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Fashion. Beauty. Business. 

A new year and, even more, a new decade. What 
wi l l  they bring — and how must the industr y 

continue to adapt to what wi l l  no doubt be an 
onslaught of  constant change? W WD looked at 

key issues that l ie  ahead in f inance, retai l ,  fashion, 
beaut y, media and the ar ts in  a series earl ier  this 

month. Here, we col late them into one issue of 
the Digital  Dai ly  for those who may have missed it 

—  or  want to keep the stories as reference to be 
prepared. — James Fal lon, Editorial  Director 
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WHAT TO WATCH

Fashion’s always had a little  
something more. 

With an entrée into self-image, lifestyle, 
sex, work, working out, class, international 
commerce and more, it’s an on-the-go 
industry changing season to season and 
moment to moment. 

But the Internet, the smartphone, social 
media, e-commerce and the rest have 
whipped up a whirlwind that’s lasted two 
decades already — and shows no signs of 
letting up in the 2020s.  

All that change has been great for fashion 
— or at least parts of it. The sneakerheads 
have been unleashed. The local fashionista 
has been elevated to international 
influencer. Nike Inc. is worth over $150 
billion in terms of market capitalization 
and offprice leader The TJX Cos. is valued 
at over $70 billion. And e-commerce, 
of course, has  made more than a few 
multimillionaires. The traditional players 
were largely caught flat-footed — they could 
almost be heard crying, “We do change, but 
not this much change!” 

Now they’ve woken up to the challenges. 
Walmart Inc. and Target Corp. are relevant 
in a new way and viable competitors to 
Amazon, PVH Corp. has brought Tommy 
Hilfiger into a fresh age and is looking for 
more brands to snap up, while Levi’s is cool 
once again — and has a $7.5 billion market 
cap to prove it.

The big are getting bigger and many of the 
others are falling further behind. 

Size, though, won’t be enough if today’s 
winners are going to come out on top again 
in 2030. To keep winning, the leaders will 
have to stay quick, nimble and always be 
aware of how the world is changing. 

That’s because it’s expected to keep 
changing — and fast. 

To offer a sense of the velocity, Marcie 
Merriman, managing director, advisory 
services at EY, pointed to the forthcoming 
5G network that will start powering 
smartphones this year. The jump from 3G 
to 4G, which helped streaming video jump 
onto smartphones a decade ago, boosted 
download speeds by 10 times. The leap from 
4G to 5G is a 100-fold increase. 

“It’s what the technology’s going to 
enable that’s going to be crazy,” Merriman 
said. But no one’s quite sure just how it 
will be used. A virtual reality in one’s palm 
at all times? A great big shopping mall in 
the cloud with digital avatars and new 
everything? 

Just what 2030 will look like is still 

anybody’s guess — just as no one in 2010 
could have predicted what 2020 would be, 
at least when it came to the turmoil that 
engulfed the fashion and retail worlds.  

But to take the pulse of the new decade 
and the trends that promise to shape 
fashion, WWD asked experts across the 
industry to peer into their crystal balls. 

The result? A vision of the future 
driven by a new kind of always-on retail, 
supercharged by artificial intelligence, 
all the more cognizant of its ecological 
footprint and courting an anxious 
consumer that’s even more technologically 
overloaded and wants to get the full 
shopping experience on their terms. 

If that sounds a little like last year on 
steroids — it is. 

The future is always based on the present 
with roots in the past. While there will be 
some X factor that will crop up and derail 
even the most sensible plans and predictions, 
there are some major trends that indicate at 
least the direction the industry is headed. 

Here, the start of a roadmap to at least try 
to point the right direction. 

ALWAYS-ON RETAIL 
As the 2010s started, retailers were waking 
up to the notion that e-commerce was not 
just a passing fad or a small niche, but a 
new foundational element for the business. 

The word omnichannel was everywhere 
and, if ill-defined at first, came to signify a 
merging of clicks and bricks where stores 
and web sites were combined to offer a 
unified view to consumers. 

Now, that consumer is heading into a 
world where the shopping experience is not 
just unified by channel, but omnipresent. 

“We’re going to get into the world of retail 
everywhere,” said Ryan Cotton, who is 
managing director of Bain Capital and sits on 
the board of Canada Goose Holdings Inc. “This 
notion of shopping being a discreet activity in 
our lives is not going to exist anymore, instead 
we’re going to always-on retail. The commerce 
line is going to blur into the everyday life 
line...companies therefore are going to 
have to become good at different forms of 
marketing, at being multichannel.” 

At the same time, Cotton predicted the 
savvier use of consumer data and AI will have 
businesses tailoring their products to smaller 
niches or individual consumers, with delivery 
becoming more automatic.

“In 10 years, your bathroom will know 
before you do that you’re running out of 
shampoo,” he predicted.

As more products are targeted at smaller 
segments of consumers, word of mouth 
— the lubrication of a lifetime of a retailer — 
matters less and less. 

Whereas 30 years ago consumers might 
have relied on branding to make decisions — 
sticking with Green Giant when getting beans 
at the supermarket — today Fresh Direct can 
fill that role. 

Cotton sees that kind of transition 
happening more and more, with big changes 
for merchants. 

“The customer ownership is going to 
happen at the service level and less and less at 
the brand level,” he said. 

BIG OIL, BIG TOBACCO, BIG FASHION? 
Sustainability — the top buzzword of 2019 — is 
sinking deep into fashion. 

While many brands try to talk up their 
good works, fashion is an industry with a 
large environmental footprint and Marcie 
Merriman, who is managing director, 
advisory services at EY and has a background 
in cultural anthropology, said people are 
starting to plug that into their ethical and 
career calculus. 

“I’m hearing from top executives all the 
way down to college students — they’re 
concerned about even working in the 
industry,” Merriman said. “Is it big tobacco 
or oil? In the past, being in fashion or beauty, 
it was more of a cache. Now there’s a lot of 
concern that, ‘Am I contributing to the end of 
the world by being in this industry?’

“It could really have a spinoff of a whole 
new economy around keeping things lasting 
and good,” she said.

That economy could already be starting up 
with the The RealReal having staged an initial 
public offering and ThredUp gaining steam in 
resale while more companies follow Rent the 
Runway into rentals. 

And Virgil Abloh, patron saint of 
streetwear, Off-White founder and creative 
director of men’s wear at Louis Vuitton, 
recently told an interviewer that streetwear 
would die in the 2020s as consumers “hit this 
like, really awesome state of expressing your 
knowledge and personal style with vintage.”

“In my mind, how many more T-shirts 
can we own, how many more hoodies, how 
many sneakers?” Abloh told Dazed magazine. 
“There are so many clothes that are cool 
that are in vintage shops and it’s just about 
wearing them. I think that fashion is gonna go 
away from buying a box-fresh something; it’ll 
be like,’ hey I’m gonna go into my archive.’”

AN ANXIOUS, LONELY CONSUMER
If consumers seem to be all over the place, 
who can blame them? 

Shopping has changed dramatically and 
so has their connection to the world. They’re 
always online, bombarded by marketing 
messages, news alerts and social updates.

It’s all coming so fast. And while 
everything is closer, other people are in 
many ways further away. 

Kit Yarrow, consumer psychologist at 
Golden Gate University, pointed to three 
trends that are “only going to increase” in 
the 2020s: 

• Anxiety 
• Social isolation
• Impatience
Anxiety has been on the radar for a long 

time, but Yarrow said it’s not the presidency 
of Donald Trump or the economy that’s 
putting people on edge. 

“The anxiety has to do with how 
superficially we understand the world — in 
little soundbites. We don’t have a deep 
understanding,” she said. 

While people are receiving their 
soundbites online, they’re getting more 
isolated and further from the cure. “The 
antidote for anxiety is really human 
connection and we get less of that,” 
Yarrow said. 

To fill the hole and ease their 
impatience, people are keeping very active 
and “scurrying around.” 

“A lot of this scurrying activity, where 
people are so busy, is what people 
are doing to escape feeling bored, or 
frustration,” she said.

It’s not all doom and gloom, though, and 
these trends open up opportunities for 
retailers to help pull consumers out of it. 

“Nobody buys stuff because they 
feel good; we’re buying things to solve 
problems,” Yarrow said. 

THE TECH PENDULUM SWINGS BACK
Everything that’s old might be new again by 
the time to ring in 2030. 

Eventually, the solidly middle-age 
Millennials, used to merchants bending 
over backward for them, might start to 
see the world through new eyes. And if the 
2010s were about those Millennials, the 
2020s up to 2030 and a bit beyond will be 
about Gen Z. With Gen Alpha right behind it.

“As the Boomers die off, this next 
generation, the digital natives, will have 
grown up completely conversant with 
technology, which is going to change the 
way everyone has to use technology,” 
consultant Jonathan Low, partner at 
Predictiv, said of the Millennials. “There’s 
going to be a lot more shorthand, if you will, 
the connection between consumers and 
merchants is going to be faster and easier 
because everybody’s going to know what 
everybody else wants and is doing.”

But all the personalization that has made 
that possible is going to start to push people 
all the more into their own silos.

“There’s going to be a push back into a 
demand for more communal experiences,” 
Low said. “By 2030, people who have 
grown up with phones in their hands are 
going to want something else. If you grew 
up going to malls, then e-commerce is new 
and interesting and convenient. If you grew 
up with e-commerce and never going to 
malls because that was a hassle seemingly, 
that could be new and interesting.”

A LOCAL FOR LOCAL SUPPLY CHAIN
While fashion companies serve up new 
styles for new consumers in new ways on 
the front ends of their businesses, they’ll 
also be managing through big changes on 
the back end. 

Stephen Lamar, the newly minted 
president and ceo of the American 
Apparel & Footwear Association, said the 
biggest change the industry’s seen on the 
sourcing front in a generation has started 
and is now “irreversible.” 

But in many ways the changes that have 
flowed out of the U.S.-China trade war 
were already underway when Donald 
Trump became president.

“People have been talking about moving 
away from China for a long time,” Lamar 
said. “The sourcing disruption is obviously 
because of the trade policies, but it was 
received by an industry where a lot of the 
thinking was already happening or a lot 
of the action was already occurring. In 
many cases, it didn’t start something, it 
accelerated it. Ten years from now we’ll 
see a lot more of the effect of that.”

Companies with a lot of production in 
China are looking at Vietnam or beyond. 
“There’s a lot of interest in Africa now and 
I think that interest will only grow over the 
decade,” he said. 

But Lamar said “lower-cost labor may not 
be the driver that it was 20 years ago” as new 
technologies come online and as brands look 
to produce closer to where they sell. 

“There will be a very strong local for local 
part of this,” he said. “China will be a big 
market that will be serviced out of China.” 

The work will change as well. 
“The jobs will be different,” Lamar 

said. “Fifty years ago, we were looking for 
seamstresses and now we’re looking for 
software engineers and that’s just going to 
continue. It’s going to reflect back to the 
technology needs, where as the industry 
becomes more dependent on technology to 
either make the product or get the product 
from point A to point B or to sell the product, 
more and more jobs that are needed in this 
industry are going to be rooted in technology.” 
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Many anxious 
consumers 
will find 
themselves 
stuck on their 
own. 

Luxury retail is going to have 
to offer more than luxury retail.

Sustainability will continue to grow 
more important in the coming decade. 
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How Will 
The 2020s 
Roar? 

Anxiety, AI, always-on retail 
and a stronger move toward 
sustainability are all seen as 
shaping the new decade.   

BY EVAN CLARK
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How Long Will  
The Economy  
Hold Strong?  

With interest rates still low, and retail sales on the 
upswing, a recession in 2020 appears less likely  
to happen.  BY SINDHU SUNDAR

Legislation and Enforcement in 2020 
State legislators in particular are expected to expand on some of the advances in privacy and labor law protections 
of the past year.  BY SINDHU SUNDAR

Despite worries the economic growth 
of recent years is bound to end, the labor 
market, consumer spending and retail sales 
all seem to be faring well enough to stave off 
a recession in the U.S. in 2020, experts say.  

The real GDP, whose movements reflect 
economic performance, rose 2.1 percent 
in the third quarter of 2019, according to 
the U.S. Bureau of Economic Analysis. The 
figure marks a fairly comparable rate of GDP 
increase across quarters since 2016, albeit 
lower than the fourth quarter high in 2017 of 
a roughly 3.4 percent increase in real GDP. 

The numbers overall paint a picture of 
slowing economic growth, but that doesn’t 
mean a decline, said David Duell, principal 
economist at data company IHS Markit.   

“It’s more like taking your foot off the gas 
pedal than hitting the brakes,” he said.  

Retail sales tend to be a bit more volatile, 
performing well one year and dropping 

the next, but by that measure, too, 2019 
reflected ongoing consumer confidence, he 
said. According to IHS Markit’s estimates, 
inflation-adjusted retail sales saw 2.2 
percent growth in 2019. That increase is an 
improvement from the 1.6 percent figure 
of 2018, though that followed a roughly 
3.9 percent rise in 2017, according to the 
company’s figures. 

Consumer spending has also steadily 
ticked up in 2019, with personal 
consumption expenditures increasing by 
0.4 percent in November, a roughly $64.9 
billion increase from the previous month. 
The Federal Reserve repeatedly cut interest 
rates in 2019, making it easier to, among 
other things, get loans. 

“It’s harder to enter a recession when you 
can keep borrowing,” said Duell. “At some 
point, the money runs out and that’s when 
you have a recession.” 

Tipping over into a recession usually 
requires triggering factors. In the 2007-
08 crisis, for instance, that was the 
housing bubble inflated by the sub-prime 
mortgage lending practices at the time 
and the financial industry’s securitization 
of precarious loans.

As for what those potential triggers 
look like in the present day, experts point 
to high-risk corporate debt, which lowers 
companies’ credit ratings, as well as 
student loan and auto debt.

“What do these things have in 
common? They’re basically a result of 
financial institutions looking for where 
the high yields are,” said Duell. “That’s 
a different dynamic than we had in the 

great recession [of 2007-08], where  
you had these animal spirits — with 
people across the economy taking  
on excessive risk and there was less 
robust regulation.”  

IHS Markit’s own forecasts, based on its 
recession indicator model, project a 20 
percent risk of a recession over the next 
year, which is fairly low odds, according 
to the company.

“If you’re describing that qualitatively, 
people acknowledge it’s a risk, and 
more of a risk during the early stages 
of the recovery, but it’s not imminent,” 
said Duell. “It would be a relatively 
unexpected event for the economy to 
enter into a recession into the next year.” 

California was front-and-center in 2019 
for measures to address data privacy and to 
prevent workers from being miscategorized 
as “independent contractors.” In 2020, 
other states are expected to take similar 
steps to protect workers and consumers, 
given the slim odds of any major federal 
legislation passing in an election year. 

The California Consumer Privacy Act, 
which the state passed in June 2018 and 
amended over the past year, took effect Jan. 
1. The law, which is meant to give consumers 
more agency over their personal data, takes 
cues from the European Union’s General 
Data Protection Regulation in 2018. 

California’s measure is among the earliest 
of its kind in the country and comes amid 
public outcry and increased enforcement 
attention on tech companies’ handling of 
user data, perhaps best symbolized by the 
Federal Trade Commission’s $5 billion fine 
in July on Facebook. 

But such measures have major implications 
for retailers, which are increasingly tracking 
customers’ online habits and location data to 
figure out their movements, spending habits, 
and preferences, experts said. 

“Every retailer is also a technology 
company,” said Alysa Hutnik, who chairs the 
privacy and information security practice at 
Kelley Drye & Warren LLP. 

“It’s all about how you reach your 
audience, and retailers are no exception,” she 
said. “So what does that mean for interest-
based advertising?” 

The U.S. doesn’t yet have an omnibus 
privacy rule similar to the EU’s GDPR, which 
allows states to fill the vacuum. There are 
signs of movement in that direction on the 
East Coast, with legislatures in New York, 
New Jersey and Pennsylvania contemplating 
similar measures. In May, for instance, a 
group of Democratic state senators in New 

York introduced a bill to require companies 
to get consumers’ permission to share or 
sell their information, though the measure 
appears to have stalled for the time being. 

There is also a federal bill in the works, 
a draft of which the House Energy and 
Commerce Committee issued in December. 
While a final version may yet be in the distant 
future, it’s not clear what it would look like, 
or whether a federal law would still allow 
consumers to sue companies over privacy 
issues, or block states from legislating the 
same issues.  

“With federal legislation in the works, 
there is still the question of whether it would 
allow a private right of action for privacy 
violations — that is, whether it would allow 
regular customers to bring privacy suits 
against companies,” said Hutnik. 

“There is also the question of whether 
any federal legislation that passes would 
preempt any state legislation, or [if it would] 
establish some level of baseline protections 
and allow states to build on it with their own 
laws,” she said.   

On the workplace front, California also 
made waves with its AB-5 legislation, passed 
in September, that would restrict companies 
from classifying workers as independent 
contractors, and which was also set to take 
effect in the new year. 

The measure, sparked by the gig worker 
model of ride-sharing apps including Uber 
and Lyft, will prevent companies from 
categorizing workers as independent 
contractors if they’re doing work that’s 
part of the usual course of the companies’ 
business, according to a copy of the bill. 

While companies argue that the 
independent contractor definition gives 
workers the flexibility to set their own 
hours, critics have highlighted the benefits 
and protections workers lose by not 
being treated as employees. Independent 
contractors don’t qualify for the kind 
of benefits that regular employees do, 
including minimum wage Social Security, 
worker’s compensation and health 
insurance benefits. Independent contractors 
are also not covered by federal workplace 

discrimination protections — though some 
state antidiscrimination laws may apply to 
them, such as in New Jersey. 

Other states are expected to follow 
California’s example with similar measures 
to limit the independent contractor 
definition, and to give rights to independent 
contractors similar to those full-time 
employees receive. 

“There will be many more states over 
the course of the next year that implement 
additional protections for people who we 
think of as independent contractors,” said 
Christopher Parlo, coleader of Morgan, 
Lewis & Bockius LLP’s wage and hour 
litigation and counseling practice and its 
independent contractor team. 

In terms of federal antitrust enforcement, 
the Department of Justice and the Federal 
Trade Commission have both indicated they 
will take a closer look at digital platforms. 
The agencies are likely to look at the 
potentially anticompetitive pursuit of deals 
and contracts, said Mark Ostrau, who chairs 
Fenwick & West LLP’s antitrust & trade 
regulation practice. 

“Probably the biggest story of the second 
half of [2019] and focusing on [2020] is the 
increasing attention paid to the major tech 
platforms, and what, if any, enforcement 
might come of that,” said Ostrau. “At a 
minimum we’re likely to see that any 
transactions that the big players plan will get 
a very close look regardless of the presence 
or absence of any competitive overlap.” 

The FTC also looks into privacy issues, 
albeit through the limited lens of policing 
unfair or deceptive practices. 

“A lot of the concern people have with the 
aggregation of data is not so much antitrust, 
but more privacy and civil liberties,” said 
Ostrau. “[And] the antitrust agencies are not 
the best ones to address those concerns.”

A recession in 2020 seems less likely. 

A bronze statue of a bear sits outside the governor’s office in 
the office building attached to the Capitol, in Sacramento, Calif. 
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Currencies to Cause 
Trouble in 2020? 

Last year, trade tensions had an outsize impact on 
exchange rates. This year, analysts suggest the world’s 
currency markets could be quieter.  BY CATHRIN SCHAER

The Aging Millennial 

Last year, trade tensions had an outsize impact on 
exchange rates. This year, analysts suggest the world’s 
currency markets could be quieter.  BY KELLIE ELL

Currency fluctuations impact everything 
from fashion’s supply chains and financial 
reports to how likely, and where, a 
customer is most likely to spend on that 
pricey designer handbag. Here, a rundown 
of how the major currencies are expected to 
trend this year: 

A STEADIER YUAN
The Chinese yuan is one of the currencies 
of most concern to big luxury brands: After 
all, Chinese consumers remain responsible 
for around a third — and rising — of the 
world’s spending on luxury brands, 
according to analysts at consultancy Bain & 
Company.

In the middle of last year, faced with 
President Donald Trump’s penalizing 
tariffs on Chinese-made goods, the Chinese 
government devalued the yuan in order to 
prevent their products from becoming less 
competitive. Luxury companies scrambled 
to compensate.

This year, U.S.-China trade tensions are 
not going away, but there is unlikely to 
be another big devaluation of the yuan, 
according to Ed Moya, senior market 
analyst for foreign exchange company and 
trader Oanda. “The U.S.-China trade war 
is unlikely to intensify like it did this past 
summer,” he said. “The trade front should 
be mostly positive or hold since the Chinese 
do not want to see their domestic growth 
drop below 6 percent and President Trump 
wants a strong economy going into the 
2020 election.”

Some political pundits agree that, 
facing re-election, Trump will want a less 
antipathetic approach to this major Asian 
trading partner. Several end-of-year reports 
have also come out, damning the tariffs for 
causing slowdowns in U.S. manufacturing 
and job creation. But others say that Trump 
may just keep playing to his conservative 
constituents and keep up pressure on China.

Recent events support the former theory, 
after the White House said it would pull 
back on some of the Chinese tariffs, with a 
partial agreement slated to be signed Jan. 
15. But optimism was quickly tempered 
when it became clear that only around 11 
percent of the $80.5 billion worth of tariffs 
was being removed. 

INCREASINGLY UNATTRACTIVE YEN
During the summer of 2019, the Japanese 
yen rose fast against the U.S. dollar — too 
fast for some brands, including Shiseido. 
Foreign exchange experts say that because 
the yen is seen as a “safe haven” currency 
in tumultuous times, its ascent mostly 
had to do with U.S.-China trade tensions. 
Over the past few years, Japan, one of the 
world’s three biggest markets for luxury 
consumption, has come out of a long-
running recession and consumer demand 
has been buoyant (particularly ahead 
of a recent October 2019 sales tax hike). 
However, given the yen’s rise, and the 
fact that it makes Japanese exports more 
expensive — they fell by around 9 percent 
last October—- there are now concerns that 
Japan faces a mild slowdown this year. 
The yen’s fortunes in 2020 will depend 
on the local government’s reaction to 
this, and whether relations between the 
U.S. and China improve. If they do, and 
if other uncertainties — such as Brexit — 
are resolved, the yen will no longer look 
as attractive, which rules out further 
meteoric rises. 

VOLATILE BRITISH POUND
Even though the results of the December 
election in Britain mean that the U.K.’s exit 
from the European Union is now all but 
inevitable, the machinations — read, trade 
negotiations — around that departure are 
likely to continue all year. This means the 
British pound will remain volatile.

“Brexit will remain a headache but the 
light at the end of the tunnel is there for 
the British pound,” Oanda’s Moya said, 
noting that sterling could actually gain 
this year after a run of steady losses. 
Meanwhile, other analysts have pointed 
out that British Prime Minister Boris 
Johnson appears set on keeping his 
promise to Brexit-friendly voters and will 
insist on a fast withdrawal from the EU 
rather than an advantageous one. If that 
happens, this could put pressure on the 
pound again and the yo-yo effect, already 
seen in late December, will continue. 

DIMINISHING DOLLARS
There are forecasts that American spending 
and growth will flatten this year and most 
analysts — from the likes of Deutsche Bank, 
Goldman Sachs and JP Morgan — have said 
that, as a result, the U.S. dollar is likely 
to fall moderately against the euro, and 
most likely early on in 2020. The fall will 
depend on how much global markets grow 
comparatively as well as U.S.-China trade 
tensions. That could be good news for 
companies that have blamed the strong 
dollar for a lack of shopper-tourists and the 
resulting retail slump in the recent past.

A minority of analysts believe the dollar 
will remain strong and possibly even get 
stronger because it’s seen as a safe bet. 
Whatever happens, most indicators suggest 
that the process will be a gradual one.

AN APPRECIATING EURO
Most Forex analysts say the euro is likely 
to appreciate against the dollar this 
year by between 4 and 6 percent. Last 
year, the euro was also predicted to gain 
but thanks to various issues — such as 
Brexit, global trade tensions and a more 
restrained economic outlook in countries 
like Germany — it did not. However in 
the coming 12 months a return to trade 
stability, a rebound in manufacturing and 
stronger European consumption should 
all equal positives for the euro zone, 
experts say.

Foreign exchange fluctuations impact 
perceptions of a company’s performance 
and in the recent past, Europe-based 
luxury brands that report their financials 
in euros have looked better because 
their currency was weaker; this in turn 
impacted share prices and investor 
sentiment. However a stronger euro 
should not worry Italian and French 
luxury brands that benefited from 
a weaker currency in 2015. As Moya 
pointed out, “a stronger European 
economy will protect luxury brands’ 
profits even if the euro appreciates 5 
percent next year to the dollar.”

Brexit is still a factor, Moya said, but 
that’s unlikely to weigh on the euro 
again until later on in the year, and 
only if confidence in the U.K.’s Johnson 
government is lost.

More expensive this year? A Louis 
Vuitton store in Chongqing, China.
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It’s happening: Millennials are  
getting older. 

The generation that has forever been 
personified as youthful, embodying the 
future and pursued by marketing agencies 
for their buying power will be in their mid- 
to late-40s by the end of the next decade. 
But will the shift into middle age affect their 
spending habits? 

“We’ve actually already seen the 
beginning of the change of the Millennial 
consumer,” Marshal Cohen, chief industry 
adviser, at The NPD Group, told WWD. 
“Over the last three, four, five years, they 
were the favored nation. Everybody was 
chasing after the Millennial consumer. But 
they didn’t necessarily bare as much fruit as 
everybody thought they would deliver.”

In fact, Millennials are notoriously 
nonshoppers. So much so that they have 
been accused of killing everything from 
engagement rings to the beer and napkin 
industries to department stores to fabric 

softener to stilettos. (Although other forces 
are likely at play, like ath-leisure in the case 
of stilettos and the rise of online shopping 
weighing on department stores.) 

Interestingly, Millennials aren’t saving 
their hard-earned dough either, Cohen  
said. Rather, the distinction lies in what 
they’re buying.   

Millennials tend to spend more money on 
experiences, including eating out, than they 
do on things like fashion.

“Millennials are much more experiential,” 
he said. “What you’re seeing is the way 
they spend and where they spend. They’re 
spending money on the general term of 
entertainment. And that could be where 
they go to travel; it could be where they 
entertain, at home. They’re willing to spend 
for the convenience. They’ll pay $20 for a $5 
meal if it’s delivered. 

“On other ends of the spectrum they’re 
very frugal where they don’t feel that their 
priorities are as high,” Cohen continued. 

“Fashion is a great example. They’re buying 
less-expensive fashion. This is why we’re 
seeing a lot of fashion businesses really 
struggling to get growth, because they’re 
not able to get that customer base that they 
thought they were going to get.”

That’s bad news for retailers that have 
bet on Millennials for the next wave of 
consumerism.

Value retailers that offer affordable 
fashion, on the other hand, continue 
to grow. Fashion sales at Target, which 
included the apparel, accessories and 
intimates categories, grew 10 percent last 
quarter, compared with a year earlier. The 
off-price channel also continues to capture 
market share. TJX Cos. Inc., parent to T.J. 
Maxx and Marshalls, top $10 billion in sales 
in its most recent quarter. 

And Cohen said the trend will likely 
continue in the next decade as the aging 
Millennial continues to invest less on fashion 
and collecting physical objects and more in 
things like travel and home life. 

“Many of them are now career-centric,” 
Cohen added. “Or, they’re home-centric; 
they’re family-centric.” Hence, the declining 
interest in things like fashion. 

Adding to retailers’ frustrations is the 
rising rental and resale market. While 
Millennials have been accused of destroying 
many things, some things they’ve helped 

create — or revive — include subscription 
services, the resale industry and rental 
apparel market. The resale market, or thrift, 
for example, is expected to more than 
double — from $24 billion to $51 billion —  
by 2023. 

Meanwhile, the rental market continues 
to surge, with retailers such as Urban 
Outfitters, American Eagle Outfitters, 
Banana Republic, Cos, Bloomingdale’s and 
Vince, among others, getting into the rental 
apparel and accessories market. There are 
also a number of companies that purely rent 
out clothes, including Rent the Runway,  
Le Tote, Gwynnie Bee, The Black Tux and 
Style Lend.

The trend lets consumers try before they 
buy, gives them access to brands at higher 
price points that they wouldn’t normally 
be able to afford and it’s more eco-friendly 
— something both Millennials and the 
cohort behind them, Gen Z, are increasingly 
concerned about.

“The Boomer mentality was, ‘Let’s get as 
many of these things [as we can] and build 
a wardrobe that way,’” Cohen said. “They 
had 18 pairs of jeans. They had 20 handbags. 
They had 40 pairs of shoes. The Millennial 
consumers isn’t doing that. The Millennial 
logic is, ‘I’m going to buy less. I’m going to 
pay more. But I’m going to get better.’ And 
that, to the Millennial, is value.”



6  JANUARY 20, 2020

WHAT TO WATCH

Britain Braces for 
Another Tough Year 
British PM Boris Johnson is limbering up for 11 months  
of trade talks with the EU, which may or may not result  
in a deal.  BY SAMANTHA CONTI

LONDON — It’s showtime.
After more than three years of 

heartache, headache, delays and 
parliamentary bickering, Britain will leave 
the European Union on Jan. 31, with just 11 
months to secure a new trade deal with the 
bloc — or not.

The nation may have voted for Brexit 
last month by handing Boris Johnson 
and the Conservative Party a thumping 
parliamentary majority — the biggest 
since the days of Prime Minister Margaret 
Thatcher — but while the country has 
united behind the party and its pro-
Leave PM, that doesn’t mean the next 12 
months are going to be easy. At the best 
of times, trade negotiations can be long 
and torturous.

To make matters more complex, 
Johnson has committed to leaving the EU 
for good, whether or not there’s a trade 
deal in place, by the end of 2020, a year 
of transition where Britain and the EU can 
continue to trade.

If there is no deal by Dec. 31, Britain 
would default to World Trade Organization 
rules, which could mean onerous taxes on 
imports, exports, raw materials, clothing 
and fabric samples, and works of art 
traveling between the U.K. and Europe.

Just after Christmas, European leaders 
including Michel Barnier, the EU’s chief 
Brexit negotiator, said nailing a full free-
trade deal by the Dec. 31 deadline was 
“very unrealistic,” while the new European 
Commission president Ursula von der 
Leyen said she was extremely concerned 
about the abbreviated timetable.

She is already plumping for an extension 
if talks are not on track by midyear. 
That sentiment won’t go down well with 
bulldozing Johnson, who now has a 
parliamentary majority of 80, and can 
effectively push through any legislation the 
party wants.

While many British business owners 
and operators may have been relieved 
that Jeremy Corbyn’s hard-left Labour 
Party failed to win the general election on 
Dec. 12, they were quick to raise the alarm 
about the consequences of a bad trade 
deal, or none at all.

The British Chambers of Commerce 
summed up the mood here, stressing  
that getting the detail of a trade deal right 
is far more important than simply getting 
it done.

“Unless a comprehensive U.K.-EU trade 
agreement is in place by the end of next 
year, businesses could once again face 
a cliff-edge — and seismic changes to 
trading conditions equivalent to a no-deal 
exit,” the business lobby said. “Ministers 
must urgently consult businesses 
communities throughout the U.K. and 
British firms operating in Europe, to 
ensure that the new relationship meets 
real-world needs rather than short-term 
political objectives.”

Within hours of the election result 
announcement on Dec. 13, luxury and 
beauty industry figures had already 
expressed their relief — and concerns — 
about the Johnson government strategy.

Helen Brocklebank, chief executive 
officer of Walpole, which represents 
British luxury businesses across various 
industries, said that on one hand, the 
election result was positive. “Members 
will welcome an end to the uncertainty 

of the last three years and, historically, a 
Conservative government has offered the 
conditions in which British luxury thrives.”

But she was quick to add that a 
securing a hardworking trade deal for the 
high-end sector in just 11 months from the 
Jan. 31 withdrawal will be challenging. 
“For British luxury fashion businesses 
with deep supply chains through Europe, 
the devil will be in the detail of that 
trading agreement.”

Caroline Neville, president of CEW 
(U.K.), the beauty industry organization, 
said a strong Conservative government 
“is good for business, the economy and 
the livelihoods of our members. The 
result ends three years of uncertainty and 
(challenging) trading conditions for the 
beauty industry, so we hope that consumer 
confidence will lift.”

She, too, expressed concerns about the 
nitty-gritty of the trade deal.

“Of great concern to CEW is the 
protection of effective supply chains and 
access to ingredients and resources. We 
hope for a swift and positive resolution of 
the talks,” Neville said.

The volatile British pound has reflected 
business leaders’ concerns: Having 
hit a high of $1.35 as the exit poll was 
announced on Dec. 12, the currency is 
trading at $1.31. Against the euro, the 
British currency has fallen to 1.17 from its 
post-election high of 1.20.

There are more trade woes in store 
for British businesses, especially luxury 
ones that export to the U.S. As of October 
— and unrelated to Brexit — exporters 
of cashmere sweaters, men’s suits and 
women’s swimwear have had an extra 25 
percent tax slapped on their products.

The U.K. has been penalized alongside 
countries including Germany, France and 
Spain, as the U.S. began imposing levies 
on $7.5 billion worth of goods.

The tariffs are the result of a World 
Trade Organization ruling that stems 
from a long-running dispute between 
the U.S. and the EU over subsidies to the 
aviation industry.

Even after the U.K. leaves the EU, it will 
still be subject to the tariffs. The U.S. is the 
single most important market for British 
luxury exports, according to the industry 
lobby Walpole. It is also Britain’s second-
largest trading partner after the EU.

There has been no indication so far that 
the U.K. and its European partners plan to 
retaliate with any tariffs on U.S. exports to 
the region. B
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Retail’s Mergers & 
Acquisitions
Will legacy retailers continue to buy up smaller brands 
and digital upstarts?  BY KELLIE ELL

Retail comes together by way of M&A. 
More precisely, in the last few years 

legacy retailers have bought smaller 
brands, many of them digital upstarts, 
in the hopes of strengthening their 
portfolios. 

“There’s learnings on both sides,” 
Ariela Esquenazi, founder, chief 
executive officer and president of Ariela 
& Associates, an intimates apparel 
manufacturer, told WWD. 

In the case of her firm, which 
purchased lingerie company Curvy 
Couture for an undisclosed amount in 
November, it’s able to learn more about 
making bras for the plus-size market, 
while Curvy is able to scale. 

When Wacoal bought lingerie start-
up Lively last summer, Bob Vitale, 
president and ceo of Wacoal America 
at the time, also said the deal benefited 
both parties: Wacoal was able to learn 
from Lively’s digital prowess, while 
the digital native was able to scale with 
Wacoal’s well-established infrastructure. 
There are other examples, too, like 
Vera Bradley buying a majority stake in 
jewelry upstart Pura Vida last summer. 
Or, when PVH purchased digital lingerie 
brand True & Co. in 2017. 

“What the digital brands do really, 
really well is the way they go to market,” 
said Todd Mick, executive director of 
U.S. fashion footwear and accessories of 
market research firm The NPD Group. 
“They have great storytelling, they  
have a great founder story; they’re 
very p.r.- and media-savvy. They’re 
incredible about building a community, 
connecting to new consumer groups 
and embracing their values. 

“But traditional retailers create 
innovative benefits, the infrastructure 
around delivering innovation, bringing 
them to the marketplace,” Mick 
continued. “Quite frankly, digital native 
brands don’t have that.” 

But the acquisitions aren’t restricted 
to Internet brands. In fact, they’re 
rolling out through the retail world. 

Most recently, luxury fashion house 
LVMH Moët Hennessy Louis Vuitton 
added to its already extensive portfolio 
when it bought Tiffany & Co. for $16.2 
billion in November. 

Capri Holdings Ltd., formerly the 
Michael Kors company, has been on a 
buying spree since it purchased Jimmy 
Choo in 2017, then Versace in December 
2018 and most recently signed a 
definitive agreement to acquire Italian 
atelier and shoe manufacturer Alberto 
Gozzi Srl in Pistoia, Tuscany.

Likewise, Tapestry Inc., originally 
Coach, purchased shoe company Stuart 
Weitzman in 2015, followed by women’s 
ready-to-wear and accessories brand 
Kate Spade two years later. VF Corp. 
has been buying up companies for 
years, including Vans, Calvin Klein and 
Tommy Hilfiger. Now there’s rumors 
that VF is in the running to acquire 
luxury sneaker brand Golden Goose. 
There’s also talk that Kering wants to 
buy luxury jacket maker Moncler. 

“Given where valuations are in the 
branded space, it wouldn’t surprise me 
if in 2020 we see more M&A activity 
in the space than we have in the last 
year or two,” said Ike Boruchow, senior 
retail analyst at Wells Fargo. 

That leads some to wonder which 
brands could be next? While Tapestry 
has said it’s on hold for now,  
Boruchow said VF will likely be the next 
to make a move. 

“They’re six years out of their last  
deal and all those other deals have 
already worked to become very 
accretive,” Boruchow said. 

He added that he doesn’t think  
many acquisitions will occur in the 
branded space. 

“There’s a lot of smaller companies 
that I hear about where growth is 
stagnating, versus where things are 
becoming more and more exciting,” 
he said. That includes online platform 
retailers that sell a variety of brands. 
Companies like Stitch Fix, The RealReal 
and Revolve. 

“Where you hear about brands and 
companies that are starting to do very, 
very well, where you see more  
public activity, is on the e-commerce 
side,” Boruchow said. “That’s really 
where you’re seeing more potential,  
real growth.” 

David Swartz, equity analyst at 
Morningstar Research, however, added 
a word of caution to potential investors. 

“Making an acquisition can cause 
years of problems if it’s the wrong one,”  
Swartz said. 

“Part of the problem is that we’ve 
been in a 10-year bull market for the 
stock market,” he added. “That means 
valuations of public companies and 
private companies are quite high. It’s 
tough to find anything to buy at decent 
valuations. And there’s only so many 
brands that become available in any  
one year. Buyers know this. So, 
sophisticated buyers like VF or LVMH,  
are not going to overpay. Unless they 
really see the value.”

Prime Minister Boris Johnson delivers a victory 
speech to Tory party members, workers and 
activists, after winning the 2019 General Election 
at the Queen Elizabeth II Centre, London.

Retail mergers and acquisitions increased in 2019, but will the trend continue in 2020?



JANUARY 20, 2020  7

WHAT TO WATCH

Chinese Investors Will Persist in 
Purchasing Fashion, Luxury Brands 

Despite failures, with the speed of China, it won’t be long for a luxury conglomerate to 
emerge from the world’s largest luxury market.  BY TIANWEI ZHANG

Possible Moncler Deal 
Drawing Attention to 
Italy’s M&A Activity 

The year 2020 kicks off with questions swirling over a 
potential acquisition of Moncler by Kering.  BY LUISA ZARGANI

The past year has been disastrous  
for Chinese investors, but the setbacks 
have done little to quell their appetite for 
acquisitions.

Gangtai Group had to sell Buccellati back 
to Compagnie Financière Richemont after 
failing to fulfill the promises it made when it 
bought the brand. SMCP’s owner Shandong 
Ruyi struggled with severe debts, and was 
forced to accept a $495 million investment 
from a state-owned company.

The textiles and clothing giant also 
failed to seal its deal to buy Bally, and 
had to cut back at Cerruti and its other 
Western brands. 

The Chinese government’s tighter rules 
on overseas investments, the trade war 
with the U.S., and the devalued renminbi 
have all staunched the flow of capital from 
the country, while Chinese managers have 
struggled to run the luxury businesses 
they’ve acquired.

Despite the setbacks, and looking ahead 
to 2020, Chinese fashion companies  
and investors are still very ambitious, 
because they need to achieve growth  
via acquisitions.

In addition, international brands with 
storied histories and fashion desirability will 
continue to be desirable targets, according 
to Ruisun Shi, founder of IBCI, a Chinese 
company that specializes in international 
fashion brand investment and management, 
for companies with a minimum annual 

turnover of 150 million renminbi, or $22.36 
million at current exchange. His clients 
include JNBY, EPO Group, Peacebird, 
Dazzle, Anta, Ellassay and more.

Most of the top, publicly traded Chinese 
fashion and apparel companies achieved the 
scale they have today by dominating sales 
channels in different tiers of Chinese cities, 
and there is not enough space for growth 
with their current portfolios.

That is why Anta acquired Fila and paid 
4.6 billion euros to acquire Finland’s Amer 
Sports, while Ellassay bought the Chinese 

businesses of Ed Hardy, Vivienne Tam and 
Self-Portrait,  aiming to replicate their 
success with brands that operate in the 
same category.

At the same time, Chinese owners are 
taking action to manage their fashion assets. 
Lanvin’s parent company Fosun Fashion 
Group last February formed a fashion 
brand management company to serve firms 
targeting the greater China market.

Joann Cheng, chairman of Fosun Fashion 
Group, said it will “bring a comprehensive 
set of operational experience spanning 

across retail and digital in fashion,” and 
“allow us to maximize control over brands’ 
performance in our own backyard, enabling 
us to create incremental value for brands 
outside of their home markets.”

Fosun threw a major retrospective for 
Lanvin in Shanghai last December and 
presented 75 pieces from the famed French 
fashion house’s archives, dating from the 
brand’s founding in 1889 to the present day 
to mark the opening of the Lanvin Shanghai 
flagship.

Carven’s owner Icicle hired 
former Balenciaga veteran Daphné 
Cousineau as general manager of the French 
label to spearhead the relaunch of the 
historic fashion house.

Although some, including Pascal Martin 
at OC&C Strategy Consultants, believe 
Chinese firms are better positioned right 
now to work with brands that sit outside 
of luxury, that will change in the luxury-
hungry market.

According to Altagamma, the Italian 
luxury fashion association, the Chinese 
consumer generated about 90 percent of 
the growth in the luxury market. Bernstein 
Research said in a report last month the 
macroeconomic background in China is 
improving, with regard to international 
trade disputes, while there are signs of 
a more accommodating monetary and 
credit policy in the country.

“These developments could extend a 
positive demand environment for luxury 
goods, at least for the moment,” the 
report said.

Given the speed of change in China, 
which took four decades to achieve the level 
of urbanization that Europe developed over 
200 years, it might not be too long before 
a luxury conglomerate to rival LVMH Moët 
Hennessy Louis Vuitton or Kering emerges 
from the world’s largest luxury market.

MILAN — Will it or won’t it? The year 2019 
closed without a definite answer on whether 
Kering will buy Moncler and market sources 
contend the price has been a stumbling block, 
slowing down the alleged negotiations.

According to a source, who believes 
Kering is seriously considering a takeover of 
Moncler, the deal could be in the range of 13.5 
billion euros to 14 billion euros, a 30 to 40 
percent premium on the outerwear brand’s 
capitalization of 10 billion euros.

Moncler’s chairman, chief executive officer 
and shareholder Remo Ruffini toned down 
the speculation in December, stating that 
he “would like to clarify that from time to 
time he maintains contacts and interacts 
with investors and other sector participants, 
including the Kering group, in order to 
explore strategic potential opportunities to 
further promote the successful development 
of Moncler. At the moment, there is not any 
concrete hypothesis under consideration.” 
Kering had no comment on the rumors.

The speculation arose shortly after the 
Tiffany & Co. acquisition by LVMH Moët 
Hennessy Louis Vuitton in a blockbuster 
$16.2 billion agreement and several industry 
observers saw Kering’s move as a response to 
that deal.

Flush with cash, Kering has been at the 
center of several M&A rumors, and was said 
at one time or another to be circling Salvatore 
Ferragamo, Valentino and Versace, which 

was sold to Michael Kors Holdings Ltd., now 
Capri, in 2018.

Surely M&A activities remain brisk.
In their study “M&A: What’s next?” 

Morgan Stanley analysts Elena Mariani and 
Edouard Aubin said “it is increasingly clear 
that the polarization of the luxury goods 
industry is accelerating, with conglomerates/
large brands outperforming the overall 
industry, while a number of smaller brands/
monobrands are not showing momentum.” 
They attributed this to operational synergies 
but, even more, to an ability to attract, retain 
and promote talent.

Mariani and Aubin expect more 
consolidation in light of the very low cost of 
borrowing; the strength of the top five players’ 
balance sheets, which they estimate have 
“never been stronger over the past 20 years;” 
the operational synergies groups can generate 
and the finite number of potential targets.

Morgan Stanley sees “a very limited 
number of potential targets” and groups such 
as LVMH and Kering “have shown less interest 
in acquiring small brands in recent years.” 
Mariani and Aubin do not see “any particular 
rush to sell” among the privately owned 
companies and imagine “consolidation will 
be a relatively slow process.” Rather, they see 
adjacent categories being of interest, from 
luxury autos, fine wines and spirits, to luxury 
hospitality, eyewear and prestige cosmetics. 
“Of all these categories, eyewear and 

cosmetics seem to be areas that would most 
likely be of interest as conglomerates already 
have some involvement in them.”

Former Bulgari and LVMH executive 
Francesco Trapani, who also served as a 
board director of Tiffany, during a talk in 
December staged by Italian daily Corriere 
della Sera, said “the creation of these 
conglomerates was favored in France because 
there are luxury companies that were passed 
down from generations while in Italy we have 
firms still helmed by their founders.”

Conversely, creating a conglomerate in 
Italy today is “substantially impossible,” 
according to Trapani, because there are few 
independent companies left in the country 
and these don’t have the financial assets to 
compete with luxury powerhouses in taking 
over key brands. When he was chairman of 
private equity Clessidra SGR from 2014 to 
2016, Trapani spearheaded the acquisition 
of the Roberto Cavalli brand in 2015. This 
was then sold to Vision Investment Co. LLC, 
controlled by Hussain Sajwani, founder 

and chairman of the Dubai-based Damac 
Properties Group.

Elio Milantoni, partner of Deloitte 
Financial Advisory & Corporate Finance, 
said investments in 2020 are expected to 
be focused on the cosmetics and fragrance 
sector, together with the apparel and 
accessories businesses, underscoring the 
importance of personal luxury for private 
equity funds.

According to the Deloitte Global Fashion 
& Luxury Private Equity and Investors 
Survey 2019, 70 percent of the investment 
fund managers that were interviewed are 
mulling investments in the luxury market in 
the next few years.

OTB, which controls Diesel, Maison 
Margiela, Marni, Viktor & Rolf and 
production arms Staff International and 
Brave Kid, was also interested in buying the 
Cavalli brand, as Staff International is Just 
Cavalli’s licensee. In July, OTB, founded by 
Renzo Rosso, increased its stake in Viktor & 
Rolf to 70 percent from 51 percent, which it 
had acquired in 2008, and in June it bought 
a stake in Amiri, the Los Angeles-based 
brand founded by Mike Amiri. With a net 
financial position totaling 111 million euros, 
ceo Ubaldo Minelli said last year there could 
be some M&A activity ahead.

After several months of speculation, in 
September, Richemont acquired Buccellati 
from Gangtai Group, which had acquired 
the Italian jeweler at the end of 2016.

Rumors also continue to swirl around 
Etro, although the namesake family that 
owns the company has denied it is for sale. 
Speculation about Qatar-based Mayhoola 
looking at selling Valentino and maybe 
divest from its fashion investments, which 
also include Balmain and men’s label Pal 
Zileri, have been fizzling, also in light of 
talk that former Prada and Gucci executive 
Jacopo Venturini is joining Valentino in 
a  top position, most likely succeeding ceo 
Stefano Sassi.

A look from the 
Lanvin 130th 

anniversary capsule.

The Moncler shop on 
the fourth floor.
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Emerging Markets for Luxury in 2020 
Chinese shopping habits, growing wealth in South East Asia and India’s gradual rise 
are scoring with analysts seeking luxury retail opportunities.  BY CATHRIN SCHAER

Despite trade tensions and political 
turmoil, the market for personal luxury 
goods grew by 4 percent to reach 281 
billion euros in 2019. The growth came 
mostly from Asia.

But as the new decade dawns, what are 
the market dynamics to keep an eye on? 
 
MAINLAND CHINA: GETTING 
DOMESTIC
Although the economic juggernaut 
of China has slowed, personal luxury 
purchases have not: They grew around 26 
percent in 2019, according to consultancy 
Bain & Company. Within five years, 
Chinese consumers could be responsible 
for almost half of all luxury purchases, the 
analysts said.

Thanks to previous Chinese 
government tariffs, a lot of those 
purchases — an estimated 70 percent — 
were made while traveling, because locals 
could get their handbags and shoes for, on 
average, about a 25 percent less outside 
the country.

More recently though, the Chinese 
government has wanted to encourage 
consumption inside the country. A 
change in policies, alongside price 
harmonization by luxury brands, 
means price variations are no longer 
so big. Also an issue: Anti-government 
protests in Hong Kong are keeping 
travelers at home. Additionally surveys 
have suggested that younger Chinese 
travelers are focusing less on shopping 
and more on touristic experiences.

By 2025, experts at Bain suggest 
Chinese shoppers will be making about 
half of their luxury purchases inside their 
own country, double what they buy at 
home now.

“Three or four years ago, you would 
see subsidized tours with buses full of 
shoppers. And it was important to buy 
outside the country — then you knew 
[your purchase] wasn’t a fake,” explained 
Karine Szegedi, head of fashion and 
luxury at Deloitte in Switzerland. “But 
that behavior has really shifted. Now a lot 
more retailers have opened mono-brand 
stores inside the country. They want to 
get closer to the Chinese consumer, to 
understand them better,” Szegedi told 
WWD.

 
SOUTH EAST ASIA: PREMIUM CLASS
By 2022, Thailand, Malaysia, the 
Philippines, Vietnam and Indonesia will 
have around 350 million middle-class 
consumers and that growing middle class 
is graduating from premium products to 
the luxury sector.

Analysts have a variety of buzzwords 
to describe these aspirational consumers: 
HENRYs (high-earner, not-rich-yet), 
mass-affluent and consumers who want 
“mass-tige.” Boston Consulting Group 
suggests this group is growing faster than 
the middle class in South East Asia, by  
8 percent a year in Thailand, Vietnam,  
the Philippines and Indonesia. By 2030, 
the mass-affluent will make up 21 percent 
of the population in those countries,  
BCG predicts.

There are other statistics worth 
considering, too: Combine all of their 
GDPs and the ASEAN nations have the 
fourth-largest economy in the world, 
with the third-largest population. Bain & 
Company reports that sales of personal 
luxury products are growing in the 
region already, rising 8 percent in 2018. 
Additionally, the average age in the region 
is around 29, which means more locals 
entering the workforce for some time to 

come. Also having an impact: Chinese 
shoppers traveling to the region to buy 
luxury.

SOUTH KOREA: EXPORTING 
CULTURE
Young South Korean consumers 
contributed to what Bain experts 
described as a “dynamic” market in the 
country. And South Korea became the 
Kering Group’s second-biggest emerging 
market after China in 2017. But South 
Korea also deserves a mention for the so-
called “hallyu” (or “Korean wave”) trend, 
which includes everything Korean, from 
cuisine and drama to K-pop and K-beauty 
products. Whereas once trends were set 
by European fashion and beauty brands, 
consumers in emerging Asian markets 
are looking for indigenous creativity. It’s 
another reason why so many Chinese 
shoppers are going to South Korea. It all 
equals stiff competition for European 
luxury brands: South Korea recently 
became the biggest source of cosmetics 
for Chinese shoppers, beating out France’s 
L’Oréal.

INDIA: EVER-GROWING MIDDLE 
CLASS
The market for luxury in India continues 
to grow although it is the slightly less 
expensive premium sector that will 
see the best numbers, with 7.5 percent 
compound annual growth rate annually, 
according to consultancy Ernst & Young. 
Those numbers are being driven by 
newly affluent locals, increasing online 
sales and markets developing outside the 
major metropolitan centers, it said in a 
report released in 2019.

The middle class in India is predicted 
to grow faster than counterparts in China 
or Brazil, at 1.4 percent a year between 
now and 2022. Even though currently 
there’s a bigger market in the country for 
more price-conscious fashion, “India is 
set to move from being an increasingly 
important sourcing hub to being one of 
the most attractive consumer markets 
outside the Western world,” consultants 
at McKinsey have argued.

LATIN AMERICA:  
MEXICAN POTENTIAL
Thanks to various political and economic 
crises in Brazil, Mexico has recently 
overtaken its southern neighbor in 
luxury purchases. Statista said sales of 
luxury goods, expected to total just over 
$4 billion in 2020, should keep rising 
around 1.6 percent a year. That makes it 
the biggest and fastest-growing market 
for luxury in the region. That’s based on 

growing numbers of Mexicans entering 
the middle class: By 2030, over half of all 
Mexican households — an estimated 18 
million — should have climbed into that 
category.
MIDDLE EAST: BIGGER SPENDERS
Even though locals in Middle Eastern 
countries are dealing with geopolitical 
and social turmoil, a fall in oil prices — 
the source of many Gulf state shoppers’ 
wealth — and lower consumer confidence, 
it’s worth considering that the average 
shopper in the United Arab Emirates and 
Saudi Arabia still spends about six times 
more on fashion purchases than their 
contemporaries in China. Personal luxury 
shopping in the region grew around 3 
percent in 2018, according to Bain and can 
be expected to stay between that and 5 
percent over the next five years.

Dubai, in the UAE, remains the largest 
hub for luxury shoppers, with sales there 
contributing 30 percent of the total in the 
region. A significant proportion comes from 
increasing numbers of tourists.

RUSSIA: BACK ON TRACK?
Despite an economic slowdown, McKinsey 
reported in its annual “State of Fashion” 
study that Russian luxury consumption may 
be back on track soon. “In 2018, LVMH, 
Dior and Tiffany all reported the highest 
sales in the region since 2014,” analysts 
wrote.

ONLINE: THE NEW DIGITAL FRONTIER 
IN EMERGING MARKETS
Sales of luxury goods are growing faster 
online than in physical stores, according to 
Euromonitor International, and this seems 
to be particularly true of emerging markets.

There is plenty of potential. In developed 
countries, e-commerce tends to make 
up over 10 percent of total retail sales. In 
emerging markets, such as India, Brazil 
or Turkey, it’s still below 5 percent, Bain 
reported in 2019. Analysts at Bain, working 
together with Google, listed the rates of 
penetration: averaging at around 1.9 percent 
in the MENA region, and then India and 
Indonesia only just above 2 percent.

At the same time, more and more 
consumers are coming online, particularly 
in South East Asia. In Indonesia, 83 million 
locals got on the Internet between 2016 and 
2017, equaling an increase of 74 percent. 
Vietnam’s users grew by 63 percent, and 
Thailand’s and Vietnam’s by over 50 
percent. In Russia, e-commerce grew by  
26 percent in the first six months of 2019 
and, as Bain researchers also noted, the 
average annual growth rate for e-commerce 
in the Middle East is far higher, at around  
25 percent.

The facade of top luxury shopping 
mall Plaza 66 in Shanghai.

The 
Pressure 
Cooker 
Of Post-
Christmas 
On the Edge: Who’s feeling 
the most pressure coming 
out of Christmas?  

BY EVAN CLARK

Now that the Christmas rush is over, 
it’s up to the accountants to give the 
final verdict on the season.

Expect some hand-wringing.  
While sales overall were seen as 

strong over the holidays, the revenue 
wealth was not shared evenly, with 
consumers spending much more 
online and prioritizing experiences, 
gadgets, their Netflix subscriptions 
and so on.

Every January there’s a reckoning — 
whether from bankruptcies for  
stores hoping the holidays would  
save them, or sweeping store 
closures or some retrenchment that 
has retailers moving toward a more 
protective stance. 

This month, it should start to become 
more clear who came out of the holidays 
with a little more momentum and hope 
and who’s hunkered down. Many public 
companies will release holiday updates 
— and the private players will just be 
whispered about — as they plan ahead to 
2020.

One the watch list:  

• Ascena Retail Group Inc. has 3,400 
stores — including Ann Taylor and 
Lane Bryant — and sales of $5.5 billion, 
but investors give the company little 
credit for that reach. They’re focused 
more on debt, which according to S&P 
Capital IQ stands at $2.3 billion, or 9.8 
times earnings before interest, taxes, 
depreciation and amortization of  
$239.1 million.
• Tailored Brands Inc. has a debt of 
$2.1 billion and is looking for ways to 
work that down. A stronger business 
would help, but the trend hasn’t been 
great with total sales for the third 
quarter, falling 3 percent to $729.5 
million. That leaves the retailer, home 
to Men’s Wearhouse and Jos. A. Bank, 
with the alternatives. The company has 
suspended its dividend and according 
to sources is looking to sell its Joseph 
Abboud brand. 
• Neiman Marcus Group is also wrestling 
with some serious obligations, a leftover 
from two consecutive private equity 
buyouts. The company has a debt load 
of $4.9 billion and — while there are no 
immediate payments due — the business 
needs more growth to help right its 
balance sheet. Adjusted EBITDA fell to 
$117 million in the quarter ended Nov. 1. 
Comparable sales, however, increased 
0.2 percent.
• J. Crew Group Inc. is another private 
equity backed retailer looking for a 
way to right its books. The company 
is in the process of separating out 
its Madewell business for a potential 
initial public offering. But just where 
that split leaves the J. Crew business 
remains to be seen. Third-quarter sales 
fell 4 percent to $415.8 million with flat 
comparable sales.
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What to Watch in Retail in 2020 
In a tough business climate, retailers must innovate, differentiate and build stronger 
bonds with consumers.  BY DAVID MOIN

WHAT TO WATCH

New mores, politics and technology are 
accelerating the pace of change in the 
world of retailing.

The most dramatic, ongoing 
development is the convergence of 
physical and digital retailing, forcing 
stores to cater to customers “whenever, 
wherever and however” they want to 
shop, and to provide faster deliveries, 
easier online navigation, knowledgeable 
and accessible sales associates, and 
BOPIS, the buy online, pick up in store 
service. “This trend is driving traditional 
brick-and-mortar retailers such as 
Walmart, Target and Best Buy to enhance 
their online functionality and offerings, 
while also pushing e-commerce retailers 
from Bonobos to Amazon to open brick-
and-mortar stores,” said Charudatta 
Ganpule, head of the retail research 
desk at Tata Consultancy, a global IT 
consulting firm.

Oliver Chen, Cowen & Co.’s managing 
director and senior equity research 
analyst covering retail and luxury goods, 
underscores the “bifurcation” of the 
retail industry, whereby the strong get 
stronger and the weak get weaker. He 
cites Target as one of the big winners 
going forward.

After a run of major bankruptcies and 
liquidations last year — Payless, Barneys 
New York, Dressbarn, Destination 
Maternity, Sugarfina, Avenue, Charming 
Charlie, Gymboree, FTD, Z Gallerie, 
Diesel, Charlotte Russe and Shopko, 
among them — the so-called retail 
“apocalypse” appears over. While big 
bankruptcies won’t be as prevalent, 
store closings will continue in what 

amounts to a healthy, needed culling. 
The U.S. remains seriously over-stored, 
there’s too much merchandise — a lot 
of it redundant — and the consumer 
demand for material goods is declining, 
while merchants emphasizing food and 
beverage, entertainment, travel services, 
exercise, health and social causes will 
gain in relevance.

“Major retailers are transitioning 
from their original business model into 
nontraditional, typically smaller store 
formats that are varied to match the shifts 
in what, when and where consumers 
want to shop,” Ganpule reported. She’s 
referring to pop-ups, mobile retail trucks 
and flash web sites, which are ubiquitous 
during the holiday season. Also, retailers 
are creating scaled-down versions of their 
typical large formats, to fit into tighter 
urban areas and adapt to the shift to 
more online shopping.

You don’t have to look further than 
the fourth quarter for clear signs of retail 
metamorphosis. Christmas promotions 
started earlier than ever, as far back as 
right after Halloween, and ended later, 
and deliveries got faster, cheaper and 
more reliable, enabling shoppers to avoid 
the crunch at the checkout.

There’s also a shift in the gifting. 
“The evolution of the shopping season 
continues from buying gifts from a gift 
list, to buying gift cards and giving digital 
cash through Venmo. Christmas Day 
becomes the new Black Friday,” said 
Marian Salzman, senior vice president 
of global communications, Philip Morris 
International. Or as Mary Ellen Coyne, 
chief executive officer of J.McLaughlin, 

said, “We don’t see people running to 
pick up faux fur hats or gloves. There’s 
a general sense that the customer is 
really looking for more interesting gifts, 
whether it’s home, technology or an 
experience. They are tired of giving 
typical presents.” 

Below, a list of 10 top trends in retail 
to watch for in 2020.
 
1: UNCERTAINTY REIGNS: Although 
consumers are financially healthy 
— unemployment is at record lows, 
wages are rising and the stock market 
surged — worries linger over a possible 
recession, trade wars and the presidential 
election. It all could dampen the mood 
to spend. But some of the concern is 
offset by what proved to be a good 
holiday season marked by record levels of 
shopping during the peak Thanksgiving, 
Black Friday, Cyber Monday and Super 
Saturday periods. That’s fueled some 
optimism for 2020.
 
2: CONVENIENCE: Retailers will be 
doubling down on BOPIS, self checkouts, 
faster deliveries and improving web 
site navigation. Walmart and Kroger are 
testing self-driving vehicles with third-
party vehicle providers for deliveries to 
consumers’ homes, and subscription 
services are on the rise, eliminating trips to 
the mall or shopping online.
 
3: RENTING APPAREL: It’s getting 
bigger, potentially representing 10 
percent of the broader apparel market 
in the medium term, according to 
Jefferies Research. Urban Outfitters, 
Bloomingdale’s, Lord & Taylor, 
Nordstrom and Vince are among the 
many retailers and brands getting into 
rentals, encouraged by consumer interest 
in sustainability, less interest in owning 
clothes, perceived value and retailers 
improving logistics and deliveries. 
Cowen’s Chen calls it “more thoughtful 
consumption behaviors where less can be 
more.” The key is figuring out how to make 

a rental business profitable. The costs of 
delivering and cleaning clothes are high.
 
4: SOCIAL RESPONSIBILITY: Retailers 
adopting socially responsible, charitable 
and environment-benefiting programs and 
practices such as avoiding plastics, utilizing 
regenerative and non-polluting materials, 
cleaner forms of energy, recycling, 
banning fur and insuring that products 
originate in factories with humane work 
conditions, will have a leg up.
 
5: TRANSFORMATION OF SQUARE 
FOOTAGE: It’s about monetizing the 
retail real estate that’s been undervalued 
and could be potentially more productive 
through alternative uses. Expect more 
redevelopments of malls and department 
stores. Macy’s Inc. will disclose further 
details on building a tower atop the Herald 
Square flagship in Manhattan. Retailers 
and malls will up the hospitality quotient 
and convert space for food and beverage 
formats, hangouts, barber shops, spas, 
cooking demos, book signings and pet 
events to draw traffic and elevate areas 
lacking productivity.
 
6: OFF-PRICE: The strong get stronger 
as consumers continue to flock to T.J. 
Maxx. Home Goods and Ross Stores. 
Macy’s Backstage off-price departments 
are mushrooming inside Macy’s stores 
and improvements at Saks Off 5th and 
Nordstrom Rack are happening. The 
“treasure hunt” and the high of getting a 
good bargain keep bringing customers in.
 
7: PARTNERSHIPS AND 
COLLABORATIONS: Products from 
Disney’s “Frozen 2” and “Star Wars” 
movies lifted holiday sales at a spectrum 
of stores, from Saks Fifth Avenue to J.C. 
Penney to Nickelodeon. Nordstrom’s 
arrangements to sell such brands as 
Topshop and Everlane create an air of 
exclusivity and appeal to new audiences; 
Kohl’s has been expanding the number 
of its stores accepting Amazon orders 
and returns, bringing additional traffic 
to its doors, and J.C. Penney Co. Inc. and 
Macy’s last year announced collaborations 
with ThredUp.
 
8: INTERNET INCREASES: Results 
from last holiday suggest no slowdown 
in sales gains, though some believe 
the Internet will cap out at about 30 
percent of U.S. merchandise sales and 
that the rate of increases on the Internet 
is slowing. In the third quarter of 2019, 
U.S. e-commerce sales represented 11.2 
percent of total sales, according to the 
Department of Commerce.
 
9: PERSONALIZATION: Through 
artificial intelligence — the biggest trend in 
retail technology — thoughtful messaging 
that reflects awareness of customers 
wants and needs, arming sales associates 
with data on shoppers and merchandise 
availability, and stepped up personal 
shopping programs, retailers build 
stronger bonds. Customization is part of 
bond-building through  monogramming 
or detailing jeans, sportswear and jackets 
per customer specifications. It’s been a hit 
at Muji, the Japanese retailer expanding 
in the U.S, and Nike’s flagship store on 
Fifth Avenue in Manhattan, which sells 
customized sneakers.
 
10: SERVING THE UNDERSERVED: 
Retailers fill voids in their merchandising 
and marketing by catering more to special 
sizes, minorities, lower-income and 
LGBTQ communities. Many retailers have 
been criticized for lacking inclusiveness 
and for not opening stores in inner-
city neighborhoods across the country, 
whereas the selection is greater in higher-
income communities.
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“Major retailers are transitioning from their original 
business model into nontraditional, typically smaller 
store formats that are varied to match the shifts in 
what, when and where consumers want to shop.” 

 
— Charudatta Ganpule, Tata Consultancy
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The Twilight Days of 
Old Barneys New York 
The fallen retailer’s inventory is still being purged in 
liquidation sales as creditors circle around what’s left of 
its estate in court.  BY SINDHU SUNDAR

Amazon + Kohl’s: 
A Power Couple? 

Will Kohl’s connection with 
Amazon — seen as a key 
traffic draw for the holidays 
— help build the retailer’s 
business?  BY EVAN CLARK

The Gap-Old Navy Divide 
It’s been a rocky pre-launch for a soon to be independent 
Old Navy, and questions remain for what’s left behind.  
 BY EVAN CLARK

Not much is left of the old Barneys 
in the new year, but the accounting to 
creditors past still continues. 

The Barneys New York liquidation 
sales are moving to their final phase, 
with in-store sales expected to run until 
the end of the month or through early 
February, according to a representative 
for B. Riley Financial Inc., one of 
Barneys’ debtor-in-possession lenders 
after it filed for Chapter 11 protection 
in August. B. Riley also teamed with 
Authentic Brands Group in its $271.4 
million deal to buy Barneys’ assets, which 
closed in November.  

The liquidation sales, which are 
being overseen by B. Riley subsidiary 
Great American Group, have halted on 
Barneys’ web sites barneys.com and 
Barneyswarehouse.com, with the rest 
of their inventory being transferred into 
the closing stores, according to B. Riley’s 
representative. 

A licensing agreement with ABG will 
allow Hudson’s Bay Co.’s Saks Fifth 
Avenue to refresh its contemporary lines 
with Barneys branding, as the future of 
its current physical presence, including 
the Madison Avenue flagship, remains 
unclear. 

Separately, another piece of the 
saga is playing out: the old Barneys 
predecessor is still in bankruptcy court 
in Poughkeepsie, N.Y., haggling with past 
creditors. A sticking point at this stage, 
which is fairly common in bankruptcy 
cases, is the question of whether vendors 
and suppliers who provided the company 
with goods and services during the 
bankruptcy will get paid, and how much. 

Unlike unsecured creditors, which 
includes vendors who were owed money 
from before Barneys’ bankruptcy filing 
and cannot expect to recover much, this 
group, known as administrative creditors, 
is entitled under the bankruptcy code to 
be repaid in full. 

In theory, the bankruptcy court does 
not have to approve a company’s Chapter 
11 plan to end its bankruptcy proceedings 
until those administrative creditors 
— attorneys and other professionals, 
goods vendors, companies that provided 
courier services, media and ad services, 
for instance — are paid. The idea is that 
all these companies helped sustain 
various aspects of the retailer’s life 
during the bankruptcy and that without 
them the company would not have been 
able to operate or have anything to sell 
during the process.  

But the reality often is that the shell of 
the bankrupt estate — especially after its 
assets have been sold off — may not have 
enough left to pay off its administrative 
debts. What follows then is a series of 
claims and negotiations with creditors 
to pay them off partially. In the Barneys 
case, many administrative creditors are 
expected to file their claims in January. 

“They need to understand the universe 
of administrative expense claims, for 
the purposes of considering whether 
the bankruptcy plan can be confirmed,” 
Patrick Collins, partner at Farrell 
Fritz P.C., said in its bankruptcy and 
restructuring and commercial litigation 
practices. The firm represents clients in 
the Barneys case. 

Fashion brands that shipped to Barneys 
during the bankruptcy had the option 
of being paid out of a $40 million pool 
of funds that the DIP lenders said they 
made available, and which they referred 
to as a “consignment facility.” During the 
bankruptcy, vendors were either offered 
cash in advance, or terms as negotiated 
with the company’s executives, or 
given the option of using the so-called 
consignment line. 

But as is often the case in retail 
bankruptcies, vendors’ confidence 
faltered, gumming up the influx of 
goods. During the first few weeks of its 
bankruptcy alone, between Aug. 6, when 
it filed for Chapter 11 protection, to Aug. 
31, the company reported in court filings 
that it incurred a net loss of roughly $16.3 
million. 

In late December, the court granted 
a series of fee applications, including 
nearly $3 million to Kirkland & Ellis LLP, 
which has represented Barneys in the 
bankruptcy proceedings, for its work 
from Aug. 6 to Sept. 30. 

Unsecured creditors including top 
brands such as The Row, Chloé and 
others that were owed money from 
before the bankruptcy, can theoretically 
expect to recoup little if anything, as is 
usually the case in bankruptcies. But 
what usually follows at this stage is some 
level of negotiation between the Barneys 
estate, administrative creditors and 
unsecured creditors, to parse out the 
claims, and who gets repaid how much. 

“Everything in bankruptcy takes place 
in multiple paths at the same time,” said 
Joseph Moldovan, chair of the business 
solutions, restructuring and governance 
practice at Morrison Cohen LLP, who has 
clients in the Barneys case. 

“Negotiations go on on a simultaneous 
basis, [because] bankruptcy is a 
multitracked process, so the parties will 
be working on establishing the amounts 
owed, the amounts distributed, and all of 
that,” he said.

While most of retail is rushing to figure 
out how to compete with Amazon, or  
just get out of the web giant’s way,  
Kohl’s Corp. has a different strategy — 
teaming up.

Kohl’s started accepting and 
processing Amazon returns at all of its 
stores last year. 

Michelle Gass, Kohl’s chief executive 
officer, told analysts in November: “The 
program is driving incremental traffic 
into our stores, and we are particularly 
encouraged by the disproportionate 
amount of new customers, which on 
average are also younger than the 
typical Kohl's customer. We are very 
much looking forward to the holiday 
season, which will be the first with 
Amazon Returns in stores nationwide. 
The entire organization is focused on 
delivering exceptional customer service 
and ensuring that we are capitalizing on 
increased traffic.”

The link-up had some wondering if 
Amazon, which bought Whole Foods 
in 2017, was planning on expanding its 
big-box brick-and-mortar presence with a 
Kohl’s deal. 

That notion was only stoked by the 
the fact that Kohl’s issued Amazon 
warrants to buy up to 1.7 million of its 
shares, or 1.1 percent of the company. 
The warrants vest over five years, and 
could be put to use as early as Jan. 15.

But so far, the issuance is something 
of a moot point in the larger Amazon-
Kohl’s story. 

The warrants allow Amazon to buy 
Kohl’s shares at $69.68 each — but the 
stock hasn't traded that high since May 
and was trading in the $40s or low $50s 
during the December Christmas rush. 

But if all of those younger consumers 
who go to the store to return their 
Amazon packages become Kohl’s 
shoppers and supercharge the retailer’s 
business, propelling its stock price 
higher, those warrants will start to 
look better and some kind of a closer 
connection could become more likely. 

On the other hand, the arrangement 
might just help Amazon continue its 
online consumer takeover, making the 
already gigantic e-commerce player 
only larger and stronger. 

When Old Navy sets sail and splits from 
Gap Inc. this year, it will be into uncharted 
territory for both companies. 

The separation, first laid out in February, 
was pitched as a way to let the two sides 
thrive under corporate structures dedicated 
to ensuring their growth and success.  

But the subtext was that Old Navy was on 
a roll and being held back, especially by Gap 
and Banana Republic, and that separating 
the two would let the Old Navy stock soar. 

Investors liked the idea, but doubts 
started to surface as Old Navy’s growth 
slowed with comparable sales dropping 4 
percent in the third quarter following a 4 
percent increase a year earlier. 

And Art Peck was ousted in November, 
muddling the picture. He was chief executive 
officer of the company and was slated to 
continue leading Gap, Banana Republic, 
Athleta and Hill City after the split.

Robert J. Fisher, who is son of Gap 
founder Donald Fisher and serving as 
interim president and ceo, said the split 
would go on. 

“The board and I continue to 
believe in the strategic rationale of the 
separation,” Fisher said headed into 
the key holiday season. “As we move 
forward with the (separation) work, we 
remain confident in the value creation 
opportunities it presents.”

So Old Navy will be on its own and 
pressured to deliver on its growth story, 

which according to ceo Sonia Syngal will 
include another 800 stores, bringing the 
total to around 2,000.

The new stores will mostly be located 
in smaller towns and will help push the 
brand’s revenues to $10 billion from $7.2 
billion last year.

Already the company has 42 million 
customers.

“We’ll acquire new customers and 
drive lifetime value, taking that 42 million 
customer base, growing it through new 
stores and through online and getting 
more deeply connected to our customers 
to unleash the full potential,” Syngal said.

And while Athleta is promising, Gap 
and Banana Republic will have to prove 
themselves in a world of traditional retail 
that is crumbling.

Barneys in New York, 2012.

Kohl’s is growing closer to Amazon, accepting 
the web giant’s returns.

Old Navy and Gap plan to go their separate ways 
this year.B
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Piercings, Tattoos Get a 
Glossy, Fashion Makeover 
Luxury department stores, beauty destinations and 
jewelers are embracing tattoos and piercings.  
 BY NATALIE THEODOSI

The Off-price Channel 
Off-price retailers continue to hang in the fold 
between traditional brick-and-mortar companies and 
e-commerce brands. But will it stay strong or crumble 
in the era of online shopping?  BY KELLIE ELL

LONDON — Gone are the days when 
tattoos and piercings were relegated to 
grimy studios in basements, or cheap-
looking stalls in shopping malls. They’re 
now front and center on the shop floor 
of luxury department stores, appealing 
to women and men across all ages and 
backgrounds — not just angry teenagers 
looking to rebel, or Goths with a 
penchant for mixing pleasure and pain.

Today, tattoos and piercings have 
become body art, with the trend 
becoming mainstream by the minute.

Liberty, Harrods, Selfridges and the 
new Urban Retreat are among the high-
end retailers that have welcomed needle 
art on their shop floors as shops-in-shop 
and outposts of fully fledged jewelry 
brands or tattoo salons.

The Danish-Irish jewelry designer 
Maria Black first decided to develop a 
dedicated piercing collection, and add 
piercing parlors in her stores, after a 
Christmas party in 2015 where she got 
piercings, alongside her entire team.

“A piercing is more than just a piece 
of jewelry. It’s a feeling and a thrill, and 
we discovered that you connect with the 
experience in a really deep and personal 
way,” Black said.

She now has piercing studios in her 
stores in Copenhagen, Oslo and Munich, 
as well as a newly launched space on 
Selfridges’ fourth floor. Her small studio 
sits alongside buzzy fashion brands such 
as 16Arlington, Fenty and Rejina Pyo.

“There is a pure childish excitement 
connected to piercings and I really 
wanted that connection to take place in 
our retail spaces,” she said.

Her piercing collection features dainty 
pieces in the shape of waves, dots or 
eyes, all made using 14-karat gold, 
diamonds and precious stones.

Once the look — and placement — of the 
jewelry became more delicate, refined 
and sophisticated, there was a shift in 
the way people looked at piercing. It’s 
no longer about rebellion, but about self-
expression, in the same way that wearing 
a logo, a designer look or a bag might be. 
Or perhaps even a tattoo.

The shift began a decade ago, and it is 
now the new normal, according to Black. 
“Having four piercings — or more — will be 
the standard in the future,” she predicted.

Black also pointed to the importance of 
offering a luxury, curated experience.

Customers have the opportunity to play 
with different styles and customize their 

look. The piercings are done in a clean 
and bright private room, and there is a big 
emphasis on hygiene and after care.

Harrods has been adopting a similar 
approach with Maria Tash, whose stores-
cum-piercing-studios are a popular 
destination at retailers including Liberty, 
Rinascente in Rome and Brown Thomas 
in Dublin.

According to Maria Milano, head of 
women’s wear at Harrods, Tash ticked 
all of the luxury retailer’s boxes given 
her “elevated take” on the piercing 
parlor, her use of fine gems and the 
customizable nature of her designs.

“Customers flock to the boutique and 
often come with friends or as a mother-
daughter pair,” added Milano, pointing 
to customers’ tendency to return for 
more piercings, which helps drive fine 
and demi-fine jewelry sales.

The ready-to-wear brands that are 
located near Tash’s piercing parlor have 
also been experiencing a halo effect 
from customers who are waiting for their 
piercing appointments, Milano said.

Urban Retreat, which has recently 
opened its first stand-alone beauty and 
wellness destination near Harrods, has 
not only added piercings to its beauty 
services but tattoos, too. It has recruited 
an all-female team of artists and piercers 
to cater to its clients’ needs.

For Reena Hammer, the business’ 
managing director, adding tattooing  
and piercing services under the  
body art category was a no-brainer given 
the increased demand, and the lack of 
luxurious spaces, that offer  
such services.

“What I noticed was a huge shift in the 
desire and the demographic in this area. 
We see the cool younger girls who have 
multiple piercings but also get a wave 
of women in their 40s and beyond, who 
probably couldn’t have done it when 
they were younger,” Hammer said.

“Specifically for this [older] market 
there isn’t much in terms of luxury; 
women of a certain age don’t really want 
to go to Camden,” she said, referring to 
the gritty London neighborhood known 
for its outdoor market, colorful locals 
and boisterous atmosphere.

“Most places for these services are 
intimidating, often a tad grimy and very, 
very urban. There’s nothing wrong with 
urban, but comfort and feeling safe in a 
trusted environment goes a long way,” 
she said.

In an era of online retail, one formula 
for brick-and-mortar stores seems to  
be working. 

It involves offering consumers 
something they can’t get online, a value 
they can’t resist and creating an urgency 
to buy. And this creation is best illustrated 
in the off-price channel. In the world of 
fashion and apparel, that’s brands like T.J. 
Maxx, Marshalls, Nordstrom Rack and 
Ross Stores. 

“That’s where the customer wants 
to shop,” Ike Boruchow, senior retail 
analyst at Wells Fargo, told WWD. “They 
want to shop at strip centers. They don’t 
want to shop at malls. And they’re up for 
value. And this is kind of where you get 
all of that.” 

Boruchow added that the off-price 
channel is the best supplier of branded 
goods at an affordable price — better than 
department stores and even e-commerce 
giant Amazon. And, since the inventory 
moves so quickly, shoppers are constantly 
in search of new products, stimulating the 
excitement of a treasure hunt. 

“If you go there and you see a shirt you 
like, you better buy it,” Boruchow said. 
“Because if you go next week it’s going to 
be gone. That’s the beauty of the model.”

It also explains why the momentum in 
the off-price channel continues to soar 
as traditional retailers shutter stores at 
an alarming rate. Many of those brick-
and-mortar retailers simultaneously 
are investing in digital marketing and 
capabilities.

Meanwhile, the off-price channel is 
firmly nestled in the physical world — 
and growing. And some of the channel’s 
biggest players are reaping the benefits. 
Sales at TJX Cos. Inc, parent to T.J. Maxx 
and Marshalls, top $10 billion in its most 
recent quarter. That puts them in the same 
playing field as Nike, which also recently 
surpassed $10 billion in sales in a single 
quarter. Year-over-year TJX’s stock is up 
more than 38 percent. Shares of Ross 
Stores are up more than 40. 

Throughout the entire retail industry, 
off-price retailers had the biggest dollar-
share gains out of any other channel for 
the 12 months ending December 2019, 
according to the NPD Group’s Consumer 
Tracking Service. 

Marshal Cohen, chief industry analyst at 
the NPD Group, said that’s in part because 
more department stores — like Dillard’s 

Clearance, Macy’s Backstage and Saks Off 
5th — have gotten into the action. “So the 
channel itself has gotten more attention,” 
he said. 

But it’s also because of what he calls the 
“value-centric mentality.”

“Consumers think, ‘If I can get a decent 
designer brands for a lower price. Why 
not?”’ he explained.  

Jay Sole, UBS retail analyst, added that 
the channel, at least in the near term, 
is benefiting from the large number of 
brick-and-mortar store closures, including 
Payless, ShopKo, Sears, Bon-Ton Stores, 
Forever 21 and even Barneys New York. 

“A lot of these are regional department 
stores, especially these distressed 
retailers,” Sole said. “When this happens 
consumers find somewhere else to shop. 
I think we’re going to see more store 
closures in 2020. So you would think that 
off-price is going to continue to get better.” 

Still, it would be remiss to ignore the fact 
that off-pricers are living in a world that is 
growing increasingly digital. 

While it’s worth noting that brands like 
T.J. Maxx and Ross Stores do have web 
sites and Instagram accounts, their online 
presence remains minimal. (T.J. Maxx has 
1.2 million followers on Instagram. Ross 
Stores have just 335,000. Nike has 97.3 
million by comparison. Victoria’s Secret 
has 68.7 million.) 

“The one thing we’ve always worried 
about in the back of our heads is that [the 
players in the off-price channel] don’t have 
an e-commerce business,” Boruchow said. 
“I would be naive if I said, I don’t think it 
will ever catch up with them.” 

But Omar Saad, senior managing 
director at investment bank Evercore, 
pointed out that the Internet has been 
around for a while. 

“These companies have comped 
positively almost every quarter for decades 
when pretty much every other company, 
even the greatest brands, go negative in 
certain periods — and these guys don’t,” 
Saad said. “I think that they’ve proven they 
can survive this.”

He added that retailers also need 
physical stores to clear inventory. 

“Because every customer, everywhere in 
the world can, theoretically, see it instantly 
and your full-price umbrella disappears, 
because the online market is so efficient,” 
Saad said. “So there’s always going to be a 
need for that channel.”

The Maria Black space 
in Selfridges.

Inside a T.J. Maxx store. 
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●  According to sources, the 
company will launch luxury 
via a concession model, 
starting with the U.S. market.

BY SAMANTHA CONTI  
WITH CONTRIBUTIONS FROM EVAN CLARK

After nearly a decade of strategizing, 
iterating — and false starts — 2020 looks to 
be the year Amazon steps onto the runway, 
and into the luxury fashion limelight.

According to industry sources, the 
retail giant is preparing to launch a 
luxury proposition in the first half, a 
digital shopping platform with big-
name brands operating concessions 
similar to those in high-end specialty 
stores. A spokeswoman for Amazon 
said she couldn’t “comment on rumors 
or speculation.”

Sources said the platform will be 
available in the U.S. only, for now, with 
plans to roll out internationally.

It is understood Amazon has been 
inviting brands to join the platform, and 
it is working with about 12. They will be 
introduced one by one.

According to sources, Amazon had 
contacted brands owned by luxury giant 
LVMH Moët Hennessy Louis Vuitton, and 
was rebuffed.

The French group, which controls 
mega names such as Louis Vuitton and 
Dior, and smaller ones including Emilio 
Pucci and Nicholas Kirkwood, operates 
its own online retailer, 24 Sèvres. That 
site sells many LVMH-owned labels that 
don’t have a wide e-commerce presence.

With the new platform, the web giant 
is understood to be taking a different 
approach, giving the brands full control 
over the look and feel of their virtual 
stores, allowing them freedom to sell 
as much as they please, control when 
or if they go on sale, and — crucially — 
leverage Amazon’s speedy delivery and 
customer service platform.

Sources said a sprawling warehouse is 
being built in Arizona to accommodate 
the new platform, while a $100 million 

marketing campaign is in the works.
“They have been studying luxury, and 

exploring making a play in the field, 
since at least 2012. Given the way things 
are going with the other large sites like 
JD.com with Toplife, and Alibaba with 
Tmall, a move like this wouldn’t surprise 
me,” said Julie Gilhart, the fashion 
consultant and chief development officer 
at Tomorrow London Ltd.

As smaller designer and luxury brands 
become increasingly frustrated with 
earlier — and longer — sales periods and 
promotions at web sites such as Farfetch, 
Net-a-porter, Matchesfashion.com and 
others, Amazon’s luxury concession 
model, paired with its reputation for 
speed, efficiency and expertise in data 
capture, could be a game-changer for 
luxury retail.

Amazon knows (almost) everything 
about its customers: What they buy, 
where they live, their preferred form of 
payment, the ages of their children. That 
would be gold dust for luxury brands, 
which only really know about their own 
consumers. In addition, online and 
brick-and-mortar retailers are notoriously 
stingy with the data they capture from 
customers, leaving brands in the dark 
about what’s actually happening on the 
site or shop floor.

Since Amazon began exploring  
fashion and luxury, the landscape has 
shifted considerably.

Its Chinese competitors, Alibaba and 
JD.com, have both taken the concession 
routes, with their high-end sites Tmall 
and Toplife, respectively. Having inked 
a venture deal with Alibaba in 2018, 
Richemont recently opened a flagship for 
Net-a-porter on Tmall’s Luxury Pavilion.

Over the years, Jeff Bezos’ Amazon has 
been dogged in courting the luxe set, 
although its flurry of international fashion 
week sponsorships and a turn at the Met 
Ball didn’t lead to a rush of designer deals.

Since 2012, it has shifted from one 
approach to another looking for an 
opening, testing and iterating, buying 
companies, launching brands, mashing 

up trends and formats, moving ahead 
with some while abandoning others.

For a time, Amazon had a shoppable 
streaming fashion show that resembled 
QVC or HSN. And its Prime Wardrobe 
try-on-at-home service nabbed bits from 
Stitch Fix’s business model.

Amazon also looked to mimic the 
speed, regularity and hype of streetwear 
deliveries with The Drop, which linked 
influencers and added a made-to-order 
element, while ginning up interest and 
scarcity value by keeping each offer 
open for just 30 hours.

The web giant bought Zappos and 
has left it as a stand-alone site; tiptoed 
into private-label fashion brands, and 
dabbled with recommendations through 
the Echo Look.

Not everything Amazon has tried has 
been a hit: It shuttered the shoe- and 
accessories-focused Endless.com, axed 
Myhabit and killed the Style Code Live 
streaming service.

In Europe, in particular, it has met with 
resistance.

Nearly two years ago, according to 
sources, Amazon suggested that multibrand 
retailers set up online shops to sell designer 
and luxury goods. One source said shop 

names would be generic, so the retailers 
would not have to worry about harming 
their relationships with the brands.

The web giant was also said to have set 
up offices in Germany and hired fashion 
buyers before launching a test phase, 
which may or may not have happened.

On both sides of the Atlantic, Amazon 
has approached luxury more like a warrior 
than a lover.

The no-frills digital giant, peddler of 
products from baby food, to batteries 
to bicycles, has never spun romantic 
narratives, conjured mystique around 
the merchandise it sells, or billed 
anything as rare, special, or even  
cool — the very opposite of luxury 
brands’ strategies.

Even when it does sell clothing, or 
fashion, the approach is utilitarian, and 
no-nonsense.

But Bezos never says die.
Given his ambitions, Amazon seems 

determined to grab its share of the 
lucrative fashion luxury space. With 
brick-and-mortar department stores 
shuttering, and more and more brands 
grumbling about protracted sales 
periods, Amazon’s 2020 luxury plan 
could signal the start of a new era.

It’s a tale of scale for survival. As the 
fashion industry enters a new decade, 
the future has already been drawn by 
the digital era — a future in which size 
matters more than ever.

“The strong performance of the sector 
masks different realities,” said Pierre 
Mallevays, managing partner of Savigny 
Partners. 

“Big luxury groups and digitally 
agile brands are doing very well whilst 
more traditional, middle market brands 
continue to struggle,” he added. 

Capping the last decade, which was 
characterized by an increasingly stark 
line between winners and losers, LVMH 
Moët Hennessy Louis Vuitton’s plan for 
a $16.2 billion purchase of Tiffany & Co. 
deepened the divide, according to some 
analysts, and raises the pressure on rivals 
to bulk up.

It’s a “leader takes all” environment, 
said analysts at HSBC, noting that the 
iconic U.S. jeweler has become a much 
bigger threat to competitors, now armed 

with backing by LVMH’s financial and 
management resources.

Not only does the deal symbolize 
added pressure on direct competitors 
in the jewelry business, like Compagnie 
Financière Richemont, which owns 
Cartier and Van Cleef & Arpels, but it 
also reduces the number of potential 
acquisitions for luxury conglomerates 
seeking to shore up their groups. 

“Complexity is exploding” in the luxury 
industry, meaning groups have to commit 
resources to an ever-growing number 
of fronts, Bernstein analyst Luca Solca 
observed in a note to clients, offering 
another reason why scale is important in 
the luxury sphere.

“The important thing is the power of 
the marketing budgets, the power to drive 
innovation and the evolution of digital and 
supply chain,” said Oliver Chen, an analyst 
at Cowen, listing some of the multiple 
areas calling for financial firepower. 

The rise of digital commerce 
has prompted the need to build 

higher-quality stores in choice 
locations, in order to draw in 
consumers who face many options — 
and often turn to their mobile phones 
for a purchase — on top of investments 
in infrastructure and technology to ship 
goods faster. 

LVMH dwarfs rivals in terms of 
market capitalization — which tops the 
200 billion euro mark, compared to 73 
billion for Kering, more than 70 billion 
for Hermès International and around 36 
billion euros for Richemont.

LVMH’s move on Tiffany has 
reignited talk of large-scale mergers and 
acquisitions in the sector, including the 
idea that Kering could be interested in 
purchasing Moncler. That company’s 
chairman, chief executive officer and 
shareholder Remo Ruffini toned down 
such speculation last month, however, 
saying there was “not any concrete 
hypothesis under consideration.”

Kering, meanwhile, has said it is open 
to adding brands to the “backbone” that 

Gucci represents for the group.
Analysts at Morgan Stanley have 

said to expect more consolidation 
while borrowing costs are low and 
the leading luxury groups have strong 
balance sheets, but potential targets are 
limited while companies prefer larger 
acquisitions.  

In this context, higher-quality assets 
will fetch high prices, while laggards will 
struggle to meet expectations, predicted 
Mallevays.

“The M&A market will remain highly 
selective, with trophy assets or add-on 
acquisitions that provide an easy fit 
attracting top prices. However, brands 
that require some investment to prove 
their growth potential will find it hard to 
meet valuation expectations,” he said.

In Luxury, Size Matters 
LVMH’s Tiffany deal reinforces the call for scale. BY MIMOSA SPENCER
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The set-up at Amazon’s first pop-up 
shop gift guide with Refinery29.

Tiffany Setting engagement 
ring in 18-karat rose gold.
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Farfetch shocked Wall Street in August 
when it bought New Guards Group, 
which holds the license for Off-White and 
is also responsible for Heron Preston and 
Palm Angels. 

Those names might all be hot, but 
many investors were inclined to see the 
deal as a $675 million step away from 
Farfetch’s roots. 

The Farfetch investors fell in love 
with when it went public in 2018 was a 
platform, one that connected buyers and 
sellers online and got a piece of the action 
— a business model that promised big 
growth without big costs and therefore 
big profits. With New Guards, the 
company seemed to be inching toward 
the very old-school business of making 
apparel, inventory risk and all.

But founder and chief executive 
officer José Neves stood his ground and, 
after punishing few months in the stock 
market, told WWD in November that 
New Guards would help make Farfetch 
something like the Netflix of fashion. 

Netflix might have started off as a 
system to deliver movies and TV shows, 
but it has expanded into becoming a 
production powerhouse. Similarly, 
Farfetch is now making its own content. 

“These things take time to settle, 
for people to digest them,” Neves told 
WWD. “We’re very, very excited with the 
acquisition. New Guards is a platform. 
They use common infrastructure and a 
comment model and modus operandi to 
launch a portfolio.”

Last year, New Guards launched Peggy 
Gou’s line with Kirin. 

Neves said the Korean DJ brings not 

just a big global following, but “a very 
strong aesthetic.” 

“You will see more of this type of 
launch,” Neves said. “There is a pipeline 
obviously. The new brands that we will be 
adding will be primarily available only on 
Farfetch and our boutiques.” 

Collectively, the New Guards brands 
outsell any single brand on the platform 
and Neves said the business will continue 
to churn out new names. 

Farfetch’s future might well be shaped 
by just how well that content resonates 
with shoppers.

Even though Tom Ford, chairman of the 
Council of Fashion Designers of America, 
has chosen to show his fall 2020 collection 
in Los Angeles, two nights before the Oscars, 
New York Fashion Week still has plenty of 
participants — and a few no-shows.

The official NYFW takes place Feb. 7 to 
Feb. 12.

When the New York calendar was 
released in late December, there were 
two rather big omissions: Ralph Lauren 
and Tommy Hilfiger. Lauren’s plans 
haven’t been disclosed yet, but Hilfger 
plans to stage his TommyNow show in 
London at the Tanks at Tate Modern 
during London Fashion Week. That show 
will be a combination of Hilfiger’s men’s 
wear collaboration with race car driver 
Lewis Hamilton (Tommy x Lewis) and the 
women’s and men’s Hilfiger Collection for 
spring 2020.

It appears that no other designers are 
following Ford to L.A. to show during 
Oscars weekend. L.A.-based designers 
Jonathan Simkhai and Rodarte are both 
planning New York shows. Simkhai is 
showing Feb. 10 at 11 a.m., while Rodarte is 
showing Feb. 11 at 6 p.m.

Christian Siriano, whose show is being 

sponsored by a movie and who has a big 
Hollywood following, will be showing his 
collection at Spring Studios in New York on 
Thursday, Feb. 6, the day before New York 
Fashion Week officially begins.

The Fashion Calendar includes show 
regulars such as Marc Jacobs, Michael Kors, 
Prabal Gurung, Carolina Herrera, Tory 
Burch, Oscar de la Renta, Nicole Miller, 
Cynthia Rowley and Jason Wu.

Veronica Beard, who has had presentations 
in the past, will be showing on the runway for 
the first time on Feb. 10 at 4 p.m.

Meantime, Alexander Wang, who had 
moved to a June-December fashion show 
schedule, sat out of the December show. 
It was learned he instead plans a 15th 
anniversary celebration in the spring.

As per usual, designers will be showing 
their collections all over town, and editors, 
retailers, influencers and celebrities will be 
traipsing around New York and Brooklyn 
for fashion shows.

According to a spokeswoman for 
IMG, Spring Studios will once again 
serve as IMG’s show and programming 
headquarters, and there are no plans for 
NYFW: The Shows to take place at The Shed 
at Hudson Yards in February. For years it 
was rumored that The Shed, which was 
completed this year, would become the new 
home of New York Fashion Week, but that 
doesn’t seem to be the case right now.

IMG said it would release its schedule 
early this year.

WWD learned one addition to IMG’s 
calendar this year is a fashion show by Elite 
World Group, which takes place Feb. 11. 
That show will feature models, celebrities 
and influencers on the catwalk modeling 
a new global fashion brand called e1972 
created by Elite that’s designed for their 
off hours. The brand, whose name comes 
from Elite and the year the company was 
founded, is expected to combine high-end 
fashion with streetwear.

MILAN — The pace of fashion is quickening, 
as the industry faces the demands of new 
customers across geographies and age 
groups, armed with social media, online 
knowledge and social awareness, and the 
competition gets tougher by the day. Old 
rules are out the door, and so are many 
brand leaders, as the tenure of chief 
executive officers is increasingly shorter. 
Several Italian fashion companies kick off 
2020 with new ceo’s in place, tasked with 
rejuvenating, fixing, or simply boosting 
business — and the quicker the better. 
Tradition is an Italian stronghold, but these 
executives are asked to adapt to the times 
and bring innovation and freshness to 
storied and often artisanal brands.

Massimo Piombini, who spearheaded 
Balmain’s rejuvenation and expansion 
with Olivier Rousteing, will join Diesel as 
its new ceo in February, as the company 
is in the midst of a restructuring. Founder 
Renzo Rosso hailed Piombini’s arrival by 
noting he expects the executive “to take 
[the brand] where it deserves to be.” 
Piombini reports to Ubaldo Minelli, ceo 
of Diesel parent company OTB.

Before Balmain, Piombini spent 
more than a decade at Valentino as 
commercial director, and previously 
worked at other luxury brands, including 
Bally, Bulgari and Gucci. He succeeds 
Marco Agnolin, who left his role as 
ceo of the brand at the end of March 
last year. Exiting Parisian label Zadig & 
Voltaire, Jean-Jacques Guével will succeed 
Piombini at Balmain in February.

Also under the OTB umbrella, Marni’s 
ceo Stefano Biondo exited the company 
at the end of November after 18 months 
helming the brand, and was succeeded 
by Barbara Calò with the title of general 
manager. Calò joined Marni at the 
beginning of 2016 as global omnichannel 
director, and in her new position she 
reports to Minelli.

Jacopo Venturini, Gucci’s former 
executive vice president, merchandising 
and markets, is headed to Valentino, 
according to multiple market sources. 
Venturini is said to be joining the Rome-
based couture company in a top senior 
role. Sources believe he will succeed ceo 
Stefano Sassi.

One source said his arrival at Valentino 
is not expected before February or 
March, or in any case after the closing 
of the financial year. It is understood 
Venturini, who left Gucci in October, is 
also bound by a non-compete agreement.

This would be a return to Valentino for 
Venturini, who is a highly regarded and 
experienced industry veteran. He joined 
Gucci in 2015 from Valentino and, before 
that, worked at Prada.

The house of Valentino had no 
comment on the speculation. Sassi was 
appointed Valentino’s ceo in 2006 and 
has been instrumental in leading and 
growing the company through the 
acquisition in 2012 by the Qatar-based 
Mayhoola. If he does not leave Mayhoola, 
which also owns Balmain and Pal Zileri, 
sources believe Sassi could move up the 

ladder and oversee the brands at group 
level. Venturini’s arrival would signal yet 
another change at Valentino.  Sebastian 
Suhl will leave the company at the end 
of January. Suhl joined in January 2018 
as managing director of global markets, 
reporting to Sassi.

Brioni will return to Florence with a 
presentation at international men’s wear 
trade show Pitti Uomo on Jan. 7 and 
under the watch of a new ceo, Mehdi 
Benabadji, who joined on Jan. 1. He 
succeeds Fabrizio Malverdi and reports 
to Jean-François Palus, managing director 
of parent group Kering. Benabadji has 

worked at Kering since 2003 and most 
recently served as chief operating officer, 
overseeing logistics and industrial 
activities.

Another storied Italian men’s wear 
company, Corneliani, has appointed 
a new ceo, Giorgio Brandazza. He 
succeeds Luigi Ferrando, who had been 
ceo of the Italian brand for just one 
year. Brandazza’s previous experiences 
includes a role as chief operating 
officer of Calvin Klein Jeanswear and 
international business development 
manager of Italian men’s wear brand 
Boggi. Corneliani is controlled by 
Bahrain-based Investcorp, which in 2016 
invested in the storied company, founded 
by Carlalberto Corneliani and his late 
brother Claudio in 1958.

Brandazza joins the company at a 
difficult stage. Corneliani is planning to 
cut 130 factory jobs in its Mantua, Italy, 
headquarters. The decision is part of 
a three-year strategic plan, developed 
by the men’s wear company to face its 
financial difficulties, which are linked to 
the ongoing struggles in the men’s luxury 
formalwear sector.

These are the latest in a string of 
executive changes, from Bartolomeo 
Rongone at Bottega Veneta succeeding 
Claus-Dietrich Lahrs, or Riccardo Bellini, 
joining Chloé from Maison Margiela, 
to Gabriele Maggio’s arrival at Stella 
McCartney from Moschino, which 
tapped Stefano Secchi from Etro, to 
name a few.

The Transformation of Farfetch  
The New Guards deal signaled a shift for Farfetch that 
investors are still working to understand.  BY EVAN CLARK

New York 
Fashion 
Week: The 
Ins and Outs 
Tom Ford, Tommy Hilfiger 
and Ralph Lauren won’t be 
participating in NYFW. 
 BY LISA LOCKWOOD

Italian Brands Kick Off New Year With New CEOs 
New executives are taking the lead at Diesel, Brioni, Valentino and Corneliani, among other storied companies. 
 BY LUISA ZARGANI

Spring looks from  
Kirin Peggy Gou.Fo
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Tapestry’s turbulent year included 
international expansion and gains at its 
most lucrative brand (Coach), multiple 
chief executive changes, (including 
former head honcho Victor Luis and most 
recently Anna Bakst at Kate Spade), stock 
losses (more than 20 percent) and a few 
noticeable faces endorsing the brand. Like 
Jennifer Lopez, Michael B. Jordan and 
Kendall Jenner. 

But for the retail company, which also 
includes Stuart Weitzman in the larger 
portfolio, the path forward will rest largely 
with the Kate Spade brand. Or rather, 
Tapestry’s ability to fix it. 

That’s because sales at Kate Spade have 
failed to impress since the company — then 
still called Coach — bought the apparel and 
accessories brand in 2017. Revenues fell 
6 percent during Tapestry’s most recent 
quarter to $306 million, down from $325 
million a year earlier. But Bakst’s abrupt 
outing in December signals Tapestry is on 
the move. 

“Trying to turn Kate Spade around is 
clearly the focus right now,” David Swartz, 
consumer equity analyst at Morningstar, 
told WWD. “When they originally bought 
Kate Spade, they thought it would take 
about two years to fix….But Kate Spade 
seems to be taking longer than that. And I 
don’t know that they have a clear view right 
now on when it’s going to pick up again.”

Jide Zeitlin, who was named ceo of 
Tapestry in September, taking the place 
of Luis, has his work cut out for him. He 
will need to rebuild the Kate Spade brand 
— a business that is heavily dependent on 
wholesale and department stores — in the 
midst of retail’s continuing shift online. Not 
only that, but outside of Japan, Kate Spade 
is relatively unknown internationally, 
making it difficult for the brand to 
curb losses at home with gains in other 
territories, something that the Coach brand 
is able to do. 

Ike Boruchow, senior retail analyst at 
Wells Fargo, said that Zeitlin’s  
first task for Spade will be to update  
the assortment.

“You don’t go heavy into customer 
acquisition until you fix product and 
merchandising,” he explained. “We 
already know she doesn’t like the 
merchandising. We already know she 
doesn’t like the product they have on 
the floor. So first things first: You have to 
get that right before you can start going 
aggressively into growth mode. And 
right now we know they haven’t fixed 
anything, because there’s no leadership 
there right now.”

During last month’s news of Bakst’s 
departure, Tapestry said it was  
moving ahead in its ceo search. That 
includes looking outside the company  
for new talent. 

But there’s still the issue of product. 
The new leader at Kate Spade will need to 
focus on bringing the brand “back to its 
core,” Boruchow said.

“They deviated from that. It’s like they 
tried to make Kate Spade too much like the 
Coach brand,” he said. “It’s a completely 
different customer. It’s a different brand. It 
stands for different things.”

One example, is the novelty business, or 
handbags shaped like apples or taxi cabs. 

“Victor [Luis’] strategy was to eliminate 
the novelty business,” Boruchow said. 
“He thought it was unsophisticated. 
So they took that business away. They 
basically brought it to nothing. [But] what 
they learned in hindsight, was that [the 
customer] liked it. Not only did she buy it, 
it kept her coming into the store. It kept 
her engagement. On a monthly basis she 
checks the web site. She’d walk into the 

store and maybe she bought a novelty 
purse. But maybe she bought a novelty 
purse and she bought a regular purse.” 

Luis’ strategy for new merchandise, 
however, included onboarding Nicola 
Glass as the new creative director at Kate 
Spade in late 2017. While the aesthetic 
was clearly different — Luis described it as 
“optimistic femininity”— it failed to impress 
consumers. 

“Even after the hired Nicola Glass as the 
creative director at Kate Spade, they were 
kind of blaming the problems at Kate Spade 
on the previous creative director, saying 
that they had old inventory in the stores and 
they just needed to work through that. And 
then, when they got the new stuff in there, 
sales would pick up,” Swartz said. “But that 
really hasn’t happened.”

As recently as August 2019, Luis told 
WWD that Glass’ collection has only 
been full-price “basically for six months. 
It’s basically been one season. And now 
they’re rolling out a go-forward, starting 
this month, a lot more newness, much 
more aggressively, across the outlet 
channel, as we execute her vision in a 
multichannel way.” 

Swartz, however, wasn’t convinced. 
“The inventory shouldn’t move that 

slowly,” he said. 
Moreover, Tapestry will need to prove 

to the market that it can manage multiple 
brands under one umbrella, something 
that a handful of fashion companies, 
including rival Capri, VF Corp. and PVH, 
have attempted to do. Some of them not so 
successfully. But perhaps all of them in an 
effort to emulate the likes of luxury fashion 
houses, such as LVMH and Kering. 

“It’s always been a difficult thing in the 
softlines world,” said Omar Saad, senior 
managing director at investment bank 
Evercore. “It’s hard to get fashion and trends 
and the season and inventory and the 
channels and the right marketing and the 
right capabilities, and all of those things right 
for one brand, season after season. It’s really 
hard to get it right across multiple brands.

“If you take the same designers and 
the same marketing people and you say, 
‘Hey, you’re in charge of marketing for this 
brand and this brand and this brand and 
40 others,’ each brand starts to lose its own 
voice,” Saad added. 

But to compare Tapestry to a luxury 
fashion house like LVMH would be unfair, 
Swartz pointed out. “Because they’re much 
smaller,” he said.

 There’s also the question of whether 
Zeitlin will remain the permanent ceo of 
Tapestry. While he wasn’t named interim 
chief executive officer, Zeitlin also wasn’t 
officially named a permanent ceo. It may be 
the board’s way of testing out the new ceo, 
Boruchow said. 

But others argue that new leadership 
might be what’s best for Tapestry. Swartz 
pointed out that, while Zeitlin is new in the 
role of ceo, he’s not new to Tapestry. In fact, 
he’s been on the board for 13 years. 

“He was intimately involved in acquisition 
of Kate Spade,” Swartz said. “He really is part 
of the old guard. He was part of the board 
that got them in this mess in the first place. 

“It was a big mistake [for Coach] to have 
acquired Kate Spade in the first place,” he 
added. “I think at some point they’re going 
to have to say the strategy is not working. So 
they’ll probably have to bring in someone 
from the outside to run the company and 
that could lead to major changes.” 

Either way, the board’s decision for 
new leadership, both at Kate Spade and 
Tapestry, will play an integral role in 
strategy moving forward. 

“The good news is that the Coach 
brand is really an important piece of 
their business, in terms of cash flow and 
ebita; it’s actually in a very healthy place,” 
Boruchow said. “It’s not going to be some 
massive structural turnaround taking place 
at Tapestry.”

Tapestry’s Big Comeback 
Ceo Jide Zeitlin has his hands full looking for new talent to lead Kate Spade,  
continuing to expand Coach and updating product assortment across the portfolio. 
But will it work? BY KELLIE ELL

The Kate Spade spring 
2019 ad campaign.

Kendall Jenner for 
Stuart Weitzman.

Jide Zeitlin  
is Tapestry’s  

new ceo.
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Will things calm down at Calvin Klein 
in 2020?

Following a tumultuous 2019, things 
haven’t completely settled down at Calvin 
Klein Inc., which exited the Collection 
business and has seen a lot of turnover 
in its marketing, digital and media 
ranks. Under the leadership of Cheryl 
Abel-Hodges, chief executive officer, 
the company is still seeking a creative 
lead to oversee all Calvin Klein product 
categories. In addition, sources said the 
company looks to hire a chief marketing 
officer, who would succeed former  
chief marketing officer Marie Gulin-Merle, 
who stepped down last October to  
join Google.

In recent months several digital, 
marketing and media executives have 
exited Calvin Klein for new roles at 
companies such as Bergdorf Goodman, 
ThirdLove, Apple, and Kate Spade.

The company continues to embark on 
its digital-first, consumer-centric strategy.

CKI, which no longer operates a “halo” 
business, manufactures only women’s 
and men’s underwear and men’s Calvin 

Klein Jeans. The lion’s share of Calvin 
Klein’s merchandise is produced by G-III 

Apparel Group. Last year, Calvin Klein 
women’s jeans were licensed to G-III, 
and now G-III makes Klein’s ready-to-
wear (women’s and men’s) performance 
line, accessories (women’s and men’s), 
dresses, outerwear (women’s and men’s) 
and swimwear (women’s and men’s).

Over at PVH, parent company of 
CKI, Stefan Larsson, president of PVH, 
continues to learn the ropes with the 
eventual goal of becoming ceo. Since 
joining last June, he and Emanuel 
Chirico, chairman and ceo, have been 
working together on the various business 
segments at PVH. Chirico signed a five-
year contract at the time of Larsson’s 
hiring, and Larsson reports to him.

Larsson is responsible for managing 
PVH’s branded businesses and regions, 
with each of the three brand ceo’s and 
the regional presidents reporting to him.

Prior to joining PVH, Larsson was 
ceo of Ralph Lauren Corp., where 
he implemented the Way Forward 
plan aimed at turning around the 
business. There, he improved Lauren’s 
performance and set the path for future 

growth, but ended up clashing with  
Ralph Lauren over creative differences.

Neither Larsson nor Chirico was 
available to comment for this story.

Corporate responsibility and 
sustainability continue to be a hallmark 
at PVH. Chirico recently said companies 
need to set targets to establish 
environmental, social and governance 
targets for the long term and they have 
to be willing to report against them in a 
transparent way on an annual basis.

As reported, PVH has contributed 
$1 million toward a new partnership 
with the Gabelli School of Business at 
Fordham University to establish a leading 
academic hub for the study of corporate 
responsibility and sustainability.

This March, PVH will celebrate 100 
years on the New York Stock Exchange. It 
is one of only 30 companies to reach this 
milestone and the only apparel company 
to do so.

Meantime, Tommy Hilfiger, another 
division of PVH, plans to show its fourth 
Tommy x Lewis collaboration with race 
car driver Louis Hamilton, alongside 
the spring 2020 Hilfiger Collection for 
women and men, at the Tanks at Tate 
Modern in London on Feb. 16 at 8 p.m. 
GMT during London Fashion Week. 
Hilfiger’s highly successful collaborations 
with Gigi Hadid and Zendaya, which 
began in 2016, have ended. This  
spring’s TommyNow fashion show will 
spotlight sustainable innovation and 
recycled materials.

With a renewed focus on sustainability, 
local manufacturing is becoming a priority 
for fashion once again, and Los Angeles 
looks to be at the center of the boom.

Dozens of brands have cropped up 
in the state over just the last two years, 
nearly all of them proudly exclaiming 
“Made in L.A.” Although generally 
lacking the fashion forward ethos of 
brands coming out of the European 
fashion capitals like France and Milan 
and the still emerging Copenhagen, a 
new L.A.-based and made label seems to 
launch every month.

Brands like Cherry, Rezek Studio, Calle 
Del Mar, Pretties, Gil Rodriguez, Lykke 
Wulf, Feel Denim and Roxana Salehoun 
(only the last two being denim and swim, 
respectively) have launched since 2017. 
They’re coming off the popularity by 
varied L.A.-made brands Reformation, 
The Elder Statesman, Eve Denim, Cotton 
Citizen and Clare V., among a few others. 
All of these brands helped shift decades 
of perception that L.A. was home to mass 
produced T-shirts, denim and the odd 
boutique swimwear line. 

There is still denim and swim coming 
out of L.A., but many new brands offer 
a casual sportswear type of look and 
often vintage-inspired styles. And lines 
are pushing where they’re made as a 
real selling point. With a growing focus 
on sustainability in fashion, nearly all 
of the new Made in L.A. brands are 
following, at least to an extent, the type 
of transparency that made California-
based Everlane popular with a new type 
of conscious consumer — one that still 
wants to buy products new, but doesn’t 
want to support wasteful or harmful 
practices that have become common in 
fashion production. Everlane explains its 

manufacturing process and where all of 
its clothes are being made and what with.

One new standout that seems to 
embody the ethos of emerging brands on 
the West Coast is knitwear line Calle Del 
Mar, launched just a couple of years ago 
by Aza Ziegler, whose parents actually 
founded Banana Republic, now part of 
Gap Inc. Calle Del Mar bills itself as not 
only locally produced, but sourced from 
local, women-owned and operated knit 
factories that offer “good wages and safe 
working conditions.” Beyond that, Calle 
Del Mar says it produces all of its limited-
run pieces with “little to zero waste” 
and explains its frequent use of viscose 
as a “more durable and green, vegan 
alternative to silk.”

Other brands don’t go as far to explain 
their local and sustainable heritage, but 
being local and sustainable is still a part 
of their branding. As about half of Calle 
Del Mar’s 20 pieces are sold out at prices 
between about $200 and $500, maybe 
more brands will follow suit.

MILAN — What will the Roberto Cavalli 
company look like in 2020? Will chief 
executive officer Gian Giacomo Ferraris 
stay on, following the sale to Dubai-
based Damac Properties? Will the brand 
return to the catwalk after a hiatus of 
a few seasons? Will it hire a creative 
director or rely on its in-house team? 
What is the fate of the 200 employees 
in Florence? How will it find its place in 
the international fashion system? These 
are only some of the questions circling 
around the brand, which is not holding 
a presentation of its men’s fall 2020 
collection at Pitti Uomo or during Milan 
Men’s Fashion Week.

The acquisition of the company was 
finalized at the end of November,  as 
the founder and chairman of Damac 
Properties, Hussain Sajwani, confirmed 
the purchase of 100 percent of the 
Italian fashion house through his private 
investment company Vision Investments. 
Vision Investments, part of the Dico 
Group, is an evolution of a partnership 
that was signed in 2017 between Cavalli 
and the Dico Group for the development 
of Cavalli interiors for luxury hotels 
under the Aykon moniker.

Sajwani said at the time that Damac 
was planning to carry forward “the 
incredible legacy” of the Roberto Cavalli 
brand, which he believes “resonates 
with our idea of luxury.” He also said 
he wanted to ensure “stability in 
management throughout the transition 
period.” Ferraris is said to have been 
instrumental in sealing the deal.

Dico, which is Sajwani’s multibillion-
dollar investment arm established in 
1992, is working on a five-star hotel 
tower in Dubai that is expected to 

comprise 220 rooms and be completed 
in 2023. When the deal was revealed, 
Ferraris said this was the first of at least 
five Aykon hotels to open in 10 years and 
to be decorated by Cavalli. Damac, which 
is one of the top 10 companies publicly 
listed on the Dubai Financial Market 
with a market capitalization of $4 billion, 
is funding the project with an investment 
of $500 million. Damac is also building 
Just Cavalli villas in Dubai.

The acquisition put an end to a long 
series of twists and turns for Cavalli. In 
October, the Court of Milan approved 
the buyer’s restructuring plan for 
Cavalli after Vision Investment last 
summer signed a binding contract with 
the Florence-based fashion company 
and its shareholder Varenne 3. Italian 
private equity fund Clessidra Sgr took 
control of Cavalli in 2015 through its 
Varenne vehicle, which at the time 
included L-GAM and Chow Tai Fook 
Enterprises Ltd.

The binding agreement was in 
compliance with Cavalli’s “composition 
with creditors” with the Court of Milan 
and it allowed the business to continue 
while it held discussions with creditors 
and implemented a debt restructuring 
plan. Financial details and the amount 
of the debt were not disclosed, although 
sources peg the transaction at around 
160 million euros and believe the 
agreement includes a capital increase 
of around 65 million euros and the 
payment of all creditors. The company’s 
American subsidiary Art Fashion 
Corp. filed for Chapter 7 and ceased all 
operations in April. In March, the brand’s 
creative director Paul Surridge exited 
the fashion house.

What’s the Latest at Calvin Klein, 
PVH and Tommy Hilfiger? 
Calvin Klein is still looking for a new creative lead to oversee all product categories. 
 BY LISA LOCKWOOD

The Reemergence of 
Brands Made in L.A. 
Casual, cool and boasting local production, L.A.-made 
goods are becoming more common. BY KALI HAYS

The Roberto Cavalli Brand 
Under New Ownership 
Questions swirl over the industrial plan and the future 
of the Italian brand after the acquisition by Dubai-
based Damac Properties. BY LUISA ZARGANI
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Stefan Larsson

View of Los Angeles with the 
famed Hollywood sign.
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Bridget Foley’s Diary

As one year and, more powerfully, one 
decade, roll into the next, it’s human 
nature to take stock of what has been, and 
then project ahead. What will the future 
hold? This week, WWD is looking at what 
to watch across a range of essential topics 
— business, politics, tech, retail, and on 
and on, all essential topics. Successes and 
failures both grand-scale and small will 
depend upon how brands respond to the 
myriad forces shaping and reshaping the 
industry at once-unimaginable speed.

Still, in all of the conversation around 
fashion, where it’s been, where it 
stands now and where it’s going, one 
very specific element continually gets 
short shrift: Clothes. Clothes, and our 
emotional, psychological, sociological 
connection to them. All of the broad-
stroke topics that have defined the 
industry conversation recently — 
inclusivity, sustainability, technology, 
major group dominance and the difficulty 
of everyone to just stay afloat — are 
essential topics.

Still, once upon a time, clothes were at 
the center of fashion, whether in the form 
of an audacious collection that changed 
everything, a counterculture look that 
crossed over to mainstream, a hot item 
that exploded. The closest we’ve come 
of late was the ample discussion of the 
emergence, now waned, of streetwear 
as a major look, part of the larger — and 
revolutionary — casualization of the 
culture that’s not going away. But that’s 
more of a business-side conversation than 
a focus on the clothes themselves — the 
good, the bad, the fascinating.

For some of us, a basic love of clothes 
is still central to our interest in fashion; 
we love to wear clothes, love to look 
at them, love to discuss them, love to 
break down their nuance, whether as 
creative works or as pieces with inherent 
cultural significance. Alas, this seems an 
increasingly old-school point of view, 
as today, clothes too often seem way 
down the list of discussion checkpoints, 
even during collections seasons. Which 
is a shame. Because clothes still have 
the power to intrigue, to captivate, 
to take our breath away. Grand scale, 
they speak to the cultural moment, and 
more personally, they help us express 
who we are as individuals, and if we are 
expressing who we are, we are being who 
we are.

Do clothes still matter? It’s an ongoing 
conversation I have with people who 
admittedly belong to the same fashion 
choir as myself, who still love clothes 
for their own sake. Invariably we come 
to the same impasse. Do clothes still 
matter? We’re not sure. And it pains 
us, because clothes should matter, 
for what they mean to us personally and 
culturally, and for their beauty, creativity 
and power. Here, a look back in support 
of why we should all pay a little more 
attention to clothes. Exhibits 1 and 1-A go 
back just a couple of days to the current 
men’s shows. London poured out a 
wealth of goods, from chic to  
head-spinning, and now, on to Milan. 
The power of opposition was brought 
into focus by the page-one looks on 
WWD’s digital daily this week: on 
Monday, a riot of mixed patterns by 
Edward Crutchley, followed by a serene, 
supremely elegant topcoat by Jil Sander’s 
Luke and Lucie Meier.

The past year in women’s offered 
countless moments in which to revel, 
both on the runway and off. On the 
runway, there were moments of pure 
joy. Dries Van Noten’s beyond brilliant 
collaboration with Christian Lacroix — if 
you love fashion, you couldn’t not be 
taken in by the pure visual mastery. 
Then there was the back story on which 
to ruminate — two brilliant, opinionated 
creators who barely knew each other, 
coming together on deadline to create 
something magical. Oh, to have been a 
fly on that studio wall.

Another moment of unbridled 
fashion power: Marc Jacobs’ band of 
flamboyantly bedecked beauties who 
stormed en masse toward an audience 
sitting in an eccentric assemblage of 
mismatched white chairs in the Park 
Avenue Armory. Van Noten, Lacroix 
and Jacobs rank among fashion’s great 
creators. Christopher John Rogers may 
one day achieve that status. For spring 
he flaunted his pure, intrinsic love of 
fashion in an over-the-top romp of 
extravagant color and silhouette that 
went a long way in securing last year’s 
CFDA/Vogue Fashion Fund top prize. 
And in a go-big-or-go-home moment, 
Balenciaga’s Demna Gvasalia went big, 
transferring his love of volume to out-to-
there gowns that can deflate from their 
runway girth for real-life use.  ►

What to Watch? 
How About Clothes? 
In the proverbial fashion conversation, clothes too often 

get short shrift. But to some of us, clothes still matter. 

Dries Van Noten in spectacular 
collaboration with Christian Lacroix.

J.Lo, beyond fabulous at Versace.Va
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Sometimes designers took common 
fashion tropes in new directions. Case 
in point: flowers, one of fashion’s most 
enduring themes. Alexander McQueen’s 
Sarah Burton achieved romantic bravura 
in giant, sculptural rose dresses for 
spring 2019; Miuccia Prada extracted 
all traces of sweetness with big, often 
3-D floral accoutrements on day clothes 
for fall. In an ode to love, Valentino’s 
Pierpaolo Piccioli combined roses, Jun 
Takahashi’s embracing lovers and lines 
of poetry in a heady presentation. And 
with its graceful, diaphanous gowns beset 
with outsize flowers, Vera Wang’s lyrical 
spring 2020 bridal collection was one of 
the most exquisite collections of any type 
of this season and many more.

Such flamboyance was countered by 
more discreet displays that nevertheless 
packed a punch. Celine’s Hedi Slimane 
is one of fashion’s most controversial 
and divisive designers. For fall, he 
sent out models in what appeared to 
be exact replicas of Seventies French 
bourgeois chic. They looked both timely 
and unabashedly retro, addressing the 
ongoing questions of what exactly is 
fashion, is there a line between homage 
and replication, and if the mood is right, 
does it matter?

More obviously inventive, Loewe’s 
Jonathan Anderson continued to refine 
his artisanal approach while retaining 
an arresting urbanity. Adam Lippes 
focused on beautiful, interesting clothes 
for the customer he proudly identified 
as American and adult. And in a wacky 
approach to scaling back his decorative 
impulses, Gucci’s Alessandro Michele 
started in an insane asylum and ended up 
with some unsubtle nods to his far more 
minimalist predecessor, Tom Ford.

At a time when wokeness too often 
crosses over to annoying, some designers 
even got messaging right. Sacai’s Chitose 
Abe opened her show with one of the 

apparel world’s most familiar items, the 
trench coat, on which she sent a goodwill 
we-are-the-world message with an all-
over world map print. Ditto Michael Kors, 
who in an emotional show on 9/11 (that 
youth choir — remarkable!), emblazoned 
classic his-and-hers pullovers, plain as 
could be, with a thought that charmed 
rather than chastised: a red line through 
the word “HATE.”

In fact, rethought classics were among 
some of fashion’s most provocative 
offerings last year, including in an art 
context. “White Shirts,” Rebecca Moses’ 
exhibit at the Ralph Pucci gallery last 
spring, focused on how a single item 
of clothing can speak to and reflect a 
diverse range of looks and personalities, 
much like Karl Lagerfeld’s 2012 book 
“The Little Black Jacket: Chanel’s Classic 
Revisited,” and corresponding exhibits, 

and much like Piccioli’s spring collection 
for Valentino, which opened with an 
in-depth study of the white shirt,  “one 
of the most universal pieces, and very 
common, in a way,” the designer said, 
explaining its vast appeal. 

Sometimes, we saw invocations that 
challenged our perspective on a look, 
as happened with a couple of tuxedo 
sightings: Janelle Monáe, who came 
across as an unexpected but fully 
comfortable Ralph Lauren muse while 
writhing in song on the floor at the 
designer’s spring show, and Awkwafina, 
who looked cool-girl demure in Dior at 
Sunday night’s Golden Globes. 

And sometimes, we saw women revel 
in the joy of dressing and yes, undressing. 
At the Met Gala, Lady Gaga stripped down 
from Brandon Maxwell’s hot pink evening 
regalia to Forties’ fishnetted pin-up 

skivvies, her performance a masterful 
expression of creative camp with a subplot 
of fashion love. Then there’s jungle-
printed JLo at Versace. Can you name a 
pop-culture moment of greater joy than 
seeing her, now famously and fabulously 
50, mop the runway with the show’s teen- 
and twentysomething models, themselves 
no slouches in the glam category?

Those moments were about two 
amazing, audacious women using 
high-impact clothes to make major, 
memorable statements about themselves. 
And they were fabulous — the women and 
the clothes. 

In the upcoming year, while we’re 
focusing on tech, sustainability, diversity, 
what’s next for retail and all of the 
industry’s other essential topics, let’s give 
a little love to the clothes. This is fashion, 
and in fashion, clothes must matter. 

White shirt studies by 
Valentino’s Pierpaolo Piccioli 

and Rebecca Moses.

Mixed messages, all powerful, from Michael Kors at Michael Kors Collection, Christopher John Rogers and Sacai’s Chitose Abe.
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Moore From L.A.
2020s Fashion Predictions: Synthetic  
Stylists, Stilettos by Drone, Chanel AR Glasses  
“The era of fashion and technology becoming inextricably intertwined is upon us.”  BY BOOTH MOORE

I’ve seen drones hovering over fashion 
runways, “dancing” over Coachella 
crowds, and buzzing my backyard. But 
in my most “Legally Blonde” moments, 
I’ve often wondered when a drone could 
do something truly useful to me: deliver 
shoes. Ha! Why, I thought, can’t I order 
up a few pairs from Nordstrom, have 
them flown over, keep the one I like and 
send the rest back, all without leaving  
my desk?

Well, that fashion fantasy and more 
could come true in the 2020s with the 
next generation of tech giving us even 
more opportunities to shop faster with 
AI and data-mined precision, including 
browsing “the real world” through smart 
glasses, and stocking our closet with the 
help of a “synthetic stylist.”

“The era of fashion and technology 
becoming inextricably intertwined is 
upon us,” said Amy Webb, chief executive 
officer of Future Today Institute.

At the same time, concern about the 
climate and sustainability is feeding 
anticonsumerism sentiment and global 
protest movements. That has also 
spurred innovation; the rental and resale 
sectors are booming, and bio-materials 
(in 2019, Central Saint Martins launched 
the first master’s course in bio-design), 
and digital clothing (Louis Vuitton has 
already designed skins for Riot Games’ 
“League of Legends” and Moschino for 
Electronic Arts “The Sims”) are opening 
up alternatives to producing more  
physical product.

“The path has been laid by the gaming 
industry, and it’s clear there’s an entire 
generation comfortable making purchases 
of purely digital items,” said Matthew 
Drinkwater, head of London College 
of Fashion’s Innovation Agency, which 
explores emerging technologies and how 
they impact the fashion industry.

Here, futurists weigh in with 10 fashion 
predictions for the new decade.

1. We will wear smart glasses, 
and they will not look like the 
banana-clip versions from “Star 
Trek: The Next Generation.”
Get ready for a big breakup. In the next 
decade, your phone will no longer be the 
center of your universe. Instead, smarter-
looking smart glasses will be — and they 
won’t look cyber-punky like the failed 
Google Glass. (See the limited-edition 
pairs Gucci for Snap Spectacles 3 as one 
example. Apple could have smart glasses 
on the market as soon as next year, and 
Facebook has partnered with Luxottica to 
develop AR frames, according to CNBC.)

“People who may say there’s no way, I 
hate wearing glasses,” said Webb of Future 
Today Institute, making her case for mass 
adoption of connected frames. “But if you 
look at medical data, our vision is rapidly 
getting worse because human evolution 
has not been able to keep pace with tech 
evolution. Plus, glasses used to not be seen 
as a fashion accessory...it’s different with 
younger people today.”

Connected rings and bracelets will come 
later, offering payment, keyboard and 
two-way video capabilities. PayPal already 
has a prototype for a ring that will be a 
payment tool.

2) Outfit recognition will 
change the way we shop.
Outfit twinning as easy as a glance  
and a command? Smart glasses  
offering augmented audio, HD  
cameras and the ability to add 3-D 
hearts and birds to the subject before 
you are already on the market. But  
what comes next, pending the boost of 
5G to improve functionality, will be the 
real game-changer: a digital overlay on 
lenses offering an immersive, mixed-
reality experience.

“Anything you’d look at on your phone 
screen you will be able to look at on your 
glasses,” said Webb. “No one is going to 
read an e-mail that way, but you would get 
notifications, and could use recognition 
technology to look at a garment or pair 
of shoes to see the designer who made 
them. All of the behavior you’d see on 
Instagram, you can have with that search 
overlay…so you can search and shop the 
real world.” God help us.

3) Tech brands will produce 
covetable fashion goods.
Webb has a list of companies that will 
be leapfrogged if they don’t adapt to 

what she believes will be a wearables 
revolution, and at the top are frame 
manufacturers. “Chanel doesn’t make 
glasses, Luxottica does, but there’s 
nothing stopping Amazon from becoming 
Chanel’s new [glasses] partner,” she said. 
“If the companies that are part of the 
glasses licensing world don’t figure out 
some tech partnerships fast…I don’t see 
how they don’t get disrupted. And who’s 
to say in the future that some of the most 
glamorous fashion brands aren’t the tech 
companies? I wouldn’t count out Amazon 
or Google becoming a desirable brand for 
wearable tech.” 

4) We will all have our own 
stylists, synthetic stylists.
“Imagine a world where you have your 
own fashion consultant or stylist who 
is synthetic who can see through your 
glasses...come into your closet with 
you, look in the mirror with you and 
say this is the best look for your body 
type,” said Webb, predicting that AI 
will overhaul our wardrobes. (At CES, 
Samsung’s STAR Labs hyped its coming 
“artificial humans,” which could 
theoretically become these synthetic 

stylists.) “That same digital assistant 
will also be able to access a database 
of global fashion trends, then enhance 
whatever you have by shopping a store 
while looking at what’s in your closet. 
It could radically shift everyone’s 
approach to retail and make people 
start to value quality over quantity and 
shop their closets more.” (The stylist 
could also access how much money you 
have in your bank account, which could 
be a good thing.)

5) If not Louboutin pumps, 
penicillin by drone?
“Amazon has been hyping drone 
delivery for years, and Google has gotten 
FAA approval to test it in the state of 
Virginia,” said Doug Stephens, a futurist 
and the founder of the Retail Prophet. 
“But the degree to which we will see 
drones flying into highly populated areas 
and delivering commodity consumer 
products like Louboutins in the near 
future, I’m not sure.”

“What we could see,” he continued, 
“depending on the trial in Virginia, is 
drones serving more remote areas, and 
maybe restricted to products considered 
to be vital, like medications.” Well, that 
is important. 

6) The online shopping boom 
will have to answer for the 
climate crisis.
WWD broke the news earlier this week 
that Amazon is preparing to leap into the 
luxury market in the next few months, 
offering digital storefronts to a handful of 
fashion brands looking to take advantage 
of the seller’s speed and efficiency. But at 
what cost?

“We’re starting to get to the point where 
we will see public service messages ► 
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An outfit from a Fabricant 
collection, created by a 

computer that was fed images 
from Paris Fashion Week. 

The exclusive and very limited edition  
of the techie eyewear features Gucci’s  
logo emblazoned on the lenses.

WHAT TO WATCH



JANUARY 20, 2020  21

WHAT TO WATCH

that if you are going to order five things 
online this week, you should have them all 
delivered at once,” said Stephens.

While it may be the Amazon logo that 
comes to mind as the symbol of the 
gluttony of consumerism, he suggests 
the retail giant may actually be the white 
knight. With its vast network of trucks and 
drivers, Amazon will become a shipping 
company all its own with the ability to 
streamline routes and waste, and the gold 
standard used by all retailers: “They could 
put UPS and FedEx out of business.”

7) Rising concern for the 
environment coupled with 
the appetite for re-commerce 
(projected to eclipse fast 
fashion by 2030) could make 
“new” a dirty word in fashion.
“The main focus will be services around 
the afterlife of a garment,” said Geraldine 
Wharry, founder and managing director 
of Future Insights, noting pioneers 
Patagonia and Atelier & Repairs in the 
U.S., Christopher Raeburn in the U.K. and 
newcomer ReCouture out of Tokyo, an 
experimental repair shop that will take 
your shoes and give them a second life by 
redesigning them.

Upcycled collections are on the rise 
(see Jonathan Cohen’s new Studio capsule 
collection, and the creations of Los Angeles-
based artist Etai Drori, who uses Louis 
Vuitton beach towels, canvas and other 
materials to make custom looks, Dapper 
Dan-style, including Rosalia’s 2019 Coachella 
stage look. (I wonder if we are in for a new 
surge in DIY, or a patchwork trend?)

Bio-materials could be another answer 
to overproduction. H&M has already made 
clothes out of citrus fruit waste and North 
Face jackets made from spider silk. But 
the field is not without drawbacks, like the 
additional crops and chemical processing 
required to produce the materials.

“A more sustainable future is about 
looking at new technologies, yes, but 
it’s also about going back to traditional 
methods and traditional fibers,” said 
Wharry. “It’s not just about fabrics grown 
in the lab because most of them are not at 
scale; it will be a bit of both.”

8) Luxury brands will offer 
rental subscription services 
(sign me up).
In 2019, Bergdorf Goodman (sneaker 
reseller Goat), Selfridges (Vestiaire 
Collective) and Burberry (the RealReal) are 
just a few of the luxury players that forged 
new partnerships to grab a piece of the 
growing resale market. It’s only a matter 
of time before luxury houses themselves 
launch their own resale or rental services.

Gucci flirted with the resale market 

when it teamed with Melet Mercantile in 
Montauk last summer, and could be the 
first brand to offer what I’d expect would 
be a monthly bag rental service. How cool 
would that be?

9) Brick-and-mortar retailers 
and fashion brands will 
work even more closely with 
entertainment properties.
American Dream already has Nickelodeon 
Universe, and soon Dreamworks Water 
Park. Tyra Banks’ Modelland theme 
park/shopping experience is slated to 
open at Santa Monica Place early later 
this year. HBO, Showtime, Amazon and 
Netflix have hosted fashion pop-up shops 
and experiences to promote shows like 
“Euphoria” and “Handmaid’s Tale.”

But I would like to see more close 
collaboration between the industries in 
real time.

Imagine if the last season of “Stranger 
Things” had been filmed in a mall that 
you could actually shop year-round? (The 
Georgia ghost mall where season three was 
filmed is currently up for sale.) Westfield 
already hosts a Dreamworks Immersive VR 
experience at its L.A. mall; but what if that 
was programmed as a Gucci pop-up that 
let you shop alongside a digital Alessandro 
Michele, or sit and experience the runway 

show from Milan in AR? Every mall should 
have a TV show filming at it full-time. That 
would boost traffic.

“If online media has become the 
store and Amazon a de facto search 
engine, now, we’re seeing physical stores 
becoming media channels, and their 
primary purpose is not the distribution 
of goods, but as a stage for experiences 
where consumers can smell, taste and 
touch,” said Stephens of Retail Prophet. 
“It’s about staging productions around 
products, and treating customers as an 
audience that comes in to participate in a 
show.” Still waiting to see who will be the 
maestro of this one.

10) We’ll be coveting (and 
buying) the latest in designer 
pixels.
“There is a future roadmap for the 
industry that alongside physical product 
allows for digital product to become 
monetizable,” said Drinkwater of London’s 
College of Fashion, citing the explosion of 
the FaceTune app and other face filters. 
“As body tracking and facial tracking 
improves on mobile devices, it will become 
possible to do a Snapchat-like layer for 
your body.…We could get to a point as 
cloth simulation improves where we can 
replicate virtually how a garment moves 

physically, and create photo-realistic 
digital experiences for consumers, where 
you can’t begin to tell the difference in 
what’s real and what’s not.”

He’s seen an explosion in interest in 
digital clothing in the last 18 months to 
two years, both from brands because of its 
operational benefits for the supply chain 
(Netherlands-based “digital fashion house” 
The Fabricant made headlines for selling 
a digital-only dress for around $9,500 
on block chain), and from consumers, 
particularly in the gaming arena.

“The success of ‘Fortnight’ in particular 
is really interesting. It made about $1.8 
billion last year — and there are some 
estimates the market for digital content is 
around the $50 billion mark. The skins you 
buy within the game are purely cosmetic, 
there is no benefit to your performance, 
it’s simply a style choice,” Drinkwater said.

Fashion schools have tweaked 
curriculums to incorporate more 3-D 
digital design to cater to the growing 
market. “As these experiences become 
more accessible, and technology makes 
them more realistic, it will be an inevitable 
part of any business strategy from 
luxury brands to street to fast fashion to 
be thinking about what kind of digital 
product or digital twin to a physical 
product could exist.” ■

Rosalia wearing an  
upcycled look by Etai Drori.

American Dream’s 
gross leasable space 
skews toward 
entertainment.
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Changes Rock Italian 
Eyewear Industry 
Italian eyewear companies are reviewing their strategies, 
adapting to the times while also forging new paths.  
BY LUISA ZARGANI

MILAN — The global eyewear market is 
expected to reach around 155 billion euros 
in 2024, posting compound annual growth 
of 5 percent, according to studies by 
Euromonitor, Worldwide Luxury Market 
Monitor by Bain & Co. and Altagamma. 
At wholesale, the high-end frames and 
sunglasses business is valued at around 3 
billion euros.

Within this context, major changes have 
rocked the industry, ranging from the 
merger of two giants, Luxottica Group and 
Essilor, to the decision made by Kering 
and LVMH Moët Hennessy Louis Vuitton 
to bring production in-house. The latter in 
2017 formed a joint venture with Marcolin 
Group called Thélios.

As a consequence, Italian eyewear 
companies are reviewing their strategies, 
adapting to the times while also forging 
new paths. Challenges await Safilo, which 
in December presented its 2020-24 

business plan and which expects to lay off 
700 employees. The company has been 
hard hit by LVMH’s decision to, from 
2021, take on the production of the Dior 
and Fendi brands, two longtime Safilo 
licenses. Realigning Safilo’s industrial 
footprint is key as the group expects to 
see its production volumes in Italy to 
drop by almost half over the next two 
years, according to chief executive officer 
Angelo Trocchia.

As per the restructuring, the 
Martignacco factory will close from 
January, with 250 people let go. The 
Longarone plant and the Padova 
headquarters will see the exit of 400 
and 50 employees, respectively. Safilo 
employs 6,500 people globally, including 
2,600 in Italy.

The LVMH and Kering choices “change 
the strategic context,” said Trocchia, and 
Safilo is working on a more stable balance 
of labels, resizing the luxury division and 
investing in its own proprietary brands, 
from Carrera to Polaroid. Safilo will also 
continue to produce 1.8 million pieces a 
year for Kering until 2023.

On a positive note, Safilo in December 
acquired a majority stake in the California-
based digitally native Blenders Eyewear, 
which is expected to help boost the Italian 
group’s online business. Downsizing in the 
luxury segment, Safilo is also leveraging a 
group of new licenses with Levi’s, Under 
Armour and David Beckham.

By 2024, Safilo expects licensed and 
owned brands to be more balanced, each 
accounting for 50 percent of the business, 
and to gradually shift to an increased 
weight of prescription frames.

Marcolin Group is also investing in 
optical. Ceo Massimo Renon noted in 
November that aging and the excessive 
use of technology, from smartphones 
to computers, are accelerating the need 
for prescription glasses and boosting 
this market segment. “Sunglasses 
are seasonal and linked to fashion 
and trends, and more subjected to 
fluctuations,” he contended.

Marcolin is revisiting its pool of licensed 
brands, forging ahead with a product-
driven strategy. In November, Marcolin 
signed a five-year licensing agreement 
with BMW Group, which followed 
the recent additions of Bally, Adidas, 
Sportmax, Max & Co. and Los Angeles-
based brand Barton Perreira, diving into 
the specialty eyewear market, and Swatch 
Group Ltd. for the production and 
distribution of the eyewear collections 
of watch labels Longines and Omega. 
According to Renon, Marcolin’s “vision is 
to build a complementary portfolio that is 
not only fashion and apparel.”

The Longarone, Italy-based company’s 
portfolio of labels comprises around 
30 brands, ranging from Tom Ford, 
Moncler and Ermenegildo Zegna to Tod’s, 
Swarovski, Guess and Diesel, to name a few.

Renon believes companies have 
increasingly been investing in their own 
brands, ticking off Luxottica-owned 

Colorful lenses  
by Dior.

Ray-Ban or Safilo’s Carrera and Polaroid. 
The executive also believes there will be 
further consolidation and competition 
between giants. “I don’t think the scenario 
in five years will be the same,” he said.

To ensure a future for the country’s 
eyewear district and the sector, Marcolin 
has also invested on training, as the 
segment faces a scarcity of new qualified 
and skilled artisans.

Kering Eyewear has been investing 
in the territory as well and last fall 
inaugurated a new logistics center in 
Vescovana, near its headquarters about 
an hour away from Venice as president 
and ceo Roberto Vedovotto touted the 
growth of the company he set up in 2014, 
launching a new business model.

Today, Kering Eyewear develops 
and distributes collections for 15 
brands: Gucci, Saint Laurent, Bottega 
Veneta, Alexander McQueen, Stella 
McCartney, Alaïa, Brioni, Boucheron, 
Pomellato, McQ and Puma. In March 
2017, Compagnie Financière Richemont 
became a stakeholder in Kering Eyewear, 
which led to the production of Cartier 
eyewear. Collections for Montblanc, 
Courrèges and Balenciaga have been 
added since January last year. From 
33 employees in December 2014, 
Kering Eyewear now has around 1,300 
employees, of whom 60 percent are 
women. Out of the total, 55 percent hail 
from countries outside Italy.

A sign of Kering Eyewear’s expansion 
and development, the fully automated 
logistics center covers 162,000 square 
feet and allows the company to stock 
more than five million pieces and to carry 
out more than 4,000 shipments a day. A 
greenfield project, it employs 170 workers 
in logistics and quality control activities.

Rise of the Direct-to-Consumer Jeweler 
As handbags and shoes see declines, jewelry is heating up with a new class of DTC labels beloved by affluent 
Millennial women. BY MISTY WHITE SIDELL

In 2019, it seemed that direct-to-
consumer jewelry labels were just heating 
up as the shoe and handbag categories 
were counting declines.

In October, The NPD Group said women’s 
fashion shoes were down 4 percent 
compared with the same period a year prior. 
This came after an April study by the firm 
noting that women’s handbag sales were 
down 11 percent in the first quarter of 2019.

All the while, Millennial jewelry start-
ups were raking in notable investment. 
In April, the Toronto and Buenos Aires-
based jewelry brand Mejuri announced a 
Series B round totaling $23 million, which 
came less than a year after their  
$5 million Series A round was announced 
in September 2018.

Then in late June, the New York-based 
DTC jeweler Aurate announced a $13 
million Series A round that it planned to 
use toward retail and data strategy. The 
brand opened its first two stores in New 
York City in October, with locations in 
SoHo and the Upper East Side.

And in November, the DTC piercing 
salon Studs opened its first location with 
a $3 million series A round obtained prior 
to launch. Just one week after opening, 
the company’s founders Anna Harman 
and Lisa Bubbers had already begun 
looking for larger retail capacity, as 
their inaugural location was consistently 
booked from morning to close.

Mejuri chief executive officer 

and cofounder Noura Sakkijha told 
WWD of her brand’s success in May: 
“Traditionally, the purchase of fine 
jewelry has been occasion-driven. Based 
on that assumption, its marketing has 

been focused on men buying expensive 
items for the women in their lives. But 
that message from big, traditional jewelry 
companies is outdated and not super 
exciting to Millennials.”

The brand is instead geared toward 
women who are buying jewelry for 
themselves. “Women inform our product 
content,” said Sakkijha. “How they 
wear it. How they buy it for themselves. 
But we also wanted women to buy 
frequently and see Millennials purchase 
jewelry in the same way they would buy 
shoes or handbags.”

The same motto rings true for Aurate, 
which says 90 percent of its consumers 
are self-purchasing women who exhibit a 
40 percent repeat purchase rate.

While it is a self-funded operation, 
Brooklyn jeweler Catbird has also seen 
runaway success with DTC fine jewelry 
geared toward Millennial women. The 
brand said it sells 2,000 pieces of its 
in-house jewelry brand per week — all of 
it sustainably made in Brooklyn.

Each of the labels are careful to offer 
an entry price point, with the average 
piece hitting around $250 and luxury 
collections and bridal pieces that can 
extend into the five-figure range. They 
are nimble with e-commerce and 
customer service while speaking directly 
to their consumer with personable social 
media voices.

Said Sakkijha of her brand’s 
strengths: “The big brands may do 
more high-luxury pieces. But we’re 
quick. We’re agile. And technology 
can allow us to do things that weren’t 
possible years ago.”

Mejuri’s jewelry is designed  
to appeal to Millennial women.

Italian eyewear 
companies are 
reviewing their 
strategies, adapting to 
the times while also 
forging new paths.
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In the 2010s, clothing and accessories 
were made to be seen on palm-size 
screens. Fashions of the selfie era were 
exaggerated enough to suggest a kind 
of stage dressing, with colors, prints, 
silhouettes and embellishments so 
amplified one might think they were to 
be seen from a theater nosebleed seat 
— and yet it was all for Instagram. From 
golfball-size statement earrings to contour 
makeup (a tactic long employed by stage 
performers), dressing for a night out was 
more about an outfit’s virtual afterlife than 
the physical experience of wearing it.

But at the decade’s tail end, designers 
began to think up a new vision for 
the start of 2020. With the swing of a 
pendulum, brands suddenly championed 
looks contrary to those embraced in the 
earlier decade. Minimalism, an emphasis 
on quality and a new kind of restraint 
entered the spotlight — not only in fashion, 
but also in consumption at large.

Muted tones, tailoring and lush fabrics 
were prevalent themes across many of 
the spring 2020 runway shows. Even 
Gucci is getting simpler, with some looks 
from Alessandro Michele’s spring 2020 
collection featuring nary a patch pocket 
or iron-on decal. True minimalists — like 
The Row, Prada, Alyx and the runaway 
success of Daniel Lee’s Bottega Veneta — 
showed clothes and accessories that were 
not intended for immediate disposal. 

Lee’s tanned leather satchels, The Row’s 
crisp button-down blouses and Alyx’s 
skirt suits were pieces to invest in and 
wear for years to come.

They are contrary to a period of fashion 
that accelerated its way through what 
felt like every novelty embellishment 
possible. The midprice accessories 
category that challenged established 
fashion houses for the past four years 
with stylish products at more accessible 

prices is now seeing a quick burnout — 
offering a cautionary tale of fashion’s 
cadence in the digital era. So eager to 
offer newness, the brands flooded the 
market with an increasingly ostentatious 
range of product. What started as 
covetable rhinestone embellished heels 
ended in ruffled lime green mules and 
birdcage-shaped acetate handbags.

The new minimal designs are appealing 
for stylistic and ideological reasons. Yes, 

they’re a complete turnaround from 
the novelty accessories and clothing 
seen over the past 10 years. But new 
minimalism also appears to be a reaction 
to heightened environmental awareness 
and the collective realization that many 
consumers in the Western world already 
have too much stuff.

At the Prada showroom in New York 
this season, the brand displayed about 
a dozen mannequins plainly dressed in 
prim black leather skirt suits and taupe 
chiffon sack dresses, many of them 
styled with simple boat shoes and leather 
bucket bags. Backstage at the brand’s 
spring 2020 runway show, Miuccia 
Prada told WWD that the collection 
was a reaction to “the feeling at the 
moment is about ‘too much,’ too much 
of everything, too much. There’s also a 
call not to produce, not to consume. In 
this atmosphere I tried, firstly, to do less, 
even though I’m not sure I was able to 
because when you do fashion, fashion 
slips through your hands.”

The designer admitted that 
minimalism does not come without 
its challenges. “I certainly worked by 
subtraction, struggling to do so, also, 
because you get carried away with 
fashion,” she said. “On one end, you 
need to make more profits; on the other 
end, you don’t need too many profits 
because otherwise you ruin the world.”

A distilled version of the minimalist 
look is already beginning to take hold; 
This winter downtown New York is now 
flush with plain wool navy trousers, 
boxy blouses and clunky, utilitarian 
boots — a cool kid’s perversion of nine-
to-five office attire.

LONDON — The endless fashion week 
cycle and the physical waste it generates 
— between samples produced, runway 
show costs, plane tickets purchased, 
and time spent to-ing and fro-ing to 
showrooms — is old news. Everyone 
realizes it has to stop, but few are brave 
enough to make big changes in an 
inherently wasteful industry.

Designers, particularly smaller, 
independent brands with budgets to 
manage, are slowly starting to address 
the issue by showing two large collections 
a year, that can then be divided into 
multiple drops. This is particularly 
relevant for accessories, as the brands 
don’t have to stage fashion shows or 
participate as actively as their rtw-
focused counterparts.

They are finding that producing two 
comprehensive pre-collections — and 
hosting showrooms during the January 
and June pre-collection markets — makes 
a lot more sense.

“Most retailers allocate 70 percent of 
their budget to pre-collections, which 
makes designing a whole new collection 
for ‘main’ wasteful in sample production 
costs,” said Estelle Orilland, who recently 
founded the handbag label Stee Atelier 

and who previously worked for the likes 
of Chloé, Stella McCartney and Marni as 
an accessories designer.

“Encouraging retailers to make two 
bigger orders a year instead of four 
smaller orders cuts delivery costs, and 
therefore emissions, by half and saves 
on waste in production. This is in line 
with the brands’ sustainability goals for 
the future and slow fashion approach, 
encouraging the consumer to buy less, 
but higher quality,” she added.

It’s a win-win for retailers, too, 
according to Orilland, as there is 
opportunity for some breathing space in 
their buying schedules. She said they have 
“the best chance of selling through their 
orders” by doing it early in the season and 
having a bigger time frame to sell before 
the sale period begins.

“[This approach] is very relevant to the 
accessories market because there’s less 
of an evolution between collections than 
ready-to-wear, with consumers buying 
fewer bags per season and using them for 
longer. But we are finding some ready-
to-wear brands are also moving to two 
collections a year,” she added.

Acne Studios and Roksanda are among 
the rtw brands that have opted out of 

pre-collections in favor of showing two 
bigger collections a year as part of their 
catwalk shows, and selling everything to 
buyers postshow.

Showroom owners are also standing 
behind the shift.

Maria Kastani, who represents up-and-
comers such as the Turkish handbag label 
Mehry Mu and the Greek jeweler Katerina 
Makriyanni, has been opting to connect 
with buyers in Paris during the January 
and June pre-collections as a way of 
offering the brands she works with, as well 
as the buyers, more breathing space.

“It’s more fair for designers, and it 
relieves a lot of stress. You don’t have the 
pressure of designing pre and starting 
main right after,” she said. “This way, you 
can have more clarity on your vision and 
what you have to say.”

Kastani was among the first to shift  
her business’ schedule more than two 
years ago.

“The system has to change and things 
need to simplify. Buyers are happier, too, 
as they can place their orders for both 
pre and main simultaneously and have 
more time to analyze what they’ve bought 
into. You catch them at a time when they 
have more time — and bigger budgets — to 
spend on you.”

She added that this new way of 
operating is often critical to the success of 
younger labels and has played a big role 
in the rapid success of Mehry Mu, which 
had a successful launch on Net-a-porter 
last year.

The same applies to the Athens-based 
label Evi Grintela, whose chic shirtdresses 
lured more than 40 international luxury 
stockists from Net, to Matchesfashion.com 
to Bergdorf Goodman.

“Young brands cannot incur the cost 
of going to Paris four times a year. They 
need more room to breathe, and to have 
their voices heard,” added Kastani.

Fashion Pares Itself Down 
The industry is readying for a period of new minimalism in accessories and clothing. 
 BY MISTY WHITE SIDELL

Designers Return 
To Showing, Selling 
Twice Year — and  
It Makes Sense 
Smaller, independent brands with budgets to manage are 
among the first to address the issue. 
 BY NATALIE THEODOSI

Minimalist looks in the spring collections of Prada, The Row and Bottega Veneta.

Backstage at Acne Studios’ spring show.
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Bergdorf ’s, Others Best Positioned  
To Capture the Barneys Men’s Shopper 
Other retailers such as Saks, The Webster and Dover Street Market are also seen as possible options. BY JEAN E. PALMIERI

Men’s wear was the backbone of Barneys 
New York since its founding by Barney 
Pressman in 1923 as a seller of discounted 
men’s suits.

When Barney’s son Fred took over 
the business, he transformed his father’s 
discount men’s store into a true fashion 
emporium, introducing such European 
brands as Giorgio Armani, Pierre 
Cardin, Yves Saint Laurent, Brioni and 
Ermenegildo Zegna to the store.

Fred Pressman soon built a reputation 
as a visionary merchant, and he hand-
picked Tom Kalenderian, who had joined 
the store as a sales associate in 1979, to 
work with him on the merchandising team.

Kalenderian, who remained with the 
company for 40 years and was its head 
men’s merchant for decades, learned his 
craft at Pressman’s knee and combined 
that knowledge with a true passion for 
the men’s wear business and an eye for 
discovering emerging luxury brands and 
bringing them to Barneys. Those included 
Boglioli, Isaia and Ovadia, among others.

Now that Barneys is gone, the luxury 
men’s wear consumer who had depended 
upon the store to fulfill its appetite 
for upscale classics and cutting-edge 
contemporary collections has to find 
another place to shop. Although Authentic 
Brands Group, which bought the Barneys 
trademark, has inked a deal with Saks Fifth 
Avenue to open Barneys shops in around 
40 of its stores, those won’t materialize 

for a while. And how much of the mix will 
be men’s wear is unknown since Saks is 
believed to be considering re-branding its 
women’s contemporary floor as a Barneys.

Until then, other high-end merchants 
may benefit by wooing the Barneys men’s 
wear shopper. Among those most likely 
to snag that consumer are Goodman’s, 
Bergdorf Goodman’s men’s store, as well 
as Dover Street Market and The Webster, 
according to industry observers.

But Cardlytics, a platform that monitors 
banks’ reward programs, said these stores 
need to move fast and create aggressive 
customer acquisition campaigns. When 
physical stores close, the group said, half 
of competitors do not pick up their fair 
share of customers. But shoppers acquired 
in the first two to four months after a store 
closing are three to five times more likely 
to return and to spend 30 percent more, 
Cardlytics said.

“The natural migration from Barneys 
would most likely be Bergdorf’s,” 
especially for the tailored and more-classic 
luxury collections said Robert Burke, a 
luxury analyst who heads Robert Burke 
Associates. “Tom Kalenderian was one of 
the single most talented merchants with 
an amazing eye” because of the training he 
received from Fred Pressman. He built an 
“incredibly good tailored classic clothing 
business and also a fashion business. He 
knew all the vendors and every private 
label factory in Italy.”

Burke said that some Barneys customers 
may go to Saks since the store “has done 
a good job with designer lines so there’s 
a big opportunity there to attract that 
customer.” But Dover Street Market and 
The Webster are also strong options 
to pick up some of the more niche, 
contemporary labels.

“And then there are the online players,” 
Burke said, mentioning Matchesfashion 
and Mr Porter as other options for the 
Barneys men’s customer.

Longtime retail executive Burt Tansky, 
who serves as vice chairman of Traub 
Capital, also believes Bergdorf’s will be the 
top choice for the Barneys men’s customer. 

“Traditional has always been a strength, 
but they also have a good offering of 
contemporary clothing for men and they 
would welcome all the Barneys shoppers.”

William Susman, managing director 
of Threadstone Advisors, said that while 
the Barneys men’s customer “may walk 
into Bergdorf, Jeffrey or the new Neiman 
Marcus, if you were truly loyal to Barneys, 
you are a sophisticated shopper and 
you know what you like.” So they’ll seek 
out those brands — whether online or 
at another retail store that carries the 
collection. “Barneys was more about 
curation than incubation and men shop 
brands more than stores,” he said.

Barneys is 
currently running 
liquidation sales.

Men’s Rental Services Begin to Emerge 
Although most companies are concentrating on women’s wear, there are a few that are 
focused on men’s. BY JEAN E. PALMIERI

Rentals are seen as a big business 
opportunity in the new decade as retailers 
and brands clearly hear the call to cut 
down on excess production and waste. The 
concept also allows shoppers to constantly 
update their wardrobes without a lot of 
financial outlay.

Rent the Runway was among the first to 
enter the business back in 2009. Since that 
time, a lot of other companies have jumped 
into the fray including Bloomingdale’s, 

Express, American Eagle, Vince, Rebecca 
Taylor, Loft Urban Outfitters and others.

MarketWatch is projecting that the global 
online clothing rental market, which was 
$1.2 billion in 2018, is estimated to grow at 
a compounded annual growth rate of 10.76 
percent through 2023.

While the product is different depending 
upon the company, one thing they have 
in common is that by and large they’re for 
women only.

So what’s a guy to do if he wants 
a sustainable fashion option and the 
opportunity to refresh his wardrobe on 
a more-frequent basis? Well, there are a 
couple of companies that are targeting 
men, with more coming on board later this 
year. That includes Scotch & Soda, which 
launched what a subscription service for 
men in the U.S. last fall, as well as The Mr. 
Collection, which has quietly been renting 
clothes to men as far back as 2012. There 
are also a couple of other small players, 
including the Rotation, which specializes 
in streetwear for men, and Seasons, which 
debuted in November and is planning to 
expand outside its home base of New York 
to other metropolitan areas.

Vladimir Paniouchkine, cofounder 
and chief executive officer of The Mr. 
Collection, which also offers women’s 
rentals under The Ms. Collection moniker, 
said he embraced the idea of a rental 
model after he graduated from college and 
didn’t have money to buy the clothes he 
wanted to wear.

He launched The Mr. Collection focusing 
exclusively on men’s wear — women’s was 

added in 2014 — and now carries hundreds 
of brands and thousands of pieces from 
Tommy Hilfiger, Original Penguin, Grayers, 
TailorByrd and Mavi along with niche labels 
from the U.S. and Europe that are not 
widely available elsewhere. Prices start at 
$59 a month for a monthly subscription of 
three items, and go up to $89 a month for an 
unlimited number of packs with four items 
in each.

In the beginning, Paniouchkine admitted, 
there was a “learning curve for guys,” but 
they’ve since taken to the concept and 
the company actually skews more heavily 
toward men who account for 70 percent of 
the business.

Paniouchkine said The Mr. & Ms. 
Collection is still self-funded — his wife, 
Victoria, is cofounder and chief operating 
officer — but this year, they’re looking 
to launch their first seed round, expand 
their reach in the U.S., and enter the 
international market.

But The Mr. Collection is not alone in 
providing rentals to men. Regy Perlera left 
Nike, where he had served as a product 
designer, last summer to launch Seasons, a 
men’s rental service. Perlera, who had also 
been a design consultant for StockX, has an 
intimate understanding of the youth market 
and their quest for a sustainable, circular 
environment. So he targeted a young 
audience and offered a mix centered around 
streetwear with Seasons.

Offered only in the New York City area, 
the site offers brands ranging from Acne 
Studios, Brain Dead, Fear of God, Nike, 
Heron Preston and Off-White to Pyer Moss.

“I think in the next five to 10 years, 
people will fundamentally change how they 
consume product,” he said. He believes 
apparel brands will create and produce 
fewer products on a more-frequent basis, 
and the rental model is a perfect solution for 
that scenario.

Others agree and Seasons has lined up 
a number of investors including Reddit’s 
cofounder Alexis Ohanian whose Initialized 
Capital was the company’s first backer.

Seasons launched in November with 
50 members and offers two subscription 
packages: $155 a month for three items or 
$195 a month for an unlimited number.

Although Perlera expects to continue to 
tweak its model and app this year, he also 
plans to move beyond New York and offer 
the service in other metropolitan areas such 
as Los Angeles, Chicago, Atlanta and Miami.

Adam Siegel, a former executive with 
RILA, the retail industry trade association 
where he focused on sustainability, 
responsible sourcing, and tech innovation, 
is preparing to launch a men’s rental site in 
the next month or so.

Siegel has raised $100,000 of his goal 
of $300,000 from friends and family who 
believe in the model and his move to extend 
it into men’s wear. “The market is not 
huge, but it’s definitely a niche and has big 
potential for growth,” he said. “Ten years 
ago, women weren’t saying they wanted a 
rental program. Men are spending more 
time on how they look than ever before. 
They want premium, unique clothing. 
But don’t have time to discover new styles 
or brands. So what do they do? They 
reluctantly gravitate back to the same tired 
styles and brands they know — the same 
brands that every other guy wears. From my 
research, an emerging segment of men want 
to experiment with new styles, and want to 
find new brands, and they see rental as a 
way to easily get what they want.”

The Mr. Collection 
was a pioneer  

in offering rental 
services for men.
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The Husky Male Model 
Full beards and muscly chests were spotted on the men’s runway this year. Will the 
husky male model manage to bring more diversity to men’s fashion? BY FLEUR BURLET

PARIS — First there was a curly mustache. 
It was followed by full ginger beard; then a 
tousled mane of luscious dark locks; finally a 
salt-and-pepper four o’clock shadow.

Out were the prepubescent waifs and 
teenage lookalikes that usually dominate the 
men’s wear runways: For spring 2020, the 
Junya Watanabe man was a bit of a hunk. 
The Japanese designer opted to send full-
bearded, broad-shouldered, traditionally 
masculine-looking models down the runway 
wearing riffs on workwear pieces, some of 
them finished off with “Peaky Blinders”-
style flat caps.

It made for a refreshing sight. In a 
year marked by outcries for more body 
diversity within the fashion industry, 
championed by Rihanna’s Savage by Fenty 
line, Zendaya’s collaboration with Tommy 
Hilfiger or New York Fashion Week brands 
Vaquera and Eckhaus Latta. But not much 
had changed on the men’s runways, with 
most models registering somewhere on the 
skinny register.

However, a handful of fashion brands 
sought to break the mold. In addition to 
Junya Watanabe, Kris Van Assche at Berluti 
for his fall and spring shows sent a number 

of whiskery men down the runway, dapper 
incarnations of his first two collections at 
the LVMH Moët Hennessy Louis Vuitton-
owned fashion house.

Some seemed to have scouted their 
models at the local gym. At Berlin-based 
label GmbH, burly models were nearly 
bursting out of skin-tight Lycra tops for fall 
2019, showcasing their muscled shoulders.

Diversity in sizes is still a rarity on the 
men’s runways, which have yet to find their 
Ashley Graham or Tess Holiday equivalent. 
Modeling agency IMG made a splash in 2016 
when it announced the opening of its men’s 
plus-size division, Brawn, but the news has 
yet translate in standout catwalk moments.

Could 2020 be the year brands decide to 
broaden their spectrum and embrace the 
husky esthetic?

For Maxime Dendraën, a model agent 
at Rock Men agency in Paris, the trend is 
still anecdotal.

“I haven’t seen any change in casting with 
the brands we usually work with,” said the 
agent, who collaborates with brands such 
as Céline, Prada, Balenciaga, Ami and Zara, 
and press outlets such as Vogue, L’Officiel 
Hommes, GQ and Dazed & Confused.

“Plus-size male models are still a niche 
market in France and only concern the 
advertising industry or clothing brands,” 
she continued. “Despite the fact that the 
market is clearly expanding, especially for 
men, I don’t see much happening on that 
side for the moment.”

The fashion industry counts a couple of 
game changers who might jump-start the 
trend, including brands favoring street-
casting such as Vetements. Young designers 
seeking to shake up conventions could also 
manage to make their mark.

The London fashion scene could be the 
first to make the move. The first plus-
size male model was spotted in 2018, 
when artist and model Harry Freegard 
walked the Rottingdean Bazaar runway 
wearing a deconstructed mauve silk 
dress and carrying a cardboard cut-out 
figure of Naomi Campbell. Freegard 
has since appeared in fashion editorials 
in Tatler, Dazed and Candy as well as 
advertisements for Vivienne Westwood. 
Two years later, another designer showing 
in London is following suit: On Sunday, a 
rotund male model was seen sporting a 
vivid pink suit on the runway for Chinese 

brand 8on8, designed by Central Saint 
Martins alum Li Gong.

Despite these early signs, Basile Khadiry, 
cofounder of Parisian men’s wear store 
Beige, doesn’t particularly see the trend 
for plus-size male models picking up in the 
fashion sector — but other fields might prove 
to be more open-minded.

“It feels like something a fragrance brand 
would pick up on,” said Khadiry, who himself 
makes sure to cast “super normal guys” for 
the Beige look books and campaigns. “The 
husky male could be the masculine version of 
the new ‘feminine ideal,’ represented by Kim 
Kardashian for example.”

Backstage at Berluti’s men’s spring show.

Have Sneaker Collaborations Peaked? 
With top luxury fashion houses and sportswear companies collaborating, where do fashion designer-sneaker 
collaborations go from here? BY OBI ANYANWU

The year 2019 ended with the debut of 
three colossal sneaker collaborations: Dior 
x Jordan, Prada x Adidas and Puma and 
Balmain. But despite the hype surrounding 
these launches, could the days of the 
marquee sneaker collaboration be running 
their course?

Puma and Balmain launched first, 
debuting a campaign featuring Balmain 
designer Olivier Rousteing and Puma 
ambassador Cara Delevingne, with a 
collection that launched on Nov. 21. Prada 
and Adidas followed, revealing a co-branded 
limited-edition Superstar model sneaker 
and bowling bag on Dec. 4. Finally, Dior 
teased its collaboration sneaker with Jordan 
Brand at its pre-fall 2020 show in December, 
and the sneaker will launch in April, with 
more to follow.

Sportswear companies forming 
partnerships with luxury houses and 
fashion designers took some time to reach 
this point. The trend could be traced to 
the early Aughts with Chanel and Reebok 
collaborating on the latter’s Instapump 
silhouette, or even the inception of Y-3 and 
Adidas by Stella McCartney. But it didn’t 
really kick into high gear until the 2010s 
when Adidas tapped Jeremy Scott and later 
Rick Owens, Raf Simons, Kris Van Assche 
and others to design sneakers, and when 
Nike did the same with Rousteing, Riccardo 
Tisci, Kim Jones, Jonathan Anderson and 
Virgil Abloh for Nike, Jordan and Converse.

Under Armour got into the game by 
bringing on designer Tim Coppens to create 
the short-lived Under Armour Sportswear 
collection, and Reebok snagged Victoria 
Beckham, Pyer Moss and Cottweiler to join 
its stable. Asics works with Kiko Kostadinov 
and retailers such as Kith, Ubiq and Atmos, 
and New Balance kicked off the 2010s 
with J. Crew and also works with Kith and 
Atmos. Onitsuka Tiger recently collaborated 
with Givenchy and launched sneakers 
with Cinoh, KKtp, Christian Dada designer 
Masanori Morikawa, Shimo Zhou and Une 

Yea of Staffonly, Kathleen Hanhee Kye and 
Sulvam. Even French activewear brand 
Salomon works with designer Boris  
Bidjan Saberi.

Each company has built a roster of design 
talent to expand or transform their present 
offerings and archives for marketing and 
runway moments, to generate sales and 
build hype, and capture a new market 
segment. But these power couplings beg 
the question: Where do fashion designer 
sneaker collaborations go from here?

The products continue to perform quite 
well for companies such as Nike, which sells 
out its Virgil Abloh collaboration sneakers 
almost immediately, and Reebok, whose 
Pyer Moss sneakers sold out within four 
minutes, designer Kerby Jean-Raymond of 
Pyer Moss said at the WWD CEO Summit 
last October.

Adam Petrick, Puma’s global director 
of brand and marketing, said, “It’s rare 
that we find a collaboration or partnership 
where people say it’s trash. The response 
is usually very good, sells quickly, is 
distributed in niche retailers. The feedback 
is usually very positive.”

Puma partners with brands such as 
Karl Lagerfeld, Rhude, Jahnkoy, Han 
Kjobenhavn, Ader Error, Les Benjamins 
and Chinatown Market, among others. 
Petrick used the Han Kjobenhavn 
collaboration as an example, saying, “Han 
isn’t going to sell out as quickly, but you 
do know there’s interest out there and you 
hope you get the sell-through you need. 
The space of fashion partnerships is really 
a nice place for us to play, especially with 
the ones we’re working with because 
they’re up-and-coming.”

He added that the Balmain partnership 
has sold well, but did not give figures.

Even so, the recent output from Dior and 
Prada had mixed receptions. The Prada x 
Adidas collaboration saw negative reactions 
on social media for its price — $3,170 for the 
sneaker and bag combo — and design, and 
the Air Jordan 1 High OG Dior sneaker met 
similar rejection, though one could argue 
that the detailing and craftsmanship that 
went into both sneakers were lost on an 
audience that judged solely on photos.

“Overall, as a share of the StockX sneaker 
market, sales of designer/luxury sneakers 

[i.e. those with $400-plus retail prices] were 
down in 2019 relative to 2018.”

He said designer/luxury sneakers sales 
were flat for the year, but saw a relative 
decline due to the StockX market growing 
overall. He added, “Also, price premiums 
and average resale prices for these sneakers 
were down as well, with resale prices falling 
by more than 10% on average.”

Einhorn looked at sneakers with retail 
prices of $400 and above since StockX 
does not have a category for “designer 
collaborations,” but the price point would 
include collaborations such as Adidas by  
Raf Simons.

“There were some popular 2019 releases, 
like the Tom Sachs Overshoe, which resold 
over 1,800 pairs on StockX, at an average 
resale price of $780, 42 percent above its 
$550 retail price, but brands like Balenciaga 
were down in 2019 relative to 2018. In 2018, 
we had seven different Balenciaga sneakers 
with at least 100 StockX sales; in 2019, 
there were only three Balenciaga sneakers 
with at least 100 StockX sales,” he said. 
This implies that the hype and demand is 
reserved for the sportswear companies and 
not exactly the fashion houses or designers, 
with exception.

Goat released a year in review of 
sneakers on Dec. 31, which found that Nike’s 
collaborations with Sacai, Fear of God 
and Off-White were the only top designer 
collaboration releases in 2019. The resale 
app also highlighted collaborations between 
Nike and Undercover and Asics and Kiko 
Kostadinov. Additional top releases this 
year, according to Goat, were more celebrity 
driven and included Yeezy, Travis Scott, 
Kyrie Irving, Pharrell Williams and artist 
Blue the Great.

Einhorn believes that the Air Jordan-Dior 
sneaker may inject more excitement into 
resale saying, “In pre-release sales, it is 
averaging a resale price of over $10,000, 
making it the most expensive sneaker of all 
2019-20 releases.”

The Prada x Adidas  
capsule collection.
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Supreme Street Cred 
Challenged With Luxury, Art 
The streetwear brand risks forgoing its street cred with younger consumers in favor of 
its new positioning in the art world. BY OBI ANYANWU

The past 10 years have seen the rise of 
streetwear to the mainstream and one of the 
undisputed leaders of the movement was 
skate brand Supreme.

Limited releases, countless drops and a 
myriad of collaborations gave the masses a 
glimpse into the hysteria surrounding the 
brand and defined what “hype” looked like 
in real time. And companies from luxury 
houses to fast-fashion brands have since 
adopted the Supreme model.

A few key moments from recent years 
helped cement Supreme’s prestige and 
marked a new beginning for the brand, 
which began in 1994. In 2017, The Carlyle 
Group paid $500 million for a 50 percent 
stake in the business, giving the company 
a $1 billion-plus valuation. Supreme then 
teamed with Louis Vuitton as well as 
Rimowa, aligning the label with luxury 
fashion. The final seminal moment was 
the closing of its Lafayette Street store in 
September 2019, which marked a symbolic 
end to its 25-year ascent.

The label is no longer a niche branded 
T-shirt, apparel and tchotchke purveyor 
catering to Millennials and Gen Zers, but 
a legitimate leader in the growing and 
ever-evolving streetwear market. With 
contemporary streetwear designers, 
premium brands and retailers, and lower 
price point offerings vying for position in 
the streetwear market, all eyes continue to 
look to Supreme for its winning formula that 
still has young consumers lining up outside 
its stores.

But will Supreme’s reign continue? A 
$1 billion valuation is the antithesis of 
what a skate brand and counterculture 
fashion stand for. How does a brand retain 
its street cred when it has the figures to 
show that it’s more of the top dog than the 
people’s champ?

The Louis Vuitton x Supreme collection 
was not universally well-received, with 
skaters who preferred anonymity saying the 
collection was “stupid as s--t,” and that “it 

solidifies Supreme’s place in fashion, which 
is so stupid. They started the brand as a f--k 
you to fashion, and now they’ve become 
it.” One student said, “People are saying it’s 
going to separate the men from the boys. 
Also change and divide the audience,” and 
another teen said, “If you buy that Louis 
Vuitton s--t, you’re stupid.”

Despite some naysayers, the collection 
drew throngs to various pop-up shops 
around the world, created a frenzy and 
sold out.

If one looks to resale, Supreme’s cred 
may be waning. On StockX, sales premiums 
for Supreme in the fall/winter 2019 season 
were down as much as 25 percent from the 
spring/summer 2019 season, and down over 
40 percent from fall/winter 2018.

More players have emerged, with Palace 
moving to New York City and Patta opening 
a pop-up in New York City in September. 
There’s Awake NY by Supreme alum 
Angelo Baque, Pharrell Williams’ favorite 
Cactus Plant Flea Market, and brands 
like Chinatown Market — a big favorite at 
ComplexCon in November — along with 
Pleasures, Girls Don’t Cry, and Nigo’s 
Human Made.

Despite the competition, Supreme still 
holds its crown. The brand’s box logo 
T-shirts that launched in fall 2019 resold on 
StockX at very high margins, closing the gap 
between this season and previous seasons. 
But premiums are still down between 10 
percent and 20 percent and are expected to 
get lower as the season continues. Fall 2019 
was down 25 percent on StockX but with the 
box logo Ts reselling well, it cut that decline 
to only between 10 to 20 percent.

However, at The RealReal, Supreme was 
the fourth most-searched brand behind 
Yeezy, Off-White and Nike, signifying that 
the hype is still real and ahead of longtime 
competitor Stussy, and brands like Anti 
Social Social Club, among others. Search 
demand on the site was up 112 percent year-
over-year, and the average resale value of a 

Supreme item was 141 percent over MSRP, 
which is a 78 percent increase in resale 
value year-over-year.

“Supreme’s popularity isn’t waning at 
all. It’s bigger than it has ever been,” said 
The RealReal streetwear and sneaker expert 
Sean Conway. “Demand is up, therefore 
production is up. Supreme is dropping 

releases weekly, and we’re seeing this 
positively impact the secondary market 
— search demand for Supreme this year 
was more than two times greater than last 
year. Supreme drops brought streetwear 
into the mainstream resale market, and 
— when you look at the past decade — 
Supreme has had the strongest resale 
value of any streetwear brand.”

In addition, Supreme was the number 
one most searched fake and replica clothing 
brand for the third year in a row.

What separates Supreme from other 
streetwear labels, aside from its valuation, 
is how its offering has transcended the 
product level and ventured into the art 
world. Like Nike SB sneakers and Air 
Jordans in the Aughts, rare Supreme 
products from that same time period and 
the 2010s racked up high price tags that 
mirror new luxury products like handbags 
and watches.

Christie’s recent Handbags x Hype 
auction showcased Supreme skateboards, 
featuring artworks by Takashi Murakami, 
Kaws and Jeff Koons, among others, 
pieces from the Louis Vuitton x Supreme 
collection, and collectibles like a Supreme-
branded punching bag and pinball machine. 
A Louis Vuitton x Supreme trunk sold for 
$125,000, double its estimate, while the 
punching bag and pinball machine went for 
$17,500 and $32,500, respectively.

Sotheby’s dedicated a full auction to 
Supreme skateboards in January, all of 
which were acquired by Chinese collector 
Carson Guo (the collection was on view at 
the Jason Vass Gallery in downtown Los 
Angeles the month prior to the auction), 
and held a second auction of 1,300 
Supreme accessories between the years 
1998 and 2018 from the collection of Yukio 
Takahashi. The collection sold for just 
under 200,000 pounds.

The shift in positioning allows the brand 
to expand its perception beyond the hype 
and grow up with its older consumers, while 
still maintaining its young customer. Even 
if the hype wanes with the predicted death 
of streetwear, or at least a slowdown in the 
category’s growth, Supreme can thrive in a 
new art-focused lane.

But there’s no guarantee that it will keep 
its street cred.

Bags from the Supreme  
x Louis Vuitton collection.

A Supreme-branded guitar that was on 
auction at Christie’s Handbags x Hype event.

Severino Alvarez brings out a piece from  
Supreme’s collaboration with Louis Vuitton. S
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LOOKING TO THE FUTURE OF FASHION
Designers and brands are embracing everything from oversize silhouettes and  

pastel shades to a more minimalistic aesthetic.
BY LUIS CAMPUZANO
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The Beauty M&As  
To Watch for in 2020 
Charlotte Tilbury is said to have hired Jefferies to 
continue exploring sale options.  BY ALLISON COLLINS

A new decade means new beauty deals.
And while the types of transactions 

may shift, investor appetite for beauty 
companies seems to be a constant.

“I would not anticipate 2020 to be 
as robust, with that number of marquis 
independent brands getting sold,” said 
one financial source, referring to the 2019 
sales of Elemis, Morphe, Drunk Elephant 
and Olaplex.

This year, beauty M&A is expected to 
remain solid, industry sources said, with a 
lot of action around skin-care companies 
and contract manufacturing.

“Private equity firms are looking to 
consolidate the contract manufacturer space 
right now,” said Andrew Shore, managing 
director at Moelis. “There are some 
tendencies of private equity to try to be the 
consolidator in this space,” agreed Muriel 
Petit, managing director at BNP Paribas.

It’s a trend that continues from the past 
few years. Private equity groups have 
been attracted to manufacturing deals 
because they provide multiple potential 
growth levers, versus brand bets. In the 
past few years, private equity-backed 
KCD-One has made many acquisitions, a 
spree sources expect to continue through 
2020, and in 2019, Bain Capital invested 
in Maesa, which makes private label 
products for places like Ulta, as well as 
the Kristin Ess Hair and Flower Beauty 
Brands. Mana is said to be exploring 
potential deal outcomes with the help of 
investment bank Guggeinheim.

Skin care is also expected to remain 
attractive, especially because of growth 
in higher-end products. Aside from 

appetite for prestige and luxury skin 
brands, natural or clean options are 
also interesting to prospective buyers, 
according to Petit. “The two together is 
even better,” she said.

Several skin-care brands are either in 
the market already, or expected to hit the 
market in 2020. Erno Lazlo, said to have 
about $40 million in net sales, has tapped 
Moelis to explore options, after a period 
of sharp growth in China. Dennis Gross 
Skincare, the dermatologist line, is said 
to have tapped Financo to sell a minority 
stake. Paula’s Choice, which is said to 
have more than $100 million in net sales, 
is said to have tapped Morgan Stanley, but 
sources said it is unclear if a deal will go 
through as the banker who was handling it 
has left the firm. Morgan Stanley declined 
to comment. Perricone is said to be 
coming out to market with Piper Jaffray. 
Curology, the direct-to-consumer skin-
care offering, is said to be working with 
Financo on a transaction.

HydraFacial, the treatment business, 
is said to have hired Jefferies to explore 
a sale. Final bids are due in early 2020, 
sources said, and the business is said 
to have about $50 million in earnings 
before interest, taxes, depreciation and 
amortization.

Deciem, the multibranded skin-care 
business founded by the late Brandon 
Truaxe, is expected to be taken over in 
full by the Estée Lauder Cos., industry 
sources said. Lauder took a minority 
position in the business in 2017. Foreo, 
said to have about $200 million in 
EBITDA and between $750 million and 

$800 million in net sales, is also said to be 
considering options.

In makeup, all anyone’s talking about 
is Charlotte Tilbury, which has hired 
Jefferies, on top of Goldman Sachs, to 
explore deal options, sources said. The 
business has been in and out of deal 
conversations with Lauder, sources said, 
and valuation expectations are said to 
be high.

Indie makeup darling Kosas is also 
said to be close to closing a new round of 
funding. In the men’s grooming world, 
Cremo is said to have hired Goldman 
Sachs to explore options.

Other brands that are attracting interest 
from the investment community include 
Moon Juice, Thrive Causemetics and 
Function of Beauty, industry sources 
said. Glossier is also one to watch, sources 
said, as speculation swirls around a 
possible initial public offering.

On the larger end of the spectrum, there 

are a few massive assets are out in the 
market. There’s Coty Inc.’s professional 
business, which is expected to formally 
come to market early this year with Credit 
Suisse. Industry sources said that the delay 
has been caused by difficulty determining 
the EBITDA of the business, but that 
any and all major private equity firms 
(including Advent International, which just 
bought Olaplex with a reported $1 billion 
valuation), and Henkel, are said to be 
lining up. Any resulting deal is expected to 
have a price tag well into the billions.

There’s also Revlon, which has hired 
Goldman Sachs to sell all and/or parts 
of the business. Right now, that process 
is centered on some of Revlon’s smaller 
brands, like American Crew and Almay, 
while Revlon executives work to try to turn 
the rest of the business around. Though 
technically, sources said all parts of the 
business are still on the table, and Revlon 
is coming up against 2021 debt maturities.
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Charlotte Tilbury is 
said to be looking into 
a potential sale.

The Embrace of AI Technology 
Artificial intelligence will reach $12 billion by 2023 in global spending by retailers, 
including beauty, up from an estimated $3.6 billion this year, according to  
Juniper Research.  BY RYMA CHIKHOUNE

“We loved the idea of using augmented 
reality to create an escape of sorts,” 
shared Gerard Quiroga, president of 
Bellacures, a nail salon franchise with 
locations in Southern California and 
Texas that introduced the use of virtual 
reality in the business this year.

Available exclusively at the Beverly 
Hills address, customers have the option 
of donning a VR headset for a visual 
and audio experience of their choice: a 
secluded beach, waterfall or forest.

“We knew virtual reality was going to 
start making its way into the health and 
wellness space and have been discussing 
ways to incorporate a more meditative 
element into our treatments,” continued 
Quiroga. “I like to think of it as taking 
them on a mini vacation, so for that hour 
or so we get them in our chair, they can 
disconnect and go to a beautiful location 
to turn off their mind.”

A VR manicure is priced at $55, while 
its pedicure equivalent costs $60. “They 
are loving it and saying it is extremely 
relaxing and allows them to disconnect 
and recharge more than a normal 
service,” he said of consumer feedback. 
“We have even had a couple fall asleep in 
the chair, so I think that says it all.”

More than ever, businesses in beauty 

and wellness today — large or small — are 
experimenting with ways of improving 
the customer experience utilizing VR or 
artificial intelligence, which is growing. 
AI will reach $12 billion by 2023 in global 
spending by retailers, including beauty, 
up from an estimated $3.6 billion this 
year, according to Juniper Research.

“325,000 retailers [are] to adopt AI 
technology [between 2019 and 2023],” 
states the research. “The use of machine 
learning in demand forecasting will 
prove to be a key market for AI vendors, 

with associated service revenues 
reaching $3 billion by 2023, up from 
$760 million in 2019.”

AI tools range from proprietary 
algorithms for AI-optimized pricing, 
which provides consumers with 
competitive offers — a tactic most 
notably used by Amazon and adapted by 
many industry leaders — to chatbots, a 
computer program created to simulate 
human conversation, used by the likes 
of Sephora to help and engage with 
consumers in a speedy and efficient way.

In beauty, there has been a rise in 
brands embracing augmented reality 
with companies like Modiface Inc., 
which was acquired by L’Oréal and 
allows users to virtually test and see 
makeup and hairstyles in real time. 
There has also been the emergence of 
voice activation apps like Estée Lauder’s 
creation, “Nighttime Expert,” on Google 
Home; brands like Function of Beauty, 
which offers customized hair care; and 
initiatives like The Skin Genome Project, 
a thorough skin-care database and winner 
of MIT’s 2018 Artificial Intelligence 
Award. The focus, essentially, is to offer 
personalization while gathering data to 
better understand consumers, anticipate 
their future actions and market trends.

NakedPoppy, a start-up cofounded by 
Jaleh Bisharat and Kimberly Shenk four 
months ago in San Francisco, combines 
personalization with clean beauty.

“[We use] AI technology and smart 
analytics to provide consumers with 
high-performance, highly-vetted clean 
and sustainable beauty products,” shared 
Bisharat, its chief executive officer, a 
graduate of Harvard College and Harvard 
Business School and former chief 
marketing officer at Eventbrite and vice 
president of marketing at Amazon.

“NakedPoppy’s three-minute, 
algorithm-based assessment analyzes 
everything from skin type and individual 
concerns, skin tone and undertones, 
age-related factors, hair and eye color 
considerations, allergies, sensitivities, 
personal preferences…Once the 
assessment is complete, you’re directed 
to your own personalized online 
clean beauty shop, which features an 
assortment of today’s top clean, luxe and 
high-performance brands.”

The company, which ships for free, 
allows buyers to return their products for 
no cost, if unsatisfied.

“Makeup is one of the last categories 
where people don’t feel confident 
shopping for new brands online,” 
continued Bisharat. “We believe that, 
using AI technology, NakedPoppy can 
change that and bring the convenience of 
online shopping to women who are short 
on time. This will happen as they develop 
confidence that what they receive 
will look on them.…The NakedPoppy 
algorithm learns from returns, as well as 
from ratings and reviews.”A
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Blurring the Lines Between Beauty, 
Wellness and Holistic Treatments 
Net-a-porter has added a wellness subcategory to its beauty pages, while Cult Beauty sells libido and energy boost 
pills and quartz eye masks.  BY SAMANTHA CONTI

LONDON — Is a healthy gut the new 
status symbol?

The wellness industry is racing ahead, 
capturing the hearts, minds — and 
stomachs — of consumers who once 
looked to creams, color cosmetics 
and the odd facial to feel better about 
themselves.

Today, men and women alike are 
taking a holistic approach, looking to 
beautify on the inside as well as outside 
with therapies aimed at calming and 
balancing the body and the mind. 
They’re also researching medicinal 
products — and therapists — to help them 
with their individual needs.

Tapping, Qi Gong, sound baths and 
energy healing have become popular 
among fashion designers in particular, 
while at retail, the lines between beauty, 
alternative therapies and ancient 
treatments are blurring.

Net-a-porter has added a wellness 
subcategory to its beauty pages, offering 
products such as hair vitamins costing 
70 pounds a pack, water bottles with 
amethyst crystals to emit calming and 
creative energy, and a drinkable vegan 
radiance powder to help the skin glow.

Likewise, Cult Beauty has introduced a 
well-being category that sells libido and 
energy boost pills, acupressure pillows, 
quartz eye masks, CBD oral spray and 
expensive dietary supplements.

Face Gym, which offers high-energy 
facials involving hand massages and 

technology to tone muscles, has been 
expanding in the U.K. and North 
America, where it has opened mini 
concept stores in the Upper East Side and 
TriBeCa.

Earlier this year, it branched into skin 
care with the release of a new range of 
heat and motion-activated, skin-care 
sticks meant to be used during gym or 
outdoor workouts to draw out toxins.

At the Indie Beauty Expo in London 
in October, vitamins and women’s 
menstrual wellness products jostled for 
attention alongside traditional beauty 
and makeup.

The New York-based Pratima, which is 
based around Ayurveda, is set to re-brand 
and relaunch early this year. What won’t 

change is the approach of the founder, 
Dr. Pratima Raichur, whose aim is to 
tackle the root, internal cause of skin 
problems before applying any product on 
the face or body.

That holistic approach to beauty and 
wellness is only gaining steam.

Reset, a luxury platform that uses 
AI technology to offer a range of 
personalized, mindfulness services that 
address stress management, will hold a 
pilot event in London later this month, 
with the app set to go into beta testing 
soon.

Founded by Joy Yaffe, who built fashion 
brands and worked in the health sector 
for over a decade, the site connects users 
directly with gurus online, via the app, 

and offline through Reset events, pop-ups 
and experiences.

The experts address a range of issues, 
offering solutions to video addiction 
and cancer counseling, teaching pain 
management techniques, and creating 
pre- and post-natal practices.

“It all comes down to the fact that 
you are what you think, and you are 
what you eat,” said Yaffe. “Seventy-five 
percent of people are stressed on the 
job. Millennials are living their lives in 
a pressure cooker, and the majority 
of people lack coping mechanisms, 
connectivity and community.”

She said the aim of Reset is to 
address stress by providing solutions 
that are “life-enhancing, and enable 
self-optimization.”

Other new businesses, such as the 
Khera-Griggs Cleanse Clinic, are focused 
more on the day-to-day needs and 
workings of the physical body.

Founded by the longtime public 
relations executive Meena Khera and the 
naturopathic nutritionist Amanda Griggs, 
Khera-Griggs has opened at the new 
Urban Retreat day spa in Knightsbridge, 
offering cleanse programs, infrared 
saunas and holistic treatments.

The clinic’s offer includes sensory 
therapy with chakra oils; bioresonance 
testing; cupping and yoga with Sadie 
Frost’s masters, Hortense Suleyman and 
Maya Fiennes.

The clinic also has a soundproof 
fitness studio meant for yoga, Pilates and 
meditation and offers services such as 
Deepak Chopra’s Inner Space Immersive 
Meditation Experience.

Separately, Urban Retreat has a roster 
of doctors, therapists and specialists who 
plan to host residencies and practice 
there.

It’s truly a sign of the times, that men 
and women alike can walk through the 
doors of Urban Retreat and get anything 
from a haircut and blow dry to a tattoo to 
a bespoke colonic treatment. Rounding 
out its approach to wellness, Urban 
Retreat even has a restaurant that serves 
healthy food — and organic wines.

A treatment room  
at Urban Retreat.

The Facegym  
flagship in London.

“It all comes down to 
the fact that you are 
what you think, and 
you are what you eat.” 
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CBD’s Future in 
Beauty Uncertain 
Recent scrutiny from the FDA calls the hyped ingredient 
into question. BY ELLEN THOMAS

CBD exploded in 2019, moving quickly 
from fringe health stores and dispensaries 
into mainstream retail. In 2020, a slew of 
launches seem to indicate its influence 
on beauty is not going away. It is yet to be 
seen if the ingredient is a passing fad or 
an emerging key category for beauty in 
the U.S. market.

The beauty industry is quick to latch 
onto wellness trends, and CBD was no 
exception. Retailers from Ulta Beauty to 
Nordstrom have recruited brands touting 
CBD as an ingredient, and new retailers 
offering curated CBD selections in upscale 
environments, including Fleur Marché 
and Standard Dose, launched.

At Cosmoprof in Las Vegas in July, CBD 
was a recurring theme. Among attendees 
and exhibitors, there were private-label 
manufacturers prowling for clients, 
ingredient suppliers, brands devoted 
to CBD products and brands that were 
launching CBD products and buyers hot 
on the CBD trail.

Brands were grappling with CBD as 
an ingredient trend, especially with 

how to use it and market it in topical 
skin-care products.

“CBD is known for reducing 
inflammation — it’s great for skin 
conditions like psoriasis, eczema and 
puffiness,” said Stephanie Wissink, 
managing director at Jefferies, who was at 
Cosmoprof and forecasted the use of CBD 
in skin care. “[The question for beauty] 
is how do you position it in the market? 
How do you educate? Most CBD products 
today are gummies, lotions or drops.”

While much of the CBD talk in 
2019 was geared toward emotional 
health and sleep, beauty brands 
are increasingly marketing it as an 
efficacious anti-inflammatory ingredient 
for topical skin care.

Sagely Naturals launched a CBD skin-
care line. Luxury hair brand Raincry 
launched CBD hair products aimed at 
hair repair. Other new brands using 
the ingredient include Vertly, Outré, 
Mowellens, Beboe Therapies and 
Fempower, which all sell on Nordstrom’s 
CBD skin-care platform.

Still, there remain regulatory 
constraints and a lack of clinical evidence 
supporting CBD as an efficacious 
ingredient in topical skin care. And with a 
number of new brands launching, at least 
one retailer told WWD that the category 
has very quickly become oversaturated. 
“You have to find a way of editing,” the 
retailer said.

While its future in beauty is still 
unsorted, CBD is still a big thing in 
wellness. Equinox is rolling out CBD 
recover massages using CBD brand Papa 
& Barkley’s topical skin-care line to 25 
EQX Body Lab locations. Holistic health 
brand Naturopathica now offers CBD 

massage and facials using its own CBD 
line at its three locations in New York. 
The ingredient is increasingly being 
seen in sexual wellness products as well, 
particularly in lubricants.

Still, the space lacks clear regulation. 
In November, the FDA warned 15 
companies for illegally selling various 
products containing cannabidiol, and 
said it was investigating various concerns 
around the ingredient’s safety. In light 
of this, some brands are stepping away 
from CBD altogether. Solviva, a new 
line of tinctures launching in February, 
formulates using rare cannabinoids such 
as CBN, CBC and CBG.

Is Beauty Headed for a  
Social Media Shake-up in 2020? 
Instagram’s user growth is slowing. Meanwhile, TikTok is buzzing. BY ALEXA TIETJEN

New year, new…social media strategy?
The blogger boom, rise and fall (and 

rise again) of Snapchat, Facebook’s 
political woes, the YouTube chronicles, 
Instagram’s reign as king: these were the 
defining social media moments of the past 
decade. But as Instagram’s user growth 
slows, #SponCon fatigue sets in and 
brands become mesmerized by TikTok, 
there may be a turning of the  
tides brewing in the zeitgeist.

Here, WWD takes a look at the current 
social media landscape — and some key 
takeaways for beauty brands. 

INSTAGRAM
Between Checkout, Shopping from 
Creators and its Brand Collabs Manager 
tool, Instagram has been making moves 
to stay on top of the multibillion-dollar 

influencer marketing realm. But a recent 
report from eMarketer shows that users 
may be growing tired of the platform, 
which has become undeniably overrun 
with sponsored content, follower loops 
and influencer drama.

Instagram’s U.S. user growth rate fell 
from 10.1 percent in 2018 to 6.7 percent 
in 2019, the first time that rate reached a 
single digit pace, according to eMarketer. 
The market research company predicts 
that Instagram’s growth rate will drop 
to 4.5 percent in 2020 and continue to 
decline throughout the next few years.

Despite those numbers, brands 
remain optimistic about influencer 
marketing, according to a May report 
from Influencer Marketing Hub. The 
report, a collaboration with Viral Nation 
and NeoReach, surveyed 800 marketing 

agencies, brands and “other relevant 
professionals.” It found that 86 percent 
of participants intended to dedicate a 
portion of their budget to influencer 
marketing in 2019, up from 47 percent in 
2017. Furthermore, 63 percent planned 
to increase their influencer marketing 
budget over the next year.

Brands will need to get smart about 
their strategies, as Instagram continues to 
hide likes and engagement rates remain a 
nebulous metric. Microinfluencers emerged 
as the new favorite child in 2019, though a 
stratified approach seems to be the word of 
advice from marketing agencies. 

FACEBOOK
Prior to VidCon’s 2019 installment, Facebook 
announced new monetization features for its 
creators. The social media giant seems to be 
incentivizing creators in order to steal some 
of YouTube’s thunder, though how effective 
it will be in doing so remains to be seen.

Facebook’s most-prized beauty creator is 
Huda Kattan, founder of the billion-dollar 
Huda Beauty company. The influencer 
has a Facebook Watch Original series with 
the platform, the second season of which 
debuted last year. The show’s page is 
followed by more than 700,000 people, 
and the episodes have cumulatively racked 
up tens of millions of views.

YOUTUBE
YouTube and beauty: a winning 
combination — so long as it’s drama-free.

YouTubers Jeffree Star and Shane 
Dawson closed out 2019 with the 
biggest influencer launch of the year. 
The vloggers first unveiled their joint 
Conspiracy Collection on YouTube, 
generating a total Media Impact Value of 
$54 million, according to Launchmetrics. 

Nearly half of that MIV came from 
YouTube, where Star and Dawson count 
17 million subscribers and 23 million 
subscribers, respectively.

Dawson’s YouTube series documenting 
the making of the collection — the first 
widely viewed YouTube series on the 
ins and outs of the beauty industry — 
translated to millions of views per episode 
and the selling out of the collaboration, 
which is slated to restock this year.

The success of the line, which was sold 
at Morphe in addition to Star’s web site, 
is testament to the persisting power of 
YouTubers. This year, both James Charles 
and Bretman Rock will release new YouTube 
series. When it comes to beauty YouTube, 
drama may be out, but content is forever in.

SNAPCHAT
Don’t count Snapchat out of the social 
media race just yet. In fact, things are 
looking up for the platform, according to 
a recent report from eMarketer.

By the end of 2019, Snapchat had 293 
million users worldwide, a 14.2 percent 
growth from the year prior, according 
to the report, which cites new features 
as a driver of that growth. Emarketer 
estimates that Snapchat will add more 
than 63 million users by the end of 2023.

TIKTOK
TikTok is already the most-anticipated 
social media platform of the year.

E.l.f. Cosmetics was one of the first 
beauty brands to test out the ByteDance-
owned video-sharing app last year. E.l.f.’s 
campaign featured a number of influencers 
mouthing the words to a song inspired by 
Kash Doll’s “Ice Me Out.” The campaign 
trended on TikTok when it debuted — due, 
in so small part, to the musical element, as 
TikTok has been known to viralize songs 
such as “Old Town Road” by Lil Nas X and 
“Fantasy” by Mariah Carey.

The platform has piqued the interest of 
beauty brands, as there’s no shortage of 
beauty and beauty-adjacent content on it. 
Still, brands have yet to master it. And if 
Instagram is any indication, it’s only a matter 
of time before #SponCon saturation sets in.

Instagram’s slowing 
user growth and 

brands’ increased 
interest in TikTok 

could be signaling a 
social media turning 

of the tides.
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CBD in beauty products 
was a recurring theme 

in 2019, but no one is 
certain how long the fad 

will last.
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A Secondhand Opinion: 
Retail 2020 and Beyond 
WWD asks experts in the reuse, re-commerce, resale  
and secondhand markets what trends will define retail  
this year. BY KALEY ROSHITSH

Apparel Manufacturing Primed 
For Disruption in the 2020s 
New technology, growing consumer awareness and 
financial necessity are all pushing fashion toward better 
manufacturing methods.  BY KALI HAYS

At a time when conventional retail is 
struggling, it only makes sense to seek 
out an alternative recourse — or a second 
opinion. According to a September analysis 
by market research firm IBISWorld, the used 
goods industry has outperformed the overall 
retail market over the five years to 2019.

The apparel industry has certainly been 
witness to the disruption, so WWD asked 
experts in the reuse, re-commerce, resale 
and secondhand markets what trends will 
define retail in 2020 and beyond. 

RECYCLE/REUSE
For Tony Shumpert, vice president of 
recycling and reuse at Savers, it’s culture 
and excitement.

“I think going forward when we think about 
the changing landscape of retail. I don’t think 
there’s a reason for anyone to go to a store 
today just for a cheap price point. Whether it 
is new players coming into the resale space, 
(brick-and-commerce or e-commerce) it’s 
about the experience, the thrill of the find, 
company culture and that what you stand 
for aligns with the consumer.”

Savers is a for-profit brick-and-mortar 
thrift store chain that has been operating 
on its “Rethink Reuse” model for more 
than 60 years.

RESALE
For reseller Sarah Davis, founder at 
Fashionphile, it’s consumer curiosity.

“In 2020, more people than ever will ask 
themselves, ‘What is the resale value of this 
handbag?’ — or watch, or piece of jewelry 
or pair of sneakers — before they make a 
purchase.”

Fashionphile was founded in 1999, as 
what the platform calls a “purveyor of pre-
owned luxury accessories,” with Neiman 
Marcus purchasing a minority stake in the 
company in April.

For James Reinhart, chief executive 
officer and cofounder of ThredUp, it’s three 
major trends.

First, “Gen Z will continue to lead the 
way toward a sustainable fashion future.”

Second, “New waves of consumers 
and retailers will embrace resale. Ten 
years from now, every retail store will 
have a thrift component, and every closet 
will have more secondhand clothing 
and a cleanout bag. We’ll all look back 
and wonder why we ever shopped and 
consumed fashion the way we did.”

Third, “Fast-fashion will continue to 
fall out of favor. If Forever 21’s fate was 
any indication, consumer preferences are 

evolving, and retailers who refuse to get 
with the times will be left behind.”

ThredUp is a 10-year-old fashion resale 
marketplace that was recently awarded 
RetailDive’s “Disruptor of the Year” award.

RE-COMMERCE 
For Andy Ruben, founder and ceo of Yerdle, 
“dozens of niche offerings will emerge to 
serve brands and multibrand retailers.”

“Many will falter as they scale given 
the complexity of managing single-sku 
logistics and trade-in offerings at scale. As 
expectations continue to increase, there will 
be consolidation of these service providers 
as brands require scalable solutions to 
address their needs.”

Yerdle is a business-to-business branded 
resale platform doing the heavy lifting for 
the likes of Eileen Fisher, Patagonia, Rei and 
Arc’teryx. 

CIRCULAR INVESTMENT
For Caroline Brown, managing director at 
Closed Loop Partners, technology is key.

“We believe 2020 will be a year that 
brands take the necessary steps to capture 
maximum value of their products by 
keeping them in play longer. This is the 
year we will see brands engage with the 
technologies to track, recapture, repair and 
ultimately resell their products — staying 
connected to their customers at every step 
of the process. A company that can make 
and sell a product is strong, a company 
that can make and sell that same product 
multiple times is even stronger.”

Closed Loop Partners is a New York-
based investment firm and innovation 
center focused on the development of 
circular economies. 

TECHNOLOGY 
For Vidyuth Srinivasan, founder and ceo of 
Entrupy, it comes down to consumer loyalty 
and trust.

“There’s a lot of new collaborations that 
are probably going to come up in the next 
year. Whether you’re a retailer or a luxury 
brand — it’s asking, ‘How do you make your 
relationship much more long-term with your 
consumer?’”

Srinivasan added, “We’re going to see 
more returns fraud and resellers taking in 
returns — essentially creating better return 
policies, similar to traditional retailers.”

Entrupy is a product authentication 
technology and a recent participant in 
LVMH Moët Hennessy Louis Vuitton’s 
accelerator program.

Disruption has hit shopping and 
returns and advertising and the notion 
of retail itself, but manufacturing is one 
area of the overall apparel sector that has 
remained largely the same for decades. 

The biggest change is the rise of fast 
fashion, but even that was a few large 
players simply forcing an existing model 
to work faster. Not better, or cleaner, or 
with less waste and damage to workers 
and the environment.

Fast fashion exploded at the start of 
the last decade and pushed the entire 
industry toward a new culture of “throw 
away” apparel — inexpensive, once 
worn and maybe never even washed 
before settling into a landfill or being 
destroyed. As chains like Uniqlo and H&M 
signed up for design partnerships with 
everyone from Karl Lagerfeld to Missoni, 
even high fashion made its way into 
more production than ever, feeling the 
need to feed a consumer appetite being 
trained to want new things constantly. 
Compared with 15 years ago, annual 
apparel production overall has doubled 
to over 100 billion units, according to a 
Euromonitor report.

The increased production of all levels 
of apparel has primed a still archaic 
manufacturing system for disruption. A 
simple shirt is still a process of a fabric 
sourcing, dying, cutting, sewing, washing, 
finishing, packaging, using tons of water 
(1,000 liters for a T-shirt) and create tons 
of waste byproducts (fashion accounts for 
10 percent of global carbon emissions). 
With more conversations and broad 
understanding of fashion’s effects, the 
2020s may be the decade some overdue 
manufacturing changes finally start to 
become visible.

With major sustainability efforts 
coming out of luxury conglomerate 
Kering, which has pledged to reduce its 
carbon output by 40 percent in the next 
five years, and long time eco-champion 
Stella McCartney, companies are starting 

to agree to incremental changes within 
their supply chains.

The decade will likely see an increased 
existence and use of “smart factories,” or 
manufacturing facilities that are largely 
automated and self-servicing, and so able 
to operate on more of an on-demand 
basis. This is expected to reduce waste 
from manufacturing products that are 
never purchased or recycled. If such 
facilities ultimately employ technologies 
like 3-D printing and manufacturing, 
material waste from scraps can also be 
avoided completely. The prospect of 
on-demand and personalized order for 
consumers also creates the possibility 
that packaging waste and emissions from 
the delivery and returns process will be 
greatly reduced.

Another area of manufacturing that 
seems to be gaining traction is textiles 
themselves. A majority of textiles 
are either Cotton- or plastic-based, 
and make excessive use of water and 
chemicals to produce. Organizations 
like the Ellen Macarthur Foundation 
are pushing fashion companies to make 
better use of existing textiles, recycling 
and promoting length of wear. But 
new sustainable fabrics like Tencel 
and Modal are also becoming more 
widely used, both of which are natural 
but use far less water and resources, 
and are biodegradable to boot. On the 
more luxurious side, there’s organic 
cotton, which uses far less water than 
nonorganic, and increased branding 
around humane and sustainable 
methods for fabrics like cashmere and 
wool are starting to take hold. 

Although truly sustainable luxury 
products are still few in number and 
there is a long way to go for fashion to 
be sustainable, technology is starting 
to meet financial demands and growing 
consumer concern. The 2020s could 
well bring a new, better phase of 
manufacturing to fashion.

Tony Shumpert
Caroline Brown

Vidyuth Srinivasan Andy RubenSarah Davis

James Reinhart

Nike’s Air Manufacturing 
innovation center.
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Fashion’s Sustainability Battles 
Seen Spilling Into Social Realms 

Addressing corporate social responsibility as “greenish pet projects” is no longer an 
option, said consulting firm Oliver Wyman. BY MIMOSA SPENCER

Where Streetwear Meets Sustainability — and Survives 

Could the high-tech survivalist look be the trend that best speaks to our uncertain times?  BY CATHRIN SCHAER

WHAT TO WATCH

The fight for green credentials has 
swept the fashion industry, emerging as a 
key battle line for luxury groups seeking 
to burnish their image with consumers, 
but behind the eco-quests sits a broad set 
of issues related to social responsibility. 
These, too, are gaining increased scrutiny, 
say analysts, and the luxury industry has a 
leadership role to play.

“I have an enormous amount of requests 
related to the subject of corporate social 
responsibility,” also known as CSR, said 
Celia Friedman Spanidis, a partner at 
consultant firm Oliver Wyman. “It’s clearly 
a subject linked to current events and a 
subject that chief executive officers are 
concerned about,” she added. 

The firm sifted through information 
provided by publicly listed luxury firms 
around the world and drew up a report 
called “Responsible Leadership in Luxury” 
that weighs the importance of such issues, 
which include the workplace environment, 
involvement in local communities and 
ensuring human rights are respected 
throughout the supply chain. It’s all closely 
tied to risk management — especially in 
luxury — but creates long-term value, 
according to the firm.

Analysts at Morgan Stanley have 
emphasized the risks linked to supply 
chains, suggesting investors ought to 
question luxury goods companies  
about their supply chains and how 
often they conduct factory visits and 
independent audits.

“The rising investor commitment to 
incorporating ESG [environmental, social 
and governance issues] within investment 
frameworks means that red flags are 
increasingly scrutinized,” said Morgan 
Stanley in a note to clients last year, noting 
that articles in the press had highlighted 
the lack of formal employment contracts 
and poor working conditions.

“It’s above all a subject of exposure to 
risk,” said Friedman Spanidis. “And in 

luxury, all the value is in the brand, so a 
problem with risk in the supply chain puts 
the brand in danger.”

The idea behind the Wyman study was 
to shed light on the subject for luxury 
executives and show it is closely linked to 
growth and survival over the long term. 

“We consider it an issue of financial 
value,” she added. 

“Addressing CSR as ‘greenish pet 
projects’ is no longer an option as the 
increasing exchange of information in 
our digital economy has let to more 
transparency and companies can no longer 
blame the complexity of their supply 
chains or their lack of oversight into issues 
such as child labor practices or worker 
underpayment,” said the Wyman report, 
noting that organized and reputable 
stakeholders are calling for accountability.

The results of the Wyman report, 
which calls for looking beyond the risk 
management angle and considering CSR as 
a lever for creating long-term value, show a 
“nascent correlation” between CSR scoring 
and market valuation.

“In the long term, financial analysts 
are starting to pay more for companies 
displaying more mature CSR practices 
as they are less exposed to reputational 
risk and more attuned to societal and 
consumption mega trends,” the study said. 

Following an initial setup cost to 
implement CSR practices, they become 
part of the way business is conducted, as 
described by Friedman Spanidis.

“Once you launch a project related to 
a particular issue — perhaps investing 
money to change the standards, afterward 
it becomes business as usual, so you can’t 
go back — it’s a way of doing things that 
replaces another way of doing things,” she 
said. It’s important to have a commitment 
from top management for the initial 
investment, she added.  

The ceo of a group is best-placed to call 
for brands to integrate CSR practices, while 
a group of executives can think up best 
practices, seek the right balance, identify 
operational opportunities and pull in 
external experts to challenge the company, 
in her view. 

Last year was marked by a flurry of 
activity on the sustainability front, spurred 
on by frustrated citizens, who took to the 
streets to demand more environmentally 
minded measures from policymakers, in a 
series of climate marches around the world.

To list just a few examples of industry 
measures, Kering announced in September 
that it would be going fully carbon-neutral 
and offset greenhouse emissions; the 
group’s chairman and ceo François-Henri 
Pinault had rallied a group of fashion 
industry players the previous month to sign 
on to the Fashion Pact, a pledge to work 
toward certain environmental goals. LVMH 
Moët Hennessy Louis Vuitton, meanwhile, 
has held a series of “Future Life” 
discussions showcasing its environmental 
goals, including one during Paris Fashion 
Week, attended by ceo Bernard Arnault.

But the luxury sector is also well-
placed to demonstrate leadership on 
issues beyond the environment, says 
Friedman Spanidis.

“It’s an industry that earns an 
enormous amount of money and that has 
the means to create local employment 
and to better pay employees — and 
perhaps holds the keys to the economy of 
the future,” she suggested.

“Top luxury executives, perhaps more 
than any other industry, will have a role to 
play with regards to society’s expectations 
because the industry has a larger margin of 
maneuver compared to other industries,” 
she added. 

This could stretch beyond the industry’s 
role in preserving and developing certain 
areas of expertise, or ones that are in 
danger of disappearing, and that can 
support local economies. 

“It’s an enormous responsibility,” but 
the industry can serve as an impetus for 
the rest of society, she said. 

Friedman Spanidis and her colleagues 
sought to include a wide range of criteria 
for their study, looking at things like how 
many women are in a company, and how 
many hold high-level positions. Diversity 
and inclusion were also among criteria 
considered in the Wyman study. 

Kering is one luxury group that 
has been focusing on the workplace 
environment, including recently bulking 
up parental leave policies, which it applies 
to employees on a worldwide basis, and 
recruiting a chief diversity, inclusion and 
talent officer.

As the fashion industry grapples with 
the thorny issue of how to become more 
sustainable while still selling clothes, the 
focus has often been on supply chains, 
recycling and vintage resale. But what 
would sustainability actually look like, if it 
were a fashion trend?

Perhaps a little like the latest 
collaboration between Adidas and Berlin-
based magazine and apparel brand, 032c. 
The name of the capsule collaboration, 
released in mid-December, was Gear for 
Coming Storms. The multiple straps, 
metal loops and military-style hardware 
on black backpacks, duffel bags and other 
accessories look more survivalist than high 
style and a direct comment on an uncertain 
future, thanks to climate change.

But 032c creative director Maria Koch 
said there's more to the idea behind the 
products, which sold out in just two hours. 
"It's not quite that direct," she told WWD. 
"[As the collection was being designed] we 
knew it must be something modern with a 
precise, clean aesthetic — but without being 
super minimalist, or too playful.

“The question we worked on was, when 

there is so much out there already, what 
do I actually need? And why do I need 
this? And then: How can I make it so it’s 
useful – because usefulness is connected to 
sustainability. Something that is not a just 
a one-season hit, where there’s a sense of 
timelessness and quality. But it should also 
look a little dangerous and sexy," she noted, 
"and still somehow be connected to the 
idea of fashion,” Koch continued.

Koch noted that there would be further 
032c collaborations with Adidas in the near 
future.

Many brands — particularly those 
catering to younger, climate-conscious and 
streetwear-savvy customers who may be 
feeling just a little anti-fashion these days — 
are grappling with a similar philosophical 
quandary: How to engineer apparel that’s 
useful in any situation, and unisex, but 
also fashionable — and without stumbling 
straight into a Navy Seals’ locker room.

A number of dedicated outerwear and 
what are known as techwear brands — 
such as Alyx, Arc’teryx’ Veilance line 
of urbanwear, Stone Island’s Shadow 
Project, the North Face's Black Series, 

Riot Division from Ukraine and the 
more flamboyant Japanese label, White 
Mountaineering — have dabbled with 
answers to that question. Italian label, 
Nemen, combines technical fabrics with 
Made in Italy craftsmanship and special 
dying techniques. Shanghai-based label 
Rosen's X range of techwear is "genderless," 
customizable and only ever made to 
order while Copenhagen's Tobias Birk 
Nielsen made his latest collection less 
weather dependent, a riposte to fashion's 
seasonal cycles. British label A-Cold-Wall 
has included aspects of survivalist style on 
the runway and, in a collaboration with 
Nike in early 2019, went against the “box 
fresh” aesthetic so prized in streetwear by 
designing a sneaker that would age faster 
than usual.

Cult label Acronym, based in Germany 
and responsible for the look of Nike’s 
stylish ACG line (short for All Conditions 
Gear) until 2018, is often referred to the 
original "techwear" label, having made 
these kinds of essentially seasonless, 
high-tech garments for years. Clothes 
come with intense attention to detail that 

extends to re-designed pocket interiors 
and complicated names like the HD Cotton 
Articulated BDU Trouser or 3L Gore-Tex 
Pro-Tec Sys Interops Jacket. The garments 
usually sell for well over 1,000 euros to 
dedicated followers that include the likes 
of musicians Drake and A$AP Rocky and 
actors Henry Golding and Jason Statham. 
Working with Nike made Acronym famous. 
Yet in interviews, the brand’s cofounder, 
Errolson Hugh, has expressed skepticism 
about doing bigger business because 
he likes to think high-quality, high-tech 
clothing like his is “fundamentally about 
buying less stuff." Basically you buy one 
very useful, technical jacket and hang onto 
it until the apocalypse is over.

It’s clear that the relationship 
between fashion and politics around 
the environment will only get more 
complicated this year, and this decade. In 
their year-end report on cultural trends, 
the London-based fashion search firm Lyst 
has already reported that searches for 
"survivalist" looks — like utility vests, belt 
bags, cargo pants and combat boots — had 
risen by a third.

LVMH’s Future Life series held in New York City.
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7 New Books to Read  
From new novels by Ottessa Moshfegh and Darcey Bell 
to memoirs by Alicia Keys and Betsey Johnson, here are 
a few spring titles to check out.  BY KRISTEN TAUER

“Hitting a Straight Lick With  
a Crooked Stick”  

by Zora Neale Hurston (January)
This collection of stories by the late author includes 

eight “lost” stories, found in forgotten periodicals.

“Topics of Conversation”  
by Miranda Popkey (January)

For fans of Sally Rooney, a debut novel structured 
through conversations between women.

“Apeirogon”  
by Colum McCann (February)

The National Book Award winner pens a novel of 
friendship between two men — Palestinian and 

Israeli — connected by loss.

“More Myself: A Journey”  
by Alicia Keys, with Michelle Burford (March)

The singer-songwriter offers a personal look into 
her childhood and life with a memoir published by 

Oprah’s imprint.

“Death in Her Hands”  
by Ottessa Moshfegh (April)

A metaphysical suspense novel  
by the author of “My Year of Rest 

and Relaxation.”

“Something She’s  
Not Telling Us”  

by Darcey Bell (April)
A new domestic thriller from the 

author of “A Simple Favor.”

“Betsey: A Memoir”  
by Betsey Johnson, with Mark 

Vitulano (April)
The fashion designer recounts her 
childhood and building her epony-

mous clothing business.

Who to Watch for 
On the Red Carpet 
This Awards Season  
The best fashion contenders from music and film this 
awards season. BY LEIGH NORDSTROM AND KRISTEN TAUER

With each awards season comes a 
new set of red carpets to dress and 
impress for. After breaking out in “Lady 
Macbeth,” Florence Pugh has made 
it big time with “Little Women” and 
has emerged as a red-carpet star to 
watch. Having already worn brands like 
Valentino, Emilia Wickstead and Chloé 
— and now with a Vogue cover under her 
belt — we can’t wait to see where the rest 
of awards season takes Pugh.

Another awards contender to watch 
for is Julia Fox, who sat in the front row 
at Moschino and attended parties for 
Dior during the buzz for “Uncut Gems.” 
But we’d be lying if we didn’t add that 
we’re also very thrilled to see her costar 
Adam Sandler back on the red carpet, 
and hoping for some excellent throwback 
suiting coming from his direction.

And of course, the biggest name to 
watch for this season is J.Lo, who has 
both awards nights and the Super Bowl 
as her runway (and we’re not ruling out 
another fashion week appearance).

Come the end of January, music’s 
biggest night will draw our top rising 
style stars in the industry, Rosalia 
and Lizzo. Both breakout singers have 
become known for bringing a definitive 
— and undeniably confident — approach 
to their interesting red carpet looks, 
with major designer clout. Rosalia has 
worked closely with Riccardo Tisci on her 
performance looks, and wore a gown by 
the designer to the Video Music Awards 
last summer; we look forward to seeing 
how a continued collaboration between 

the pair might evolve. And Lizzo: from 
the moment she donned her Marc Jacobs 
Met Gala look to the airport the next 
morning, there was no question that 
a major style force had arrived. We’re 
excited to see what looks the Grammys 
has in store.

Florence Pugh Rosalía

Lizzo
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Check Out These 
Shows This Year
SJP and Matthew Broderick, Princess Diana and more: 
the best theater shows coming in early 2020.  
BY LEIGH NORDSTROM AND KRISTEN TAUER

The couples who perform together, 
stay together: The 2020 theater scene in 
New York kicks off with a bit of real-life 
romance onstage, first with Rose Byrne 
and Bobby Cannavale. The pair will star 
in Simon Stone’s take on the Euripides 
tragedy “Medea,” opening Jan. 30 at 
BAM’s Harvey Theater. Beginning with 
previews in March, Sarah Jessica Parker 
and husband Matthew Broderick will be 
reunited onstage for the first time since 
1992 in a limited run of “Plaza Suite” at 
the Hudson, the first New York revival of 
the Neil Simon piece.

Elsewhere on Broadway, Princess 

Diana is brought to life by Jeanna de 
Waal in the bio-musical “Diana.” Sam 
Rockwell, Darren Criss and Laurence 
Fishburne team for the revival of 
“American Buffalo,” starting in March. 
Sam Mendes, fresh off his Golden Globes-
winning “1917,” directs “The Lehman 
Trilogy,” which transfers to Broadway 
after a sold out run at the Park Avenue 
Armory last year. Two popular films are 
also getting the Broadway treatment: 
the premiere of the “Mrs. Doubtfire” 
musical, and the “Sing Street” transfers 
to Broadway after a run at the New York 
Theater Workshop.

from left: Sarah Jessica Parker  
and Matthew Broderick;  
“The Lehman Trilogy” opening night.
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gulping celery juice.

 

From Royal Weddings to Royal Exits
A look back at the cultural moments of the 2010s — and where we’re going in the 2020s.  

BY LEIGH NORDSTROM AND KRISTEN TAUER

T h ey  we re. . . T h ey  a re. . .

rosé al l  day. shel l ing out for artisanal mocktai ls. 

tapping it  back at SoulCycle. getting it  whenever they want with Peloton. 

standing in l ine for the Boom Boom Room. *gasp* traversing to another borough  
( is this Staten Island’s decade?)

watching “Game of Thrones.” rebooting everything. 

l istening to “One Direction.” l istening to Harry Styles. 

glued to their  
screens for  

royal  weddings.

downloading Instagram,  
Vine, Snapchat, TikTok. . .

taking a social  
media cleanse.

glued to their screens  
for royal  exits.
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NEW NATURE: Highly artificial and sterile environments 
are employed to create the ideal organic specimen. 
Today’s glass houses contain all the essential ingredients 
of life but none of the redundancies: sun, soil, and water 
are emulated, optimized, and finally automated.

Donald Judd. Untitled. 1991. 
Enameled aluminum, 59″ × 24′ 7 

1/4″ × 65″ (150 × 750 × 165 cm).

Niki de Saint Phalle. Tarot Garden. 1991.

James Turrell, VARDA 
(03), 2017, LED light, 
etched glass,  
shallow space.

Yoshitomo 
Nara, I Want 
To See The 
Bright 
Lights 
Tonight, 
2017, Acrylic 
on canvas, 
78 3/4 × 76 
3/4 in. (200 × 
194.9 cm).

L’Arc de Triumph, Wrapped (Project for Paris) Place 
de l’Etoile – Charles de Gaulle Collage 2019 11 x 8 1/2″ 

(28 x 21.5 cm) Pencil, wax crayon, enamel paint, 
photograph by Wolfgang Volz and tape.

The Art Scene Includes  
Shows for Donald Judd And Christo  

Noteworthy spring art exhibitions to check out in New York, Los Angeles, Paris and London.   
BY KRISTEN TAUER

On Feb. 11, Surrealist pop painter Peter Saul’s first New York museum 
survey, “Crime and Punishment” opens at the New Museum; it follows 
dual gallery shows for Saul and wife Mary Saul at Almine Rech in Paris 
opening Jan. 18, respectively titled “Art History Is Wrong” and “Hideout.” 
Rem Koolhaas and Samir Bantal direct attention to environmental 
and socioeconomic issues at the Guggenheim through their exhibition 
“Countryside, the Future” opening Feb. 20. With major support from Sies 
Marjan, the research-driven installation will occupy the museum’s rotunda 
and explore changes in the earth’s land not occupied by cities. The first U.S. 
retrospective of Donald Judd’s work in more than 30 years opens March 1 
at MoMA, where the late artist’s sculptures, paintings and drawings will be 
on display on the newly renovated museum’s sixth floor. The museum will 
also exhibit eight of MIT professor Neri Oxman’s major works in “Material 
Ecology” from Feb 22. Over in Long Island City, MoMA PS1 on April 5 will 
be the first museum in New York to exhibit feminist-activist Niki de Saint 
Phalle’s work.

This spring, LACMA will exhibit more than three decades of Japanese 
artist Yoshitomo Nara’s work, including a 26-foot outdoor bronze 
sculpture, starting April 5, as well as video art pioneer Bill Viola’s 1992 
room-sized installation “Slowly Turning Narrative” from June 7.

In Paris, the Centre Pompidou will show a solo exhibition of pioneering 
land artist Christo and his late wife Jeanne-Claude’s work starting March 
18. In collaboration with the museum and the Centre des Monuments 
Nationaux, later this year Christo will wrap the Arc de Triomphe in 
polypropylene silver, blue fabric and red rope, a culmination of the artist’s 
public artwork plan, which began more than 60 years ago; “Wrapped” will 
be on view from Sept. 16 to Oct. 4.

Pace Gallery in London will present its second solo exhibition of 
James Turrell’s light works from Feb. 11 through March 27, including four 
new works from his “Constellation” series. On Feb. 13, it will all come full 
circle for London native Steve McQueen when the Tate Modern, which 
awarded him the Turner Prize in 1999, will present the first major exhibition 
of McQueen’s work in the U.K. in more than  
20 years. “Kimono: Kyoto to Catwalk,” an exhibition looking at the 
cultural significance of the kimono in Japan and worldwide from the 1660s 
to present, opens at the Victoria and Albert Museum on Feb. 29.

The spring season will culminate with the opening of The Met’s 
spring Costume Institute exhibition, “About Time: Fashion and 
Duration,” which explores the impact of the past 150 years of fashion. 
The show is part of the museum’s 150th anniversary celebration.
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Are the 2020s When 
Print Media Will End?  
Some major publishing executives are already counting 
down the number of years print as a medium has left.   
BY KALI HAYS

If you look through enough comments by 
several media executives in recent years, 
most foresee a time when the period of 
printed media comes to an end.

Although print products, subscriptions 
and even ever-dwindling newsstand sales 
typically make more money for publishers 
than digital, they also cost a lot more to 
produce. While publishers are still set 
on squeezing what money they can out 
of the shrinking number of people who 
prefer a print product over a screen, 
mainly by regularly increasing the price 
of magazines and newspapers, more than 
ever before publishing executives are 
willing to admit that print may not be a 
part of the business forever.

“At least 10 years is what we can see in 
the U.S. for our print products,” said Mark 
Thompson, chief executive officer of The 
New York Times. “There may come a point 
when the economics of [the print paper] no 
longer make sense for us.”

Thompson said that on CNBC about 
18 months ago. This despite digital 
subscriptions to The Times being bigger 
than ever at around 3.5 million and the 
company having ambitions of paid digital 
readers reaching 10 million, a number that 
could likely float a continued print business, 
if that’s what the Times wanted.

Marty Baron, executive editor of The 
Washington Post, also thinks printed news 
has an expiration date. He told his own 
paper earlier this year that they could 
“discard the lingering notion that paper will 
remain for long a big part of what we do. It 
will not.” 

Baron didn’t put a specific time frame on 

it, saying instead print will continue “for a 
while, yes” but pointedly adding, “It will 
not last.”

So, America’s two largest and most 
successful newspapers seem to be firmly 
in the corner of print becoming a question 
in a “Jeopardy!” category about the early 
21st century. What about the tech guys, like 
Google? The company makes heavy use 
of newspaper and magazine content for 
its core search engine and has lately been 
investing in news-related projects.

Richard Gingras, a veteran news and 
media executive who is now vice president 
of news at Google, also doesn’t see print 
sticking around too much longer.

“Clearly, it’s going to peter out,” he said a 
year ago. “Five years, 10 years, I don’t know. 
If you simply look at younger generations, 
it’s completely irrelevant — our heads are 

in [our smartphones] all day. So what’s the 
value of a print vehicle?”

That makes two huge sectors of media 
in the “end of print” camp. One relative 
holdout, unsurprisingly, is magazines. 
Executives from both Condé Nast and 
Hearst Magazines see their titles, at least 
some of them, continuing on.

Although Hearst is taking a hard turn 
into digital, with new executives and a 
restructuring of the magazines’ sales business, 
chief content officer Kate Lewis said she’s 
planning for magazines to exist 20 years from 
now, claiming subscribers are still “strong.”

“Magazines can fill that [role] of a gift that 
you’re giving yourself,” Lewis said. “In some 
cases, they’re both an indulgence and a 
utility…it’s a combination of those things and 
I think there’s an appetite still. I really do.”

Roger Lynch, just a few months into his 
role as ceo of Condé, still sees a future for 
print, too, albeit likely on an even smaller 
scale than it is now.

At Recode’s annual fall media 
conference, Lynch admitted that other 
of Condé’s 10 remaining print magazines 
“may make that transition [to digital-
only] at some point.” He characterized 
Self — out of print since 2017 after almost 
40 years — as a success story in this 
regard, saying the business has turned 
around. He didn’t have the same praise 
for Glamour, which closed regular print 
in 2018.

Lynch did single out Condé’s now-core 
titles of Vogue, Vanity Fair, The New Yorker, 
Wired, GQ and Architectural Digest as ones 
he “can’t imagine” not being in print.

Nevertheless, a handful of magazines don’t 
make a robust print media economy. The 
new era of the Twenties is likely the decade 
that printed magazines and newspapers take 
their place firmly in the past.

The New York Times in print could be around for at least 
another decade, predicts its chief executive officer.

Is the Love Affair With Tech Over?  
Will the world fall further out of love with tech in the years ahead or can the industry 
pivot back?  BY ADRIANA LEE

In the last 12 months, the world had 
plenty of reason to fall out of love 
with tech. Silicon Valley’s ongoing 
privacy failures and inability to address 
misinformation, dotted by lackluster 
products, only ramped up in 2019.

By now, the public — and state and 
federal lawmakers — have gotten an 
eyeful of the tech sector’s privacy 
failures, while struggling to square it with 
those companies’ insatiable appetite for 
more data. All this and more feeds into 
a general distrust of technology. And 
that leaves retail in a somewhat awkward 
place, because data seems all but assured 
to continue driving the consumer 
experience in 2020.

So far, the experts have been advising 
stores and brands en masse to put data 
at the heart of their growth strategies. 
That’s only going to accelerate this year, 
especially for merchandisers.

According to Graham Cooke, chief 
executive officer and cofounder of 
marketing personalization firm Qubit, 
they’ll become more “data-empowered,” 
serving as a lynchpin for marketing, 
optimization, IT and the customer.

This year will bring more 
individualized, real-time personalization, 
he added. When brands analyze and 
take action on large amounts of data in 
milliseconds, “customer-centricity will be 
fully realized because machine learning 
models will actually understand each 
customer individually,” Cooke said.

The prospect is exciting for brands, 
but it may be the stuff of nightmares 
for privacy wonks, not to mention 

increasingly sophisticated tech users. 
Cooke acknowledged as much: “We’re 
at a crossroads on consumer data and 
its ownership,” he added. “Right now, 
brands such as Google, Facebook and 
Amazon are still on the winning end of 
customer data ownership, but I predict 
this will begin to change in 2020.”

Of course, winning is relative. 
Especially when it comes to big tech.

Facebook and Google’s advertising 
models have been facing intense 
scrutiny and, some believe, an 
inevitable march toward regulation. 
Facebook’s incoherence in addressing 
misinformation has become legendary. 
Meanwhile, Google’s $2.1 billion Fitbit 
acquisition and Ascension hospital 
partnership, which puts tens of millions 
of patient records at stake, raised 
eyebrows in 2019.

They’re not alone. Amazon’s efforts to 
connect the home triggered surveillance 
concerns last year, while Apple drew 
criticism for its perceived cooperation 
with the Chinese government, failure to 
deliver its anticipated AirPower wireless 
charger and what looks like Apple Card’s 
algorithmic bias against women in setting 
credit limits.

The public can shake its head at 
companies pushing mantras like “don’t 
be evil” while watching them engage 
priorities that their own employees find 
distasteful. But historically, people have 
allowed those feelings to live in a bubble, 
apart from the rest of their lives.

That may be shifting. Already the 
privacy failures have prompted some 

users to close their Facebook accounts 
or choose camera-equipped smart 
home products with physical shutter or 
microphone on/off buttons.

How the sentiment translates to retail 
will matter a lot this year. None of the 
experts believe that 2020 will bring a 
mass tech exodus — far from it — but it 
will bring changes in consumer behavior.

“People will spend even more time 
using technology in 2020 than they did in 
2019. It’s inevitable,” said Michael J. Wolf, 
chief executive officer of management 
consulting and strategy firm Activate. 
“They will be more discerning, however, 
about the applications and devices they 
use, moving to ones that they feel they 
can trust with their private information.”

Governments want to give consumers 
more rights, including the ability to 
delete their data. “Retail brands really 
need to pay attention to new legislation, 
including the California Consumer 
Privacy Act, or they could suffer the 
consequences,” Cooke continued. 
He sees the rise of applications that 
let shoppers port their data into 
environments they can control, and that 
could shift the “power dynamic” between 
marketers and consumers.

Regardless, it won’t stifle tech’s 
momentum in retail this year. There’s 
simply too much on the brink of mass 
adoption to ignore.

“When people in the future talk about 
2020, they’ll remember it as the year of 
significant technological advancement,” 
said chief product officer Omar Khan of 
Magic Leap, a tech firm that works with 

brands like H&M, Wayfair and others to 
deliver new types of experiential retail. 
“[It’s] the start of a decade that will 
completely change the way we live, work 
and are entertained in the decades that 
follow.” The reason: greater processing 
speeds and new computing models.

In particular, Web 3.0, artificial 
intelligence, faster 5G connectivity and 
the so-called Internet of Things — which 
allow devices to work together directly, 
with little to no human intervention 
— will “unlock possibilities that were 
previously restricted to science fiction,” 
Khan added. Imagine, he said, things like 
connected smart mirrors that can project 
digital clothes onto consumers.

As for big tech, Activate’s Wolf believes 
retail tech platforms like Shopify could 
give indie, digital native brands such as 
Allbirds and Kylie Cosmetics a way to 
sidestep forced marriages with major 
players like Amazon.

Other indies will find success in 
“recommerce” or secondhand apparel 
online, he added. “From online renting 
to resale, recommerce is becoming a 
mainstream behavior for 18- to 34-year-
olds,” said Wolf, explaining that younger 
consumers don’t want to wear the 
same outfit in multiple social media 
posts. That, plus a rising sense of eco-
consciousness, has ignited the sector. 
“Over 50 percent have bought and/or 
sold a used item online in the past year 
alone, and nearly 20 percent have rented 
clothes or accessories online,” he added.

Other trends — from social commerce 
to physical stores adopting a growing 
load of digital systems, AI, sensors and 
other tools — put a finer point on tech’s 
influence on the retail business. Against 
this backdrop, it looks like neither 
consumers nor retailers are ready to 
break up with it.

But they may be willing to acknowledge 
that the starry-eyed infatuation stage is over. N
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