
and 17th Street. Terranova Corp., a commercial
real estate ﬁrm in Miami Beach, is developing a
44,504-square-foot structure for Marshalls and
Lincoln Eatery, a food hall, on Meridian Avenue
next to Macy’s. It’s also building Anthropologie’s
27,077-square-foot property with a rooftop restaurant. A former bowling alley in NoLi is being revamped to house Williams-Sonoma and Pottery
Barn. All three are moving oﬀ Lincoln Road.
“The city had great foresight in pushing property owners to bring in dumpsters and widen Meridian Avenue’s sidewalks for cafe seating,” said
Terranova chairman and founder Stephen Bittel.
The Herzog & de Meuron-designed 1111 Lincoln Road Building’s NoLi expansion by the
same architects opens next year. Alchemist’s
lifestyle concept relocates from Lincoln Road to
the 10,000-square-foot 1111 Addition alongside
Jo Malone, La Colombe and Chotto Matte, a Nikkei restaurant from London. Stores on Lincoln
Road’s north side, such as Nike’s pending ﬂagship, are activating their back entrances.
“Nike’s traﬃc will greatly increase our visibility,” said Alchemist cofounder Roma Cohen.
More vacant lots in NoLi are slated for development closer to the completion of the $615 million
Miami Beach Convention Center in late 2017. Its 1.4
million-square-foot, ocean-themed design updates
the circa 1957 original with LEED certiﬁcation, natural light and a 60,000-square-foot ballroom.
A 5.8-acre park replaces the adjacent surface
lot. Lincoln Road’s Mod design by Morris Lapidus is undergoing a makeover, too. James Corner
Field Operations’ $32 million approved master
plan reduces congestion and modernizes amenities from a fashion runway to digital directories.
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OAlchemist and Jo
Malone are among the
tenants at 1111 Addition
in South Beach.

Aventura
Mall
Despite the eager shift to street retail, Aventura Mall continues to be one of the country’s
strongest exceptions. Since opening in 1983, the center doubled in size in 1997 and expanded into
the luxury sector in 2007. Its square footage will total just under 3 million late next year, when a
three-story parking garage and wing with 36 stores for categories like tech and fast fashion, a VIP
event space, and a food hall with a rooftop garden open near Macy’s.
“When it rains, or it’s too hot in South Florida, people go to the mall, plus tourists can take only
so many beach days,” said Jackie Soﬀer, co-chairman and chief executive oﬃcer for Turnberry
Associates, which owns and manages the property, though recognizing that even the taste level of
young people hanging out, the so-called “mall rats,” have grown more sophisticated. “We bring
local ﬂavor and personality into the mix. There’s a real Florida feel.”
As Miami has evolved into a global city for jet-setters, the center has followed suit. Givenchy and
Gucci signed leases in its luxury wing anchored by Louis Vuitton. Opening this fall, Gucci’s third
Miami store dedicates 7,255 square feet to ready-to-wear and accessories for men, women and
children. Sam Edelman will open its ﬁrst Miami store in May.
“Customers vote with their dollars, so we have Cartier and Fendi, but we also have the J.C. Penneys and Foot Lockers of the world,” she said.
Changing consumer patterns extend to dining, as well. Hakkasan Group and Harry’s Pizzeria
from local chef Michael Schwartz address a dearth of upscale, sit-down choices, while a food hall
replaces the dated food court.
OAventura Mall’s new
“I’ve researched food halls from New York to Napa because people
parking garage and wing
want good food, even if it’s fast-casual,” said Soﬀer.
with 36 stores, an event
Events and art also attract 30 million visitors annually. The new
space and rooftop deck
wing exhibits works by Wendell Castle and Mark Handforth. During the
will launch in late 2017.
Miami Open, Lacoste installed an indoor pop-up tennis court.
“It was exactly the kind of experience we give our customers,” she said.

Retail
Saks Fifth Avenue
100% Capri
120% Lino
Acqua Di Parma
Addict
Adolfo Dominguez
Agent Provocateur
APM Monaco
Armani Collezioni
AT&T
Audemars Piguet
Bally
BDBA
Bojanini Art Gallery
Brickell Nail Bar

Calissons du Roy René
Capritouch
Caudalie
Chopard
Cinemex
Coach
Cole Haan
Crocus
Designer Eyes
Diptyque
Font
Giuseppe Zanotti
Harmont & Blaine
Illesteva
In-Sight
Intermix

IRO
Italia Independent
Kendra Scott
Kiton
Koko & Palenki
Kreations
Leetal Kalmanson
LIVE!
Lululemon
Michele Lopriore
Mirto
Musart
NARS
Nest Casa
OndadeMar
Orlebar Brown

Pandora
Porsche Design
REISS
Rhythm of Grace
Richard Mille
Santa Maria Novella
Sean Donaldson Hair
SportsAction
Stuart Weitzman
Sundek
Ted Baker
Valentino
Vilebrequin
Westime

For retail leasing please call Debora Overholt: 305-371-6888

Food & Beverage
American Harvest
Big Easy Winebar & Grill
David's Teas
Dr. Smood
Häagen-Dazs
Luke's Lobster
Pasión del Cielo
Pubbelly Sushi
Quinto La Huella
Santa Fe
Sugar
Taco Chic
More to come...

Residences
Reach & Rise
Offices
Two & Three
Hotel
EAST, Miami
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Miami Design
District

Doral

OCity Place Doral, a
mixed-use development by the Related
Group and Shoma
Homes, offers 250,000
square feet of retail.

Unless they’re golfers, most tourists don’t get to
Doral. The young city between Miami International Airport and the Florida Everglades serves
as an economic powerhouse with corporations
like Carnival, Perry Ellis and The Miami Herald,
which relocated here when its bayside home was
sold and razed. Developers are playing catch-up
with rampant growth as 150,000 daytime employees look to live near work, and families seek
its top-rated schools.
“It used to be more people worked than lived
here, but they’re approaching the same numbers,” said Steve Patterson, president and ceo
for Related Development, The Related Group’s
mixed-use and rental division that teamed with
Shoma Homes for City Place Doral. “It’s an openair, lifestyle and entertainment destination that
people live on top of and around to eliminate car
culture. We’re also helping the city enhance its
trolley service.”
The multiphase master plan has already sold
the majority of its single-family homes and rented
396 apartments. Small and split-ﬂoor plans cater
to Millennials. Slated for fall, 250,000 square feet
of retail includes Fresh Market and Boutique Boulevard devoted to around 15 independent stores
and regional chains for men’s and women’s fashion, accessories and gifts, as well as services from
ﬁtness to juice and blow-dry bars.
“We strived to place tenants that people use on
a daily and weekly basis and that appeal to both
the local demographics — there’s a huge population of Venezuelans — and guests at Trump National Doral hotel and golf club across the street,”
said Patterson, who allocated more space to dining, cinemas and bowling. “New retail development is more limited as people shop online for
convenience, but these other activities are better
experienced in person.”

No other neighborhood has reconﬁgured the luxury retail landscape like the Miami Design District. Being a brand-new destination has its challenges, not only as a sluggish, multiphase work
in progress, but in waiting for shoppers’ patterns to change.
“The amount of foot traﬃc is pretty signiﬁcant considering it’s a large construction site,” said
Craig Robins, chief executive oﬃcer and president of Dacra, a Miami-based real estate development ﬁrm that owns 70 percent of the area’s properties with partner L Real Estate. “It’s an organic process where people discover new stores, restaurants and culture every visit. Dior’s arrival
made a huge diﬀerence in it coming together.”
Thirty percent of the partnership’s 120 tenants have opened, with 90 percent of the remainder slated through late 2017. The completed project comprises only one-third of the 3 million
square feet for which the partnership has secured the rights to build, according to Robins, who
compares its critical mass to Madison Avenue and Rodeo Drive. The lifestyle-driven master
plan involves a 120-room boutique hotel and ﬁne dining such as L’Atelier de Joël Robuchon.
Following designer fashion, the next phase folds in contemporary brands situated along
Northeast First Avenue and Northeast 39th, Northeast 40th and Northeast 41st Streets from
Northeast First Avenue to North Miami Avenue. Pending additions include Diane von Furstenberg, Tory Burch and Rag & Bone, as well as the ﬁrst Florida stores for Isabel Marant, Zilli
and Alice + Olivia. Sevan Biçakçi’s U.S. premiere and Creed’s initial location outside New York
are conﬁrmed. Loro Piana, Tod’s, Saint Laurent and Van Cleef & Arpels are also scheduled to
launch within two years. Robins said he competitively prices rent to $150 a square foot, half of
Lincoln Road’s rate.
“It’s always been our strategy to give cheaper rates so brands have the opportunity to create ﬂagships and express themselves,” he said, mostly writing 10-year leases to justify costly
build-outs. “Even though this was a tough year for Miami’s luxury market regarding a decline
in Russian and Brazilian buying power, our tenants’ sales were up between 20 and 60 percent
as of mid-March from 2015.”

OBuckminster Fuller’s Fly’s
Eye Dome in the Miami Design
District’s Palm Court.
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Wynwood

ODue in 2018, Miami Worldcenter’s
27 acres include 300,000 to 400,000
square feet of streetscape retail.

Downtown
Slower to take shape, downtown got a boost from
the Adrienne Arsht Center for the Performing
Arts, Pérez Art Museum Miami and the upcoming Frost Museum of Science and 1000 Museum residential tower by Zaha Hadid. The gritty
neighborhood of surface lots and early-20th-century buildings north of the Miami River recently
welcomed the Langford boutique hotel just oﬀ
Flagler Street, the city’s east-west axis. Its streetscape is set for a $13 million makeover.
“Unfortunately, many buildings were razed so
there wasn’t a lot to rehab, and it’s costly to build
new,” said Anthony Graziano, senior managing
director for New York-based Integra Realty Resources, which consults for the Miami Downtown
Development Authority.
Developers are ﬁnally investing. Condominium and rental residential towers and a
1,700-room Marriott Marquis hotel are part of
Miami Worldcenter, a $2 billion, 27-acre master plan due in 2018. Originally designed as an
enclosed mall anchored by department stores,
its 300,000 to 400,000 square feet of retail
switched to an open-air, pedestrian streetscape
leased and managed through The Forbes Co. and
Taubman Centers.
“We decided the city and its cultural institutions should be the anchor,” said Nitin Motwani,
managing principal for Miami Worldcenter Associates, which spent seven years acquiring enough
parcels. “It’s rare to build an urban core from
scratch today.”
Convenient to the airport, port and highways,
downtown also will be home to All Aboard Florida’s high-speed rail terminal designed by the
same ﬁrm as One World Trade Center. H3 Hospitality exclusively manages leasing for 180,000
square feet of retail at Miami Central, the station’s
11-acre, mixed-use development opening in 2017.

Since Goldman Properties began buying dilapidated warehouses in Wynwood in 2004, rents per
square foot have skyrocketed — from $3 to $6 a foot, to between $90 and $100 — along Northwest
Second Avenue and $60 to $80 on side streets, according to chief executive oﬃcer Jessica Goldman
Srebnick. She is the daughter of the late Tony Goldman, a developer who in 2009 started commissioning graﬃti artists to transform nondescript buildings into a street art mecca, attracting Millennial-minded retailers like Warby Parker, Illesteva and Shinola.
“People have tried to imitate us, but we still have our own special sauce,” said Goldman Srebnick, of the busloads of international tourists whose social media imagery captures the neighborhood’s energy in real time. “Stores’ sales per square foot range from $450 to $1,000, and restaurants are $680 to $2,250. New York developers are coming in now.”
Within two years, her ﬁrm plans to introduce 66,000 square feet of retail interspersed among
its new, block-long headquarters; an eight-story, 434-car garage, and an all-retail project called
Wynwood Steps. East End, a real estate investment ﬁrm in New York and Miami, is developing
Wynwood Arcade whose dozen tenants, including a Bonobos Guideshop, will open with 24,000
square feet by summer. Rent starts at $50 per square foot.
“Since the area has little shade, and we’re located between two long blocks, we planted trees in
the atrium and created cut-through paths to encourage foot traﬃc,” said Mark Schrieber, vice president for East End Capital, which tapped New York-based DFA architecture ﬁrm. “We’re moving
beyond adaptive reuse to elevate Wynwood’s design quality.”
Tony Cho, president and ceo of local real estate ﬁrm Metro 1, is also doing his part to elevate
Wynwood. Aside from oﬀering aﬀordable, micro retail at Wynwood
OGoldman Properties
Gateway Complex, he’s turning a 15,000-square-foot double lot into
jump-started Wynwood’s
a multiuse green space. Coupled with woonerf streets, the sanctugentrification by commisary will bring a touch of calm to an area that often resembles SoHo
sioning graffiti murals and
on weekends.
opening restaurants like
“We had 85,000 parking transactions in March, so imagine when
Wynwood Kitchen & Bar.
all the hotels and condos are built,” he said, regarding the next wave
of development.

Royal Poinciana Plaza

SOUTH FLORIDA
Aventura Mall
Wynwood
Miami Design District
Doral
City Centre

Miami
South Beach
Downtown
Brickell

Coconut Grove
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Royal
Poinciana
Plaza

OUp Markets is restoring Royal
Poinciana Plaza in Palm Beach to
its midcentury-modern heyday.

Up Markets, the high-end retail division for WS
Development, plans to restore Palm Beach’s long
neglected Royal Poinciana Plaza to its midcentury modern heyday when Gucci, FAO Schwartz
and Schraﬀt’s held court, literally, around two
open green spaces. Dating from 1957, architect
John Volk’s still-innovative layout hides abundant
parking (a scarcity on the island) behind exteriors for convenience meets European charm.
There’s even talk of replanting the courtyard’s
historic orange trees, and the on-site playhouse
will reopen as a cultural center.
“You need not be overly familiar with Palm
Beach to recognize the marked disparity between the beautifully manicured areas and this
abandoned corner,” said Up Markets head Samantha David, of the prime location aside the
Flagler Memorial Bridge en route to the Breakers.
“It’s poised to become ‘the meeting place.’”
Some of the 180,000-square-foot mixed-use
property’s existing tenants, such as the seasonally packed Palm Beach Grill, will remain. Retail
occupies the ground ﬂoor and part of the second
along with oﬃces. Sant Ambroeus, whose ﬁrst
location outside New York opens in October, is
among new tenants, most of whom will make
their island debut over the next two years.

“When you say Palm Beach to retailers, their
eyes light up. Everyone wants their brand in front
of this customer if they can ﬁnd the right spot,”
said David, who’s selecting tenants for the center
based on quality versus price point. “The biggest
challenge is picking the perfect mix for the people who have traveled the world and seen and
purchased everything. It must be like nothing
ever done before, but at the same time inviting
and friendly.”
Palm Beach retail hasn’t caught up with
younger demographics regarding tourism and
part- and full-time residents who don’t want to
shop in their mothers’ or grandmothers’ stores,
according to David; they prefer skinny jeans with
an ATM T-shirt over cocktail dresses and tweed
suits. Coupled with regular events — whether
yoga or family movie screenings — lifestyle concepts, from bookstores to surf and bike shops,
create community and eventually hook shoppers
to buy that $800 pair of shoes.
“Retailers can no longer aﬀord to be passive. There’s no such thing as putting out lovely
merchandise and waiting for the customer to
come. Customers care about where they want
to spend their days — [where it’s] going to be
fun and interesting.”

Florida Stats
and Facts
All about the Sunshine State.
Compiled by DEBRA BORCHARDT

825
Miles of Florida
beaches.

370,000:
Hotel rooms
in Florida.

1,043
Weight of the largest alligator captured in Florida.

1,250

3,028

Florida is
the largest
producer of
citrus fruits
in the U.S.

People who
participated in a
mass duck-call
in Estero, Fla.

105 million: Visitors
to Florida in 2015.

111:Episodes of
“Miami Vice.”

Golf courses in
the state, the most
in the U.S.

7,700
Lakes in the state.

1,000
People moving to Florida every day.

$450 million: The
largest sunken
treasure recovered off
the coast of Florida,
from the ship Nuestra
Señora de Atocha.

13,000:
Employees
at the
Kennedy
Space Center.

25

%

of all the Rolls Royce cars bought
in America are in Florida.

1.5million

Annual boat sales in
Florida, making it the
number-one boating state.
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A WALK
T HROUGH HISTORY

Miami’s Wynwood Arts District and
the Miami Design District were created
when overlooked neighborhoods
were redeﬁned and reimagined with
an eye toward art, creativity and retail.
By SHARON EDELSON

Photograph by ANTHONY HUMPHREYS

C
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oconut Grove is the poster
child for authenticity.
Settled in the 1800s and
blessed with the natural
beauty of Biscayne Bay,
leafy tree-lined streets and
parks, its downtown retail
district developed organically.
But while the area has continued to attract residential real estate investment, Coconut Grove’s
retail district became increasingly challenged
over the last decade.
Cocowalk, a large shopping, dining and entertainment complex unveiled in 1990, was an early
example of the retail model dubbed “retail-tainment” and a tourist destination. By the late Nineties, Cocowalk had fallen on hard times as Miami
neighborhoods such as South Beach and Coral
Gables siphoned its traﬃc.
“When one place got hot, it sucked the life
out of another place. Cocowalk lost its luster with
the locals,” said Michael Comras, founder of the
Comras Co., a real estate ﬁrm, adding that for a
while “it got really ugly at the Grove.” Federal
Realty Trust, a real estate investment trust with
a history of creating urban, mixed-use neighborhoods such as Santana Row in San Jose and Pike
& Rose in North Bethesda, Md., recognized Cocowalk’s upmarket potential and last year acquired
an 80 percent interest in the 198,000-square-foot
center, based on a total value of $87.5 million.
Federal teamed with Comras and another local
partner, Grass River Property.
Following the Cocowalk acquisition, Federal,
with the same two partners, acquired 85 percent
of The Shops at Sunset Place, a 515,000-squarefoot open air mixed-use center in South Miami,
based on a gross value of $110.2 million.
Federal was encouraged by the fact that Coconut Grove has remained a vibrant residential
community. “It’s a place where people live,” said
Chris Weilminster, executive vice president of
leasing for the REIT. “The University of Miami is
in Coconut Grove and Sony Music has its headquarters there. It’s not downtown Miami, it’s not
the suburbs, it’s more ex-urban. There was always
a strong residential community. The market was
always vibrant and strong. What happened is that
there was no new retail construction since 2003.”
Coconut Grove is poised for another residential growth spurt, and this time, retail real estate
owners are promising to keep pace. About 1,000
new luxury condominium units are on tap, all
within walking distance of Cocowalk.
Federal cited the area’s strong demograph-

ics, including 153,000 residents in the Grove’s
trade area with an average household income of
$110,000.
The Grove at Grand Bay, a pair of Bjarke Ingels-designed luxury condominium towers, symbolizes the inﬂux of aﬄuence at Coconut Grove. A
15,000-square-foot condo at the project, which is
scheduled to open this summer three blocks from
downtown, was recently listed for $28 million.
Cocowalk’s reinvention is a work in progress.
Built in Mediterranean style, with heavy architectural details, the center will be streamlined and
modernized. “We’ll be creating 1,400-squarefoot boutique spaces,” Comras said. “It will still
be low-scale buildings and pedestrian-oriented.”
In the meantime, Coconut Grove’s downtown
retail district has been attracting new retailers.
“Last year, the bulk of the buildings downtown changed hands. Ninety percent of the space
is in our control,” Comras said, noting that fewer
owners means the district is able to exert a level
of quality control over the area and attract higher-end tenants. Five years ago, rents in Coconut
Grove were around $40 a square foot, according
to Comras. He said when Cocowalk is ﬁnished,
it could fetch rents of $60 to $100 a square foot
that would be in line with street retail in the area.
Comras said the center is moving away from
more traditional mall retailers like Victoria’s Secret, Gap and Banana Republic. “We’re looking
for cooler, hipper retailers like J. Crew Men’s,
Lululemon and emerging concepts from South
America and Central America,” he said. “We like
organic. It doesn’t have to be a national chain.”
“There’s nothing like it,” said Lesley Griﬃth,
who last year opened The Griﬃn, a boutique on
Commodore Avenue selling shoes and handbags
by Balenciaga, Valentino, Yves Saint Laurent,
Chloé and Pierre Hardy. “There are trees everywhere. There’s a marina and the houses are on
the water. Everyone drives around in golf carts
and people walk from their homes to restaurants.
I wanted that vibe for my store.”
Griﬃth, who is also a stylist, said there’s been
no resistance from Coconut Grove residents to
the store’s prices, from $500 for shoes to $3,000
for a handbag.
“We’re taking what became ticky-tacky retail and elevating it. We have Malibu here. Now,
we’re providing Malibu with its Country Mart,”
Comras said, referring to the California lifestyle
center whose roster includes Morgane Le Fay,
Chrome Hearts and John Varvatos, and restaurants Mr. Chow and Taverna Tony.
“Coconut Grove is a historic neighborhood
and Miami’s original art district,” said JJ Wilson,
cofounder and head of brand for Kit & Ace. “We
love the eclectic restaurant scene there and the
neighboring boutique retailers. This location is
exceeding expectations. People are liking and
commenting on the feel of our lightweight fabrics and technical features like water-wicking and
four-way stretch. Based on the success of Coconut
Grove, we now have two locations in Miami — our
other store is in the Wynwood Arts District. Coconut Grove is among our best-performing locations

in the U.S. and regularly [surpasses] our goals.”
Bernardo Fort-Brescia, a principal of Arquitectonica and longtime Coconut Grove resident,
bought the entire downtown block from St. Stephen’s Episcopal Day School to the Fuller Street
Alley.
Arquitectonica, which maintains an oﬃce
in downtown, designed oﬃce space for Sapient
Nitro in downtown Coconut Grove. Harry’s Pizza and Panther Coﬀee set up shop in the Engle
building.
The Shops at Sunset Place, with its multiscreen movie theater, will have a completely
diﬀerent vibe from Coconut Grove when Federated is ﬁnished with the updates. “Historically, it
competed against the Grove,” Weilminster said.
“Sunset Place will be redone so that it complements Cocowalk.”
The area also has strong demographics, with
about 100,000 residents within three miles of
Sunset Place registering a household income of
$120,000.
“Sunset Place, like Cocowalk, presents a compelling opportunity to create value by integrating
with the vibrant streets that border the property,” said Dawn Becker, executive vice president
of the mixed-use division at Federal Realty. “The
trust will add new tenants and deliver a mix of
uses that meets the demand of the aﬄuent, yearround communities.”
Existing tenants at Sunset Place include LA
Fitness, Barnes & Noble, Forever 21, Splitsville
and Z-Gallerie. The new owners spent months
collecting feedback from shoppers, merchants
and neighbors, and the suggestion that kept
coming up was to make Sunset Place more family-friendly, especially in the evening. A new policy on April 1 went into eﬀect that requires visitors
17 or younger to be accompanied by a parent or
guardian at least 21 years of age after 9 pm.
“What we intend to do with redevelopment
and repositioning of assets, is provide platforms
for retailers to express who they are from a brand
standpoint,” Comras said about both properties.
Referring to Cocowalk, Weilminster added,
“Hopeful, we’ll have a smart leasing strategy
that’s more consistent with long-term gains rather than short-term gains.” Of course, he could
have been talking about Sunset Place as well.
In an eﬀort to tap into Coconut Grove’s creative past as a Bohemian hangout for Tennessee Williams, Marjory Stoneman Douglas and
Hervey Allen, the Coconut Grove Business Improvement District commissioned Reuben Toledo to create illustrations for its Coconut Grove
marketing campaign. Toledo’s work can also
be seen in the marketing materials for the Park
Grove, a $700 million luxury condominium
designed by OMA Rem Koolhaas, and he may
end up creating some permanent murals for the
Park Grove’s towers.
Meanwhile, the BID is busy reestablishing the
Grove’s legacy, saying it won’t rest until Coconut
Grove is “reestablished as a world-class commercial walking village with impeccably clean
and visibly safe streets and a more compelling
retail mix.” ■
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DANCING IN
THE DARK
U N D E R GA R M E N T S I N P E R F O R M A N C E FA B R I C S
ENHANCE COMFORT AND RANGE OF MOTION.
Perry Ellis cotton and
spandex boxer briefs.

B y A L E X B A D I A Ph o tog ra ph s b y RYA N P F LU G E R

Emporio Armani’s modal,
polyester and elastane
boxer briefs.
OPPOSITE:
Columbia’s cotton and
spandex boxer briefs.

Diesel’s cotton, spandex
and nylon boxer briefs.
OPPOSITE:
Lacoste’s Lyocell and
elastane boxer briefs.

Calvin Klein Underwear’s
cotton and elastane
boxer briefs.
OPPOSITE:
Boss’ polyester and
elastane boxer briefs.
Models: AUSTIN WYNE
at Ford
THOMAS GIBBONS
at Fusion
Fashion Assistant:
KAYANA CORDWELL
Grooming: EZIO using
Shu Uemura Art of Hair
for Judy Casey Inc.

Where
Silicon Valley
Shops

T H E

O L D - S C H O O L
R E D U X

WILKES
BASHFORD
375 Sutter Street, San Francisco
(Also 450 Stanford Shopping
Center, Palo Alto)
OWNED BY Mitchells Stores

 This stalwart, founded
by the late Wilkes Bashford
in 1966, is an old-school
standout in a new-school
and new-money world.
While it used to cater
mainly to the San Francisco
Establishment — former
Mayor Willie Brown is one
of its devotees —
co-owner and men’s
manager Tyler Mitchell,
whose family’s Mitchell
Stores bought the retailer in
2009, says he’s been seeing
a surge of younger tech and

DEMOGRAPHIC DESTINY

entrepreneurial types.
“There used to be only
dress shoes, but now there
are just as many expensive
sneakers,” he said. “One
by one, they are coming
in. They run in the same

Oakland

San Mateo
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SANTANA
ROW
355 Santana Row, San Jose
OWNED BY Federal Realty

Investment Trust

| By MAGHAN MCDOWELL Illustration by JON ADAMS |

San Francisco

Silicon Valley

T H E S I L I C O N
RO D E O D R I V E

The Bay Area tech crowd is not for want of
money (rent notwithstanding), but time and
taste? Those can be rare local luxuries in
the land that launched Google, Apple and
Facebook. Analog shopping might seem a relic
for early adopters, but local retailers from
Oakland to Santa Clara are attracting patrons
with hard-to-ﬁnd brands, a point of view and
customer service that has a bit more panache
than the average bot — for now.

Santa Clara

 “The Row,” as it’s
known, is a neighborhood
that caters to the tech
community and the
families they come home
to with stores such as Kit
and Ace, Gucci, Scotch &
Soda, Madewell, Ted Baker,
Warby Parker and Bonobos
alongside lifestyle perks like
restaurants, parks, condos
and a boutique hotel. The
district strives to create
#LifeOnTheRow moments
with poolside fashion
shows, celeb chef demos
and family-style outdoor
Lululemon Athletica yoga
classes. Collette Navarrette,

director or marketing
for the trust, said Silicon
Valley trendsetters “are
desirable customers.
These consumers are
tech-savvy, fashion-forward
and appreciate boutique
services.” It also doesn’t
hurt that they power one
of the leading wealthgenerating markets in the
world.

circles and are redoing
their wardrobe.”
They go for a polishedup approach to the classic
tech look with brands
such as Brunello Cucinelli,
Vince, J Brand and Rag
& Bone — and word has
it that in a digital world,
techies still have a soft spot
for a handwritten “thank
you” note.

The Bay Area includes San Francisco to the north,
Oakland to the east and Silicon Valley, made up of
Santa Clara and San Mateo counties, to the south.
Techies live, work and shop anywhere along “the
peninsula” or across the bay. Here, some
vital stats on the land of big data.

Santa Clara County
Population: 1.9 million
Includes Cupertino (home to Apple),
Mountain View (Google), Palo Alto
(home to the Zuckerbergs), San Jose
(eBay), Sunnyvale (Yahoo)
and Stanford.

Palo Alto median
home value: $2.5 million
Los Altos average home
listing price: $4.3 million
Cupertino median
household income: $134,872
Mountain View average
monthly rent, 1 BR: $2,450

Total retail sales per
capita, 2012: $21,952
IT’S A FACT

In 2011, the gross domestic product
of the metropolitan area reached
$176.7 billion (comparable
to Qatar).

“

I like the Kendra Scott pop-up at Santana Row, which just opened
[permanent store opening in May], the Modcloth Fit Shop and
Bailey44.com. — SONYA BROWN, NORWEST VENTURE PARTNERS

”
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ACRIMONY
333 Hayes Street,
San Francisco
OWNED BY Jenny Chung Seeger

T H E L A DY W H O
L AU N C H E S

BETTY
LIN
3625 Sacramento Street,
San Francisco
OWNED BY Betty Lin

“

Betty Lin on Sacramento Street is very well-curated, with an
extensive selection of Stella McCartney, Suno, Roland Mouret and
Herno. This is the go-to boutique in Presidio Heights for many of
the tech set who don’t want to go downtown but need a chic look
for an event. — ALI SPEER, ALLISON SPEER PUBLIC RELATIONS

”
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 This six-year-old shop is
very San Francisco in that
it serves up high fashion
in an understated way,
including the elegant sales
staff who don’t hover or
push. “Our clients love
great clothes but will not
suffer for fashion,” said
owner Betty Lin, who spent
16 years at Nordstrom.
“Busy, busy, busy” women
stock up for product launch
parties and charity events
from brands including
Stella McCartney, Marni,
Suno, Rachel Comey, Nili
Lotan, Avant Toi and Herno
and twice-a-year trunk

San Mateo County
Population: 765,135
Includes Menlo Park (Facebook),
Atherton (home to Google’s Eric
Schmidt), Hillsborough
and Burlingame.

 This Hayes Valley
boutique started with
streetwear in 2008 and
has evolved to offer “easymeets-edgy” offerings from
the likes of Just Female,
Rick Owens Lilies, Rachel
Comey, Robert Geller,
Public School and Wings
+ Horns while accessories
brands LD Tuttle and Cote
et Ciel accommodate the
on-the-move, plugged-in
lifestyle, said purveyor
Jenny Chung Seeger.
Customers focus on details
such as material, finishings
and linings rather than

“fashion with a capital F.”
“We get a lot of, ‘I want
something different and
standout, but nothing too
crazy’,” said Seeger, who’ll
trade out a customer’s
hoodie for a fleece bomber
or leather hooded jacket.
“They want our advice,”
she says, “but they don’t
want style to be dictated to
them.”

shows from Andrew Gn.
This spot, which recently
doubled its retail footprint
to more than 2,000 square
feet, isn’t necessarily for
the woman seeking an
outfit to transition from
work to night but is for
someone who dresses to
be “approachable” to both
the marketing and the
engineering teams, Lin said.

Hillsborough median
home value: $4.2 million
Atherton average home listing price:
$10 million (Atherton was the most
expensive zip code in
America in 2014.)
Burlingame median
household income: $100,089

Menlo Park average monthly rent,
1 BR: $2,347
Total retail sales per capita, 2012:
$15,326
IT’S A FACT

34.4 percent of residents are
foreign-born

“

EBay is a treasure trove where I can ﬁnd amazing designer
clothing — particularly vintage — that I can’t possibly ﬁnd
anywhere else. I love that I can keep a persistent search
for my favorite designers in my sizes and I’ll ﬁnd new
items virtually every day.
— ANN MIURA-KO, FLOODGATE

”

San Francisco
County
Population: 864,816
The only consolidated city-county in
California, San Francisco is home to
Twitter’s Jack Dorsey and
Yahoo’s Marissa Mayer.

Median home
sale price: $1.2 million
Median household
income: $85,070
Average monthly rent, 1 BR: $2,795
Total retail sales
per capita, 2012: $17,718

IT’S A FACT

San Francisco sees 48.7 percent
of California’s angel investments,
and 53 percent of the population
has a bachelor’s degree or higher.
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P L U G G E D - I N

M A L L

STANFORD
SHOPPING
CENTER
660 Stanford Shopping
Center, Palo Alto
OWNED BY Simon Property Group

T H E I N T E R N AT I O N A L
U P-A N D - C O M E R

MCMULLEN
1235 Grand Avenue,
Piedmont
OWNED BY Sherri McMullen

“

 After almost 10 years
serving Oakland’s hip inthe-know crowd, owner
Sherri McMullen puts
together a highly curated
fashion offering from
an international mix of
emerging female designers
for customers who work in
tech and animation. Pixar
Animation Studios sits just
10 minutes away. McMullen

I like personal shoppers. For some of us, it’s a time-saver. Whether it’s
a Nordstrom employee or a professional personal shopper, we work
with them closely. I cannot tell you how many times I have asked
Nordstrom to deliver clothing to my oﬃce or hotel.
— SANDRA LOPEZ, INTEL

”
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started as a buyer at Neiman
Marcus and stocks pieces
that both resonate with the
mainstream market and
that the high-end fashion
girl can appreciate — think
Roksanda, Rosie Assoulin,
Ulla Johnson, Ryan Roche,
Self-Portrait, Vilshenko
and Natasha Zinko. “I
opened the store because
I realized that women
needed a place to find
luxury designer brands in
their neighborhood without

Alameda County
Population: 1,638,215
Includes Oakland (Pandora),
Piedmont, Emeryville (Pixar), Orinda
and Moraga.

 This is a one-stop
destination with a high
concentration of shops in
the belly of the tech beast,
surrounded by some of the
wealthiest neighborhoods
in the country. In the past
60 years, the property
has evolved along with
its clientele: In 2011, it
became the first shopping
center in the Bay Area to
install charging stations
for electric cars; the new
Bloomingdale’s boasts
“smart,” tablet-equipped
fitting rooms, and the
center employs robotic

security guards. Favorites
include Japanese lifestyle
brand Muji, elite must-have
Tesla, Burberry and — who
are we kidding? — the Apple
Store. New stores in the
works range from Allen
Edmonds to The North
Face, AllSaints, hometown
hero Amour Vert and the
first U.S. location for Luisa
Spagnoli.

having to travel to San
Francisco to find them,”
she said. (Pro tip: Some
clients attending certain
high-profile events can get
pieces that aren’t on the
sales floor.)

Piedmont median home value:
$1.76 million
Berkeley average home listing price:
$1.8 million
Moraga median household income:
$132,651
Orinda average monthly rent, 2 BR:
$2,600 (1 BR info not available)

Total retail sales per capita, 2012:
$13,444
IT’S A FACT

The median age in Oakland, the
Brooklyn of the West, is 36 years.

“

Capulet has such a diverse variety of brands from London’s
quirky Kat Maconie to Stylestalker, the Australian company. Really
interesting, unique pieces. And Mira Mira has the most amazing
selection of denim, cool basics and bright sundresses that I love.
They also feature delicate jewelry and chic home accessories,
so I always leave with something. — OLGA, SHOPTIQUES.COM

E-com Elephants
As much as bricks-and-mortar
feed the soul, a click and scroll
often do the heavy lifting for the
tech crowd. Here’s where the
Silicon Valley set shops online.

Net-a-porter
Matches Fashion
Moda Operandi
Mr Porter
EBay
Farfetch

Forward by Elyse Walker
The Real Real
Yoox
The Reformation
Trunk Club
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BARNEYS
N EW YO R K
James Perse
black V-neck.

ADAM
LIPPES
Black fringed
jacket and skirt.

CHARLENE
COURT
DESIGNS
Ruby Conundrum
Talon ring.

MCMULLEN
Le Spec
sunglasses.

BARNEYS
N EW YO R K
Saint Laurent
cropped moto
jacket.

Styling
Silicon Valley
Meet Mary Gonsalves Kinney, the stylist helping tech
bigwigs look like they’re not trying too hard.

O Bay Area-stylist Mary Gonsalves Kinney’s work regularly has her embedded in the closets of the tech world’s
most plugged-in movers and shakers. Professional discretion prevents her from naming names, but they work
at companies like Google and Dropbox. For seven years
she’s had a front-row seat to the area’s shifting sartorial
inclinations. Here, she talks to WWD about how the
Silicon Valley elite like to look.

Four looks for
women in tech
from Mary
Gonsalves
Kinney. . .

VA L E N T I N O
Tribal bag
midsized tote.

VA L E N T I N O
Tribal bag
crossbody.

BARNEYS
N EW YO R K
Alexander Wang
cropped black
striped jean.

DESIGNS
BY ALINA
Ring and Baroque
pearl and leather
choker.
VA L E N T I N O
Spring runway
minidress.

By MAGHAN MCDOWELL
Photographs by THOMAS IANNACCONE
Prop styling by RACHEL STICKLEY

What are clients looking for?
Some are looking to transition
from a work look to an event.
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N E T-A- P O RT E R
Nicholas Kirkwood
white detailed pump
with metallic heel.

. . . and a look
for the guys

Delore
Headlines
What are some of your favorite
sources?
Department stores like Barneys
New York and Neiman Marcus,
but I don’t just pull off the floor — I
have pieces called in. And I call in
from boutiques and stores such as
Valentino and Saint Laurent, Dolce
& Gabbana, Chanel and Marni. I
also work with online retailers. I
MCMULLEN
love designers like Adam Lippes,
J.W. Anderson
Altuzarra, Rosie Assoulin, Ellery
top and skirt.
and jewelry designers like Designs
by Alina, Charlene Court and Tara
Hirshberg in L.A.
By MAYTE ALLENDE
People might think we are limited in San Francisco, but we’re not.
You just can’t be lazy here. Introducing designers to my clients

Fashion ﬂows into fall via transitional
ﬂorals, inventive knitwear and ample color.

Photograph by BYLINE_NAME

is so cool because people want
something that no one else has.
Some clients want to wear
head-to-toe Brunello Cucinelli,
so you style it in a different way.
Brunello is so beautiful and luxe
and does well in Silicon Valley
because it’s easy, neutral and
understated. As a stylist, I want to
be a little more adventurous, so
I’ll pair a Brunello button-up with
vintage Gaultier gaucho pants or
a high-waisted skirt from The Row.

MARNI
Lightweight
slacks.

MARNI
Blue tote.

MARNI
Short-sleeved
cashmere
two-tone
button-up.

How do the designers respond
when you tell them you’re working with Silicon Valley clients?
Some designers are like, “Oh,
absolutely,” because it’s a world
they haven’t captured yet. There
are some designers who don’t
quite get it because they aren’t
immersed or they haven’t tapped
into this market yet.
European designers are more
excited and intrigued. Some in
the U.S. are excited, but as far as
dressing people like they do in L.A.,
where they get clothes for free,
it’s rare here. It’s a new concept
for the Bay Area, but it’s changing.
It depends who the person is.
For tech execs who are high up
but maybe not chief executive
officer, we work with emerging
designers. They catapult some of
these designers into a different
demographic.

a problem. What we’ll see is that
more designers will be offering to
dress clients, and not so much me
going and asking or trying to set a
new precedent.
I also am a big fan of pieces
instead of doing a dress for my
female clients, all of which they
can wear in different ways — which
is such a San Francisco thing.
Where is tech-world
style headed?
In the time that I’ve been a stylist,
I’ve seen so many changes. When
I started, people were confused
with what I did. They thought I was
a personal shopper.
There is still a lot of change
that needs to happen and a lot of
that relates to attitude. There are
different categories: People who
only go to fashion events and wear
head-to-toe designer and really
like to show their clothes. Then
there’s a category that is super
understated and doesn’t want to
look like they care at all, because
they think it’s gauche — but they’ll
wear a designer that people don’t
know. And then there’s a category
that just doesn’t care at all.
Any designer, store owner or
retail house will tell you it’s one of
the hardest markets to figure out
because there is a huge amount
of money here, but it’s figuring out
what those people want and what
they are going to buy.
I think as people become
more important, they will bring in
stylists. ■
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What’s the process of working
with clients here?
It starts with a closet consultation
— then, based on that, how they
can supplement their wardrobe.
It becomes a relationship about
building the proper image. Some
love fashion, some couldn’t care
less. For male clients, especially in
tech, they are like, “I need to look
put-together and I don’t want to
look like I care that much,” unless
it’s a major speaking engagement
or a black tie affair.
My female clients are a little
different. Call it a double standard,
but they’re a little more inclined to
push the envelope because they
can without getting frowned upon.
There’s still a bit of an antifashion
backlash in tech. There can be
a perception that it somehow
belittles the work that they do.
This is changing gradually as more
companies venture into fast-fashion and online retail. The “cool kids”
in tech get this and are changing
the standard.

Some are traveling and they
want a different wardrobe from
their work-life and want to feel
high-fashion and cool and edgy.
Once they leave the Bay Area, they
are more adventurous. I’m not sure
why that is.
We’re on the cusp of a fashion
revolution in the Bay Area and of
selling the idea that you can still
care about fashion and be this
amazing powerhouse businessperson. The difference with tech is
that a downplayed fashion image
is more accepted. But trust me,
this image is as equally strategic
and thoughtful as the alternative.
San Francisco is known for
being a progressive and independent city and their dress should
reflect that. I encourage clients
to wear and promote burgeoning
designers as they have the platform to really elevate a brand.

Illustration: Artist Name

What kinds of clients do you
work with? In this town, isn’t
everyone connected to tech?
Most are high-profile, from running
major companies to film producers, doctors or philanthropists. I
work with venture capitalists and
executives throughout Silicon
Valley, so I see a lot of these
revolutionary ideas transpire while
I dress people. It is very inspiring.

Men’s ﬂows
Lanvin
Fashion
into fall via transitional
sneakers.
ﬂorals, inventive knitwear and ample color.
By MAYTE ALLENDE
Do most of your clients buy, or
do they borrow?
Most of my clients will buy. It’s not
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EDI Services, Accounting Services,
Compliance, Dropships,
Inventory Management, Margin
Analysis, KPI’s and more.

Buy-Now-Wear-Now:
A New Approach to Fashion

ops@bigboxops.com

Mobile and Return-Based Economics
The apparel industry, like many other types of
consumables, was intended to follow a primarily
unidirectional process. Customers buy something
and they take it home. Retailers keep the diﬀerence between its cost and the sale price, and
everyone is happy. The concept of returning an
item has often been seen as unwelcome, eating
into margins through additional labor, damaged
goods and restocking. In the analog age, that’s
precisely what they did. But not anymore.
The new mobile retail economy is changing this
dynamic substantially, highlighting returns as an
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Brand owners are
discovering two essential
truths . . . direct-to–
consumer is the new
black, and mobile is the
language of choice.
opportunity to do more business rather than being
an albatross. Vendors who catch onto this trend
generate greater revenues by the mere fact that a
customer who enjoys a pleasant return experience
is more likely to buy additional merchandise while
in the store. From a numbers perspective, this
could mean the diﬀerence between making 50
cents on the dollar in a traditional sale to making
$1.20 on the dollar through in-store impulse or
cross-sell purchases that accompany a return.
The retailer’s online arm can cash in equally
easily on this modernized approach to returns
by implementing a “Buy Online, Return In Store”
feature. This encourages sales from people who
prefer the convenience of online shopping and
then generates physical foot traﬃc that would

never otherwise have materialized. (Many retailers
currently remain unable to support BORIS because
their systems are speciﬁc to discrete channels,
with inventory allocated to those channels, paired
with store associate compensation plans that
work against an agile and optimized customer
experience.) Only the most innovative retailers are
leveraging returns as upsell opportunities.
The old-school mail order model has also been
reborn as a high-touch white-glove, return-friendly
experience. Companies like Trunk Club deliver
customers a box of apparel curated by a personal
stylist based on member preference data. This
exempliﬁes eﬀortless mobile shopping — essentially clothing as a service. This model, too, factors
in a proactive and innovative return policy. Rather
than expect the customer to be 100 percent satisﬁed with every item in the box, the expectation is
that at least one item out of three will be sent back.
This illustrates a game-changing factor of mobile
commerce. Rather than perceiving returns as a
sunk cost, they become a valuable source of user
data and a springboard for ongoing customer
engagement. As consumer expectations evolve,
we can expect to see retailers use data to oﬀer
customers even more tailored services and generate opportunities for continuous monetization.
The use of “Return-based Economics” covers instant-delivery and return-handling costs in
exchange for prominent placement of their products or access to customer information. Essentially,
the fashion economy has transformed from moving
goods from designer to shopper to a multidirectional trade of services, data and brand exposure.
The growing power of mobile consumers and
their preferences for customized service and
product has transformed the experience on both
sides. It also energizes retailers to match these
value-added services, both online and in-store,
using data to curate a user’s experience and to
demonstrate that they just might know the consumer’s preferences better than the shopper does.
Mobile Mindshift Means More Satisfied
Customers
These trends of mobile commerce reveal a more
dynamic marketplace populated by engaged,
connected consumers. Mobile is the thread that
will bind fashion and consumers together: prêt-àporter becomes prêt-à-acheter or “ready-to-buy.”
It’s a new way of doing business that any designer,
manufacturer or retailer is welcome to participate
in — if they ﬁne-tune and speed up their game. ■
Stephan Schambach is considered one of the pioneers of e-commerce with the launch of Intershop
online shopping software in 1995. He led Intershop
and Demandware to IPOs. As founder of NewStore,
Schambach is looking to solve the omnichannel
problem facing retailers and brands.
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Mobile on the Runway
In today’s economy, people want their goods
right now. Like shoppers everywhere, high-fashion
customers live in a state of constant connection.
Even at a runway show, they compare and review
clothing online as the model wearing it swishes past.
Recent high-proﬁle runway shows from brands
like Diane von Furstenberg, Rebecca Minkoﬀ and
Tory Burch have answered the call for a much
shorter delay between demonstration and delivery. Their buy-now-wear-now tactic demonstrates
that consumers are no longer content to wait four
to six months for designs to arrive in-store.
Tom Ford agrees: “The current way of showing
a collection four months before it is available to
customers is an antiquated idea and one that no
longer makes sense.”
During the recent New York Fashion Week,
Diane von Furstenberg hosted an interactive
showcase in her New York studio, where attendees
mingled with the models and then chatted with
their host — smartphones in hand, ready to buy.
Compressing the timeline between initial exposure on the runway and hitting stores poses a signiﬁcant challenge for retailers who used these displays as an opportunity to decide what the brand
should mass produce and what the department
stores and boutiques should order and purchase.
Buy-now-wear-now not only places the power
in the hands of the consumer, but also brand owners, like Burberry, who arrived prepared to fulﬁll
orders and deliver immediately. They are discovering two essential truths: direct-to-consumer is the
new black, and mobile is the language of choice.
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by Stephan Schambach
Fashion has always been something of a paradox: a leadingedge inﬂuence on what people wear, while at the same
time an old-school supply chain that maintains a signiﬁcant
lag between when the designs are shown and the retail
sales ﬂoor. The catwalk is changing. Mobile is changing the
economics of fashion and the impact is signiﬁcant.
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Bridget Foley’s Diary

Dolly, a Dollar
And a Dream
Tom Ford said it years ago: We never leave high school.
He referred to the adolescent yearning for entrée into the
cool crowd. Most people never get past it, though it may
be suppressed with time and success. ¶ Secretary of the
Treasury Jacob Lew should know a thing or two about that
longing. How else to explain committed to one course and constituency and
caved to the other. But for the musical, would
last week’s monetary ﬂip- then
there have been deep grassroots allegiance to a
whose politics veered far from populist and
ﬂop that pulled a woman oﬀ man
who had judgment issues beyond his ability to
his hanky-panky out of the scandal sheets du
of the face of the new $10 bill keep
jour? That duel of honor? Surely even in 1804 there
more prudent ways for two guys to prove
before she’d made it there in were
who had the bigger set. (Cokie Roberts wrote a
terriﬁc op-ed piece in The New York Times.)
the ﬁrst place?
When assigning symbolic imagery, government
Critics likened the compromise, a contingent of
women’s rights activists on the back of the bill, to
Rosa Parks being directed to the back of the bus.
Not so. Those women aren’t being sent to the back
of the bus, they are the bus, or a variation thereof
— replacing a thing, the stone-and-mortar Treasury
building. Good move.
When Lew announced last year that, in the next
design round, a woman would replace Alexander
Hamilton, the Founding Father’s defenders galvanized. I’m in no position to take on academics
who have made Hamilton their life’s work. However, one would think that Lew would have done
his due diligence ﬁrst, either soliciting private,
informed input on the pros and cons of dumping
Hamilton or going public with the query. Instead,
he asked the public to weigh in, not on whether a
woman should be considered but which women
should have their hats tossed into the ring, the
clear inference that the ﬁrst-level decision, to
celebrate a woman, had been made. He must have
anticipated some backlash.
But when was the last time academics stormed
Washington and came away with a swift, deﬁnitive victory? Enter Lin-Manuel Miranda, whose
brilliant Hamilton has made him and the musical’s
subject the toasts of Broadway and beyond. How
to resist the power of the coolest guy in theater,
the guy who’s brought people of color to the stage
and young people — yes, young people! — to the
seats, while fueling serious interest in American
history among the otherwise Kardashian-obsessed
masses? He lobbied, that cool guy himself, to keep
Hamilton right where he is on the Ten — and then
he won a Pulitzer! How could a Secretary of the
Treasury (who must be a card-carrying geek, or
else how did he get that job?) resist the pull of
such intelligent cool? Tenth grade all over again.
Whether accurate or not, Lew seems to have

66 APRIL 2016, No. 4 WWD.COM

consideration of current cultural tides is essential.
But we all know well that in a pluralistic society,
the interests of various factions collide. Imagine
Lew’s dilemma: Hamilton’s new, multicultural,

cross-generational cool versus a promise made in
recognition of half of the country’s population.
What’s a pop culture-cognizant Secretary to do
(besides wisely proclaim Harriet Tubman the next
$20 portrait, to replace the now-skewing-toxic
Andrew Jackson, even if not for a decade or more)?
Think out of the box — further out than that sisterhood-of-the-back-of-the-bill thing. My proposal
may not keep the Hamiltonians happy, but it will
recognize Broadway’s new political clout: Bette
Midler as Dolly Levi on the Ten.
It makes sense. Midler’s Hello, Dolly!, opening
next spring, will feel marginally fresher than
Hamilton when the new Tens roll into circulation
in 2020. Granted, neither the show’s music, its
matchmaking schtick nor Midler herself plays

particularly to the youth market. In Bette’s case,
that’s because Millennials have had little exposure
to her. But let’s give them credit for being the
savvy, open-minded trend-drivers they are. Surely
once exposed, they’ll embrace Bette for the superstar she is. In terms of message, Midler is a sassy,
brassy do-gooder, champion of numerous causes
including beautifying New York. While her gusto
for Gotham may not garner her Hamilton-like
support in the heartland, you can’t please all the
people all the time. (But no need to confuse the
issue with reference to Lincoln, whose money
portrait seems secure for now.)
Alas, Bette herself isn’t eligible to grace a Tenspot, or any other denomination of U.S. currency.
Unlike our British forebears, who feature the
reigning monarch on their cash, in the U.S., the
honor must be posthumous. But here’s the thing.
The bill wouldn’t feature Bette herself, but Bette
as Dolly. Middle-aged at least (Barbra Streisand’s
twentysomething movie turn notwithstanding) in
Gilded Age New York, Dolly is surely now enjoying
the eternal good life with her multiple husbands.
Then, there’s the essential multicultural element,
albeit an old-school one. Bette’s Jewish. So is Dolly

— or is she? Her maiden name is Gallagher and in a
New Jersey production, Tovah Feldshuh played the
widow Levi as Irish. Finally, as a pretend person,
Dolly has no unseemly closeted skeletons of the
Hamiltonian sort, no torrid aﬀairs or duel-to-thedeath judgment issues.
Dolly has her own darkness. Her whole story
is an uplifting tale of resilience, her decision to
return to life after the death of her beloved husband before the parade passes by — a lesson for
all, and a spin on the American dream.
So, with Broadway now sanctioned to impact
Treasury decisions, who better than Bette-as-Dolly
on a dollar — make that a Ten? Theirs is a candidacy the industry can embrace. Fashion loves
Bette. Dolly loves hats. Accessories fuel fashion.■
Illustration by JOHN UELAND
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A waxed cotton jacket is a ﬁsherman’s best friend. In fact, it’s
super-functional for almost any outdoor activity because dirt
and water wipe right off. And it’s as stylish as it is functional.
So whether it’s a ﬁsh or something else you’re after, you can
make that big catch.

