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●  Big shoulders, layered 
outerwear, faux fur, tartan, 
disco glitz and bright color 
resonated with buyers.

By WWD Staff

PARIS — The Eighties ruled on the Paris 
catwalks, with designers dishing up a 
vigorous serving of neon, big shoulders 
and power suits. While Milanese brands 
went down a campy nostalgic route, 
their French counterparts worked a more 
moody take on the decade.

“Russian-U.S. tensions, espionage, 
stock markets booming: on the runway, 
this translated into big shoulders, big 
sleeves, big outerwear, flashes of leather 
and high-octane mini-dresses straight out 
‘Atomic Blonde,’” said Coco Chan, head of 
women’s wear at Stylebop.com.

fashion

Eighties 
Rule Paris 
Fashion 
Week

continued on page 14
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The shoulder has 
been a focal point 

of the fall season in 
Europe, not only 

padded in Eighties’ 
power-dressing mode, 

but also squared, 
flanged, peaked, you 
name it. In his Louis 

Vuitton collection, 
Nicolas Ghesquière 

used demonstrative, 
rounded shapes to 

give a sporty touch to 
ladylike dressing.  

For more on the trend, 
see pages 16 and 17.

Power  
         Point

Geoffroy van Raemdonck, 
the new chief executive officer 
of the Neiman Marcus Group, is 
no stranger to a tough business 
challenge.

Though he’s never been a retail 
ceo before and he’s only 46, he’s 
got experience navigating lux-
ury businesses through troubled 
waters. As Ralph Lauren’s group 
president for Europe, Middle East 
and Africa from 2014 through 2017 
— a period of earnings declines 
and turnaround efforts — he was 
involved in redirecting the distri-
bution to the best stores with the 
most relevant products and getting 
the Ralph Lauren brand selling on 
third-party web sites. Earlier, he 
was on the team that helped guide 
Louis Vuitton through the Great 
Recession, holding different

CEO TALKS

Van Raemdonck
Set to Lead aS
neiman’S ceo
The MeRChanT’s 
expeRienCe sTeeRing 
luxuRy BRands duRing 
diffiCulT TiMes 
faCToRed inTo his 
landing The Top joB aT 
neiMan MaRCus gRoup.

By DaviD Moin

continued on page 12
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●  The appointment follows  
a 30-million pound investment 
from Neo Investment  
Partners in December.

By SaMantha Conti

LONDON — In a pivotal year for the 
company, Victoria Beckham Ltd. has 
named industry expert Ralph Toledano as 
chairman, with immediate effect.

Toledano, a Frenchman who has man-
aged brands including Guy Laroche and 
Chloé, and who is president of the Fédéra-
tion de la Haute Couture et de la Mode, 
will work closely with the team on the 
creative vision and help to prepare the 
business for its next phase of growth.

Beckham said Toledano brings “unri-
valed industry experience. Since I founded 
the company 10 years ago, I have always 
looked to bring on board the best people 
to help me deliver my vision.”

Beckham is marking 10 years in business 
this year, and plans to celebrate with a 
spring 2019 show at London Fashion Week 
in September. The company also plans to 
mark the anniversary with other initiatives 
throughout the year, including special 
pieces and activations. Last month, during 

New York Fashion Week, Beckham showed 
her fall collection with intimate presen-
tations on Manhattan’s Upper East Side, 
recalling the early appointments she held 
in N.Y. for the then-fledgling business.

Last December, the company received 
a 30 million pounds investment from 
Neo Investment Partners, and Toledano’s 
appointment is the first major manage-
ment move since then.

David Belhassen, founder and manag-
ing partner of Neo Investment Partners, 
said: “Ralph will partner with sharehold-
ers to steer the brand through the next 
phase. His vision and experience, coupled 
with Victoria’s innovative approach to 
fashion, is a powerful partnership and will 
enable the company to realize its strong 
growth ambitions.”

Toledano called Beckham “an artist, 
designer and entrepreneur who remains 
driven in her ambition for her brand. 
She is at the forefront of the shifting and 
increasingly digital fashion landscape and, 
having established her brand vision over 
the past decade, is now uniquely posi-
tioned to communicate this vision directly 
to her customers.”

He added that his ambition is to turn the 
brand into a modern luxury group.

Toledano was most recently president 
of Puig Group’s fashion division and has 
run companies including Karl Lagerfeld’s 
namesake brand, Guy Laroche and Chloé, 
where he named Phoebe Philo artistic 
director following Stella McCartney’s exit. 
He has also served as chairman of St. John.

In 2016, Toledano was re-elected 
president of the Fédération de la Haute 
Couture et de la Mode. He has held the 
post since 2014, when he succeeded 
Didier Grumbach, who remains honorary 
president.

Victoria Beckham Ltd. said that with 
Toledano in place, it is planning for further 
geographical expansion, particularly in 
Asia, a focus on direct-to-consumer sales 
and a review of the cost base to return the 
company to profitability.

As reported, global revenues for the year 
ending December 2016 were 36 million 
pounds, while losses grew to 8.5 million 
pounds from 4.76 million in 2015, due 
to investments in design, marketing and 
sales, the company said. In the first half of 
2017, revenues grew in the double digits.

The investment from Neo has been ear-
marked to enhance digital and physical 
retail presence, drive growth in core cate-
gories and launch into new categories and 

collaborations. The company said it plans 
to move to new west London premises in 
the spring.

The brand currently produces the main 
line Victoria Beckham, a sister line called 
Victoria Victoria Beckham, accessories, 
footwear and eyewear. It operates a 
flagship store at 36 Dover Street, London, 
and another store in Hong Kong with the 
Joyce Lane Crawford group and retails 
through 400 stockists and in more than 
50 countries.

Over the years, Beckham has partnered 
with retailers and brands including Target, 
The Estée Lauder Cos., and Reebok.

Ralph Toledano

●  Planalytics said the back-to-
back nor’easters have made 
shoppers “weather weary.”

By Evan Clark 

The two nor’easters that buffeted the 
Northeast this past week scared off about 
$1.5 billion to $2 billion in sales for retail-
ers, according to consultancy Planalytics.

“Consumers right now are ‘weather 
weary’ given the back-to-back nature 
of these late season storms,” said Evan 
Gold, executive vice president, global 

partnership and alliances.
While some of the retail disruption from 

storms simply delays sales, some pur-
chases are just skipped altogether.

“Think about people who might pur-
chase a cup of coffee on their way to work 
and will no longer make that purchase,” 
Gold said. “Their next trip into the coffee 
shop will not have two cups of coffee 
purchased to make up for the lost sale. It is 
truly lost business.”

This leads to restaurants being among 
the merchants hardest hit by the storms.

But specialty apparel and mall-based 
retailers are also seen as taking a hit even 
if the spring looks they didn’t sell during 
the storms are eventually bought when 
consumers make their way back to stores.

“The units will still go, but the profitabil-
ity, the bottom-line impact, is very differ-
ent,” Gold said. “The margin in the first 
week of March is different from the margin 
in the last week of March. So a delayed 
purchase, it still ends up being a purchase, 
but it’s not the same.”

Planalytics said weather-driven demand 

at outlet centers this week was down 2.3 
percent for the U.S., but off 5.9 percent in 
the Northeast.

In general, Gold said retailers would face 
tough weather comparisons in the fiscal 
first quarter.

“Last year, we had a delayed spring in 
March and it rocketed in in April,” he said. 
“This year, the challenge is you’re proba-
bly not going to be as warm in April as you 
were last year.”

While Mother Nature takes away, she 
also gives, to merchants in the right spot.

The firm said e-commerce players, 
restaurant delivery services, on-demand 
services (that offer, for instance, movie 
streaming) and other services such as Uber 
would all benefit from the nasty weather.

●  The Estée Lauder Cos.  
has tapped Andrea Dorigo  
and April K. Anslinger to fill 
two key exec positions.

By JEnny B. finE

The Estée Lauder Companies is deepen-
ing its talent bench, tapping two outsid-
ers to fill key growth positions.

Andrea Dorigo, previously chief exec-
utive officer of home appliance company 
Pirch, has been named senior vice presi-
dent and general manager of global retail, 
a new position, while April K. Anslinger, a 
15-year veteran of Procter & Gamble who 
worked primarily in its hair-care division, 
has been appointed senior vice president 
and general manager of Aveda for North 
America.

The appointments come on the heels 
of Lauder tapping Birchbox and Sephora 
Canada veteran Philippe Pinatel to 
become global brand president of MAC 
Cosmetics.

Dorigo, who will report to Olivier Bot-
trie, global president of travel retail and 

retail development, will focus on Laud-
er’s owned stores globally and will work 
across brands and regions. His mandate 
is to “drive profitable growth, including 
increasing opportunities to strengthen 
consumer coverage, unleash the power 
of omnichannel and foster innovative 
thinking, from new formats to consumer 
experience,” according to the company. 
Before Pirch, Dorigo was president of 
Oakley Inc., and president, North Amer-
ica, at Brooks Brothers.

His appointment comes at a time when 
Lauder reported fiscal 2018 second-quar-
ter results that included double-digit 
sales growth across numerous regions 
and channels, including travel retail, 
Asia Pacific (both department store and 
online) and in the U.S. in specialty retail 
and online.

Anslinger will report to Chris Good, 
Lauder’s president of North America. She 
joins the company from Schwan Food 
Company, where she was chief growth 
officer; at P&G, her most recent position 
was brand leader of Herbal Essences.

“April will focus on optimizing Ave-
da’s growth potential in North America, 

leveraging her expertise in the hair 
care category and her adeptness in 
brand-building, digital and channel mix 
to create new and innovative ways to 
drive consumers to the distinctive Aveda 
experience in salons and spas, online and 
in stores,” said Good.

She joins Aveda at a critical point for 
the brand. While its hair-care sales are 
driving solid online growth, said Lauder 
in its recent earnings report, both the 
salon channel and its freestanding retail 
stores have softened. Additionally, 
the brand’s skin-care sales were down 
year-over-year.

During a recent interview, Lauder ceo 
Fabrizio Freda spoke of the company’s 
strategy to leverage influencer marketing 
more effectively in the hair-care category, 
which was the fastest-growing beauty seg-
ment tracked by influencer analytics firm 
Tribe Dynamics in 2017. “Both Aveda and 
Bumble are becoming much more social 
media active,” he said. The other part of 
Lauder’s hair strategy includes “creating 
a high level of loyalty” to the products in 
its brands’ portfolios with superior prod-
uct quality, Freda said.

BUsinEss

Winter Storms Steal Up to $2B in Sales

BEaUty

Lauder Focuses on Retail, 
Hair With Executive Hires

BUsinEss

Ralph Toledano Tapped as
Victoria Beckham Ltd. Chairman

April K. Anslinger and 
Andrea Dorigo
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r●  QVC, HSN and some of their 

women-led brands to donate 
to the global nonprofit.

By liSa loCkWooD

In recognition of International Women’s 
Day today, Qurate Retail Group’s QVC and 
HSN are joining forces with global non-
profit Nest to promote women’s entrepre-
neurship and empowerment.

QVC, HSN and participating brands 
from both retailers plan to donate a 
minimum of $325,000 to benefit Nest, a 
nonprofit that empowers artisans world-
wide to bring their talents, creativity and 
craftsmanship to the global marketplace.

“Entrepreneurial at heart, QVC and 
HSN have a long history of supporting 
women and cultivating strong relation-
ships,” said Mike George, president and 
chief executive officer of Qurate Retail 

Group. “QVC and HSN have fostered the 
growth of some of today’s most successful 
brands, many of which were founded by 
women. Today and throughout the month 
of March, QVC and HSN are proud to con-
tinue to collaborate with Nest to celebrate 
women entrepreneurs around the world, 
including those who got their start here.”

Today and through the month, QVC 
will offer a special curated selection of 
products featuring apparel, jewelry, 
accessories, beauty and home items from 
15 women-led brands such as Peace Love 
World, LOGO by Lori Goldstein, Mally, 
Tarte and It Cosmetics. In addition, 
HSN brands such as Lysse, Minnetonka, 
Nurse Jamie and Perlier will join together 
to support Nest. All donations will go 
toward ensuring that Nest’s women arti-
sans have access to the professional train-
ing, resources and infrastructure they 
need to thrive. A portion of all proceeds 

will benefit Nest.
Throughout the month, QVC and HSN 

will also spotlight women entrepreneurs 
and will tell their inspiring stories across 
multiple platforms. Nest, QVC and HSN 
are inviting women everywhere to share 
on social media how they dream, dare 
and do using the hashtag, #dreamdaredo.

Rebecca van Bergen, founder and exec-
utive director of Nest, said, “At Nest, we 
believe that women everywhere deserve 
access to economic opportunities that 
not only ensure their ability to provide 
for themselves and their families, but also 
help them to express their unique creativ-
ity and sense of self. The generous sup-
port that the Qurate Retail Group, along 
with its women-led brands, is providing to 
Nest will make a huge impact for artisan 
women around the world who are striving 
to realize their dreams.”

Since 2016, QVC has collaborated 
with Nest to create more opportunities 
for women and women-led businesses 
through major initiatives such as Giving 
Tuesday. Funds raised through QVC have 
enabled Nest to dramatically grow its 
impact, with the organization nearly dou-
bling the number of artisans it reaches 
from 60,000 in 2016 to now more than 
100,000 globally.

A Peace Love World T-shirt.

fashion

Qurate Plans Nest Initiative for 
International Women’s Day

●  The Italian luxury  
company expects growth  
to continue in 2018, the year  
of its 40th anniversary.

By luiSa Zargani

MILAN — Brunello Cucinelli has a dream, 
which he confessed to analysts on Wednes-
day as the company that bears his name 
reported a 13.4 percent spike in net profits 
last year. “I would like the company to 
be owned by the family for centuries — 
although it won’t necessarily be managed 
by it. I have always said you inherit the 
property, but not the management.”

Cucinelli is a rare breed in the industry, 
taking the time to talk to analysts quoting a 
Russian author urging them to look at the 
sky and the stars when feeling downcast 
or in the throes of “an interior storm,” or 
pointing to the recent meeting of the North 
and South Korean leaders to “make peace.”

But his vision and strategy are crystal 
clear and razor-sharp and have served him 
well so far. “Exclusivity” is his mantra, as 
well as “keeping product modern and con-
temporary,” which he reiterated through-
out the conference call with analysts at the 
end of trading in Milan, where the company 
is publicly listed.

His company continued to grow in 2017, 
with net profits reaching 42.1 million euros, 
excluding the benefits of the Patent Box tax 
break linked to intellectual property. This 
compared with 37.1 million euros in 2016, 
and was lifted by all main markets and dis-
tribution channels. The tax charge exclud-
ing the benefits from the Patent Box in the 
year was 17.3 million euros, equivalent to 
a tax rate of 29.2 percent, compared to a 
charge of 16.3 million euros in 2016.

Including the fiscal benefits arising from 
the Patent Box in taxation, the tax rate fell 

to 11.7 percent, with 2017 net income rising 
to 52.5 million euros, an increase of 41.4 
percent over the previous year.

The benefits from the  Patent Box in 2018 
and 2019 are seem in line with 2017, said 
chief financial officer Moreno Ciarapica.

In the 12 months ended Dec. 31, earn-
ings before interest, taxes, depreciation 
and amortization rose 11.8 percent to 87.5 
million euros, driven by the growth of busi-
ness, a 4.4 percent increase in like-for-like 
sales, an evolution of the channel mix, with 
retail channel revenues rising to represent 
53.7 percent of total from 49.6 percent of 

the total in 2016.
As reported in January, 2017 marked a 

record for the Solomeo, Italy group, which 
for the first time exceeded sales of 500 
million euros.

Revenues last year totaled 503.6 million 
euros, up 10.4 percent compared with 456 
million euros in the previous year.

Cucinelli said the good performance of 
the company’s spring collection, “the excel-
lent sales campaign in fall — which is now 
coming to an end — and the very special 
feedback from the national and interna-
tional trade press, seem to indicate that yet 

another positive year lies ahead, featuring 
double-digit growth in terms of both reve-
nues and profit.” The year 2018 marks the 
40th anniversary of the company.

Ciarapica and Cucinelli highlighted 
careful hedging activities to cover the 
risk of foreign exchange rates’ volatility 
to maintain healthy margins. Cucinelli 
expects double-digit growth in sales and a 
more than proportional growth in EBITDA 
in 2018. In the 2019 and 2020 period, he 
forecast a “growth in line, with an EBITDA 
slightly superior to the growth of sales,” 
and a positive net financial position.

Investments are expected to total 120 mil-
lion euros to 130 million euros in the 2018 
to 2020 period. In 2018, they are forecast to 
total around 45 million euros.

Last year, investments in communication 
rose to 28.7 million euros from 24.7 million 
euros, mainly due to an acceleration in dig-
ital investments. Cucinelli, who has repeat-
edly spoken of “humanizing the web,” said 
once again that he did not wish to annoy 
customers through invasive digital com-
munication but said he was “sure online 
sales will increase” and that the company is 
setting in place the right structures to tackle 
the growing business with sophisticated 
technology while working on avoiding the 
“massification of the image.” He once again 
praised partners Mr Porter and Net-a-porter 
as well as Mytheresa.com, but expressed 
some doubts about the luxury content 
of Farfetch, which he sees more as “a 
marketplace.”

Commercial investments of 26.5 million 
euros were channeled into the selective 
openings of boutiques, an enlargement of 
some existing boutiques, the renovation of 
existing spaces, a number of conversions 
and an enlargement of the floor space in 
department stores. The plan is to open 
three to five stores a year. Upcoming in 2018 
are units in Dubai, Las Vegas, Beijing and a 
repositioning in Monaco. “We are commit-
ted to investing in our commercial spaces 
and showrooms, even with small changes. 
The product looks old in an old space,”  
Cucinelli said.

Investments in production, logistics 
and IT and digital amounted to 9.2 million 
euros.

At the end of December, net debt was 
reduced to 15.7 million euros, compared 
with 51 million euros at the end of 2016.

Cucinelli revealed a dividend of around 
40 percent of profits in 2018, proposing a 
dividend of 0.27 euros per share.

BUsinEss

Brunello Cucinelli Touts 
Exclusivity as 2017 
Profits Rise 13.4%

Brunello 
Cucinelli
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●  The two gathered at YouTube 
Space Los Angeles to talk  
KKW Beauty and MDNA Skin.

By raChEl StrugatZ

LOS ANGELES — Madonna and Kim 
Kardashian have more in common than 
just their celebrity.

First off, both are masters of reinvent-
ing themselves through physical transfor-
mation. For decades, Madonna vacillated 
between various blonde and brunette 
hairdos — she’s currently sporting soft 
blonde waves — and made headlines 
every time she debuted a new cut, color 
or makeup look, like her vampy “Ray of 
Light” era makeover in 1998. The same 
goes for Kardashian, who last week dyed 
her hair pink after spending months as 
a platinum blonde. The reality star took 
to Instagram to show off the new hue in a 
series of posts, including one of her eating 
noodles topless in Tokyo with a strand 
of strategically placed pink hair — for 
modesty?

But Madonna and Kardashian are also 
fast becoming skin-care and makeup 
moguls, respectively.

Last June, the latter’s first stand-alone 
venture in the beauty space, KKW Beauty, 
debuted with a Creme Contour & High-
light Kit that came in four shades. In the 
nine months since, Kardashian has intro-
duced powder contour kits, lip glosses, 
fragrance and more.

As for Madonna, her MDNA Skin 
line finally made its way to the U.S. last 
September, three years after it launched 
in Japan where parent company MTG 
is headquartered. The entire range — it 
reads as her name sans the second “n” or 
vowels — was codeveloped by the singer 
in partnership with MTG. Already, Tsuy-
oshi Matsushita, founder and president of 
MTG, maintained that within the first six 
months entering the U.S., MDNA Skin has 
“exceeded sales targets across the board.”

“Madonna is not just a celebrity endors-
ing the brand. She is truly a codeveloper 
of the brand…[she] absolutely does not 
compromise,” Matsushita told WWD. 
“Her passion for beauty is deep and her 
expectations are high. While the process 
requires dozens of iterations when it 
comes to samples and prototypes, we are 
able to develop superior products and a 
global brand as a result.”

Madonna, in town to launch MDNA 
Skin’s The Reinvention Cream and two 
new skin-care sets, greeted fans during a 
10-minute personal appearance Tuesday 
at Barneys New York in Beverly Hills, 
where the line is sold exclusively. Fol-
lowing the public appearance, the singer 
joined Kardashian at the YouTube Space 
Los Angeles to talk all things beauty at an 
MDNA Skin-hosted event. The conversa-
tion was moderated by Kandee Johnson, 
a judge on Lifetime’s “Glam Masters,” 
which Kardashian executive produces.

Below, some highlights:

On daily beauty routines:
Madonna: I sleep on my face so I wake 

up with puffy eyes. It’s the worst position 
to sleep in, so when I wake up my eyes 
look like 12 planets. I had to do something 
about it so I created these eye masks that 
I filled with eye serum and I put them in 
the freezer and then put them under my 
eyes.

I sip lemon water and I can’t function 
or speak to anyone or deal with life until 
my eyes are not planets. Then people 
can talk to me….[There is] a lot of ice in 
the morning — and caffeine. That’s the 

beginning of my beauty routine.
Kim Kardashian: My mornings are 

madness. Sometimes I get up at 5 a.m. 
to work out before I take the kids to 
school. It’s usually what I do. I go at 5:45, 
I’m home by 7. I just go next door to my 
mom’s house, she lives across the street 
[and has a gym]. I don’t know if I even 
wash my face in the morning before I take 
my kids to school. I just brush my teeth 
and get out of there.

I’m really big on moisturizer. I’m really 
big on the scent rose. I have rose mist by 
my bed, I’m a moisturizing freak. I’m a 
hydrated mom on the way to school.

On beauty inspirations:
Madonna: For me, it was about Hol-

lywood glamour and stars, women like 
Marilyn Monroe, Rita Hayworth, Marlene 
Dietrich. They were the personification of 
beauty to me then…and they all look like 
they took good care of their skin. I don’t 
think any of them were sunbathers.

Those women were my role models in 
terms of skin care, but I grew up in the 
Midwest and sunbathing isn’t part of the 
culture there. So I avoided sunbathing 
and I never smoked. Those two things — 
until I could afford skin care — saved me.

K.K.: I really, really got so much 
skin-care advice from my mom and my 
grandma so I love treating my grandma 
to facials and skin-care products for her 
birthday and Christmas.

[But] honestly my mom [is my beauty 
inspiration].…[She] was a stewardess for 
American Airlines, and all the girls would 
save their money because there was some 
beauty class they would teach you. So 
when they stopped at the destinations all 
they wanted to do was take this class. My 
mom learned you should exfoliate your 
face with a hot washcloth at every wash-
ing. She’s seen the same facialist since 

she’s been 18 years old.

On when beauty first became important 
to them:

Madonna: For me personally, [beauty 
became important] when I started danc-
ing. I trained to be a professional dancer 
and [it became important] when I started 
doing shows on stage and having people 
look at me and audiences and directors 
of my dance company scrutinizing me. 
When you become aware that people are 
watching and judging you, then you start 
caring about the way you look. Until then 
you’re spared the rigors of self judgment, 
whether you look good or not.

K.K.: I guess that makes so much more 
sense [agreeing with the above]. During 
our first season we didn’t get our hair and 
makeup done, and season two it was full 
force.

On new product launches:
K.K.: Next I have a collaboration with 

my makeup artist of 10 years, Mario [Ded-
ivanovic]. We have a really cute collection 
coming out, something that we’ve worked 
on for a long time. And then I have con-
cealers and a new fragrance coming out.

Madonna: I have something called 
Reinvention Cream. I know I’m synony-
mous with the word reinvention, which is 
why I called this cream Reinvention. The 
main ingredient is from something called 
the resurrection plant.

Resurrection plants are primarily found 
in Africa and they grow in sub-Saharan 
areas and sometimes they can go for 
months or even years without any water 
or moisture at all. They kind of go in on 
themselves and look like very unattractive 
shrubs…[but] you drop a few drops of 
moisture on them and they open up. A 
flower comes out of it and they reinvent 
themselves. We’ve been able to extract 

the stems cells from this plant and put 
them in this all-in-one cream.

To me it personifies resilience, and 
that’s me. Resilience and reinvention 
and that’s how we keep going. I love the 
connection to the plant, the connection to 
Africa and then finally, a portion of pro-
ceeds from all sales will go back to Raising 
Malawi [the nonprofit Madonna founded 
in 2006].

On the must-have products from their 
own lines:

Madonna: The Serum, The Rose Mist 
spray and the Eye Masks that I don’t speak 
to people until I use them in the morning.

K.K.: I started off with contour. I love 
contour; no matter what I’m doing, I 
always contour…[with] powder and 
cream, that’s pretty basic. I do have 
concealer coming out and in a kit because 
I do concealer in steps so I have the steps 
coming out. That’s my favorite con-
cealer I’ve ever used — and I use a lot of 
concealer.

On the best skin-care advice ever received 
or given:

Madonna: The best skin-care advice 
that I’ve always received and paid 
attention to is stay out of the sun…and 
hydration.

K.K.: Mine is just moisturizing. I love 
giving advice, though, people always 
come to me. I love analyzing someone’s 
face and going with them to a doctor 
and being like, “Wait, a little Botox here, 
a little drop of filler here.” That kind of 
advice, that’s what I love to give. People 
write to me — I won’t say who, but some 
people in the business, people that I’ve 
never met before, will text me and say, 
“Hey this is so and so, I heard you give the 
best advice. Can you look at my pictures 
and tell me what you think I should do.” 

BEaUty

Kardashian, Madonna Talk Beauty Lines

Kim Kardashian 
and Madonna
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¬ Tiffany Masterson’s consum-
er-centric approach to building 
a beauty brand has catapulted 
Drunk Elephant into one of the 
buzziest names in the skin-care 
category. “I’m completely outside 
the industry so my ideas, desires 
and needs are really more as a 
consumer rather than someone 
coming from inside the space 
who is trying to determine what 
the consumer wants,” Masterson 
explained. Coming at beauty from 
this position, she maintained, 
freed her up to be creative, 
innovative and imaginative. By 
not being “subjected” to all the 
traditional ways of doing things 
(as well as getting “zero advice” 
from anyone in the industry prior 
to starting her company), she 
was able to create her dream line 
of all the things she wished, as a 
customer, were available in the 
market. Masterson was home 
with her four children, who were 
then ages nine, two were six and 
five, when she started to work on 
the brand. She dabbled in smaller 
jobs over the years — from 
catering to organizing pantries to 
rid them of toxic ingredients to a 
stint at selling Arbonne — before 
realizing her passion was in 
developing what has since come 
to be known as “clean” skin care. 

“My inspiration doesn’t come 
from other brands. I’m getting it 
from things that interest me like 
health and wellness, fashion and 
decorating. I’m not wanting to 
be ‘the next so and so.’ I want to 
create something that literally 
doesn’t exist because it comes 
from my head as consumer.”

tiffany 
Masterson
Drunk  
ElEphant

BEaUty

The New  
Beauty Founder
A NEW CROP OF BEAUTY ENTREPRENEURS HAVE  
ONE THING IN COMMON: NONE OF THEM  
HAD ANY PRIOR ExPERIENCE IN THE BEAUTY SPACE.
By raChEl StrugatZ

ELEMENTARy SchOOL TEAchER, harpist, 
graphic designer, advertising executive and 
vice president at Goldman Sachs.

These are among the professions once 
held by a handful of beauty founders with 
one thing in common: None of them had any 
formal training or experience in the industry 
before starting their brands.

Formerly putting in a decade or more at 
any L’Oréal or the Estée Lauder Cos. Inc. 
brand, or several years working in the beauty 
industry at the very least, was table stakes for 
anyone looking to be taken seriously as an 
entrepreneur. But the status quo is changing 
and beauty founders from all walks of life are 
deciding to go at it on their own.

Many credited having no prior knowl-
edge of the industry as the reason for their 
success. It’s actually not having that beauty 
pedigree that’s given them a competitive 
advantage, from introducing less traditional 
products (this could be a two-step, show-
er-cap hair mask in the case of the Briogeo) 
to taking risks that an established player 
never could. Less red tape than their legacy 
counterparts allows for agility in every 
aspect, from speed to market with new 
products to more control over formulations 
and ingredients.

Here, WWD takes a look at a few of the 
women redefining what it means to be a 
brand founder.

¬ Monica Ruffo was the chief 
executive officer of Lowe Roche, 
an advertising agency in Toronto, 
before pivoting into the beauty 
and wellness space. She main-
tained she always had a passion 
for health and wellness — she 

took the greatest interest in ad-
vertising clients focused in those 
areas — but it wasn’t until she was 
diagnosed with breast cancer in 
2015 that she quit the ad world 
and pursued wellness as a full-
time career. When Ruffo got her 
diagnosis it made her “question 
everything,” including the supple-
ments she was taking. Unable to 
identify supplements that were 
either natural, organic or clean, 

she set forth to create her own. 
The process took two-and-a-half 
years, but she’s pleased with the 
outcome: a range of clean, vegan 
supplements that are made 
entirely from organic certified 
foods — and nothing else. “Only 
food truly nourishes. We don’t 
believe supplements replace a 
healthy, well-balanced diet. We do 
not create multivitamins,” Ruffo 
said. A bottle off 62 capsules 
retails for $35.

Monica  
Ruffo
WEll tolD

“dogager” to her King Charles 
Cavalier, Toast Meets World and 
starting her own blog in 2015. She 
got the idea for her first product, 
a deodorantlike, antichafe stick 
for thighs called Thigh Rescue, in 
summer 2016, and by the follow-
ing summer she sold out of the 
stick while it was still in preorder. 
“In my brain the summer before 
[it launched] I was like, ‘I refuse 
to pull out a Gold Bond stick for 
one more minute. I refuse to use 
this completely gross and male 
focused product. I will make 
something on my own.’”

¬ Kate Sturino is the plus-size in-
fluencer who started Megababe, 
a brand that addresses taboo 
women’s issues like “thigh chafe” 
and “boob sweat.” She said her 
“naïvety” and being unaware of 
“what was coming” was a pro to 
starting a beauty company. She 
was an accessories publicist for 
eight years before segueing into 

Katie 
Sturino
MEgaBaBE

¬  “I didn’t know what I didn’t 
know; I didn’t know the rules of 
beauty,” said Holly Thaggard. “It’s 
what Meryl Streep said — what 
makes you different or weird is 
your strength. Not coming from 
the industry allowed me to think 
differently because I didn’t know 
how things were done.” She was 
an Episcopal third-grade school 
teacher in Baton Rouge, La., 

before becoming a professional 
harpist, which was the focus of 
her 20s and 30s. The eventual 
idea for developing a range of 
sunscreen came from her time 
as a teacher, during which she 
noticed children in the classroom 
and outside at recess never used 
sunscreen. She compared the 
skills needed to play music to 
those needed as an entrepreneur. 
“The way we take one line at a 
time, one stanza at a time, and 
you break it down and refine that 
measure in such detail and then 
you add another line. It’s very 
similar to how we bring products 
into the world,” Thaggard said.

Holly  
thaggard
SupErgoop!

¬ Sasha Plavsic, founder 
of clean cosmetics brand 
Ilia, studied graphic design 
and typography where 
she “wasn’t allowed to do 
anything at the computer. It 
was very arty. We would get 
a brief like, ‘Define gravity,” 
she said. “They wanted to 
see your sketch books full. 
it was about taking one idea 
and taking it all the way out 
and then narrowing it down 
to something that was really 
defined. As annoying as 
I thought it was, it’s what 
helped me develop this 
without any experience.” 
Once she graduated college, 
she spent the next several 
years “heavily ingrained” 
in rebranding, where she 
worked on projects ranging 
from 150-year-old law firms 
to eyewear retailer Ilori. She 
briefly worked on a rebrand-
ing project with Urban Decay 
in 2009, where even during 
the recession the brand’s 
numbers were up. “I was like, 
‘Wow this is definitely reces-
sion proof,’ and it was a time 
when I was also starting to 
look at ingredients,” she said. 
It was during that same year 
that Plavsic broke up with her 
boyfriend of that time, left her 
job and relocated from the 
U.S. back to her native Van-
couver. “One of the products 
I always used was a Labello 
rose cherry tinted Chapstick. 
It left a nice stain and people 
always complimented my 
lips,” she added. Still in her 
ingredient hunting phase 
at the time, she flipped the 
label over and wondered why 
she couldn’t make a cleaner 
version in sleek and elegant 
packaging. “Being naive and 
delusional — those are the 
two things you need to be. A 
lot of us need to be that to get 
past the beginning.” Today, Ilia 
has over a dozen products 
and 100 stockkeeping units.

Sasha  
Plavsic
ilia

¬ Nancy Twine credited a previous 
career in finance — she spent 
seven years at Goldman Sachs 
and was a vice president when 
she left — to Briogeo’s success. 
“I’ve met a lot of founders who 
have these brilliant concepts. 
They had these great products 
but they had these cash flow 
issues — I hear that a lot. You don’t 
have to run out of cash if you do 
it the right way,” she said, noting 
that she’s never taken on outside 
investment to grow her four-and-
a-half-year-old hair-care brand. 
Beyond the product (Briogeo 
is known for innovative and 
clean formulas), Twine believes 
a deep knowledge of the finan-
cial aspects of a business has 

nancy 
twine
BriogEo

helped Briogeo get to where it is 
today (it’s reportedly the second 
best-selling hair-care brand on 
sephora.com). Twine added that 
a background in finance also 
prepared her for and gave her 
confidence in dealing with the 
many “curve balls” thrown at any 
entrepreneur growing an early 
stage business. “They were things 
I never would have dealt with be-
fore [had I not worked in finance]. 
Now I have that confidence, I’ve 
negotiated a big contract before,” 
she said. “It’s that confidence that 
makes you a fearless founder. 
It makes you take smart risks. 
You’re able to think outside the 
box and ultimately, that’s what 
fuels a path for success.”
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Megs cahill is the first to admit she’s a 
David amid the Goliaths of influencers. 
With about 36,000 Instagram followers 
and 21,000 YouTube subscribers she falls 
in the micro-influencer category. But that 
didn’t halt Pop Beauty from seeking out 
Cahill for its latest collaboration rolling 
out to stores now.

“I’m still small on the scale of influenc-
ers, but to know a brand like Pop would 
take a chance on me was something I 
was dreaming of but didn’t think it would 
ever happen at this stage in my career,” 
said Cahill.

She created two new Permanent Pout 
colors for Pop, one is called Chakra, 
the other Pale Baby. “I actually played 
around mixing lip colors at home to start 
getting an idea of what my two creations 
would be,” explained Cahill, who started 
her social media career while still in high 
school. The lip colors retail for $8 and are 
sold on popbeauty.com, Duane Reade, 
Rite Aid and select Walgreens doors. 
Cahill’s lip products join two other lip 
influencer releases from Pop. “We are 
working with three completely different, 
individual influencers,” said Sara Strand, 
Pop Beauty’s founder, noting they reflect 
the Pop customers. Social content provid-
ers have been a major force helping build 
sales of Pop, she noted, citing Michelle 
Phan as an early fan. The brand also is 
launching new eye shadows, illuminating 
powders, a multidimensional palette and 
metallic lip stains. Keeping with its posi-
tioning as cruelty-free formulas with bold 
colors, the new items include glitters 
which Strand believes will be big.

Cahill is about to get much larger 
thanks not only to the Pop launch, but 
also her exposure on “Glam Masters,” 
coproduced by Kim Kardashian now 
airing on Lifetime. “Being on this show 
pushed me as a makeup artist and as 
a person. I have to say it was one of 
the most vulnerable things I have ever 
done and whenever you let yourself 
be vulnerable, growth follows.” While 
filming the television show, she was also 
working on the Pop lipsticks. “I am used 

to a busy, hectic lifestyle.” That doesn’t 
stop her from checking her app of choice, 
Instagram, which she religiously pops 
onto first thing in the morning and last 
at night. “I love seeing everyone’s photos 
and creations,” she explained.

Here, WWD talks to Cahill about the 
first time she used a silicone sponge, to 
whom she looks for beauty inspiration 
and whether she tries every product that 
is shipped to her.

WWD: What type of posts get you 
the most interaction and likes?

Megs cahill: Personally, my inter-
action and like count varies with each 
post. I do believe makeup looks that have 
some element outside of the everyday 
glam pulls attention quite quickly, which 
sparks engagement and likes.

WWD: Ever feel you are sharing 
too much?

M.c.: Luckily, I am very much an open 
book, so I don’t fear sharing too much 
about myself, and honestly, I think this 
makes me very relatable as a creator. I 

do keep family and love life more private 
until I am 100 percent sure my family, 
friends or partner are ready to be in front 
of the camera, as I always am. The aver-
age person isn’t accustomed to a camera 
in their face at all times the way we social 
media gurus are.

WWD: What are your must-have 
beauty products?

M.c.: I’m obviously a huge fan of Pop 
beauty. I also love the Beauty Blender 
for a quick and flawless blend out. As 
for hair, the GHD [Good Hair Day] works 
wonders to either straighten or curl hair 
and because I’m so blonde and have dry 
hair, I can’t use hot tools without the Red-
ken Diamond Oil, it’s so hydrating and 
keeps my hair super shiny. Another hair 
quick trick I love is the Bellami extensions 
— they are so versatile.

WWD: Whom do you follow for 
beauty ideas?

M.c.: Beauty ideas for content 
purposes is something I am constantly 
brainstorming. I love to pull inspiration 

from talented artists like Mario Dediva-
novic (@MakeupByMario) who is Kim 
Kardashian’s makeup artist. He has such 
a professional, clean outlook on makeup 
and is constantly inspiring me. Brookelle 
McKenzie (@bybrookelle) is an Australian 
makeup content creator who has flawless 
technique and a bold color palette that 
never fails to amaze me with her content 
and creations.

WWD: how do you feel about spon-
sored posts?

M.c.: Sponsored posts are essential to 
content creators who make a living off 
of social media. I think they should be 
done with products the creator genuinely 
enjoys and uses so the post is as authen-
tic as possible. Viewers can tell if the 
post is purely for an ad. For example, my 
lipsticks with Pop Beauty are products 
I genuinely love and support, so it is no 
hassle to push these products plus; my 
followers know I genuinely love them. It’s 
important to have the post be a genuine 
product push, if you love it, post it.

WWD: Strangest product you ever 
tried?

M.c.: I don’t think of any products as 
weird. I think of anything “different” as 
unique innovation to be celebrated. For 
example, silicone sponges really aren’t 
weird, but I have to say that at first, using 
them was very odd for me! I couldn’t 
help but laugh as I slapped and swiped 
this little silicone tear drop full of product 
around my face. It felt like I made a slip 
and slide of foundation on my cheeks.

WWD: Do you try all of the items 
you get? 

M.c.: As a content creator, I’m sent p.r. 
[constantly]. I do try to make a point to 
test and play with all the products I am 
sent. Sometimes I can get behind with 
the overwhelming influx of packages but 
it’s important for me to play with these 
products so I can give an honest review 
and opinion to my following. I want 
their hard-earned money to go toward a 
high-performance product.

WWD: how has your approach to 
social media changed over the years? 

M.c.: Originally with social media I 
was posting just for fun, posting whatever 
I felt like and not really having a care. 
Now social media has become my job, 
my main source of income actually. I 
approach social media now as a business, 
a fun creative one for that matter, that 
needs to capture my audiences eye and 
inspire others.

WWD: Do you like the influencer 
trips — are they important to you?

M.c.: Influencer trips are an amazing 
way for creators to get to really know a 
brand or company. We get the chance 
to bond and cross promote with other 
influencers! Brand trips are a huge lux-
ury and an opportunity a lot of creators 
work toward.

InfLuEnCE PEddLEr

megS cahiLL’S Reach Set 
to PoP afteR Beauty 
coLLaBoRation
in addiTion To paRTneRing wiTh pop BeauTy, Cahill is gaining exposuRe 
on lifeTiMe’s “glaM MasTeRs,” whiCh is CopRoduCed By KiM KaRdashian.
By fayE BrookMan  

●  This year’s selections include 
13 female entrepreneurs, 
making it the retailer’s  
largest initiative to date.

By layla ilChi

In its third year, Sephora has selected 
13 female entrepreneurs from around the 
world for its Accelerate Cohort, its largest 
initiative to date.

The Sephora Accelerate Cohort is a 
program that gives female entrepreneurs 
guidance and workshops to develop their 
skills to create and maintain successful 

businesses. They also receive one-on-
one mentorship from Sephora leaders, 
like Pamela Baxter, founder of Bona Fide 
Beauty Labs, and Nancy Twine, founder 
and chief executive officer of Briogeo Hair 
Care.

“We’re interested in building an eco-
system of support for these women,” said 
Corrie Conrad, head of social impact and 
sustainability for Sephora. “The commu-
nity focus is really important for us. This 
isn’t a competition and there is no winner 
at the end, so that’s been a guiding theme 
as we build our annual cohort.”

The 13 women, up from 10 from last 
year, were chosen for merchandising, 
technology or sustainability. For the first 
time, the group includes women from 
regions in Europe and Asia as well as the 
U.S. The women were selected based 
on a number of criteria, including their 
business plan, passion and commitment 
to social impact.

“One of the key elements of the accel-
erate program is that these businesses are 
committed to the greater good in some 
way,” Conrad continued. “That can be 
through responsible sourcing through the 
supply side and the way these companies 
are using their strengths for the greater 
good.”

As part of the accelerate program, the 
female entrepreneurs will receive mon-
etary grants to support their businesses 
and take part in the annual Sephora 
Accelerate Demo Day, where they pitch 

their businesses to industry executives 
and potential investors.

The accelerate program was initially 
started to close the gender gap within 
the beauty industry, where women are 
still underrepresented. Sephora’s goal for 
the initiative is to support more than 50 
female-led businesses by 2020.

This year’s Sephora Accelerate Cohort 
includes Cathy Han, ceo of 42 Technolo-
gies; Ming Zhao, ceo of Proven; Nelly Pitt, 
ceo of BeautyMix; Erika Milczek, ceo of 
Curie Co.; Kylee Guenther, ceo of Spec-
talite; Cat Chen, ceo of Skyler Body; Kris-
ten Miller, ceo of Mented Cosmetics; Brandi 
Leifso, ceo of Evelyn Iona Cosmetics; Ili-
ana Loza, ceo of Ahal; Heather Ridout, 
ceo of Okira; Anju Rupal, ceo of Abhati 
Suisse; Laure Bouguen, ceo of Ho Karan, 
and Shuting Hu, ceo of SkinData. These 
women represent the U.S., France, Canada, 
Mexico, Brazil, Switzerland and China.

BEaUty

Sephora Announces 
Accelerate Cohort Members

One of two lip 
products Megs 
Cahill created in 
tandem with Pop.

Megs Cahill
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senior-level jobs including president, 
South Europe; and acting president, 
North America. And at Express, his first 
job in fashion retailing, he helped restore 
profitability by leading a revival of the 
pants business as vice president of brand 
development.

“I have not done a turnaround where 
we needed to go down to go back up. I’m 
more of a change agent, transforming busi-
nesses to adjust to the opportunities in the 
market,” van Raemdonck told WWD.

Now he faces perhaps his biggest 
challenge, returning the $4.7 billion 
Neiman Marcus to its dominant position 
as America’s leading luxury retailer. He’s 
got to strengthen ties to designers to amp 
up exclusivity while extending the appeal 
to more customers — not to mention to 
potential buyers of the entire company. 
Last year, NMG was pulled off the selling 
block by owners Ares Management LLC 
and the Canada Pension Plan Invest-
ment Board, which together bought the 
business for $6 billion in 2013, bringing 
long-term debt up to $4.4 billion. “Our 
next debt maturity [term loan] is not 
until calendar year 2020. Our long-term 
debt does not fully mature until 2021. We 
will continue to proactively manage our 
liquidity and capital structure,” he said.

In his first interview since he succeeded 
Karen Katz as NMG’s ceo on Feb. 12, van 
Raemdonck said he will be “relentlessly 
building a bold innovation agenda and 
testing agenda” and that he’ll be encour-
aging everybody in the company, regard-
less of the job, to offer ideas to innovate 
the business. He also cited the possibility 
that the company might broaden its 
assortment beyond the current categories 
sold, and for international expansion 
apart from the Neiman’s-owned Mythe-
resa luxury web site in Munich.

“If you want to know my priorities right 
now, they’re to exceed our plan for Q3 
and Q4, to continue on all the initiatives 
we have that drive growth, to drive our 
Digital First focus, and double down on 
any innovative ideas we have that we can 
test,” van Raemdonck said. “We have mul-
tiple tests that are in the works and that 
we will be putting into the works. They 
are all linked to the consumer experience 
and how we remove friction” associated 
with shopping the stores and online. “I’m 
sure some will prove successful and lead 
to a full rollout. We have a list of tests. 
Some are really big, some are small.

“The key element is fostering a culture 
where people bring new ideas and then 
we test and we learn. I am a believer in 
fail fast, fail once. Frankly, if you fail, it’s 
not the end of the world. One door gets 
closed and another door is opened. The 
key is quickly arriving at the answer. You 
don’t need a perfect batting average. You 
just have to be testing ideas and doubling 
down on what works.

“There are two elements — creating a 
belief system that innovation is important 
and that we embrace change, and then put-
ting a mechanism in place” with the aid of 
technology, he continued. “I have invited 
anyone to send me or the other leaders 
e-mails with ideas. I received like 40 in 
three days. Right now we have an innova-
tion lab that screens these, but we need it 
to be democratic with access so everyone 
has the opportunity to share ideas, and 
then we need a structure” to vet the ideas.

He dispelled notions that Neiman’s 
skews mostly to more mature customers, 
explaining that about 50 percent of its ►

Geoffroy van Raemdonck at the 
Neiman Marcus construction site 

at Hudson Yards.

CEO TALKS
Van Raemdonck
Set to Lead aS
neiman’S ceo
 CONTiNueD fROM PAGe 1
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“We have the right to win because we offer  
an omnichannel experience, which  
very few [competitors] offer the way we do.” 

—  GeoFFroy van raemdonck

consumer base are Gen xers and Millenni-
als. “We will focus on serving them better 
and better. Each group and age doesn’t 
necessarily go with a certain behavior,” 
he said. “Today you have consumers who 
want to have a very high-touch experi-
ence in stores and you have people who 
don’t want a high-touch experience in 
the stores” and the same is true for those 
shopping online, he added. “So we have 
an opportunity to really differentiate our 
experience based on what the consumer 
needs. There is no one size fits all. We 
need to have different ways to leverage 
technology to help customize the expe-
rience. It’s all about customization and 
personalization.

“We’ve got the right to win because we 
offer a curated luxury assortment — and 
maybe we’ll expand to other categories 
and other experiences,” van Raemdonck 
said. “We have the right to win because 
we offer an omnichannel experience 
which very few [competitors] offer 
the way we do. A third of our sales are 
online.” That compares to other depart-
ment stores and specialty chains generally 
in the 20 percent range or less.

“We know 85 percent of our consum-
ers start their journey online and that 
consumers that shop Neiman’s both 
online and offline spend four times more 
than those who experience it one way or 
another. It tells me that we really engen-
der their loyalty when we do a good job 
at delighting them both ways.” Nowadays, 
“Your proposition needs to be more 
compelling. We are seeing our top cus-
tomers remaining extremely loyal but the 
challenge of earning loyalty is clearly one 
where the standard is increasing.”

It’s also about understanding luxury 
designers and brands and their chang-
ing needs. “If you look at the top 20 
[designers or brands] at Neiman Marcus, 
I must know 75 percent of them,” van 
Raemdonck said. “That is a great starting 
point.”

As an experienced vertically inte-
grated brand leader, “I know what they 
are trying to achieve and I want us to be 
their partner, to tell their brand story 
and reach a new customer. All the brands 
now have new leaders or new designers. 
They are repositioning themselves. Given 
our reach to probably the highest-quality 
luxury customer in America, we can help 
them deliver a new vision. I really want to 
partner with them in terms of exclusives, 
original content, pop-up stores. There are 
so many things we can do strategically 
with them so they reach a consumer they 
don’t have.”

In his first two weeks of running NMG, 
van Raemdonck met with the 133 officers 
of the company, those at the vice presi-
dent level or higher. He’s held meetings 
with Neiman’s “shadow council,” which 
is a group of 15 emerging leaders, and 
he had breakfast with the leadership of 
Bergdorf Goodman and toured the two 
Bergdorf stores. He’s said to be close to 
picking a president of Bergdorf ’s. The 
position has been vacant since Joshua 
Schulman joined Coach a year ago.

So far, van Raemdonck has visited 12 
Neiman Marcus stores in a month’s time. 
He altered his schedule to visit those in 
Boca Raton and Ft. Lauderdale, Fla., 
following the mass shooting at Marjory 
Stoneman Douglas High School in Park-
land, Fla., where 17 people were killed 
and 15 more were hospitalized. Some 
Neiman’s employees knew people affected 
by the tragedy. “It was such an important 
moment for me to say that as a company 
we are there to support them and thank 
them. We have seen people shopping 
again, but the spirits are forever affected,” 
he said.

He has been to Paris for runway shows 
and market appointments, and also con-
ducted Neiman’s first live conference call 

that was open to 14,000 associates. “My 
ask to everyone was to please look at the 
company with fresh eyes. We will never 
change the essence of what makes Neiman 
Marcus magical, but we will change how 
we deliver the magic and I ask everyone to 
step up in bringing ideas.”

In a more public sense, van Raemdon-
ck’s coming out is Friday, when he par-
ticipates in the conference call covering 
NMG’s fiscal second quarter.

At a recent visit to the Neiman’s store 
under construction at Hudson Yards on 
the west side of Manhattan, van Raem-
donck wore a Ralph Lauren pinstripe 
suit, Charvet shirt, Louis Vuitton tie and 
Zegna slip-on sneakers that made it easier 
to negotiate the dirt and debris on the 
site. “The sole is very soft and once you 
get your foot in, it stays there,” he said, 
before segueing into how the sneaker cat-
egory has exploded into upscale fashion, 
and is infiltrating his wardrobe.

Personally, he’s not partial to any 
particular brand or manner of dressing. 
“I love fashion and beautiful products. I 
don’t have a style. It really depends on the 
mood. It depends on the end use. Right 
now, I am very much into the mix of the 
casual and the non-casual. I just bought 
made-to-order boots with exotic skin. I 
have to say Diane von Furstenberg is the 
one who told me I had to buy boots. So I 

bought them. It felt different. It felt that 
I had arrived in Texas. These days we all 
have permission to delight ourselves, to 
experiment. I want to expand the reach of 
what I wear and how I wear it.”

When not working, van Raemdonck 
enjoys sailing, skiing, food and wine. “I 
love Burgundy wine and I am very excited 
to be back in the U.S. to try all the pinot 
noirs.” He’s also into horseback riding. 
“I’m going to learn to ride Western-style 
versus British. That is super exciting.”

A native of Brussels, van Raemdonck is 
married to interior designer Alvise Orsini 
and has two-year-old twin boys. In addi-
tion to Europe, in the U.S. he’s lived on 
both coasts and in the Midwest, and now 
he’s living in the South for the first time, 
in Dallas where Neiman’s is based.

“I am highly adaptable and I am super 
excited to discover another part of the 
U.S. Part of the buying those boots was to 
embrace the culture...I was born Euro-
pean but I chose to become American. 
It defines me and what I bring to the 
business — an appreciation of luxury from 
Europe from the standpoint of the busi-
ness of retailing.”

Van Raemdonck began his career with 
the Boston Consulting Group working 
with consumer and brand-driven compa-
nies for nearly a decade in its New York, 
Chicago, Paris and Brussels offices.

At Express, as a source said, “He really 
drove the whole commercialization of 
pants from the design to the stores, mak-
ing sure everyone was focused on pants 
and to make it the most innovative busi-
ness, literally overseeing all the functions. 
Pants drive the most loyalty.”

His next job was at L Brands, where he 
was responsible for two new businesses, 
Victoria’s Secret Sport and Bath & Body 
Works Home Fragrance. He was trained as 
a “consumer merchant” by Leslie H. Wex-
ner, chairman and ceo of L Brands. “From 
him, two things struck me — that curiosity 
keeps you relevant in the market, and on 
a personal basis it keeps you young,” van 
Raemdonck said. “You constantly need to 
look at things and say can we do it better 
than the trend of today.

“The second thing he taught me is that 
as an individual and a leader, you must 
make sure you are passionate and that 
your teams are passionate because that’s 
how the best ideas emerge. These are 
Les Wexner’s firm beliefs. He constantly 
embodies them and they have become 
something that is fundamentally part of 
my own value system today.”

He eventually joined Louis Vuitton. 
“That’s where I learned to appreciate 
what it is to drive an iconic luxury brand 
and how to communicate all the elements 
of the brand DNA in a modern and rele-
vant way. It’s a big idea and the big idea 
was tested when I joined in 2008 when 
the [Great Recession] happened and the 
Dow Jones went down to 6,000.” Vuitton 
launched a new campaign with Sean Con-
nery, Angelina Jolie and other celebrities, 
basically conveying that a Vuitton bag is 
a work of art, a companion for a woman, 
something that could make her feel as van 
Raemdonck said, “beautiful, secure, con-
fident,” and represent more than mere 
fashion accessory. “It becomes part of the 
woman,” he said.

During the economic downturn, 
Vuitton kept selling at full price, while 
other brands were ferociously marking 
down. “The brand has never gone on sale 
and our recommendation was to keep it 
that way,” recalled van Raemdonck. “We 
never questioned that decision. People 
believed that if it is full-price there is a 
scarcity attached to it, and that it war-
rants it because of the quality that goes 
into the product and the integrity of the 
brand.”

After Vuitton, van Raemdonck became 
ceo of St. John Knits International for 
a year, where he revamped the collec-
tion to focus on knits and improved the 
business. “The main lesson was that for 
an organization to succeed they need to 
have confidence in their abilities and to 
be clear on the core of their DNA and the 
brand heritage,” he said. “Once you have 
that, you can dream of the future. But as a 
leader it’s very important to quickly instill 
confidence that we can win.”

His most recent job, Ralph Lauren’s 
group president for Europe, the Mid-
dle East, Africa and global travel retail, 
entailed “figuring out how you distribute 
your brand to your target consumer in 
the most qualitative and least discounted 
manner. That was a transformation in 
part. We had to rethink every element.”

He’s evolved into what he called “a ser-
vant leader at the service of the organiza-
tion. By that I mean that I am charting the 
course and the vision with the leadership 
team and the input of everyone. I want 
to foster innovation at every level of the 
organization.

“I am a servant leader who really builds 
a culture of performance and accountabil-
ity, where we deliver on our plans,” van 
Raemdonck said. “And I want to remove 
any roadblocks to empowering people to 
be at their best. In today’s environment, 
that’s how you attract the best talent and 
that’s how you retain it.”
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Among the most commercially via-
ble shows were Balenciaga, Givenchy, 
Alexander McQueen, Saint Laurent and 
Valentino, with trends such as big shoul-
ders, layered outerwear, faux-fur, tartan, 
disco glitz and bright color resonating with 
buyers.

The influence of Raf Simons’ collec-
tions for Calvin Klein was felt in Western 
details such as cowboy boots at Isabel 
Marant, piped shirting at Chloé and fringe 
everywhere.

Designers wowed with exceptional 
venues: Chanel with its forest inside 
the Grand Palais; Saint Laurent with 
a black box opposite the Eiffel Tower; 
Balmain with the gilded ballroom at Paris 
City Hall; Jacquemus with the soaring 
splendor of the Petit Palais, and Givenchy 
with its heavy drapes inside the Palais de 
Justice.

Buyers also raved about Balenciaga’s 
graffiti mountain set, though some wished 
the brand would find a venue inside Paris 
to stage its shows.

Meanwhile, the LVMH Prize for Young 
Designers continued to shine a spotlight 
on new talents, with last year’s winner 
Marine Serre garnering praise for her 
runway debut, and buyers zeroing in 
on several of the brands shortlisted for 
this year’s edition, including ROKH and 
Magda Butrym.

However, some buyers felt the street-
wear trend has peaked, especially for 
casual pieces with stratospheric price tags.

“Anything goes and drug addict looks: 
It was OK for a few seasons, but it’s gone 
now and was only for stylists and a few 
fashionistas,” said Emmanuel de Bayser, 
co-owner of The Corner. “Customers 
spending money want to look edgy and 
different, sure, but more sophisticated — 
especially with the prices we have.”

Here’s a roundup of the Paris highlights 
from retailers:

Coco Chan
head of women’s wear, 
stylebop.com

Favorite collections: Balen-
ciaga, Maison Margiela, Loewe, 
Jacquemus and Givenchy.
top trends: Cold War Eighties; 
recycled glamour; fab faux.
Must-have item: A big coat. It’s 
hard to list all the best ones, but 
leading the pack are Loewe’s 
oversized sheepskins; Margiela’s 
iridescent numbers; Dries Van 
Noten’s jacquard puffers and 
Stella McCartney’s louche 
tweeds. I would advise investing 
in more than one!
Best venue: The Petit Palais — a 
quintessential Parisian venue 
that showcased a quintessential 
Parisian talent: Simon Porte of 
Jacquemus.
Budgets: Over the last seasons, 
we’ve been expanding our port-
folio and investing in emerging 
talents. This has been met with 
great enthusiasm by our cus-
tomer base and our budgets this 
season reflect that.
Say bye-bye to: Gypset bohe-
mia — the fashion pendulum 
has swung away from boho to 
something with a harder edge.
talent scouting: Peel away 
the theatrics and Yang Li’s 
Goth funeral offered up some 
impeccably constructed pieces, 
including knockout dresses. The 
leather work in particular proves 
that this is definitely a talent 
worth watching.
 
Marina larroude
fashion director,  
barneys new york

Favorite collections: Paco 
Rabanne, Chloé, Saint Laurent, 
Thom Browne and Balenciaga.
top trends: Layering; strong 
tailoring; metallics and sparkles, 
and in general a very relaxed 
attitude.
Must-have item: Chloé 
high-waisted pants; Chanel 
metallic boots; Maison Margiela 
sneaker.
Best venue: Saint Laurent’s 

show at Fontaine du Trocadéro.
new talents: Giovanni Bedin 
evening dresses are to die for.

Jeffrey Kalinsky 
vice president, designer 
fashion director,  
nordstrom, and president 
and founder, Jeffrey

Favorite collections: Balen-
ciaga, Valentino, Chanel and 
Balmain.
top trends: Color; great out-
erwear, whether eco fur or a 
fabulous Chanel puffy; tartans.
Must-have item: The perfect 
coat for fall is always a must-
have item.
Budgets: Our budgets are up for 
Paris, for sure, because there are 
a lot of fabulous things to buy 
in Paris, but the second reason 
is that our designer business is 
so strong right now, and that’s 
across all categories, meaning 
shoes, bags, clothes.
Best venue: It’s just too hard to 
be going to shows and going to 
appointments when a venue is 
really out of the way. As long as 
it’s conveniently located, it’s a 
great venue for me.
talent scouting: I think Marine 
Serre has it. She’s the real deal, 
and I can totally see why she won 
the LVMH Prize. There’s such a 
couture quality to what she’s 
doing, and it’s tasteful, and it’s 
chic, and it’s sophisticated.

Federica Montelli 
head of fashion,  
la rinascente

 Favorite collections: Loewe, 
Dries Van Noten, Jacquemus, 
Balenciaga, Valentino, Chloé and 
Isabel Marant.
top trends: Cobalt blue; feath-
ers; plastic and patent materials; 
holograms; Eighties inspira-
tion; shimmer and paillettes; 
outerwear (coats, trenches, 
puffers, capes) with exaggerated 
volumes; leather in outerwear, as 
well as in total looks.
Must-have item: A cape trench 
or bohemian poncho to wear 
over a romantic elongated ► 

The fall 
Saint 
Laurent 
show.

A look 
from 
Chanel’s 
fall show.
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dress; knitwear dresses with 
an unexpected twist, like a slit; 
slouchy knee-high boots; big fake 
fur coats, and a white shearling 
jumper.
Best venue: Paris is all about the 
more classical venues, there-
fore I particularly liked Kenzo 
Memento’s collection choice of 
organizing a dinner in La Mon-
naie de Paris paying an homage 
to Rousseau’s work.
Say bye-bye to: Paris Fashion 
week is quite long. I would like 
for the show schedule to be a bit 
more packed and to have more 
presentations and less “non-rele-
vant” brands showing.
talent scouting: We are intro-
ducing Jacquemus, even if not 
new, and are loving South Korean 
brand Rokh. We are keeping an 
eye on Marine Serre and Aalto.

Ken Downing 
senior vice president  
and fashion director,  
neiman marcus

Favorite collections:  
Saint Laurent, Balmain, Miu Miu, 
Isabel Marant, Dior, Loewe.
trends: The Eighties — the 
importance of the pant suit, 
especially when tailored ra-
zor-sharp with strong shoulders. 
Neon color — we are ready, it’s 
time. Sequins for day — disco 
inferno informs the best pieces 
of the season. Handcrafted-rar-
ity that continues to remind us 
in a digital era that the touch of 
the human hand is what makes 
fashion covetable and desired.
Best venue: Saint Laurent’s 
black box under the sparkle of 
the Eiffel Tower.
new talent: LVMH winner Marine 
Serre, her up-cycled scarf tops 
and dresses are superb.

Roopal Patel 
senior vice president  
and fashion director,  
saks fifth avenue

 Favorite collections: Balencia-
ga, Givenchy, Chanel, Alexander 
McQueen, Dries Van Noten, 
Balmain, Comme des Garçons, 
Jacquemus, Isabel Marant, Thom 
Browne and Sacai.
top trends: It’s the season of 
getting dressed up, the return 
of power dressing, tailoring 
and suits. We’re sending a very 
strong message for the fall sea-
son with statement outerwear, 
leather and patent. Silver, fringe: 
the whole Western inspiration. 
The cowboy boot is a must.
Must-have item: Balenciaga 
coats and sculpted jackets.
Best venue: Chanel’s enchanted 
forest was a beautiful experi-
ence. Karl Lagerfeld transported 
us.
Say bye-bye to: Casual dress-
ing. It’s all about getting dressed 
up for fall.
new talents: The LVMH Prize 
had a lot of fantastic talents to 
scout. Standouts were Rokh and 
Magda Butrym.

natalie Kingham 
fashion and buying director 
at matchesfashion.com

Favorite collections: Balen-
ciaga, Junya Watanabe and 
Alexander McQueen.
top trends: Blanket details and 
scarves.
Must-have item: Scarf every-
thing at Marine Serre.
Best venue: Saint Laurent over-
looking the Eiffel Tower.
Budgets: Always up.
new talents: Marine Serre.

linda Fargo 
senior vice president, wom-
en’s fashion director and 
store presentation, berg-
dorf goodman

Favorite collections: Dior, YSL, 

Sacai, Alexander McQueen and 
Loewe.
top trends: Masculine/feminine 
interplays; Eighties vibes; back to 
black; protective; animalia.
Must-have item: Boyfriend 
jackets; razor shades; pointy-toe 
shoes and trainers, patent or 
plaid, and leopard coats.
Best venue: The club ambient 
light show at YSL; the fashion 
revolution collage decor at Dior 
and the transporting music, cast-
ing and spirit at Jacquemus.
Budgets: We never limit our-
selves when we love it. Paris will 
be up this season!
Say bye-bye to: Disorganized, 
difficult or extra distant venues.
talent scouting: We found at 
least 10 new brands here, often 
niche or heritage or recently 
emerged. We would have/could 
have signed up for more of them 
if we could stretch the days.

Beth Buccini 
owner, kirna Zabête

Favorite collections:  
Saint Laurent, Sacai, Dior, Balen-
ciaga and Valentino.
top trends: Layering; leopard; 
PVC/silver/shine; fluorescent 
neon color.
Must-have item: Layered coats 
from Balenciaga; Saint Laurent 
sparkly mini-dresses; shearlings; 
trenchcoats.
Best venue: Saint Laurent, 
because who doesn’t love the 
Eiffel Tower, and Balenciaga, 
because the graffiti mountain 
was amazing.
Say bye-bye to: Cheap fabrica-
tions at luxury prices; everyone 
on the sneaker bandwagon. Not 
all luxury designers should try to 
be street.
Budgets: Up.

Emmanuel de 
Bayser 
co-owner, the corner

Favorite collections:  
Dior, Dries Van Noten,  
Loewe and Balenciaga.
Must-have item: Short, sexy 
cocktail dresses; long coats; fake 
fur; cowboy boot hybrids.
Best venue: More than the 
venue, the settings, music and 
styling that created a special 
atmosphere were lights at 
Saint Laurent, fabric draping at 
Givenchy, music at Loewe and 
styling at Sacai.
Say bye-bye to: The Eighties, 
even revisited, is not flattering. 
Even though stylists may like it, it 
does not really sell — especially 
if [it’s] expensive. Sneakers 
and hoodies: we still sell tons 
of them, but it is not easy. We 
need new day shoes and more 
sophisticated ready-to-wear 
pieces. Customers won’t spend 
thousands on sportswear looks 
anymore.
Budgets: Up for the top brands 
and newcomers. We don’t any 
longer buy non-performing 
brands.

Charlotte tasset 
general merchandise  
manager of women’s  
apparel, beauty, lingerie  
and children’s, printemps

 top trends: Leather, shearling 
and fake fur. We are feeling a real 
woman in the shows with fashion 
that is skewing more sophisticat-
ed and less street.
Must-have item: The fake fur at 
Givenchy.
Best venue: The very nice, mut-
ed setup at the Palais de Justice 
for Givenchy, with a very beauti-
ful nocturnal atmosphere. Koché 
at the Casino de Paris.
Budget: Always up.
Say bye-bye to: Less streetwear.
talent scouting: The revival of 
Poiret.

tomomi asako 
and Shoko omura 
women’s buyers,  
united arrows

top trends: Excessive oversiz-
ing and big-volume proportions 
(big shoulder, big collar, big 
sleeves). The casual sportswear 
trend continues, but there was 
also a shift to classic chic.
Must-have item: Plaid jacket 
and pants.
Best venue: Many brands 
seemed to use the same loca-
tions as before.
Budgets: Flat.
Say bye-bye to: Minimalism.
talent scouting: We were inter-
ested in Rokh (shortlisted for the 
LVMH Prize).

Eda Kuloglu 
chief merchandising  
officer, al tayer retail

Favorite collections: Valentino, 
Johanna Ortiz, Off-White, Balen-
ciaga, Chloé.
top trends: Checks; glitz and 
glamour, like sequins, Lurex and 
fringing everywhere; trench-
coats and shearling.
Best venue: Balenciaga for sure, 
for creating the first graffiti snow 
mountain I have ever seen.
Budgets: Flat, because fabrics 
were very heavy, colors very 
muted, prices were quite high. 
However, under all the layers, 
there were a lot of beautiful piec-
es perfect for our market, but 
it’s because in winter, we always 

keep the budgets flat for Dubai.
Say bye-bye to: Cold shoulders. 
We’ll say bye-bye soon to velvet.
talent scouting: Paris Fashion 
Week this time was more about 
the big fashion houses than new 
talent.

alix Morabito 
fashion editor,  
galeries lafayette

top trends: The great outdoors 
with parkas, down jackets, thick 
knits and rain boots in a colorful 
palette with accents of yellow, 
harsh blue, red and pink. This 
trend contrasts with a more 
elegant femininity; a fluid, long-
line silhouette; monochromatic 
looks; scarf dresses; pleated 
details; a lot of silk and touches 
of silver. Cowboy boots are still 
everywhere.
Must-have item: A big sweater 
with a fluid skirt and rubber 
boots.
Budgets: Stable.
Say bye-bye to: Nothing! You 
mix it!
talent scouting: Marine 
Serre, Y/Project, Aalto and Paco 
Rabanne.

Elizabeth and 
Dominick lepore 
owners and buyers, Jimmy’s 
brooklyn & the hamptons

Favorite collections: Thom 
Browne, Elie Saab, Ralph & Russo 
and Ronald van der Kemp.
top trends: Paris this season 
paid homage to the powerful 
designers of the Eighties: black 
velvet with fuchsia for Emanuel 
Ungaro, modern folklore at Yves 
Saint Laurent, corsetry and 
bras reminiscent of the Jean 
Paul Gaultier days, the strong, 
powerful shoulder paying tribute 
to Thierry Mugler, and couture 
denim dressing like the beloved 
master Azzedine Alaïa.
Must-have item: Sequins and 
fringe for everyday clothing 
in the four B’s: bras, blazers, bust-
iers and bell-bottoms.
Best venue: Thom Bowne 
captured the essence of artistry, 
design and the power of a wom-
an at Hôtel de Ville for his fall 
presentation.
Say bye-bye to: “The norm” — se-
quins by day when expected to 
wear by night; bras and corsets 
for the beach or the bedroom 
accepted to wear in the day.
talent scouting: New emerging 
markets in countries unknown 
for fashion are on the rise and 
we’re watching.

Heather 
Shimokawa 
vice president, rtw fashion 
direction, bloomingdale’s

Favorite collections: Dior, Val-
entino, Givenchy, Chanel, Chloé, 
Sacai, Haider Ackermann.
top trends: Western influences 
were notable in addition to rich 
color and men’s wear fabrics 
such as checks, plaids and tar-
tans. Metallics, Lurex and shine 
were well represented plus state-
ment coats including shearling, 
faux-fur, puffers and quilting.
Best venue: Chanel’s grand for-
est within the Grand Palais was 
an unbelievably beautiful venue.
talent scouting: We have seen 
many great new designers and 
contemporary brands to be 
excited about in Paris.

Mario Grauso 
president, holt renfrew

Favorite collections: Saint Lau-
rent continues to deliver the sexi-
est clothing for the coolest girls 
to go out at night in. Sacai had a 
very beautiful, feminine take on 
advanced sportswear. Alexander 
McQueen had some of the best 
eveningwear — both tailored and 

ornamented.
top trends: Faux fur, extreme 
novelty outerwear, oversized, 
mini bags, mixed media and 
men’s wear.
Best venue: Louis Vuitton at the 
Louvre.
Budgets: The season did not de-
liver against what was budgeted.
Say bye-bye to: Reasonable 
pricing.

Helen David 
chief merchant, harrods

Favorite collections: Balmain 
and Alessandra Rich.
trend-spotting: Statement car-
digans were everywhere. Power 
shoulders are making a come-
back, particularly at Balenciaga 
and Balmain. Statement outer-
wear continued to be the overrid-
ing trend of the season, with all 
our favorite brands sending out 
colorful coats, capes, jackets, 
shearlings and every other 
possible variation. The check 
continues to be the print of the 
season, done particularly well at 
Off-White, Loewe, Givenchy and 
Balenciaga. In terms of color, 
burgundy was everywhere.
Must-have item: A colorful, 
oversized statement cardigan. 
The longer, the better.
Best venue: Balmain’s Hôtel de 
Ville show boasted a seriously 
impressive frescoed ceiling 
which paired with the Eighties 
tunes. It made for a powerful yet 
fun show.
talent scouting: Alanui. Love 
it. We have ordered the entire 
collection.

Hazel Catterall 
head of women’s wear  
buying, harvey nichols

Favorite collections: Loewe and 
Chloé.
top trends: Color — reds, greens, 
oranges and blues have stood 
out the most. There was a feeling 
of protection coming through in 
the use of plastics and foils in 
many collections. The Western 
influence introduced by Calvin 
Klein for a couple of seasons 
had filtered through to many 
collections. Faux fur is king: there 
were so many great fakes this 
season that had us all peering at 
the models trying to work out if 
they are real or not, they’re that 
good now.
Must-have item: It’s a great sea-
son to buy a coat. Best for me 
were the Loewe shearlings or a 
faux version from Stella McCart-
ney. Logos continue to be strong, 
with Off-White and Balenciaga 
continuing to produce the most 
coveted, although the Chloé logo 
socks were my personal favorite.
Budgets: As we are launching 
two new women’s wear designer 
floors for fall, we have increased 
our budgets for women’s wear 
and are excited to be bringing in 
many new brands this season.
Best venue: Balenciaga’s graffiti 
mountain.

Sebla Devidas 
women’s buying director, 
beymen, turkey

Favorite collections: Saint 
Laurent, Givenchy, Balmain.
top trends: Western, party glam, 
tailoring and layering.
Must-have item: Balenciaga 
neon outerwear, Valentino silk 
tunic shirts over pants in pastel 
colors, party dress with fringe.
Best venues: Saint Laurent and 
Altuzarra.
Budgets: Budgets will be up 
after Paris.
Say bye-bye to: No specific 
brand to drop, however our focus 
will be on established maisons.
talent scouting: Johanna Ortiz 
will definitely grow stronger this 
season.

A look from 
Balmain’s 
fall show.

A look from 
Balenciaga’s  
fall show.
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●  Better pricing, and perhaps  
a declining preference for  
fast fashion, helped 
Abercrombie post positive 
comps for the fourth quarter. 

By viCki M. young

 
Fourteen-million club loyalty members 
are helping Abercrombie & Fitch Co. learn 
how to engage and bond with its con-
sumer base.

According to Fran Horowitz, chief 
executive officer and president, there are 
some similarities between how both brand 
customers are using mobile. She said that 
for both the Hollister and Abercrombie 
loyalty programs, “The customer spends 
more, and [shops] more often.”

Hollister’s membership totaled 10 mil-
lion at the end of 2017, while Abercrombie 
was 4 million.

Consumers spending more and more 
often, plus the data metrics obtained from 
mobile engagement, helped Abercrombie 
best Wall Street’s consensus estimates for 
the fourth quarter ended Feb. 3.

Net income jumped 52.1 percent to 
$74.2 million, or $1.05 a diluted share, on 
a sales gain of 15.1 percent to $1.19 billion. 
On an adjusted basis, EPS was $1.38. Wall 
Street was expecting EPS of $1.10 on sales 
of $1.16 billion.

More importantly for the quarter, com-
parable sales rose 9 percent, with Hollister 
up 11 percent and Abercrombie showing 
signs of life at up 5 percent. It’s the first 

indication for the core Abercrombie brand 
that the strategic initiatives to turnaround 
the brand are finally resonating with the 
targeted customer base.

In a telephone interview with Horowitz, 
she said the data metrics from mobile 
motivates the company to “continue to 
add [more features] to both of the loyalty 
programs.”

She further explained that with Hol-
lister, Snapchat and gaming is a strong 
component with how consumers engage 
with the brand, and they also respond 
to initiatives such as gift with purchase, 

exclusives, and being first to see and buy 
new items. Data mining is still relatively 
new for Abercrombie’s program, which 
began last year, about a year after the 
introduction of Hollister’s club card. The 
brand’s “This Is The Time” campaign from 
October is focused more on Instagram and 
YouTube.

There’s also been talk in the fashion 
markets that logo apparel could be making 
a comeback, an area that Abercrombie 
pulled back on in 2014. According to the 
ceo, the influence of the Nineties has 
placed a greater emphasis on “graphics 

and logos.” She noted that while there is a 
place for logos in the offerings from both 
brands, it’s an area that sees “ebbs and 
flows.”

On the conference call to Wall Street 
analysts, Horowitz said outerwear and 
jeans, as well as fleece and graphic tees 
were popular items in the fourth quarter. 
She also said the company sees an “enthu-
siastic response to Gilly Hicks, and our 
ongoing testing is helping us to assess the 
scale of its full potential.”

Joanne Crevoiserat, chief operating offi-
cer at Abercrombie, said in the telephone 
interview that 2017 was a strong denim 
year for the core Abercrombie brand, 
mostly due to the company’s investment 
in the “fashion, fit and high-rise.”

Craig Johnson, president of retail 
research firm and consulting firm Cus-
tomer Growth Partners, said, “Abercrom-
bie is on the way back. They are benefiting 
from a confluence of three things that has 
created a positive perfect storm.”

He identified the three as a better hol-
iday retail season in 2017, the continued 
decline of fast fashion and improved pric-
ing at both Abercrombie and Hollister to 
give customers a better value-price ratio.

What’s interesting is the fast-fashion 
component, which Johnson said “peaked 
out a couple of years ago. It has declined 
even further over the last two quarters.” 
The larger players in the U.S. are H&M 
and Forever 21, both of which he said has 
over expanded their retail operations. In 
contrast he said even smaller players like 
Inditex’s Zara is “moving sideways,” while 
Uniqlo isn’t growing.

During the rise of fast fashion, teen con-
sumers moved away from traditional mall 
retailers such as Abercrombie and Amer-
ican Eagle Outfitters, which will report 
earnings on Thursday. With fast fashion 
falling out of favor, Johnson said they are 
now “reverting back to the traditional teen 
retailers.”

●  Art works by Paolo Ventura 
will be displayed through 
July 29 at Giorgio Armani’s 
exhibition space in Milan.

By luiSa Zargani

 
MILAN — Giorgio Armani’s next exhi-
bition at his Silos space in Milan shines 
the light on works by Italian artist Paolo 
Ventura.

“Imaginary Tales,” which runs from 
Wednesday until July 29, is comprised 
of about 100 works ranging from photo-
graphs and paintings to set designs that 
revisit reality with a fairy-tale, dream-like 
streak.

“I photograph what does not exist and 
I have been integrating painting and pho-
tography over the past two to three years, 
creating imaginary worlds,” Ventura said 
during a preview on Wednesday. “Photog-
raphy leads you to believe it is real, but I 
play on ambiguity.”

For example, “The Automaton” is a 
work inspired by a 16th-century Dutch 
tale passed on to Ventura as a child from 
his father, but the artist decided to set the 
narrative in the gloomy atmosphere of the 
1943 evacuation of the Venetian ghetto. 

Ventura re-created Venice with small 
cardboard and wood sets and figurines, 
photographing each scene and conveying 
the illusion of a true reproduction of the 
Italian city, always with his staple melan-
cholic touch.

“With the arrival of the digital technol-
ogy, photography no longer is obliged 
to represent our society and reality, 
because they can be altered, so I have been 
integrating photography with painting,” 
explained the artist, who showed three 
large works created for Silos titled “The 
Shell Seeker,” which blend the two arts. 
Ventura does not use digital cameras.

He said the meeting with Armani was 
“exciting, knowing what he represents 
for Milan and I am Milanese. I remember 
when in the Eighties I would go to school 
and see his large murales [billboard in the 
Brera district]. That was very unusual at 
the time.”

Ventura said Silos was “the perfect 
place” for his art, since his color palette 
is aligned with that of the venue — mainly 
gray and brown, with touches of yellow, 
black and white. “I work with modules 
and they are perfectly integrated here. The 
walls almost look like they’ve been painted 
over after the works were put on display, 
and it all seems familiar to me,” marveled 

Ventura with a smile.
It was this unusual dimension of reality 

and imagination that appealed to Armani 
and that draws viewers in. “I’ve observed 
Paolo Ventura’s works with much interest 
and have been fascinated by the narrative 
power of his creations, and his ability to 
transform evocative, imaginary landscapes 
into photographs,” the designer said.

Ventura, who has a twin brother, often 
focuses on the theme of identity, displace-
ment and roots.

This original exhibition also displays 
paper installations made of cutouts that 
narrate three 3-D stories. One is dedicated 
to Napoleon’s Russian campaign and 
observers can see that each of the 350 
soldiers is actually Ventura, who painted 
over his photographs to be disguised in 
different ways.

“The Vanishing Man,” directed in 2014 
by Erik van Empel, will be screened as a 
documentary on Ventura’s life and works.

The Milan-born Ventura has worked as a 
photographer of fashion, design and land-
scapes. He subsequently moved to New 
York and decided to abandon commercial 
photography. In a small studio in Brook-
lyn, he built dioramas on the theme of 
World War II. His work has also included 
the creation of sets and costumes for the 
Lyric Opera of Chicago and Turin’s Teatro 
Regio.

Last year, the sleek and minimalist 
Armani/Silos space displayed Larry Fink’s 
striking black-and-white photos in the 
exhibition “The Beats and the Vanities, 
Larry Fink.”

This followed the photo exhibition 
called “Emotions of the Athletic Body” 
that displayed images by the likes of Aldo 
Fallai, Kurt and Weston Markus, Tom 
Munro, David Sims and Richard Phibbs.

EyE

Armani/Silos  
Stages Exhibit

from Abercrombie’s  
2017 campaign,  
“This is the Time.”

BUsinEss

Loyalty Cards, Mobile Contribute 
To Abercrombie’s Bottom Line

Here and bottom: A 
scene from Paolo 

Ventura’s “The 
Automaton.”

A work by 
Ventura.
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In Focus: Market Insights
Think Tank

Yes, it’s clear that online shopping 
has been a wake-up call and has turned 
brick-and-mortar shopping on its head. 
By now we all know the history of which 
businesses and retailers lost their battles. 
Now after the shock of online retailing has 
faded, off-line retailers are figuring out 
how to compete and understand their own 
home advantage. Consumers still like to 
touch and feel products and they still want 
to have a shopping experience. Brick-and-
mortar retail can offer consumers an expe-
rience that online shopping can’t offer.

Even online retailers understand this. 
Increasingly, consumers, particularly 
younger consumers, want an experience 
when they shop, as only brick-and-mortar 
retail can offer. That’s why e-tailers such as 
Warby Parker and Indochino have opened 
physical locations. And then, there’s Ama-
zon. After contributing to the shuttering 

There were a record number of store closings in 2017, and that’s not including 
the number of stores going bankrupt. But there were also a record number of 
store openings in 2017. So what gives? Consumers are still shopping…a lot. And, 
while you may think that online shopping is taking over, 88 percent of global 
sales in value terms were still made in-store.

Why consumers are Still  
Shopping in Stores 

Allison Ames, president And ceo At BeAnstAlk, Asserts thAt the in-store experience mAtters.

The Amazon Go 
store in Seattle.

lanes; faster packing and pick-up counters, 
and better displays and lighting.

Same-day delivery services are spread-
ing throughout brick-and-mortar, such as 
those offered by CVS and Walmart to com-
pete with Amazon. Restoration Hardware 
is combining retail and hospitality. Their 
store of the future — the first opened in 
Toronto — is still presented as a showroom 
but also offers an integrated restaurant, 
wine and coffee bar.

One of my favorites is American Eagle. It 
transformed its store in New York to a first 
floor “jeans gallery” where customers can 
participate in an experiential shopping envi-
ronment and then go to the “Makers Shop” 
where they can personalize their jeans. 
And, because of the store’s proximity to 
New York University, students can also do 
their laundry — for free — in the store and 
wait with their friends in the studio bar.

of thousands of bookstores, Amazon has 
been opening bookstores. Yes, bookstores. 
With salespeople armed with tablets who 
can research your likes in real time and 
help with selections and ordering.

In addition, Amazon has opened Ama-
zon Go, its no-check out concept store, 
in Seattle; it also acquired Whole Foods. 
These are clear indications of the advan-
tages of physical locations.

Retailers all know that “experience” 
matters, and now we’re seeing more 
innovation in this area than ever before. 
Target’s “next-gen” stores feature several 
examples of this: they have two entrances, 
one for those who need to get in and 
out quickly looking for convenience and 
another entrance for customers more 
interested in browsing; beauty, jewelry and 
accessories are intermingled to present 
fashion styles; there are more self-checkout 

Consider The Market@Macy’s. These are 
in-store shops in select Macy’s department 
stores that offer up-and-coming brands an 
easy way to showcase innovative prod-
ucts and services, keeping 100 percent 
of their sales. Macy’s has also partnered 
with Samsung, experimenting with an 
in-store concept shop dubbed the Samsung 
“experience,” which allows customers to 
test and purchase a full range of Samsung 
products from tablets to wearables to tele-
visions. These experiences are designed to 
bring customers into the Macy’s stores.

And, finally, I must mention pop-up 
stores. They can last a day or they can 
last several months. Originally a way for 
owners of real estate to fill vacancies left 
by departing stores, now brands — includ-
ing retail brands — are opening these 
short-term retail experiences all over the 
country to promote their products and 
attract consumers. And they almost always 
include more than just a product offering.

Fashion magazine Marie Claire opened a 
pop-up offering beauty products organized 
the way the current magazine issue was 
organized, including a photo lab where cus-
tomers could get a headshot. Beauty brand 
St. Ives and Unilever teamed for a pop-up 
that not only offered products but beauty 
advice and the opportunity for customers 
to create custom lotions. TRU, Yankee 
Candle and The Sharper Image all opened 
holiday pop-ups. And online retailers are 
also getting into the pop-up experience.

Amazon teamed with Calvin Klein last 
year with all sorts of interactive ways for 
consumers to participate with the brand, 
and DNVB Birchbox opened a pop-up to 
engage with its consumers directly at a 
physical location.

Whether it be at the mall, in the store, 
at a pop-up or anywhere else, consumers 
these days are looking not only to buy prod-
ucts but to have a fun experience. It’s the 
home advantage of brick-and-mortar retail. 
And both online and off-line retailers have 
gotten the message, loud and clear.

Allison Ames is president and chief exec-
utive officer at Beanstalk. With more than 
20 years of experience leading licensing 
initiatives for diverse brands and retail 
exclusive programs, Ames oversees the 
strategic direction of Beanstalk globally 
and leads the agency’s growth efforts.

Since joining Beanstalk in 1995, Ames has 
spearheaded strategic licensing initiatives 
for diverse brands and individuals includ-
ing Stanley Black & Decker, HGTV, Diageo, 
Airheads, U.S. Army, Purina, Danskin, Kelly 
Ripa, Mary-Kate and Ashley, Salma Hayek, 
among others. She was an integral part of the 
development and management of worldwide 
retail exclusive programs for Ashley and 
Mary-Kate Olsen and Danskin.
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International Women’s Day has 
become supercharged since the 
election of Donald Trump and 
the emergence of the Women’s 
March, the #MeToo movement 
and more. WWD asked the 
women of Paris Fashion Week 
for their take on what the day 
means in the current climate.

Keira Knightley
“I think what’s important is that 
conversations have been start-
ed, and they’ve been horrifically 
silent for years. As far as being 
an actress, I think it’s about trying 
to get more women’s stories 
out there, trying to find as many 
female directors to work with, and 
writers and female producers. 
We’ve been utterly underrepre-
sented and if that continues, we’ll 
continue to be seen as objects 
rather than fully rounded individu-
als. Part of the job of the creative 
industries, and the film industry in 
particular, is to present people’s 
stories so that we can understand 
people who aren’t like us.”

Clare 
Waight Keller
“I think it’s so much about giving 
power and strength to wom-
en’s voices. It’s always been a 
date to celebrate, but this year 
particularly, with everything that’s 
happened, it’s so much more im-
portant to hear that voice. For me, 
it’s to allow women to say what 
they feel, and not feel persecuted 
or judged and feel confident to 
say what they believe in.”

Rose McGowan
“International Women’s Day, it 
means take the power, seize the 
power. It’s not about reclaiming 
our time, we never had our time, 
so now is our time. Go! Be punk! 
Go hard!”

liya Kebede
“I believe that every year, Women’s 
Day is important.”

noomi Rapace
“There are a lot of good things 
happening, it’s a new time, but ev-
ery day is a woman’s day for me.”

Karen Elson
 “Clearly, over the past year the 
movement has truly and finally 
started gaining traction, and 
what I’m hoping for is that the ball 
keeps rolling, that more steps are 
made, particularly in the industry 
that I’m in. I know there’s a lot of 
change happening right now, 
positive change holding people 
accountable, which I think is truly 
necessary for the new generation 
of girls. I’m almost in my 40s, so 
I’ve been modeling a long time. It’s 
just the way it’s been for years. 
I’m really excited to see all those 
positive changes happen. It’s 
really powerful and necessary in 
my industry and I’m excited about 
the movement in general.”

Blanca li
“It’s a particularly special day, 
because it’s the first time women 
have spoken up and broken a taboo, 
something we didn’t feel we had 
a right to talk about, not in such 
an open way at least. For many 
women, it’s been a special, painful 
year, as speaking up is difficult. This 
open door is a good thing. That all 
discriminations may cease.”

Farida Khelfa
“I don’t know if celebrating women 
is a good thing. Every day should 
be women’s day, and of man, too. 
Having one day leaves 364 days 
that aren’t our day, which is rather 
hard [laughs]. I would prefer it to 
be every day. Women are so im-
portant in our society, that I find it 
incredible that we could entertain 
the idea of setting them aside 
like this, when we are the bedrock 
of society, and of humanity as a 
species, too.”

Mira Mikati
“It’s the year of women. Maybe 
people woke up at the same time. 
We’re blessed that it’s happening, 
it’s about empowering women. 
You’re not just here to be pretty. 
It’s a supercharged women’s day.”

isabeli Fontana
“It means fun. As women we need 
to focus on having fun and being 
happy. Like attracts like, so if we 
have this energy, it will bring more. 
We have this energy but we need 
to focus it to be happier.”

Michelle yeoh
“So that women can have a voice, 
can be heard, so they can learn 
to empower themselves and 
take control of their lives. Being 
financially independent helps 
families and nations to grow. The 
first sustainable development 
goal is the eradication of poverty. 
Gender equality is only number 
five but if the two don’t go hand in 
hand, we don’t stand a chance of 
eradicating poverty.”

Asked & Answered:
What Does International Women’s 
Day Mean in 2018?
Women of the film and fashion industry open up about the importance of the day. 
By katya forEMan and lily tEMplEton
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Fernando Mastrangelo 
Unveils Living Room Concept 
At Collective Art Fair
The artist transforms sand into functional objects from his studio in East New York. 
By kriStEn tauEr  photographS By gEorgE ChinSEE

like many Brooklyn dwellers 
and creatives, rising rents have 
pushed Fernando Mastrange-
lo’s studio farther east into the 
borough: from Greenpoint to 
Bushwick, and now, out to East 
New York, where he has landed 
a light-filled 10,000-square-foot 
work space. With plans to buy the 
building this year, which would al-
most double the size of his studio, 
he’s looking to cement himself in 
the area.

“I feel like we’re literally the first 
[artist studio in East New York], 
which I love,” says Mastrangelo. 
“It’s pioneering the area. Tradition-
ally, this was an extremely violent 
area — this is the worst precinct 
in New York in general. But like ev-
erything in New York — Bushwick 
was like that years ago — that’s 
how you get the space.”

Although time will tell if his 
studio is the harbinger of the ar-
ea’s gentrification, his studio has 

made it clear that the neighbors 
are welcome.

“People who are curious 
and want to come in and see, 
I’ve been like ‘come in and look.’ 
We threw a big party here last 
summer and we invited the 
neighborhood. People came, the 
police came, tenants. I wanted to 
be sure that we’re not just coming 
in, gentrifying. Listen, we respect 
the neighborhood,” he adds.

And the police didn’t come to 

break up the party; they came 
because they’re located across 
the street from the studio. “The 
cops and detectives, they know 
a lot of the staff. It’s been cool. I 
think we’ll make this our home for 
a while.”

Mastrangelo will showcase a 
booth installation of his interior 
design work at the Collective 
Art Fair, running Friday through 
March 11 in New York. Inside his 
studio the week before the fair, 

his team was putting the final 
touches on the booth, which was 
inspired by Henri Rousseau’s 
paintings. The “sunken living 
room” delivers a surrealistic vibe, 
with the brick reds of Rousseau’s 
paintings translated into a setting 
sun wall mirror, a curved couch, 
and shelf protruding through the 
wall. It’s all set against a tile back-
drop which resembles a flattened 
mountain backdrop, with a hole 
on one side acting as a portal to 
a rendering of Rousseau’s “The 
Dream” jungle painting.

“It’s kind of a dream fantasy 
landscape interior sculptural 
thing,” Mastrangelo says of his 
booth.

The catch about the space, 
and much of the artist’s designs, 
is that almost everything is made 
of sand, a material Mastrange-
lo manipulates in a variety of 
textures and shapes: as wall tiles, 
flooring, shelves, benches, stools.

“Not beach sand, but a type 
of very fine sand,” he says. “This 
is why I love it: it’s related to the 
earth in a lot of ways. I think sand 
expresses landscape really well. 
It maintains total functionality. I 
wanted to make sure people don’t 
think, ‘oh, that’s a cool installation,’ 
but they could still think of a real 
world application for it.”

Sand, however, isn’t for every-
one. “I’m calling it experimental 
interiors because I’m not going to 
get a basic client who’s like, ‘Oh, 
I want to do my house,’” he says, 
adding that private clients make 
up about 80 percent of his busi-
ness. In addition, he’s designed 
interior elements for several 
fashion retail spaces, including 
Stella McCartney, Dior, Rebecca 
Taylor and Thakoon.

While many artists maintain a 
separation of church and state 
between creativity and financial 
viability, Mastrangelo forgoes 
that thinking, approaching the 
business using a lean startup 
mentality. The studio currently 

employs nine people, who own 
equity in the company.

“I don’t think being an artist 
should separate you from trying 
to escalate your business prac-
tice,” he says. “You can be a ge-
nius and make really interesting 
things, but if you don’t know how 
to put it out in the world properly, 
and make the adjustments, you 
may just never get recognized or 
the work might not get seen in the 
right light.”

His studio tests the reception 
of new concepts through social 
media. “We have this thing called 
MVPs here — minimal viable 
products. I’ll make something 
really fast and be like, ‘Let’s put it 
on Instagram and see what the 
reaction is’ and gauge based on 
data in a lot of ways. So we use 
a lot of the benefits of the digital 
world, being able to implement it 
into a studio,” he explains. “We still 
gotta make money, you still have 
to sell things.”

The flip-side of the digital cul-
ture is the distance it can create 
from natural-world experiences, 
and as people become more 
glued to their screens, the desire 
for real, organic objects has be-
come heightened. Mastrangelo’s 
inspiration comes from travel and 
trying to capture the essence of 
the fleeting experience of a place, 
whether that’s capturing the 
glaciers of Patagonia, as he does 
in a sand-mirror series, or a sunset 
in places such as New Mexico, 
Vancouver and the Grand Canyon.

“Everything’s about how we 
can get out of our minds in the 
city. If you’re at home and you 
have something like this, it re-
minds you of not being in the city. 
A lot of it has to do with escapism 
in a weird way,” he says. “To have 
an experience through an interior 
or through an object, I think it’s 
powerful.”

Escapism as power — be it 
Patagonia or, as it were, East New 
York.

fernando 
Mastrangelo

in fernando 
Mastrangelo’s 
studio.
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Fashion Scoops

Memo Pad

Longer Term
Hugo Boss aG has extended the 
contract of Mark Langer, its chief 
executive officer and chairman 
of the managing board, for three 
years, to now run until December 
2021.

The decision was made at 
the German company’s super-
visory board meeting Wednes-
day. “Mark Langer has put the 
company back on the road to 
growth,” stated Michel Perraudin, 
chairman of the supervisory 
board at Hugo Boss AG.

Langer said he was “de-
lighted to receive this vote of 
confidence from the supervi-
sory board. It confirms that our 
strategic realignment is already 
posting successes, and that we 
are on track to guide Hugo Boss 
toward sustainable and profit-
able growth.”

Further insight into the 
company’s growth path will be 
revealed Thursday when Boss 
releases its final 2017 figures at 
its press and analysts confer-
ence in Metzingen. — melissa 
drier

Paco Pick
Emily Ratajkowski is joining the 
house of Paco Rabanne as the 
face of its upcoming women’s 
perfume.

“Emily, or Emrata as she is 
known through social media, em-
bodies the daring, modern and 
confident femininity of the Paco 
Rabanne woman,” the brand said 
in a statement on Thursday.

The American actress has 
appeared in movies such as “In 
Darkness” and “We Are Your 
Friends.” She’s also commanded 
roles in TV series, like “Easy” and 
“The Spoils Before Dying.”

Other Paco Rabanne ambas-
sadors include Jordan Barrett, 
Sophia Ahrens, Luma Grothe, 
Nick Youngquest and Francisco 
Henriques.

Paco Rabanne is owned by 
Puig, the Spanish fashion and 
fragrance company. — Jennifer 
weil

On Air
norma Kamali kicks off 
her new weekly radio show 
called “Seriously? With Norma 
Kamali” on Sirius XM today from 

12 p.m. to 1 p.m.
Kamali said she previously did 

a radio show with Sirius and was 
looking forward to getting back 
on the air.

“I love interviewing people and 
with all the important issues go-
ing on now, I really felt compelled 
to get back on the radio,” she 
said. She noted that she wants 
to use this platform in a differ-
ent way than people use social 
media. “Radio is really a chance 
for anonymity and truth,” said 
Kamali. She noted that she’s lived 
through several feminist risings 
and there will be voices speaking 
up and a lot of energy, and then 
you hit a wall, and it happens 
over and over again. “There 
seems to be a pattern,” she said. 
She feels that it’s important to be 
angry, speak out and be vibrant 
about it, but she feels that to get 
things done, you have to talk, 
listen to people, negotiate and 
have a conversation.

“I’m trying to figure out how 
to create conversations that 
actually create change, so we’re 
not up against another wall and 
we slowly evolve forward,” said 

Kamali. For her first show, she will 
talk about how men fit into the 
#MeToo movement. Her guests 
will be Robert Cserni, managing 
editor of the Journal of Men and 
Masculinities and program direc-
tor at the Center for the Study of 
Men and Masculinities at Stony 
Brook University; and Moises 
Velasquez-Manoff, a contributing 
opinion writer for The New York 
Times, who recently penned 
“Real Men Get Rejected Too.”

“I want to talk to men about 
boys and masculinity and have 
guys call in and talk about fears 
and their discomfort with some 
of the things that we’ve created 
for this new world that they’re 
having to understand,” said 
Kamali. “If they talk openly and 
anonymously and aren’t afraid 
to be shamed or yelled out, we 
can really find a way to connect 
with them.”

The following week she’ll 
address the mother/daughter 
relationship and the week after 
that she’s bringing a psychic in to 
talk about communicating with 
people who have passed on.

Kamali’s Sirius show is on 

Channel 109 and she is en-
couraging people to call in at 
888-94-STARS to sound off on 
these issues. The show will be 
rebroadcast this Friday at 3 a.m., 
Saturday, at 6 a.m. and Sunday 
at 7 p.m., EST. — lisa lockwood

New Role
in honor of Taiwanese brand 
Shiatzy Chen’s 40th anniversary, 
friends and fans of the house 
took over the basement of the 
Palais de Tokyo, painted in vivid 
colors. In the front row was a mix 
of up-and-coming faces such as 
“Reign” and “Teen Wolf” actress 
Adelaide Kane or French actress 
Luna Besson, but also industry 
heavyweight Michelle Yeoh.

The opulent collection would fit 
right into Yeoh’s upcoming role as 
Eleanor Sung-Young in “Crazy Rich 
Asians,” directed by Jon M. Chu 
and adapted from Kevin Kwan’s 
best-selling novel of the same 
name. She will also star a comedy 
director and respected action cho-
reographer’s Yuen Woo-Ping.

Comedic value aside, the 
Asian action star is a firm sup-
porter of women empowerment. 
“[Helping women being financial-
ly independent] helps families 
and nations to grow,” she said. 
— lily templeton

Speaking Up
Honoring international Wom-
en’s Day, Theory has partnered 
with Prinkshop, the “wear what 

you care about” apparel and 
accessories brand that turns 
bystanders into activists.

Together, they have collab-
orated on four limited-edition 
T-shirts that inspire women 
to use their voices. The shirts, 
which sell for $40 on theory.
com and in Theory stores, will be 
available through the month.

The collection’s proceeds will 
help fund a donation to WE NYC, 
an initiative based out of the 
city’s Department of Small Busi-
ness Services that is dedicated 
to helping women start and grow 
their businesses.

On Tuesday night, Theory 
hosted its fifth Be Heard panel 
featuring Susan Lyne, president 
and founding partner of  BBG 
Ventures; Amanda Hesser, 
cofounder and chief executive 
officer of Food52, and Shan-Lyn 
Ma, ceo and founder of  Zola.

The panel was moderated by 
Dee Poku, founder of the Wom-
en’s Inspiration and Enterprise 
Network. The conversation 
focused on how female founders 
are driving gender parity by 
building their own businesses 
and following their own rules. 
— l.l.

Remember 
Them?
the new york times is ob-
serving International Women’s 
Day by rolling out “Overlooked,” 
an ongoing project that writes 
obituaries of influential women 
who didn’t get their due from The 
Times at the time of their death. 
The project, which is overseen 
by Times gender editor Jessica 
Bennett, kicks off with 15 obitu-
aries for women including Diane 
Arbus, Sylvia Plath, Henrietta 
Lacks and Ida B. Wells. 

According to Bennett, one of 
the difficulties inherent to the 
project was just figuring out who 

had, in fact, been overlooked.
“We consulted historians 

for ideas and also just started 
looking up random names who 
came to mind — but until only 
a few decades ago, married 
women’s obits were under their 
husband’s names, if you can be-
lieve it,” Bennett said. “We found 
odd things, like how Ida B. Wells 
had a front-page story about her 
marriage but no coverage of her 
death. Then there were women 
like Ada Lovelace, whose contri-
butions we knew had not been 
recognized by society-at-large 
until much later, so we had a big 
debate about who should count 
as ‘overlooked,’ since sometimes 
it was society, not The New York 
Times specifically.”

The initiative coincides with 
the launch of a new ad, part of the 
Times’ ongoing “The Truth is Hard” 
campaign, to highlight the paper’s 
reporting on women. The Times 
unveiled a commercial during 
The Golden Globes in January to 
emphasize its work uncovering 
sexual harassment. 

“This is one part of a much 
larger initiative to elevate 
women’s voices in our pages, 
and cover gender more broadly. 
So that means special projects 
like this, but it also means a 
newsroom-wide effort to better 
represent female voices, as well 
as covering masculinity, sexuality, 
gender identity and a whole host 
of other things. The way we see 
it, gender is a lens through which 

we view our journalism at large,” 
said Bennett, who started as 
gender editor in October of last 
year — right around the time that 
the paper published its investiga-
tion into Harvey Weinstein, which 
ushered in a new era of reporting 
on sexual abuse allegations.

The “obits of ones we over-
looked at the time” project isn’t 
the only thing The Times is doing 
for International Women’s Day. 
Italian jewelry firm Pomellato and 
The Times are collaborating on a 
project that includes Jane Fonda, 
Anjelica Huston and Chiara 
Ferragni among the influential 
women appearing in a Pomellato 
video to spread a message of 
female empowerment.

The video is to be unveiled 

today and The Times is running 
an article touching on import-
ant milestones in the women’s 
movement in the 20th and 21st 
centuries. These range from 
a woman’s right to vote until 
today’s #MeToo and Time’s Up 
movements, featuring historical 
summaries, photography and 
NYT archive links, as well as the 
Pomellato video.

The video includes interviews 
with Pomellato for Women 
ambassadors and other powerful 
female voices including: Aure 
Atika; Pomellato’s chief exec-
utive officer Sabina Belli; Kitty 
Cash; Stephanie Cayo; Caroline 
Corbetta; Clotilde Courau; Lisa 
Edelstein; Virginia Gardner; Isa-
bel Getty; Roxine Helberg; Virginie 

Ledoyen; J.J. Martin; Helen Nonini; 
Alexandra Richards; Ece Sükan; 
Anne-Sophie von Claer, and 
Chu Wong, in addition to Fonda, 
Huston and Ferragni.

 The Pomellato for Women 
campaign was launched in 2017 
to feature an inclusive, inspi-
rational and diverse group of 
women from various disciplines, 
ages and arts and to promote 
an idea of natural beauty. The 
campaign was photographed by 
Peter Lindbergh for the company, 
which is owned by Kering. As 
reported, Pomellato expanded 
the campaign with the arrival of 
Ferragni, who is the Milan-based 
jeweler’s ambassador for 2018. 
— kara bloomgarden-smoke 
and luisa Zargani

emily Ratajkowski 
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